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Who plays the lottery? 
When it comes to taking chances, 

men aren't afraid to try their luck - in 
the lottery, at least. According to a 
recent Maritz AmeriPolI conducted by 
St. Louis-based Maritz Marketing 
Research , 42 percent of American 
men play the lottery at least once a 
month , and one-fourth of them play 
weekJy. By contrast, nearly half of 
women say they never play the lottery, 
with just one-third playing at least 
monthly, and 15 percent playing 
weekly. 

When men take chances in the lot
tery, they go all the way. Of those who 
say they played the lottery daily, 93 
percent of men played seven days a 
week, versus two-thirds of women 
who play daily. Though many respon
dents say they never play the lottery 
(43 percent), those who do most com
monly play once or twice a week (20 
percent), or once or twice a month (16 
percent). And since men play most 
often, they tend to spend more money 
on Lottery tickets in a typical month: 
54 percent of men pend $5 to $50 per 
month , while 51 percent of women 
spend less than $5 per month. Men are 
twice as likely to spend more than $50 
each month on lottery tickets. 

Gas stations and convenience stores 
are the most popular places to buy lot
tery tickets, favored by 64 percent, 
followed by grocery stores (22 per
cent), liquor stores (8 percent), and 
drug stores (3 percent). Seventy per
cent of men buy their tickets at gas 
stations and convenjence store , while 
women and the elderly are more like
ly than men to try their luck at grocery 
or drug stores. 

The Wednesday and Saturday 
games are most popular among lottery 
players, preferred by 54 percent. 
Instant cratch-offs were next with 32 
percent, followed by weekJy games 
(28 percent), and daily games (8 per
cent). The thrill of instant gratification 
provided by scratch-off tickets was 
significantly more popular among the 
young crowd, chosen by 57 percent of 
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18-24-year-old lottery players. 
Finally, there's proof that hope 

prings eternal among lottery players: 
74 percent claim that lottery game 
odds do not influence the kinds of 
tickets they buy. Instead, the amount 
of the jackpot seems to be the dri ving 
force behind lottery ticket sales, cited 
by 57 percent as an influence to play, 
followed by hearing or reading about 
other winners (9 percent), in-store 
signs and advertisements (8 percent), 
and television ads (5 percent). Still , 
nearly one-third say they play the lot
tery no matter what the stakes. For 
more information call 800-446-1690 
or visit the Maritz AmeriPolI Web site 
at http://www.maritz.com/apoll. 

Middle East population 
to rise rapidly 

Nearly every Middle Eastern coun
try will see a rapid ri se in the number 
of its inhabitants over the next 15 
years, says a new study by market 

intelligence group Euromonitor in its 
new "Consumer Middle East 1998." 
The first edition of thi statistical 
handbook on the region show that the 
population of Saudi Arabia will ri se by 
61 percent, Iran wi ll see a 41 percent 
increase and Jordan 57 percent. 
Together, Iran, Egypt and Turkey will 
have a population of around 255 mil
ljon by the year 2010. Even now, the 
rate of population growth is at least 
2.5 percent in every country. As a 
result, the average age in the Middle 
East is very young: abou t four out of 
every 10 people are under the age of 
15. 

The two main reasons for the popu
lation explosion are the dramatjc drop 
in infant mortality resulting fro m bet
ter li vi ng standards and health ser
vices, and the region-wide preference 
for large familie . In some countries, 
women typically give birth to as many 
as seven or eight children. Saudi 
Arabia ha the highest birth rate, with 

continued on p. 47 

Point of sale promotions ineffective 
In the struggle to gain attention at the point of sale, consumer product 

marketers are spending an increasi ng amount of money on a variety of 
sales promotions. A survey conducted by CDB Research & Consulting 
Inc., New York, indicates that these sales promotions are often ineffec
tive. 

The study reveals that only 25 percent of consumers hopping in 
supermarkets notice point of sale promo- r---""I""----~--....., 
tions on product packaging. Of those who 
do , only two out of five will go on to pur
chase the product offering the promotion. 
"American companies have been s low to 
recognize the importance of conducting 
pre- and post-promotion research," says 
Larry Chiagouris , managing director, CDB 
Research & Consulting Inc . "Knowing 
what attracts consumers' attention can save 1-.-""'::: 

dollars invested in programs that often fai l to produce results." 
According to the survey, point of sale promotions are most effective 

when geared towards the young, single, and less affluent shopper. 
"We've studied consumer response to a wide variety of marketing tech
niques ," says Chiagouri s. "Point of sale promotions in supermarkets 
appeal to the most price-con scious elements of the shopping public ." 
For more information call 212-367-6858. 
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Take advantage of the historically low 
Canadian dollar and discover the competitive 
advantage enjoyed by companies like IBM, 
Paragon Research, Carter Marketing, Axiom 
Research Company, Opinion Dynamics 
Corporation, Market Facts, Jones Intercable 
and many others. 

Opinion Search Inc. one of Canada's Leading 
data coLLection agencies, is rapidLy becoming 
the fieLd house of choice for the U.S. market 
research community. 



New survey design 
software from NCS 

Minneapoli s-based National 
Computer Systems has introduced 
SurveyTracker Plus, a software 
package that in tegrates the entire 
survey process from concept to 
analysis. Users can create custom 
survey designs, print their docu
ments, enter survey data automati
cally using an OCR scanner and pre
pare a variety of reports. The soft
ware has checkli sts for tracking 
details, plans and schedules to help 
eliminate missed steps and errors. It 
also moni tors budgets and actual 
costs, calculating totals, deviations 
and costs per respondent. For more 
informati on call 800-447-3269 or 
visit the company's Web page at 
http://www.ncs.com. 
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New application for 
Maplnfo 

Spatial Insights, Vienna, Va., is 
now offering a Data Indexing appli 
cation for its MapInfo mapping pro
gram. The application was developed 
in response to client-driven mapping 
projects that required the evaluation 
of multiple demographic variables to 
identify and rank target markets in 
support of site selection demographic 
profiling studies. It combines multi
variate spatial data and provides for a 
two-tiered weighting and ranking of 
variables according to user-defined 
parameters. The Data Indexing appli
cation can evaluate up to 30 variables 
at a time and runs directly within 
Map Info Professional. For more 
information call 703-827-703 1 or 
visit the company's Web site at 
http://www.spatialinsights.com. 

Conduct full-profile 
conjoint on the Web 

Q.P.R. America, Carlsbad, Calif. , is 
offering MarketMaker, a Windows
based and Internet-enabled full-pro-

continued on p. 51 

RESEARCH WORKSHOPS: The 
Society of Insurance Research will 
conduct a series of workshops cov
ering primary market research , com
petitive intelligence and product 
development on June 1, 2, and 3, 
respectively, at the Hyatt Regency 
Hotel in Atlanta. The primary market 
research workshop will focus on the 
research process, research design, 
data analysis and interpretation, and 
case study analysis. The competitive 
intelligence workshop will focus on 
the value of competitive intelligence, 
defining gctionable competitive intel
ligence, state-of-the-art competitive 
intelligence in action, and use of 
commercial databases. The product 
development workshop will address 
the five-step development process 
(ideation, validation , design, imple
mentation, evaluation) . The series is 
open to both members and non
members of SIR. For more informa
tion call 770-426-9270. 

ANNUAL MRA CONFERENCE: The 
Marketing Research Association will 
hold its 40th annual conference in 
Chicago from June 3-5 at the 
Chicago Marriott Downtown. The 
theme is ''The Winds of Change -
Connections and Recollection." The 
conference is designed to provide 
attendees with industry information 
and education in research methods 
and skills that will enable them to 
build a competitive advantage in a 
dynamic marketplace. For more 
information call 860-257-4008. 
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Find Them Faster and Easier. 
And Find Them For Less. 

POLK'S RESEARCH SAMPLING 

W im over 200 demographic and lifestyle characteristics and purchase behavior ranging from automobiles to wines, 

Polks Research Sampling delivers me most accurate and targeted samples, saving you time and money By dealing wim Polk 

direcdy, you go straight to me source. No middleman, so meres no markup on me best information available. Our experienced 

account executives understand your market research objectives and will customize your order wim a full array of selects, cutbacks 

and data delivery options. Faster, easier and for less. For more information on Polks Research Sampling call toll free 888-225-1434. 

IR)k. 
Multi-Dimensional Intelligence'· 



Armour Swift-Eckrich, Inc., a 
Downers Grove, Ill., division of 
ConAgra, has named Dennis O'NeiU 
director of marketing re earch. He 
replaces Wally Heintzen, who retired 
in March after 11 year as director of 
the department. 

SOFRES Intersearch, a Horsham, 
Pa.-based research fmn, has named E. 
Layton Dorey vice president and 
managing director of automotive 
research. He and his staff will be 
ba ed on Detroit. 

Tish Pasqual has joined the 
Minneapolis office of Total Research 
Corp. as associate research director. 

Barbara Jacobsen has been 
appointed director of marketing ser
vices North America for Swissair, 
Melville, N.Y. Her responsibilities 
include research and planning. 

Andrew Grebe has joined 
TeleSession Corp. , New York, as 
director of operations. 

Palosaari data processing manager. 

Kathy Day has been promoted to 
vice president at the Arlington Heights, 
III., office of Market Facts, Inc. 

Jeffrey Adler has been named presi
dent and managing member of Centrac 
DC, a Rockville, Md.-ba ed research 
fum. Previou Iy he was vice president 
of Woelfel Research, Inc. 

Mark DeTorre has joined tk associ
ates, a Minneapolis research firm, as 
executive vice president and partner. 

David M. Thompson has joined 
Marketing Leverage, Inc., a 
Glastonbury, Conn., re earch firm, as 

Research Resources, Minneapolis, 
has promoted LeeAnn Williams to AR 
manager, handling the field logistics 
for its newly acquired Chicago office, 
Analytic Re ources. Research 
Resources has also named Kimberly 
Olsen, Hajer Ameur,- and Heather 
Cronin project directors and Sharon 
Osborn-Bale senior project director. 

Melissa Thrower has been pro mot -
ed to director of data processing at 
CB&A Market Research, Winston
Salem, N.C. 

Robert V. Miller has been named 
president and CEO of Cooper 
Research, Inc., Cincinnati, replacing 
Sanford L. Cooper, the company's 
founder and former president. 

Miller Maresca 

John Maresca has joined Directions 
in Research, San Diego, as project 

____________________________ ----, director. Previously he was a senior 

c.J. Olson Market Research, Inc., 
Minneapolis , has named Jolie 
Kennedy marketing research assis
tant. The firm has also named Neil 

enior consultant. Previously he was 
director of marketing research for 
CIGNA Individual Insurance in 
Bloomfield, Conn. 

• 
• 
• 
• 
• 
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Brand Positioning 

Brand Strategy 

BRAND IDFATIO Creative 

BRANDSFARCH'" 
Trademark Screening 

Brand Linguistic Screening 

ATLANTA 
(404) 873-3800 

DURHAM 
(919) 572-9311 

• BRAND~ MARKET RESFARCH 
Prescribing, Dispensing & 
Medication Accuracy Research 

• Brand Strategic Design 

• Brand Image Researcb 

• Brand Management 

BOSTON CHICAGO DALLAS 
(61 7) 951-3 100 (3 12) 21 4-1500 (21 4) 210-2960 

LOS ANGELES MIAMI NEW YORK 
(3 10) 284-3201 (305) 374-2500 (212) 557-2100 

Call /-800-5-BRANDS for our 
Brochult, Rt[mnm, or Brand 
Buildillg Snnil1lJr. BI ,i. 

research associate for The Washington 
Post. 

Roper Starch Worldwide, a New York 
research fum, has named Michael L. 
Silverman account director. 

Richard Yon has joined the business 
development department of Intelligent 
Marketing Systems, Minneapolis, as 
manager of account management. In 
addition, Steve Nelson has been named 
senior business analyst within the com
pany's business intelligence depart
ment. 

Decision Analyst, Inc., Arlington, 
Texas, has appointed Sue Chan direc
tor of its Econometrics Consulting 
Group. 

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

turning to Inquisite-a comprehensive electronic survey tool that makes administering 

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 

reduces costs and maximizes efficiency by complementing or replaci ng paper-based 

and responding to surveys as easy as pOint and dick. Now 

measuring brand loyalty and product satisfaction, and gauging inquisite survey methods. To learn more. call1-800-S81-73S4, or visit 

www.inquisite.com. It could save you a heap of trouble. 

U 5 T A 5 K 

Download a free evailla lion copy 01 IVww.illquisi le.com 



Global market research firms 
ACNielsen, Research International, 
and GfK have signed on with 
Stamford, Conn.-based FocusVision 
Worldwide to offer videoconferenced 
focus groups from FocusVision
equipped studio locations in Europe 
and Asia. 

Nine teams of researchers won the 
Advertising Research Foundation's 
(ARF) 1998 David Ogilvy Research 
Awards for outstanding research pro
grams that impacted successful adver
tising. The team from Campbell Soup 
Company, Camden, N.J ., led by 
Michael Schwartz, market research 
U.S. Group Director, its advertising 
agency BBDOINY and IPSOS-ASI 
Market Research, Stamford, Conn., 
won the David Ogilvy Research 
Trophy for their research for 
Campbell's Swanson Broth "How 
Much" campaign. 

Runners-up recelvlllg Gold 
Medallions were two Kraft Foods, 
Glenview, Ill., research teams. The 
first, led by Sue Lynch, category infor
mation manager at Kraft for Miracle 
Whip "What's For LunchIDon ' t Skip 
the Zip." Ad agency: J. Walter 
Thompson Chicago and Loran 
Marketing Group, Chicago. The sec-

ond, Kraft Brand Salad Dressing 's 
"Everyday's Got a Taste for Kraft" 
campaign led by Raj Rajaratnam, 
director of marketing information. Ad 
agency: Leo Burnett and Murtaugh 
Match, Madison, Wis ., market 
research. 

Silver Medallions went to: 
• Unilever HPC, Helene Curtis 

Business Unit, Chicago, for 
"Degree/Competitive Research" cam
paign; DDB Needham, Chicago, and 
Ameritest, Chicago. 

• Star Enterprises of Norcross, Ga., 
for "Texaco Gasolinel1997" cam
paign; Bates SW, and National 
Decision Systems, Vienna, Va. 

• Anderson Consulting, Chicago, for 
Image Advertising; Young & Rubicam 
NY, and OmniTech Consulting Group, 
Chicago, Goldfarb Corporation, 
London, and Frank Small Associates, 
East Sydney, Australia. 

• Ultrafem, N.Y., for Instead 
"Women Have Changed" campaign; 
Bozell, NY and KRC Research & 
Consulting, N.Y. 

Bronze Medallions went to: 
• Campbell Soup Company of 

Camden, N.J. for Pepperidge Farm 
Milano Cookies "Suspicions" cam
paign; Saatchi & Saatchi, NY and ASI 
Market Research, Stamford, Conn. 

• BelJ Atlantic, Arlington, Va., for 
Bell Atlantic CalJer ID; Saatchi & 
Saatchi , and Gallup & Robinson, 
Pennington, N.J., Mapes and Ross 
Communications Research, Prince
ton, N.J. 

• Schering-Plough Health Care 
Products, Liberty Corner, N.J., for 
DynaStep "BioMechanics" campaign; 
ad agency Messner Vetere Berger 
McNamee Schmetterer, N.Y. 

The David Ogilvy Awards were cre
ated in 1994 to acknowledge the vital 
role played by market research in the 
development of successful advertising 
campaigns. Entries for these awards 
take the form of case hi stories that 
describe research conducted by adver
tisers, agencies, research companies, 
media or a combined team. The awards 
are sponsored by the ARF in coopera
tion with the Association of National 
Ad vertiser and the American 
Association of Advertising Agencies. 

Market Facts, Inc., Arlington 
Heights, m., has acquired Tandem 
Research Associates, Inc. , with 
offices in Mahwah, N.J., and Suffern, 
N.Y. Tandem will operate as an 
autonomous subsidiary of Market 
Facts under the direction of it current 
management team led by co-founders 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiil Daniel Fish and Donald Rupnow. 

When You Need Your Job Done Right 
And On Budget 

Call The Telephone Research Professionals 
Telephone research is our only business. And we've been doing it for more than 20 
years, serving a blue-ribbon list of researchers and end-users across the country. 
With the latest technology. With full support service, from in-house CAT! 
programming thru advanced data processing. And a total commitment to qUality. 

Consumer · Executive · Industrial · Medical 

RSVP RESEARCH SERVICES 
The standard of quality in telephone research 

215-969-8500 
Fax: 215-969-3 7 17 • Email: rsvp @wiltel.net 

Neil Blefeld 
President . 

1916 Welsh Road 
Philadelphia, PA 19115 

Michael Feldman 
Executive V.P. 

MRCPhone has moved to a new 
calJ center facility. MRCPhone has 50 
CATI stations supported by a Novell 
4.11 network and the Meridian T-l 
telephone communications system. 
For more information call 702-734-
7511. 

Focus on Boston has opened a sub
urban focus group research center in 
Braintree, Mass., 10 miles south of 
Boston next to the Sheraton Tara Hotel 
and adjacent to the South Shore Mall. 
The facility features two suites, view
ing, conference and lounge areas. For 
more information call 617-946-0755. 

Khalifa Al Mukheini has opened 
SIMPA Market Research & 
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Consultancy, the Sultanate of Oman's 
first local market research agency, at 
Box 208 P.e. 118, A;l Harthy, 
ComplexMuscat 118, SuLtanate Of 
Oman. The firm offers qualitative and 
quantitative research services. 
Headquartered in Muscat, it has field 
offices in Dubai , UAB. For more infor
mation E-mail simpa@gto.net.om. 

Menlo Park, Calif.-based 
CustomerSat.com, a provider of cus
tomer satisfaction measurement ser
vices using the Internet, and San 
Francisco-based Flycast Commun
ications Corp., a provider of Web 
advertising management services, 
have formed a partnership to enable 
the 350+ member sites of the Flycast 
Open Network to measure the satisfac
tion and determine the demographic 
profiles of their Web site visitors in 
real time. In other news, 
CustomerSat.com conducted customer 
sati sfaction and loyalty research for 
Aurum Software, Clarify Inc., Onyx 
Software Corp. , and The Vantive Corp. 

Siemens Medical Systems, Inc. has 
retained Gordon Bailey & Associates, 
Inc. , Atlanta, to develop a customer 

profiling, brand positioning and com
munications program for its line of 
medical instrumentation devices. 

Market Segment Research & 
Consulting, Miami, has been selected 
by Frito-Lay as a MinoritylWomen 
Supplier of the Year for the marketing 
department. Frito-Lay cited the firm 
for its contribution to helping Frito
Lay achieve its 1997 corporate objec
tives. 

NFO Worldwide, Inc., Greenwich, 
Conn. , has acquired Ross-Cooper
Lund, a Teaneck, N.J. , research firm, 
and MarketMind Technologies , a 
Melbourne, Australia firm which 
developed the MarketMind continuous 
information tracking system. In sepa
rate transactions, NFO acquired sub
stantially all the net assets of each 
company for the combined considera
tion of $16.6 million. In other news, 
NFO announced it has concluded a pri
vate placement of $40 million in fixed 
rate Senior Notes and entered into a 
$75 million revolving credit agreement 
with four major U.S. banks. Also, NFO 
has signed a definitive Agreement of 
Offer to Purchase Toronto-based CF 

Group, Inc., a research organization 
which operates three divisions within 
Canada - Canadian Facts, Applied 
Research Consultants , and Burke 
International Research. Annual rev
enues are approximately $31 million 
(CAN). 

Intelligent Marketing Systems, 
Inc. (IQ), Minneapolis, will provide 
market research services to Seren 
Innovations, a subsidiary of Northern 
States Power Co. In addition, IQ will 
provide tracking and database manage
ment to Ciprico, Inc. 

Tim Huberty has founded Huberty 
Marketing Research at 1924 
Jeffer on, St. Paul, Minn., 55105 . 
Phone 612-698-8776. Fax 612-698-
1011. E-mail thuberty@uswest.net. 

Decision Insight, a Kansas City, 
Mo., research ftrm, recently celebrated 
its 15th year in business. 

Jim Steber has opened 
Communications for Research, Inc., 
a data collection and consulting ftrm, 
at 61 East Highway 8, P.O. Box BF, 

continued on p. 127 
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True-life tales in malketing research 

Editor's note: "War Stories" is a 
regular feature in which Art Shulman, 
president of Shulman Research, Van 
Nuys, Calif., presents humorous stories 
of life in the research trenches. He can 
be reached at 818-782-4252 or at 
artshulman@aol.com. 

M
ark Michelson of Michelson & 
Associates, whose company 
conducts mystery shops, tells 

about one holiday season when the 
company had a shopper whose hus
band was a part-time Santa. He accom
panied her on a shop to a retail estab
lishment and was still in uniform. His 
beard and belly were real. As part of 
the shopping assignment the shopper 
was supposed to present an objection 
to the sales clerk. The objection the 
couple provided was that he didn't 
have room to park his sleigh! 

Michelson indicates that his fIrm 
subsequently reshopped the store, with 
a more likely objection. 

Market research companies are well 
aware of receiving calls from con
sumers to sign up for focus group 
work. Word gets around that they pay 
$50 for two hours of "just sitting there 
giving your opinion." Jewel Alderton 
of Facts Consolidated tells about some 
of the calls that her fIrm recei ved 
inquiring about this type of "work." 

One Southern California man called 
the fIrm's Los Angeles office, and after 
someone took down his demographic 
information he stated, "I want to do 
one in New York, and I assume you'll 
pay the airfare." 

Another man, after being asked his 
age, said, "I'm an actor. I'll be any age 
you want me to be." 

Still another man called and said a 
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By Art Shulman 

friend told him he could make $25 an 
hour for tasting things and giving his 
opinion. After providing his classifIca
tion information he wanted to know 
when he could start, saying, "This is 
full-time work, right?" 

Alderton also tells about a telephone 
survey her company was conducting 
about shopping habits, where the quota 
for respondents over the age of 55 had 
already been fIlled. So at this point in 
the study the screener read, "We're 
conducting a short survey about shop
ping habits and would like to include 
your opinions. Are you the 
male/female head of the household and 
between the ages of 18 and 54?" 

The female on the other end of the 
phone replied, "No, I am 81 years old, 
but I would like to do your survey." 

The interviewer tried to explain 
about quota sampling, but the woman 
insisted on being interviewed. Finally, 
the interviewer referred the matter to 
the supervisor. When the supervisor 
got on the line, the consumer asked for 
all pertinent information about Facts 
Consolidated and informed the super
visor that their practices were discrim
inatory. She further informed the 
supervisor that she would take the nec
essary steps to report Facts 
Consolidated to the AARP and the 
President's Council on Aging. 

So far, no one has been arrested, and 
the President's Council on Aging has 
not been heard from. 

Sometimes researchers get no 
respect. In the middle of a focus group 
that Gary Rudman of Teenage 
Research Unlimited was once moder
ating, one of the hostesses came in the 
room and grabbed a bag of plain 
M&M's from a cabinet, left and closed 

the door. Ten minutes later she 
returned to grab a bag of peanut 
M&M's. 

After the session ended, Rudman 
explained to the hostess that it was 
unacceptable for her to interrupt focus 
groups in this way. The hostess stood 
her ground and told him, "One of my 
other clients in another back room real
ly wanted M&M's!" 

Ted Dunn, technical consulting 
director at the Advertising Research 
Foundation, tells about a packaging 
study he was involved with years ago, 
where the results were presented to the 
top management of a pasta manufactur
er. The owner of the company was 
from "the old world," and he was 
impressed with how the new packaging 
performed better in the research than 
the current packaging, although it was 
obvious he didn't quite understand all 
the technical details underlying the 
research, such as sampling. 

The owner halted the meeting, and 
right then got on the phone to speak 
with the person at his company respon
sible for manufacturing the packaging. 
When that person offered his opinion 
about the quality of the current packag
ing, the owner informed him, "Listen, I 
got 185 people here who think the new 
one is better." 

In future .issues, we'll report on more 
quirky, loopy and strange happenings 
in the world of market research. If 
you'd like your story to be told - any
thing related to research is usable, from 
spilling soup on your client's new suit 
to cute answer 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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When telephone data collection is what you need, PhoneLab Research is the name to know. Our sophistication and experience allow us to 

meet the requirements of a variety of fields including Consumer, Medical, Business..tcrBusiness and Public Opinion Research. Compare our 

capabilities to the competition, then give us a call! 

The Benefits of Seamless Communication. 
• Provide a built-in, systematic set of checks and balances. 

• Adept at sophisticated models requiring phone/mail/fax. 

• Careful monitoring and validating of all calls. 

• Adaptability and Aexibility for every project. 

Responsiveness and Results. 
• On-site management with carefully trained 

interviewers and staff. 

• Centralized phone center with over 85 CAT~ 

equipped stations. 

• Unique databases for every imaginable demographic. 

• Accuracy and speed assured on even the most 

challenging projects. 

• Phone call monitoring from our facilities or any 

office in the world. 

• Well-equipped conference room with remote 

computer terminals. 

Telephone In-Depth Interviews Designed for Flexibility. 
• Fast respanse and adaptability to the schedules of 

interview subjects. 

• Experienced in handling the challenges of medical and 

healthcare fields. 

• Specialized system of scheduling and confirmation to ensure 

the completion of job requirements. 

• Coskonscious and time<:onscious. 

Ask for details about our National Telephone In-Depth Interview 
Recruiting and Customized Services. 

Medical, Consumer, Business-to-Business and Public Opinion Research 

100 North 17th Street, 4th Floor. Philadelphia, PA 19103 

1-800-220-5089· FAX 1-215-561-7403 



Telephone interviewing 

Editor's note: Joe Rafael is chair
man of Opinion Access Corp., Long 
Island City, N.Y. He can be reached at 
718-729-2622 or at jrafael@opin
ionaccess.com. 

Most market researchers who 
have anything to do with tele
phone interviewing have heard 

of predictive dialers. Most are not sure 
exactly what they do. Some love them. 
Some hate them. Some think: they are 
great. Some think they are terrible. 
Everyone thinks they are expensive. 
And, of course, every telephone call 
center that has them proudly mentions 

them in their advertising. 
During the past 15 years, in various 

ways, predictive dialers have been 
part of my working life. Beginning in 
1982, I lead a programming team that 
designed a market research CAT! sys
tem. In 1986, based on client requests, 
we built an interface between our 
CAT! system and predictive dialers. 

Our marketing trategy was to be a 
turnkey vendor, which meant that we 
provided not only the CAT! software 
but also the computer, the terminals, 
the cabling, training and other services 
needed to get the calling center up and 
running. In keeping with this strategy, 

we became resellers for three predic
tive dialer companies and when one of 
our CAT! clients decided to add pre
dictive dialers, they purchased them 
from us. During the years, we sold 
over 2,000 predictive dialer stations. 

Last year, we sold the CAT! soft
ware division of our company. Today, 
we operate a market research tele
phone call center in Long Island City, 
N.Y. Yes, we are a CAT! center. Yes, 
we are a predictive dialer center. Yes, 
we love them. Yes, we think: they are 
great. And yes, of course we proudJy 

continued on p. 54 

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



FocusVision Goes Global! 

Videoconferencing of • Everyone Can Attend 

live International Focus Groups ... 
... right to your office. 

• Speeds Up Information 
• Saves StaR Time 
• Cuts Travel Costs 

Now you can ee, hear and interact with live focus 
groups globally thanks to FocusVision's new partner
ships with established focus research facilities around 
the world. With videoconferencing direct to your office, 
you avoid the expensive and time-consuming process of 
international traveli ng simply by using our expanded 
network of sites. 

The same reliable service that has been available in 
the US for years is now available worldwide. Our inter
national partners come to us with years of experience in 
qualitative research and modern attractive studios that 
qualify them to be part of America's largest videocon-
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ferencing network. 
Like our American locations, international sites are 

equipped with multiple cameras, live camera operator, 
simultaneous translation voice-over, two way video 
debriefing and direct back room communication. 

Focus Vision invented the idea of videoconferencing 
of foc us group research and, as the acknowledged 
leader, set the standard. We bring this same standard to 
our new expanded international network. 

To find out more, or to schedule a project call our 
President John Houlahan at 203-961- 1715 or fax us at 
203-961-0193. 
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lM INC. ---
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* Available April/ May '98 
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Telephone interviewing 

Editor's note: Scott Tallal is president of Advanced 
Research Services, Dallas, Texas. He can be reached at 
214-692-1114. 

I
f you're looking for an unbiased, dispassionate analysis 
of the relative merits of adding digital audio to telephone 
surveys, this article isn ' t going to be it. Voice-capture has 

had a profound impact on almost every aspect of our 
research operation, changing everything from the way we 
write questionnaires and conduct interviews to the way we 
analyze and present the results. 

What was once conceived as an optional add-on to our 
existing service is now a standard part of almost every tele
phone project we do. Even if we were never to share these 
audio recordings with our clients, we would still want to 
have voice-capture available for our own use. From an ana
lyst's perspective, it represents a quantum leap in the abili
ty to understand what drives respondent behavior. More 
important, our experience with voice-capture has revealed 
that traditional verbatim transcription of open-end respons
es from a telephone survey can lead to erroneous interpre
tation. 

Whether interviewers use paper-and-pencil question
naires or computer-assisted surveys, they are simply inca
pable of taking down a respondent 's every word. Since 
very few people can write or type as fast as a respondent 
can talk (upwards of 150 words per minute), interviewers 
have to mentally edit these comments during the process of 
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transcription. At the same time, the transcription process 
itself interferes with the interviewers ' ability to listen close
ly to what the respondents have to say. As a result, the qual
ity of probing really begins to suffer, and most interviewers 
fall back on generic follow-ups (i.e. , "What else?" 
"Anything else?"). With voice-capture, interviewers are 
free to focus their attention on respondent comments and 
follow-up probes. 

Despite the apparent advantages of voice-capture, there 
are a number of logistical and operational considerations. 
The sheer volume of digitized data dramatically increases 
the demand on storage systems, beginning with data col
lection and continuing through every phase of analysis, 
presentation , and delivery. There are also several other 
hardware issues to address, and the additional analytical 
requirements are daunting to say the least. 

Managing massive amounts of audio 
Even at the lowest-quality setting (which is fine for voice 

recording), digital audio consumes mass quantities of hard 
disk space, roughly 40MB per hour. For 600 respondents, a 
voice-capture survey which records just one minute of 
audio from each requires close to half a gigabyte of data 
storage. Two minutes per survey starts to max out most 
computer networks ; three minutes would bring most older 
networks to their knees. This, of course, assumes the inter
viewers are working on only one study at a time - running 

continued on p. 57 
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TO CONDUCT CONTINENT-WIDE 
INTERVIEWS SUCCESSFUllY, 
YOU'll NEED A HAND. 

It's not just what you say that's important, when you say 

it can be pretty vital , too. 

Which is where Bellview CATI comes in handy. 

Bellview CAT I (Computer Assisted Telephone Interviewing) 

is unique because it recognises all of the world 's time zones 

and lets you interview in 17 different languages on one script. 

It also allows you to switch between 17 different languages at 

the touch of a button. 

Once you 've set the parameters of the interview, Bellview 

CATI runs every1hing smoothly. 

So Bellview could present your Spanish-speaking 

interviewers with respondents in Miami as they start to 

prepare the evening meal. Then switch automatically to 

French-speaking interviewers for an interview in Quebec, 

Canada. Before finally switching to English-speaking 

interviewers to catch respondents in San Francisco at 

lunch-time. All in the space of 

fifteen minutes. 

And because Bellview CATI 

encodes languages in one central 

QSL (Questionnaire 

Specification Language) 

script, you can be sure that every interview will include the 

same skip pattern, no matter what language it is conducted in. 

Bellview CATI is part of Pulse Train 's range of software for 

survey research. Our products cover the whole survey 

process from questionnaire design through to data analysis. 

If you're involved in marketing research , isn't it time you 

discovered Bellview CATI? 

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 

PULSE · TRAIN 
TECHNOLOGY · LTD 
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As part of its $4.5 
billion food and 
support services 

business, ARAMARK, a 
Philadelphia-based man
aged services company, 
provides cafeteria and 
dining services in 
approximately 750 loca-

Customer satisfaction 

key area is targeted in our 
managers' performance 
plans, so in terms of the 
management development 
review, we'll say, ' You 
must improve your cus
tomer service scores in this 
area by this amount.' " 

tions for companies such Thrnkey kits 
as Xerox, Ford, General The survey forms are 
Motors, and a host of oth- printed and processed by 
ers. NCS , a Minneapolis 

That amounts to about .iii~iiiiiiiiiiiiiiiiiii~ researcb and consulting 
1.5 million customer ~ firm. "NCS creates a series 
daily. To keep all those of turnkey kits for us , 

stomachs happy, each fall tomers of the dining facilities know including surveys, promo-
for the past seven years ARAMARK that ARAMARK cares about their tional posters and register toppers . 
has distributed nearly a million opinions. Posters and stationery with They are sent to the managers, who 
scannable survey forms to patrons the We Heard You banner are used to set tbem up and run the survey for a 
and employees of its dining facilities displa ti week and then put the surveys back 
around the country. "The survey a tak in the return mailers for shipment to 
gives us a good indication of how the NCS," Roberts says. 
end-user customer feels about our 
service and by using a d rived 
importance measure we c 
mine the importance 
attribute," says Mark Roo 
tor of business plan 
MARK. 

"We 
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ve sions. 
tions fall into three cate-

• food - including overall quality, 
taste, appearance, value for price, 
etc.; 

1'\I~v-v1~lfi.l\fi' uality - courtesy of 
"Very often an improvement in a staff, appearance, knowledge of 

continued on p. 60 
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Telephone interviewing 

Editor's note: Wendy Jones is vice 
president of client services, Sky 
Alland Marketing, Columbia, Md. 

Designing an effective telephone 
interview is a crucial part of 
every marketing research effort. 

In many ways, the success of the pro
gram depends on an interview that 
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captures the right data, i easi ly and 
positively administered to customers 
and prospects , and does so effective
ly from the first day the program goes 
on-line. Of course, the real art is in 
designing a conversation around the 
consumer. 

There is no hard and fast definition 
of a good telephone interview, but a 

good interview should measure all 
the right things and do so efficiently. 
The script should flow smoothly and 
the questions should be conversation
al. The interview should be brief and 
the questions clear, straightforward 
and not leading or repetitive. Above 
all else, the interview should be 
designed around the customer and his 
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or her needs. 
When our firm, Sky AlIand 

Marketing, starts a new customer 
relationship management (CRM) or 
marketing research program with a 
client, designing the interview is one 
of the first steps. Although not all 
CRM programs use an "interview" 
per se (some programs serve to wel
come customers, manage leads or 
fulfill product or literature requests) 
telephone interviews are crucial to 
any relationship marketing program 
with research objective. 

or non-customers. Sometimes the 
client provides us with a demograph
ic profile of the intended respondent, 
although this is not always required. 
Demographics can include gender, 
age and any specific screening crite
ria, for example whether the respon
dent has traveled in the past year or 
if they are satisfied or dissatisfied 
customers. The client may provide 
background or collateral material 
such as brochures customers may be 
calling about. The customer profile 
and program goals dri ve how we 
script the call, as will what we want 
to measure. 

finished questionnaire. 

How long should the interview be? 
Interview length and format 

depends on the type of call. For 
example, welcome calls tend to 
range from three-and-a-half to five 
minutes. A welcome caIJ is more 
open-ended and we do more of the 
talking, providing information and 
thanking the client for their business. 
For customer satisfaction calls, we 
try to keep the call brief and aim for 
a range of three to four minutes . 
Research calls are typically longer 
and can take from five to 10 minutes. 

While interview design varies 
depending on program objectives, 
the client and, of course, the cus
tomer, the following are basic 
steps we follow in the interview 
scripting process. 

A good interview should measure all the 
right things and do so efficiently. The 
script should flow smoothly and the 
questions should be conversational. The 
interview should be brief and the 
questions clear, straightforward and not 
leading or repetitive. Above all else, the 

Initial planning 
Our first step is usually to 

arrange a planning meeting with 
the client to discuss the goals of 
the program and what they want 
to accomplish with the interview. 
These will vary depending on the 
kind of program they are initiat
ing. It could be customer satisfac
tion measurement, marketing 
research , customer retention , 
channel management or so me 
other type of customer relation
ship management program. We 
consider the purpose of the call, 
which can include measuring cus
tomer satisfaction, encouraging 
customers to activate a new cred-

jnt~rvJ~~ sh.,oul~ be designed around,the 
~;cu~tIfmT~"i~l1l1fh-is'·· or;·'·'her JneedsN{;·:~i'ti~;i)I%~;";~;;'" 

it card, tracking awareness of a prod
uct, or identifying drivers that affect 
purchases or defections. These goals 
can vary widely and will affect the 
type of information we attempt to 
capture with the interview. 

During the planning meeting, we 
determine the survey geography and 
eligible respondents. Our approach 
will vary depending on whether 
respondents are customers, prospects 
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We talk about what the client 
wants to measure and discuss the 
kinds of questions to ask. On some 
occasions, the client may ask us to 
review a script they have used in the 
past. After meeting with the client 
and establishing goals, we design a 
questionnaire and circulate it for 
review and revision . This process 
can take from three days to two 
weeks from the initial meeting to the 

Customer satisfaction calIs and 
research calls involve more listening. 
Keep in mind that these are average 
ranges; interview objectives should 
dictate length. 

The questions 
What kind of questions to ask 

depends on program goals and what 
kind of reporting and analysis the 

continued on p. 61 
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Editor's note: Henry Copeland is 
president of PIT Systems, Inc., North 
American agents for Pulse Train 
Technology, Ltd., a maker of research 
software and products. He can be 
reached at 561-842-4000. 

There are a wide variety of comput
er-assisted telephone interviewing 
(CAT!) systems available today to 

companies who use telephone inter
viewing to conduct market research. 
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There are also many differences in the 
features, capabilities and costs of 
CAT! systems, and it is often difficult 
to define the appropriate criteria to 
base a decision on. 

The first priority should be to select 
the CAT! system which is best for 
your company based on your compa
ny's specific needs and the features, 
capabilities and software support 
offered by the system you evaluate. 
Once you've made a decision on the 

system that is be t for your company, 
you may then be faced with a lease-or
buy option. 

The purpose of this article is not to 
help decide which CAT! system is best 
for your need , but to provide a basis 
for deciding whether the system you 
choose should be purchased or leased 
once the CAT! software decision is 
made. Of course, you may not have to 
decide whether to lease or buy: Some 
CAT! system are available only on a 
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www.decisionanalyst.com 

How do consumers rate your product? 
Is it a winner, or an also-ran? 

How can your product be improved? 

Optima~ our exclusive product testing system 
with its Pii'" product improvement model, can answer these 

questions. We have over 100,000 nationally representative consumers 
in mail and Internet panels to test products. Our staff has tested 

more than 1000 foods, confections, snacks, beverages, 
cosmetics, and other packaged goods during the past 20 years. 
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Call Stan Hazen, Bonnie Kenoly, Kim Worley 
or Jerry Thomas for more information . 

DecisionAnalys~Inc. 
Knowledge. The ultimate competitive advantage. 

604 Avenue H East, Arlington, Texas 76011-3100 Phone: 1. 8 17.6 40 .6 166 or 1.800.ANA LYSIS Fax: 1. 8 17.640.6567 
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lease basis, some systems can only be 
purchased for a one-time price, but 
others can be obtained either way. 

The simplistic view of leasing ver
sus buying is that a one-time purchase 
price should be cheaper in the long 
run versus paying a monthly lease 
price for an indefinite period of time, 
if only because a single purchase 
price puts a cei ling on the amount of 
money you will pay to the software 
company, while a lease is open
ended. But there are many considera
tions in the lease- versus-buy decision 
that aren't obvious at first glance. 

Here are some questions to ask 
yourself considering whether to lease 
or buy CAT! software: 

• How much does the software 
package cost? 

If the price is small, why bother 
leasing? On the other hand, for a very 
expensive package, leasing may be 
the only affordable option. 

• Does the purchase price include 
support and upgrades ? 

If yes, for how long? How much do 
support and upgrades cost once the 
initial period runs out? And once you 
add in the support and upgrade costs, 
how long does it take for the lease 
costs to exceed your capital outlay 
plus support fees? If the answer to 
this last question is several years, you 

Name Crealion: 
Name Testing. 

Besl New P,odud Branding 

~ 
For Information Contact: John P. Hoeppner 

602-488-9660 
P.o. 80x 5587. Carefree, AZ 85377-5587 

e-mail: namequest @ aol.eam 

l1alnH Lll1Hst® 
The Science of Name Creation 

may find it is actually cheaper to 
lease. 

• How likely is it you'll want to 
switch to a different package if some
thing better comes along or if the 
software vendor doesn't live up to 
your expectations ? 

If you buy the software, you own it. 
If it later turns out the system is not as 
up-to-date or is not adequate to meet 
your needs, you may be stuck with it. 
On the other hand, a good CAT! lease 
gives you the flexibility to drop it on 
relatively short notice. This gives you 
valuable leverage over your software 
supplier to make sure it lives up to 
your expectations. 

• How important is the software 
package to your business? 

Is CAT! interviewing your major 
means of collecting data or is it only 
an occasional activity? If the CAT! 
package will not have a major impact 
on your business, you are probably 
better off buying; if CAT! interview
ing is your company's lifeblood, you 
may well want the flexibility and 
leverage over the software company 
that leasing provides. 

• How important are software sup
port, upgrades and bug fixes to your 
operation? 

Software leases generally include 
full software support, upgrades and 
bug fixes as part of the package. 
Purchase prices typically include a 
limited period of time for support and 
upgrades; after the initial period, you 
must pay for them. On the other hand, 
leases generally include free upgrades 
and support on a continuing basis. 

• How complex are your question
naires, sampling plan, interviewer 
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management and CAT! scripts ? 
If your scripts and sampling plans 

are straightforward with few compli
cations, perhaps you don't need the 
extra interest and support that come 
with leasing a system. If you regular
ly conduct complicated or highly 
sophisticated studies, you may find 
leasing to be an attractive way to 
ensure a responsive support effort in 
the year to come. 

• What role do you expect your soft
ware supplier to play in your busi
ness? 

Are you looking for a partnering 
role where the vendor takes an active 
interest in your CATI operation, or do 
you simply want the existing software 
to work as advertised? Again , if you 
only need the features and capabilities 
currently offered, a purchase price is 
almost certainly cheaper. Most stud
ies today, however, are much more 
complex and involved than studies 
done five or 10 years ago. Technology 
has certainly played a role in this 
trend; and after all , software technol
ogy is what you are buying when you 
select a new CAT! system. 

• Is your company cash-rich or 
looking for financing ? 

Lea ing your software generally 
requires no money down for the soft
ware while a purchase price for good 
software for 30, 50 or more stations 
can be quite high. Some companies 
prefer to finance the software much 
the same way as hardware (i .e., with 
an outright cash purchase, through a 
bank loan, or by u ing an outside leas
ing company). Most software compa
nies don't offer a lease with an option 
to buy; you must decide for yourself 
which is best for you. 

• If your vendor offers both a lease 
and a purchase price, what is the 
"multiple " of the purchase price com
pared to the monthly lease price ? 

If your proposed lease payments 
total more than the purchase price in a 
very short period of time, you would 
be foolish to make lease payments 
indefinitely. On the other hand, leas
ing can be a very economical way to 
finance what would otherwi se be an 
expensi ve purchase. 

• Ho w flex ible is the leasing 
option ? 

Can you add to or reduce the num-
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ber of stations you use? A purchase 
means just that: you buy the number 
of stations you need (or think you 
need). If you need additional stations, 
even for a short period of time for a 
single project, you must buy more sta
tions from the oftware vendor. A 
lease arrangement may allow you to 
add or subtract stations as your busi
ness grows or your business needs 
change . 

• Is the software a mature package 
with few features being added each 
year, or is it developing on a continu
ous basis ? 

How much do you really need the 
upgrades as the software evolves? It 
makes no sense to lease a system that 
isn' t evolving; you may as well buy it. 
On the other hand, conti nuous addi
tion of new features and capabili ties 
you can reall y use in your business 
are valuable attr ibutes of a good 
leased system. 

• If you purchase the software, do 
you trust the software company to be 
responsive to your needs for support, 
bug fixes and upgrades after it has all 
your software mon.ey? 

A good software company will 
always be responsive to all of its 
client , regardless of whether they 
have purcha ed or leased. On the 
other hand, it is only human nature to 
serve your current clients (those who 
pay every month) a li ttle better than 
one who has al ready paid everything 
he is going to pay to the company. 

Another consideration that is not 
often obvious at first glance in the 
lease versus buy decision is how long 
do you expect the software company 
to be around? Companies that sell 
their software collect the enti re rev
enue stream from your purchase in 
advance. Once you buy, the onl y addi 
tional revenues the company gener
ates fro m your purchase are relatively 
modest continuing support charges 
and software addit ions. On the other 
hand, a lease gives the software com
pany less money up fro nt, but pro
vides a continuing revenue tream to 
keep support people on the job. 

These are some of the question 
you might ask before dec iding 
whether to lease or buy. Only you can 
decide the best course for your com
pany. O 
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Is your research up to par? In golf, par is the score that, 
in theory, an average player would take to complete a 
hole. Two strokes under par is an eagle. In the game of 
research, all participants in the interviewing process 
want to believe their research soared like an eagle. In 
reality, the research project may be a "bogey" (one over 
par and not perfect) . 

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

CALL 1-800-733-7748 
TO HELP IMPROVE YOUR GAME 

Nothing improves your 
golf score like witnesses. 
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Editor's note: Ron Sellers is presi
dent of Ellison Research in Phoenix, 
Ariz. He can be reached at 602-493-
3500, or at ronsellers@ellisonre
search. com. 

To outsource or not to outsource? 
That is the question. And it's one 
that comes up frequently with 

companies and organizations that 
rely on marketing research. Is the 
organization better served by out
sourcing its project work to experi
enced vendors, or should it build that 
expertise in-house, and rely on ven
dors mostly for fieldwork? 

Some organizations do nearly 
everything in-house, including pro
ject design , multivariate analysis, 
and focus group moderating. Others 
act more as consultants or coordina
tors, managing the process between 
their internal client and the external 
vendor that is handling most of the 
actual project work. Still others rely 
on both models , and choose which 
direction to go on a situational basis. 

Organizations that conduct rela
tively little research are generally 
better served outsourcing the work, 
as they usually lack anyone in-house 
with the necessary expertise. But 
which approach is better for organi
zations that use research frequently? 
From talking with researchers, it 
quickly becomes apparent that there 
is no right answer. The options come 
with a series of advantages, disad
vantages, and trade-offs. 

Staffing issues 
The decision of whether to out

source most of the project work often 
comes down to the overall company 
philosophy about staffing. "One of 
our core values was keeping costs at 
a minimum," says Julie Davis, who 
for 10 years was in charge of 
research for a major midwestern 
bank. "The thinking was that we 
could staff minimally, and then find 
outside resources to do the work, and 
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pay 'outside' expense dollars, instead 
of paying salary and benefits for a 
larger internal staff." 

Hibernia National Bank in New 
Orleans takes somewhat the same 
approach to research, although it 
does support some of its projects 
internally. Its decision on whether to 
outsource a project often comes 
down to available staff and expertise, 
says Janet Leigh Cambon, Hibernia's 
manager of strategic research. For 
instance, she says, "If internal clients 
are waiting for us to write the report, 
staffing could be an issue in getting it 
out on a timely basis." 

Angela Long, Hibernia 's senior 
strategic research consultant add , 
"We don ' t have a pool of experienced 
moderators who work for us internal
ly, so we usually use external moder
ators. Focus group report are very 
difficult and time-consuming to 
write," and staff members can spend 
their time on activities that must be 
done internally. 

Another advantage of outsourcing 
is that if budgets need to be slashed 
during a tough financial period, it's 
much easier to cut project budgets 
than to layoff employees - and 
when the financial crunch eases and 
budgets are back to normal , it's also 
much easier to pick up where you left 
off with external vendors than it is to 
go out and fi nd new staff. 

Building intellectual capital 
Although staffing i sue would 

seem to point to outsourcing as the 
way to go, there 's another point to 
consider: One real benefit to having 
in-house researchers is that they build 
intellectual capital in the organiza
tion. The idea is that increasing the 
knowledge level of employees is just 
as valuable as making capital expen
ditures on equipment or materials 
that enhance productivity and effi
ciency. When the organization has a 
staff of research experts who are con
stantly evaluating key strategies and 
findings, those people become in
house experts who can go beyond a 
pure research function and serve as 
consultants who apply their growing 
knowledge to serve the company in 

ways that aren't directly related to 
specific research projects. This capa
bility is not as readily available when 
much of the project work is out
sourced. 

Who has the expertise? 
Internal researchers and external 

vendors will both have areas of 
expertise. The question is, what kind 
of expertise is more important? When 
you link up with good vendors, "You 
get the knowledge and expertise that 
they have built up by working across 
different industries. I think that's 
really valuable," says Davis. 

Hibernia's Angela Long agrees . "I 
am usually so impressed with the 
scope and experience a really good 
outside vendor brings to the project 
- our better vendors wi Il add a lot to 
the project through that experience." 

In most case , vendors will have 
tackled research projects far broader 
than those experienced by most in
house researchers at a client organi
zation. In addition , good vendors can 
apply things they have learned from 
other clients (techniques, not infor
mation) to make a project run more 
efficiently and more effectively. 

But there is a trade-off. It is unlike
ly that a vendor will ever understand 
a client's situation as well as that 
client's own employees do. Elizabeth 
Stewart, director of market research 
for the American Red Cross, says of 
her organization 's decision to build a 
department in-house, "The major 
benefit is the under tanding of the 
organization, and the ability to trans
late the data into strategy that 
addresses the business problem." She 
feels that vendors generall y won ' t 
have thi ability as strongly a inter
nal consultants. 

Davis agrees that this can be a defi
ciency of outsourcing. "Unless you 
have someone inside the company 
who 's willing to work closely with 
the vendor, you don ' t get the value 
you need out of the research. The 
vendor won't understand enough 
about your business, or they don ' t 
know the nuances of interpretation, 
or the organizational changes that are 
driving a deci sion," she says. 
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There's no perfect world. With out
sourcing you get a broad range of 
experiences that usually aren't avail
able internally. With internal work, 
you get a deeper knowledge of your 
organization and its needs. 

External = expert? 
Another important factor related to 

outsourcing is how the internal client 
perceives the work of internal experts 
versus external vendors. In some 
organizations, internal con ultants 
are respected for their knowledge of 
the company and its goals. And, 
although it may sound Dilbert-esque, 
stories abound of employees who 
leave to become consultants and are 
suddenly perceived as experts -
even though what they say as a con
sultant is the same thing they were 
saying six months ago as an employ
ee. In some organization, the recom
mendations of an external consultant 
carry far more weight than those of 
an employee. 

The key is to know the organiza
tion you're working for and the peo
ple involved. In the case of the Red 
Cross, Stewart ays, "We have used 
consultants in the past, and there is a 
recognition that they are a credible 
source - but that doesn't mean the 
internal source is not seen as credi
ble." 

An offshoot of this is that having a 
vendor conduct the analysis and 
make the presentation insulates inter
nal staff from any perception of bias, 
or from the "shoot the messenger" 
situation . "I liked to have the vendor 
do the presentation, partly because 
then I could avoid being the bearer of 
bad tidings," Davis says. "I needed to 
continue working at that bank after a 
project was done, and having vendors 
present controversial or unexpected 
results made it seem less partisan, 
plus I didn't get a reputation of being 
a naysayer. " 

Beyond personal reputation, this 
type of insulation can mean greater 
credibility for the internal researcher 
when he or she works to implement 
changes arising from important -
but not necessari ly popular - find
ings. 
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Capacity, flexibility, and emergen
cies 

Outsourcing is also a trade-off 
when it comes to time use. Doing pro
ject work internally means your orga
nization can set priorities more easily. 
"Occasionally, we have a certain ven
dor we want to work with, and they're 
booked. If that were our employee, 
we could shift their work load and 
assign their priorities," says Long. 

With internal work, the competition 
for the staff's time is from other inter
nal projects. With a vendor, the com
petition is from other clients, and 
sometimes this means lack of avail
ability. Having more than one vendor 
who can do a certain kind of work 
will help avoid this but there will cer
tainly be times when all the vendors 
you use for multivariate analysis are 
booked solid. 

At the same time, with the occa
sional exception, outsourcing still 
provides greater overall flexibility. 
When four big projects come up, you 
simply spend more money to hire 
vendors to hand le the work. You 
could give all four projects to one 

vendor, or contract with four different 
vendors. One quarter you can out
source $10,000 worth of work; the 
next, $200,000 - all while staying at 
the same staffing levels. 

And, as Cambon points out, "When 
you're in a crunch, you can calion 
vendors to drop everything and do 
something for you," because they 
want to keep the client happy. "It's 
almost like having a temporary staff 
- it's someone I rely on in crunch 
time as much as I rely on salaried 
employees." 

Although vendors don ' t always like 
it when clients think this way, the 
simple truth is that it's also easier to 
get a vendor to work the whole week
end than to put that expectation on a 
staff member. 

In doing work internally, "Prioritize 
what's important for the corporation, 
and then make a decision on what can 
be done internally and what can be 
done external ly," Stewart advises. "I 
find that at the Red Cross the analysis 
and the recommendations and the 
translation from data to strategy is 
very, very critical, so that's my prima-

ry focus." Thi focus means some
times other things have to get out
sourced. 

Finding the r ight people 
Whether you ' re looking for the 

right staff member or the right vendor, 
it can be a challenge to find compe
tent resources for your research 
needs. Organizations that do a lot of 
outsourcing often have three to six 
vendor they might rely on for any 
given type of work. If one goes out of 
business, or a key person leaves, there 
are still other vendors available (and 
hundreds more who would like to 
have a shot at the work) . 

With internal project work, if a key 
staff member leaves, it's a different 
story. It means your organization has 
lost intellectual capital it has built up 
over the years (and maybe lost it to a 
competitor). It means money to find, 
hire, and train a new person. It means 
other people have to take up the slack 
(if possible) . And it could mean going 
weeks or months without a qualified 
staff person in that position. 
Particularly right now, Stewart notes, 

__________________________ __ ---, recruitment is very difficult because 
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of the tight labor market. Vendors , on 
the other hand, are ea ier to find and 
hire than employees, and easier to fire 
if things imply don't work out. 

Control issues 
Outsourcing can mean somewhat 

les control over the work than you 
would have with an internal staff. In 
managing a research staff, you have 
daily input regarding their work, their 
research education, their time use, 
their deportment in meetings, etc. You 
can aim to have work done the same 
way each time, and shore up the 
weaknesses of a particular employee 
in any given area. 

Vendors, on the other hand, often 
have their own way of doing things, 
and it can sometimes be difficult for 
them to adjust to your exacting needs 
(especially if 10 other clients are 
clamoring to have the vendor do 
thing their way) . Some vendors also 
see themselves as experts who are 
there to guide the client, which means 
it can be a battle getting things done 
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the way you want them. Having inter
nal staff doesn't solve this problem, 
but it gives greater daily control over 
these issues. 

Both Davis and Cam bon point out 
that when internal clients see the 
research department outsourcing 
work to vendors, they can easily get 
the feeling that it' okay to sidestep 
the internal department and work 
directly with a vendor. Another prob
lem is that vendors will sometimes do 
the same thing, going directly to inter
nal clients with promotions or 
research ideas. This is rarely a prob

"It would be really hard for me to 
find a disadvantage to working with a 
good outside vendor," counters 
Cambon. 

"Vendors save us time, they bring 
greater experience and expertise to 
the project, they are reliable, and they 
keep us from having to add on more 
staff," Long says. 

All agree that no organization is 
well served by having research staff 
simply coordinate all the projects and 
hand them off to a vendor. 
Outsourcing only works well if there 
is some internal control and if value-

added services are provided by 
research staff. "There's a lot of work 
in integrating all of the pieces - and 
if you can't do that, it's not going to 
work," Cambon says. 

In putting research to work for your 
organization, there may not be an 
obvious decision in the question of 
whether or not to outsource. The key 
is to understand the advantages and 
disadvantages of each approach, so 
you can capitalize on the advantages, 
and work to overcome the disadvan
tages, no matter which approach your 
organization selects. 0 

lem if clients know all project work is r;::::=============================-, 
done by the internal research staff. 

Implementing the findings 
Outsourcing work can be a di sad

vantage once it's time to implement 
the findings. If an internal researcher 
did the project work, depending on 
how the organization i et up, that 
researcher can become part of an 
ongoing project team to put the find
ings to work. This is usually not as 
easy to accomplish with a vendor. 

Hibernia has developed a system to 
help overcome this , Long says. "We 
had some of our executive managers 
tell us that vendor reports often left 
them with a 'what nowT kind of feel
ing. They didn 't know how to use the 
information. Now, once we have the 
report from the vendor, we let the 
vendor present it in his or her own 
sty le, but we give it our own execu
tive summary. We also include a sec
tion on what should be done, and how 
the manager should use this research 
information." 

Cam bon says this approach makes 
the research more user-friendly to 
Hibernia's internal customers. 

No consensus 
There is no consensu on the ques

tion of whether to out ource or build 
internal capabilities. "Analysis should 
be done internally - that 's why 
we ' re hiring high-level people," 
Stewart says. "Many vendors don 't 
have enough of an understanding of 
the organization and its business 
problems to be able to translate the 
data into action." 
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Editor's note: Lisa Wood is the 
director of the Decision and Market 
Analysis program at Research 
Triangle Institute (Research Triangle 
Park, N.c.), which conducts new 
product preference studies. Dean 
Hering is a senior engineer in the 
Center for Digital Systems 
Engineering at Research Triangle 
Institute. Mohan Bala is a manage
ment scientist in the Decision and 
Market Analysis Program at Research 
Triangle Institute. Todd Romig is a 
product manager at Volvo GM Heavy 
Truck, Greensboro, N.c. 

W
hen preferences for a new 
product are fairly weB known 
(e.g., line extensions for con

sumer products), decisions about 
whether to offer the actual product 
often can be made with some confi
dence. However, when demand for a 
new product is highly uncertain and 
prototypes are expen ive to develop 
- as with very new durable products 
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- an approach where potential cus
tomers evaluate hypothetical products 
can be very useful. In this article, we 
de cribe how Research Triangle 
Institute (RT!) used a new tool -
TradeOff VRTM, which combines con
joint analysis and virtual reality (VR) 
- to capture the voice of the customer 
in the product design and planning 
process for a new refuse truck at 
Volvo GM Heavy Truck (VGHT). 

Conjoint analysis i a quantitative 
market research technique for eliciting 
customer preferences for a set of prod
uct profiles where a product is defined 
as a set of features or attributes. Using 
conjoint analysis, we statistically e ti
mate customer preferences for the 
product features or attributes based on 
customer evaluations of a set of prod
uct alternatives defined in terms of 
levels of different features. This tech
nique has been used extensively by 
market researchers to gather informa
tion on customer preferences for new 
product features' ·2. 

Conjoint analysi for new product 
design typically consists of the fol
lowing steps: 

• Define the product in terms of its 
features or attributes, design conjoint 
interview, and use interview to collect 
data on customer preferences for the 
product features. 

• Statistically estimate a customer 
preference or utility function that 
quantifies the relationship between 
customer preferences and each of the 
product features. 

• Use the following results in the 
product design process: 

-- Estimated weights for levels of 
each feature 

-- Importance weights for each 
product feature 

-- Preference shares for each hypo
thetical new product and most pre
ferred product design 

Figure 1 shows the basic steps in a 
conjoint analysis study. 

Recently, the use of conjoint analy
sis to capture the voice of the cus-
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tomer in the quality function deploy
ment (QFD) process has been intro
duced3• QFD begins with defining 
customer attributes or customer 

ucts, it may be difficult for 
respondents to answer such 
questions. The addition of 
VR to the conjoint interview 

allows 
Figure 1: Basic Steps in a Conjoint Analysis Study 
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planning and design process. 
In particular, by using VR
based conjoint we can: 

• allow the customer to see 
and interact with a visual 3D 
virtual version of the prod
uct; 

• configure and gather cus-
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t/ Easy walkthrough - switches on instrument panel 
~ Easy walkthrough - switches on folding arm 

• Remote-Mounted Radiator 
~ Back of cab 
t/ Underneath cab 

• Front Bumper 
~ Headlights part of bumper 
~ Headlights above bumper 

• Front Windshield 
~ One piece 
~ Two piece 

• Rear Windshield 
~ Standard 
~ More wraparound 

• Price 
~ $60,000 
~ $70,000 
~ $80,000 

requirements and then estimating a 
relative importance weight for each 
attribute or feature' . Conjoint analysis 
is one technique for statistically esti
mating the relative importance of 
each attribute and thereby capturing 
the voice of the customer in a consis
tent, structured, and quantitative way. 
In a traditional conjoint interview, 
product features are described to the 
respondent and the respondent is 
asked a preference question. For very 
new products or for unfamiliar prod-

tomer reactions to multiple '--_________________ ..... 
virtual products; and 

• design the customer's most pre
ferred product visually and in real 
time. 

Example application 
Figure 2 shows a set of features and 

levels for a hypothetical new refuse 
truck. In this example, we've defined 
six different features of the truck. 

______________________________ ..., Each feature has two or three levels or 

COS In SLC 

That's right, we've just opened our newest mall 
intercept office in the Salt Lake City market. That 
means we can give you even better coverage from 
the west coast to the Rocky Mountains. 
Just add this new one to your alphabet soup. 
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_______ lIIIiiilll __ We answer to you 

12825 I st Avenue South Seattle Wa. 98 I 68 
206-241-6050 FAX 206-241-5213 
ask for Jerry or Greg Carter 
Http://www.Cosvc.com E-mail COS-info@cosvc.com 

Seattle . Port l and . Spokane . Boi se . San Jose . Salt Lake City 

options. For example, the remote
mounted radiator can be in back of the 
cab or underneath the cab. Figure 3 

Figure 3: Traditional Conjoint Trade-Off 
Question 

T_. T ..... 
.... -.. _- .... _-
IIWItchM on fokIng 111m ewttctt. on IfIIItrUment 

011 ..... 
RedIMot - bectc of eM) RedIIdor - undIIn..eh cab _ ..... - ---

l=::-t. I • I • i7i . I 1 I .T~I 

shows a traditional conjoint interview 
question for the hypothetical truck in a 
trade-off format. In a traditional con
joint interview, respondents would 
respond to a series of such trade-off 
questions. The difficulty with such a 
series of questions is that the respon
dent has to visualize or imagine what 
these features actually look like. 
That's where VR comes in. VR 
depicts objects in a 3D virtual envi
ronment and allows respondents to 
explore a product's features in detail. 
The illustration on p. 34 shows an 
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example of the interior of a hypotheti 
cal truck in a VR environment. In this 
case, the respondent can look around 
inside the truck, look out the wind
shield, turn around in the truck to look 
out the back window, and sit in the dri
ver 's seat. The respondent can also 
click on a button to move outside the 
truck and view the exterior. 

In addition to showing virtual prod
ucts in a 3D environment, by using 
VR-based conjoint we can allow 
respondents to interact with the prod
uct features - push buttons, turn 
objects around, and try out some of 
the features. Also, when appropriate, 
we can immerse the respondent in an 
environment. For the refuse truck, it 
made sense to immerse respondents in 
the interior of the truck since being in 
the interior most closely mimics the 
real world environment for decision
making. 

Producing the virtual envi ronment 
for the VGHT truck began by optimiz
ing VGHT's existing preliminary 
truck CAD data to 3D computer mod
els suitable for interactive virtual 
environments. Each feature of the 
truck occupies a separate model so 
that the truck may be built from the 
appropriate collection of models. We 
modeled features that did not yet exist 
in design form in consultation with 
VGHT visionaries. By modeling each 
featu re as a separate 3D object, it is 
easy to build any combination of fea
tures into a truck necessary for gather
ing voice of the customer data. For 
example, fo r each trade-off question 
in the conjoint interview, the oftware 
configures the truck as a collection of 
feature based on the conjoint inter
view design. 

This modular design also allows for 
easy changes to the system. For 
instance, if VGHT changes or adds a 
feature, the model for that feature is 
changed or added and the system 
incorporates the change automatically. 
By changing a text file, the system can 
add or remove any number of features 
desired. This allows for an extremely 
flexible system for use in future cu -
tomer data collection. 

The same configuration ystem that 
we use for displaying the questions 
and al lowing the u er to interact with 
the virtual product is also used for con-
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figuring the final virtual product in 
real time based on the customer's 
responses to the conjoint questions . 
This means that, following the inter
view, the system immediately builds 
the customer's most preferred product 
and the customer can interact with the 
product in the same manner as when 
answering the trade-off questions. 

Data collection 
VGHT presented the 45-minute 

VR-based conjoint interview to 
groups of customers in a conference 
room setting, thereby allowing multi
ple decision-makers from a single 
company to respond to the interview. 
The interview was projected from a 
PC onto a screen and each customer 

tions. The system also allowed VGHT 
to connect a head-mounted display to 
the computer so that the customer 
could look around inside a typical 
truck interior. 

Hypothetical results 
Below we provide examples of the 

types of results that can be generated 
By using existing design data, 

TradeOff VR can be easily integrated 
into the product design process as 
well as the market research process. 
Virtual prototypes can be developed 
as quickly as they are designed and at 
a substantially reduced cost from 
physical prototypes. Producing a 
physical prototype for each feature of 
a new refuse truck, for example, is not 
economically feasible; additionally, 
changes are time-consuming and 
costly. With a virtual prototype, we 
change tbe design and update .the 
model , and the customer sees the new 
change in a matter of hours, rather 
than weeks or months. In addition, 
color, texture, and other cosmetic 
changes can be made almost instantly 
and incorporated into the system 
automatically. 

responded to a 
series of ques
tions about four 
different appli
cations of the 
refuse truck 
using a wire
less polling 
device. At the 
conclusion of 
the interview, 
the software 
configured the 
group's most 
preferred prod
uct for each of 
the four appli
cations based 
on stati stical 
estimation of 

Figure 4: Hypotheticat Estimated Weights for Levels of Two Features by 
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App lication 
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1.0 
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Commercial Front-loader 

1.0 
Interior Walklhrough 

1.0 
Rear Windshield 

~ .... ..... 
0 0 

Hard - Easy- Easy- Standard More 
Engine Instrument Folding Wrap-around 
Tunnel Panel Arm 

the responses to the trade-off ques- based on the information collected 
during the conjoint interviews. All of 
the results are hypothetical and do not 
represent the actual data collected by 
VGHT. OBJECTIVE: 

Random digit samples with consistent high quality 
that result in increased productivity. 
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Clint Brown (preSident of Alliance Research in Crestview 
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those of us researchers who have the 
ability to measure the quali ty of the 
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with SSI's RDD sample." 
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Figure 4 shows the bypotbetical 
estimated weights for levels of two 
features for two applications - man
ual side-loader and commercial front
loader. The weight associated with a 
particular level of a feature is a mea
sure of its value to the customer; 
hence, the y-axis represents the value 
or utility associated with the levels for 
each feature. For example, the results 
for the Interior Walkthrough feature 
suggest that customers prefer a hard 
walkthrough with switches on the 
engine tunnel over either of the easy 
walkthrough possibilities for the man
ual side-loader. 

Figure 5 shows hypothetical impor
tance weights for each product feature 
for the same two applications. These 
results show, for example, that price is 
the most important feature to cus
tomers for the manual side-loader. For 
the commercial front-loader, both 
price and remote-mounted radiator are 
important features. For both applica-
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tions, the front windshield - whether the importance weights. 
one piece or two piece - is not that 
important. 

Exarruning the interior features, we 
found that customers prefer a hard 
walkthrough with switches on the 
engine tunnel and a rear window with 
more wrap-around for the manual 
side-loader application. For the com-

Powerful tool 
This study shows how companies 

can use VR-based conjoint to capture 
the voice of the customer in the prod
uct planning and design process. In 
particular, we demonstrated that com
bining a structured and quantitative 

Figure 5: Hypothetical Importance Weights for Each Product Feature by 
Application 

preference elic
itation tech
nique such as 
conjoint analy
sis with visual
ization is a 
powerful tool 
for obtaining 
customer feed
back on hypo
thetical virtual 
product fea
tures before the 
products or 

• I nterior Walkthrough 

• Remote-Mounted Radiator 

D Front Bumper 

~ • 
• Front Windshield 

• Rear Windshield 

D Price 

I:::::====",===================d even the proto-

mercial front-loader, customers pre
fer an easy walkthrough with switch
es on the folding arm and a standard 
rear window. These results are con
sistent with the estimated weights for 
the levels of each feature as well as 
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types are ever developed. This type of 
tool can be integrated into the new 
product development process and can 
significantly reduce new product 
development timess. The virtual proto
types are based on the CAD data gen-

erated for the real product design and 
allow for product visualization and 
feature evaluation early in the design 
phases, saving time and development 
costs. Because the system assembles 
the product from 3D models in real 
time, we can introduce changes, new 
product features, or entirely new prod
ucts easily and economically. By 
allowing customers to interact with a 
virtual visual product, companies can 
approach the reality of market-testing 
true prototype products. 0 
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Editor's note: Tracy Teweles is a 
vice president at C&R Research in 
Chicago. She can be reached at 312-
828-9200. 

have a personal relationship with 
my brand of toilet paper. Call me 
crazy. It goes beyond expecting 

softness and wanting a "name I can 
trust." It has to do with stuff I would 
never tell you about - things like 
how I want you to see me ("I'm not 
overly fancy. I'm practical."). And, 
how I want to feel. 

And you know, nothing makes me 
feel that my life is in order like stow-

40 

ing six to 12 extra rolls in my closet. 
Let it get down to two or three and I 
feel a little nervous. You probably do 
too. 

To put all this in marketing-ese, I 
can say that I interact with my 'toilet 
paper on three levels - on a physical 
level, on an image level , and on an 
emotional level. And all three of these 
work to reinforce my brand choice. 

So rather than looking at consumers 
and their interaction with products and 
categories as a one-way street, I like to 
look at it as a full, two-way thorough
fare. A full-fledged interaction. 

Where I'm a bit different than some 

folks out there is that I believe these 
insight are more than odd - they are 
valuable; that is, understanding our 
underlying relationship with brands 
and categories can provide marketers 
with powerful instruments for build
ing meaningful brands. Brands that 
consumers will naturally be drawn to 
because they build upon natural 
behaviors and relationships. 
Relationships we are aJl but unaware 
of. 

The idea of this article is not to talk 
about my personal habits but to share 
my experience in working with ordi
nary consumers to mine their underly-
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ing category and brand experience In 
order to strengthen brands. We pro
vide several services at C&R that 
leverage this experience through 
metaphorical and right-brain think
ing. 

I have mined the world of white and 
red meat, of toilet paper and soup, of 
utilities and pickles, of cable TV and 
fast-food burgers. And I have learned 
two things: the good news is that we 
all have these relationships with 
brands and categories; the bad news is 
that not every consumer can easily tap 
into this level of experience. 

If you are interested in mining con
sumers' brains, there are three guide
lines you may want to follow: 

• zero in on the right consumers; 
• build an intimate team environ

ment; and, 
• use a toolbox that allows people to 

articulate these underlying experi
ences and perceptions. 

Zeroing in on the right consumer 
Because the success of a project of 

this kind relies wholly upon respon
dents' ability to explore this uncharted 
territory with you, we need to be more 

selective than for a traditional focus 
group. We've found a few things that 
make for a successful recruit: 

• Articulate, articulate, articu late. 
While in real estate location is key, 
you can't get anywhere in understand
ing underlying stuff if you have a 
group of people who can't articulate 
their thoughts or experiences. 

• Let's talk about me. Openness is 
essential too. We need to start out 
knowing that this will be a group of 
people who are relatively comfortable 
speaking about themselves. 

• A bit to the right. While political 
views do not matter, rightness of brain 
does. We've got to be sure that our 
cohorts in exploration can defy the 
al lure of logic and venture forth into 
right-brain or associative thinking. 
Stuff that requires no rationale. Free
flying fragments are welcomed here. 
And that's not necessarily your basic 
respondent - though more con
sumers have this abi li ty than you 
might think. 

Building an intimate environment 
The right environment is also e sen

tial to delving into consumer depths. 

SAWTOOTH TECHNOLOGIES 

ANNOUNCES: 

Computer-Aided Telephone Interviewing 

The cutting edge just got sharper. 
Phone: 847/866-0870 Web Site: www.sawtooth .com 

Some things I've learned along the 
way: 

• The only thing to fear. A key job as 
we explore new territory is to establish 
a setting of fun, not fear. It can be pret
ty scary to reveal habits with 
strangers; as a moderator my job is to 
provide permis ion for all thoughts 
and to make the process feel like cock
tail party games rather than a psycho
logical te t. 

• Group discovery, together. And, 
for this kind of process to work well it 
needs to be a joint venture. Between 
moderators and respondents , and 
between client and moderator. 
Learning won't be transparent ; 
hypothesis is part of the process a the 
group progresses. This is part of the 
camaraderie and the uniqueness of 
this kind of venture. We are, as C&R's 
Founder Saul Ben-Zeev says, together 
with the respondents in the hot pursuit 
of learning. And respondents like that 
role - and power. 

The moderator/client venture is 
truly a team effort too. We are work
ing together to digest learning as we 
create a new language to describe 
things no one has ready words for. 

• A buddy system. To bolster 
respondent comfort - and help them 
clearly articu late their associations 
and ideas - we typically pair con
sumers based upon their brand prefer
ence or habits with what we call 
Champion Pairs. Because they share a 
viewpoint, they bond as they work 
together. This makes their work more 
fun and engaging - and their ideas 
and private feelings seem less vulner
able. Thus, the resu lts are more reveal
ing and informative for us. 

A toolbox of projective techniques 
It ain't easy to talk about relation

ships with inanimate objects. So 
something is called for to help people 
express the automatic and the unno
ticed in words. 

This is where a bag of tricks is def
initely called fo r. Straightforward, 
left-brain fare simply won't work. We 
need something that will provide a 
fresh expression of what's on auto
matic. Something that'll trick the 
dominant left-brain to ditch logic so 
emotion can come through. 

This is the natural habitat for pro-
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jective techniques, a place where they 
thrive. These kind of techniques work 
in two steps: diverging - launching 
off into blue-sky stuff - and then, 
converging - bringing it all back 
home to marketing fare. 

How to make projectives work for 
you 

• Critical mass: go for quantity. 
While quality is surely an aim, in this 
kind of work, projectives work well in 
quantity. 

Play Highlights magazine. 
Remember those games where you try 
to see what three or four different 
images share in common? Well that's 
the idea here. By doing a series of pro
jective technique, we can begin to see 
patterns. These patterns will lead us to 
define brand essence and the con
sumer-product relationship. 

• Build-in contrasts. A projective is 
basically a metaphor, and a metaphor 
without a contrast or parameter is pret
ty useless. To learn that Soup A is 
homey doesn' t tell you beans about 
the brand unless you' re sure this isn't 
a category "price of entry." 

• By establishing some brand con
trasts you can be confident what realm 
you're really in , and understand 
what's brand-relevant and what are 
category issues. 

• Wonder. Finally, don ' t forget the 
reason why. It seems like a silly point, 
but it can be really easy to assume that 
if consumers think of Pickle A as 
being like Neiman-Marcus, it must be 
the best pickle around. I've been sur
prised more than once by respondent's 
explanations - thi could be the 
Neiman-Marcus of pickles because 
it's a big pickle and Neiman-Marcus is 
based in Texas, where everything is 
big. It could be like Neiman-Marcus 
because this man believes that 
Neiman-Marcus' stuff is just the same 
as JCPenney, but twice the price - so 
this is a parity product sold at a premi
um price. 

• Distill. Once you've mined, 
you've got to refine. To digest and to 
order. Once you've done thi s, you' ll 
have an organic understanding of your 
category, your brand, and just how 
consumers interrelate with both. What 
a great base for making a brand be all 
it can be. 0 
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Quantitative research 

Editor's note: Dan Margherita is executive vice presi
dent of NCO TeleResearch, a Philadelphia research com
pany. He can be reached at 610-352-5700 ext. 3589. 

Earlier this year, as part of a national omnibus, Tele
Research, a Philadelphia research ftrm, included a 
series of questions prompted by the popularity of 

television's Seinfeld, addressing how the show's current 
ratings might be leveraged against future spin-offs (outside 
of syndication). What follows is a tongue-in-cheek presen
tation of the results. 

[The scene opens with Jerry and George sitting across 
from each other in a booth at the coffee shop. Jerry is read
ing a copy of Quirk's Marketing Research Review that 
someone has left behind.] 

JERRY: Hey! Look at this! They did a poll about our 

show, and asked who is the funniest character and who is 

the most popular character and all that. 

GEORGE: I don't know much about doing a poll. . . 

JERRY: You don't know much about climbing a pole, my 

friend! 

GEORGE: Very funny. Who do they talk to in these 

polls, anyway? They never call me to do a poll! 
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JERRY: Says here they talked with 667 people national

ly, of whom .. . wow! .. . 56 percent watch Seinfeld at least 

sometimes! Who do you think is the most popular charac

ter? 

GEORGE: Me? 

JERRY: Oh, you are pushing your luck, little man! No, 

it's Kramer! It says that 56 percent of the people say he is 

their favorite. 

GEORGE: Kramer? What about the rest of us? 

JERRY: Well, we ' re pretty much all together. I got 18 

percent, Elaine got 13 percent and you got 12 percent. 

GEORGE: [Outraged] Twelve percent? I only got 12 

percent? So they like me the least? They . . . wait a minute 

.. . that only adds up to 99 percent. Who got the other 1 

percent? Newman? 

JERRY: No, I doubt that. I think they round these num

bers off. Just calm down. Then they asked people how 

funny they thought each of us is. 

GEORGE: AHA! Now we' re getting somewhere! Who 

was on top this time? 
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JERRY: Better finish chewing first. 

GEORGE: Why? 

JERRY: It 's the K-Man. Eighty percent think he's 

"extremely" or "very" funny. 

GEORGE: [Sputtering, with tuna salad flying] Eighty 

percent? Where are the rest of us this time? 

JERRY: Better wipe your chin first. WelI , 56 percent 

think I'm funny and . .. get this! More people, in fact 51 

percent, think you're funny compared to only 43 percent 

who think that Elaine is funny. 

GEORGE: I'll bet the rest haven ' t seen her dance. Does 

everybody feel this way? What about men versus women, 

younger people, and all that stuff that they break these polls 

into? 

JERRY: Good question. Maybe you know more about 

thi s polling stuff than you think, although I highly doubt it. 

Anyway, when it comes to Kramer, pretty much everybody 

feels that way ... men, women, older and younger, richer 

and poorer .. . 

GEORGE: Wait! It sounds like we ' re getting married 

here. So if there was a spin-off show, Kramer ... that goof

ball . .. would be the logical choice? Unbelievable! 

[KRAMER enters the coffee shop and joins them.] 

JERRY: We' re just reading about this poll that they 

did . . . 

GEORGE: [interrupting and starting to shout] And it 

says that you're the most favorite, funniest character and 

the rest of us may as well just go off somewhere and die! 

KRAMER: [calmly] No, no, George. My subscription to 

Quirk's came this morning and I read the article already. 

What they're really trying to say is that we're a team . . . an 

ensemble .. . and that all of us have an almost equal impact 

on the show's ratings. 

GEORGE: Almost? 

KRAMER: Well , Elaine was just a little bit behind the 

rest of us. 

GEORGE: I guess people have seen her dance. 

KRAMER: Well, maybe, but among frequent viewers, 

my impact on the show ... mine, Cosmo Kramer's ! ... is 

just the same as yours and Elaine's! 

JERRY: So your huge popularity doesn't necessarily 

translate into you having the largest impact on the ratings? 

KRAMER: That's why this regression analysis stuff is so 

valuable. Each of us represent importance weights in the 

regression equation. You guys really ought to read up on 
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we'll watch 
the details. 

~deOFOCUS Direct takes the 
hassle out of video conferenc
ing. Our staff gets your equip
ment working smoothly and 
stays right with the project 
before and during the sessions. 

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 and speed up your 
decision making - for less than 
the cost of a single airfare. 

Video~rn 
FocusDirect TM 

FAR EAST 
HONG KONG 
SEOUL 
SINGAPORE 
SYDNEY 

Fastest growing network of 
over 50 focus group facilities. 

TOKYO To place focus groups 
call (800) 889-2430 or (860) 563-6426 

fax (860) 529-7558 
Vis~ VIIIMV.videofocus.com 
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this . 

GEORGE: Since when do you know about regression 

weights? 

KRAMER: I've had a lot of time to read since I've been 

on strike. 

GEORGE: Of course. I thought the only reading materi

al in your apartment opened up into a coffee table. 

JERRY: Don't pay any attention to him. What you're 

saying is that, assuming that a spin-off show starring you 

would be based upon your popularity, it wouldn' t essen

tially change your character. So the question is, would the 

show be basicaUy aU you, or would it have an ensemble 

cast like this one? If it 's mainly you, the show could be 

very successful. 

GEORGE: Yeah, but that might be taking a chance, 

right? If a show is based too much on one character, it loses 

the synergy of a full cast; plus, Kramer's, uh, eccentricity 

might not make him a good main character. 

JERRY: What's that in your glass? Synergy? Aren't you 

the one who thought that's what you get from drinking 

Oval tine? 

GEORGE: I'm only looking out for myself here. The 

way I see it, if we all have an equal effect on ratings, and 

there's a strong ensemble cast, then a show starring my 

ARE you CAUqJiT 

iN A 

ti~~ 
~~ 

STORM 
of wORk? 

LET M ICROT AB RESCUE YOU ... 

From New York City to Los Angeles, Mlcrotab 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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character would be just as successful. After all, Jerry, unit

ed we stand, you know what I mean? 

JERRY: And if we're talking about frequent viewers, this 

would even apply to Elaine. Amazing! 

KRAMER: Until they saw her dance. 

[ELAINE comes in, and joins the other three.] 

ELAINE: Hey guys, what's up? What're you reading? 

JERRY: Oh, just a poll about the show. It says you have 

to be careful how you look at our popUlarity and all. 

ELAINE: Polls. I'm so tired of all these polls. "Who 

would you vote for?" "What hospital would you rather die 

in?" Yadda, yadda, yadda. Anyway, how'd I do? 

GEORGE: Like he said, you have to be careful how you 

look at it. 

ELAINE: What's that supposed to mean? 

GEORGE: Well, if they did a spin-off show and built it 

around, say, Kramer there, it's possible that it would be 

more successful at first but, in the long run, a show starring 

me might be equally successful! How do you like that? 

ELAINE: Get OUT! What about me? 

JERRY: Maybe you'd better read the article first. 

ELAINE: It's bad news, isn't it? That's why you keep 

wanting me to read it first, right? It mentions my dancing, 

doesn't it? 

JERRY: No, it's not that bad, really. The good news is 

that you're very much a part of the team. In fact, it says that 

more women than men think you're funny. 

ELAINE: I don't understand this. I'll bet that if it wasn't 

for this show, nobody would watch TV on Thursday night 

at all. 

JERRY: Well, actually ... 

KRAMER: Better let me handle this one, Jerry. You'll 

screw it up. Elaine, there's a very low correlation between 

watching Seinfeld and the general frequency of television 

viewing. If the correlation were negative, it would be bad 

for NBC because it would imply that people watch TV just 

for us and a few other select shows. 

GEORGE: So the audience would be lost forever when 

we go off the air? 

ELAINE: Told ya! 

KRAMER: But that's not the case here. There's almost a 

zero, actually a small positive, correlation so it's really 

good news for the peacock in that a good replacement show 

could still hold frequent TV viewers. 

ELAINE: Where in the world did you learn all of this? 

KRAMER: Hey, I'm Kramer! 0 
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Survey Monitor 
continued from p. 6 

nearly 39 babies born per thousand 
inhabitants compared with 28 in 
Egypt and just over 20 in Turkey. 

Turkey is easily the region 's most 
popular tourist destination : a record 

However, over half the Saudis' meat 
intake is poultry, whereas the Turks ' 
main form of meat is beef and veal. 
In the UAE the most popular types of 
meat are lamb, mutton and goat. 

To wash it down, residents of the 
Unjted Arab Emirates lead the con
sumption of soft drinks at nearly 85 

liters per capita in 1996. Egyptians 
are the most restrained, downing 
only 30 liters each, while the IsraeUs 
have a particular fondness for car
bonated drinks: nearly 50 liters per 
person were drunk in 1996 compared 
with the 18 liters consumed by Turks 
and Egyptians. For more information 

9.7 million tourists visited in 1996, r-----------------------------
nearly three times as many as visited 
Egypt and a 22 percent increase over 
1995. According to Euromonitor's 
statistics, Turkey is growing ever 
more popular, with the number of 
tourist arrivals rising by 15 percent 
every year. Egypt's tourist industry is 
also developing rapidly, though hin
dered by terrorist attacks on visitors. 
In the next century the Red Sea could 
be a common hoUday destination: it 
is expected to attract half of Egypt's 
expected 10 million annual visitors 
by 2020. At least 90,000 hotel rooms 
must be built to accommodate these 
Red Sea tourists (more than the 
country's total capacity in 1996) and 
water will somehow have to be piped 
in from the already overburdened 
Nile. 

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

showed me how to ill1prove it." 

"I see." 

"No ... ICR." 

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

in ways that are truly meaningful to your target market. 

Ie 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 

Israel is also working hard to I~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~.., 
attract the tourist dollar. Provided r 
peace is restored, the industry plans 
to cater to over 4.5 million annual 
VIsItors by 2006, necessitating 
53 ,000 new hotel rooms (more than 
doubling today's total to 91,000.) 

Euromonitor's study shows that 
Egyptians have the highest death 
rate, highest infant mortality rate, 
and highest unemployment rate in 
the region. However, they also have 
the highest marriage rate (8.7 per 
thousand people in 1995) and a 
slightly lower divorce rate than the 
Israelis (1.4 per thousand versus 1.5 
per thousand). Israelis can expect to 
live longer than their neighbors : 
women live to nearly 80, while men 
can reach an average age of 75.5 . 
Again, Egyptians are less fortunate, 
attaining an average age of only 63 
and 61 respectively. 

The Saudi Arabians are the Middle 
East's biggest meat-eaters, getting 
through over 50kg each in 1996. The 
Turks are the least carnivorous, eat
ing an average of only 20kg each. 
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Hagler Bailly" 
A WORLD AHEAD 

Does your survey center 
provide the highest quality data 
to leading strategy consultants, business operations 

reengineers, new product development teams, 
and marketing communications experts? 

Ours does. 

Hagler Bailly's Survey Research Center 
provides full-service research capabilities to our global staff of 

consultants for consumer and business-to-business markets. 
We invite you to call for assistance with your next project. 

University Research Park, 455 Science Drive, 
Madison, WI 53711-1058 Tel 608-232-2800 

Contact Bryan Ward. E-mail research@haglerbailly.com 
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RESEARCH. 
First Market Research helps 
its cl ients "get the facts" w ith: 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• National telephone inter
viewing -paper & pencil or 
computer aided with 
remote monitoring 

• Special expertise in: 
business-to-business 
high technology 
consumer research 
health care 

• Multivariate analysis & 
affordable conjoint designs 

The common-sense comma. 
It turns our name into an agenda. 

http://www.firstmarket.com 

1-800-FIRST-l-l 
1-800-FIRST-TX 

First 
Market 

== Research 
656 Beacon Street, Boston, MA 02215 

(617) 236-7080 
2301 Hancock Drive, Austin, TX 75756 

(512) 451-4000 
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call TJ. Remmetter at 312-922-1115. 

More households using 
answering machines 

More than 77 percent of America's 
households now have a telephone 
answering machine, according to a 
nationwide survey by Decision 
Analyst, Inc., an Arlington, Texas, 
research firm. 

In its survey of 6,490 households, 
Decision Analyst found that 77.3 per
cent of U.S. households own an 
answering machine - an increase of 
roughly five percentage points since 
the first quarter of 1996. 

"The answering machine is no 
longer a luxury. It has become a 
household utility, a necessity. It is per
ceived as valuable in screening out 
telemarketing calls as well as captur
ing those calls and messages that we 
don't want to miss," says Jerry W. 
Thomas, president and chief executive 
officer of Decision Analyst, Inc. 
"Overall, the household saturation 
levels suggest that the answering 
machine market will grow more slow
ly in the future, compared to the past 
five years." 

The answering machine is particu
larly popular among younger con
sumers (85 percent of the 18-34 age 
group reported having a telephone 
answering device). Answering 
machines are least popular among 
those 55 years and older, where own
ership drops to 67 percent. 

The higher the household income is, 
the more likely that household is to 
own an answering machine. Eighty
seven percent of those earning at least 
$50,000 reported owning the 
machines. Those earning under 
$30,000 are least likely to have the 
machines, the survey shows. For more 
information call 817-640-6166. 

If produce is convenient, 
it will sell 

Convenience is the overwhelming 
theme for consumers in this time
crunched world, according to a new 
consumer study. People are buying 
more prepared meals and fresh-cut 
produce to ease the time crunch in 

their busy lives. 
More than one-third of consumers 

say they bought a prepared meal from 
a supermarket or grocery store in the 
past six months, according to "Fresh 
Trends 1998." The study also found 
consumers are eating up fresh-cut 
vegetables, fruit and salads. 

"Fresh Trends 1998" has just been 
released by The Packer, a business 
newspaper serving the fresh produce 
industry, and Vance Research 
Services, each a part of Vance 
Publishing Corp., Lincolnshire, Ill. 

In this trend toward prepared foods, 
consumers are not forgetting their pro
duce. Nearly 75 percent of the pre
pared meals purchased from a super
market or convenience store in the 
past six months included some type of 
produce. 

Consumers' concerns about micro
bial contamination of fresh produce 
have risen dramatically in the last 
year. In a year where the media heavi
ly covered several outbreaks of food 
borne illness, it is not surprising to 
find consumers have changed the way 
they buy produce and in some cases 
have stopped buying certain types of 
produce altogether. 

Sixty percent of consumers say they 
are more concerned than they were 12 
months ago about salmonella bacteria 
on fresh produce. Concerns about 
other bacterial contamination of fresh 
produce also have increased. Fifty
eight percent of consumers say they 
are more concerned about the issue 
than they were a year ago. 

Some consumers have stopped buy
ing strawberries and raspberries 
because of food safety concerns. 
Thirteen percent say they have 
stopped buying strawberries, and 7 
percent say they have stopped buying 
raspberries. 

Consumers are finding satisfac
tion in organic produce. More than 
one-fourth of consumers say they 
bought organic fresh produce in the 
past six months. Of those consumers, 
98 percent say they were at least 
somewhat satisfied with their purchas
es. 

Organic vegetables are the most 
popular purchases with tomatoes, let
tuce and carrots leading the way. 
Significantly more people purchase 
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organic vegetables than purchase 
organic fruit. 

Other topics covered in the study 
include fresh-cut, shopping habits and 
5 a Day/nutrition. 

Highlights from "Fresh Trends 
1998" are available in a 92-page mag
azine for $20. A full report, including 

3.9 years old on average and the old
est being 9.4 years old on average. For 
homes with multiple numbers of tele
visions, the oldest is an average of 7.6 
years where there are two or more 
televisions; 9.4 where there are three 
or more; 11.3 where there are four or 
more; and 10.3 where there are five or 

more. 
"Once again, research shows that 

although there may be some initial 
interest in a new technology, the nov
elty of it does not drive purchase deci
sions," says Gary Miller, chairman of 
Aragon Consulting Group. 

"And, in this case, given the length 
demographic data, is available for ....----------------------------
$200. To obtain a copy of the maga
zine or the report, write or call Carol 
Cox, The Packer, 10901 W. 84th 
Terrace, Lenexa, Kan., 66214. Phone 
913-438-8700. 

The coming age of 
digital TV 

As television manufacturers get 
ready to launch the next generation of 
television -- the digital TV -- next 
year, findings of a new national study 
conducted by the market research sub
sidiary of St. Louis-based Aragon 
Consulting Group, a management 
consulting firm, reveal that many con
sumers initially may not make a bee
line to buy them. 

Aragon reports that 57.8 percent of 
the respondents were aware of the 
changes taking place in the television 
industry prior to the survey. However, 
of those familiar with the television 
industry's evolution from analog to 
digital broadcasting, only 25.5 percent 
of those surveyed say that the timing 
of their next television purchase will 
be swayed by the switch to digital. 
When specifically asked when they 
plan to buy another television, only 
2.3 percent of participants say that 
they will buy a new set once digital 
TVs become available in stores. 

In total, 10.3 percent of those partic
ipating in the Aragon study say they 
will purchase a television set before 
next summer; 7.5 percent say they will 
buy one within the next one to five 
years; 2 percent say it will be six years 
or more; and 38.3 percent say when
ever their current set breaks. The 
remaining 39.8 percent say they do 
not know when they will purchase 
their next set. 

The Aragon study also shows that 
the average American household has 
2.7 television sets, with the newest 
television set in any given home being 
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~~My research company applies 
multivariate analyses to give me 

information 1 can really use." 

"I see." 
~~No ... ICR. ~~ 

T0day's marketing strategies can't be formulated with yesterday's methods. ICR's 
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information caB 314-726-0746. of time that consumers keep their old 
sets around, it's no surprise that more 
than half (53.3 percent) of those we Convenience will drive 
surveyed say the federal government 
did not allow enough time for the adoption of on-line retail 
nation to switch from analog to digital h 
broadcasting," says Miller. Television sopping 
manufacturers plan to roll the sets out Will on-line shopping become a 
in the stores in 1998, while the govern- mainstream habit? According to a 
ment is compelling broadcasters to recent report from Forrester Research, 
make a complete transition to digital by Cambridge, Mass., once consumers 
2006. In the meantime, broadcasters discover the convenience of on-line 
will be televising their programs in dig- shopping, spending will increase dra
ital and analog. matically. By 2001, more than $17 bil-

Even so, support for the timetable lion will be spent with on-line mer
is significantly more likely to be chants. 

• Surgical shopping will remain the 
dominant pattern. Purposeful, focused 
buying rather than browsing will char
acterize this market. 

• By 2001, today's leading consumer 
items (computers, software, entertain
ment, books, music, and travel) will set 
a blistering pace, accounting for 86 
percent of on-line business. Apparel, 
food, and electronics will take hold 
later. For more information call 617-
497-7090. 

Major companies rely on 
intranets 

l'ound amon" men (363 percent ver On-line shoppers now spend more 
1 b . - In its report "Corporate Internet and 
sus 24.3 percent of women) and peo- than $4 million a day on PCs, software, Extranet Strategies: the Business 
pIe with higher annual household books, music, and adult entertainment. Implications," New York-based tech
incomes For instance 21 3 percent But is this new activity ready to move . , . no logy analysis firm Datamonitor 
of individuals surveyed with incomes from the experimental stage to an states that over half of the Fortune 500 
of less than $35,000 say the govern- established behavior? Forrester's 

intranets will function as extranets by 
ment is allowing enough time, com- People & Technology Strategies 

the year 2000 and ROI should not be 
pared with 34.6 percent of people Report "Retail Revs Up," examines the 
with incomes from $35,000 to experiences of on-line shoppers and the primary driver for corporate 

intranet investment. 
$55,000 or 34.1 percent of those with merchants and concludes that: 
incomes of $55,000 or more. • Convenience will drive on-line Intranets are rapidly becoming com-

A national random sample of 400 retail's broader adoption. Consumers monplace in U.S. corporations. 
was drawn to complete the study, we interviewed say that on-line's con- According to Datamonitor, nine out of 

. '11 . h' every 10 large businesses (i.e. , $500 which produced results within a ±5 veOJence WI Increase purc aSIng 
. f F frequency. million in annual revenues) will have percent margIn 0 error. or more 

~;;;;;;;;;;~;;;;;;;;;::==================::;-) an intranet before the end of this year. 
"By the year 2000, more than half of 
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corporate intranets will be opened up 
into extranets, enabling companies to 
easily share information with their 
business partners thus leading to 
increased investment and content 
development for internal Web sites," 
says Datamonitor Analyst Robert 
Shavell. 

IT managers say intranets pay for 
themselves within a six-month period, 
but companies should not use ROI 
alone to justify this investment. 
Datamonitor research indicates that 
most businesses anticipate a return on 
investment very quickly. 

"Simply put, initial costs for a bare
bones intranet are very low. As more 
functions are offloaded to the intranet, 
costs rise significantly. But intranets 
are a new kind of animal, they hide 
their costs by blending in like well
adapted chameleons. Corporations 
need to get realistic about their intranet 
initiatives and stop using ROI hype to 
sell these projects to senior manage
ment," says Shavell. For more infor
mation call 212-686-7400. 
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Product & Service Update 
continued from p. 8 

file conjoint analysis software tool. 
Conjoint analysis is a technique 
which identifies trade-offs customers 
will make between features, brands 
and prices. The product is designed to 

now be made to a questionnaire once 
interviewing is in progress , without 
setting up a new survey. The supervi
sor now has the option to view any 
survey information, such as the sta
tus of sample records or quotas, 
using a filter. Any question contained 
in the survey script can be used to 

filter information in this way. Filters 
can also be applied when activating 
or deactivating specific records for 
interviewing, when outputting data 
records and when copying or remov
ing interview records from a survey. 
The company has also released 
Pulsar 2.1 , an update of its interac-

help users test concepts in product .....------------------------------
development, set prices , target spe
cific market segments and bench
mark products against the competi
tion. Its on-line urveys , called 
WebCards, gather cu tomer prefer
ences on the Internet. In addition, the 
product analyzes results from pencil
and-paper studies and one-on-one 
computer-aided personal interviews 
(CAPI). For more information call 
760-804-8555 or visit the company's 
Web site at http ://www.qpr
tools .com. 

I HI brand database now 
available on-line 

Information Resources, Inc. (IRI), 
Chicago, is offering its InfoScan 
Reviews database via a new service 
called ReviewNet. The service pro
vides users with access to marketing 
data on more than 5,000 brands. The 
InfoScan Reviews databa e contains 
detai I on sales, market shares and 
pricing of thousands of consumer 
packaged goods brands. ReviewNet, 
located in the password protected 
portion of IRI's Web site, provides 
users with more than five years of 
data on manufacturers and their 
brands which are sold in food and 
drug stores and four years of data for 
mass merchandise stores. For more 
information call 312-726-1221 or 
visit the company's Web site at 
http://www.infores.com. 

Pulse Train upgrades 
CATI system, Pulsar 

Pulse Train Technology has 
released Bellview CATI version 
6.10, an upgrade of its telephone 
interviewing system which includes 
improvements designed to boost 
interviewing productivity and pro
vide greater control over survey and 
sample management. Changes can 
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"Very creative ... they combined EXCEL 
omnibus and full custom capabilities 

to save me big dollars!" 

"I see." 

"No ... ICR." 

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

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

Ie R We do more than excel. 

AUS Consultants - ICR/ Internationai Communications Research - 605 West State St. 
Media, PA 19063 - ICR Philadelphia (610) 565-9280 - ICR Chicago (847) 330-4465 
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OBJECTIVE: 
Every single day, between five and 15 times a day, we 
need sample right away ... 

551 SOLUTION: 
Fred Bierman (Executive Vice President at SurveyUSA ~ in Verona, 

ew Jersey) - " ... and SI is very imply the only sample provider 
that can do it for us. It's hard to imagine a more demanding S5! 
client than SurveyU A~ . As parent company to Bullet-PoU*, 
Flash-Polt, Overnight Research*, and Voter Roll -Call· Exit Polling, 

over 100 television stations, newspapers, and media 
clients nationwide depend on us to provide 

immediate reaction in their communities 
whenever a controversial news story breaks. 

"That's why we buy multiple millions of 
numbers from 55! every year. 5urveyU5A ~ 
has built its entire business on giving 'need

it-now' clients immediate rumaround and SS! 
comes through for u every time. 

"When our clients thank us for on-deadline 
results or razor-sharp Election projections, we 

thank 55! - because it all starts with the ample." 

Call 5SI for sampling solutions at (203) 255-4200. 

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

Partners with survey 
resea rchers since 1977 
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site at http://www.ws.pipex.com/ptt. tive data analysis package. The new 
release includes a data streaming edi
tor, which allows the user to combine Cardiff Software 
a number of different surveys for 

improved recogmtlOn technology. 
For more information call 800-659-
8755 or visit the company's Web site 
at http://www.cardiffsw.com. 

analysis as one survey. Data which is updates TELEform 
available for the same variable in dif- Cardiff Software, Inc., San New information 
ferent survey waves is automatically Marcos, Calif., has upgraded its d t f 
combined. Where there are differ- TELEform products. TELEform pro UC s rom 
ences between the structure of vari - Standard and TELEform Elite IntelliQuest 
abies in separate survey waves, the Version 5.4 include new and 
user can edit the variables in the data enhanced features such as electronic IntelliQuest Marketing Infor-

mation Solutions has introduced streaming editor to prepare them for forms imaging, high-speed form 
combined analysis. For more infor- merge, dynamic preprocessing, Information, Enhance, and Insight, 
mation call Hank Copeland at 561- improved zone image formatting, the first three product lines in its 
842-4000 or visit the company's Web enhanced form identification and Intelligent Customer Information 
__________________________ ----. System (IntelliCIS) product family. 

r-·---·-·---------·-·-·------~, 
The first product line is designed to 
help clients better identify and 
understand their customers . It is 
comprised of external data such as 
demographic, lifestyle and public 
record data. Enhance appends specif
ic demographic and lifestyle infor
mation to customer data and pro
vides data cleansing and processing 
services. Insight includes consulting 
and training in database marketing 
best practices implementation and 
the MKIS User Forum, an organiza
tion designed to enhance the profes
sional development of attendees 
through the exchange of ideas and 
experience in the implementation of 
database marketing solutions. For 
more information call 770-612-8008 
or visit the company's Web site at 
http://www.intelliquest.com. , 
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Conduct on-line 
surveys without 
software 

NetReflector LLC, a Redmond, 
Wash.-based subsidiary of Feedback 
International , has launched 
InstantSurvey, an on-line business 
application for designing and con
ducting surveys. Survey recipients 
are invited to participate in a survey 
through a personalized E-mail or 
linking from a client Web site. There 
is no software to purchase or down
load . Using their Web browser, 
clients log onto InstantSurvey as 
needed through a Windows NT-pow
ered Web site maintained by 
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NetReflector. User can write a ques
tionnaire from scratch, import ques
tions from a word processing docu
ment or customize an InstantSurvey 
pre-written template. NetReflector 
offers a free trial for all visitor to its 
Web site, allowing them to create, 
distribute ann report on a survey of 
up to 25 people. InstantSurvey is 
compatible with Internet Explorer 3.0 
and above and Netscape Navigator 
3.02 and above. For more informa
tion visit the company's Web site at 
http://www.instantsurvey.com. 

Client/server survey 
software 

Decisive Technology, Mountain 
View, Calif., is offering Decision
Source, client/server enterprise sur
vey software that allows corpora
tions to obtain instant customer feed
back using the Internet. Built-in 
analysis tools help to generate 
graphs and tables that can be export
ed to other applications or posted 
directly to the Web. The product 
includes a list of sample survey ques
tions, including customer satisfac
tion, demographics, customer sup
port and Web site effectiveness. 
Questions range from multiple 
choice to open-ended text questions. 
For more information call 800-987-
9995 or visit the company's Web site 

Web. Searches can be built using 
multiple criteria, such as company 
name, industry category, etc., or 
through an Express Search feature 
that allows users to find reports on a 
single topic. From a fully-indexed 
citation list, users can choose to read 
free tables of contents or select full
image reports to view in portable 
document format (PDF), most with 
the original formatting, charts and 
graphs. For more information call 
800-662-7878 or visit the company's 
Web site at http://www.investext.com. 

~M~ 
512-267-1814 
www.namestormers.com 

at http://www.decisive.com. 1---------------------------

Brokerage reports, 
market data on-line 

The Investext Group has released 
Research Bank Web Version 1.0, a 
new Internet product that delivers 
full-text and original-line image bro
kerage reports and market analysis to 
individual desktops. Users can view 
and print from a collection of invest
ment research, market analysis and 
trade association data over the 
Internet. Over 5,000 new reports are 
added to the collection each week. 
More than 450 investment banks, 60 
market research firms, and 150 trade 
associations worldwide author the 
reports available on Research Bank 
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Predictive dialers 
continued from p. 16 

mention them in our advertising. 

A primer on predictive dialers 
Without predictive dialing, when an interviewer is 

ready for the next call, they dial the telephone number 
either manually or with an autodialer. Many of these calls 
do not result in a live person answering the phone but are 
a busy, no-answer, disconnected, out of service, changed 
number or an answering machine. It is not unusual for an 
interviewer to spend the majority of their time dialing 
just to find a live person. And remember, a live person 
does not translate into a complete. It is just the first step 
- there is cooperation, callbacks and, of course, inci
dence to consider. 

When using predictive dialing, interviewers do not dial 
the telephone - it is done behind the scenes. The CATI 
system "feeds" telephone numbers to the dialer. The pre
dictive dialer knows how many interviewers are waiting 
for a call and what percentage of the recent dialings were 
live people. Based on these factors, it dials more than one 
telephone number for each available interviewer - the 
goal being that when interviewers are finished with a 
respondent, they will wait no more than 10-15 seconds 
before they are connected to a live person. When the call 
is finished, the CAT! system informs the dialer that the 
interviewer is available for another call. The interviewer 
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just waits until they hear the respondent say hello. 

Myths - some true, some not true 
Myth #1: The calls will come so fast that the inter

viewers won't be able to keep up with the telephone calls. 
Also known as the "Lucy in the Candy Factory" syn
drome. 

FALSE. There is a perception that the interviewers will 
be so overwhelmed by the number of calls that they 
won't even have enough time between calls to catch their 
breath. Ask any interviewer who has worked on both a 
manual and a predictive system and just about 100 per
cent will say they prefer the predictive system. The rea
sons are because with manual dialing they have to (and 
with predictive dialing they DON'T have to): 

• dial the telephone hundreds of times a shift; 
• listen to fax and modems screeching in their ear; 
• listen for 30 boring seconds, which is what three 

rings take, before they can dispose of the call as a no
answer; 

• listen to the endless telephone company tri-tone mes
sages, which are those three tones followed by a message 
informing you that the number you called is out of ser
vice or disconnected or changed; (If you want an accu
rate call report, the interviewer has to listen to the tones 
and the recorded message before they can dispose of the 
call.) 

In predictive mode, when a call has ended, the inter
viewer does nothing but wait until they are connected to 

• Nationwide weekly consumer omnibus survey 

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

• $750 maximum per closed-end question; 
discounts for subsamples, multiple questions, 
long-term traclcing 
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you by 3 p.m. Monday 
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the next live person. The amount of time they wait 
depends on many factors, but the range is between 10 and 
15 seconds. If the interviewer wants to take a break, 
unlike Lucille Ball on the assembly line in the candy fac
tory, all they need to do is hit one key on their computer 
keyboard and the dialer will stop connecting calls to their 
station . 

Myth #2: They are very expensive. 
TRUE. Depending on the dialer company and the num

ber of stations, the cost is between $3,000 and $5,000 per 
interviewing station. This is in addition to the cost of the 
CAT! system. Another cost is the additional telephone 
trunks. Unlike manual dialing where you need one tele
phone trunk for each interviewing station, predictive 
dialing requires more trunks - usually two for each 
interviewing station. 

Myth #3: When a respondent answers the phone, it will 
take so long for an interviewer to be connected that the 
respondent will hang up. 

Sometimes TRUE, sometimes FALSE. It 's 9 a.m. 
Saturday morning and your telephone rings at home. You 
pick up the phone but there is no one there. But, you 
know someone is there because you didn ' t hear a hang
up click. Finally, a few seconds later, a voice says "Hello, 
may I speak with ... ?" 

Could a predictive dialer be responsible for this annoy
ing silence? Yes, guilty - but with an explanation. 

A good predictive dialer will transfer a live person to 
an available interviewer in about I120th of a second -
the effect being that the respondent will hear no silence 
and the interviewer will hear enough of the respondent's 
hello to know if they have reached a male, female, boy or 
girl. In the world of "you get what you pay for," some 
di alers just don ' t transfer as fast and that is part of the 
reason for the delay. The other reason for a delay happens 
when a not-so-good predictive dialer trie to detect 
answering machines. The only way for a dialer to detect 
an answering machine is by the cadence of what the per
son answering the phone says. 

Think about it: When you answer your phone at home, 
you say hello and then you wait for a response. But your 
answering machine probably says something like "Hi, 
you 've reached us but we' re not home, yadda yadda 
yadda." The predictive dialer knows the call is either a 
live person or an answering machine, but which is it? The 
only way for the dialer to determine is for it to hold off 
transferring the call to an interviewer and continue li s
tening for the cadence of what is said until it can deter
mine whether it is a live person or an answering machine. 
After hello and nothing more, the dialer has enough 
information to know it is a live person and then begin the 
process of determining which interviewers are available 
and then transferring the call. A not-so-good predictive 
dialer which is also trying to detect answering machines 
is the cause of the many seconds of silence. 

HOW MUCH CAN YOU SAVE 
AT A IICKEL A lUMBER? 

PLENTY. 
If you buy random digit samples, our 
standard price of a nickel a number can 
really add up to big savings. Like 37% to 
68% over your current sampling supplier. 
The best part is there's no sacrifice of 
quality or service. Ask around. We even 
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Myth #4: Predictive dialers don't make business sense 
because they are only effective if the calls are very short. 
And most market research projects are 15 minutes or 
longer. 

FALSE. In our industry, we refer to the length of the 
study as the number of minutes that one completed inter
view takes. However fo r each completed interview, there 
are many calJs that don't result in a complete - and these 
calls are very short. In fact, it is not uncommon for 90 per
cent of the total calls dialed to be one minute or less. 
Consider the mythical 100 percent incidence project using 
RDD sample. For each complete, about six pieces of sam
ple wilJ be needed. At 50 percent incidence, about 12 
pieces of sample wilJ be needed. At 25 percent, 24 pieces 
of sample will be needed. At 10 percent, 60 pieces of sam
ple will be needed. You get the idea. 

Using 50 percent incidence as an example, of the 12 
pieces of sample, about seven will be busy, no-answer, 
answering machine or out of service. Of the approximate
ly five live human beings that answer the phone, three of 
them will refuse or tell the interviewer to call back at a 
more convenient time and two of them will cooperate and 
complete the screener. At 50 percent incidence, one wi ll 
terminate and one will qualify and hopefully complete the 
IS-minute questionnaire. 

Score: 12 calls, 11 short, 1 long. 
This example does not reflect what happens as you 

make multiple attempts on the same piece of sample 
because of a busy, no-answer, answering machine or call
back to try to find the right person in the household at 
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home. Answering machines and no-answers on the first 
attempt tend be answering machines and no-answers on 
subsequent attempts which makes for even a larger per
centage of short calls. One big advantage of predictive 
dialers and one that is rarely mentioned (for reasons that I 
don't understand) is that you can better penetrate the sam
ple without an increase in interviewing hours. 

Myth #5: Predictive dialers change the results of the 
study. 

FALSE. The key word is change. I have never heard 
anyone say that they produce incorrect resu lts. Predictive 
dialers do not change the sample that is dialed. They help 
to dial it faster and, when used properly, allow for multi
ple attempts without a major increase in interviewing 
hours. So if it can penetrate the sample better, any change 
in results are attributable to the fact that the predictive 
dialer is helping to find the hard-to-reach respondent. Not 
such a terrible thing, but that's only my opinion. 

This statement about changed results reminds me of sto
ries we have all heard about a study that has been done 
year after year after year. The client says that the company 
that has been doing the interviewing has done a terrible job 
- poor interviewing, always late, interviews don't vali
date as well as they should, inconsistent data, etc. And, 
although they would like to change the interviewing com
pany, they are afraid to because, you guessed it, it might 
change the results. 

Myth #6: Since they dial more numbers than there are 
interviewers available, there will be times when a respon
dent answers the phone and there is no interviewer avail
able. 

TRUE. This is true and it is called an abandoned call. 
When this happens the dialer hangs up and the respondent 
will hear dead air when they answer the phone and noth
ing more. A good dialer keeps statistics on how many 
numbers have been needed for one live person in the past 
few minutes and dials accordingly. By doing this, the 
abandon rate can be as low as 2 percent of the dialings. 

Love those dialers 
I admit it: I love predictive dialers . Just like the tradi

tional type of love, the reasons for being in love change as 
we mature. 

As a software developer of a CAT! system, I loved being 
at the leading edge of the emerging area of telephony inte
gration. Watching our CAT! software and the predictive 
dialer working together at our first few client sites was a 
thrill. 

As we moved into the marketing of the CAT! and pre
dictive dialer combination, I loved the fact that the sale of 
the predictive dialer doubled or in some cases tripled the 
price that a client paid us. 

Now, as a telephone interviewing center, I love the fact 
that the production gains we get from using predictive 
dialing allow us to offer high quality interviewing at com
petitive prices. 0 
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Digital audio 
continued from p. 18 

two or more projects simultaneously 
requires either very limited use of 
voice-capture or a RAID storage sys
tem which interconnects several large 
hard disks to one network server. 

As very large hard drives and RAID 
systems have only recently become 
available (and affordable), over the 
years we have been able to devise a 
number of strategies to limit system 
demands. First, we've been able to 
determine which voice-capture ques

given personality, one way or the 
other. 

By listening only to those with a 
strong positive response, our clients 
are able to develop a marketing cam
paign that emphasizes the qualities 
viewers really like. At the same time, 
they use the negatives to help coach 
that person 's on-air performance. We 
also usually limit voice-capture 
probes to only those personalities 
employed by our client station. It 
might be interesting to know why 
viewers like (or dislike) someone on a 
competing station, but there's ulti-

mately very little our client can do 
with that information. 

Finally, in developing the initial 
specifications for the voice-capture 
software, we asked the development 
team at Creative Research (the 
Petaluma, Calif.-based makers of The 
Survey System, the interviewing soft
ware we use) to give interviewers the 
option of automatically erasing a spe
cific response without saving it to the 
hard disk. With or without voice-cap
ture, the answer to many open-ended 
questions is frequently nonresponsive, 
answers which (because of voice-cap-

tions are most effective and which , -----------------------------
ones aren't; voice-capture should only 
be used on questions where listening 
to the recorded answers will be most 
productive for both the analyst and the 
client. Second, it's not always neces
sary to ask every voice-capture ques
tion of each individual respondent; in 
many cases, it's much more effective 
to limit follow-up probes to only those 
respondents providing specific 
answers to certain questions. 

That's why we frequently program 
our questionnaires to skip past voice
capture questions unless very specific 
conditions are met. For instance, 
many of our surveys focus on viewer 
reaction to local televi ion newscasts 
(and the people who present them). If 
we (and our clients) want to determine 
what viewers like best about the local 
newscasts on a given station, we 
would ask this question only among 
those who've actually watched that 
station within the past week. If it's 
been a month or more since they last 
watched that station for news, their 
answers may be driven by very old 
perceptions. Granted, there may be 
some value in exploring these older 
perceptions, but our experience has 
shown that value to be quite limited. 

Most of our surveys also ask view
ers to rate upwards of 20 of the people 
who present their local news, weather, 
and sports. For most personalities, the 
bulk of the reaction is either neutral or 
only mildly positive; very few gener
ate a significant number of strong pos
itives or negatives. We've historically 
found little value in using voice-cap
ture to probe these middle responses, 
so we only ask voice-capture when a 
respondent feels strongly about a 
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ture) would waste valuable hard disk 
space. With The Survey System, once 
a question has been asked and 
answered (and probed for clarifica
tion as needed), on-screen instruc
tions force the interviewer to decide 
whether or not the answer is worth 
keeping. 

Together with the other techniques 
already addressed, this allows us to 
ask upwards of 20 voice-capture 
questions per survey, yielding approx
imately 15 full hours of recorded 
audio (which requires just under 
600MB of disk storage). 

Perfecting the art of the interview 
Beyond the logistics of data stor

age, voice-capture can significantly 
impact on the quality of interviews. 
Clients will have a chance to hear 
every interview conducted for their 
survey, good and bad. 

For a research firm, it's one thing to 
spot-check the quality of an telephone 
interviewing staff; it's quite another 
to have the opportunity to listen to 
each and everyone of their inter
views. Voice-capture gives research 
firms a golden opportunity to train 
their interviewing staffs. Since all of 
their interviews are recorded, compa
ny supervisors can monitor all of their 
work and sit down with them after 
each project to review and ultimately 
improve their performance. 

Listening to respondent comments 
has convinced us that conversational 
interviewing makes the respondents 
much more likely to share their opin
ions, offering answers which are 
much more articulate and detailed. 

Voice-capture has also prompted us 
to change not only the language we 
use within a questionnaire (to make it 
more conversational as well), but also 
the overall structure of the question
naire itself. Being able to actually lis
ten to respondents talk has caused us 
to rely more and more on open-ended 
questions, to the point where they 
now account for up to half of our 
voice-capture surveys. Of course, we 
still make very heavy use of multiple
choice questions as well, but increas
ingly these questions are designed 
and used as setups for the verbatim. In 
many cases, voice-capture has even 
prompted us to change the language 
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we use in the multiple-choice setups. 
Case in point Prior to the use of 

voice-capture, we used to ask respon
dents to rate television personalities 
using a lO-point scale. At the time, 
the choice seemed logical; thanks to 
the Olympics, the use of a 10-point 
scale to rate an individual had become 
part of the vernacular. Using then
standard data collection techniques, 
we would first ask respondents to rate 
each personality on the 10-point 
scale, then ask them to explain why 
they rated that person that way. 

Transcribed and then printed out on 
paper, these "personality" verbatims 
appeared to be just fine: they looked 
more or less like every other verbatim 
report we had ever een. However, 
once we started using voice-capture, 
we started to realize just how badly 
we (and our clients) were misinter
preting these respondent comments. 
Much of the meaning is conveyed in 
how people say things, and that's 
something which is impossible to 
transcribe (in fact, after hearing 
voice-capture for the first time, most 
clients realize that they've been mis
interpreting verbatim printouts, 
putting their own spin on respondent 
comments). 

We also found that the lO-point 
scale wasn't quite as effecti ve as we'd 
once thought in setting up the open
end probes. The verbatims may have 
looked fine on paper, but in listening 
to them we felt there was something 
missing. Our television station clients 
want to know two things from the per
sonality comments: how to best mar
ket this person to the audience, and 
how to best coach this person to 
improve his or her on-air perfor
mance. 

By restructuring the setup question, 
we now get verbatims that are much 
richer and more actionable for the 
client. Instead of the 10-point scale, 
we now ask viewers to categorize per
sonalities into one of three groups: 
those they like to watch, those they 
don't like, and those they aren't 
affected by either way. In retrospect, 
this may seem to be a more obvious 
choice for such an evaluation, but we 
might have never come to this realiza
tion without voice-capture. This reve
lation caused us to rethink every other 

measure used in our basic boilerplate, 
even those which do not set up an 
open-end. 

Overcoming the obstacles of data 
delivery and analysis 

Even after we made the switch to 
voice-capture, at first we continued to 
code and analyze open-ends the way 
we always did, hiring a coder to cate
gorize the genera] subject(s) touched 
on within each comment. Of course, 
in the absence of a printed transcrip
tion it was initially deemed too time
consuming for a top-level analyst to 
li sten to all of the verbatims, so we 
eventually had the coders prepare 
brief write-ups summarizing and 
excerpting the responses to each ver
batim question. It wasn't long before 
we realized how much we were losing 
by not conducting a more thorough 
analysis. 

At the same time, we were just 
beginning to make our first voice
capture presentations to our clients. 
Using the same software we used for 
data processing, we took time during 
the presentation to enter all of the 
individual parameters for each specif
ic question to be played back for 
everyone to hear. Of course, since we 
used this same software every day, it 
only took us a matter of moments to 
call up the answers to a specific ques
tion; however, clients had difficulty 
accessing the comments in the weeks 
following the presentation. We also 
found that during our presentations, 
after hearing the first few comments 
made in response to each question, 
the clients soon tired of li stening to 
rest of the comments. It was obvious 
that they would never take the time to 
review all 15 hours of recorded audio. 

The solution to both problems 
turned out to be a very expensive 
proposition: the software would have 
to be revised specifically for client 
use, and we would have to dedicate a 
top-level analyst to the job of verba
tim analysis. In addition to coding, 
this person would write up a much 
more in-depth analysis, at the same 
time choosing what would amount to 
an executive summary of the most 
articulate and representative com
ments. This written analysis could 
then be incorporated into the final 
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report, and the clients would still be 
able to hear a selected sampling of 
what their customers had to say. 
Unfortunately, it takes even an experi
enced analyst about four hours to ana
lyze one hour's worth of comments: 
going this route meant we'd have to 
add 60 hours of high-level analysis to 
each vo ice-capture project (on top of 
the software revision costs). 

Along the way, we also had the 
developers add new features to the 
software package, the most signifi
cant of which Li sts certain respondent 
characteristics on-screen while each 
comment was being played. This 
gives us (and the client) a chance to 
"see" who's talbng. With the new 
software interface (which allows the 
analyst to pre-program these respon
dent characteristics to be identified 
during playback), it's no longer nec
essary for either the presenter or the 
client to manually enter these specifi
cations each time he or she wishes to 
hear a verbatim. All of the comments 
(and the software required to access 
them) can now be transferred onto an 
inexpensive multimedia CD-ROM . 
Now, it 's a matter of simply loading 
the software, then using Windows ' 
point-and-click technology to trigger 
playback of the verbatim you wish to 
hear. 

Getting the presenter out of the way 
Perhaps it's a phenomenon unique 

Once again, voice-capture provides 
the solution: It helps get the 
researcher out of the way of the data, 
giving the producer/creative types a 
chance to hear directly from their 

eliminates this problem by providing 
a proportionate, random sampling of 
the audience as a whole. 

Clients get to hear directly from 
their "customers" without worrying 

The legal and ethical issues surrounding the 
use of voice-capture 

Intrastate calling falls under the direct jurisdiction of individual 
state regulatory authorities, which vary from state to state. 
However, calls made across state lines are regulated by the 
Federal Communications Commission (FCC). An FCC attorney 
has advised our company that since only one party to an interstate 
call must grant permission to record the conversation, the inter
viewing ftrm can be the granting party. It is not necessary for us 
to ask the respondents' permission to record (readers are advised 
to obtain their own legal counsel on this matter). However, as an 
ethical consideration we routinely ask all of its respondents if 
they are willing to permit the use of a computer "to digitally 
record your answers to certain questions, just to make sure we 
get down exactly what you have to say." Since we fust launched 
the use of voice-capture ftve years ago, the cooperation rate 
which is consistently in excess of 90 percent. 

audience. Some rrught argue that 
they 've always had that opportunity 
with focus groups, but many such 
clients almost invariably leave a 
focus group a) hearing only what 
they wanted to hear, and/or b) won
dering just how representative group 
comments really are. Voice-capture 

that the researcher rrught be putting 
his or her own interpretation on the 
data. It's remarkable to witness first
hand just how quickly the walls 
begin to break down with voice-cap
ture, when previously difficult 
clients open up to what the audience 
has to say. 0 

to our work in television, but it's not r----------------------------
uncommon for us to be deli vering a 
project to a client who really hasn ' t 
bought into the research process. 
Management/production executives 
may have ordered the study because 
they want to improve their ratings, but 
the producer/creative types don' t 
always want to hear what we 
researchers have to say. Maybe it's a 
matter of the "right-brainers" feeling 
uncomfortable with what is essential
ly a "left-brain" exercise; perhaps 
they don 't fully comprehend the sta
tistical validity of the process. They 
may even feel that, as researchers, we 
can't truly empathize with the cre
ati ve and artistic pressures involved 
in putting a program on TV. Whatever 
the reason, as far as they're con
cerned, we might as well be wearing 
lab coats when we show up. 
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ARAMARK 
continued from p. 21 

menu, service promptness ; 
• serving area/dining room 

cleanliness, ease of service, conve
nient hours , availability of seating. 

PROPEL YOUR 
TELEPHONE 

SURVEYS 
INTO THE 21 ST 

CENTURY WITH 
I NTE RACTIVE 
VOICE RESPONSE 

INTERVIEWING. 

If you are using outbound 
telephone, comment cards, 
in-store interviews, or mystery 
shoppers, see our web site or give 
us a call to learn how much time 
and money you can save and 
how much more effective IVRI 
can be for the business of the 
21st century. 

COMMON 
KNOWLEDGE 

MARKETING 
INFORMATION 

FOR THE 
21ST C E N T U R Y 

BUSINESS 

16200 Dallas Pkwy. Ste. 240 Dallas. TX 75248 
Voice : 1.800.710.9147 Fax : 972.732.1447 
E-Mail: cknowledge@aol.com 
www.commonknowledge.com 

Each of ARAMARK's eight differ
ent regions is allowed to include 
optional questions on menu items 
and features which may be unique to 
their area. For example, one region 
might ask about its gourmet coffees 
or how well it meets special dietary 
needs. 

Two weeks after receiving the 
completed surveys, NCS sends each 
ARAMARK location a quick
response report summarizing the 
results . Three weeks later each loca
tion gets a Performance 
Improvement Planner Report. "We 
ensure that what comes in the door 
goes out the door and goes out the 
door in a timely manner," Kostner 
says. "We bar code the header and 
the pre-printed return label. When 
the materials arrive back, we scan 
that bar code so we know whose 
materials they are and we can track 
the materials internally." 

ARAMARK managers receive 
separate reports on the employee 
results and the customer survey 
results. Once the results are available 
they meet with the client facility 
managers to go over the results . "At 
the unit level , the findings become 
documents for the food committee. 
So they can say, 'Here are things we 
have found out and here is the plan 
we need to put into action to drive 

them,' " Roberts says. 

Anonymous feedback 
With the exception of some specif

ic job environment-related questions, 
the ARAMARK employees answer 
the same questions on their survey as 
do the customers. "Employees are 
asked work life questions so that we 
get anonymous feedback about their 
supervisors, co-workers, the condi
tion of the equipment they use, their 
feelings about their opportunities for 
advancement, etc.," Roberts says. 

"It's a very good tool for us. NCS 
compares how our employees rate 
the food service along with our cus
tomers so that if there are any huge 
gaps, that 's obviously something that 
we have to work on . It gives us the 
chance to say to the employee, for 
example, 'You think the food's a 
whole lot better than your customers 
do. What can we do about that?' " 

Excellent source document 
As empirical data from a third 

party, the survey findings serve 
ARAMARK in a number of ways 
beyond research . When talking with 
management at the facilities where 
ARAMARK provides dining ser
vices, the survey results show how 
that company 's employees feel about 
the dining environment. "It 's an 
excellent source document in client 

----------------'----------------, discussions," Roberts says. "We can 
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PRECISION 4~~ RESEARCH 

JOrmerlv 'PreCIsIon field Serf! Ices 

CONVENIENT CHICAGO AIRPORT LOCATION 

Call us for a cOlllplete brocbure: 847- 390- 8666 or 
Visit our Web Site: ll'll'lI'.preres.colll 

say to them, 'Your employees have 
said they would like more seating 
area, or, 'They 'd like us to open a 
half-hour earlier.' " 

And it helps ARAMARK in 
prospecting for new business . "It 
shows prospective clients that we've 
had a customer satisfaction program 
in place before it was fashionable 
and that we use it at the unit level to 
drive customer satisfaction . You 
really have to have a measure of per
formance for your day-to-day end
user. We use it extensively in demon
strating to prospective clients that we 
can do what we say. In other words, 
we say we ' re the best but here are 
some examples of customers saying 
we're the best." 0 
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Effective interviews 
continued from p. 23 

client wants to receive. For example, 
if the goal is to identify key satisfac
tion drivers, a questionnaire of all 
yes-and-no questions will not model 
well. If the program's goal is analy
sis, there should be more rating ques
tions on specific parameters. 
Questionnaires are often a combina
tion of general and specific questions. 
In customer satisfaction programs, 
we ask about overall satisfaction rat
ings but also break down satisfaction 

improve performance and increase 
customer satisfaction and retention. 
We pre-test the script by conducting a 
small number of interviews, maybe 
25, with live customer respondents. A 
project director usually monitors 
these calls to evaluate whether the 
questions are understandable, 
whether the length is right and 
whether it flows smoothly. 

Timely revisions 
After the interview has been pre

tested and any kinks ironed out, it 
should be used consistently through-

out the program, so as not to skew 
results. Questionnaires are sometimes 
revised over the course of a program, 
but never within a reporting period. 
Sometimes, in the course of speaking 
with customers, we learn about new 
satisfaction drivers the client may 
want to measure. In this way, the 
interview and overall program can 
evolve in response to new informa
tion. Nevertheless, one should make 
every effort to design the best possi
ble interview in the first place so pro
gram results provide a good basis for 
benchmarking over time. 0 

into more specific rating questions on ,...----------- - -----------------

individual behaviors. For example, in 
measuring satisfaction of customer 
service, the interview might include 
questions on how long it took to reach 
a representative, the courtesy and 
knowledge of the representative, as 
well as an overall satisfaction rating. 

There should be a balance between 
open-ended and closed-ended ques
tions. This varies with program goals 
and what the client wants the interac
tion to look like. Some clients strive 
for an interview that presents 
warmth, appreciation and good feel
ings with the customer. Since 
approaching the customer tactfully is 
a primary objective in these interac
tions, they will involve more yes
and-no questions which are easier 
and less time-consuming for the cus
tomer to answer. Other clients want a 
more straightforward interview. 
Questions with ratings lend them
selves more to a straightforward, 
businesslike format. Every program 
is unique, but most programs call for 
a mix of yes/no and rating questions 
with at least one open-ended question 
at the end, usually to ask what could 
be improved. 

Testing the script 
Once an interview is scripted, it is 

tested and revised. We test scenarios, 
script length and the effectiveness of 
individual questions. If a question 
consistently generates scores of 98 
and 99, it probably will not produce 
results that are useful or actionable. 
One of our primary goals is to design 
questions that will help the client 
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Just when you 
thought everything 
was hunky-dory. 

Building a stronger 
customer relationship is a 

key factor in achieving strategic 
goals. At NCS we can help you by 

providing a single source solution to 
measure your current level of customer 

satisfaction and identifying the strengths of your 
products and services. 

Data Collection Serv ices, Systems & Software 
Internet , E-mail , Phone, Fax, ICR 

Xou decide whether to use NCS' services to design and 
Implement your program, or do it yourself using an NCS 
imaging or OMR scanning system. 

Measurement Focus Service Offerings 
• Customer Surveys • Research Planning 
• Employee Surveys • Project Management 
• Product/Customer Registration • Document Printing 
• Balloting/Proxy • Distribution & Receiving 
• Inspection & Failure Analysis • Processing & Coding 
• Statistical Process Control • Analysis & Reporting 

Call NCS at 1-800-447-3269 
www.ncs .com 

It wasn't 
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Alexander + Parker 
30 Almaden C!. 
San Francisco, CA 94118 
Ph. 415-751-0613 
Fax 415-751-3620 
E-mail: alexpark@compuserve.com 
http://www.alexpark.com 
Contact: Sherry Parker 
Observational/Ethnographic Rsch., 
Food/Bev., Package Goods, 
Healthcare. 

JeH 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 
QRCAIAMA. 

Asian Marketing Communication 
Research/Div. 0' H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 100 
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 
Qual./Quant. -Cantonese, Mandarin, 
Japanese, Korean, Viet., Tagalog, Etc. 
US& Inti. 

AutoPacilic, 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. 

BAIGloballnc. 
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. 74 
Evergreen, CO 80439 
Ph. 303-670-7989 
Fax 303-670-7226 
Contact: Ron Riley 
Since 1983. F-l000 Client List. 
Innovative. Solid 
Interviewing/Analysis. QRCA. 

Milton I. Brand Marketing 
Consultant 
20300 Civic Center Dr., Ste. 207 
Southfield, MI 48076 
Ph. 248-223-0035 
Fax 248-223-0036 
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 I-an-I 
Research. Financial Services 
Consulting. 30+ Yrs. Experience. 

C&R Research Services, Inc. 
500 N. Michigan Ave ., 12th FI. 
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: waIUendall@prodigy.com 
Contact: Walt Kendall 
Finest In Focus Grp. Prep., Mod. & 
Analysis. Call To Discover The 
Difference. 

Cambridge Research, Inc. 
5831 Cedar Lake Rd. 
S!. Louis Park, MN 55416 
Ph. 612-525-2011 
Contact: Dale Longfellow 
High Tech, Executives, Bus. -Ta
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 27103 
Ph. 910-765-1234 
Fax 910-765-1109 
E-mail: cba@nr.infi.net 
http://www.cba@nr.infi.net 
Contact: Amy Anderson 
Full Service Marketing Research, 
State-of-the-Art Facilities. 

CJRobbins 
3832 Mintwood St. 
Pittsburgh, PA 15201 
Ph. 412-683-5975 
Fax 412-681-7975 
E-mail: cjrobbins@activemac.com 
http://www.activemac.comlfocus 
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/marketrshlin 
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-an-Ones. 

Creative Focus, Inc. 
209 The South Chace 
Atlanta, GA 30328 
Ph. 404-256-7000 
Fax 404-347-8800 
E-mail: vardis@mindspring.com 
http://www.aimsinc.com/creativefocus 
Contact: Harry Vardis 
Foc. Grps., Ideation, Name Dev., 
SynTactics Proprietary Method. 

Cunningham Research Associates 
2828 W. Parker Rd. , Ste. B202 
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. 
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Daniel Associates Dolobowsky Qual. Svcs. , Inc. FacFind, Inc. Greenleaf Associates, Inc. 
49 Hill Rd. , Ste. 4 94 Lincoln St. 6230 Fairview Rd ., Ste. 108 470 Boston Post Rd. 
Belmont, MA 02178 Waltham, MA 02154 Charlotte, NC 28210 Weston, MA 02193 
Ph. 617-484-6225 Ph. 781-647-0872 Ph. 704-365-8474 Ph. 617-899-0003 
Fax 800-243-3493 Fax 781 -647-0264 Fax 704-365-8741 Contact: Dr. Marcia Nichols Trook 
E-mail: sdaniel@earthlink.net E-mail: Reva Dolobowsky@.vo~dnet .att.rEt E-mail: facfind@aol.com Nat'Ulnt'l. Clients. Specialty: New 
http://www.earthlink.neV- sdaniel Contact: Reva Dolobowsky Contact: Tracey Snead Products, Direct Mktg., Publishing. 
Contact: Stephen Daniel Experts In Ideation & Focus Varied, Affordable Southern 
FOCUS/IT Understanding Technology Groups. Formerly with Synectics. Generalists. guskey & heckman, research cnslts. 
Buying Processes. Duquesne Univ. , School of Business 

The Dominion Group Marketing Fader & Associates Pittsburgh, PA 15282 
Data & Management Counsel, Inc. Research & Consulting, Inc. 372 Central Park w., Ste. 7N Ph. 412-396-5842 
P.O. Box 1609 / 135 Commons Ct. 8229 Boone Blvd., Ste. 710 New York, NY 10025 Fax 412-396-4764 
Chadds Ford, PA 19317 Vienna, VA 22182 Ph. 212-749-3986 E-mail: guskey@duq3.cc.duq.edu 
Ph. 610-459-4700 Ph. 703-848-4233 Fax 212-749-4087 Contact: Dr. Audrey Guskey 
Fax 610-459-4825 Fax 703-848-9469 Contact: Susan Fader Full Svc., University Affiliations, Mkt. 
E-mail: WZL4DMC@aol.com Contact: Catherine Hinton Focus Groups/1-0n-1 s/In Broad Strategies. 
Contact: Bill liff-Levine Full Service Marketing Research. Range Of Cat. & New Prod. 
Extensive Experience In Domestic & Health Care & Pharmaceuticals. Hammer Marketing Resources 
International Qualitative Research. First Market Research Corp. 179 Inverness Rd. 

Doyle Research ASSOCiates, Inc. 656 Beacon St., 6th floor Severna Pk. (Balt.lD.C.), MD 21146 
Decision Analyst, Inc. 919 N. Michigan/Ste. 3208 Boston, MA 02215 Ph. 410-544-9191 
604 Ave. H East Chicago, I L 60611 Ph. 800-FIRST-ll (347-7811) Fax 410-544-9189 
Arlington, TX 76011-3100 Ph. 312-944-4848 Fax 617-267-9080 E-mail: bhammer@gohammer.com 
Ph. 817-640-6166 Fax 312-944-4159 E-mail: mpriddy@ziplink.net Contact: Bill Hammer 
Fax 817-640-6567 E-mail: jodra@aol.com http://www.firstmarket.com 25 Years Experience - Consumer. 
E-mail: Contact: Kathleen M. Doyle Contact: Jack M. Reynolds Business & Executive. 
jthomas@decisionanalyst.com Full Svc. Qual. Five Staff Moderators. Health Care, Physicians, Advertising, 
http://www.decisionanalyst.com Varied Expertise. Financial Services. Pat Henry Market Research, Inc. 
Contact: Jerry W. Thomas 230 Huron Rd. N.w., Ste. 100.43 
Depth Motivation Research. National D/R/S HealthCare Consultants First Market Research Corp. Cleveland , OH 44113 
Firm. 3127 Eastway Dr., Ste. 105 2301 Hancock Drive Ph. 216-621-3831 

Charlotte, NC 28205 Austin, TX 78756 Fax 216-621-8455 
Decision Drivers Ph . 704-532-5856 Ph. 800-FIRST-TX (347-7889) Contact: Mark Kikel 
197 Macy Rd . 

Fax 704-532-5859 Fax 512-451-5700 Luxurious Focus Group FaCility. 
Briarcliff, NY 10510-1017 

Contact: Dr. Murray Simon E-mail: jheiman@firstmarket.com Expert Recruiting. 
Ph. 914-923-0266 
Fax 914-923-3699 Specialists in Research with http://www.firstmarket.com 

Hispanic Marketing 
Providers & Patients. Contact: James R. Heiman 

Contact: Sharon Driver High Tech, Publishing, Communications Research/Div. of 
Actionable Results To Drive Your 

The Eisenmann Group Bus. -To-Bus., Telecommunications. H&AMCR, Inc. 
Market Decisions. 1301 Shoreway Rd., Ste. 100 

734 W. Willow St. Belmont. CA 94002 
The Deutsch Consultancy Chicago, I L 60614 Linda Fitzpatrick Research SVC5. Corp. 

Ph. 650-595-5028 
1500 NW. 49th St. , Ste. 532 Ph. 312-255-1225 102 Foxwood Rd. Fax 650-595-5407 
Ft. Lauderdale, FL 33309 Fax 312-255-1226 West Nyack, NY 10994 E-mail: gateway@hamcr.com 

Ph. 914-353-4470 
Ph. 954-938-9125 E-mail: EGroup@juno.com 

Fax 914-353-4471 http://www.hamcr.com 
Fax 954-771-5214 Contact: Audrey Eisenmann 

http://www.fitzpatrickmarketing.com 
Contact: Dr. Felipe Korzenny 

E-mail: bideutsch@advize.com Productive Groups, Incisive Reports, Hisp. Bi-UngJ8i-Gult Foe Grps. Anywhere 
Contact: Barry Deutsch Quality Service. Contact: Linda Fitzpatrick In U.S. Or Latin Amer./Quan. Strat Cons. 

Since 1985, Expert In 

Dialectics Inc. Elrick and Lavidge Marketing/Group Dynamics. Holleran Consulting 
340 Minorca Ave., Ste. 4 1990 Lakeside Parkway 

Focus Plus, Inc. 
2951 Whiteford Rd. 

Coral Gables, FL 33134 Tucker, GA 30084 York, PA 17402 
Ph. 305-461-0544 Ph. 770-621-7600 79 5th Avenue Ph. 717-757-2802 or 800-941-2168 
Fax 305-461-0564 Fax 770-621-7666 New York, NY 10003 Fax 717-755-7661 
E-mail: dialectics@shadow.net E-mail: elavidge@atl.mindspring.com Ph. 212-675-0142 E-mail: info@holleranconsult.com 
http://www.shadow.neV-dialectics http://www.elavidge.com Fax 212-645-3171 http://www.holleranconsult.com 
Contact: Deborah Biele Contact: Carla Collis E-mail: focusplus@msn.com Contact: Melinda Fischer 
Energy/FinancelTransportationlTravell Full-Service National Capability. Contact: John Markham Womens and Minority Research Is 
Education. Impeccable Cons. & B-B Our Specialty. 

Erlich Transcultural Consultants Recruits/Beautiful New Facility. 

Direct Feedback 21241 Ventura Blvd ., Ste. 193 Horowitz Associates Inc. 
4 Station Square, Ste. 545 Woodland Hills, CA 91364 John Fox Marketing Consulting 1971 Palmer Avenue 
Pittsburgh, PA 15219 Ph. 818-226-1333 260 Northland Blvd., Ste. 308B Larchmont, NY 10538 
Ph. 412-394-3676 Fax 818-226-1338 CinCinnati , OH 45246 Ph. 914-834-5999 
Fax 412-394-3660 E-mail: Etcethnic@aol.com 

Ph. 513-771-3699 Contact: Howard Horowitz 
Contact: Tara Hill Conroy Contact: Andrew Erlich, Ph.D. 

Fax 513-772-5369 CableNideo Marketing-
Bus. -To-BusJConsumer/Recruit/ Full Svc. Latino, ASian, African Amer., 

E-mail: JonFoxMktg@aol.com Programming-Telecommunications-
Moderate/Report. Amer. Indian Mktg. Rsch. 

Contact: John Fox Internet. 
Ex-P&Ger With Mktg. Focus. Also 

Directions Data Research Essential Resources 
Does One-an-Ones. In Focus Consulting 

1111 Northshore Dr. P.O. Box 781 2327 Blueridge Ave. 
Knoxville, TN 37919-4046 Livingston, NJ 07039 

Graff Works Marketing Research Menlo Park, CA 94025 
Ph. 423-588-9280 10178 Phaeton Dr. Ph. 415-854-8462 
Fax 423-588-9280 

Ph. 973-740-0255 Eden Prairie, MN 55347 Fax 415-854-4178 
E-mail: Rbryant@directionsdata.com 

Fax 973-740-0267 Ph. 612-829-4640 E-mail: echardon@compuserve.com 
E-mail: essresou@idt.net 

Contact: Rebecca Bryant Contact: L. Mundo 
Fax 612-829-4645 Contact: Elena Chardon-Pietri, Ph. D. 

Full Service: Medical/New Foc. Grps., Mod., !DIs, Surveys, 
Contact: Carol Graff Bilingual, Eng. & Spanish, Qual. & 

ProductlPRlExec./ChiidlTeen. Custom Marketing Research & New Quant. Rsch., Wide Rng. Indus./Mkts. 
Secondary Rsch., CI. Business Development Consulting. 
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Irvine Consulling, Inc. Leichliter Associates Mktg. Rsch./ Market Navigation, Inc. MedProbe™, Inc. 
2207 Lakeside Drive Idea Development Teleconference Network Div. 600 S. Hwy. 169, Ste. 1410 
Bannockburn, IL 60015 P.O. Box 788 FDR Station 2 Prel Plaza Minneapolis, MN 55426-1218 
Ph. 847-615·0040 New York, NY 10150-0788 Orangeburg, NY 10962 Ph. 612-540-0718 
Fax 847-615-0192 Ph. 212-753-2099 Ph. 914-365-0123 Fax 612-540·0721 
E-mail: DBSG96A@prodigy.com Fax 212-753-2599 Fax 914-365-0122 Contact: Asta Gersovitz, Pharm. D. 
Contact: Ronald J. Irvine E-mail: leichliter@aol.com E-mail: Ezukergo@mnav.com MedProbe Provides Fulf Qualitative & 
Pharm/Med: Custom Global Contact: Betsy Leichliter E-mail: GRS@mnav.com Advanced Quantitative Market 
Quan.lQual. Res. & Facility. Innovative Exploratory Rsch.lldea http://www.mnav.com Research Including SHARECAS7"" & 

Development. Offices NY & Chicago. Contact: Eve Zukergood SHAREMAP"'. 
JRH Marketing Services, Inc. Contact: George Silverman 
29-27 41st Ave. (Penthouse) Lieberman Research Worldwide Med., Bus.-to-Bus. , Hi-Tech, Indust., Michelson & Associates, Inc. 
New York, NY 11101 1900 Avenue of the Stars Ideation, New Prod., Tel. Groups. 1900 The Exchange, Ste. 360 
Ph. 718-786-9640 Los Angeles, CA 90067 Atlanta, GA 30339 
Fax 718-786·9642 Ph. 310-553-0550 Market Research Associates Ph. 770·955-5400 
E-mail: 72114.1500@compuserve.com Fax 310-553-4607 2082 Business Center Dr. , Ste. 280 Fax 770-955-5040 
Contact: J. Robert Harris /I E-mail: kgentry@lrw-la.com Irvine, CA 92612 E-mail: focus@onramp.net 
Founded 1975. Check Out The Rest Contact: Kevin Gentry Ph. 714-833-9337 http://www.michelson.com/research 
But Use The Best! 20+ Yrs. Custom Qual./Quant. Market Fax 714-833-2110 Contact: Mark L. Michelson 

Research Solutions. Contact: Barbara Fields Much More Than Moderation 
Just The Facts, Inc. Customized, Creative Research Nat'/. Fulf-Svc. Qual./Quant. 
P.O. Box 365 Low + Associates, Inc. Designed For Actionable Findings. 
MI. Prospect, IL 60056 (Formerly Nancy Low & Assoc., Inc.) MindSearch 
Ph. 847-506-0033 5454 Wisconsin Ave., Ste. 1300 

Marketing Advantage Rsch. Cnslts., Inc. 272 Whipple Rd. 
Fax 847-506-0018 Chevy Chase, MD 20815 
E-mail: JTFacts@islandnel.com Ph. 301-951-9200 2349 N. Lafayette SI. Tewksbury, MA 01876 

http://www.just-the-facts.com Fax 301-986-1641 Arlington Heights, IL 60004 Ph . 978-640-9607 

Contact: Bruce Tincknelf E-mail: research@lowassociates.com Ph. 847-670-9602 Fax 978-640-9879 

We Find The Facts!TM Fulf-Svc., Compo Contact: Nan Rusself Hannapel Fax 847-670-9629 E-mail: msearch@ziplink.net 

Inte/. , Mktg. Cnsltg. Actionable HealthiFin.lCust. Sat. Upscale FG E-mail: mjrichards@aol.com Contact: Julie Shaylor 

Results. Facility. Recruit from MD, DC, No. VA. Contact: Marilyn Richards Direct Marketing, Sm. Bus. , 
New Product Development/Hi- Bus.lBus., Execs.lProfs. 

Kerr & Downs Research Macro International TechiMultimedia/Telecomm. 

2992 Habersham Dr. 11785 Beltsville Dr. Francesca Moscatelli 

Tallahassee, FL 32308 Calverton, MD 20705-3119 Marketing Matrix, Inc. 506 FI. Washington Ave ., 3C 

Ph. 850-906-3111 Ph. 301-572-0200 2566 Overland Ave., Ste. 716 New York, NY 10033 

Fax 850-906-3112 Fax 301-572-0999 Los Angeles, CA 90064 Ph. 212-740-2754 

E-mail: PD@kerr-downs.com E-mail: halverson@macroinl.com Ph. 310-842-8310 Fax 212-923-7949 

http://www.kerr-downs.com Contact: Lynn Halverson Fax 310-842-7212 E-mail: romanaaa@aol.com 

Contact: Phillip Downs Large Staff of Trained Moderators E-mail: mmatrix@primenet.com Contact: Francesca Moscatelli 

Master Moderator - The Moderator Available in Many Areas. Contact: Marcia Selz Latino Bi-Lingual/Bi-Cultural Groups; 

Makes or Breaks a Focus Group. Foc. Grps., In-Depth Intvs. & Surveys QRCAMember. 

Mari Hispanic Field Service For Financial Svce. Companies. 
The New Marketing Network Knowledge Systems & Research, Inc. 2030 E. Fourth SI., Ste. 205 

500 South Salina SI., Ste. 900 Santa Ana, CA 92705 Markinetics, Inc. 225 W. Ohio SI. 

Syracuse, NY 13202 Ph. 714-667-8282 P.O. Box 809 Chicago, IL 60610-4119 

Ph. 315-470-1350 Fax 714-667-8290 Marietta, OH 45750 Ph. 312-670-0096 

Fax 315-471 -0115 E-mail: mari.h@ix.netcom.com Ph. 614-374-6615 Fax 312-670-0126 

E-mail: HQ@krsinc.com Contact: Mari Ramirez Lindemann Fax 614-374-3409 E-mail: NewMktg@aol.com 

http://www.krsinc.com Spanish Lang. MOd., 17 Yrs. Exp. E-mail: coleman@markinetics.com Contact: Priscilfa Walface 

Contact: Lynn Van Dyke Qual./Quant., DomesticiX-Country. Contact: Donna Coleman Creative, Strategic and Results 

Fulf Svce. Alf Expertise In-House. Senior Transportation Industry Oriented Moderator. 
Strategic Foc. Bus. to Bus. Alf Inds. The Market Connections Group Experts. Alf Audiences. 

Northwest Research Group, Inc. of CulluralAccess Worldwide 
Bart Kramer & Associates 5150 EI Camino Real, Ste. 0-11 MCC QualiJative Consulting 400 108th Ave., N.E., Ste. 200 
440 Wood Acres Dr. Los Altos, CA 94022 100 Plaza Dr. Bellevue, WA 98004 
East Amherst, NY 14051-1668 Ph. 650-965-3859 Secaucus, NJ 07094 Ph. 206-635-7481 
Ph. 716-688-8653 Fax 650-9653874 Ph. 201-865-4900 or 800-998-4777 Fax 206-635-7482 
Fax 716-688-8697 Contact: M. Isabel Valdes Fax 201 -865-0408 E-mail: ethertn@nwrg.com 
E-mail: krarner.associates@wo~dnet.attnet Foc. Grps. , Door-to-Door. Tel. Contact: Andrea Schrager http://www.nwrg.com 
Contact: Barton J. Kramer Studies, Ethnographies. Insightful, Innovative, Impactful, Contact: Jeff Etherton 
Design/Execution Of New/Improved Action-Oriented Team Approach. Facilities, Moderating, Fulf-Service 
Product Research. Market Development, Inc. Market Research. 

600 B St., Ste. 1600 Meczka Markeling,flscll.{tnsllg., Inc. 
Lachman Research & Mktg. Svces. San Diego, CA 92101 5757 W. Century Blvd., Lobby Level 

Outsmart Marketing 
2934112 Beverly Glen Cir. , Ste. 119 Ph. 619-232-5628 Los Angeles, CA 90045 

2840 Xenwood Ave. 
Los Angeles, CA 90077 Fax 619-232-0373 Ph. 310-670-4824 

Minneapolis, MN 55416 
Ph. 310-474-7171 E-mail: Info@mktdev.com Fax 310-410-0780 

Ph. 612-924-0053 
Fax 310-446-4758 http://www.info@mktdev.com Contact: Anthony Diaz 

Contact: Paul Tuchman 
E-mail: rflachman@aol.com Contact: Laurie Elliot Fulf-Service Nationwide Research. 
Contact: Roberta Lachman U.S. Hisp.lLatin Amer., Offices In NY, Qual./Quant. Rsch. 25 Yrs. Exp. 

Advg. & Mktg. Foe Grps and One-on- Mexico City. Recruit & Facility. 

Ones. Cons.lBusiness-to-Business. 
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Perception Research Services, Inc. 
One Executive Dr. 
Ft. Lee, NJ 07024 
Ph. 201-346-1600 
Fax 201-346-1616 
E-mail: prseye@aol.com 
hllp:llwww.prsresearch.com 
Contact: Joe Schurtz 
Expertise In Packaging & 
Direct/Internet Marketing. 

Performance Research 
25 Mill St. 
Newport, RI 02840 
Ph. 401-848-0111 
Fax 401 -848-0110 
E-mail: focus@perfonnanceresearch.com 
http://www.performanceresearch.com 
Contact: William Doyle 
Corporate Sponsorship Of Major 
Sports And Special Events. 

QS&A Research & Strategy 
5367 Anvil Court 
Fairfax, VA 22030 
Ph. 703-502-7611 
Fax 703-502-0467 
E-mail: SarahF49@aol.com 
hllp:llwww.worldweb.netl- strategyl 
Contact: Sarah Fulton 
Three Moderators. Executive and 
Depth Interviews. 

Research Connections, Inc. 
414 Central Ave. 
Westfield, NJ 07090 
Ph. 908-232-2723 
Fax 908-654-9364 
hllp:llwww.researchconnections.com 
Contact: Amy J. Yoffie 
Online Foe. Grps., Nat'll/nfl., Rec. Online 
by Phone or Intemet Panel, Web Site Eva!. 

Research Data Services, Inc. 
600 S. Magnolia Ave. , Ste. 350 
Tampa, FL 33606 
Ph. 813-254-2975 
Fax 813-254-2986 
E-mail: KlagesMktg@aol.com 
Contact: Walter Klages, Ph.D. 
Full Service Qualitative & Quantitative 
Market Research. QRCA Member. 

Research Options, Inc. 
90 Rockland St. 
Hanover, MA 02339 
Ph. 617-826-7511 
Fax 617-826-7433 
E-mail: dave@researchoptions.com 
http://www.researchoptions.com 
Contact: David Hoyle 
Exp. In Health, Fitness & Sports
Related Industries. 

Jay l. Roth & Associates, Inc. 
27 First SI. 
Syosset, NY 11791-2504 
Ph. 516-921-3311 
Fax 516-921-3861 
E-mail: JayLRothAssoc@com
puserve.com 
Contact: Jay L. Roth 
Expert Moderator & Marketer 
Delivers on Promises! 20 Years 
Experience! Great Groups, Insights & 
Reports! 

Paul Schneller - Qualitative 
300 Bleecker St., 3rd II. 
New York, NY 10014 
Ph. 212-675-1631 
Contact: Paul Schneller 
Full Array: AdslPkg Gds/RxlB-to-B/ 
Ideation (14+ Years). 

SIL: Worldwide Marketing Services 
7601 N. Federal Hwy., Ste. 205-B 
Boca Raton, FL 33487 
Ph. 561 -997-7270 
Fax 561-997-5844 
E-mail: sil@siltd.com 
http://www.siltd.com 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-la-Business & 
International. 

James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
Ph. 212-472-3766 
Contact: Julie Horner 
Focus Groups And One-an-Ones In 
Broad Range Of Categories. 

Spiller Research Group, Inc. 
950 S. Tamiami Trail , #208 
Sarasota, FL 34236 
Ph. 800-330-1533 
Fax 941-951-1576 
E-mail: mrckeeper@aol.com 
Contact: Dave Copeland 
Medical & Consumer. 

Strategic Focus, Inc. 
6456 N. Magnolia Ave. 
Chicago, IL 60626 
Ph. 312-973-4729 
Fax 312-973-0378 
E-mail: DonaJ@aol.com 
Contact: Dona Vitale 
Creative InSights for 
Mktg.lAdvertising Strategy. 

Strategy Research Corporation 
100 NW. 37 Avenue 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-649-6312 
E-mail: strategy@icanect.net 
http://www.icanect.netlstrategy 
Contact: Belkist Padilla 
Serving All U.S. Hispanic Markets & 
Latin America. 
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Sunbelt Research Associates, Inc. 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-744-5662 
Contact: Barbara L. Allan 
20+ Years Exp. ; Business & 
Consumer Studies; Nat'/. & Int'l. Exp. 

Sundberg-Ferar, Inc. 
4359 Pineview Dr. 
Walled Lake, M I 48390-4129 
Ph. 248-360-5596 
Fax 248-360-6900 
E-mail: indesign@sundbergl.com 
http://www.sundbergl.com 
Contact: Ron Cieri 
Prod. DeSign & Development; Qual. 
Rsch. SerVo & Facility. 

Target Market Research Group, Inc. 
4990 S.w. 72 Ave. , Sle. 110 
Miami, FL 33155-5524 
Ph. 800-500-1492 
Fax 305-661-9966 
E-mail: martin_cerda@tmrgroup.com 
hllp:llwww.tmrgroup.com 
Contact: Martin Cerda 
Hispanic Qual./Quant. Research
National Capability. 

Thorne Creative Research 
Eastview Technology Center 
350 Main St. , Ste. 231 
White Plains, NY 10604 
Ph. 914-328-5859 
Fax 914-328-3729 
E-mail: ginat@compuserve.com 
Contact: Gina Thorne 
Sensitive Issues/Actionable Results 
With Kids, Teens, and Hi-Tech. 

Treistman & Stark Marketing, Inc. 
Two University Plaza, Ste. 301 
Hackensack, NJ 07601 
Ph. 201-996-0101 
Fax 201-996-0068 
E-mail: tsmi@carroll.com 
Contact: Joan Treistman 
ENVISION" ', Other Approaches For 
Creative Insight. 

V & L Research and Cnsltg., Inc. 
655 Village Square Dr., Ste. 101 
Stone Mountain, GA 30083 
Ph. 404-298-0139 
Fax 404-298-0026 
E-mail: VLResearch@mindspring.com 
Contact: Dydra Virgil 
African-Amer. Mod. - Focus Grps'/l
on-Is. Full-Svc. : Design, MOd., Report. 

Valley Research, Inc. 
1800 SW. Temple, Ste. A226-1 
Sail Lake City, UT 84115-1851 
Ph. 801-467-4476 
Fax 801-487-5820 
E-mail: dennis.valley@valley
research.com 
http: www.valley-research.com 
Contact: Dennis L. Guiver 
30 Yrs. Exp. New Facility. 

VILLAGE MARKETING, INC. 
The Courtyard at Skippack Village 
3900 Skippack Pike, P.O. Box 1407 
Skippack, PA 19474 
Ph. 610-584-9808 or 610-584-7800 
Fax 610-584-9818 
E-mail: jamesjpartner@msn.com 
Contact: James J. Partner 
Custom Qual. & Quant. Actionable 
InSights! 

Widener-Burrows & Associates, Inc. 
130 Holiday Ct. , Ste. 108 
Annapolis, MD 21401 
Ph. 410-266-5343 
Fax 41 0-841-6380 
E-mail: WBandA@aol.com 
Contact: Dawne Widener-Burrows 
Four Moderators on Staff Spec. in 
Health Care, Fin. Svcs., Adv. Rsch. 

Susan M. Williams Research & 
Discovery USA 
5300 Ridgeview Circle #8 
EI Sobrante, CA 94803 
Ph. 510-222-9515 
Fax 510-758-7582 
E-mail: swillims@pacbell .net 
Contact: Susan Williams 
17 Years Medical: Drs.lPharmDs/ 
RNs/Patients/Mgd. Care. 

Wolf/Altschul/Callahan, Inc. 
60 Madison Ave. 
New York, NY 10010 
Ph. 212-725-8840 
Fax 212-213-9247 
Contact: Judi Lippert 
Senior Moderators - 25 Years 
Experience. 

Yarnell, Inc. 
110 Sutter St., Ste. 811 
San Francisco, CA 94104 
Ph. 415-434-6622 
Fax 415-434-0475 
E-mail: SYarnell@Yarnell
Research.com 
Contact: Steven M. Yarnell, Ph.D. 
New Product Development & 
Positioning. HW/SW Companies. 
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STATE CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Georgia GratfWorks Marketing Research Pat Henry Market Research, Inc. 

Alexander + Parker Creative Focus, Inc. MedProbe™, Inc. Markinetics, Inc. 

Jeff Anderson Mktg. Rsch. Elrick and Lavidge Outsmart Marketing 

Consulting Michelson & Associates, Inc. New Jersey 
Pennsylvania 

Asian Marketing V & L Research and Cnsltg., Inc. Campos Market Research , Inc. 
Communication Research Essential Resources CJRobbins 

AutoPacific, Inc. Illinois MCC Qualitative Consulting Data & Management Counsel, Inc. 
Erlich Transcultural Consultants C&R Research Services, Inc. Perception Research Services, Inc. Direct Feedback 
Hispanic Marketing Doyle Research Associates Research Connections, Inc. guskey & heckman, research cnslts. 

Communication Research The Eisenmann Group Treistman & Stark Marketing, Inc. Holleran Consulting 
In Focus Consulting Irvine Consulting, Inc. VILLAGE MARKETING, INC. 
Lachman Research & Marketing Svces. Just The Facts, Inc. New York 
Lieberman Research Worldwide Leichliter Assoc. Mktg. RschJldea Dev. BAIGloballnc. Rhode Island 
Mari Hispanic Field Services Marketing Advantage Rsch. Cnslts. Decision Drivers Performance Research 
The Market Connections Group The New Marketing Network Fader & Associates 
Market Development, Inc. Strategic Focus, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. Tennessee 
Market Research Associates Focus Plus, Inc. Directions Data Research Marketing Matrix, Inc. Maryland Horowitz Associates, Inc. 
Meczka Mktg.lRsch.lCnsltg., Inc. 

Hammer Marketing Resources JRH Marketing Services, Inc. Texas Susan M. Willmns Rsch. & D~ry USA Knowledge Systems & Research, Inc. 
Yarnell , Inc. Low + Associates, Inc. 

Bart Kramer & Associates Cunningham Research Associates 
Macro International 

Leichliter Assoc. Mktg. RschJldea Dev. Decision Analyst, Inc. 

Colorado Widener-Burrows & Associates, Inc. 
Market Navigation, Inc. First Market Research Corp. (Heiman) 

Best Practices Research Massachusetts Francesca Moscatelli 
Utah Cambridge Associates, Ltd. Jay L. Roth & Associates, Inc. 

Daniel Associates Paul Schneller - Qualitative Valley Research, Inc. 

Florida Dolobowsky Qual. Svcs., Inc. James Spanier Associates 

The Deutsch Consultancy 
Rrst Market Research Corp. (Reynolds) Thorne Creative Research Virginia Greenleaf Associates, Inc. Wolf/Altschul/Callahan, Inc. 

Dialectics Inc. MindSearch The Dominion Group Mktg. Rsch. 
Kerr & Downs Research Research Options, Inc. North Carolina QS&A Research & Strategy 
Research Data Services, Inc. 
SIL: Worldwide Marketing Services Michigan CB&A Market Research Washington 
Spiller Research Group, Inc. Colburn & Associates 
Strategy Research Corporation Milton I. Brand Marketing Consultant D/R/S HealthCare Consultants Burr Research/Reinvention 

Sundberg-Ferar, Inc. FacFind , Inc. Prevention 
Sunbelt Research Associates, Inc. Consumer Opinion Services 
Target Market Research Group, Inc. Minnesota Ohio Northwest Research Group, Inc. 

Cambridge Research, Inc. John Fox Marketing Consulting 

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

ADVERTISING V & L Research and Cnsltg., Inc. ASIAN Market Navigation, Inc. 

Jeff Anderson Mktg. Rsch. Consulting Widener-Burrows & Associates, Inc. Asian Marketing MedProbe, Inc. 

Best Practices Research Wolf/Altschul/Callahan, Inc. 
Communication Research 

Milton I. Brand Marketing Consultant 
AFRICAN-AMERICAN Asian Perspective, Inc. BUS.-TO-BUS. 

C&R Research Services, Inc. Data & Management Counsel , Inc. Access Research , Inc. 
Cambridge Associates, Ltd . Erlich Transcultural Consultants Erlich Transcultural Consultants BAIGlobal Inc. 
Cambridge Research, Inc. Holleran Consulting Best Practices Research 
CJRobbins JRH Marketing Services, Inc. ASSOCIATIONS C&R Research Services, Inc. 
Creative Focus, Inc. V & L Research and Cnsltg., Inc. 

Low + Associates, Inc. Cambridge Associates, Ltd. 
Decision Drivers Cambridge Research , Inc. 
Dolobowsky Qual. Svcs., Inc. AGRICULTURE AUTOMOTIVE Campos Market Research , Inc. 
Erlich Transcultural ConSUltants Cambridge Associates, Ltd. Consumer Opinion Services 
Fader & Associates Cambridge Research, Inc. AutoPacific, Inc. Creative Focus, Inc. 
First Market Research Corp. (Reynolds) C&R Research Services, Inc. Data & Management Counsel, Inc. 
Lieberman Research Worldwide ALCOHOLIC BEV. Erlich Transcultural Consultants The Deutsch Consultancy 
Outsmart Marketing Matrixx Marketing-Research Div. Direct Feedback 
Jay L. Roth & Associates, Inc. C&R Research Services, Inc. Perception Research Services, Inc. Fader & Associates 
Paul Schneller - Qualitative Perception Research Services, Inc. First Market Research Corp. (Heiman) 
Strategy Research Corporation Strategy Research Corporation BIO-TECH Linda Fitzpatrick Rsch . Svcs. Corp. 
Treistman & Stark Marketing, Inc. Irvine Consulting, Inc. Pat Henry Market Research, Inc. 

Just The Facts, Inc. 
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Knowledge Systems & Research, Inc. Best Practices Research Lieberman Research Worldwide Mari Hispanic Field Services 
Lieberman Research Worldwide Elrick and Lavidge Low + Associates, Inc. The Market Connections Group 
Markinetics, Inc. Fader & Associates Marketing Matrix, Inc. Market Development, Inc. 
MCC Qualitative Consulting guskey & heckman, research Matrixx Marketing-Research Div. Francesca Moscatelli 
Jay L. Roth & Associates, Inc. consultants MCC Qualitative Consulting Strategy Research Corporation 
Paul Schneller - Qualitative Holleran Consulting Jay L. Roth & Associates, Inc. Target Market Research Group, Inc. 
Yarnell , Inc. Low + Associates, Inc. James Spanier Associates 

Markinetics, Inc. Widener-Burrows & Associates, Inc. HI·TECH 
CABLE QS&A Research & Strategy Greenleaf Associates, Inc. 
Creative & Response Svces. , Inc. Research Data Services, Inc. FOOD Market Navigation, Inc. 

DIRECT MARKETING PRODUCTS/NUTRITION Research Connections, Inc. 

CHILDREN Alexander + Parker Perception Research Services, Inc. 

C&R Research Services, Inc. BAIGlobal Inc. BAIGloballnc. Thorne Creative Research 

Doyle Research Associates Best Practices Research C&R Research Services, Inc. 
Fader & Associates Creative Focus, Inc. CJRobbins HOUSEHOLD 
Greenleaf Associates, Inc. Greenleaf Associates, Inc. Greenleaf Associates, Inc. PRODUCTS/CHORES MindSearch Just The Facts, Inc. 

Perception Research Services, Inc. 
Holleran Consulting Paul Schneller - Qualitative 

Lieberman Research Worldwide Just The Facts, Inc. 
Macro International 

DISCRETE 
Leichliter Assoc. Mktg. RschJldea Dev. IDEA GENERATION Market Navigation, Inc. Macro International 

Matrixx Marketing-Research Div. CHOICE/CONJOINT The New Marketing Network Analysis Research Ltd. 

Outsmart Marketing Outsmart Marketing BAIGloballnc. 

Thorne Creative Research 
Yarnell , Inc. 

Perception Research Services, Inc. Best Practices Research 

DISTRIBUTION 
Jay L. Roth & Associates, Inc. C&R Research Services, Inc. 

COMMUNICATIONS Paul Schneller - Qualitative Cambridge Associates, Ltd. 

RESEARCH 
Burr Research/Reinvention Creative Focus, Inc. 

Prevention FOOTWEAR Dolobowsky Qual. Svcs., Inc. 
Access Research, Inc. Graff Works Marketing Research 

Best Practices Research Doyle Research Associates 
Cambridge Associates, Ltd. Elrick and Lavidge 
Creative Focus, Inc. EDUCATION HEALTH & BEAUTY John Fox Marketing Consulting 
QS&A Research & Strategy Cambridge Associates, Ltd . Just The Facts, Inc. 
Jay L. Roth & Associates, Inc. Greenleaf Associates, Inc. PRODUCTS Leichliter Assoc. Mktg. RschJldea Dev. 

COMPUTERS 
Just The Facts, Inc. BAIGlobal Inc. Matrixx Marketing-Research Div. 
Marketing Advantage Rsch. Cnslts. Paul Schneller - Qualitative Paul Schneller - Qualitative 

HARDWARE Thorne Creative Research 

Leichliter Assoc. Mktg. RschJldea Dev. ELECTRONICS IMAGE STUDIES 
Leichliter Assoc. Mktg. RschJldea Dev. HEALTH CARE Cambridge Associates, Ltd. 

COMPUTERS/MIS Alexander + Parker Holleran Consulting 

C&R Research Services, Inc. ETHNOGRAPHIC Jeff Anderson Mktg. Rsch. Consulting 
Colburn & Associates INDUSTRIAL Cambridge Associates, Ltd. RESEARCH Directions Data Research First Market Research Corp. (Heiman) Daniel Associates Alexander + Parker Dolobowsky Qual. Svces., Inc. 

Fader & Associates Market Navigation, Inc. 

First Market Research Corp. (Heiman) 
The Dominion Group Mktg. Rsch. 

Greenleaf Associates, Inc. EXECUTIVES D/R/S HealthCare Consultants INSURANCE 
Leichliter Assoc. Mktg. RschJldea Dev. BAIGlobal Inc. Elrick and Lavidge 

Burr Research/Reinvention 
Marketing Advantage Rsch. Cnslts. C&R Research Services, Inc. Erlich Transcultural Consultants 

Prevention 
James Spanier Associates Decision Drivers The Eisenmann Group 

Erlich Transcultural Consultants 
Yarnell , Inc. Dolobowsky Qual. Svcs., Inc. Rrs! Market Research Corp. (Reynolds) 

Low + Associates, Inc. 
Fader & Associates Holleran Consulting 

CONSUMERS First Market Research Corp. (Heiman) Irvine Consulting, Inc. 
INTERACTIVE PROD.! 

Best Practices Research John Fox Marketing Consulting Knowledge Systems & Research, Inc. 

C&R Research Services, Inc. Marketing Advantage Rsch. Cnslts. Lieberman Research Worldwide SERVICES/RETAILING 
Consumer Opinion Services Jay L. Roth & Associates, Inc. Low + AssOCiates, Inc. Leichliter Assoc. Mktg. RschJldea Dev. 

Decision Drivers Paul Schneller - Qualitative Macro International Research Connections, Inc. 

The Eisenmann Group Strategy Research Corporation Market Navigation, Inc. 

Greenleaf Associates, Inc. 
Matrixx Marketing-Research Div. INTERNET 

Pat Henry Market Research, Inc. FINANCIAL SERVICES MedProbe™, Inc. 
Knowledge Systems & Research, Inc. Research Options, Inc. 

Just The Facts, Inc. Jeff Anderson Mktg. Rsch. Consulting 
Spiller Research Group, Inc. Research Connections, Inc. 

Knowledge Systems & Research, Inc. BAIGlobal Inc. 
Strategy Research Corporation 

Macro International Best Practices Research INTERNET SITE DEV. 
Marketing Advantage Rsch. Cnslts. Burr Research/Reinvention V & L Research and Cnsltg., Inc. 

Jay L. Roth & Associates, Inc. Prevention Widener-Burrows & Associates, Inc. Perception Research Services, Inc. 

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

CORPORATE Cambridge Associates, Ltd. HISPANIC 
INVESTMENTS 

SPONSORSHIP Cambridge Research, Inc. The Deutsch Consultancy 
The Deutsch Consultancy Data & Management Counsel, Inc. 

Performance Research Dolobowsky Qual. Svcs., Inc. Erlich Transcultural Consultants LATIN AMERICA 
Elrick and Lavidge Hispanic Marketing 

Best Practices Research CUSTOMER The Eisenmann Group Communication Research 
Market Development, Inc. 

SATISFACTION Fader & Associates In Focus Consulting 
Rrst Market Research Corp. (Reynolds) Lieberman Research Worldwide 

BAIGlobal Inc. 
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MANUFACTURING Thorne Creative Research Cambridge Associates, Ltd . Elrick and Lavidge 
The Eisenmann Group Erlich Transcultural Consultants 

Best Practices Research 
PACKAGED GOODS First Market Research Corp. First Market Research Corp. 

Holleran Consulting 
(Heiman) (Heiman) 

BAIGloballnc. 
Greenleaf Associates, Inc. Knowledge Systems & Research, Inc. 

MEDICAL PROFESSION Best Practices Research 
Lieberman Research Worldwide Linda Fitzpatrick Rsch. Svcs. Corp. 

Cambridge Associates, Ltd. C&R Research Services, Inc. 
Marketing Advantage Rsch. Cnslts. Horowitz Associates Inc. 

CJRobbins Marketing Advantage Rsch. Cnslts. Colburn & Associates 
Doyle Research Associates DIRIS HealthCare Consultants RETAIL MCC Qualitative Consulting 
Just The Facts, Inc. Jay L. Roth & Associates, Inc. Pat Henry Market Research , Inc. 
Jay L. Roth & Associates, Inc. Pat Henry Market Research, Inc. Strategy Research Corporation Matrixx Marketing-Research Div. 
Thorne Creative Research Knowledge Systems & Research, MedProbe™, Inc. 

Inc. Leichliter Assoc. Mktg. TELECONFERENCING QS&A Research & Strategy 
PACKAGE DESIGN Rsch.lldea Dev. Paul Schneller - Qual itative 

Lieberman Research Worldwide Cambridge Research , Inc. 
Susan M. Williams Rsch. & Disc. USA RESEARCH MCC Qualitative Consulting 

Perception Research Services, Inc. TELEPHONE FOCUS 
MODERATOR TRAINING Treistman & Stark Marketing, Inc. SENIORS GROUPS 
Cambridge Associates, Ltd . 

Creative Focus, Inc. C&R Research Services, Inc. Macro International PANELS Fader & Associates Cambridge Associates, Ltd. 

MULTIMEDIA 
Greenleaf Associates, Inc. Doyle Research Associates 

SERVICES Market Navigation, Inc. 
Marketing Advantage Rsch . Cnslts. PARENTS guskey & heckman, research con- MedProbe, Inc. 

NEW PRODUCT DEV. 
Fader & Associates sultants 

TELEVISION 
Jeff Anderson Mktg. Rsch. Consulting PET PRODUCTS SMALL BUSINESS/ Best Practices Research 
BAIGlobal Inc. 
Best Practices Research Cambridge Research, Inc. ENTREPRENEURS TOURISM/HOSPITALITY 
Milton I. Brand Marketing Linda Fitzpatrick Rsch. Svcs. Corp. 

QS&A Research & Strategy Consultant PHARMACEUTICALS Leichliter Assoc. Mktg. RschJldea 
Research Data Services, Inc. C&R Research Services, Inc. BAIGloballnc. Dev. 

Cambridge Associates, Ltd. C&R Research Services, Inc. MindSearch 
TOYS/GAMES CJRobbins Cambridge Associates, Ltd. Strategy Research Corporation 

Daniel Associates Colburn & Associates Yarnell , Inc. Fader & Associates 
Data & Management Counsel , Inc. The Dominion Group Mktg. Rsch. Greenleaf Associates, Inc. 
Dolobowsky Qual. Svcs., Inc. DIRIS HealthCare Consultants SOFT DRINKS, BEER, 

TRANSPORTATION Doyle Research Associates Irvine Consulting, Inc. WINE Elrick and Lavidge Macro International 
C&R Research Services, Inc. SERVICES Fader & Associates Market Navigation, Inc. 

First Market Research Corp. Cambridge Associates, Ltd. Low + Associates, Inc. MCC Qualitative Consulting 
Grieco Research Group, Inc. Markinetics, Inc. (Heiman) MedProbe™, Inc. 

Greenleaf Associates, Inc. QS&A Research & Strategy Jay L. Roth & Associates, Inc. Strategic Focus, Inc. 
Just The Facts, Inc. Paul Schneller - Qualitative Strategy Research Corporation 
Bart Kramer & Associates Spiller Research Group, Inc. TRAVEL 
Leichliter Assoc. Mktg. RschJldea Dev. Susan M. Williams Rsch. & Disc. USA SPORTS Best Practices Research 
Lieberman Research Worldwide Performance Research Cambridge Associates, Ltd . 
Marketing Advantage Rsch. Cnslts. POLITICAUSOCIAL Research Options, Inc. Greenleaf Associates, Inc. 
The New Marketing Network 

RESEARCH 
Research Data Services, Inc. 

Outsmart Marketing TEACHERS James Spanier Associates 
Jay L. Roth & Associates, Inc. Cambridge Associates, Ltd. 

Greenleaf Associates, Inc. Paul Schneller - Qualitative Francesca Moscatelli UTILITIES Sundberg-Ferar, Inc. 
TEENAGERS Cambridge Associates, Ltd. 

NON·PROFIT 
POSITIONING 

C&R Research Services, Inc. Fader & Associates 
RESEARCH Knowledge Systems & Research, Inc. 

Doyle Research Associates Doyle Research Associates 
Paul Schneller - Qualitative Fader & Associates 

WEALTHY Matrixx Marketing-Research Div. OBSERVATIONAL PUBLIC POLICY RSCH. MCC Qualitative Consulting The Deutsch Consultancy 
Doyle Research Associates 

Cambridge Associates, Ltd. Thorne Creative Research Strategy Research Corporation 

ON·LlNE FOCUS JRH Marketing Services, Inc. 
TELECOMMUNICATIONS YOUTH 

GROUPS PUBLISHING BAIGlobal Inc. Fader & Associates 
Research Connections, Inc. Best Practices Research 

Creative Focus, Inc. Macro International 
Daniel Associates 
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no More Problems. 
Onlu Solutions. 

When it comes to choosing a WATS 
telephone research house, we have 
your solution. PhoneSolutions. Our 
standard is to provide impeccable 
survey results, on time, and at a 
competitive price. We offer: 

• 150 CA TI stations 
• 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 

Quality 

Price 

Let us show you the 
perfect solution to your 

field service needs. 

Call Michael Schlegel at 
(2 12) 352-0445 or e.mail him at 

michael@phonesolutions.com 

PhoneSoluuOnS 
Tucson' Albany · New York 

Codes - (e.g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on·site 
4. OFF-PREMISES- No. of stations which can be 

monitored off·premises 

Alabama 
Birmingham 

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

Consumer Pulse of Birmingham 
Brookwood Village Mall, #612A 
Shades Creek Pkwy. 
Birmingham, AL 35209 
Ph. 205-879-0268 or 800-336-0159 
Fax 205-879-1058 
E-mail: birmingham@consumerpulse.com 
http://www.consumerpulse.com 
Sally Cherry, Director 
8-4-8-8 

New South Research 
3000 Riverchase, Ste. 405 
Birmingham, AL 35244 
Ph. 205-985-3344 or 800-289-7335 
Fax 205-985-3346 
E-mail: NSRJJ@aol.com 
Amy June Wilhite, Managing Director 
20-4-20-20 

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

Alaska 

Anchorage 

Dittman Research Corp. of Alaska 
DRC Building 
8115 Jewel Lake 
Anchorage, AK 99502 
Ph. 907-243-3345 
Fax 907-243-7172 
E-mail: dittman@micronel.net 
Terry O'Leary, Vice President 
16-0-16-0 

Arizona 
Flagstaff 

Social Research Laboratory 
Northern Arizona University I Box 15301 
Flagstaff, AZ 86011 -5301 
Ph. 520-523-1515 
Fax 520-523-6777 
E-mail : Fred.Solop@nau.edu 
http://www.nau.edu/-srl 
Fred So lop, Associate Director 
12-12-12-0 

Phoenix 

The Analytical Group, Inc. 
8687 E. Via de Ventu ra 
Scottsdale, AZ 85258 
Ph. 602-483-7505 
Fax 602-922-0302 
E-mail: lucy@acsinfo.com 
http://www.acsinfo.com 
Lucy Haydu 
60-60-60-60 
(See advertisement on p. 46) 

Arizona Market Research 
Div. of Ruth Nelson Research 
10220 N. 31 sl. Ave ., Ste. 122 
Phoenix, AZ 85051-9562 
Ph. 602-944-8001 
Fax 602-944-0130 
E-mail: rnncmrs@aol.com 
http://www. ruthnelsonresearchsvcs.com 
Lincoln Anderson, Manager 
20-0-20-0 

Behavior Research Center 
1101 N. First SI. 
P.O. Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
E-mail: brc@primenet.com 
http://www.primenel.com/-brc/ 
Earl de Berge, Research Director 
27-27-27-27 

Focus Market Research , Inc. 
Camelback Executive Park 
6991 E. Camelback Rd., Ste. A-110 
Phoenix, AZ 85251 
Ph. 602-874-2714 
Fax 602-874-1714 
E-mail : phoenix@focusmarketresearch.com 
Ray Opstad, General Manager 
12-0-12-0 

Higginbotham Assoc., Inc. of Arizona 
8010 E. McDowell Rd., Ste. 208 
Scottsdale, AZ 85257 
Ph. 602-946-7535 
Fax 602-946-1170 
Roger Bedessie, General Manager 
80-80-80-80 

www.quirks.com Quirk's Marketing Research Review 



1998 TELEPHONE INTERVIEWING DIRECTORY 
O'Neil Associates, Inc. 
412 E. Southern Ave. 
Tempe, AZ 85282 
Ph. 602-967-4441 
Fax 602-967-6122 
E-mail : USAPolls@aol.com 
Michael J. O'Neil , Ph.D. , President 
14-14-14-0 

Quality Controlled Services 
6360-3 E. Thomas Rd ., Ste. 330 
Scottsdale, AZ 85251 
Ph . 800-647-4217 or 602-941-0048 
Fax 602-941-0949 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Jo McCullough, Branch Manager 
10-0-10-10 
(See advertisement on p. 97) 

Research Resou rces 
8800 N. 22nd Ave. 
Phoenix, AZ 85021 
Ph. 602-371-8800 
Fax 602-735-3270 
E-mail: rrgroup@researchresources.com 
http://www.researchresources.com 
Dennis Anspach, Exec. Vice President 
300-300-300-300 

Response Research 
6868 N. 7th Ave ., Ste. 110 
Phoenix, AZ 85013-1150 
Ph . 602-277-2526 
Fax 602-247-4477 
Shelly Munoz, General Manager 
25-12-25-25 

Strictly Medical Market Research 
2400 E. Arizona Biltmore Cir., Ste. 1100 
Phoenix, AZ 85016 
Ph. 602-224-7979 
Fax 602-224-7988 
E-mail : lIipsutz@aol.com 
Wendy Walker, Exec. Vice President 
10-0-10-0 

Time N Talent Market Research 
2400 E. Arizona Biltmore Cir., Ste. 1100 
Phoenix, AZ 85016 
Ph . 602-956-1001 
Fax 602-224-7988 
E-mail: lIipsutz@aol.com 
Wendy Walker, Exec. Vice President 
10-0-10-0 

WestGroup Research 
2720 E. Thomas, Bldg. A 
Phoenix, AZ 85016 
Ph. 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail: askarizona@westgroupresearch.com 
http://www.westgroupresearch.com 
Beth Aguirre, Project Director 
50-50-50-50 
(See advertisement on p. 71) 

Tucson 

FMR Associates, Inc. 
6045 E. Grant Rd . 
Tucson, AZ 85712 
Ph. 520-886-5548 
Fax 520-886-0245 
E-mail: FMRASSOC@aol.com 
Sue Lunde, Field Director 
55-40-55-55 

PhoneSolutions, L.L.C. 
1101 N. Wilmot Rd ., Ste. 253 
Tucson , AZ 85712 
Ph. 520-296-1015 
Fax 520-296-3393 
E-mail: Info@phonesolutions.com 
http://www.phonesolutions.com 
Mike Schlegel , President 
75-75-75-75 
(See advertisement on p. 70) 

QUAliTY WATS INTERViEWiNG C~EcklisT: 

May 1998 

[{1 50 CATI stations 
[{1 Auto dialers 
[{1 Field and tab 
[{1 Questionnaire design available 
[{1 Latest technology 
[{1 Remote monitoring 
[{1 Ci3 software 
[{1 Low long-distance rate 

[{1 INfoQUEST 

Let WESTGROUp'S INfoOUEST provide you 
with the insights, facts and opinions you 

seek. INfoOUEST offers responsive_ 

experienced profess ionals who can meet 
your research needs . For more information, 

call I NfoOUEST at 1-800-999-1200. 

WmGRoup RESEARC~ 

INFoOUEST 
INsiGHTS FACTS & OpiNiONS - Focus FiEld TAb SEHvicES 

2720 EAsT ThOMAS nOAd, BldG. A, PHOENix, AnizoNA 850 I 6 TEAM @ WESTGnoupnESEAnCH.COM 1-800-999-1 200 
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Codes - (e .g. 25-10-25-10) 

1. STATIONS· No. of interviewing stations at th is location 
2. CATI . No. of stations using computer·aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-srte 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Arkansas 
Fort Smith 

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

Little Rock 

Flake/wilkerson Market Insights 
10 Corporate Hill Dr., Ste. 100 
Little Rock, AR 72205 
Ph. 501-221-3303 
Fax 501-221-2554 
E-mail: facts@mktinsights.com 
http://www.mktinsights.com 
George Wilkerson, COO 
35-35-35-35 

Olympia, Inc. 
1400 W. Markham, Ste. 400 
Little Rock, AR 72201 
Ph. 501-376-7755 
Fax 501-372-1909 
Nancy Meador, Mgr. of Mktg. Svcs. 
100-100-100-100 

California 

Bakersfield 

Marketing Works 
425 18th SI. 
Bakersfield , CA 93301 
Ph. 805-326-1012 
Fax 805-326-0903 
E-mail: ddnacnud@aol.com 
Dee Simpson, Owner 
19-3-2-0 

Fresno 

AIS Market Research 
5707 N. Palm, Ste. 101 
Fresno, CA 93704 
Ph. 800-627-8334 or 209-252-2727 
Fax 209-252-8343 
E-mail: aisres@psnw.com 
Jennifer Nichols, Manager 
30-30-20-20 

72 

Bartels Research Corp. 
145 Shaw Ave., Ste. C1 & C2 
Clovis, CA 93612 
Ph . 209-298-7557 
Fax 209-298-5226 
E-mail: bartels1 @compuserve.com 
Joellen Bartels, President 
50-10-50-0 

Nichols Research , Inc. 
Fashion Fair Mall 
557 E. Shaw Ave. 
Fresno, CA 93710 
Ph. 209-226-3100 
Fax 209-226-9354 
E-mail: fresno@nichols-research.com 
http://www.nichols-research.com 
Amy Shields 
15-8-10-0 

Los Angeles 
(See also Orange County, CAY 

Adept Consumer Testing/Los Angeles 
16130 Ventura Blvd ., Ste. 350 
Encino, CA 91436 
Ph. 818-905-1525 
Fax 818-905-8936 
Mark Tobias, Partner 
25-0-25-0 

Applied Research West, Inc. 
11021 Winners Circle, Ste. 208 
Los Alamitas, CA 90720-2821 
Ph. 800-493-1079 or 562-493-1079 
Fax 562-493-6335 
E-mail: akantak@appliedmktresearch.com 
Dr. Anita Kantak, Principal 
10-10-10-10 

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

Assistance In Marketing/los Angeles 
3760 Kilroy Airport Way, Ste. 100 
Long Beach, CA 90806 
Ph . 562-981 -2700 
Fax 562-981-2705 
E-mail: AIMLA@aol.com 
Peter Carmichael , Manager 
14-0-0-0 
(See advertisement on p. 107) 

Assistance in Marketing/los Angeles 
949 S. Coast Dr., Ste. 525 
Costa Mesa, CA 92626 
Ph. 714-755-3900 
Fax 714-755-3930 
E-mail : AIMLA@aol.com 
Cindi Reyes, Manager 
23-0-0-0 
(See advertisement on p. 107) 

California Survey Research Services, Inc. 
15350 Sherman Way, Ste. 480 
Van Nuys, CA 91406 
Ph. 818-780-2777 
Fax 818-780-0329 
E-mail: kgross@calsurvey.com 
Ken Gross, President 
44-44-44-44 

Consumer Pulse of Los Angeles 
Galleria at South Bay, #269 
1815 Hawthorne Blvd. 
Redondo Beach, CA 90278 
Ph. 310-371-5578 or 800-336-0159 
Fax 310-542-2669 
E-mail: losangeles@consumerpulse.com 
http://www.consumerpulse.com 
Angie Abell , Director 
20-12-20-20 

Creative Data 
7136 Haskell Ave., Ste. 100 
Van Nuys, CA 91406 
Ph. 818-988-5411 
Fax 818-988-4057 
E-mail: creativedata@earthlink.net 
http://www.interviewingservice.com 
Jennifer von Schneidau, V.P./G.M. 
22-0-14-0 

Davis Market Research Services, Inc. 
23801 Calabasas Rd., Ste. 1036 
Calabasas, CA 91302 
Ph. 818-591-2408 
Fax 818-591-2488 
E-mail: DAVISRESH@aol.com 
Carol Davis, President 
75-75-75-75 
(See advertisement on p. 73) 

The Dohring Co., Inc. 
550 N. Brand Blvd., 20th fl. 
Glendale, CA 91203 
Ph. 800-242-8022 
Fax 818-242-3975 
E-mail: dohring@dohring.com 
http://www.dohring.com 
Eric Wheeler, Director of Corporate 
40-0-40-40 

Field Dynamics Marketing Research 
17547 Ventura Blvd., Ste. 308 
Encino, CA 91316 
Ph. 818-783-2502 
Fax 818-905-3216 
E-mail: fielddynam@aol.com 
Tony Blass, President 
16-3-16-0 

Garcia Research Associates, Inc . . 
2550 Hollywood Way, Ste. 110 
Burbank, CA 91505 
Ph. 818-566-7722 
Fax 818-566-1113 
E-mail: info@garciaresearch.com 
http://www.garciaresearch.com 
Angelica Gaxiola 
36-36-36-36 
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Ted Heiman & Associates 
California Qualitative Center 
20350 Ventura Blvd., Ste. 140 
Woodland Hills, CA 91364 
Ph . 800-283-2133 or 818-712-4920 
Fax 818-887-2750 
E-mail: tedheiman@msn.com 
Ted Heiman, Owner 
25-0-19-19 

House of Marketing 
836 S. Arroyo Pkwy. 
Pasadena, CA 91105 
Ph . 626-793-9598 
Fax 626-793-9624 
E-mail : HMResearch@aol.com 
Amy Siadak 
82-82-82-82 

Interviewing Service of America, Inc. 
16005 Sherman Way, Ste. 209 
Van Nuys, CA 91406 
Ph. 818-989-1044 
Fax 818-782-1309 
E-mail: mhalberstam@interviewingservice.com 
http://www.interviewingservice.com 
Michael Halberstam, President 
200-185-200-200 

Interviewing Service of America, Inc. 
200 S. Garfield, Ste. 302 
Alhambra, CA 91801 
Ph . 818-989-1044 
Fax 818-782-1309 
E-mail: mhalberstam@interviewingservice.com 
http://www.interviewingservice.com 
Michael Halberstam, President 
60-60-60-60 

L.A. Focus 
17337 Ventura Blvd., Ste. 301 
Encino, CA 91316 
Ph. 818-501-4794 
Fax 818-907-8242 
Lisa Balelo or Wendy Feinberg, Partners 
22-0-22-0 

Marylander Marketing Research, Inc. 
16055 Ventura Blvd., Ste. 820 
Encino, CA 91436 
Ph. 818-990-7940 
Fax 818-990-5106 
E-mail: HMARYLAND@aol.com 
Candace Rueda, Field Director 
13-0-13-13 

Meczka Marketing/Research/Consulting, Inc. 
5757 W. Century Blvd., Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 310-410-0780 
E-mail: mmrcajd@aol.com 
Dona H. Browne, Exec. Director 
15-0-15-0 

Plog Research, Inc. 
18631 Sherman Way 
Reseda, CA 91335 
Ph . 818-345-7363 
Fax 818-345-9265 
E-mail: Kim@plogresearch.com 
Greg Plog, Field Director 
30-30-30-30 
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Quality Controlled Services 
Los Angeles Survey Center 
171 00 Pioneer Blvd., Ste. 170 
Artesia, CA 90701 
Ph . 562-402-6640 
Fax 562-924-8487 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Debra Gamboa-Kosch, Branch Manager 
105-105-105-105 
(See advertisement on p. 97) 

Quality Controlled Services 
3440 Torrance Blvd., Ste. 100 
Torrance, CA 90503 
Ph. 800-448-4414 or 310-316-0626 
Fax 310-316-4815 
E-mail : postmaster@qcs.com 
http://www.qcs.com 
Marty Mills, Branch Manager 
15-0-15-0 
(See advertisement on p. 97) 

The Research Line 
Div. of C.A. Walker & Assoc., Inc. 
11631 Victory Blvd., Ste. 207 
North Hollywood, CA 91606 
Ph. 213-850-6820 
Fax 213-850-7603 
E-mail : saweinstein@cawalker.com 
http://www.cawalker.com 
Samuel Weinstein, Sr. Vice President 
85-85-85-85 

Orange County 
(See also Los Angeles, CAY 

Ask Southern California, Inc. 
City View Office Plaza 
12437 Lewis St., Ste. 100 
Garden Grove, CA 92840 
Ph. 714-750-7566 or 800-644-4ASK 
Fax 714-750-7567 
E-mail: Jennifer@asksocal.com 
http://www.asksocal .com 
Jennifer Kerstner, President 
27-0-27-0 

DSG Associates, Inc. 
2110 E. First St. , Ste. 106 
Santa Ana, CA 92705 
Ph. 714-835-3020 
Fax 714-835-6506 
E-mail: donnaguido@worldnet.att.net 
Donna Guido, CEO 
22-22-22-0 

The Gallup Organization - Irvine 
200 Karman Ave., Ste. 1100 
Irvine, CA 92612 
Ph . 714-474-7900 
Fax 714-474-5963 
Shannon O'Keefe 
240-240-240-240 

Inquire Market Research, Inc. 
1801 E. Edinger Ave., Ste. 205 
Santa Ana, CA 92705-4754 
Ph. 714-835-8020 
Fax 714-835-8060 
E-mail : minchow@kaiwan.com 
Don Minchow, President 
21-14-21 -21 

Market Research Associates 
2082 Business Center Dr. , Ste. 280 
Irvine, CA 92612 
Ph. 714-833-9337 
Fax 714-833-2110 
E-mail : nshah@lightside.com 
Barbara Foster 
24-0-24-0 

75 CATI STATIONS WITH CFMC SOFTWARE 

lei 
Davis 

Help You 
To The 

Top! 
The Davis Difference is our 
EXPERIENCED 

research professionals , using 
QUALITV processes 
and INNOVATIVE 

TECHNIQUES to get 
our clients the information 

and answers they need. 

* THE III D VIS DIFFERENCE 

~~~ 

Davis Marltet 
Services, Inc. 
23801 Calabasas Road 
Suite 1036 
Calabasas, CA 91302 
Phone: 180Dl 366-2408 
Fax: (818) 591 -2488 
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Codes - (e.g . 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Peryam & Kroll Research Corp. 
4175 E. LaPalma 
Anaheim, CA 92807 
Ph. 714-572-6888 
Fax 714-572-6808 
16-0-16-0 

PKM Marketing Research Services 
223 E. Imperial Hwy., #155 
Fullerton, CA 92835 
Ph. 714-446-6611 
Fax 714-446-6622 
Patricia M. Koerner, Principal 
25-0-25-0 

Polk-Verity 
680 Langsdorf Dr., Ste. 102 
Fullerton, CA 92831 
Ph. 714-680-9611 
Fax 714-680-9676 
Scott Kincer 
70-60-70-0 

The Question Shop, Inc. 
2860 N. Santiago Blvd., Ste. 100 
Orange, CA 92667 
Ph. 714-974-8020 or 800-411-7550 
Fax 714-974-6968 
Ryan Reasor, President 
20-0-20-0 

Sacramento 

Ask America Market Research 
3365 Ridgeview Dr. 
EI Dorado Hills, CA 95762 
Ph. 888-266-7229 
Connie Swift 
20-0-20-0 

Elliott Benson 
1234 H St. , Ste. 200 
Sacramento, CA 95814 
Ph. 916-325-1670 
Fax 916-498-0394 
E-mail: ebinfo@ell iottbenson.com 
http://www.elliottbenson.com 
Jaclyn Elliott Benson, President 
15-0-15-15 

EMH, Inc. 
111 2 21st St. 
Sacramento, CA 9581 6 
Ph. 916-443-4722 
Fax 916-443-3829 
Elaine Hoffman, President 
75-0-75-0 

J.D. Franz Research 
1804 Tribute Rd. , Ste. K 
Sacramento, CA 95815 
Ph. 916-646-5595 
Fax 916-646-4839 
E-mail: jdfranz@earthlink.net 
Jennifer Franz 
25-0-25-0 

Meta Information Services 
9806 Old Winery PI. , Ste. 4 
Sacramento, CA 95827 
Ph. 916-368-9474 
Fax 916-368-0705 
E-mail: metainfo@metasite.com 
http://www.metapage.com 
Judy Marston, Vice President 
48-48-48-12 

Opinions of Sacramento 
2025 Hurley Way, Ste. 110 
Sacramento, CA 95825 
Ph. 916-568-1226 
Fax 916-568-6725 
E-mail: opinionsos@aol.com 
Hugh Miller, Partner 
16-0-12-12 

Research Unlimited 
101 2 Second St. 
Sacramento, CA 95814 
Ph. 916-446-6064 
Fax 916-448-2355 
E-mail: research@psyber.com 
Joan Smithers, Owner 
18-0-18-0 

San Diego 

Analysis Research 
4655 Ruffner St. , Ste . 180 
San Diego, CA 9211 1 
Ph. 619-268-4800 
Fax 619-268-4892 
E-mail: AnlyRsch@aol.com 
Carol Gailey, V.P.lGeneral Manager 
35-0-35-0 

CIG Research, Inc. 
8361 Vickers St. 
San Diego, CA 92111 -2112 
Ph. 619-637-4000 
Fax 619-637-4040 
E-mail: jrevlett@cicresearch .com 
http://www.cicresearch .com 
Joyce Revlett, Director of Surveys 
24-24-24-24 

Direct Feedback 
9395 Cabot Dr. 
San Diego, CA 92126 
Ph. 619-693-1200 
Fax 619-621-2215 
Kurt Adams, Director of Operations 
9-9-9-0 

Directions In Research 

::::::::::::::::::::::::::;;;-:==============:::;1 8593 Aero Dr. 
San Diego, CA 92123 
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Our clients demand the most stringent 

standards, and you should too. At MDIIS, 

all critical tasks are handled by fully 

bilingual personnel, with special 

attention to client service and on-time 

delivery of reliable results. 

Over 100 CATI stations. Accurate, 

reliable data. Hispanic, general market 

.and business to business studies. 

To find out how MDIIS can help you 

zero in on your market, call our 

General Manager at 619.424.4500. 

.......... MDl 
n9 services 

Ph. 800-676-5883 or 619-299-5883 
Fax 619-299-5888 
E-mail : info@diresearch.com 
http://www.diresearch.com 
David Phife, President 
100-100-100-100 
(See advertisement on p. 75) 

Fogerty Group, Inc. 
5090 Shoreham Place, Ste. 206 
San Diego, CA 92122 
Ph. 619-550-3878 
Fax 61 9-550-3875 
Ginger Schmeiser, Exec. Director 
30-15-30-0 

Jagorda Interviewing Services 
3615 Kearny Villa Rd. , Ste. 111 
San Diego, CA 92123 
Ph. 619-573-0330 
Fax 619-573-0538 
Gerald Jagorda, President 
12-0-12-0 
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Change Is Good. 

Change can come in many forms. Your company's future business strength depends on your ability to keep 
up with these fast-changing times. Directions In Research is a Full Service Marketing Research and Consulting 
company. Our specialties include business to business and consumer data collection. We provide qualitative 
and quantitative market research, and with a 100+ CAT! station phone center, expert interviewers and an 
onsite focus group facility, we provide the efficiency and precision you seek in market research. Make the 
change today to Directions In Research and experience the difference we can make in your future. 

------
-~-------
- -----~================~~ - .---------
DIRECTIONS IN RESEARCH'" 

www.diresearch.com 

8593 Aero Drive, San Diego, CA 92123 • info@DIResarch.com • 619.299.5883 • 800.676.5883 • Fax: 619.299.5888 



1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e .g. 25-10-25-10) 

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

San Diego Surveys, Inc. 
4616 Mission Gorge PI. 
San Diego, CA 92120 

2. CAT! - No. of stations using computer-aided interviewing Ph. 619-265-2361 or 800-895-1225 
Fax 619-582-1562 3. ON-SITE - No. of stations which can be monitored on-site 

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

Luth Research 
2365 Northside Dr., Ste. 100 
San Diego, CA 92108 
Ph. 619-283-7333 
Fax 619-283-1251 
E-mail : info@luthresearch.com 
http://www.luthresearch.com 
Charlie Rosen 
49-49-49-49 

MDllnterviewing Services, Inc. 
1101 Bay Blvd., Ste. 0 
Chula Vista, CA 91911 
Ph. 619-424-4550 
Fax 619-424-4501 
E-mail: jsuarez@mktdev.com 
http://www.mktdev.com 
Jose Suarez, General Manager 
104-96-104-96 
(See advertisement on p. 74) 

MDi Research , inc. 
5841 Edison PI. , Ste. 210 
Carlsbad, CA 92008 
Ph. 760-603-7600 
Fax 760-603-7604 
E-mail: jabmdir@aol.com 
Jacqueline Arsivaud, Principal 
10-0-10-10 

E-mail: SDSURVEYS@aol.com 
Jean Van Arsdale, President 
28-10-28-0 

Taylor Research 
Video Conferencing Center 
1545 Hotel Circle S., Ste.350 
San Diego, CA 92108 
Ph. 619-299-6368 or 800-922-1545 
Fax 619-299-6370 
E-mail: mktres@taylorresearch.com 
http://www.taylorresearch.com 
Harriett Huntley, Operations Manager 
30-24-30-0 

San Francisco Bay/ 
San Jose Area 

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

We Have Better Ways of Making People Talk 
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At Quantum Consu lting, we rely 

on carefully worded questions 

and project- specific training to 

get the information you need 

from difficult-to-interview 

populations. Our Survey 

Research Center has more than 

a decade of experience in data 

collect ion and analysis for 

accurate, actionable results. 

• A 30-station CATI center with remote 
and on-site monitoring 

• New full service focus group facility 
in the East Bay 

• Bilingual surveyors and supervisors 

• Special expertise in conjoint studies, 
business-to-business, and regulated industries 

• Data entry and validation 

• Turnkey solutions for any or all aspects of 
your research project 

QU ANT U M 
CONSULT I NG 

Quantum Consulting 
2030 Addison 51. 
Berkeley. CA 94704 
Tel. 510.540.7200 

C 1998 Ou.nlum ConlWlting Inc. 

Asian Marketing Communication Research 
A Div. of Hispanic & Asian Marketing 
Communication Research, Inc. 
1301 Shoreway Rd ., Ste. 100 
Belmont, CA 94002 
Ph. 650-595-5028 
Fax 650-595-5407 
E-mail: gateway@hamcr.com 
http://www.harncr.com 
Sandra M.J. Wong , Ph.D., Director, Asian Div. 
53-53-53-53 
(See advertisement on p. 31) 

ConStat, Inc. 
135 Main St., 16th fl. 
San Francisco, CA 94105 
Ph. 415-512-7800 
Fax 415-512-9790 
E-mail: qualitative@constat.com 
http://www.constat.com 
Marmar Salimian, Facil ity Manager 
28-28-28-28 

Corey, Canapary & Galanis 
447 Sutter St., Penthouse N. 
San Francisco, CA 94108 
Ph. 415-397-1200 
Fax 415-433-3809 
E-mail: ekcanapary@aol.com 
Elizabeth Canapary, President 
25-8-25-25 

Evans Research Associates, Inc. 
120 Howard St. , Ste. 660 
San Francisco, CA 94105 
Ph . 415-777-9888 
Fax 415-777-9281 
E-mail: evansres@aol.com 
Lucinda Gonion, Senior Associate 
28-20-20-0 

Field Research Corp. 
550 Kearny St. 
San Francisco, CA 94108 
Ph. 415-392-5763 
Fax 415-392-2541 
E-mail: info@field .com 
E. Deborah Jay, Ph.D., President/CEO 
85-85-85-85 

Fleischman Field Research 
250 Sutter St. , Ste. 200 
San Francisco, CA 94108-4403 
Ph. 800-277-3200 
Fax 415-989-4506 
E-mail: flr@flrsf.com 
http://www.flrsf.com 
Andy Fleischman, Principal 
50-0-50-50 

Freeman, Sullivan & Co. 
131 Steuart St. , Ste. 500 
San Francisco, CA 94105 
Ph. 415-777-0707 
Fax 415-777-2420 
E-mail: grbrino@fsc-research .com 
Ann Garbarino, Marketing Director 
28-28-28-28 

www.quirks.com Quirk's Marketing Research Review 
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Frost & Sullivan 
2525 Charleston Rd . 
Mountain View, CA 94043 
Ph. 650-961-9000 
Fax 650-961-5042 
E-mail: sworthge@frost.com 
http://www.lrost.com 
80-80-80-0 

Hispanic Marketing Communication Research 
A Div. 01 Hispanic & Asian Marketing 
Communication Research, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 650-595-5028 
Fax 650-595-5407 
E-mail: gateway@hamcr.com 
http://www.hamcr.com 
Felipe Korzenny, Ph.D. , President 
53-53-53-53 
(See advertisement on p. 31) 

M R & A Field & Tab 
1300 EI Camino Real , Ste. 370 
San Mateo, CA 94402 
Ph. 610-358-1480 
Fax 610-341-2678 
E-mail: slraser@merrill.com 
http://www.merrill.com 
Sarah Fraser, Field Director 
80-80-80-80 

MSI International 
66 Bovet Rd., Ste. 105 
San Mateo, CA 94402 
Ph. 650-574-9044 
Fax 650-574-0385 
Richard Hurlburt, President 
45-45-45-45 

Nichols Research , Inc. 
333 W. EI Camino Real, Ste. 180 
Sunnyvale, CA 94087 
Ph. 408-773-8200 
Fax 408-733-8564 
E-mail : kathryn@nichols-research.com 
http://www.nichols-research.com 
Kath ryn LaRoche 
40-8-30-0 

Nichols Research, Inc. 
2300 Clayton Rd. , Ste. 1370 
Concord , CA 94520 
Ph. 510-687-9755 
Fax 510-686-1384 
E-mail: concord@nichols-research.com 
http://www.nichols-research.com 
Sherry Thomas 
15-8-9-0 

Nichols Research, Inc. 
1155 New Park Mall 
Newark, CA 94560 
Ph. 510-794-2990 
Fax 510-794-3471 
E-mail: newpark@nichols-research.com 
http://www.nichols-research.com 
Jane Rosen 
20-8-15-0 
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Phase" I Market Research 
1150 N. First St., Ste. 211 
San Jose, CA 95112 
Ph. 408-947-8661 
Fax 408-293-9909 
E-mail: npphase3@jps.net 
Nancy Pitta, President 
15-0-15-0 

Quantum Consulting , Inc. 
2030 Addison St., Ste. 410 
Berkeley, CA 94704 
Ph. 510-540-7200 
Fax 510-540-7268 
Veronica Raymonda, Rsch. Dps. Mgr. 
30-30-30-30 
(See advertisement on p. 76) 

The Research Spectrum 
182 Second St. , 4th II. 
San Francisco, CA 94105 
Ph. 415-543-3777 
Fax 415-543-3553 
E-mail: rhs@researchspectrum.com 
http://www.researchspectrum.com 
30-30-30-30 

San Francisco Field Service 
717 Market St. , #603 
San Francisco, CA 94103 
Ph . 415-896-2378 
Fax 415-896-2379 
Paul Tucker 
20-20-20-0 

San Jose Focus 
3032 Bunker Hill Ln., Ste. 105 
Santa Clara, CA 95054 
Ph . 408-988-4800 
Fax 408-988-4866 
E-mail: sjlocus@best.com 
Colleen Flores, President 
45-0-45-0 

Survey Methods Group 
140 2nd St., Ste. 400 
San Francisco, CA 94105 
Ph. 415-495-6692 
Fax 415-995-8185 
Linda Rynazewski, Client Svc. Specialist 
48-48-48-48 

Tragon Corp . 
365 Convention Way 
Redwood City, CA 94063 
Ph. 650-365-1833 
Fax 650-365-3737 
E-mail: inlo@tragon.com 
http://www.tragon.com 
Brian McDermott, Dir. Research Services 
24-0-24-0 
(See advertisement on p. 77) 

Margaret Yarbrough & Associates 
934 Shorepoint Ct. , Ste. 100 
Alameda, CA 94501 
Ph. 510-521-6900 
Fax 510-521-2130 
E-mail: marge@hooked.net 
http://www.hook.net/users/marge 
Margaret Yarbrough, President 
20-0-20-0 

Colorado 

Boulder 

Aspen Media and Market Research 
1680 35th St. 
Boulder, CO 80301 
Ph. 303-786-9500 
Fax 303-447-9029 
Hank Schaller, President 
60-60-60-60 

Tragon ,,. PROVIDING COMPLETE 
SENSORY AND MARKETING 

RESEARCH SERVICES 
Since 1974, an 
international 

leader in sensory 
evaluation, 

market research, 
product testing 

and management 
consulting. 

Providing you the 
latest tools for 

successful 
marketplace 

decisions. 

.:. Consumer Testing Services 
(CLT, Mall, In-Home) 

.:. Descri pti ve Anal ysi s (Q D A ® ) 

.:. Product Optimization (PROp®)! PACE® 

.:. Category Review 

.:. Guidance Panels 

.:. Focus Groups 

.:. Phone Interviews 

CONSULTING AND CORPORATE SEMINAR SERVICES 
Visit our /lew web site at www.tragoll.com! 

365 Convention Way 
Redwood City, CA 94063 
Phone: (650) 365- 1833 
FAX: (650) 365-3737 
e-mail: info@ tragon.com 

1400 E Lake Cook Rd. Ste. 105 
Buffalo Grove, LL 60089 
Phone: (847) 808-2080 
FAX: (847) 808-0179 
e-mail: TragonBG @aol.com 

n 



1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CAT! - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Talmey-Drake Research & Strategy, Inc. 
P.O. 80x 1070 
Boulder, CO 80306 
Ph. 303-443-5300 
Fax 303-447-9386 
Mark Miller 
54-54-54-54 

Colorado Springs 

Consumer Pulse of Colorado Springs 
The Citadel Mall, #1084 
750 Citadel Dr. E. 
Colorado Springs, CO 80909 
Ph. 719-596-6933 or 800-336-0159 
Fax 719-596-6935 
E-mail: coloradosprings@consumerpulse.com 
http://www.consumerpulse.com 
Mary Schneider, Director 
8-4-8-8 

Denver 

Accu Data Market Research , Inc. 
14221 E. 4th Ave ., Ste. 126 
Denver, CO 80111-8701 
Ph . 800-731 -3527 
Fax 303-344-0403 
E-mail: denver@accudata.cnchosl.com 
http://www.accudata.cnchost.com 
Shannon Smith 
10-0-0-0 

Colorado Market Research 
Div. of Ruth Nelson Research 
2149 S. Grape SI. 
Denver, CO 80222-5203 
Ph. 303-758-6424 
Fax 303-756-6467 
E-mail: rnncmrs@aol.com 
http://www.ruthnelsonresearchsvcs.com 
Ruth Nelson, President 
70-0-70-8 

Consumer Pulse of Denver 
The Aurora Mall 
14200 Alameda Ave. 
Aurora, CO 80012 
Ph. 303-341-1211 or 800-336-0159 
Fax 303-341-4469 
E-mail: denver@consumerpulse.com 
http://www.consumerpulse.com 
Mary Schneider, Director 
8-4-8-8 

Eagle Research - Denver 
12157 W. Cedar Dr. 
Denver, CO 80228 
Ph. 303-980-1909 
Fax 303-980-2270 or 980-5980 
E-mail: christinef@eagleresearch.com 
http://www.eagleresearch.com 
Christine Farber, Vice President 
96-96-96-96 
(See advertisement on p. 79) 

IRi Information Research Inc. 
10650 E. Bethany Dr. 
Denver, CO 80014 
Ph. 303-751-0190 
Fax 303-751-8075 
Norm Petitt, President 
15-0-15-15 

Market Perceptions, Inc. 
Healthcare Research, Inc. 
240 SI. Paul SI., Ste. 100 
Denver, CO 80206 
Ph. 303-388-0873 
Fax 303-388-3822 
E-mail: kweiss@marketperceptions 
http://www.marketperceptions.com 
15-15-15-15 

Qual ity Education Data 
1700 Lincoln SI., Ste. 3600 
Denver, CO 80203 
Ph. 303-860-1832 
Fax 303-860-0238 
E-mail: qedinfo@qeddata.com 
http://www.qeddata.com 

--;:==========================:::;--""1 Karin Hendersin, Mkt. Rsch . Dir. 
60-60-60-0 
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OBJECTIVE: 
A flexible sampling system, power-packed with options. 

551 SOLUTION: 
Rick Hoeft (Pre ident of Discovery Research Group, one of 

the nation' leading telephone interviewing companies) - "With 
S I-SNAP~ , one of our computers is not tied up while a sample 

i being generated as it wa with our old in-house sampling 
Our old system forced us to dedicate a high-end 

computer. ow, we're free to access and 
draw AP sample on any computer in 
our company. 

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

appreciate, too." 

Call SS! for sampling solutions at 

203-255-4200 or send e-mail to 

info@ssisamples.com. 

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

Partners with survey 
resea rchers since 1977 

The Research Center 
550 S. Wadsworth Blvd ., Ste. 101 
Denver, CO 80226 
Ph. 800-432-2050 or 303-935-1750 
Fax 303-935-4390 
Annie Reid, V.P. Research Svcs. 
40-25-40-40 

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

Sundel Research, Inc. 
1150 Delaware SI. 
Denver, CO 80204 
Ph. 303-623-3600 
Fax 303-825-8131 
Harvey H. Sundel , President 
30-0-30-30 

TMR, Inc. 
12250 E. Iliff Ave. 
Aurora, CO 80014 
Ph. 303-751-5300 
Fax 303-751 -5550 
Mike Felderman, General Manager 
40-40-40-40 
(See advertisement on p. 101) 

www.quirks.com Quirk's Marketing Research Review 
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Ft. Collins 

PhoneBase Research , Inc. 
1228 W. Elizabeth St., Ste. 0-8 
Ft. Collins, CO 80521 
Ph. 970-224-2202 
Fax 970-224-1152 
E-mail : pbr@verinet.com 
Todd C. Jones, President 
Gretchen Schlager Client Services 
150-150-150-150 

Connecticut 

Hartford 

Beta One, Inc. 
Focus Facility Hartford 
270 Farmington Ave., Ste. 126 
Farmington, CT 06032 
Ph. 800-447-2382 
Fax 860-677-4967 
E-mai l: B1Research@aol.com 
Cheryl Espinal , Telephone Ctr. Director 
20-0-10-0 

New Haven 

The Center For Research & Public Policy 
59 Elm St. 
New Haven, CT 06510-2023 
Ph. 203-776-9222 
Fax 203-777-1807 
E-mail: JCL@CRPP.com 
http://www.crpp.com 
Jerry C. Lindsley, President 
25-25-25-25 

Lester Telemarketing , Inc. 
19 Business Park Dr. 
Branford, CT 06405 
Ph. 203-488-5265 
Fax 203-488-5265 
E-mail: lester1 @mindspring.com 
Robert Lester, President 
100-100-100-100 

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

Stamford 

Coast To Coast Telephone Center 
1351 Washington Blvd. 
Stamford, CT 06902 
Ph. 203-325-2335 
Fax 203-325-4995 
E-mail: PhoneCTC@aol.com 
Lorraine Kweskin, V.P. Client Services 
60-60-60-44 

May 1998 www.quirks.com 

Eagle Research 
A cox.. Company 

"QJtality & Client Service" 

Quality Data Collection and Delivery 
Our emphasis is on data collection of the highest quaJ ity. We have an 

in-house research department that includes an on staff Ph.D. and statisticians 

with exceptionaJ knowledge and client service to in ure quaJ ity data and 

quick response every time. Ow-interviewer training, continuous moni toring 

and performance motivation prograrns are setting new industry standards. 

Our data processing professionals are dedicated to zero error production 

and use Wincross, Microtab and SPSS. Our experienced programmers 

offer unique expertise. Your data are offe red on paper, floppy, e-mai l or 

via modem. 

96 Station CATI Phone Centers 
Our facilities u e state-of-th e-art ACS-Query software. We' re experienced 

in handling complex questi onnaires with data collected o n CAT! or 

paper. Our expert in-house sampling team ha 

online access to all th e maj or sample supplier. 

Cutting-edge capabilities include digita l audio 

playbac k to re ponde nts a nd easy-to-read 

reports using our customized Excel reporting 

systems. In-bound 800 and remote monitoring 

i available. 

Our Commitment 
We are dedicated to being the best rather than 

the biggest research and data coUection company 

in the country. We are committed to aggressive 

investmenl in people, technology and facilities. 

We pledge to deliver accurate, reli able data on 

time - every time. CaJl Christine or Joel for a 

competitive bid. You ' ll find that working with the 

best is more affordable than you might imagine. 

Joel Reish 
Vice President 

Christine Farber 
Vice President 

ATLANTA DENVER "'IIIJ!l!!lll!!l!II _ ... 
303-980-1909 
Fax: 303-980-2270 

christinef@eaglere earch .com 

770-395-6090 
Fax: 770-671-9708 

j reish@eagleresearch .com 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

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

District of Columbia 
Aspen Systems Corporation 
2277 Research Blvd. 
Rockville, MD 20850 
Ph. 301-519-5000 
Fax 301-519-6350 
E-mail: pmcarthy@aspensys.com 
http://www.aspensys.com 
Marie Pogozelski, Mgr. Survey Operations 
20-20-20-0 

Centrac DC, LLC 
15200 Shady Grove Rd., Ste. 350 
Rockville, MD 20850 
Ph. 301-840-3850 
Fax 301-840-3859 
Jeffrey Adler, President 
100-75-100-100 

Consumer Pulse of Washington 
8310 C Old Courthouse Rd . 
Vienna, VA 22182 
Ph. 703-442-0960 or 800-336-0159 
Fax 703-442-0967 
E-mail: washington@consumerpulse.com 
http://www.consumerpulse.com 
Susan Zakrzewski, Director 
15-8-15-15 

Decision Data Collection 
1489 Chain Bridge Rd., #100 
McLean, VA 22101 
Ph. 703-556-7748 
Fax 703-356-1680 
Gary Brown, Exec. Vice President 
40-15-40-15 

Decision Data Collection 
3516 Plank Rd. 
Fredericksburg, VA 22401 
Ph. 540-785-4423 
Fax 540-785-7589 
Marie Gigliello, Office Manager 
16-0-16-0 

Metro Research Services, Inc. 
9990 Lee Hwy., Ste. 110 
Fairfax, VA 22030 
Ph. 703-385-1108 
Fax 703-385-8620 
E-mail : metrores@bellatlantic.net 
Angela Lorinchak, President 
16-0-16-0 
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National Research , Inc. 
4201 Connecticut Ave. N.w., Ste. 212 
Washington , DC 20008 
Ph. 202-686-9350 
Fax 202-686-7163 
E-mail: nri@dgsys.com 
Rebecca Craig, Vice President 
50-15-32-32 

The NPD Group, Inc. 
HTI Custom Research 
6525 Belcrest Rd., #G50 
Hyattsville, MD 20782 
Ph. 301-779-7950 
Fax 301-779-4210 
45-45-45-45 

OMR (Olchak Market Research) 
7255-A Hanover Pkwy. 
Greenbelt, MD 20770 
Ph. 301-441-4660 
Fax 301-474-4307 
E-mail : omrdc@aol.com 
http://www.OMRdc.com 
Jill L. Siegel, President 
19-0-19-15 

Shugoll Research 
7475 Wisconsin Ave. , Ste. 200 
Bethesda, MD 20814 
Ph. 800-322-4499 or 301-656-0310 
Fax 301 -657-9051 
E-mail: info@ShugoIiResearch.com 
http://www.ShugoIIResearch.com 
Rick Seale, Field Director 
20-0-20-20 

TelAc - Telephone Access, Inc. 
2200 Clarendon Blvd ., Ste. 1109 
Arlington , VA 22201 
Ph. 800-522-3447 
Fax 703-528-7117 
200-100-100-100 

Westat, Inc. 
1650 Research Blvd. 
Rockville, MD 20850 
Ph. 301-251 -1500 
Bruce Allen 
80-80-80-80 

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

Florida 

Ft. LauderdalelBoca Raton 

Ask Florida/Ask America 
P.O. Box 2682 
Pompano Beach, FL 33072 
Ph. 800-251-3666 
Mike Pettengill 
6-0-6-0 

Direct Marketing Services Group, Inc. 
7601 N. Federal Hwy., Ste. 205-B 
Boca Raton, FL 33487 
Ph. 561 -997-2324 
Fax 561-997-5844 
E-mail: sil@siltd.com 
http://www.siltd.com/dmsg.html 
25-0-8-8 

Mar's Surveys 
1700 N. University Dr., Ste. 205 
Coral Springs, FL 33071 
Ph. 954-755-2805 
Fax 954-755-3061 
E-mail: eric@marsresearch.com 
http://www.marsresearch.com 
Eric Lipson, Vice President 
40-40-40-40 

TYG Marketing, Inc. 
541 S. State Rd. 7, Ste. 7 
Ft. Lauderdale, FL 33068 
Ph. 954-968-1660 
Fax 954-968-3684 
E-mail: TYGMKTG@aol.com 
Paula Smith, President 
15-0-15-0 

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

Gainesville 

Irwin Research Associates, Inc. 
4112 N.W. 22nd Dr. 
Gainesville, FL 32605 
Ph. 352-371 -7800 
Fax 352-371-0087 
E-mail: irwints@ibm.net 
http://irwinservices.com 
Denise Henry, President 
100-100-100-100 

Perceptive Market Research, Inc. 
2306 SW. 13th St., Ste. 807 
Gainesville, FL 32608 
Ph. 800-749-6760 or 352-336-6760 
Fax 352-336-6763 
E-mail : surveys@pmrresearch.com 
http://www.pmrresearch.com 
Dr. Elaine M. Lyons-Lepke, President 
28-12-28-28 

Jacksonville 

Consumer Pulse of Jacksonville 
Rege ncy Sq uare Mall , #680 
9501 Arlington Expy. 
Jacksonville, FL 32225 
Ph . 904-723-3322 or 800-336-0159 
Fax 904-723-0048 
E-mail: jacksonville@consumerpulse.com 
http://www.consumerpulse.com 
Darcy DeWitt, Director 
6-4-6-6 

www.quirks.com Quirk's Marketing Research Review 
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Kirk Research Services, Inc. 
4521 Atlantic Blvd., Ste. D 
Jacksonville, FL 32207 
Ph. 904-858-3200 
Fax 904-858-3204 
E-mail: KirkResh@belisouth.net 
Rebecca Kirk, Vice President 
15-0-15-0 

Market Horizons, Inc. 
9452 Phillips Hwy., Ste. 5 
Jacksonville, FL 32256-1332 
Ph. 904-260-2001 or 800-393-1255 
Fax 904-260-6266 
E-mail: mkthoriz@mediaone.com 
http://www.markethorizons.com 
Charles A. McMillin, Principal/CEO 
30-30-30-30 

Ulrich Research Service, Inc. 
1734 Kingsley Ave. 
Orange Park, FL 32073 
Ph. 904-264-3282 
Fax 904-264-5582 
E-mail: ulrich@fair.net 
Nancy Ulrich, President 
20-0-20-0 

Miami 

Behavioral Science Research 
2121 Ponce de Leon Blvd., Ste. 1250 
Coral Gables, FL 33134 
Ph. 305-443-2000 
Fax 305-448-6825 
E-mail: BSR@aoi.com 
Juliette Aldana-Chiles, Dir. Field Svcs. 
30-12-30-30 

Findings International Corp. 
9100 Coral Way, Ste. 6 
Miami, FL 33165 
Ph. 305-225-6517 
Fax 305-225-6522 
E-mail: findings@interfindings.com 
Orlando Esquivel, President 
20-0-20-0 

JML Interviewing Service, Inc. 
8415 Coral Way, Ste. 201 
Miami, FL 33155 
Ph. 305-264-5780 
Fax 305-264-6419 
Jean Light, President 
10-0-10-10 

National Opinion Research Services 
760 N.W. 107th Ave ., Ste. 106 
Miami, FL 33172 
Ph. 800-940-9410 
Fax 305-553-8586 
E-mail: quality@nors.com 
http://www.nors.com 
Daniel Clapp, President 
72-52-72-72 
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Rife Market Research, Inc. 
1111 Parkcentre Blvd., Ste. 111 
Miami, FL 33169 
Ph . 305-620-4244 
Fax 305-621 -3533 
E-mail: RIFEA@aoi.com 
Sandy Palmer, Vice President 
28-0-28-28 

Strategy Research Corporation 
100 N.w. 37th Ave., 3rd fi. 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-643-5584 
E-mail: strategy@icanect.net 
http://www.strategyresearch.com 
Richard W. Tobin, President/CEO 
36-36-36-36 

Weitzman & Philip, Inc. 
California Club Mall 
850 Ives Dairy Rd . 
Miami, FL 33179 
Ph. 305-653-6323 
Fax 305-653-4016 
E-mail: dphilipl@aoi.com 
Dan Phil ip, President 
21 -0-21 -0 

Naples 

Issues and Answers Network, Inc. 
4949 Tamiami Trail North, Ste. 204 
Naples, FL 33940 
Ph . 757-456-1100 or 516-487-8339 
Fax 757-456-0377 
E-mail: info@issans.com 
Peter McGuinness, President 
29-29-29-29 
(See advertisement on p. 119) 

Orlando 

AccuData Market Research, Inc. 
520 N. Semoran Blvd., Ste. 100 
Orlando, FL 32807 
Ph. 800-831-7744 
Fax 407-282-3771 
E-mail: orlando@accudata.cnchost.com 
http://www.accudata.cnchost.com 
Mary Carrico 
12-0-12-0 

Gulf State Research Center 
Eagle Ridge Mall 
433 Ridge Dr., #211 
Lake Wales, FL 33853 
Ph. 941-676-3676 or 800-357-8842 
Fax 941-676-0471 
Tim Villar 
5-5-5-5 

Over 5~500 
research 

providers are 
just a lJ10use 

click away 

www.quirks.com 

Quim~ __________________ __ 

MARKETING RESEARCH 
Review 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored oft-premises 

Hancock Information Group, Inc. 
2180 W. State Rd . 434, Ste. 3170 
Longwood, FL 32779 
Ph. 407-682-1556 
Fax 407-682-0025 
E-mail : john.bonsall@hancockinfo.com 
70-70-70-70 

Insight Orlando, Inc. 
5828 S. Semoran Blvd. 
Orlando, FL 32822 
Ph. 407-384-8883 
Fax 407-384-9048 
E-mail: joe_hildenbrand@msn.com 
Joe Hildenbrand, Research Director 
20-0-20-20 

Barbara Nolan Market Research 
218 Jackson St. 
Maitland, FL 32751 
Ph. 407-629-8800 
Fax 407-629-7633 
E-mail: BNMR172@aol.com 
Ellen Shamblin, Field Supervisor 
38-16-38-38 

Schlesinger Associates South, Inc. 
1065 Maitland Center Commons, Ste. 204 
Maitland, FL 32751 
Ph. 407-660-1808 
Fax 407-660-9674 
E-mail: SlesSouth@aol.com 
Mary Ann Fox, Sr. Project Manager 
16-10-16-0 

Sarasota 

VNU Operations Center 
1751 Mound St. , #205 
Sarasota, FL 34236 
Ph. 941-955-9877 
70-70-70-70 

Tallahassee 

MGT of America, Inc. 
2425 Torreya Dr. 
Tallahassee, FL 32303 
Ph. 850-386-3191 
Fax 850-385-4501 
E-mail: mgt@mgtamer.com 
http://www.mgtamer.com 
Kathy Hawkins 
20-0-20-0 
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TampaJSt. Petersburg 

Communications Center, Inc. 
1010 E. Rose St. 
Lakeland, FL 33801 
Ph. 941-686-5553 
Fax 941-686-4722 
Chad Harris, Director of Operations 
72-72-72-72 

Eastern Research Services 
Counsel Square 
7551 Little Rd. 
New Port Richey, FL 34654 
Ph. 813-845-8775 
Fax 813-845-8475 
Maria Callanan, Manager 
90-90-90-90 

The Herron Group of Tampa, Inc. 
600 N. Westshore Blvd., Ste. 702 
Tampa, FL 33609 
Ph. 813-282-0866 
Fax 813-282-3553 
E-mail: herrontpa@aol.com 
http://www.herrongroup.com 
Elaine Herron-Cravens, President 
24-4-24-0 

Suburban Associates 
Conference Center 
4350 W. Cypress St. , Ste. 535 
Tampa, FL 33607 
Ph. 813-874-3423 
Fax 813-875-6789 
E-mail: WeAsk@aol.com 
Mandy O'Neill, Manager 
24-0-24-0 

Total Research Corporation 
Sunforest Executive Park 
5130 Eisenhower Blvd. 
Tampa, FL 33634 
Ph. 813-887-5544 
Fax 813-882-0293 
http://www.totalres.com 
Betty King 
80-77-80-80 

West Palm Beach 

Field & Focus, Inc. 
4020 S. 57th Ave., Ste. 103 
Lake Worth, FL 33463 
Ph. 561-965-4720 or 800-881-8301 
Fax 561-965-7439 
E-mail: fieldfocus@field-n-focus.com 
http://www.field-n-focus.com 
Sherry Lane 
30-30-25-25 

Profile Marketing Research, Inc. 
4020 S. 57th Ave ., Ste. 101 
Lake Worth, FL 33463 
Ph. 561-965-8300 
Fax 561-965-6925 
E-mail: profile@profile-mktg-res.com 
http://www.profile-mktg-res.com 
Judy A. Hoffman, President 
35-30-35-35 

Georgia 

Atlanta 

Booth Research Services, Inc. 
1120 Hope Rd., Ste. , 200 
Atlanta, GA 30350 
Ph. 770-992-2200 
Fax 770-642-4535 
E-mail: nix2003@boothresearch.com 
http://www.boothresearch .com 
Dottie Nix, V.P. Field Svcs. 
75-75-75-75 

Compass Marketing Research 
3725 DaVinci Ct., Ste. 100 
Norcross, GA 30092 
Ph. 770-448-0754 
Fax 770-416-7586 
E-mail: CMRCOMPASS@aol.com 
Larry Weltin, President 
120-120-120-120 
(See advertisement on p. 83) 

Data Research Services, Inc. 
3323 Chamblee-Dunwoody Rd. 
Chamblee, GA 30341 
Ph. 770-455-0114 
Fax 770-458-8926 
E-mail: tab@dataservice.com 
http://www.dataservice.com 
Jon A. Mitchell, Exec. Vice President 
24-16-24-24 

Eagle Research - Allanta 
One Dunwoody Park, Ste. 128 
Atlanta, GA 30338 
Ph. 770-395-6090 
Fax 770-671-9708 
E-mail: jreish@eagleresearch.com 
http://www.eagleresearch.com 
Joel Reish, Vice President 
96-96-96-96 
(See advertisement on p. 79) 

Elrick & Lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph . 770-621-7600 
Fax 770-621-7666 
E-mail: elavidge@mindspring.com 
http://www.elavidge.com 
Roger Bacik, Sr. Vice President 
56-56-56-56 

The Gallup Organization - Atlanta Downtown 
303 Peachtree St. 
One Peachtree Center, 27th fl. 
Atlanta, GA 30308 
Ph. 404-525-9930 
Fax 404-525-8645 
132-132-132-132 

IMAGES Market Research 
1718 Peachtree St. , Ste. 650 
Atlanta, GA 30309 
Ph. 404-892-2931 
Fax 404-892-8651 
E-mail: IMAGESUSA@aol.com 
Robert L. McNeil Jr. , President 
30-20-20-20 
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w ........ ~+-eCompass Marketing Research 
Discover the TR VE Course in Data Collection 

.) 
The true course is the course that is most accurate, reliable and quick. Compass points the way to service, professionalism and 
integrity in the world of data collection. We have the technology, the equipment, the facilities, the staff and supervisory 
personnel to meet your most demanding and unusual specifications. Our experienced project managers identify problems, 

recommend solutions, communicate effectively. 

FACILITIES, RECRUITING AND INTERVIEWING 
Focus Groups, One-on-One Interviews, Taste Tests, Audience Interviewing, etc. 

!- _ 'T: " 

Respondents Who Meet the Requirements 
~ .... 

- \- "' 

• On premises, supervised, validated recruiting ----- -
I ' 

• A diverse demographic population 
' ~< •• , 

• Consumers, professionals, executives, technicians, business owners 

State-of- the-Art Focus Group Suites 

• Spacious, comfortable, client viewing and respondent rooms 

• Connecting, private, client lounges with video monitor Our In-house WATS Center 

• Portable, company owned video teleconferencing 

• Latest technology for quali ty audio and video recording 

• Separate restroom facilities for clients and respondents 

• Separate client, respondent and staff entrances 

Facilities Designed to Meet Unique Research Needs 

• Test Kitchen: (7.5 x 24 ) large refrigeration units, conventional oven, 
microwave, freezer, warehouse product storage 

• Display Room: ( 25 x 29 ) wide double doors, drive up ramp to easily 
accommodate automobiles. recreation vehicles, boats, etc. 

• Multipurpose Room: 500 square foot room right off test kitchen 
ideal for taste tests, theatre seating 

• One-On-One Rooms: one-way mirror viewing, audio and 
video recording 

• CRT Telephone Interviewing: I 10 Stations 

Magellan Focus Group Room 

Display Room 

Follow your TRUE course to the best Atlanta has to offer 
Call: Larry Weltin Scott Taylor Debra Wilson 

1-800-627-7667 (In Atlanta) 770-448-0754 (fax) 770-416-7586 



1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e.g . 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be mon~ored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Jackson Associates, Inc. 
1140 Hammond Dr., Bldg. H 
Atlanta, GA 30328 
Ph. 770-394-8700 
Fax 770-394-8702 
E-mail: research@jacksonassociates.com 
http://www.jacksonassociates.com 
Margaret Hicks, President 
40-10-40-10 

Joyner Hutcheson Research , Inc. 
1900 Century Place 
Atlanta, GA 30345 
Ph. 404-321-0953 
Fax 404-634-8131 
Glenda McMahon, Study Director 
18-0-18-0 

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

Mid-America Rsch.lFacts In Focus 
Lenox Square Mall 
3393 Peachtree Rd. N.E. 
Atlanta, GA 30326 
Ph. 404-261-8011 
Fax 404-261 -5576 
E-mail : marrandhurst@att.nel.com 
Debra Wilson 
8-4-8-0 

Nordhaus Research, Inc. (8r. ) 
3355 Lenox Rd., Ste. 400 
Atlanta, GA 30326 
Ph. 404-848-8188 or 800-287-0662 
Fax 404-848-8199 
Robert Van Dam, Chairman 
14-14-14-14 
(See advertisement on p. 92) 

Quality Controlled Services 
2635 Century Pkwy., Ste. 100 
Atlanta, GA 30345 
Ph. 800-227-2974 or 404-321-0468 
Fax 404-636-3276 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Susan Lipsitz, Branch Manager 
14-0-14-0 
(See advertisement on p. 97) 

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

T & K Research Centres, Inc. 
1501 Johnson Ferry Rd., Ste. 250 
Marietta, GA 30062 
Ph. 770-578-9085 
Fax 770-977-0833 
Darlene McWilliams 
14-0-1 4-0 

V & L Research & Consulting , Inc. 
655 Village Square Dr., Ste. 101 
Stone Mountain, GA 30083 
Ph. 404-298-0139 
Fax 404-298-0026 
E-mail: VLResearch@mindspring.com 
Dydra H. Virgil, Principal 
20-12-12-12 

Whaley Research & Associates, Inc. 
5001 Riverdale CI. 
College Park, GA 30337 
Ph. 800-445-4494 
Fax 770-991-6938 
Marilynn Whaley, CEO 
50-40-40-50 

Hawaii 

Honolulu 

Market Trends Pacific, Inc. 
1136 Union Mall , Ste. 310 
Honolulu, HI 96813 
Ph. 808-532-0733 
Fax 808-532-0744 

---------------'----------------1 E-mail : mtp@lava.net 

Custom Research Based On 
A History Of Success 

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

H' h 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 

Wanda L. Kakugawa, President 
14-14-8-0 

OmniTrak Group, Inc. 
725 Davies Pacific Center 
841 Bishop SI. , Ste. 725 
Honolulu, HI 96813 
Ph. 808-528-4050 
Fax 808-538-6227 
E-mail: omntrak@aloha.net 
Frances Pirie, Vice President 
22-10-22-0 

QMark Research & Poll ing 
Pacific Tower, 19th fl. 
1001 Bishop SI. 
Honolulu, HI 96813 
Ph. 808-524-5194 
Fax 808-524-5487 
E-mail: bankersmit@starrtech.com 
http://www.starrtech.com 
Barbara Ankersmit, President 
16-0-16-0 

SMS Research & Marketing Services 
1042 Fort SI. Mall , Ste. 200 
Honolulu, HI 96813 
Ph. 808-537-3356 
Fax 808-537-2686 
Jim Dannemiller, President 
24-0-1 2-0 
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Ward Research, Inc. 
126 Queen St., Ste. 212 
Honolulu, HI 96813 
Ph. 808-522-5123 
Fax 808-522-5127 
E-mail: field@wardresearch.com 
Rebecca S. Ward, President 
11-11-11-0 

Idaho 

Boise 

Clearwater Research , Inc. 
2136 N. Cole Rd. 
Boise, I D 83704 
Ph. 208-376-3376 or 800-727-5016 
Fax 208-376-2008 
E-mail: info@clearwater-research .com 
http://www.clearwater-research.com 
Steve Swann, President 
Randy Amorebieta, Field Svcs. Dir. 
80-80-80-80 
(See advertisement on p. 84) 

Pocatello 

David's Phone Center 
505 Pershing Dr. 
Pocatello, ID 83201 
Ph. 208-232-1818 
Fax 208-232-1466 
E-mail: dcm@poky.srv.net 
David McKamey, President 
74-74-74-74 

Illinois 

Carbondale 

U.S. Research Co. 
1620 W. Main 
Carbondale, IL 62901 
Ph. 618-529-8100 
24-16-24-24 

Chicago 

Adler-Weiner Research/Chicago, Inc. 
6500 N. Lincoln Ave. , Ste. 200 
Lincolnwood, IL 60645 
Ph. 847-675-5011 
Fax 847-675-5698 
E-mail: info@awres.com 
Eileen Dorfman, v.P. Operations 
20-0-10-0 

Assistance In Marketing/Chicago 
1650 N. Arlington Heights Rd. , Ste. 208 
Arlington Heights, I L 60004 
Ph . 847-392-5500 
Fax 847-392-5841 
E-mail: AIMChicago@juno.com 
Laura Shulman, President 
8-0-8-8 
(See advertisement on p. 107) 

May 1998 www.quirks.com 

The Blackstone Group 
360 N. Michigan Ave., Ste. 1500 
Chicago, I L 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
Peter Rindskopf, Field Director 
60-60-60-60 
(See advertisement on p. 85) 

C R Market Surveys 
9510 S. Constance, Ste. C-6 
Universal City Professional Bldg. 
Chicago, IL 60617-4734 
Ph . 800-882-1983 or 773-233-0481 
Fax 773-233-0484 
E-mail: CRMS1 @aol.com 
http://www.crmarket.com 
Cherlyn Robinson, Project Coordinator 
10-0-10-0 

C/J Research, Inc. 
3150 Salt Creek Ln ., Ste. 111 
Arlington Heights, IL 60005 
Ph. 847-253-1100 
Fax 847-253-1587 
E-mail: INFO@CJR.COM 
http://www.cjr.com 
Terry Cotter, President 
60-60-60-60 

Communications Research , Inc. 
233 E. Wacker Dr. 
Chicago, I L 60601 
Ph. 312-938-0200 
Fax 312-938-8711 
Kathy Beimfohr 
25-0-25-0 

Consumer Pulse of Chicago 
Spring Hill Mall, #1140 
W. Dundee, IL 60118 
Ph. 847-428-0885 or 800-336-0159 
Fax 847-428-4554 
E-mail: chicago@consumerpulse.com 
http://www.consumerpulse.com 
Steve Lehman, Director 
9-4-9-9 

Conway/Milliken & Associates 
Marketing Research & Consulting 
875 N. Michigan Ave. 
Chicago, IL 60611 
Ph. 312-787-4060 
Fax 312-787-4156 
E-mail: cma@cmamkting.com 
http://www.cmamkting.com 
150-150-150-150 

CPR Inc. 
435 N .. LaSalle St. , Ste. 210 
P.O. Box 10884 
Chicago, IL 60610-0884 
Ph. 312-832-7744 
Fax 312-832-7745 
E-mail: Cinfo@cprchicago.com 
http://www.cprchicago.com 
Peter Morich 
15-15-15-15 

CTIS 
318 W. Adams St., 7th fl. 
Chicago, IL 60606 
Ph. 312-422-0800 
Fax 312-422-0343 
E-mail: laguilan@surveys.com 
Luis Aguilan, Facility Manager 
70-70-70-70 

Data Research, Inc. 
1319 Butterfield Rd ., Ste. 510 
Downers Grove, IL 60515 
Ph. 630-971-2880 
Fax 630-971-2267 
Frank Puglessi, CEO 
50-17-20-20 

THE BLACKSTONE GROUP 
"Where quality and time matter" 

Our national telephone research gives you access to: 

• 60+ CAT! Stations 

• Quancept® interviewing software 

• Interviewers experienced with both consumer and 
business-to-business 

• Knowledgeable research professionals 

• All types of studies, including A&U / advertising tracking, 
customer satisfaction studies 

• Commitment to quality, timeliness, value 

The Blackstone Group 
360 North Michig<lIl Avenue· Chicago, IL 60601 

tel: (8001 666-9847 • fax: (3]2) 419-8419 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-S ITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Richard Day Research 
801 Davis St. , 3rd II. 
Evanston, IL 60201-4472 
Ph. 847-328-2329 
Fax 847-328-8995 
E-mail: RDR@MCS.COM 
http://www.mcs.com/-rdr 
Richard Day, President 
32-26-32-32 

Dimension Research , Inc. 
200 W. 22nd St. , Ste . 240 
Lombard, IL 60148 
Ph. 630-916-0040 
Fax 630-916-0836 
E-mail: ava@dimensionresearch.com 
http://www.dimensionresearch.com 
Ava Powell 
64-64-64-8 

Elrick & Lavidge 
Three Westbrook Corp. Center, 6th fir. 
11301 Cermack Ctr. 
Westchester, I L 60154 
Ph. 708-449-5300 
Fax 708-449-4498 
http://www.elavidge.com 
Larry Gulledge, Sr. V.P./G.M. 
50-45-50-50 

Fieldwork Phone Center 
6200 N. Hiawatha, Ste. 700 
Chicago, IL 60646 
Ph. 773-282-0203 or 888-TO-FIELD 
Fax 773-282-6422 
E-mail: PhoneRoom@aol.com 
http://www.lieldwork.com 
Mary Pedersen, Manager 
60-60-60-60 
(See advertisement on back cover) 

Focuscope, Inc. 
1100 Lake St., Ste. 60 
Oak Park, IL 60301 
Ph. 708-386-5086 
Fax 708-386-1207 
E-mail: foscope@aol.com 
Kevin Rooney, Sr. Proj. Dir. 
31-0-31-0 

Heakin Research , Inc. 
3615 Park Dr., Ste. 101 
Olympia Fields, IL 60461 
Ph. 708-503-0100 
Fax 708-503-0101 
Kevin Heakin, Vice President 
65-65-65-65 

Inform Marketing Research 
162 W. Hubbard st. 
Chicago, IL 60610 
Ph. 312-661-0035 
Fax 312-670-7259 
E-mail: imr2000@aol.com 
Bill Drier, President 
32-32-32-32 

IRSS - International Research Support Services 
30 E. Adams, Ste. 940 
Chicago, IL 60603 
Ph. 312-553-5353 
Fax 312-641-3511 
E-mail: maureen@irss.com 
http://www.irss.com 
Maureen Clancy, President 
34-34-34-34 
(See advertisement on p. 87) 

M.A.B.2 Recruiting Services 
4334 N. Hazel St. , Ste. 210 
Chicago, IL 60613 
Ph. 773-296-6222 
Fax 773-296-1892 
Martin A. Barone II , Owner 
10-0-10-0 

Market Facts, Inc. 
National Telephone Center 
1560 Sherman Ave., Ste. 210 
Evanston, IL 60201 
Ph. 847-864-5100 
Kevin Coughlin 
68-68-68-68 

Market Facts, Inc. 
National Telephone Center 
4260 Westbrook Dr. 
Aurora, IL 60504 
Ph. 847-851-6823 
Fax 847-851-9213 
Donna Barnes 
60-60-60-60 

Market Facts, Inc. 
National Telephone Center 
1010 Lake St. 
Oak Park, IL 60301 
Ph. 847-524-2001 
Fax 847-524-2351 
Jeff Samulowitz 
90-90-90-90 

Mid-America Research/Facts In Focus 
Administrative Offices 
999 N. Elmhurst Rd., Ste. 17 
Mt. Prospect, I L 60056 
Ph. 847-392-0800 
Fax 847-870-6236 
E-mail: marrandhurst@att.net.com 
Debbie Ottenfeld 
26-10-26-10 

Mid-America Rsch '/Facts In Focus 
Randhurst Center ---------------"---------------1 999 N. Elmhurst Rd., Ste . 17 

Spacing OUf In Chicago? 
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 
very experienced at recruiting from client lists as well as our 70,000 person database. 
We've recruited studies with 400+ people. Our staff is also experienced in satisfy
ing challenging clients. When you need space & expertise for large scale testing, 
remember usl 

PRECISION 4.~ RESEARCH 

f'Ormerlv Precision field Services 

MEETING YOUR NEEDS, EXCEEDING YOUR EXPECTATIONS 

Callus fol' a cOlllplete bl'ocbuI'e: 84 7- 390- 8666 01' 

Visit OUI' Web Site: U'II'II '.p"e"es.colII 

Mt. Prospect, IL 60056 
Ph. 847-392-0800 
Fax 847-259-7259 
E-mail : marrandhurst@att.net.com 
Lori Tomoleoni 
22-1 6-16-0 

National Data Research, Inc. 
770 Frontage Rd., Ste. 110 
Northfield, IL 60093 
Ph . 847-501-3200 
Fax 847-501 -2865 
Val Maxwell , President 
18-0-18-0 

Peryam & Kroll Research Corp. 
6323 N. Avondale Ave. 
Chicago, IL 60631 
Ph. 773-774-3100 
Fax 773-774-7956 
24-0-24-0 
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Precision Research, Inc. 
O'Hare Corporate Towers 
10600 W. Higgins Rd., Ste. 100 
Rosemont, IL 60018 
Ph. 847-390-8666 
Fax 847-390-8885 
E-mail: saa@preres.com 
http://www.preres.com 
Scott Adleman , President 
30-6-30-30 
(See advertisements on pp. 60, 86) 

Public Insights, Inc. 
825 E. Golf Rd. 
Arlington Heights, IL 60005 
Ph. 847-364-5133 or 800-292-1852 
Fax 847-364-5663 
E-mail: valerie@Publiclnsights.com 
http://www.Publiclnsights.com 
Valerie Gassman, President 
16-0-16-0 

Quality Controlled Services 
2311 W. 22nd St., Ste. 100 
Oak Brook, I L 60523 
Ph. 800-322-2376 or 630-990-8300 
Fax 630-990-8188 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Candice Wysock, Branch Manager 
10-0-10-0 
(See advertisement on p. 97) 

Questions & Marketing Research Svcs. , Inc. 
19211 Henry Dr. 
Mokena, IL 60448 
Ph. 708-479-3200 
Fax 708-479-4038 
Marge Weber, President 
24-0-24-0 

The Research Group, Inc. 
Oak Mill Mall 
7900 Milwaukee, Ave. , Ste. 222 
Niles, IL 60714 
Ph . 847-966-8900 
Fax 847-966-8871 
E-mail: RGl222@aol.com 
http://www.researchgroupinc.com 
Charles Orloff, Vice President 
35-0-35-35 

Research House 
6901 N. Lincoln Ave. 
Lincolnwood, IL 60646-2605 
Ph. 847-677-4747 
Fax 847-677-7990 
Darlene Piell , Partner 
24-0-0-0 

Smith Research, Inc. 
1181-B Lake Cook Rd. 
Deerfield, IL 60015 
Ph. 847-948-0440 
Fax 847-948-8350 
Kevin Smith , President 
24-10-24-24 
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Strictly Medical Market Research 
Edens Office Plaza 
4801 W. Peterson Ave., Ste. 608 
Chicago, I L 60646 
Ph. 773-202-3500 
Fax 773-202-3511 
E-mail : lIipsutz@aol.com 
Harry Balaban 
10-0-10-0 

Survey Center, LLC 
North Pier Mall 
455 E. Illinois St. , Ste. 660 
Chicago, I L 60611 
Ph. 312-321-8100 
Fax 312-321 -8110 
E-mail: MSMITH@mcs.com 
Pam Kaplan, Director 
140-120-140-100 

TeleBusiness USA 
1945 Techny Rd ., Ste. 3 
Northbrook, IL 60062 
Ph . 847-480-1560 
Fax 847-480-6055 
E-mail: ceo@tbiz.com 
Larry Kaplan, President 
120-90-120-120 

TeleSight, Inc. 
820 N. Frankl in St. 
Chicago, IL 60610 
Ph. 312-640-2532 or 312-640-2500 
Fax 312-944-7872 
E-mail: jconover@telesight.com 
http://www.telesight.com 
Jeffrey Conover, V.P. of Bus. Dev. 
144-144-144-144 

Time N Talent Market Research 
Edens Office Plaza 
4801 W. Peterson Ave ., Ste. 608 
Chicago, IL 60646 
Ph. 773-202-3500 
Fax 773-202-3511 
E-mail: lIipsutz@aol.com 
Harry Balaban 
10-0-10-0 

Tragon Corp. 
1400 E. Lake Cook Rd ., Ste. 105 
Buffalo Grove, IL 60089 
Ph. 847-808-2080 
Fax 847-808-0179 
E-mail: tragonbg@aol.com 
http://www.tragon.com 
Sally Temple, Mgr. Midwest Ops. 
6-0-6-0 
(See advertisement on p. 77) 

U.S. Research Co. 
300 Marquardt Dr. 
Wheeling , IL 60090 
Ph. 847-520-3600 
Fax 847-520-3621 
E-mail: USR142@aol.com 
Dennis G. Hill, President 
150-40-150-100 



Codes - (e.g. 25-10-25-10) 
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monitored off-premises 

Peoria 

Scotti Research, Inc. 
1118 N. Sheridan Rd. 
Peoria, IL 61606 
Ph. 309-673-6194 
Fax 309-673-5942 
Nancy Matheis, V.P. Operations 
14-0-14-14 

Indiana 

Evansville 

Product Acceptance & Research (PAR) 
9845 Hedden Rd. 
Evansville, IN 47711-8905 
Ph. 812-867-8600 
Fax 812-867-8699 
E-mail: par@evansville.net 
http://www.par-research.com 
Woody Youngs, Sr. Vice President 
40-40-40-40 

Ft. Smith 

Dennis Research Service, Inc. 
3502 Stellhorn Rd. 
Ft. Wayne, IN 46815 
Ph. 219-485-2442 
Fax 219-485-1476 
E-mail: DRSOI@dennisresearch.com 
Pat Slater, Director 
15-0-15-15 

Walker Information 
309 Insurance Dr. 
Ft. Wayne, IN 46825-4252 
Ph. 219-484-9025 
Fax 219-482-1875 
E-mail: chuff@walkernet.com 
http://www.walkerinfo.com 
Cathy Huff, Director 
70-70-70-70 

Indianapolis 

Circle City Research Corp. 
6433 E. Washington St. , Ste. 145 
Indianapolis, IN 46219 
Ph. 317-359-2200 
Fax 317-359-2386 
Kathy DeMunbrun, President 
11-0-11-0 
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Herron Associates, Inc. 
710 Executive Park Dr. 
Greenwood, IN 46143 
Ph. 317-882-3800 or 317-236-0420 
Fax 317-882-4716 
E-mail: herron@iquest.net 
http://www.herron-research.com 
Sue Nielsen, Vice President 
24-12-24-0 

Jackson & Jackson Research , Inc. 
Fair Oaks Mall 
5144 Madison Ave ., Ste. 9 
Indianapolis, IN 46227 
Ph . 317-782-3066 
Fax 317-788-3165 
Janet Jackson, President 
11-0-11-0 

Stone Research Services 
One Park Fletcher 
2601 Fortune Cir. E. , Ste. C-200 
Indianapolis, IN 46241 
Ph. 317-227-3000 
Fax 317-227-3001 
E-mail: stone@indy.net 
Toby Stone, President 
20-20-20-20 

Strategic Marketing & Research , Inc. 
9200 Keystone Crossing, Ste. 400 
Indianapolis, IN 46240 
Ph. 317-574-7700 
Fax 317-574-7777 
Caroline Hewett, Client Services 
33-33-33-33 

Iowa 

Cedar Rapids 
Epley Marketing Services, Inc. 
Three Quail Creek Cir. 
North Liberty, IA 52317 
Ph. 319-626-2567 
Fax 319-626-8035 
E-mail: epleyms@aol.com 
Steve Epley, President 
20-20-20-20 

Frank N. Magid Associates, Inc. 
One Research Center 
Marion, IA 52302 
Ph. 319-377-7345 
Fax 319-377-5861 
E-mail: jane_cook@magid.com 
http://www.magidweb.com/ 
Jane B. Cook, V.P. Field Services 
158-158-158-158 

Davenport 

PMR-Personal Marketing Research, Inc. 
322 Brady St. 
Davenport, IA 52801 
Ph. 319-322-1960 
Fax 319-322-1370 
E-mail: permarres@aol.com 
Anne King, Vice President 
66-66-66-28 

Des Moines 

Iowa Field Research 
2302 S.w. Third. St. 
Ankeny, IA 50021 
Ph . 515-964-1379 
Fax 515-965-8270 
E-mail : tonysoares@geiifr.com 
Tony Soares, General Manager 
Deb Stearns, Dir. of Rsch Projects 
28-28-28-28 

Dubuque 
Advanced Data-Comm, Inc. 
700 Locust St., Ste. 300 
Dubuque, IA 52001 
Ph. 800-582-9501 or 319-582-9501 
Fax 319-582-2003 
E-mail: mbudde@advanced-data.com 
http://www.advanced-data.com 
Michael J. Budde, President 
200-200-200-200 

Ft. Dodge 

Rockwood Research Corp. 
916 Superior St. 
Webster City, IA 50595 
Ph. 612-631-1977 
Fax 612-631-8198 
E-mail: sales@rockwoodresearch.com 
http://www.rockwoodresearch.com 
Steve Blom, Director of Sales 
26-26-26-26 

Iowa City 

M R & A Field & Tab 
230 Plaza Center One 
Iowa City, IA 52240 
Ph. 319-466-9500 
Fax 319-466-9501 
E-mail: mraiowa@aol.com 
Sarah Fraser, Operations Manager 
80-80-80-80 

Mason City 

Directions Research Corp. 
P.O. Box 1731 
Mason City, IA 50401 
Ph. 515-423-0275 
Fax 515-423-8494 
Tom Thul , Partner 
30-25-25-25 
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Quad Cities 
(See Davenport, IA) 

Shenandoah 

Central Surveys, Inc. 
111 N. Elm SI. 
Shenandoah, IA 51601 
Ph. 712-246-1630 
Fax 712-246-5420 
E-mail: csinc@shenessex.heartland.net 
Robert W. Longman, President 
28-24-28-24 

Kansas 

Kansas City 
(See Kansas City, MO) 

Wichita 

The Research Center 
P.O. Box 820 
825 E. Douglas 
Wichita, KS 67201-0820 
Ph. 316-268-6532 
Fax 316-268-6338 
E-mail: myoung@wichitaeagle.com 
Marna Jo Young , Research Manager 
24-24-24-0 

Kentucky 

Lexington 

The Matrix Group, Inc. 
501 Darby Creek Rd. , #25 
Lexington, KY 40509 
Ph. 606-263-8177 or 800-558-6941 
Fax 606-263-1223 
E-mail: matre@lex.infi.net 
Martha L. DeReamer, President 
12-0-12-12 

Louisville 

Communications Center, Inc. 
4400 Breckenridge Ln., Ste. 320 
Louisville, KY 40218 
Ph. 502-491-4161 
Fax 502-495-1395 
Darlene Harris, Director of Operations 
72-72-72-72 

Davis Research Services, Inc. 
1850 Taylor Ave ., #7 
Louisville, KY 40213 
Ph. 502-456-4344 
Fax 502-456-4445 
E-mail: howsonrj@msn.com 
Rod Howson, Vice President 
36-36-36-36 

May 1998 www.quirks.com 

Fangman Research , Inc. 
1941 Bishop Ln., Ste. 806 
Louisville, KY 40218 
Ph. 502-456-5300 
Fax 502-456-2404 
E-mail : fangman@compuserve.com 
Allen Fangman, Exec. Vice President 
15-5-10-0 

MRK, Inc. 
Mid City Mall 
1250 Bardstown Rd. 
Louisville, KY 40204 
Ph. 502-458-4159 
Fax 502-456-5776 
Connie Pearl, President 
16-9-16-9 

National Dataquesting, Inc. 
Div. of Wilkerson & Associates 
3339 Taylorsville Rd. 
Louisville, KY 40205 
Ph . 502-452-1575 
Fax 502-459-8392 
Suzanne Elder, V.P. Field Svcs. 
80-80-80-80 

Personal Opinion, Inc. 
999 Breckenridge Ln. 
Louisville, KY 40207 
Ph. 502-899-2400 
Fax 502-899-2404 
E-mail: persnlop@iglou.com 
http://www.iglou.com/personalopinion 
Rebecca Davis 
25-22-22-5 

Southern Research Services of Louisville 
1930 Bishop Ln. 
Louisville, KY 40218 
Ph. 502-454-0771 
Fax 502-458-5773 
Sharron Hermanson, President 
54-40-54-54 

Southern Surveys, Inc. 
1519 Gagel Ave. 
Louisville, KY 40216 
Ph . 502-367-7199 
Fax 502-367-7356 
10-0-10-0 

Wilkerson & Associates 
3339 Taylorsville Rd. 
Louisville, KY 40205 
Ph. 502-459-3133 
Fax 502-459-8392 
E-mail: wassoci215@aol.com 
Steve Wilkerson, Sales Manager 
80-80-80-80 

Louisiana 

Baton Rouge 

Gulf State Research Center 
Bon Marche Mall 
7361 Florida Blvd. 
Baton Rouge, LA 70806 
Ph. 800-848-2555 or 504-926-3827 
Fax 504-925-9990 
Robert Landsberger, President 
30-10-30-0 

JKB & Associates 
2223 Quail Run Dr., C-2 
Baton Rouge, LA 70808 
Ph. 504-766-4065 
Fax 504-766-9597 
Joan Berg, Owner 
12-0-12-0 

Survey Communications, Inc. 
P. O. Box 14124 
4511 Jamestown Ave. 
Baton Rouge, LA 70898 
Ph. 504-928-0220 or 800-695-0221 
Fax 504-924-1174 
E-mail: jsb@sciresearch.com 
http://www.sciresearch.com 
John Boston, President 
70-70-70-70 

New Orleans 

Analytical Studies, Inc. 
708 Rosa Ave. 
Metairie, LA 70005 
Ph. 504-835-3508 
Myrtle Grosskopf, V.P. Field Ops. 
18-8-18-18 

Gulf State Research Center - New Orleans 
Clearview Shopping Mall 
4426 Veterans Blvd. 
Metairie, LA 70006 
Ph. BOO-845-GULF (4853) or 504-454-1737 
Kathy Gussoni, Vice President 
15-6-15-0 

Linden Research Services, Inc. 
Lakeside Mall 
3301 Veterans Blvd., Ste. 201 
Metairie, LA 70002 
Ph. 504-837-0013 
Fax 504-837-0012 
E-mail: mjgreen@accesscom.net 
http://www.lindenresearch.com 
Shannon Myers, Director of Operations 
6-6-6-0 

NGL Research Services - New Orleans 
4300 S. 1-10 Service Rd. w., Ste. 115 
Metairie, LA 70001 
Ph. 504-456-9025 
Fax 504-456-9072 
Lena Webre, Project Director 
21-8-21-0 
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Southern Spectrum Research, Inc. 
1600 Canal St., Ste. 400 
New Orleans, LA 70112 
Ph . 504-539-9222 
Fax 504-539-9228 
E-mail: Lindecuir@aol.com 
http://www.bja.com/spectrum 
Linda DeCuir, Research Coordinator 
15-0-15-0 . 

Maine 

Bangor 
Gordon Research Serivces, Inc. 
P.O. Box 9 
117-121 MiIiSt. 
Orono, ME 04473-0009 
Ph. 207-866-3597 
Fax 207-866-3775 
E-mail : grs@mint.net 
Dr. Geoffrey A. Gordon, President 
20-11-20-0 

Northeast Research, Inc. 
117 Mill St. 
P.O. Box 9 
Orono, ME 04473 
Ph. 207-866-5593 
Fax 207-866-2884 
E-mail : ner@mint.net 
Christine Kreider, Sr. Research Associate 
20-20-20-0 

Portland 

Market Decisions, Inc. 
85 E St. 
P.O. Box 2890 
South Portland, ME 04106 
Ph. 207-767-6440 or 207-767-6445 
Fax 207-767-8158 
E-mail: research@marketdecisions.com 
http://www.marketdecisions.com 
Steve Brown, Mgr. of Interviewing Svcs. 
20-12-20-20 

Seaport Surveys, Maine 
44 Oak St. 
Portland, ME 04101 
Ph. 207-756-7770 or 800-756-7710 
Fax 207-756-7777 
E-mail: jkick@gwLnet 
John Kumnick, President 
15-0-15-15 

Strategic Marketing Services 
5 Milk St. 
Portland, ME 04101 
Ph. 207-774-6738 
Fax 207-772-4842 
E-mail: panatl@worldnet.att.net 
15-0-15-0 
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Maryland 

Annapolis 

Widener-Burrows & Associates 
130 Holiday Ct., Ste. 108 
Annapolis, MD 21401 
Ph. 410-266-5343 
Fax 410-841-6380 
Dawne Widener, President 
28-0-28-0 

Baltimore 

Assistance in Markeling/Ballimore 
1410 N. Crain Hwy., Ste. 9B 
Glen Burnie, MD 21061 
Ph. 410-337-5000 
Fax 410-337-0672 
E-mail: aim@charm.net 
http://www.charm.net/- aim/ 
Kathy Skopinski 
20-0-20-0 
(See advertisement on p. 107) 

Assistance in Markeling/Baltimore 
101 E. Chesapeake Ave. 
Towson, MD 21286 
Ph. 410-337-5000 
Fax 410-337-5089 
E-mail: aim@charm.net 
http://www.charm.net/-aim/ 
Carl Iseman or Kathy Skopinski 
20-0-20-0 
(See advertisement on p. 107) 

Bay Area Research 
9936 Liberty Rd . 
Randallstown, MD 21133 
Ph. 410-922-6600 
Fax 410-922-6675 
E-mail: baya@erols.com 
Tamara Zwingelberg, President 
14-14-10-0 

Chesapeake Surveys 
4 Park Center Ct., Ste. 100 
Owing Mills, MD 21117 
Ph . 410-356-3566 
Fax 410-581-6700 
E-mail: chessurv@migkap.com 
http://chsp.nfor.com 
Elizabeth S. Beirne, Director 
20-0-20-20 
(See advertisement on p. 91) 

Consumer Pulse of Baltimore 
1232 Race Rd. 
Baltimore, MD 21237 
Ph. 410-687-3400 or 800-336-0159 
Fax 410-687-7015 
E-mail : baltimore@consumerpulse.com 
http://www.consumerpulse.com 
Kim Colwell, Director 
20-12-20-20 

Hollander Cohen & McBride 
22 West Rd ., Ste. 301 
Towson, MD 21204 
Ph. 410-337-2121 
Fax 410-337-2129 
E-mail: hcmresch@erols.com 
Scott McBride, President 
20-0-20-20 

Maryland Marketing Source, Inc. 
817 Maiden Choice Ln. 
Baltimore, MD 21228 
Ph. 410-247-3276 
Fax 410-536-1858 
E-mail: mmsi@erols.com 
Karen Medicus, Manager 
33-25-25-25 

HagerstownlFrederick 

Marketing & Research Resources, Inc. 
1303-A East Patrick St. 
Frederick, MD 21701 
Ph. 301 -694-2800 
Fax 301-694-5171 
E-mail: INFO@M-RR.com 
David Vershel , President 
Lisa Hammer, Sr. VP., Research 
64-64-64-64 

Westat, Inc. 
Telephone Center 
5303 Spectrum Dr. 
Frederick, MD 21701 
Ph. 301-251-1500 or 301-662-0027 
Bruce Allen 
84-84-84-84 

Massachusetts 
Boston 

Atlantic Marketing Research Co., Inc. 
109 State St. 
Boston, MA 02109 
Ph. 617-720-0174 
Fax 617-589-3731 
E-mail: PHOOPER111 @aol.com 
http://www.netcom.com/-atlantic 
Peter Hooper, President 
36-36-36-36 

Bernett Research Services, Inc. 
1505 Commonwealth Ave. 
Boston, MA 02134 
Ph . 617-746-2600 
Fax 617-746-2609 
E-mail: Andrew@Bernett.com 
http://www.bernett.com 
Andrew Hayes, Brother & Partner 
200-200-200-200 

Dorr & Sheff, Inc. 
190 N. Main St. 
Natick, MA 01760 
Ph. 508-650-1292 
Fax 508-650-4722 
Garry Sheff, President 
24-0-24-24 
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First Market Research Corp. 
656 Beacon St. , 6th fl. 
Boston, MA 02215 
Ph. 800-FI RST-l-l or 617-236-7080 
Fax 617-267-9080 
E-mail : mpriddy@ziplink.net 
http://www.firstmarket.com 
Margi Priddy, Project Director 
50-20-50-20 
(See advertisement on p. 48) 

Kadence Business Research 
187 Oaks Rd. 
Framingham, MA 01701 
Ph. 508-620-1222 
Fax 508-620-1223 
E-mail: kadence@msn.com 
http://www.kadence.com 
Owen Jenkins, CEO 
10-0-0-0 

Maguire Associates, Inc. 
135 South Rd. 
Bedford, MA 01730 
Ph. 781-280-2900 or 800-581-1775 
Fax 781-280-2909 
E-mail: Mail@Maguireassoc.com 
http://www.maguireassoc.com 
Kathleen Dawley, President 
24-0-0-0 

Performance Plus 
111 Speen St., Ste. 105 
Framingham, MA 01701 
Ph . 508-872-1287 
Fax 508-879-7108 
Shirley Shames, President 
32-6-32-0 

Research Data, Inc. 
624 Worcester Rd. 
Framingham, MA 01702 
Ph. 508-875-1300 
Fax 508-872-2001 
E-mail : ikenney@res-data.com 
http://www.res-data.com 
lIeen Kenney, Managing Director 
60-30-60-60 

Research Options, Inc. 
90 Rockland St. 
Hanover, MA 02339 
Ph . 781-826-7511 
Fax 781-826-7433 
E-mail: info@researchoptions.com 
http://www.researchoptions.com 
9-0-9-0 

Voicentral 
624 Worcester Rd. 
Framingham, MA 01702 
Ph. 508-820-1777 
Fax 508-872-2001 

Michigan 
Ann Arbor 
(See Detroit, MI) 

Battle Creek 

WJ Schroer Company 
Two W. Michigan Ave. 
Battle Creek, MI 49017 
Ph. 616-963-4874 
Fax 616-963-5930 
E-mail: 18abiIl2west@internetmci.com 
6-6-6-0 

Detroit 

AFFINA - The Customer Relationship Co. 
800 Kirts Blvd., Ste. 600 
Troy, MI 48084 
Ph. 248-614-8400 
Fax 248-637-1450 
E-mail: mail@affina.com 
http://www.affina.com 
Joseph J. O'Connor, President 
150-150-150-150 

Ilene Kenney, Operations Manager 
60-30-60-60 

BALTIMORE. 
A FREsH FOR YOUR 

NEXf Focus GROUP. 
People come to Baltimore to sample the city's 

world-famous seafood. 
But you can sample more than seafood in 

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

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

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

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

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

• Telephone interviewing is completely supervised at 
all times. 

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

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

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

• Convention interviewing, in-store interviewing; 
store audits and mystery shopping. 
For more information on 
your next focus group or 
telephone survey, call 
Elizabeth S. Beirne 
(410) 356-3566. 
Chesapeake Surveys is 
a member of GroupNet 
videoconferencing network 
and the NFO Research, 
Inc. Group of Companies. 

CHESAPEAKE 

SURVEYS 

Chesapeake Surveys - 4 Park Center Court - Suite 100 - Owings Mills, MD 21117- (410) 356-3566 
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Codes - (e .g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer·aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-s~e 
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monitored oN-premises 

Amrigon 
2750 S. Woodward 
Bloomfield Hills, MI 48304 
Ph. 248-332-2300 
Fax 248-333-9710 
Richard Smith , President 
192-192-192-192 

Nordbaus Research Inc. 

~ldOlfice 
20300 W. Twelve Mile Rd . • Suite 102 

Southfield, MI 48076 
Tel: 800 . 860 • 99961 Fax: 248 • 827 • 1380 

Consumer Pulse of Detroit-WATS 
725 S. Adams Rd . 
Birmingham, MI 48009 
Ph. 248-540-5330 or 800-336-0159 
Fax 248-645-5685 
E-mail: wats@consumerpulse.com 
http://www.consumerpulse.com 
Leslie Fontaine-Dyer, Director 
60-30-60-60 

Allonla Office 
3355 Lenox Rd. • Suite 400 

Atlanta. GA 30326 
Tel: 800 · 287 · 06621 Fax: 404 · 848 · 8199 

Grand Rapids Office 
2449 Camelot Court 

Grand Rapids. MI 49546 
Tel: 800 · 860 · 99961 Fax: 616 · 942 · 9189 

Crimmins & Forman Market Research 
29955 Southfield Rd. 
Southfield, MI 48076 
Ph. 248-569-7095 
Fax 248-569-8927 
E-mail : CrimForm@aol.com 
David S. Sokolowski, Dir. Mktg.lClient Svcs. 
20-10-20-20 

DataStat, Inc. 
3975 Research Park Dr. 
Ann Arbor, MI 48108 
Ph. 734-994-0540 ext. 144 
Fax 734-663-9084 
E-mail : smarcy@datastat.com 
Sherry Marcy, Sr. Vice President 
68-68-68-68 

Demand Research, Inc. 
2466 E. Stadium 
Ann Arbor, MI 48108 
Ph. 313-973-1050 
Fax 313-973-1932 
MariAnn Apley, President 
16-16-16-16 

Friedman Marketing Services 
25130 Southfield Rd., Ste. 200 
Southfield, MI 48075 
Ph. 248-569-0444 or 914-698-9591 
Fax 248-569-2813 
32-0-32-0 

Information Transfer Systems. Inc. 
1250 N. Main SI. 
Ann Arbor, MI 48104 
Ph. 800-837-7487 or 313-994-0003 
Fax 313-994-1228 
Bruce Brock, Ph.D., President 
75-75-75-75 

MORPACE International. Inc. 
Field Services 
31700 Middlebelt Rd., Ste. 200 
Farmington Hills, MI 48334 
Ph. 248-737-5300 or 800-878-7223 
Fax 248-737-5326 
E-mail: information@morpace.com 
http://www.morpace.com 
Sue Prieur, Vice President 
210-210-210-210 
(See advertisement on p. 93) 

Nordhaus Research. Inc. 
20300 W. 12 Mile Rd. 
Southfield, MI 48076 
Ph. 248-827-2400 or 800-860-9996 
Fax 248-827-1380 
Robert Van Dam, Chairman 
74-74-74-74 
(See advertisement on p. 92) 

Opinion Search 
21800 Melrose, Ste. 12 
Southfield , MI 48075 
Ph. 248-358-9922 
Fax 248-358-9914 
Joanne Levin, Vice President 
15-0-10-10 

Quirk's Marketing Research Review 



DOES YOUR CURRENT 
DATA COLLECTION PROVIDER ... 

YES NO 
Give you fast turnaround, flexibility and 

D D accurate results? 

Customize on-line sample/quota/ 
incidence disposition reports and 
allow you to pull up your own report 
from your office/home concurrent 

D D with interviewing? 

Provide programmed priority calling 
on a specific day, time, or time zone 

D D based on the exchange number? 

Program specific sample information 
directly into the text of each individual 

D D interview? 

Provide computerized randomization 
of questions and complex skip pattern 

D D management? 

Provide instant results/camera-ready 
0 0 report pages concurrent with interviewing? 

Allow you to pull your data set into Lotus 
123, Excel, SAS, or other statistical 
packages, to perform special tabulations 
or multivariate analysis with all variables 
and values pre-labeled? 

Provide a complete range of statistical 
capabilities, as well as Maplnfo geoco ing 

0 and mapping? 

IF YOUR DATA COLLECTION PROVIDER FLUNKED THIS TEST, 
CALL SUE PRIEUR AT 1-800-878-7223 FOR ALL THIS AND MORE! 

(t1p) MORPACE International, Inc. 
31700 Middlebelt Road, Farmington Hills, MJ 48334 

Tel: 800-878-7223 Fax: 248-737-5326 
E-Mail: information@morpace.com Website: www.morpace.com 



1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Quality Controlled Services 
34119 W. Twelve Mile Rd ., Ste. 360 
Farmington Hills, MI 48331 
Ph. 800-224-6322 or 248-553-4714 
Fax 248-553-7528 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Dianne Flock, Branch Manager 
70-70-70-70 
(See advertisement on p. 97) 

RDA Group 
450 Enterprise Ct. 
Bloomfield Hills, MI 48302 
Ph. 248-332-5000 
Fax 248-332-4168 
E-mail : Webmaster@rdagroup.com 
http://www.rdagroup.com 
Frank Forkin, Sr. Vice President 
80-80-80-0 

Shifrin-Hayworth 
20300 Cevic Center Dr., Ste. 207 
Southfield , MI 48076 
Ph. 248-223-0020 
Fax 248-223-0038 
E-mail: SHIFHAY@aol.com 
Arlene Speiser, V.P. Operations 
12-12-12-0 

Stander Research Associates, Inc. 
26701 Harper Ave. 
St. Clair Shores, MI 48081 
Ph. 810-778-8910 
Fax 810-778-2938 
E-mail : STANDERCO@aol.com 
David Stander, President 
27-10-27-10 

Yee/Minard & Associates, Inc. 
27300 W. 11 Mile Rd., Ste 500 
Southfield, MI 48034 
Ph. 248-352-3300 
Fax 248-352-3787 
Sue Galantowicz 
70-70-70-70 

Grand Rapids 

Barnes Research, Inc. 
4920 Plainfield N.E. 
Grand Rapids, M I 49505 
Ph. 616-363-7643 
Fax 616-363-8227 
E-mail: hrozema@aol.com 
Sana Barnes, President 
55-55-55-55 
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Datatrack, Inc. 
2401 Camelot Ct. S.E. 
Grand Rapids, MI 49546 
Ph. 616-954-0303 
Fax 616-954-0001 
E-mail : kscheppman@wirthlin.com 
Kevin Scheppman, Field Director 
40-40-30-30 

Nordhaus Research, Inc. 
2449 Camelot Ct. 
Grand Rapids, MI 49506 
Ph. 248-827-2400 or 800-860-9996 
Fax 248-827-1380 
Robert Van Dam, Chairman 
72-72-72-72 
(See advertisement on p. 92) 

Western Michigan Research, Inc. 
6159 28th St. S.E. 
Grand Rapids, MI 49546 
Ph. 616-949-8724 
Fax 616-949-8511 
Jackie Schlegelmilch, Manager 
8-8-8-8 

Lansing 

Capitol Research Services, Inc. 
2940 Lake Lansing Rd. 
East Lansing, MI 48823 
Ph. 517-333-3388 
Fax 517-333-4402 
E-mail: crs@voyager.net 
Rachelle Neal, President 
20-4-20-0 

Minnesota 

Minneapolis/St. Paul 

Anderson, Niebuhr & Associates, Inc. 
Northpark Corp. Center 
6 Pine Tree Dr., Ste. 200 
Arden Hills, MN 55112 
Ph. 612-486-8712 
Fax 612-486-0536 
E-mail : marsha@ana-inc.com 
Marsha Niebuhr 
20-20-20-20 

Angus Reid Group, Inc. 
2929 Norwest Center 
90 S. Seventh St. 
Minneapolis, MN 55402 
Ph . 612-904-6970 
Fax 612-904-6980 
http://www.angusreid .com 
Eileen Wolford, Exec. V.P., U.S. Ops. 
310-310-0-310 

COMPASS International 
1365 Corporate Center Curve 
St. Paul , MN 55121 
Ph. 612-905-8400 
Fax 612-686-9981 
E-mail: dford@compassresearch.com 
http://www.powersys.com 
David Ford, Vice President 
30-20-20-20 

Comprehensive Research 
2900 N. Rice St., Ste. 290 
St. Paul, MN 55113 
Ph. 612-481-6937 
Fax 612-481-0020 
E-mail: CRG2900@aol.com 
Craig Swager, President 
15-0-5-0 

Cook Research & Consulting , Inc. 
6600 France Ave. S., Ste. 214 
Minneapolis, MN 55435 
Ph. 612-920-6251 
Fax 612-920-1 230 
E-mail : cookresearch@worldnet.att.net 
Harold W. Cook, President 
10-0-10-10 

Custom Research Inc. 
10301 Wayzata Blvd. 
P.O. Box 26695 
Minneapolis, MN 55426 
Ph. 612-542-0800 
Fax 612-542-0864 
E-mail : custom@cresearch.com 
http://www.cresearch.com 
Liz Hanson, Vice President 
105-105-1 05-1 05 

Bette Dickinson Research, Inc. 
7468 Mariner Dr. N. 
Maple Grove, MN 55311 -2611 
Ph . 612-420-3235 
Fax 612-420-4385 
Bette Dickinson, President 
25-25-25-25 

Jeanne Drew Surveys 
5005 1/2 - 34th Ave. S. 
Minneapolis, MN 55417 
Ph. 612-729-2306 
Fax 612-729-7645 
Jeanne Drew, President 
17-0-17-0 

Focus Market Research, Inc. 
801 W. 106th St. , Ste. 201 
Minneapolis, MN 55420 
Ph. 612-881-3635 
Fax 612-881-1880 
E-mail: minneapolis@focusmarketresearch.com 
Judy Opstad, President 
20-0-20-0 

N.K. Friedrichs & Associates, Inc. 
2500 Centre Village 
431 S. Seventh St. 
Minneapolis, MN 55415 
Ph . 612-333-5400 
Fax 612-344-1408 
Doug Skipper, Mgr. Data Collection 
28-28-28-10 

Information Specialists Group, Inc. 
9905 Hamilton Rd . 
Eden Prairie, MN 55344 
Ph. 612-941 -1600 
Fax 612-942-0747 
E-mail: isg@isgmn.com 
Bob McGarry, President 
25-25-25-25 
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MarketResponse International USA, Inc. 
6442 City West Pkwy., #305 
Minneapolis, MN 55344 
Ph. 612-943-2230 
Fax 612-943-2320 
Tom Pearson, Managing Director 
147-147-147-147 

Northstar Interviewing Service, Inc. 
4660 W. 77th St., Ste. 140 
Edina, MN 55435 
Ph. 612-897-3700 
Fax 612-897-3878 
E-mail: nisiinc@aol.com 
Roger L. Maryland, President 
30-30-30-30 

C.J. Olson Market Research, Inc. 
2125 E. Hennepin Ave. , Ste. 100 
Minneapolis, MN 55413-2720 
Ph. 612-378-5040 or 800-788-0085 
Fax 612-378-5401 
E-mail: cjo@minn.net 
http://www.fouthgen .com/-cjolson 
Carolyn J. Olson, President/Owner 
14-0-14-0 

Orman Guidance Research~, Inc. 
715 Southgate Office Plaza 
5001 W. 80th St. 
Minneapolis, MN 55437-1106 
Ph . 800-605-7313 or 612-831-4911 
Fax 612-831-4913 
E-mail: Ormanguidance@compuserve.com 
Allan D. Orman, Ph.D., President 
15-0-15-0 

Quality Controlled Services 
2051 Killebrew Dr., Ste. 680 
Bloomington, MN 55425 
Ph. 800-526-5718 or 612-858-1550 
Fax 612-858-1580 
E-mail : postmaster@qcs.com 
http://www.qcs.com 
Kathleen Fischbach, Branch Manager 
16-0-16-0 
(See advertisement on p. 97) 

Research Systems, Inc. 
2000 S. Plymouth Rd ., Ste. 120 
Minnetonka, MN 55305 
Ph . 612-544-6334 
Fax 612-544-6764 
E-mail: RESSYSWHIT@aol.com 
Bill Whitney, President 
6-0-6-6 

Research Systems, Inc. 
149 E. Thompson Ave. , Ste. 200 
West St. Paul , MN 55118 
Ph. 612-455-8560 
Fax 612-455-9647 
E-mail: RESSYSWHIT@aol.com 
Kathy Riemer, Dir. of Rsch. Svcs. 
24-0-24-24 
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Rockwood Research Corp. 
651 Campus Dr. 
New Brighton, MN 55112 
Ph. 612-631-1977 
Fax 612-631-8198 
E-mail: sales@rockwoodresearch.com 
http://www.rockwoodresearch.com 
Steve Blom, Director of Sales 
6-6-0-0 

tk associates of Minneapolis, Inc. 
7701 York Ave. S., Ste. 365 
Minneapolis, MN 55435 
Ph. 612-893-1776 
Fax 612-893-0427 
JoAnne M. Tomczak, President 
18-12-18-18 

Twin City Interviewing Service, Inc. 
3225 Hennepin Ave ., S. 
Minneapolis, MN 55408 
Ph. 612-823-6214 
Fax 612-823-6215 
E-mail: TCIFISCHER@sprintmail.com 
Beth Fischer, President 
10-0-10-0 

Mississippi 

Jackson 

Southern Research Group 
460 Briarwood Dr., Ste. 300 
Jackson, MS 39206 
Ph. 601-977-0111 or 800-777-0736 
Fax 601-977-5393 
E-mail: srg1 @aol.com 
Dan C. Davis, President 
36-36-36-36 

Missouri 

Columbia 

Horizon Research Services 
409 Vandiver Dr. , Bldg. 6, Ste. 102 
Columbia, MO 65202 
Ph. 573-874-1333 
Fax 573-874-6904 
E-mail: info@horizonresearch.com 
Susan Yesilada, Vice President 
9-9-9-0 

PROVIDING TOOLS FOR A COMPETITIVE ADVANTAGE 

ACG~ 
RESEARCH 
SOLUTIONS 

Pierre Laclede Center 
7701 Forsyth Blvd. 
Sujte 1100 
St. Louis, Missouri 63105 

314-726-3403 
Fax: 314-726-2503 

Our staff provides the 
research tools Fortune 500 
clients need to achieve a 
competitive advantage. 

Let us put our experience to 
work for you in our new facilities. 

RAMSTM (Rapid Analysis 
Measurement System) Dial, an 
interactive electronic response 

technology for large groups. 

Quantitative data collection 
utilizing computer-aided 

phone interviews. 

A state-of-the-art focus 
group facility in St. Louis 

offering FREE videotaping. 

Experienced focus group 
moderators and one-on-one 

executive interviewers. 

Sophisticated database 
technology for analysis 

and warehousing. 

Multivariate analyses, 
including conjoint analysis 
and perceptual mapping. 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be mon~ored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Kansas City 

Applied Marketing Research, Inc. 
6750 West 93rd Street, Ste. 220 
Overland Park, KS 66212 
Ph. 800-381-5599 or 913-381-5599 
Fax 913-381-9444 
E-mail: dphipps@appliedmktresearch.com 
Donald L. Phipps, Principal 
15-15-15-15 

Decision Insight Field Services 
8301 State Line Rd., Ste. A 
Kansas City, MO 64114 
Ph. 816-333-1515 
Fax 816-333-7117 
http://www.decision.net 
Betsy Stewart, President 
55-50-50-50 

Market Directions, Inc. 
911 Main St., Ste. 300 
Kansas City, MO 64105 
Ph. 816-842-0020 
Fax 816-472-5177 
E-mail: chawntae@marketdirections.com 
Chawntae Applegate, Field Director 
58-58-58-20 

Market Research Institute, Inc. 
7315 Frontage Rd., #200 
Merriam, KS 66204 
Ph. 913-236-6060 
Fax 913-236-6094 
E-mail: mktresearchinstitute.com 
Don Weston, President 
30-24-30-24 

MJM Research, Inc. 
5700 Broadmoor, Ste. 710 
Mission, KS 66202 
Ph . 913-384-9494 
Fax 913-677-2727 
E-mail : cc@mjmresearch.com 
http://www.mjmresearch.com 
C.C. McCarthy 
150-24-150-0 

Quality Controlled Services 
Corporate Woods Office Park 
10875 Grandview St., Ste. 2230 
Overland Park, KS 66210 
Ph. 913-345-2200 or 800-525-1952 
Fax 913-345-9450 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Sue Triplett, Branch Manager 
30-30-30-30 
(See advertisement on p. 97) 

St. Louis 

ACG Research Solutions 
Pierre Laclede Center 
7701 Forsyth, Ste. 1100 
St. Louis, MO 63105 
Ph . 314-726-3403 
Fax 314-726-2503 
http://www.AragonConsulting.com 
Joan Miller, Manager, Field Svcs. 
40-40-40-40 
(See advertisement on p. 95) 

Communications For Research, Inc. 
P.O. Box BF 
61 E. Hwy. 8 
Steelville, MO 65565 
Ph. 573-775-4550 
Fax 573-775-4560 
E-mail: cfri@misn.com 
Jim Steber, President 
20-20-20-20 

Consumer Opinion 
10403 Clayton Rd. 
St. Louis, MO 63131 
Ph. 314-692-2686 
Fax 314-692-2427 
Kathleen Dunn, Manager 
15-5-15-0 

Consumer Opinion Council Research Center 
200 S. Hanley, Ste. 415 
St. Louis, MO 63105 
Ph. 314-863-3780 or 800-467-5959 
Fax 314-863-2880 
Subra Iyer, Manager 
13-12-12-12 

Fact Finders, Inc. 
1852 Craig Park Ct. 
St. Louis, MO 63146 
Ph . 314-469-7373 
Fax 314-469-0758 
E-mail : 104320.1660@compuserve.com 
Claire Bruno Bacon, Sr. Project Director 
40-40-40-40 

Marketeam Associates 
1807 Park 270 Dr., Ste. 300 
St. Louis, MO 63146 
Ph. 314-878-7667 
Fax 314-878-6743 
E-mail: Iwagner@doanemr.com 
Liz Wagner, Branch Manager 
60-60-60-60 

Marketing Horizons, Inc. 
1001 Craig Rd. , Ste. 100 
St. Louis, MO 63146 
Ph. 314-432-1957 
Fax 314-432-7014 
E-mail: mhorizons@stinet.com 
Stephanie Feeney, Dir. Field Svcs. 
35-33-35-35 
(See advertisement on p. 96) 

Marketing Horizons, Inc.-South 
11166 Tesson Ferry 

~=========================~ St. Louis, MO 63123 Ph. 314-432-1957 

MARKETING HORIZONS St_ Louis, MO 

314/432-1957 • 800/669-0839 • 314/432-7014 (fax) 

In an industry based on quotas and deadlines, you can have 
confidence because your project is in the hands of professionals. 

2 CONVENIENT FOCUS GROUP LOCATIONS 
IN ST. LOUIS 

West County - 10 minutes from Airport 
South County - NEW FACILITY (24x20 room) also covers 

Metro-East Illinois 

2 PHONE CENTERS 77 MONITORED CATI STATIONS 

We specialize in: business. medical. agricultural 
financial. lead generation. and 
customer satisfaction. 
Large consumer and medical databases. 

Fax 314-432-7014 
E-mail: mhorizons@stlnet.com 
Stephanie Feeney, Dir. Field Svcs. 
44-44-44-44 
(See advertisement on p. 96) 

Peters Marketing Research, Inc. 
12400 Olive Blvd., Ste. 308 
St. Louis, MO 63141-5437 
Ph . 314-469-9022 
Fax 314-469-7436 
E-mail: ptrsmkteres@aol.com 
Anne Fleming 
25-10-25-25 

Pragmatic Research, Inc. 
200 S. Hanley, Ste. 420 
St. Louis, MO 63105 
Ph. 314-863-2800 
Fax 314-863-2880 
E-mail: ds@pragmatic-research.com 
http://www.pragmatic-research.com 
Doug Sinnard, President 
20-10-20-20 
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Use QCS' QuikCalr for quick customer input. 

OCS' OuikCall System'" is the Totally Automated 
Telephone Interviewing service that excels at delivering 
customer feedback instantly, 24 hours a day, seven days 
a week. With OuikCall, respondents phone a toll-free 
number which is answered by a friendly, recorded voice 
that conducts the interview. 

OuikCall is less expensive than traditional telephone 
surveys, so you can afford larger samples for more 
informed decision-making. Data is collected continuously 
at the respondent's convenience. 

OuikCall is designed for in-bound calling or for call 

transferring and provides many value-added features, 
including a large capacity for hundreds of simultaneous 
callers. It offers several output choices as well as the ability 
to include personalized messages from your organization's 
spokesperson. It even provides a "listening facility" that 
digitally records open-ends, so you can actually hear the 
respondent's comments. 

For your data collection needs, OuikCall System from 
OCS is your best choice in interactive voice response 

tec~oi~! more, call: 1-800-325-3338 

Quality Controlled Services· 
Your Single -Source Data Solution 
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Quality Controlled Services 
Headquarters 
1375 N. Highway Dr. 
Fenton, MO 63099 
Ph. 800-325-3338 or 314-827-1773 
Fax 314-827-6761 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Terri Petrik, Telephone Studies 
(See advertisement on p. 97) 

Quality Controlled Services 
1650 Des Peres Rd ., Ste. 110 
Des Peres, MO 63131 
Ph. 800-992-2139 or 314-966-6595 
Fax 314-822-4294 
E-mail: postmaster@qcs.com 
http://www. qcs.com 
18-0-18-18 
(See advertisement on p. 97) 

Quality Controlled Services 
SI. LouisSurvey Center 
3701 S. Lindbergh, Ste. 201 
Sunset Hills, MO 63127 
Ph. 314-822-4145 
Fax 314-822-9145 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Shirley Plevyak, Branch Manager 
70-70-70-70 
(See advertisement on p. 97) 

Superior Surveys of SI. Louis, Inc. 
10403 Clayton Rd. 
SI. Louis, MO 63131 
Ph. 800-325-4982 or 314-692-2699 
Fax 314-692-2427 
E-mail: SURVEYS4U@aol.com 
Carol McGill, Partner 
25-10-10-0 

Westgate Research, Inc. 
650 Office Pkwy. 
SI. Louis, MO 63141 
Ph. 314-567-3333 
Fax 314-567-7131 
Germaine Eley, Vice President 
60-48-60-48 

Montana 

Great Falls 

Intermountain SIR, Inc. 
619 Second Ave. S. 
Great Falls, MT 59405 
Ph. 406-727-7050 
Fax 406-727-7847 
Charlotte Irish, Field Director 
8-0-8-0 

Nebraska 

Lincoln 
The Gallup Organization 
300 S. 68th Place 
Lincoln , NE 68510 
Ph. 402-489-8700 
Jean Timmerman, Dir. of Interviewing 
184-184-1 84-184 

The Gallup Organization - Lincoln Downtown 
200 N. 11th 
Lincoln, NE 68505 
Ph . 402-486-6598 
Fax 402-477-3983 
Steve Stone breaker 
220-220-220-220 

Service Research Corp. 
6201 S. 58th, Ste. A 
Lincoln , NE 68516 
Ph. 402-434-5000 
Fax 402-434-5006 
E-mail: srcbritt@aol.com 
Mike Britten, President 
22-0-22-22 

How To Find 1he 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/CAT1 stations - Highest quality - On/offpremise 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, gi ve I/H/R Research Group a call. We' ll make sure your job's 
done right and at a cost you can live with. 

I/U/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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Wiese Research Associates, Inc. 
1630 S. 70th St. , Ste. 100 
Lincoln, NE 68506 
Ph. 402-483-5054 
Fax 402-483-5259 
E-mail: Gary_Lorenzen@wraresearch.com 
Gary Lorenzen, Exec. Vice President 
54-24-54-54 

Omaha 

The Gallup Organization - Omaha 
10909 Mill Valley Rd. , #210 
Omaha, NE 68154 
Ph. 402-496-1240 
Fax 402-496-1062 
Matt Kurtz 
177-177-177-177 

Midwest Survey & Marketing 
9802 Nicholas st. 
Omaha, NE 68114 
Ph. 402-392-0755 
Fax 402-392-1068 
Dick Worick, President 
32-20-0-32 

Wiese Research Associates, Inc. 
10707 Pacific St. , Ste. 202 
Omaha, NE 68114 
Ph. 402-391-7734 
Fax 402-391-0331 
E-mail: Mary_Arkfeld@wraresearch .com 
Tom Wiese, President 
30-18-30-30 

Nevada 

Las Vegas 

I/H/R Research Group 
4440 S. Maryland Pkwy., Ste. 203 
Las Vegas, NV 89119 
Ph. 702-734-0757 
Fax 702-734-6319 
E-mail: IHRRRA@aol.com 
Lynn Stalone, Partner 
100-85-1 00-1 00 
(See advertisement on p. 98) 

Las Vegas Surveys, Inc. 
3405 S. Cambridge St. 
Las Vegas, NV 89019 
Ph. 702-650-5550 or 800-797-9877 
Fax 702-650-0729 
Carlos Kelley, V.P. Research Director 
12-0-12-0 

MRCPhone 
101 Convention Center Dr., Ste. 1005 
Las Vegas, NV 89109 
Ph. 702-734-7511 
Fax 702-734-7598 
E-mail : research@mrcgroup.com 
http://www.mrcgroup.com 
James T. Medick, Managing Director 
50-50-50-50 
(See advertisement on p. 99) 
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MRCPH®NE 

~ 

TM 

implv the best 
telephone data 
collection service 
voulll ever use. 

Guaranteed. 

1·702·734·7511 
1·702·734·7598 
101 Convention Center Drive, Suite 1005 
Las Vegas, Nevada 89109 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CAT I - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off·premises 

Reno 

C/J Research, Inc. 
Executive Plaza 
1005 Terminal Way, Ste. 202 
Reno, NV 89502 
Ph . 702-688-3777 
Fax 702-688-3788 
E-mail: INFO@CJR.COM 
http://www.cjr.com 
Lisa Mancini 
60-60-60-60 

Gaming Research Group 
P.O. Box 9058 
Reno, NV 89507 
Ph. 702-333-1223 
Fax 702-333-1224 
E-mail: markerec-inc@usa.net 
Katherine Cole, President 
7-0-4-0 

New Hampshire 

ManchesterlN ashua 

New England Interviewing, Inc. 
5 Coliseum Ave. 
Nashua, NH 03063 
Ph. 603-889-8222 
Fax 603-883-1119 
Joan Greene, President 
14-0-14-0 

New Jersey 

Northeast Shore 

Centrac, Inc. 
74 Brick Blvd. 
Bricktown, NJ 08723-7920 
Ph. 973-575-3200 
Fax 973-575-0520 
E-mail: RLeeds@centrausa.com 
http://www.centracusa.com 
Ronald Leeds, President 
100-80-80-80 

Northern New Jersey 

Bruskin/Goldring Research 
100 Metroplex Dr. 
Edison, NJ 08817 
Ph. 732-572-7300 
Fax 732-572-7980 
Irwin Korman, Exec. Vice President 
150-150-150-150 

Capricorn Tele Plus, Inc. 
198 Rte. 9 
N. Manalapan, NJ 07726 
Ph. 732-308-0500 
Fax 732-308-1314 
Tracey Kacprowicz, Dir. of Ops. 
50-25-50-50 

Focus World International, Inc. 
146 Hwy. 34, Ste. 100 
Holmdel, NJ 07733 
Ph. 732-946-0100 
Fax 732-946-0107 
E-mail: FocusWorld@worldnel.att.net 
http://www.focusworldinl.com 
Paulette Eichenholtz, President 
60-20-60-60 

Announcing the relocation of our offices to a new 
state-of-the-art facili April 6, 1998. 

, TECHNOLOGY, RESULTS. 

18 Railroad Avenue 
Rochelle Park, NT 07662 

lephone: 800-724-0222 • 201-845-3100 • Fax: 201-585-1524 
.thewatsroom.com • E-Mail louroth@thewatsroom.com 

Harte-Hanks Market Research 
10 Elizabeth SI. 
River Edge, NJ 07661-1943 
Ph. 201-342-6400 
Fax 201 -342-1709 
E-mail: research@harte-hanks.com 
40-40-40-40 

I nformation Please 
19 Main SI. 
Asbury Park, NJ 07712 
Ph. 908-776-8800 
Fax 908-776-6624 
John E. Belding, Vice President 
15-15-15-0 

JDR Marketing, Inc. 
500 N. Franklin Tpke. 
Ramsey, NJ 07446 
Ph. 201-512-2600 
Fax 201-818-3157 
Jeff Marks, Vice President 
24-24-24-24 

Schlesinger Associates, Inc. 
Executive Plaza, Ste. 400 
10 Parsonage Rd. 
Edison, NJ 08837 
Ph. 732-906-1122 
Fax 732-906-8792 
E-mail: sasmktres@aol.com 
Steven Schlesinger, PreSident 
30-0-30-30 

Statistical Research, Inc. 
111 Prospect SI. 
Westfield, NJ 07090 
Ph. 908-654-4000 
Fax 908-654-6498 
E-mail: SRI@sriresearch.com 
http://www.sriresearch.com 
Gale Metzger, President 
45-45-45-45 

Suburban Associates 
579 Franklin Tpke. 
Ridgewood, NJ 07450 
Ph. 201-447-5100 
Fax 201-447-9536 
E-mail: WeAsk@aol.com 
Andrew Edwards 
35-25-35-35 

TMR, lnc. 
Two Sylvan Way 
Parsippany, NJ 07054 
Ph. 973-829-1030 
Fax 973-829-1 031 
E-mail: joec@tmrnj.com 
Joe Calvanelli 
40-40-40-40 
(See advertisement on p. 101) 
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The Wats Room, Inc. 
18 Railroad Ave. 
Rochelle Park, NJ 07662 
Ph. 201-845-3100 or 800-724-0222 
Fax 201-845-3131 
E-mail: louroth@thewatsroom.com 
http://www.thewatsroom.com 
Lou Roth , President 
160-160-160-160 
(See advertisement on p. 100) 

Southern New Jersey 
(See Philadelphia, PAY 

Trenton 

Response Analysis Corp. 
3635 Quaker Bridge Rd. 
Trenton, NJ 08619 
Ph. 609-587-1022 
Fax 609-586-0149 
E-mail: diane.linck@response-analysis.com 
http://www.response-analysis.com 
Todd Myers 
75-75-75-75 

New Mexico 

Albuquerque 

Business Information Group, Inc. 
1114-B Pennsylvania St. N.E. 
Albuquerque, NM 87110 
Ph. 800-321-9244 or 505-265-4760 
Fax 505-265-5062 
E-mail: big@big-alb.com 
Caren Calvin, Project Manager 
10-10-10-0 

Sandia Marketing Services, Inc. 
2201 San Pedro N.E., Bldg. 1, Ste. 230 
Albuquerque, NM 87110 
Ph. 800-950-4148 
Fax 505-883-4776 
Lana Scutt, President 
14-14-14-14 

New York 

Albany 

Colwell & Salmon Communications, Inc. 
24 Computer Dr. W. 
Albany, NY 12205 
Ph. 800-724-5318 or 518-482-1596 
Fax 518-482-1998 
E-mail: Wcolwell@Colwell-Salmon.com 
http://www.colwell-salmon.com 
Wayne Colwell, Vice President 
53-20-53-53 

PhoneSolulions, L.L.C. 
433 State SI. 
Schenectady, NY 12305 
Ph. 518-346-6050 
Fax 518-346-9346 
E-mail: info@phonesolutions.com 
http://www.phonesolutions 
Mike Schlegel , President 
75-75-75-75 
(See advertisement on p. 70) 

IT'S OUR PEOPLE 
THAT MAKE THE DIFFERENCE! 

BROOMALL, PA SPRINGFIELD, PA PARSIPPANY, NJ AURORA, CO 

Tel: 1-800-220-1190 
Fax: 610-359-1824 

Tel : 610-328-1147 
Fax: 610-328-0678 

Tel : 1-800-220-3659 
Fax: 973-829-1031 

Tel : 303-751-5300 
Fax: 303-751-5550 

• your partner in national and international data collection • 
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1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e.g. 25-10-25-10) 

1. STATIONS· No. of interviewing stations at th is location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Binghamton 

Gordon S. Black Corp. 
4401 Vestal Pkwy. E. 
Vestal, NY 13850 
Ph. 607-729-5000 or 716-272-8400 
Fax 607-729-5229 
Joanne Burnash 
50-50-50-50 

Buffalo 

Buffalo Survey & Research , Inc. 
1249 Eggert Rd. 
Buffalo, NY 14226 
Ph. 716-833-6639 
Fax 716-834-6499 
Jeanette Levin , President 
8-0-8-0 

Goldhaber Research Associates 
One NFA Park 
Amherst, NY 14228 
Ph. 716-689-331 1 
Fax 716-689-3342 
http://www.goldhaber.com 
Michael J. Behlin Jr., Dir. of Mkt. Rsch. 
17-17-17-17 

I C T ResearchNFIS 
3332 Walden Ave ., Ste. 106 
Depew, NY 14043 
Ph. 716-651 -6004 
Fax 716-651-0473 
E-mail : vfis@ictgroup.com 
Mary Ellen Fasano, V.P./G.M. 
120-120-120-120 

Marketing Decisions Group, Inc. 
9141 Main St. 
Buffalo , NY 14031 
Ph. 716-634-2045 
Fax 716-634-9560 
E-mail: mdgarup@aol.com 
Arup Sen, President 
15-7-15-15 

Over 5,500 
research 

providers are 
just a mouse 

click away 

~ www.quirks.com 

Quwk~ ____________________ _ 

MARKETING RESEARCH 
Review 

Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
E-mail : sservice@surveyservice.com 
http://www.surveyservice.com 
Susan R. Adelman, President 
57 -57 -57 -57 
(See advertisement on p. 103) 

Kingston 

On-Line Communications, Inc. 
291 Wall St. , 4th fl. 
Kingston , NY 12401 
Ph. 914-331 -0061 
Fax 914-331 -7016 
E-mail: askus@on-linecom.com 
80-80-80-80 
(See advertisement on p. 111) 

New York City 
Arthur Research 
211 W. Chester St. 
Long Beach, NY 11561 
Ph. 516-432-7733 
Fax 516-432-1368 
Barbara Ruderman, Partner 
20-0-20-20 

Beta Research Corp. 
6400 Jericho Tpke. 
Syosset, NY 11 791 
Ph. 516-935-3800 
Fax 516-935-4092 
Manny Mallo, President 
45-20-45-0 

Edward Blank Associates, Inc. 
Div. of IQI 
71 W. 23rd St. 
New York, NY 10010 
Ph. 212-741 -8133 
Edward Blank, President 
200-200-200-200 

Brehl & Associates, Inc. 
11 Grace Ave ., Ste. 103 
Great Neck, NY 11021 
Ph. 516-466-6882 
Fax 516-773-0923 
Sandie Keogler 
18-0-18-0 

Brown Koff & Fried, Inc. 
112 Madison Ave. 
New York, NY 10016 
Ph. 212-779-4600 
Fax 212-779-2714 
Michael Brown 
65-16-35-35 

Central Marketing, Inc. 
30 Irving Place, 7th fl. 
New York, NY 10003 
Ph. 212-260-0070 
Fax 212-979-5647 
Carol McMahon, Partner 
90-50-90-90 
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CMR Market Research , Inc. 
518 Fifth Ave. 
New York, NY 10036 
Ph. 212-944-4545 
Fax 212-944-1969 
Joel Brown, Exec. V.P. 
20-0-20-0 

CTIS 
650 Avenue of the Americas 
New York, NY 10011 
Ph. 212-627-1277 
Fax 212-627-2034 
E-mail: nmathus@Li.com 
Nina Mathus, Exec. Vice President 
1 0-1 0-1 0-1 0 

Diversified Research, Inc. 
16 N. Astor St. 
Irvington, NY 10533 
Ph . 914-591-5440 
Fax 914-591-4013 
Michael La Velie, President 
50-25-50-0 

Ebony Marketing Research, Inc. 
2100 Bartow Ave., Ste. 243 
Bronx, NY 10475 
Ph. 718-217-0842 
Fax 718-320-3996 
E-mail: emr@interport.net 
Bruce Kirkland , Vice President 
21-0-21-15 

Gazelle International, Inc. 
114 E. 32nd st. 
Douglaston, NY 11362 
Ph. 212-686-8808 
Fax 212-686-5114 
E-mail: hnaidus@gazelleintl.com 
Douglas Calhoun, President 
30-30-30-30 

Louis Harris and Associates, Inc. 
111 Fifth Ave . 
New York, NY 10003 
Ph. 212-539-9600 
Fax 212-539-9669 
E-mail: htaylor@lha.gsbc.com 
Bob Leihman, President 
50-50-50-0 

Innovative Concepts 
960 S. Broadway 
Hicksville, NY 11801 
Ph. 516-479-2200 
Fax 516-4479-2216 
E-mail : scott@ic-mr.com 
http://www.ic-mr.com 
Scott Sycoff, Vice President 
75-75-75-75 

IPC (International Point of Contact) 
32 E. 31st St. 
New York, NY 10016 
Ph . 212-213-3303 
Fax 212-213-2554 
E-mail : RLBIPC@aol.com 
Rhoda Brooks, Partner 
40-40-40-40 

May 1998 www.quirks.com 

Macro International Inc. 
100 Avenue of the Americas 
New York, NY 10013 
Ph. 888-MACRO-US 
Fax 212-941 -7031 
E-mail : vicari@macroint.com 
http://www.macroint.com 
Mindy Rhindress, Vice President 
102-102-102-102 

Manhattan Phone Center 
115 E. 23rd St. 
New York, NY 10010 
Ph . 212-387-7550 
Fax 212-387-8180 
Larry Schneider, Sr. Vice President 
110-110-11 0-11 0 

MKTG, Inc. 
200 Carleton Ave. 
East Islip, NY 11730 
Ph. 516-277-7000 
Fax 516-277-7601 
E-mail: HowardG3@aol.com 
Howard Gershowitz, Exec. Vice President 
200-200-200-200 

"Can you start in the field immediately?" 
"I need this project finished 

yesterday. " 
"The results have to be on 
my desk in the morning." 

"My job depends on it." 

RESSURE? 
Unforgiving Deadlines? 

Stringent Budgets? 
Complex Study Parameters? 

.Just Another Day at the Office. 

SURVEY SERVICE, INC. 
191 I Sheridan Drive, Buffalo, New York 14223 

Bringing calm to the research industry 
for over 40 years. 

For relief on your next project call ... 

1 -800-507-7969 
or visit our web site at www.surveyservice.com 

CfMC Equipped Telephone Center. Pre-recruited Studies 
Focus Groups. Programming. Mall Intercepts. Field Management 



1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

MKTG, Inc. 
100 Fire Island Ave. 
Babylon, NY 11702 
Ph. 516-277-7000 
Fax 516-277-7601 
E-mail: HowardG3@aol.com 
Howard Gershowitz, Exec. Vice President 
40-35-40-40 . 

Opinion Access Corp. 
31-00 47th Ave. 
Long Island City, NY 11101 
Ph. 718-729-20AC (2622) or 888-489-0ATA (3282) 
Fax 718-729-2444 
E-mail: OAC@opinionaccess.com 
Joe Rafael, Chairman 
80-80-80-80 
(See advertisement on p. 105) 

Research Management, Inc. 
255 Oser Ave. 
Hauppauge, NY 11788 
Ph. 516-231-3277 
Fax 516-435-3287 
E-mail: resmanage1 @aol.com 
http://busreslab.com/rmi .htm 
Stewart Goldberg, Managing Director 
40-40-40-40 

Schulman, Ronca & Bucuvalas, Inc. 
145 E. 32nd St., Ste. 500 
New York, NY 10016 
Ph. 212-779-7700 
Fax 212-779-7785 
E-mail: m.schulman@srbi.com 
Mark Schulman, Ph.D, President 
150-150-150-150 

Seaport Surveys 
Financial Focus, Inc. 
135 William St. , 5th fl. 
New York, NY 10038 
Ph. 212-608-3100 or 800-347-2662 
Fax 212-608-4966 
E-mail: Seaportand@aol.com 
Andrea Waller, President 
25-0-25-25 

The Telephone Centre, Inc. 
3 Cottage Place 
New Rochelle, NY 10801 
Ph. 914-576-1100 
Fax 914-576-0469 
E-mail: ttcnr@aol.com 
Adam Fleischer, Principal 
135-135-135-135 
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U.S. Wats 
29 W. 38th St., 10th fl. 
New York, NY 10018 
Ph. 212-819-1466 
Fax 212-819-1813 
E-mail: USWats@juno.com 
Carol McDonald, Executive Director 
50-35-46-46 

Universal Survey Center 
29 W. 38th St. 
New York, NY 10018 
Ph. 212-391-5243 
Fax 212-391-5428 
E-mail : universalsc@worldnet.att.net 
Leslie Dillon, Vice President 
100-100-100-100 

Rochester 

Gordon S. Black Corp. 
135 Corporate Woods 
Rochester, NY 14623-1457 
Ph. 716-272-8400 or 800-866-7655 
Fax 716-272-8680 
Joanne Burnash 
70-70-70-70 

The Sutherland Group, Ltd. 
1160 Pittsford-Victor Rd. 
Pittsford, NY 14534 
Ph. 716-586-5757 
Fax 716-586-7508 
http://www.sutherlandgp.com 
John R. Stenrud, General Manager 
380-380-380-380 

Syracuse 

KS&R's INSITE 
5792 Widewaters Pkwy. 
Dewitt, NY 13214 
Ph. 800-645-5469 or 315-446-3403 
Fax 315-446-6719 
E-mail: jsnyder@ksrinc.com 
http://www.ksrinc.com 
Lynette Van Dyke 
60-60-60-60 

McCarthy Associates 
6075 E. Molloy Rd. 
Syracuse, NY 13211 
Ph. 315-431-0660 
Fax 315-431-0672 
John McCarthy, President 
10-10-10-10 

North Carolina 

Charlotte 

Consumer Pulse of Charlotte 
Eastland Mall 
5625 Central Ave. 
Charlotte, NC 28212 
Ph. 704-536-6067 or 800-336-0159 
Fax 704-536-2238 
E-mail: charlotte@consumerpulse.com 
http://www.consumerpulse.com 
Tracy Bryant, Director 
15-8-1 5-15 

K P C Research 
600 S. Tryon St. 
Charlotte, NC 28202 
Ph. 704-358-5757 or 800-852-2794 
Fax 704-358-5745 
Joe Denneny, Research Director 
60-36-60-36 

Leibowitz Market Research Associates 
One Parkway Plaza, Ste. 110 
4824 Parkway Plaza Blvd. 
Charlotte, NC 28217-1968 
Ph. 704-357-1961 
Fax 704-357-1965 
E-mail: tleibowitz@leibowitz-research .com 
Teri Leibowitz, President 
15-10-0-0 

MarketWise, Inc. 
831 E. Morehead St. , Ste. 150 
Charlotte, NC 28202 
Ph. 704-332-8433 or 800-849-5924 
Fax 704-332-0499 
Beverly Kothe, Pri ncipal 
22-12-22-22 

Greensboro/ 
Winston-Salem 

All Points Research 
8025 N. Point Blvd., #215E 
Winston-Salem, NC 27106 
Ph. 336-896-2200 
Fax 336-896-2201 
http://www.allpointsresearch.com 
Sherrie Aycock, Partner 
24-24-24-8 

Bellomy Research , Inc. 
2150 Country Club Rd ., Ste. 300 
Winston-Salem, NC 27104 
Ph. 800-443-7344 
Fax 336-721-1597 
E-mail: bellomy@interpath.com 
John Sessions or Carol Hefner 
150-150-150-150 
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How to turn 
one hone call 

into 10,000. 

Telephone Interviewing 

Project Coordination 

Data Management 

Data Processing 

Data Collection 

CATI System 

Predictive Dialing 

Bi-lingual Capabilities 

W're OAC-OplnlonAccess Corp. 
One phone call to us, and we're the One-Stop
Shop for your telephone interviewing, data 
management and data processing needs. 
We make the phone calls. We process the 
information. We handle your entire telephone 
interviewing project from start to finish. 

That's what makes us unique. 

Market researchers -
you manage-we coordinate. 
We know your time is valuable, so you need 
fast and efficient telephone interviewing 
capabilities, which we provide, thanks to our 
flexible CATI system, integrated with the 
most advanced predictive dialing. 
Our skilled staff of professionals gives every 
project the careful attention to detail that is 
so important for the results that you require. 

We tabulat~you celebrate. 
We do the coding, data entry, and tabulation
we give you a complete package. That means 
that from start, to finish, your entire project is 
faster and more cost-effective. 

We're OAC-Opinion Access Corp. 

We hear you. 0Einion 
Atcess Corp. 
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1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

CB & A Market Research 
1400 Westgate Center Dr., Ste. 200 
Winston-Salem, NC 27103 
Ph. 336-765-1234 
Fax 336-765-1109 
E-mail: cba@nr.infi.net 
Amy Anderson, Field Research Manager 
62-62-62-62 

Corporate Research Center, Inc. 
1 PAl Park 
Greensboro, NC 27409-9669 
Ph. 800-866-2600 
Fax 800-719-0719 
E-mail: jdeuterman@aol.com 
Nicole Scullion 
40-0-40-40 

Survey Partners of America 
2150 Country Club Rd ., Ste. 300 
Winston-Salem, NC 27104 
Ph. 800-348-8002 
Fax 336-721-1597 
Carol Hefner 
150-150-150-150 

The Telephone Centre, Inc. 
1605 Spring Garden St. 
Greensboro, NC 27403 
Ph. 910-574-3000 
Fax 910-574-3007 
E-mail : telectr@aol.com 
Liz Winter, Principal 
70-70-70-70 

RaleighlDurham 

FGI, Inc. 
206 W. Franklin St. 
Chapel Hill, NC 27516 
Ph. 919-929-7759 
Fax 919-932-8829 
E-mail: apurcell@fginc.com 
http://www.fginc.com 
Dino E. Fine, Dir. Data Collection 
100-100-100-100 

Harker Research 
6131 Falls of Neuse Rd., Ste. 112 
Raleigh, NC 27609 
Ph. 919-954-8300 
Fax 919-954-8844 
Richard Harker, President 
35-0-35-0 

Johnston, Zabor & Associates 
2222 Chapel Hill/Nelson Hwy. 
Headquarters Park, #300 
Durham, NC 27709 
Ph. 800-735-5448 
Fax 919-544-0954 
E-mail: bmartin@jza.com 
http://users.aol .com/junghk/jzahome.htm 
Brad Martin, Field Sales Manager 
45-35-45-45 
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Medical Marketing Research, Inc. 
1201 Melton Ct. 
Raleigh, NC 27615 
Ph. 919-870-6550 
Fax 919-848-2465 
E-mail: 103677.1312@compuserve.com 
http://www.mmrx.com 
George Matijow, President 
30-0-30-0 

Rocky Mount 

21 st Century Copernicus, Inc. 
P.O. Box 1218 
Tarboro, NC 27886 
Ph. 919-823-0950 
Fax 919-823-4621 
Rawls Howard Jr. , President 
52-20-20-20 

I North Dakota 
Fargo 

Teleforce, Inc. 
601 28th St. SW. 
Fargo, NO 58103 
Ph. 800-323-0810 
Fax 701-232-3482 or 232-3773 
Lynn Finch, President 
96-10-96-96 

Ohio 

Akron 

Goodyear Research Interviewing Center 
1144 Market St. , Ste. 0 
Akron, OH 44316 
Ph. 330-796-0102 
Fax 330-796-0111 
Dr. Dianne Davis, Manager 
30-30-30-30 

Telemarketing Network, Inc. 
2020 Front St. , Ste. 206 
Cuyahoga Falls, OH 44221 
Ph . 800-998-4146 
Fax 330-945-4237 
E-mail: ken@calltni.com 
http://www.calltni.com 
Ken Weitzel, Director 
48-48-48-48 

Cincinnati 

Alliance Research, Inc. 
2845 Chancellor Dr. 
Crestview Hills, KY 41017 
Ph. 606-344-0077 
Fax 606-344-0078 
E-mail: clint@allianceresearch.com 
http://www.allianceresearch.com 
Clint Brown, President 
120-120-120-120 

The Answer Group 
4665 Cornell Rd., Ste. 150 
Cincinnati, OH 45241 
Ph. 513-489-9000, ext. 212 
Fax 513-489-9130 
E-mail: MPopovich@answergroup.com 
Joan Feldon, President 
40-40-40-40 

Assistance in Marketing, Inc. 
11890 Montgomery Rd . 
Cincinnati, OH 45249 
Ph. 513-683-6600 
Fax 513-683-9177 
E-mail: PBBV03A@Prodigy.com 
Irwin Weinberg 
20-10-20-20 
(See advertisement on p. 107) 

B & B Research Services, Inc. 
8005 Plainfield Rd. 
Cincinnati, OH 45236 
Ph. 513-793-4223 
Fax 513-793-9117 
E-mail: BBRSRCH@aol.com 
Jim Moler Jr. 
20-6-20-20 

Burke, Inc. 
805 Central Ave. 
Cincinnati, OH 45202 
Ph. 513-576-5700 
Fax 513-576-5777 
E-mail: kcravens@burke.com 
http://www.burke.com 
Karen Cravens, V.P. Data Collection 
200-200-200-200 
(See advertisement on inside front cover, p. 37) 

Calo Research Services, Inc. 
10250 Alliance Rd. 
Cincinnati , OH 45242 
Ph. 513-984-9708 
Fax 513-792-7404 
Patricia A. Calo, Vice President 
14-0-14-0 

Consumer Pulse of Cincinnati 
Forest Fair Mall 
514 Forest Fair Dr. 
Cincinnati, OH 45240 
Ph. 513-671 -1211 or 800-336-0159 
Fax 513-346-4244 
E-mail: cincinnati@consumerpulse.com 
http://www.consumerpulse.com 
Susan Lake-Carpenter, Director 
12-6-12-12 

Elrick & Lavidge 
1329 Kemper Rd., Ste. 4210 
Cincinnati , OH 45246 
Ph. 513-671-4449 
Fax 513-671 -4490 
http://www.elavidge.com 
64-64-64-64 
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Fields Marketing Research, Inc. 
7979 Reading Rd. 
Cincinnati , OH 45237 
Ph. 513-821-6266 
Fax 513-679-5300 
E-mail: kenfmr@fuse.net 
http://home.fu se. netlfieldsresearch 
Bernie Kearney, Vice President 
25-25-25-25 

Market Inquiry LLC 
Affiliate of Market Inquiry & Strategy, Inc. 
5825 Creek Rd. 
Cincinnati, OH 45242 
Ph. 513-794-1088 
Fax 513-794-1176 
E-mail: marketinquiry@fuse.net 
Cathy Noyes, Managing Partner 
24-10-24-24 

Marketing Research Services, Inc. 
600 Vine St. , #2900 
Cincinnati, OH 45202 
Ph . 513-579-1555 
E-mail: rthaman@mrsi.com 
http://www.mrsi.com 
M. Randall Thaman, President 
98-98-98-80 

MarketVision Researchs 

Corporate Headquarters 
MarketVision Building 
4500 Cooper Rd. 
Cincinnati , OH 45242-5617 
Ph. 513-791-3100 

RDI Market Services 
9920 Carver Rd . 
Cincinnati , OH 45242 
Ph. 513-984-5927 
Fax 513-984-9735 

Fax 513-794-3500 
http://www. marketvisionresearch.com 
Rex L. Repass, COO 

Ronald Garner, V.P. Client Svcs. 
40-40-40-40 

Service Industry Research Systems, Inc. (SIRS) 
201 Martha Layne Collins Blvd. 50-50-50-50 

MATRIXX Marketing Research 
MATRIXX Center 
4600 Montgomery Rd . 
Cincinnati , OH 45212 
Ph. 513-458-1590 
Fax 513-841-0666 
E-mail: Igrome@matrixx.com 
http://www.matrixx.com 
Lynn Grome, Account Executive 
85-85-85-85 
(See advertisement on p. 109) 

QFACT Marketing Research, Inc. 
9908 Carver Rd . 
Cincinnati, OH 45242 
Ph. 513-891 -2271 
Fax 513-791 -7356 
E-mail: info@qfact.com 
http://www.qfact.com 

Highland Heights, KY 41076-1750 
Ph. 606-781 -9700 
Fax 606-781-8802 
E-mail: martin@nku.edu 
Scott Martin 
34-34-34-34 

Spar Burgoyne Retail Services, Inc. 
30 W. 3rd St. 
Cincinnati , OH 45202 
Ph. 513-621-7000 
Fax 513-621-9449 
http://www.sparinc.com 
Thomas R. Benken, V.P. Operations 
23-23-23-0 

Cleveland 

Mary Swart Cahall , Research Manager 
22-6-22-22 

Gordon S. Black Corp. 
945 Windham Court 
Boardman, OH 44512 
Ph . 330-758-7300 or 716-272-8400 
Fax 330-758-7709 
Joanne Burnash 
46-46-46-46 

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 
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Codes - (e.g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Business Research Services, Inc. 
Tri Pointe Building, Ste. A 
23825 Commerce Park 
Cleveland, OH 44122-5841 
Ph. 216-831-5200 or 888-831 -5200 
Fax 216-292-3048 
E-mail: busresinc@aol.com 
Barbara Elioff, Field Service Director 
25-25-25-25 

Cleveland Field Resources 
Subsidiary of National Market Measures, Inc. 
25109 Detroit Rd., Ste. 330 
Cleveland, OH 44145 
Ph . 440-892-8555 
Fax 440-892-0002 
Daniel McCafferty, Dir. Client Svcs. 
15-15-15-15 

Cleveland Field Resources 
Subsidiary of National Market Measures, Inc. 
781 Beta Dr. 
Cleveland, OH 44143 
Ph. 440-473-7766 
Fax 440-473-0428 
Kim White , Focus Group Coord. 
10-10-10-10 

Focus Groups 01 Cleveland Survey Center 
2 Summit Park Dr. , Ste. 110 
Cleveland, OH 44131 
Ph. 800-950-9010 or 216-642-8883 
Fax 216-642-8876 
Amy Morris, Exec. Director 
Betty Perry, Director 
12-3-10-0 
(See advertisement on p. 108) 

The Maffett Research Group 
22021 Brookpark Rd. 
Cleveland, OH 44126 
Ph. 440-779-1303 
Fax 440-779-3040 
Shelly Entres, Project Supervisor 
21-12-8-0 

Marketeam Associates 
3645 Warrensville Center Rd . 
Shaker Heights, OH 44122 
Ph. 216-491-9515 
Fax 216-491-8552 
E-mail: vstakes@doanemr.com 
Vaughn Stakes, Branch Manager 
30-0-30-30 

National Market Measures, Inc. 
25109 Detroit Rd., Ste. 325 
Cleveland , OH 44125 
Ph . 216-892-8555 
Fax 216-892-0002 
Luci Dudich , Field Director 
15-15-15-15 

Opinion Centers America 
22021 Brookpark Rd . 
Cleveland, OH 44126 
Ph. 440-779-3000 
Fax 440-779-3040 
E-mail: Opinionctr@aol.com 
Shelly Entres, Field Director 
40-20-30-30 

OPINIONation 
4301 Ridge Rd. 
Cleveland, OH 44144 
Ph. 216-351-4644 
Fax 216-351-7876 
E-mail : OPINION@ix.netcom.com 
Ron Kornokovich, President 
35-35-35-35 

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 
Greater Cleveland and Akron 

2 Summit Park Dr., Suite 225, Independence, OH 44131 
Call: 1-800-950-9010 or 1-216-642-8883 
Fax: 1-440-461-9525 or 1-440-642-8876 

Pat Henry Market Research, Inc. 
230 Huron Rd. N.w., Ste. 100.43 
Cleveland, OH 44113 
Ph. 216-621-3831 
Fax 216-621-8455 
E-mail: phenry3@ix.netcom.com 
Mark Kikel , V.P. of Operations 
30-25-25-25 

Rosen Research 
25906 Emery Rd. 
Cleveland, OH 44128 
Ph. 216-464-5240 
Fax 216-464-7864 
Mary Ann Sheets, Field Director 
10-0-10-0 

Columbus 

B & B Research Services, Inc. 
1365 Grandview Ave. 
Columbus, OH 43212 
Ph . 614-486-6746 
Fax 614-486-9958 
Judy Frederick, Project Director 
8-0-8-0 

Focus and Phones, Inc. 
2655 Oakstone Dr. 
Columbus, OH 43231 
Ph. 614-895-5800 
Fax 614-895-5840 
E-mail: fandpinc@infinet.com 
Lorne Dillabaugh, Field Director 
20-0-20-15 

Qual ity Controlled Services 
7634 Crosswoods Dr. 
Columbus, OH 43235 
Ph. 800-242-4118 or 614-436-2025 
Fax 614-436-7040 
E-mail : postmaster@qcs.com 
http://www.qcs.com 
Judy Golas, Branch Manager 
22-0-22-0 
(See advertisement on p. 97) 

Saperstein Associates, Inc. 
4555 N. High St. 
Columbus, OH 43214 
Ph. 614-261-0065 
Fax 614-261-0076 
Martin D. Saperstein, Ph.D., President 
21-21-21-21 

Dwight Spencer & Associates, Inc. 
1290 Grandview Ave. 
Columbus, OH 43212 
Ph. 614-488-3123 
Fax 614-421-1154 
Betty Spencer, President 
45-20-23-0 
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Dayton 

Center For Business & Economic Research 
(CBER) 

University of Dayton 
300 College Park 
Dayton, OH 45469-2110 
Ph. 937-229-2453 
Fax 937-229-2371 
E-mail: weiler@udayton.edu 
John Weiler, Director 
20-0-4-0 

QFACT Marketing Research, Inc. 
Normandy Square 
381 Miamisburg - Centerville Rd. 
Dayton, OH 45459 
Ph. 513-435-5067 
Fax 513-435-3457 
E-mail : dayton@cincy.qfact.com 
http://www.qfact.com 
Libby Sampsell, Manager 
12-0-12-12 

Toledo 

Barbour Research , Inc. 
5241 Southwyck Blvd., Ste. 201 
Toledo, OH 43614 
Ph. 419-866-3475 
Fax 419-866-3478 
E-mail : BARBOUREK@aol.com 
Emily Barbour, President 
53-53-53-53 

Creative Marketing Ent., Inc. 
1546 Dartford Rd. 
Maumee, OH 43537 
Ph. 419-867-4444 
Fax 419-867-4470 
Joyce Clevenger, Exec. V.P. 
60-60-60-0 

Great Lakes Marketing Associates 
3103 Executive Pkwy. 
Toledo, OH 43606 
Ph. 419-534-4700 
Fax 419-531 -8950 
E-mail: GLMATOL@aol.com 
http://www.greatlakesmarketing.com 
Mark lott, Principal 
20-20-20-20 

Market Research of Toledo 
3103 Executive Pkwy, Ste. 106 
Toledo, OH 43606 
Ph. 419-534-4705 
Fax 419-531 -8950 
Mark lott, Principal 
20-20-20-20 

NFO Research , Inc. 
P.O. Box 315 
Toledo, OH 43697-0315 
Ph. 419-666-8800 
Fax 419-661-8595 
Judi Jennings 
160-160-160-160 
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Oklahoma 

Oklahoma City 

Issues and Answers Network, Inc. 
301 N.w. 63rd St. , Ste. 140 
Oklahoma City, OK 73116 
Ph . 757-456-1 100 or 516-487-8339 
Fax 757-456-0377 
E-mail: info@issans.com 
Peter McGuinness, President 
67 -67 -67 -67 
(See advertisement on p. 119) 

Johnson Marketing Research, Inc. 
2915 Classen Blvd ., Ste. 350 
Oklahoma City, OK 73106 
Ph. 405-528-2700 
Fax 405-528-3238 
Patty Nichols-Casteel, President 
14-0-14-0 

MATRIXX MARKETING RESEARCH 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Oklahoma City Research 
Div. of Ruth Nelson Research 
Quail Springs Mall 
2501 W. Memorial Dr. 
Oklahoma City, OK 73134-8003 
Ph. 405-752-4710 
Fax 405-752-2344 
E-mail: rnncmrs@aoLcom 
http://www. ruthnelsonresearchsvcs.com 
Bohn Macrory, Manager 
10-0-10-0 

Oklahoma Market Research 
Data Net 
3909 Classen Blvd. , Ste. 200 
Oklahoma City, OK 73118 
Ph. 405-525-3412 
Fax 405-525-3419 
E-mail: datanet@theshop.net 
Deanna Carter, Manager 
30-20-30-30 

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

Looking for a 
professional 
moderator? 

Check out 
the Moderator 
MarketPlace™ 

in this issue 

Quirk's 
MARKID1N~-G-=--RES--:---:EAR-CH~ 

Review 

Tulsa 

Cunningham Field & Research Service 
Promenade Mall 
4107 S. Yale, Ste. LA 107 
Tulsa, OK 74135 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail: MarvelByrdCFS@DigitaLNet 
Roberta Cunningham 
10-4-10-0 

On-Line Communications, Inc. 
401 S.E. Dewey 
Bartlesville, OK 74003 
Ph. 800-483-4581 
Fax 918-338-2008 
E-mail: askus@on-linecom.com 
Peggy O'Connor, President 
120-120-120-120 
(See advertisement on p. 111) 

Tulsa Surveys 
4928 S. 79th E. Ave. 
Tulsa, OK 74145 
Ph. 918-665-3311 or 800-544-1494 
Fax 918-665-3388 
E-mail: tsurveys@aoLcom 
Dan Jarrett 
30-0-30-0 

Oregon 

Eugene 

SOFRES Intersearch 
Oregon Center 
555 Lincoln St. , Ste. C 
Eugene, OR 97401 
Ph. 215-442-9000 
http://www.sofresisearch.com 
Bruce Shandler, CEO/President 
87-87 -87 -87 

Gold Beach 

Ask America Market Research 
Ask Oregon 
P.O. Box 1461 
Gold Beach, OR 97444 
Ph. 541-247-0700 
Michael Pettengil 
8-0-8-0 

Portland 

Bardsley & Neidhart, Inc. 
1220 S.w. Morrison, Ste. 425 
Portland, OR 97205 
Ph . 503-248-9058 
Fax 503-222-3804 
E-mail: info@bnresearch.com 
http://www.bnresearch.com 
Hal Wright, General Manager 
30-30-30-30 

Consumer Opinion Services, Inc. 
991 Lloyd Center 
Portland, OR 97232 
Ph. 503-281-1278 or 206-241-6050 for bids 
Fax 503-281-1017 
E-mail: cos-info@cosvc.com 
http://www.cosvc.com 
Ann Kane, Manager 
8-0-8-0 
(See advertisement on p. 36) 

Consumer Pulse of Portland 
Clackamas Town Center 
1200 S.L 82nd Ave ., #0-2 
Portland, OR 97266 
Ph. 503-654-1390 or 800-326-0159 
Fax 503-654-1436 
E-mail : portland@consumerpulse.com 
http://www.consumerpulse.com 
Carol Woods, Director 
6-4-6-6 

CTIS 
8285 S.w. Nimbus, Ste. 180 
Beaverton, OR 97005 
Ph. 503-644-9036 
Fax 503-526-0383 
E-mail: ctisport@aoLcom 
Tamara Mathes, Facility Manager 
60-60-60-60 

Gilmore Research Group 
729 N.E. Oregon St. , Ste. 150 
Portland, OR 97232 
Ph . 503-236-4551 
Fax 503-731-5590 
http://www.gilmore-research.com 
Denise Bauman, Vice President 
20-20-20-20 

Griggs-Anderson Research 
308 S.w. First Ave. 
Portland, OR 97204-3499 
Ph. 503-241-8700 
Fax 503-241-8716 
Lesli Scott, Field Director 
59-59-59-59 

InfoTek Research Group, Inc. 
4900 S.w. Griffith Dr. , Ste. 274 
Beaverton, OR 97005 
Ph. 503-644-0644 
E-mail: Steveb@infotekresearch.com 
http://www.infotekresearch.com 
Steve Boespflug, V.PJPrincipal 
59-59-59-59 

Market Decisions Corporation 
8959 S.w. Barbur Blvd., Ste. 204 
Portland, OR 97219 
Ph. 503-245-4479 
Fax 503-245-9677 
E-mail: info@mdcresearch.com 
http://www.mdcresearch.com 
Lester Harman, Field Svcs Acct. Exec. 
46-46-32-32 
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Market Trends, Inc. 
1201 SW. 12th, Ste. 310 
Portland, OR 97205 
Ph. 503-224-4900 
Fax 503-224-0633 
E-mail: InloManager@markettrends.com 
http://www.markettrends.com 
Nissa Meier 
15-15-15-15 

Research Data Design, Inc. 
55 S.w. Yamhill , 4th II. 
Portland, OR 97204 
Ph. 503-223-7166 
Fax 503-223-6760 
E-mail: jdavid@europa.com 
Michael Starec, Project Director 
150-150-150-150 

Sorensen Associates, Inc. 
999 NW. Frontage Rd ., Ste. 190 
Troutdale, OR 97060 
Ph. 800-542-4321 
Fax 503-666-5113 
E-mail: Kristine@sorensen-associates.com 
http://www.sorensen-associates.com 
Kristine Sorensen, Field Ops. Mgr. 
25-0-25-0 

Pennsylvania 

AllentownlBethlehem 

Integrated Marketing Concepts 
3724 Crescent Ct. w. 
Whitehall , PA 18052 
Ph. 610-437-4000 
Fax 610-437-5212 
E-mail : inlo@integratedmc.com 
http://www.integratedmc.com 
Robert Williams 
50-50-50-50 

Erie 

Moore Research Services, Inc. 
2675 West 12th Street 
Erie, PA 16505 
Ph. 814-835-41 00 
Fax 814-835-4110 
E-mail: moore@erie.net 
http://www.erie.netl-moore 
Colleen Moore Mezler, Vice President 
15-5-3-3 

Lancaster 

Visions Marketing Services 
528 W. Orange St. 
Lancaster, PA 17603 
Ph. 800-222-1577 
Fax 717-295-8020 
E-mail: allan@vmsmkt.com 
Allan Geller, President 
35-35-35-35 

May 1998 www.quirks.com 

Philadelphia/Southern 
New Jersey 

Chilton Research Services 
201 King 01 Prussia Rd . 
Radnor, PA 19089-0193 
Ph. 610-964-4600 or 610-964-4694 
Fax 610-964-2904/4016 
E-mail: research@chilton.net 
http://research.chilton.net 
Pedro Geraldino, Sr. V.P. & G.M. 
350-350-350-350 
(See advertisement on p. 54) 

Consumer Pulse 01 Philadelphia 
One Plymouth Meeting Mall 
Plymouth Meeting, PA 19462 
Ph. 610-825-6636 or 800-336-0159 
Fax 610-825-6805 
E-mail: philadelphia@consumerpulse.com 
http://www.consumerpulse.com 
Eleanor Yates, Director 
15-8-15-15 

YOU'LL NEVER SUCCEED 

IN BUSINESS WITHOUT THE 

RIGHT CONNECTIONS. 

as field directors When you connect with On-Line 
Communications, you connect 
with market research data 
collection experts committed 

• Complete computerized data collection, 
coding and tabulation services 
• Affordable pricing 
• Business-to-business, consumer, 
medical and 800 inbound 

to helping your business grow. 
And to giving you the most 
responsive, personalized service 
in the industry. 

So call Peggy O'Connor today 

• 180 fully automated telephone 
tations 

at 800-483-4581 or Nancy Hayslett 
at 800-369-1265. It could be the 

••• most valuable business connec• Project specia lists trained ••• . ale ••• tlOn you ever m e. 

••• 
ON-LINE COMMUNICATIONS 

Harnessing The Power Of Informationsm 

401 S. Dewey, Bart lesvi lle, OK 74003, 918/338-2000, Fax 918/338-2008 
291 Wa ll treet, Kingston, NY 12401, 914/331-0061, Fax 914/33 1-7016 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of Interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

CTIS 
920 Town Center Dr., Ste. 1-10 
Langhorne, PA 19047 
Ph. 215-752-7266 
Fax 215-741-4893 
E-mail: mikedutka@aol.com 
Mike Dutka, Vice President 
60-60-60-60 

Delta Market Research , Inc. 
333 N. York Rd. 
Hatboro, PA 19040 
Ph. 215-674-1180 
Fax 215-674-1271 
Linda Celec, President 
23-23-23-23 

Eastern Research Services 
1001 Baltimore Pike, Ste. 208 
Springfield , PA 19064 
Ph. 610-543-0575 
Fax 610-543-2577 
E-mail: ERSPA@aol.com 
Kean Spencer, President 
40-40-40-40 

I C T ResearchNFIS 
584 Middletown Blvd. 
Langhorne, PA 19047 
Ph. 215-702-9300 
Fax 215-702-9366 
E-mail: VFIS@ictgroup.com 
Mary Ellen Fasano, V.P./G.M. 
48-48-48-48 

ICR/lnternational Communications Research 
605 W. State St. 
Media, PA 19063 
Ph. 610-565-9280 
Fax 610-565-2369 
E-mail: icr@mail.icrsurvey.com 
http://www.icrsurvey.com 
Steve McFadden, President 
250-250-250-250 
(See advertisements on pp. 47, 49, 51) 

Inter-Tel Associates, Inc. 
(Formerly Consumer/Industrial Rsch. Svcs.) 
P.O. Box 206 
Chadds Ford, PA 19317 
Ph. 610-459-5969 
Fax 610-459-7898 
E-mail: EMAILCIR@aol.com 
Gene S. Rullo, President 
40-25-40-40 

JRA, Marketing Research (J . Reckner 
Associates), Inc_ 
587 Bethlehem Pike, Ste. 800 
Montgomeryville, PA 18936-9742 
Ph. 215-822-6220 
Fax 215-822-2238 
E-mail : info@reckner.com 
http://www.reckner.com 
Frances Grubb, President 
75-40-75-75 
(See advertisement on p. 112) 

JRP Marketing Research Services 
100 Granite Dr., terrace level 
Media, PA 19063 
Ph. 610-565-8840 
Fax 610-565-8870 
Kathy McCarty 
33-15-20-20 
(See advertisement on p. 113) 

Mar's Surveys 
Cinnaminson Mall, Rte. 130 
Cinnaminson, NJ 08077 
Ph. 609-786-8514 
Fax 609-786-0480 
E-mail: marlene@marsresearch.com 
http://www.marsresearch.com 
Marlene Teblum, President 
5-0-5-0 

Mar's Surveys 
Horizon Corp. Center 
Atrium II Bldg. , Ste. 100 
Mt. Laurel, NJ 08054 
Ph. 609-235-3345 
Fax 609-235-1613 
E-mail : marlene@marsresearch.com 
http://www.marsresearch.com 
Marlene Teblum, President 
5-0-5-0 

Market Dimensions, Inc. 
176 S. New Middle Rd. , Ste. 201 
Media, PA 19063-5295 
Ph. 610-565-9610 
Fax 610-565-7293 
E-mail : mdimension@aol.com 
Peter Haldy, Principal 
30-30-30-30 

MSI International East, Inc. 
860 First Ave. , Ste. 860 
King of Prussia, PA 19406 
Ph. 610-265-2000 
Fax 610-265-2213 
E-mail: paulstr@msn.com 
Paul Strasser 
36-36-36-36 

NCO Tele-Research 
2417 Welsh Rd., Ste. 202 
Philadelphia, PA 19114 
Ph. 215-464-7000 
Fax 215-602-2354 
E-mail: Rmalmud@ncot.com 
Robert Malmud, Partner 
200-200-200-200 
(See advertisement on p. 115) 
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Phone Lab Research 
100 N. 17th St. , 4th II. 
Philadelphia, PA 19103 
Ph. 215-561-7400 
Fax 215-561-7403 
E-mail: Branderbit@aol.com 
Ileen Branderbit, President 
85-85-85-85 
(See advertisement on p. 15) 

Qua lity Controlled Services 
Two Greenwood Square 
3331 Street Rd ., Ste. 130 
Bensalem, PA 19020 
Ph. 800-752-2027 or 215-639-8035 
Fax 215-639-8224 
E-mail : postmaster@qcs.com 
http://www.qcs.com 
Lynne Sitvarin, Branch Manager 
12-0-12-0 
(See advertisement on p. 97) 

Research Incorporated 
521 Plymouth Rd ., Ste. 116 
Plymouth Meeting, PA 19462 
Ph. 610-941-2700 or 800-220-1201 
Fax 610-941-2711 
E-mail: psantoro@survdata.com 
http://www.survdata.com/research 
Phyllis Santoro, CEO 
15-12-15-15 

The Response Center 
6908 Market St., 6th II. 
Philadelphia, PA 19082 
Ph. 610-352-2800 
Fax 610-352-7382 
E-mail: admin@response-center.com 
Patrick Baldasare, President 
130-130-130-130 

Ricci Telephone Research, Inc. 
2835 West Chester Pike 
Broomall , PA 19008 
Ph. 610-356-0675 
Fax 610-356-7577 
E-mail: cjricci@inet.net 
Chris Ricci, President 
50-50-50-50 

RSVP/Research Services 
1916 Welsh Rd. 
Philadelphia, PA 19115 
Ph. 215-969-8500 
Fax 215-969-3717 
E-mail: rsvp@wiltel.net 
http://www.rsvpresearch.com 
Neil J. Bleleld, President 
65-65-65-65 
(See advertisement on p. 12) 

Sky Alland Marketing 
Research Division 
1400 Union Meeting Rd., Ste. 120 
Blue Bell, PA 19422 
Ph. 215-619-4900 
Fax 215-619-4999 
E-mail : data-group@netreach.net 
http://www.skyalland .com 
Bruce Shapiro, Center Manager 
300-300-300-300 
(See advertisement on p. 53) 
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1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

SOFRES Intersearch 
410 Horsham Rd. 
Horsham, PA 19044 
Ph. 215-442-9000 
Fax 215-442-9040 
E-mail: bshandler@intersearchcorp.com 
http://www.sofresisearch.com 
Bruce Shandler, CEO/President 
100-100-100-100 

Survey America 
1350 S. Pennsylvania Ave. 
Morrisville, PA 19067 
Ph. 215-736-1600 
Fax 215-736-5984 
E-mail : SurveyAmerica@worldnet.att.net 
Douglas Elliott, President 
35-35-35-35 

Tele-Research Center, Inc. 
2417 Welsh Rd., Ste. 202 
Philadelphia, PA 19114 
Ph. 215-464-7000 
Fax 215-602-2354 
E-mail : Rmalmud@ncot.com 
Robert Malmud, Partner 
Dan Margherita, Partner 
200-200-200-200 
(See advertisement on p. 115) 

Telespecter Worldwide 
Seven Penn Center 
1635 Market St. , Ste. 200 
Philadelphia, PA 19103 
Ph. 215-972-1777 
Fax 215-972-1788 
Mort Reich , President 
200-30-200-200 

TMR, Inc. 
1974 Sproul Rd. 
Broomall, PA 19008 
Ph. 610-359-1190 
Fax 610-359-1824 
Tom Ramsburg, Principal 
50-50-50-50 
(See advertisement on p. 101) 

Pittsburgh 

Campos Market Research 
216 Boulevard of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 
E-mail: Info@Campos.com 
http://www.campos.com 
R. Yvonne Campos, President 
40-20-40-40 
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Clark Market Research 
5933 Baum Blvd. 
Pittsburgh, PA 15206 
Ph. 412-361-3200 
Fax 412-361-3319 
E-mail: jjca5933@aol.com 
http://www.ranlog.com/jjca 
John J. Clark, President 
40-20-40-40 

Customer Contact, Inc. (CCI) 
1082 Bower Hill Rd. 
Pittsburgh, PA 15063 
Ph. 412-279-0909 
Fax 412-279-1002 
Eugenia Brandemarte, General Manager 
38-38-38-38 

Direct Feedback 
4 Station Square, Ste. 545 
Pittsburgh, PA 15219 
Ph. 412-394-3676 
Fax 412-394-3660 
Alan Mavretish, Project Manager 
20-16-20-20 

Guide Post Research 
21 Yost Blvd., Suite 400 
Pittsburgh, PA 15221-5283 
Ph. 412-823-8444 or 412-823-3232 
Fax 412-823-8300 
E-mail: GDEPST@aol.com 
Jay P. La Mond, President 
Amy Stalczynski , Field Director 
15-0-15-0 

Noble Interviewing Service, Inc. 
1610 Potomac Ave. 
Pittsburgh, PA 15216 
Ph . 412-343-6455 
Fax 412-343-3288 
Alma Noble, President 
20-0-20-0 

The Peer Group 
224 Fifth Ave. , Ste. 216 
McKeesport, PA 15132 
Ph. 412-675-5100 
Fax 412-672-4406 
Fran Leifheit, Vice President 
110-60-11 0-60 

PERT Survey Research 
454 Perry Hwy. 
West View, PA 15229 
Ph. 860-242-2005 
Fax 860-242-4857 
E-mail: pertsr@aol.com 
40-35-40-40 

Pittsburgh Phone & Focus, Inc. 
300 Mt. Lebanon Blvd., Ste. 2204 
Pittsburgh, PA 15234 
Ph. 412-341-8770 
Fax 412-341-8774 
Barbara K. Womack, President 
15-2-15-0 

SOFRES Intersearch 
I ndiana Center 
699 Philadelphia St. , Ste. 303 
Indiana, PA 15701 
Ph. 215-442-9000 
http://www.sofresisearch.com 
Bruce Shandler, CEO/President 
125-125-125-125 

TeleData Research 
1500 Ardmore Blvd. 
Pittsburgh, PA 15221 
Ph. 412-242-6200 
Fax 412-731-9510 
E-mail: drmtdr@usaor.net 
http://www.ibp.com/pitlteledata 
Diane R. Nystrom, Rsch. Unit Manager 
50-50-50-50 

State College 

Diagnostics Plus, Inc. 
1333 S. Allen St. 
State College, PA 16801 
Ph. 814-238-7936 
Fax 814-231 -7672 
E-mail: diagplus@aol.com 
http://epicom.com/diagnostics 
Paul Weener, President 
20-20-20-20 

ScrantoniWilkes Barre 

SOFRES Intersearch 
Wilkes Barre Center 
225 Stewart Rd. 
Hanover Industrial Park 
Wilkes-Barre, PA 18708 
Ph. 215-442-9000 
http://www.sofresisearch.com 
Bruce Shandler, CEO/President 
87 -87 -87 -87 

Rhode Island 

Newport 

Advantage Marketing Information, Inc. 
7 Main St., 3rd fl. 
Wickford , RI 02852 
Ph. 401-294-6910 
Fax 401-294-6661 
E-mail : 70642.2042@compuserve.com 
Rick Nagele, President 
15-0-15-0 

Providence 

Alpha Research Associates, Inc. 
395 Smith St. 
Providence, RI 02908 
Ph. 401 -861 -3400 
Fax 401-861-0062 
James P. Gaffney, President 
22-0-22-0 
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Connect Corp. 
2346 Post Rd . 
Warwick, RI 02886 
Ph. 401-736-5400 
Fax 401-736-5454 
E-mail : connectcor@aol.com 
Timothy Earnshaw, Director Research 
30-15-30-30 

South Carolina 

Columbia 

Metromark Market Research , Inc. 
3030 Devi ne St. 
Columbia, SC 29205 
Ph. 803-256-8694 
Fax 803-254-3798 
E-mail: emsmith@sprynet.com 
http://www.metromark.net 
Emerson Smith , President 
19-0-15-0 

USAnswers Opinion Research 
1201 Main St. , Ste. 1980 
Columbia, SC 29201 
Ph. 803-748-1213 
Fax 803-748-1288 
http://www.usanswers.com 

Greenville 

Carolina Market Research 
16 Cape Charles 
Greenville, SC 29615 
Ph. 864-233-5775 or 864-288-4620 
Fax 864-288-6421 
Elizabeth B. Buchanan, President 
6-0-6-0 

ProGen Research, Inc. 
2724-A Wade Hampton Blvd. 
Greenville, SC 29615 
Ph. 864-244-3435 
Fax 864-244-8283 
Maxie Freeman, Senior Partner 
22-7-22-22 

Research, Inc. 
211 Century Dr. , Ste. 102-0 
Greenville, SC 29607 
Ph. 864-232-2314 or 770-481-0292 
Fax 864-232-1408 
E-mail: Risouth@mindspring.com 
Janiell Johnson, Vice President 
28-0-28-0 
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South Dakota Tennessee 

Sioux Falls Chattanooga 

RMA, Inc. Wilkins Research 
1208 Elkhorn St. 1921 Morris Hill Rd. 

Chattanooga, TN 37421 
Ph. 423-894-9478 

Sioux Falls, SO 57104-0218 
Ph. 605-332-3386 ext 18 
Fax 605-332-8722 Fax 423-894-0942 

E-mail: Wilkins@voy.ney 
Lisa Wilkins, Manager 
32-32-32-32 

E-mail : robinson@rma-inc.com 
Rick Bauermeister, Director of Bus. Dev. 
96-96-96-96 

What are you looking for in a data 
collection supplier? 

* 

* 
* 

A full line of data collection techniques 
(CA TI, door-to-door, hard copy surveys, 
intercepts and more) 

Over 200 CA TI Stations 
Additional services that complement data collection 

(coding, tabulation, questionnaire design, 
recruiting, validation services) 

At NCO TeleResearch, you get 
all of this plus: 

* 
* 
* 
* 
* 

A commitment to serving your needs 
Constant attention to detail 
Complete, timely reporting of project progress 
Commitment to being on-time and within budget 
A proven record of success 

Call or Fax us today to 
experience real customer 
service! 

lVCOTeleResearch 
Robert Malmud Dan Margherita 

(215) 464-7000 Ext. 1 02 
FAX (215) 602-2354 

E-Mail: RMalmud@ncot.com 

(610) 352-5700 Ext.3589 
FAX(610) 352-7381 

E-Mail: DMargherita@ncot.com 
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1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Knoxville 

HMR & Associates 
2904 A. Tazewell Pike, #A 
Knoxville, TN 37918 
Ph. 423-281-0038 
Fax 423-281 -2.250 
4-0-4-0 

* FOCUS ON 

EL PASO 
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 , meoical, 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 

Memphis 
AccuData Market Research, Inc. 
1036 Oakhaven Rd. 
Memphis, TN 38119 
Ph . 901-763-0405 
Fax 901-763-0660 
E-mail : memphis@accudata.cnchost.com 
http://www.accudata.cnchost.com 
Tessa Berry, President 
12-0-12-12 

Market Development Associates, Inc. 
5050 Poplar Ave., Ste. 920 
Memphis, TN 38157 
Ph. 800-480-8334 or 901-682-1011 
Fax 800-480-0861 
E-mail: Mktdevlp@aol.com 
http://www.MDARESEARCH.com 
John Choate, President 
45-35-45-45 

PWI Research 
5100 Poplar Ave ., Ste. 3125 
Memphis, TN 38137 
Ph. 901-682-2444 
Fax 901-682-2471 
E-mail: PWIResear@aol.com 
http://www.pwiresearch.com 
Pat LaPointe, President 
35-35-35-35 

Nashville 

Elrick & Lavidge 
1850 Business Park Dr., Ste. 122-B 
Clarksville, TN 37040 
Ph. 615-920-2000 
Fax 615-920-2019 
http://www.elavidge.com 
Denise Terkos, Manager 
84-84-84-84 

The Nashville Research Group 
1161 Murfreesboro Rd. , Ste. 150 
Nashville, TN 37217 
Ph. 615-399-7727 
Fax 615-399-9171 
E-mail: TNRG@ix.netcom.com 
Glyna E. Kilpatrick, Owner/Field Director 
13-0-13-13 

Perdue Research Group 
2000 Glen Echo Rd. , Ste. 106 
Nashville, TN 37215 
Ph. 615-298-5117 
Fax 615-298-5668 
E-mail: gfuson@mindspring.com 
Greg Fuson, Acc!' Mgr./Cnsl!. 
20-16-0-0 

Texas 

Amarillo 

Opinions Unlimited, Inc. 
8201 S.w. 34th S!. 
Amarillo, TX 79121 
Ph. 806-353-4444 
Fax 806-353-4718 
E-mail: opinions@arn.net 
http://www.opinionsunlimited.com 
Neil Norwood, Vice President 
50-50-50-50 
(See advertisement on p. 117) 

Austin 

First Market Research Corp. 
2301 Hancock Dr. 
Austin, TX 78756 
Ph. 800-FIRST-TX or 512-451-4000 
Fax 512-451 -5700 
E-mail: jheiman@firstmarket.com 
http://www.firstmarket.com 
James Heiman, President 
50-35-50-50 
(See advertisement on p. 48) 

The Gallup Organization - Austin 
1016 LaPosada, Ste. 290 
Austin, TX 78752 
Ph. 512-454-5271 
Fax 512-453-3307 
Cathy Langan 
155-155-155-155 

NuStats International 
3000 Bee Caves Rd ., Ste. A300 
Austin, TX 78746 
Ph. 512-306-9065 or 800-447-8287 
Fax 512-306-9077 
E-mail: carce@nustats.com 
http://nustats.com 
Carlos H. Arce, President 
75-60-60-60 

Tammadge Market Research 
1616-B Rio Grande 
Austin, TX 78701 
Ph. 800-879-9198 or 512-474-1005 
Fax 512-370-0339 
E-mail: tammadge@jump.net 
Melissa Pepper, CSO 
35-20-35-20 

DallasIFt. Worth 
Edward Blank Associates, Inc. 
100 S. Industrial Blvd. 
Euless, TX 76040 
Ph. 212-741-8133 
Edward Blank, President 
175-175-175-175 

Edward Blank Associates, Inc. 
1201 N. Watson Rd., Ste. 100 
Arlington, TX 76006 
Ph. 212-741-8133 
Edward Blank, President 
75-75-75-75 
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Decision Analyst, Inc. 
604 Avenue H East 
Arlington, TX 76011-3100 
Ph. 817-640-6166 
Fax 817-640-6567 
E-mail: jthomas@decisionanalyst.com 
http://www.decisionanalyst.com 
Jerry W. Thomas, President/CEO 
65-65-65-65 
(See advertisement on p. 25) 

DSS Research 
711 E. Lamar Blvd., Ste. 101 
Arlington, TX 76011-3854 
Ph . 817-265-2422 
Fax 817-261 -0707 
E-mail : rgates@dssresearch.com 
http://www.dssresearch .com 
Dr. Roger Gates, President 
50-50-50-50 

Fenton Swanger Consumer Research, Inc. 
14800 Quorum Dr., Ste. 250 
Dallas, TX 75240 
Ph . 972-934-0707 
Fax 972-490-3919 
E-mail: fentn@airmail .netresearch@fenton-
swanger. com 
http://www.fentonswanger.com 
Nancy Ashmore 
30-30-30-30 

Focus On Dallas, Inc. 
Alpha Plaza 
4887 Alpha Rd., Ste. 210 
Dallas, TX 75244-4632 
Ph. 972-960-5850 or 800-824-9796 
Fax 972-960-5859 
Mary Ulrich, President 
30-0-30-0 

Information Unlimited, Inc. 
13747 Montfort, Ste. 218 
Dallas, TX 75240 
Ph. 972-386-4498 
Fax 972-450-8456 
Nancy Monnier, Vice President 
120-120-120-120 

MIA/RIC Research 
1700 Wilshire 
Denton, TX 76201 
Ph. 940-566-6668 
Fax 940-566-0671 
E-mail: david.johnson@marcresearch.com 
David Johnson 
123-123-123-123 

NorTex Research GrouplDalias 
8700 N. Stemmons Fwy., Ste. 190 
Dallas, TX 75247-3715 
Ph. 800-315-TEXX 
Fax 214-630-6769 
Kelly Lynn Ireland, Facility Director 
18-0-18-0 

Probe Research, Inc. 
2723 Valley View Ln. 
Dallas, TX 75234 
Ph. 972-241-6696 
Fax 972-241-8513 
Richard Harris, Vice President 
25-8-25-25 
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Quality Controlled Services 
2711 LBJ Freeway, Ste. 300 
Farmers Branch, TX 75234 
Ph . 800-421-2167 or 972-488-9988 
Fax 972-488-9997 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Lynn Hibben, Branch Manager 
12-0-12-0 
(See advertisement on p. 97) 

Close 
j list doesn't 
count. 

OPINIONS UNLIMITED 
A PREMIER RESEARCH CENTER 

FOCUS GROUP SUITES 
TELEPHONE INTERVIEWING 

Three Riverway 
Suite 250 

Houston, TX 77056 
713- 888-0202 

Rincon & Associates 
6060 N. Central Expwy., Ste. 670 
Dallas, TX 75206 
Ph. 214-750-0102 
Fax 214-750-1015 
E-mail : info@rinconassoc.com 
http://www.rinconassoc.com 
20-0-20-20 

Savitz Research Center, Inc. 
13747 Montfort Dr., Ste. 211 
Dallas, TX 75240 
Ph. 972-386-4050 
Fax 972-450-2507 
E-mail: hsilverman@savitz-research.com 
Harriet E. Silverman, Vice President 
120-1 20-120-120 



1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

EI Paso 

Aim Research 
10456 Brian Mooney 
EI Paso, TX 79935 
Ph. 915-591-4777 
Fax 915-595-6305 
E-mail: 76265.2167@compuserve.com 
http://www.aimresearch.com 
Linda Adams, Owner/Director 
25-20-5-0 
(See advertisement on p. 116) 

Houston 

C Q S Research, Inc. 
5851 San Felipe, Ste. 650 
Houston, TX 77057 
Ph. 713-783-9111 or 800-460-9111 
Fax 713-789-2020 
E-mail : CQSlnc@aol.com 
http://www.cqsinc.com 
Noel Roulin, President 
50-15-50-50 

The Center For Research & Public Policy 
2000 W. Loop S., 16th fl. 
Houston, TX 77027 
Ph. 203-776-9222 
Fax 203-777-1807 
E-mail: JCL@CRPP.com 
http://www.crpp.com 
Jerry Lindsley 
25-25-25-25 

Creative Consumer Research 
3945 Greenbriar 
Stafford, TX 77477 
Ph. 281-240-9646 
Fax 281 -240-3497 
Patricia Pratt, Field Director 
60-4-60-4 

The Gallup Organization 
14405 Walters Rd. , #200 
Houston, TX 77014 
Ph. 281-444-0040 
240-240-240-240 

The Gallup Organization 
13700 Veterans Memorial Dr., #410 
Houston, TX 77014 
Ph . 281 -444-9010 
130-130-130-130 

InfoPort Research 
2221 West Main 
Houston, TX 77098 
Ph. 713-524-9939 
Fax 713-524-4806 
E-mail : dp.info@pdq.net 
David Parker, Director 
10-10-10-10 
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Mar's Surveys of Texas 
3200 Wilcrest, Ste. 100 
Houston, TX 77042 
Ph. 713-266-MARS 
Fax 713-266-6276 
E-mail: eric@marsresearch.com 
http://www.marsresearch.com 
Kerry Woodward Palermo, Dir. of Ops. 
30-30-30-30 

Market Research & Analysis Field Staff, Inc. 
The Research Center 
Galleria Mall Financial Ctr., #699 
Houston, TX 77056 
Ph. 713-271-5624 
Fax 713-840-0699 
Fay Parker, President 
15-6-15-0 

MVA Research (Manney Vicks Associates) 
5851 San Felipe, Ste. 600 
Houston, TX 77057 
Ph. 713-783-9109 
Fax 713-783-4238 
80-0-80-60 

Opinions Unlimited, Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph. 713-888-0202 
Fax 713-960-1160 
E-mail: ask@opinionsunlimited.com 
http://www.opinionsunlimited.com 
Andrew Martin, Vice President 
24-8-24-0 
(See advertisement on p. 117) 

Quality Controlled Services 
17625 EI Camino Real, Ste. 100 
Houston, TX 77058 
Ph. 800-522-2385 or 281-488-8247 
Fax 281 -486-3831 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Diana Reid , Branch Manager 
20-0-12-12 
(See advertisement on p. 97) 

Quest Research 
2900 N. Loop w., 10th fl. 
Houston, TX 77092 
Ph. 713-956-6569 
Fax 713-956-2593 
E-mail: research@tqba.com 
http://www.tqba.com 
Mary Jo Martin, Dir. Rsch. & Database Mkt. 
50-50-50-50 

Voter/Consumer Research 
3845 FM 1960 w., Ste. 440 
Houston, TX 77068 
Ph . 281-893-1010 
Fax 281-893-8811 
George Workman, Vice President 
112-112-112-112 

Lubbock 

United Marketing Research 
1516 53rd St. 
Lubbock, TX 79412 
Ph. 806-744-6740 
Fax 806-744-0327 
E-mail: UMR297@internetmci.com 
David McDonald, Sales/Marketing Dir. 
90-60-80-80 

San Antonio 

Creative Consumer Research 
5411 Bandera Rd ., Ste. 307 
San Antonio, TX 78238 
Ph. 210-520-7025 
Fax 210-680-9906 
Richard Weinhold, Vice President 
50-0-50-0 

Galloway Research Services 
4346 N.w. Loop 410 
San Antonio, TX 78229-5121 
Ph. 210-734-4346 
Fax 210-732-4500 
E-mail : Gallowaytx@aol.com 
Linda K. Brazel , General Manager 
66-66-66-66 

VNU Operations Center 
4801 N.w. Loop 410, Ste. 125 
San Antonio, TX 78229 
Ph. 954-753-6043 
70-70-70-70 

Waco 

M/ AlRlC Research 
1002 Wales Dr. , Ste. 8 
Killeen , TX 76542 
Ph. 817-634-1118 
Fax 817-634-1661 
David Johnson 
164-164-164-164 

Utah 

Provo 

BRG Research Services 
500 N. 50 E. 
Provo, UT 84601 
Ph. 801 -373-9923 
Fax 801-374-2751 
Luis Carter, Director 
35-27 -35-35 

Western Wats Center 
288 W. Center St. 
Provo, UT 84601 
Ph. 801-373-7735 
Fax 801 -375-0672 
Vic Walsh 
250-250-250-250 
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Salt Lake City 

Discovery Research Group 01 Utah 
2089 E. Fort Union Blvd. 
Salt Lake City, UT 84121 
Ph. 800-678-3748 or 801-944-0326 
Fax 801-944-0550 
E-mail: mja@drgutah.com 
http://www.drgutah.com 
Tom Beggs, Director of Marketing 
300-300-300-300 
(See advertisement on p. 57) 

PGM Incorporated 
581 W. 1600 N. 
Orem, UT 84057 
Ph. 801-434-9546 
Fax 801-434-7304 
E-mail: todd@pgmincorporated.com 
http://www.pgmincorporated.com 
Todd J. Waters, V.P. of Marketing 
114-114-114-89 

PGM Incorporated 
776 N. 1200 W. 
Orem, UT 84057 
Ph. 801 -434-9546 
Fax 801-434-7304 
E-mail: todd@pgmincorporated.com 
http://www.pgmincorporated.com 
Todd J. Waters, V.P. of Marketing 
51-51-51-45 

RTNielson Company 
P.O. Box 11481 
Salt Lake City, UT 84147 
Ph. 801 -359-1345 
Fax 801 -355-6335 
E-mail: RTNielson@worldnet.att.net 
http://www.rtnielson .com 
Ron Nielson, President 
72-72-72-72 
(See advertisement on p. 3) 

Utah Market Research 
Div. of Ruth Nelson Research 
Crossroads Plaza Mall 
50 S. Main St. 
Salt Lake City, UT 84144-0103 
Ph. 801-363-8726 
Fax 801 -321-4904 
E-mail: rnncmrs@aol.com 
http://www.ruthnelsonresearchsvcs.com 
Cheri Ingram, Manager 
10-0-10-0 

Valley Research , Inc. 
1800 S.w. Temple, Ste. A226-1 
Salt Lake City, UT 84115-1851 
Ph . 801-467-4476 
Fax 801-487-5820 
E-mail: valley@valley-research.com 
http://www.valley-research.com 
Sherri Guiver, v.P. Operations 
28-20-28-28 

Wirthlin Worldwide 
1998 S. Columbia Ln . 
Orem, UT 84097-8052 
Ph. 801-226-1524 
Fax 801-226-3483 
E-mail: inquires@wirthlin.com 
http://www.wirthlin.com 
Kevin Crandall, Director 
117-96-117-96 
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St. George 
PGM Incorporated 
1325 S. 320 E., #6 
st. George, UT 84790 
Ph. 801-434-9546 
Fax 801-434-7304 
E-mail: todd@pgmincorporated.com 
http://www.pgmincorporated.com 
Todd J. Waters, V.P. of Marketing 
36-36-36-36 

Vermont 

Burlington 
Action Research 
3 Baldwin Ave. 
S. Burlington, VT 05403 
Ph. 802-862-4370 or 800-545-7168 
Fax 802-862-2349 
E-mail: samo@actionr.com 
http://www.actionr.com 
Samuel P. Osborne, President 
8-8-8-8 

Macro International Inc. 
126 College St. 
Burlington, VT 05401 
Ph. 800-639-1310 
Fax 802-863-8974 
E-mail: Mahnke@macroint.com 
http://www.macroint.com 
Dr. Greg Mahnke, Vice President 
99-99-99-99 

Virginia 

Newport News/ 
NorfolklVirginia Beach 
Edward Blank Associates, Inc. 
293 Independence Blvd. , #200 
Virginia Beach, VA 23462 
Ph. 212-741 -8133 or 757-499-8200 
Edward Blank, President 
125-125-125-125 

Continental Research Associates, Inc. 
4500 Colley Ave. 
Norfolk, VA 23508 
Ph . 757-489-4887 
Nanci A. Glassman, President 
14-7-14-14 

Eastern Research Services 
Pembroke Six, Ste. 318 
297 Independence Blvd. 
Virginia Beach, VA 23462 
Ph . 757-519-9145 
Fax 757-519-9685 
Nanci Hawkins, Manager 
60-60-60-60 

IPSOS - ASI , Inc. 
11830 Fishing Point Dr., Ste. 215 
Newport News, VA 23606 
Ph. 757-873-6100 
Fax 757-873-6102 
http://www.asiresearch.com 
David Stanley 
100-100-100-100 

IPSOS - ASI , Inc. 
2551 Eltham Ave. , Ste. K 
Norfolk, VA 23513 
Ph. 757-858-6800 
Fax 757-858-6393 
http://www.asiresearch.com 
125-125-125-125 

Issues and Answers Network, Inc. 
5151 Bonney Rd . 
Virginia Beach, VA 23462 
Ph. 757-456-1100 or 516-487-8339 
Fax 757-456-0377 
E-mail: info@issans.com 
Peter McGuinness, President 
120-120-120-120 
(See advertisement on p. 119) 

• • . And Now Issues & Answers 
Offers You Web Site Surveys. 

Now with Five telephone centers: 
• Over 425 CATI Stations 

• Modern Focus Group Faci lit ies 
• Tabulation, Coding and Data Transmission 

• 800/888 N umber Service 

• International Interviewing 

For Further Information or a Copy 0' Ovr Brochure Contact: 
Peter J. McGuinness, President 

Coria Lindemann, Executive Vice President 1516-A87-8339J 
or, Cothy Kowolek. Regionol Soles Manoger 1972.726.9293) 

PHONE (800) 23 ISSUE FAX (7S7) 456·0377 

Issues answeRs 
Virginia Beach, VA 
Siote Creek, VA 
Naples, Florida 

Dollos, TX 

New York, NY 
Oklo homo City, OK 
Lebanon, VA 
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Codes - (e.g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on·site 
4. OFF-PREMISES- No. of stations which can be 

monitored off'premises 

Quick Test 
816 Greenbrier Circle, Ste. 208 
Chesapeake , VA 23320 
Ph. 757-523-2505 
Fax 757-523-0463 
E-mail: info@quicktest.com 
http://www.quicktest.com 
Gerri KennedY,Manager 
20-20-20-20 

Richmond 

Media General Research 
P.O. Box 85333 
Richmond, VA 23293-0001 
Ph. 804-649-6785 
Fax 804-649-6863 
E-mail: sshaw@media-gimeral.com 
Steve Shaw, Director of Research 
15-0-1 5-0 

North American Research 
3703 Carolina Ave. 
Richmond, VA 23222 
Ph. 804-329-4400 
Fax 804-329-1681 
E-mail: nammails@i2020.net 
Edwin Artz, Dir. Mktg. Rsch. 
32-12-32-32 

Southeastern Institute of Research (SIR) 
2325 W. Broad St. 
Richmond, VA 23220 
Ph. 800-807-8981 
Fax 800-715-3647 
E-mail: SIResearch@aol.com 
Robert Miller, President 
48-11-48-48 

Roanoke 

Issues and Answers Network, Inc. 
Buchanan Information Park 
Rural Rte. 3, Box 181 A 
Grundy, VA 24614 
Ph. 757-456-1100 or 516-487-8339 
Fax 757-456-0377 . 
E-mail : info@issans.cpm 
Peter McGuinness, President 
87-87 -87 -87 
(See advertisement on p. 119) 

Issues and Answers Network, Inc. 
Russell County Industrial Park 
Rural Rte. 2, Box 480 
Lebanon, VA 24266 
Ph. 757-456-1100 or 516-487-8339 
Fax 757-456-0377 
E-mail: info@issans.com 
Peter McGuinness, President 
119-119-119-119 
(See advertisement on p. 119) 
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Washington 

SeattlelTacoma 

Consumer Opinion Services, Inc. 
12825 First Ave. S. 
Seattle, WA 98168 
Ph. 206-241 -6050 
Fax 206-241 -5213 
E-mail: cos-info@cosvc.com 
http://www.cosvc.com 
Jerry Carter, Vice President 
17-0-17-0 
(See advertisement on p. 36) 

Decision Data, Inc. 
200 Kirkland Ave., Ste. C 
Kirkland , WA 98033 
Ph . 425-827-3234 
Fax 425-827-2212 
Russ Riddle, President 
24-24-24-24 

First Northwest Group 
7907 212th St. S.w., Ste. 200 
Edmonds, WA 98026 
Ph. 425-775-3500 
Fax 425-776-1202 
E-mail : 1st.nw.grp@worldnet.att.net 
Karen Benedict, Operations Manager 
75-75-75-75 

Gilmore Research Group 
2324 Eastlake Ave. E., Ste. 300 
Seattle, WA 98102-3306 
Ph. 206-726-5555 
Fax 206-726-5620 
http://www.gilmore-research.com 
Mary Monroe, Sr. Vice President 
36-36-36-36 

GMA Research Corp. 
11808 Northrup Way, Ste. 270 
Bellevue, WA 98005 
Ph. 425-827-1251 
Fax 425-828-6778 
E-mail: gma70@aol.com 
Richard Secker, Data Collection Grp. Mgr. 
34-28-24-24 

Market Data Research Corp. 
955 Tacoma Ave. S., Ste. 101 
Tacoma, WA 98402 
Ph. 800-488-DATA or 253-383-1100 
Fax 253-383-0852 
E-mail : mdrc@aa.net 
Gene Starr, Sr. Principal 
22-22-22-22 

Market Trends, Inc. 
375 Corporate Dr. S., Ste. 100 
Seattle, WA 98188 
Ph. 425-562-4900 
Fax 425-562-4843 
E-mail: Jackie@markettrends.com 
http://www.markettrends.com 
Jackie Weise, Exec. Vice President 
50-50-50-50 

Northwest Research Group, Inc. 
400 108th Ave. N.E., Ste. 200 
Bellevue, WA 98004 
Ph. 425-635-7481 
Fax 425-635-7482 
E-mail: mcgarry@nwrg.com 
http://www.nwrg.com 
Ned McGarry, Research Director 
36-21-36-36 

Spokane 

Communications Center, Inc. 
715 E. Sprague, #104 
Spokane, WA 99202 
Ph. 509-624-8228 
Fax 509-624-8341 
Mike McCarns, Director of Operations 
108-108-108-108 

KXLY Research Services 
500 W. Boone Ave. 
Spokane, WA 99201 
Ph. 509-324-4200 
Fax 509-324-8992 
E-mail: stevend@kxIY.com 
http://www.kxly.com/research.htm 
Steven Dean, Director 
30-8-8-8 

Robinson Research, Inc. 
524 W. Indiana 
Spokane, WA 99205 
Ph. 509-325-8080 
Fax 509-325-8068 
E-mail: Robinson@soar.com 
William D. Robinson, President 
30-30-30-30 

West Virginia 

Charleston 

McMillion Research Service 
1012 Kanawha Blvd. E. 
Charleston, WV 25301 -2809 
Ph. 304-343-9650 
Fax 304-343-6522 
E-mail : MCMILLRES@aol.com 
http://members.aol.com:lmcmillres/home/index.htm 
Gary or Sandy McMillion, Owners 
50-50-50-50 
(See advertisement on p. 121) 

Wisconsin 

Green Bay/Appleton 

Leede Research Group, Inc. 
1332 S. 26th St. 
Manitowoc, WI 54220 
Ph. 920-683-5940 
Fax 920-683-5950 
E-mail: JimD@Leede.com 
Jim DeZeeuw, Vi ce President 
25-20-25-20 

www.quirks.com Quirk's Marketing Research Review 
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Qua lity Controlled Services 
4330 W. Spencer St. 
Appleton, WI 54915 
Ph. 800-637-0775 or 920-731-2241 
Fax 920-731-2921 
E-mail: postmaster@qcs.com 
http://www.qcs.com 
Sharon Cornell, Branch Manager 
16-16-16-16 
(See advertisement on p. 97) 

Wisconsin Research, Inc. 
1270 Main St. 
Green Bay, WI 54302 
Ph. 920-436-4646 
Fax 920-436-4651 
Barbara Smits, President 
20-20-20-0 

Madison 

Chamberlain Research Consultants 
4801 Forest Run Rd., Ste. 101 
Madison, WI 53704 
Ph. 608-246-3010 
Fax 608-246-3019 
E-mail : crc@crcwis.com 
http://www.crcwis.com 
Nicole Wyrembeck, Project Coordinator 
30-10-30-30 

Hagler Bailly Survey Research Center 
University Research Park 
455 Science Dr. 
Madison, WI 53711-1058 
Ph. 608-232-2800 
Fax 608-232-2858 
E-mail : bward@habaco.com 
Bryan K. Ward, Survey Ops. Manager 
27-27-21-21 
(See advertisement on p. 47) 

Gene Kroupa & Associates 
222 N. Midvale Blvd ., Ste. 29 
P.O. Box 5258 
Madison, WI 53705 
Ph. 608-231-2250 
Fax 608-231-6952 
E-mail: gene@madison.tdsnet 
http://www.genekroupa.com 
Dr. Gene Kroupa, Research Director 
20-0-20-20 

Quality Controlled Services 
Survey Center 
702 N. Blackhawk Ave. 
Madison, WI 53705 
Ph. 608-231-9090 
Fax 608-231-6235 
E-mail : postmaster@qcs.com 
http://www.qcs.com 
Chris Hess-Molloy, Branch Manager 
47-47-47-47 
(See advertisement on p. 97) 
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McMillion 
Research 

TELEPHONE INTERVIEWING 

· CFMC Interviewing and Tab 
Software 

• 50 Networked Interviewing Stations 

• Computer Assisted Interviewing 

• Business and Executive Interviewing 

• Modem Transfer 

• Tabulation including open-end 

coding 

• Date Entry 

• Dedicated Supervision & Monitoring 

Capability 

• Prompt Reporting 

McMillion Research Services 
OFFICES IN CHARLESTON, AND HUNTINGTON, WV 

1012 Kanawha Blvd . East 
Charleston , West Virginia 25301-2809 

For more information call 304-343-9650 FAX 343-6522 
E-Mail Address: McMiIlRes@aol.com 

Web-Page: http://members.aol.com/McMiIIRes/home/index.htm 

a member of NET W 0 R K 
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Codes - (e.g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Milwaukee 

Advantage Research, Inc_ 
16875 W. Wisconsin Ave. 
Brookfield, WI 53005 
Ph. 414-827-7000 
Fax 414-827-7010 
E-mail: info@ariadvantage.com 
http://www.ariadvantage.com 
30-30-30-30 
(See advertisement on p. 123) 

Consumer Pulse of Milwaukee 
The Grand Avenue Mall, #2004A 
275 W. Wisconsin Ave. 
Milwaukee, WI 53203 
Ph. 414-274-6060 or 800-336-0159 
Fax 414-274-6068 
E-mail : milwaukee@consumerpulse.com 
http://www.consumerpulse.com 
Esther Young, Director 
15-8-15-15 

The Dieringer Research Group, Inc. 
3064 N. 78th St. 
Milwaukee, WI 53222 
Ph. 414-449-4545 or 800-489-4540 
Fax 414-449-4540 
E-mail: thedrg@execpc.com 
Rod Mills, I nterviewing Manager 
60-60-60-60 

Lein/Spiegelhoff, Inc. 
720 Thomas Ln. 
Brookfield, WI 53005 
Ph. 414-797-4320 
Fax 414-797-4325 
E-mail : LS@execpc.com 
http://www.execpc.com/- Is 
Arlene Spiegelhoff, President 
50-40-50-50 

Management Decisions, Inc. 
6525 W. Bluemound Rd. 
Milwaukee, WI 53213-4073 
Ph. 414-774-0623 
Fax 414-774-0385 
E-mail : MGMTDEC@worldnet.att.net 
Ronald D. Bisbing, President 
40-20-40-40 

Market Probe/Market Inquiry & Strategy 
2655 N. Mayfair Rd. 
Milwaukee, WI 53226-1310 
Ph. 414-778-6002 
Fax 414-778-6003 
E-mail : info@marketprobe.com 
http://www.marketprobe.com 
Fred Roeseler, Manager 
75-75-75-75 
(See advertisement on p. 122) 

MazurlZachow, Inc. 
1025 S. Moorland Rd ., Ste. 300 
Brookfield, WI 53005 
Ph . 414-938-9244 
Fax 414-938-9255 
Diane Zachow, Vice President 
15-5-10-0 

Milwaukee Market Research, Inc. 
2835 N. Mayfair Rd., Ste. 2 
Milwaukee, WI 53222 
Ph. 414-475-6656 
Fax 414-475-0842 
E-mail : mmr@execpc.com 
Susan Lehmann, President 
16-10-16-0 

PERT Survey Research 
1209 W. Layton Ave. 
Milwaukee, WI 54022 
Ph. 860-242-2005 
Fax 860-242-4857 
E-mail: pertsr@aol.com 
40-35-40-40 

River Falls 

Rockwood Research Corp. 
208 S. Main St. 
River Falls, WI 54022 
Ph. 612-631-1977 
Fax 612-631-8198 
E-mail: sales@rockwoodresearch.com 
http://www.rockwoodresearch.com 
Steve Blom, Director of Sales 
26-26-26-26 

Canada 

Alberta 

Calgary 

The Advisory Group, Inc. 
A Div. of Telus Marketing Services 
112 - 28 St. , S.E. 
Calgary, AB T2A 6J9 
Canada 
Ph. 403-207-2249 
Fax 403-207-2275 
E-mail: pamela.vanberg@telus.com 
http://www.advisorygroup.com 
Pamela Vanberg , Research Administrator 
200-65-65-0 

Edmonton 

Advantage Field Research Ltd. (AFR) 
.. ;;;;;;;;;;;;;;;;;;;;;;;;;;~;;;;;;;;;;;;;;;;;;;;;;;;jii1 230 - 10123 99 Street 

Edmonton, AB T5J 3H1 

PSSST ... 
Have you heard what your customers are 
It's no secret, Market Probe, a full-service marketing research 

firm, has exceptional Computer Assisted Telephone 
Interviewing (CAT!) facilities located around the world. 
With remote "Silent Key" monitoring, you can hear 

your customers' survey responses as they are being given. 

£_\ ~!rE!~s~h~JM!k~C. 
2655 North Mayfair Road At. Milwaukee (75 Stations) 
Milwaukee, Wisconsin 53226- 1310 At. Cincinnati (35 Stations) 
(414) 778-6000 Phone At. Portland 
Info@marketprobe.com ... Toronto 
www.marketprobe.com At. London (50 Stations) 
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Canada 
Ph. 403-944-9134 
Fax 403-425-0249 
E-mail: info@afr.advanis.ca 
http://www.advanis.ca/afr 
25-25-25-25 

British Columbia 

Vancouver 

Market Facts of Canada - Vancouver 
Vancouver, BC 
Canada 
Ph. 416-964-6262 
Fax 416-964-9333 
Gail Durance, V.P. Data Collection 
20-20-20-20 
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Nova Quality Research , Ltd . 
2nd fl. - 1622 W. 2nd Ave. 
Vancouver, BC V6J 1 S5 
Canada 
Ph. 604-734-2330 
Fax 604-734-4725 
E-mail: nqr@bc.sympotics.ca 
Karen Lam, V.P. Administration 
12-12-12-12 

Research House, Inc. 
321 Water St., Ste. 400 
Vancouver, BC V6B 1 B8 
Canada 
Ph. 604-687-3714 
Fax 604-687-3716 
E-mail: vanc@research-house.ca 
http://www.research-house.ca 
Tammy Braun, Project Director 
20-0-20-20 

Manitoba 

Winnipeg 

Opinion Place 
6 - 1146 Waverley St. 
Winnipeg, MB R3T OP4 
Canada 
Ph. 204-987-1960 
Fax 204-987-1928 
E-mail: OP_Admin@quantext.mb.ca 
Kathy Heffernan, General Manager 
40-18-30-30 

New Brunswick 

St. John 

Com Tel Answering & Telemarketing Svcs. , Ltd . 
82 Germain St. , 3rd level 
St. John, NB E2L 2E7 
Canada 
Ph. 506-634-1267 or 888-351-1111 
Fax 506-634-8990 
E-mail: comtel@fundy.net 
Paula Cormier, President 
7-7-7-0 

Ontario 

Ottawa 
Opinion Search, Inc. 
1800 - 160 Elgin St. 
Ottawa, ON K2P 2C4 
Canada 
Ph. 613-230-9109 
Fax 613-230-3793 
E-mail: jniwa@opinionsearch.com 
http://www.opinionsearch.com 
Janette Niwa, Mgr. , U.S. Field Ops. 
1 00-1 00-1 00-0 
(See advertisement on p. 7) 

Toronto 
Canadian Viewpoint, Inc. 
9350 Yonge St., Ste. 206 
Richmond Hills, ON L4C 5G2 
Canada 
Ph. 905-770-1770 or 888-770-1770 
Fax 905-770-1692 
E-mail : cdnview@interloq.com 
Alan Boucquey, V.P. Ops. 
18-6-18-0 

Consumer Contact 
1220 Sheppard Ave. E. , #100 
North York, ON M2K 2S5 
Canada 
Ph. 416-493-6111 or 800-461-3924 
Fax 416-493-0176 
E-mail: info@consumercontact.com 
http://www.consumercontact.com 
David Black, Vice President 
212-212-212-212 

Call l or a quote on your next WATs study. We've 
got room for you in our lifeboat, and you won't need 
that faney necklace to pay for your proj ect. 

~Qiffpcr~~~Ct ~ ,800,827,1269 

A DViXNT A G E;4,!"~M~1~ 
RES EAR C H .w.·/f'19'';It1l~ 

INC 0 RPORATED 
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Codes - (e .g. 25-10-25-10) 

1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Consumer Vision 
1255 Bay St. , Ste. 300 
Toronto, ON M5R 2A9 
Canada 
Ph. 416-967-1596 
Fax 416-967-0915 
E-mail : market@cmres.com 
Phyll is Friedman, General Manager 
35-0-35-0 

Forum Canada Research, Inc. 
14 Prince Arthur Ave ., Ste. 200 
Toronto, ON M5R 1 A9 
Canada 
Ph . 416-960-9600 
Fax 416-960-9602 
E-mail: forum@pathcom.com 
Lome Bozinoff, President 
30-30-30-30 

Goldfarb Consultants 
4950 Yonge St., Ste. 1700 
Toronto, ON M2N 6K1 
Canada 
Ph. 416-221-9200 
Fax 416-221-2214 
Stephen Tile, President/CEO 
120-120-120-120 

Infocus Qualitative Research Services 
2300 Yonge St. , Ste. 2100 
Toronto, ON M4P 1 E4 
Canada 
Ph. 416-487-6251 ext. 215 
Fax 416-487-8203 
E-mail : sarahg@djcresearch.com 
Sarah Greenberg, Sr. Vice President 
51-35-35-51 

Market Facts of Canada 
77 Bloor St. w. 
Toronto, ON M5S 3A4 
Canada 
Ph . 416-964-6262 
Fax 416-964-9333 
Gail Durance, V.P. Data Collection 
36-36-36-36 

Metroline Research Group, Inc. 
22 King St. S. 
Waterloo, ON N2J 1 N8 
Canada 
Ph. 800-827-0676 
Fax 519-725-5570 
E-mail : metroline@mgl.ca 
Dave Kains, Partner, ext. 3003 
16-0-10-0 

Opinion Search, Inc. 
2 Bloor St. w. 
Toronto, ON M4W 3E2 
Canada 
Ph. 416-962-9109 
Fax 416-962-0505 
E-mail: rhuxter@opinionsearch.com 
http://www.opinionsearch.com 
Ruby Huxter, National Field Director 
50-50-50-0 
(See advertisement on p. 7) 
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R.I.S. Christie - The Data Collection Co. 
14 Verral Ave. 
Toronto, ON M4M 2R2 
Canada 
Ph. 416-778-8890 
Fax 416-778-8898 
E-mail : ris@inforamp.net 
Olga Friedlander, President 
25-25-25-0 

Research House, Inc. 
1867 Yonge St. , 2nd fl. 
Toronto, ON M4S 1 Y5 
Canada 
Ph . 416-488-2333 
Fax 416-488-2391 
E-mail: mail@research-house.ca 
http://www.research-house.ca 
Paul Gautheir, Vice President 
65-50-65-65 

Thompson Lightstone & Co., Ltd. 
350 Bloor St. E., Ste. 600 
Toronto, ON M4W 1 H4 
Canada 
Ph. 416-922-1140 
Fax 416-922-8014 
E-mail: TLC@tlcl.com 
Anne Termaten, Sr. V.P. Field Code & Tab 
200-200-200-200 

Walker Information Canada 
1090 Don Mills Rd., Ste. 300 
Willowdale, ON M3C 3R6 
Canada 
Ph. 416-391 -5934 or 416-391-1844 
Fax 416-391 -3290 
E-mail: Imosca@walkernet.com 
http://www.walkerinfo.com 
Louis Mosca 
110-110-110-110 

Quebec 

Montreal 

Contemporary Research Centre 
1250 Guy St. , Ste. 802 
Montreal, PQ H3H 2T4 
Canada 
Ph. 800-932-7511 
Fax 514-932-3830 
E-mail: info@crcdata.com 
Elaine Rioux 
28-22-20-20 

Quebec Recherches 
Centre Commercial, Le Boulevard 
4270 rue Jean-Talon, Ste. 102 
Montreal, PQ H1 S 1 J7 
Canada 
Ph. 514-725-0306 
Fax 514-725-0308 
E-mail: mti@research-house.ca 
http://www.research-house.ca 
Nancy Lefebvre, Manager 
30-25-30-30 

Solumar/Market Facts of Canada 
1200 McGill College 
Montreal , PQ H3B 4G7 
Canada 
Ph. 514-875-7570 
Fax 514-875-1416 
Alain Ferron 
28-28-28-28 

Walker Information Canada 
1253 McGill College, Ste. 666 
Montreal , PQ H3B 2Y5 
Canada 
Ph. 514-861-0861 
Fax 514-861-0857 
E-mail: nkrumhovn@walkernet.com 
http://www.walkerinfo.com 
Nathalie Krumhovn, Director 
24-24-24-24 

International 

Argentina 
ASECOM Latin America 
Av. Cordoba 1345, piso 8 
1055 Buenos Aires 
Argentina 
Ph. 54-1-815-1499 
Fax 54-1 -812-1662 
E-mail: research@asecom.com.ar 
http://www.asecom.com.ar 
20-12-20-0 

Australia 
Surveys Australia 
5th Floor 
168 Walker Street 
North Sydney, NSW 2060 
Australia 
Ph . 61-2-9911-7272 
Fax 61-2-9911-7373 
E-mail: surveys@surveys.net.au 
http://www.surveys.net.au 
Lorna Hall , Exec. Director Operations 
80-80-80-0 

Surveys Australia 
479 St. Kilda Road 
Melbourne, VIC 3004 
Australia 
Ph. 61-3-9207-3900 
Fax 61-3-9207-3910 
E-mail: surveys@surveys.net.au 
http://www.surveys.net.au 
Maree Ward , VIC State Field Manager 
60-60-60-0 

Surveys Australia 
Unit 17, Cavenagh City Centre 
24 Cavenagh Street 
Darwin, NT 0801 
Australia 
Ph. 61-8-8941-3955 
Fax 61-8-8941 -3956 
E-mail : surveys@surveys.net.au 
http://www.surveys.net.au 
Jennifer Martin, NT State Field Manager 
5-0-0-0 
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Su rveys Australia 
3rd Floor 
349 Coronation Drive 
Milton, QlD 4064 
Australia 
Ph. 61-7-3368-7080 
Fax 61-7-3868-7059 
E-mail: surveys@surveys.net.au 
http://www.surveys.net.au 
Elizabeth Donavon, QlD State Field Manager 
35-35-35-0 

Surveys Australia 
135 Fullarton Road 
Rose Park, SA 5067 
Australia 
Ph. 61-8-8364-5518 
Fax 61-8-8364-2624 
E-mail: surveys@surveys.net.au 
http://www.surveys.net.au 
Julie Greene, SA State Field Manager 
30-30-30-0 

Surveys Australia 
Ground Floor 
10 Richardson Street 
West Perth, WA 6005 
Australia 
Ph. 61-9-322-1652 
Fax 61-9-324-1130 
E-mail: surveys@surveys.net.au 
http://www.surveys.net.au 
laurie Formentin, WA State Field Manager 
30-30-30-0 

Belgium 

COMPASS International 
Rue de la Valier 4 
1050 Brussels 
Belgium 
Ph. 612-905-8400 (U.S.) 
Fax 612-686-9981 (U .S.) 
E-mail: dford@compassresearch.com 
http://www.powersys.com 
David Ford, Vice President 
10-10-10-10 

DIMARSO 
240 Avenue Rapier 
1030 Brussels 
Belgium 
Ph. 32-2-215-19-30 
Fax 32-2-216-13-96 
E-mail: info@dimarso.com 
96-96-96-0 

Brazil 

ABACO Marketing Research, Ltd. 
Sao Paulo Marketing Center 
Rua Minas Gerais, 396 
01244-010 Sao Paulo 
Brazil 
Ph. 55-11 -257-0711 
Fax 55-11-256-3982 
E-mail: abaco@amcham.com.br 
Alan Grabowsky, President 
24-0-8-0 
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China 
Asia Market Intelligence Ltd. 
9/F, leighton Centre 
77 leighton Road 
Causeway Bay 
Hong Kong 
Ph. 852-2881-5388 
Fax 852-2881-5918 
E-mail: info@ami-group.com 
http://www.ami-group.com 
60-25-0-0 

Asian Commercial Research Ltd . (ACR) 
Rm. 1803, Hua Fu Com. Bldg. 
11 Queen's Road West 
Hong Kong 
Ph. 852-2516-7835 or 852-2516-6490 
Fax 852-2516-7105 
E-mail: acrhk@pigeon.comnet 
Bjorn N. O. Huysman, Chairman 
50-50-50-50 

France 

MV2 Groupe 
89 et 100, avenue Aristide Braind 
92120 Montrouge, Paris 
France 
Ph. 33-1-46-73-31-31 
Fax 33-1-46-73-31-60 
Fernand Wiesenfeld , President 
246-246-246-246 

NovaTest 
104 rue Amelot 
75011 Paris 
France 
Ph. 33-1-43-55-2929 
Fax 33-1-43-55-0023 
8-0-6-6 

Germany 

ASKi International Market Research 
Moenckebergstr. 10 
20095 Hamburg 
Germany 
Ph. 49-40-3256710 or 435-654-3639 (U.S.) 
Fax 49-40-32567198 
E-mail: info@aski.de 
Kirsten Dietrich-Hommel 
30-30-30-0 

MDi Research , inc. 
Fasanenstrasse 71 
0-10719 Berlin 
Germany 
Ph . 760-603-7600 (U .S.) 
Fax 760-603-7604 (U.S.) 
E-mail: jabmdir@aol.com 
Jacqueline Arsivaud, Principal 
35-35-35-35 

MR&S Market Research & Services GmbH 
Mainluststrasse 2 
0-60329 Frankfurt/Main 
Germany 
Ph. 49-69-2426650 
Fax 49-69-250016 
E-mail: mr-s@mr-s.com 
http://www.mr-s.com 
Thomas Aragones, Managing Director 
5-0-0-0 

Guam 
Market Research & Development, Inc. 
A Division of Merrill & Associates, Inc. 
674 Harmon loop Rd. 
Suite 312 
Dededo 96912 
Guam 
Ph. 671 -635-1121 
Fax 671-637-3880 
E-mail : jshafer@hafa.net.gu 

Hong Kong 
(See China) 

Ireland 

Irish Marketing Surveys Limited 
20/21 Upper Pembroke Street 
Dublin 2 
Ireland 
Ph. 353-1-676-1196 
Fax 353-1-676-0877 
E-mail: ims@indigo.ie 
55-55-55-55 

Italy 

Medi-Pragma S.r.l. 
Via Salaria 298/A 
00199 Rome 
Italy 
Ph. 39-6-84-11-770 
Fax 39-6-84-11 -857 
E-mail: mediapragma@uni.net 
http://www.uni.netlmedipragma 
100-1 00-60-50 

Korea 
(See South Korea) 

Luxembourg 

IlReS S.A.-Institut luxembourgeois de 
Recherches 
Sociales et d'Etudes de Marche 
15 rue du Marche-aux-Herbes 
1728 luxembourg 
luxembourg 
Ph. 352-47-50-21 -1 
Fax 352-46-26-20 
E-mail: ilres@pt.lu 
110-110-110-110 
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1998 TELEPHONE INTERVIEWING DIRECTORY 
Codes - (e .g. 25-10-25-10) 

1. STATIONS· No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Mexico 

EPI Grupo 
Bosque de Ouraznos 69-403 
Mexico City OJ. 11700 
Mexico 
Ph. 52-5-596-6730 or 52-5-596-6701 
Fax 52-5-251-5431 
E-mail: info@epigrupo.com 
http://www.epigrupo.com 
Ricardo Escobedo, President 
50-50-50-0 

SuperDatos de Mexico 
61 Ensenada 
Colonia Hipodromo 
Mexico OJ., Mexico CP 06100 
Mexico 
Ph. 650-595-5028 (U.S.) or 52-5-553-2754 (Mex.) 
Fax 650-595-5407 (U .S.) 
E-mail: gateway@hamcr.com 
http://www.hamcr.com 
Jennifer Mitchell 
5-0-5-0 

The Netherlands 

OESAN Marketresearch BV 
P.O. Box 10288 
1001 EG Amsterdam 
The Netherlands 
Ph. 31 -20-620-15-89 
Fax 31-20-638-72-99 
E-mail: info@desan.nl 
http://www.xs4all.nl/-heskesIlTH.html 
Andre Smit 
100-100-100-100 

NIPO, The Market Research Institute 
P.O. Box 247 
Grote Bickersstraat 74 
1000 AE Amsterdam 
The Netherlands 
Ph . 31 -20-522-54-44 
Fax 31-20-522-53-33 
E-mail : info@nipo.nl 
http://www.nipo.nl 
140-140-140-140 

Team Vier b.v. 
Veenplaats 19 
1182 JW Amstelveen 
The Netherlands 
Ph. 31-20-645-53-55 
Fax 31-20-645-59-30 
E-mail : team4u@euronet.nl 
Hans van Goal 
40-40-40-1 

126 

Puerto Rico 

Stanford Klapper Associates, Inc. 
P.O. Box 361529 
San Juan, PR 00936-1529 
Puerto Rico 
Ph. 787-753-9090 
Fax 787-754-6590 
E-mail: stanford.klapper@worldnet.att.net 
Barbara Bargman, President 
6-6-6-6 

South Korea 

Media Research Inc. 
Haeyang Bldg ., 1625-1 Socho Dong, Socho Ku 
Seoul 137-070 
South Korea 
Ph. 82-2-583-6655 
Fax 82-2-583-6654 
E-mail : mediars@nuri.net 

Switzerland 
P. Robert et Associes SA-International 
I nternational Marketing Research 
Avenue de Lonay 19 
CH-1110 Morges 
Switzerland 
Ph. 41-21-803-06-54 
Fax 41-21-802-45-34 
E-mail: p.robert.sa@fastnet.ch 
Paul Robert, Managing Director 
100-100-100-100 

United Kingdom 
IRB International Ltd. 
Fenchurch House 
31 Hillcrest Road, South Woodford 
London E18 2JP 
United Kingdom 
Ph. 44-181-505-9211 
Fax 44-181-505-1333 
E-mail: irb-int@easynet.co.uk 
http://www.irb-international.co.uk 
Sarah Hobley, Field Director 
60-60-60-0 

Kadence (UK) Ltd 
Kadence House 
748 Fulham Road 
London SW6 5SN 
United Kingdom 
Ph. 44-171-610-6464 
Fax 44-171-610-6565 
E-mail : kadenceuk@msn.com 
http://www.kadence.com 
Simon Everard, Managing Director 
30-0-0-0 

Kudos Research 
11 Northburgh Street 
London EC1 V OAH 
United Kingdom 
Ph. 44-171-490-7888 
Fax 44-171-410-9390 
E-mail: info@kudosresearch .com 
100-75-100-0 

Marlin Research Ltd . 
16A Old Town, Scout Lane 
London SW4 OJY 
United Kingdom 
Ph. 44-171 -720-9043 
Fax 44-171-720-2221 
E-mail: 100753.3567@compuserve.com 
Elaine Lewis 
20-10-10-0 

NOP Solutions 
Ludgate House 
245 Blackfriars Rd . 
London SE1 9UY 
United Kingdom 
Ph. 44-171-890-9000 
Fax 44-171-890-9555 
E-mail: r.manning@nopres.co.uk 
http://www.nopres.co.uk 
Richard Manning, Director 
330-330-330-300 

Survey Research Associates 
Ludgate House 
245 Blackfriars Rd. 
London SE1 9UL 
United Kingdom 
Ph. 44-171 -890-9357 or 44-171-890-9044 
Fax 44-171-890-9362 
E-mail: c.goldsmith@nopres.co.uk 
Michael Hague-Moss, Chairman 
300-300-300-0 

Listing Additions 
Please add the following firms to the 1998 Directory of Data Processing, Statistical Analysis and 
Software: 

S-Ware 
302-6265 London St. 
Halifax, NS B3L 1 W9 
Canada 
Ph. 902-492-0009 
E-mail: trudy@or.psychology.dal.ca 
http://www.surveyassistant.com/ 
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Research Industry News 
continued from p. 13 

Steelville, Mo., 65565. Phone 573-
775-4550. Fax 573-775-4560. 

F -Squared Market Research + 
Consulting, Moscow, Russia, has cel
ebrated its first annjversary. The firm 
has two Moscow offices housing a 
central location test facility and a focus 
group faci lity. 

ACNielsen Corp., Stamford, Conn ., 
has launched an audit-based retail 
measurement service in Inrna. 

U.K.-based IMS SelfMedication is 
using Pulse Train's Bellview CAP! and 
its pen computer technology for 
Moti vations, its new consumer track
ing service. 

Sky Alland Marketing, a 
Columbia, Md., provider of research 
services and customer relationship 
management programs, projects a 285 
percent increase in revenues from its 
financial services client in 1998. 

20/20 Research Inc. , Nashville, 
Tenn., was rated the number one focus 
group facility in the U.S., accorrnng to 
a study by Impulse Surveys. The firm 

Index of Advertisers 

received an overall score of 90 out of 
100. 

Clearwater Research, Boise, 
Idaho, has opened a second facility in 
Council, Idaho, which will serve as a 
satelli te data collection facility. 

Market Insights. Inc., has moved 
to 2000 N. Ocean Blvd., Suite 102, 
Boca Raton, Fla., 3343l. Phone 561-
750-1123. 

Directions in Research, San Diego, 
has opened a new 100-station phone 
facility. For more information call 800-
676-5883. 
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Ph. 800-377-8903 · Fax 970-339-8313 Ph. 203-961-1715 · Fax 203-961-0193 Ph. 602-488-9660 ' Fax 602-530-2289 Ph. 847-866-0870 · Fax 847-866-0876 

Catapult Systems .. ... ... . .. . . . . 11 GroupNet . . . . . . . ...... . . .. .. . .. 52 The Namestormers ..... . ... . .... 53 Scientific Telephone Samples .... . . 55 
Ph. 512-328-8181 ' Fax 512-328-0584 Ph. 800-288-8226 · Fax 513-984-7464 Ph. 512-267-1814 · Fax 512-267-9723 Ph. 800-944-4787 · Fax 714-241-7910 

Chesapeake Surveys . . . .. .. .. . ... 91 Hagler Bailly Survey Resean:h . .... 47 NCO TeleResean:h ... . .... . .... 115 Sigma Validation .. . ...... .. . . .. . 27 
Ph. 410-356-3566 · Fax 410-581-6700 Ph. 608-232-2800 · Fax 608-232-2858 Ph. 215-464-7000 ' Fax 215-602-2354 Ph. 800-733-7748 · Fax 201-886-1413 

Chilton Resean:h Services . ....... 54 Hispanic & Asian Mktg. Comm. Rsch.31 NCS . ...... . . .. .. .. . .. .. ... .. . 61 Sky Alland Marteting . .... .. ..... 53 
Ph. 610-964-4602 · Fax 610-964-2942 Ph. 415-595-5028 · Fax 415-595-5407 Ph. 800-347-7226 ' Fax 612-893-8102 Ph. 410-312-4253 ' Fax 410-312-4970 

Clearwater Resean:h, lnc .... . .... 84 ICR/lntemational Comm. Rsch. 47, 49, 51 NETWORK . .. . . . . ...... . . .... . . 49 Survey Sampling, lnc .. . ... . 38, 51 , 78 
Ph. 800-727-5016 ' Fax 208-376-2008 Ph. 610-565-9280 · Fax 610-565-2369 Ph. 606-431-5431 • Fax 606-431-5838 Ph. 203-255-4200 · Fax 203-254-0372 

Common Knowledge, Inc ... . .. .. . . 60 I/H/R Resean:h Group ..... . . .. . . . 98 Nordhaus Research, Inc . . ... . ..... 92 Survey Service, Inc. . ... . .... . . . 103 
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Classified Ads 
We are OAC-Opinion Access Corp., a New York based One-Stop-Shop for 
telephone interviewing, data management and data processing needs. 
We're growing and have opportunities for results oriented professionals 
who want to make a difference, work directly with management and par
ticipate in a dynamic opportunity to be the best. 

Director of Telephone Operations 
If you have 5 yrs. experience in large (100+) telephone center manage
ment utilizing automation software or CAT I and predictive dialing, have 
good communication skills, are able to supervise effectively, handle mul
tiple tasks, u.nderstand and appreciate the benefits of monitoring and 
coaching and want the opportunity to show how your talents can make a 
difference in a quality oriented environment, then we want to hear from 
you, Must be able to interface directly with management. Experience in 
Market Research a plus. Competitive salary, benefits and bonus. 

Please send resume and compensation history/reqs. to: Opinion Access 
Corp., 31-00 47th Ave ., Long Island City, NY 11101 . Attention: JRH or fax 
718-729-2444 

MARKET RESEARCH TECHNICAL WRITER 
A leading market research firm is looking for an individual to oversee our 
technical requirements within our marketing research business. This will 
include programming within our CATI environment, data tables develop
ment, utilizing STATPAC and SPSS software as well as other spec writing 
responsibilities. Candidates should possess a strong market research 
background in these areas. Please send resume to: 

COLWELL & SALMON 
24 Computer Drive West 

Albany, NY 12205 

, - ----: The easiest. most powerful way 
V I SUR l to collect data interactiuely 
VISUAL Q FEATURES 

• DBM, CAPI, 
CATI modes 
of interviewing 

• Skip patterns, 
grouping and 
piping 

• Pre-defined 
scales and answer 
controls for quick 
development and 
flexibility 

• Unlimited number 
of questions and 
variables, with 
hundreds of 
response types 

• Seamless export 
of data to SPSS 
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can now for more information! 

1-800-767-0022 
Post Office Box 460863 
San Francisco CA 94146·0863 

SOCRATIC info@sotech.com 
S 0 F TWA R E httpJ/www.sotech.com 

HEALTHCARE MARKET RESEARCH 
Your Career will SOAR at SOFRES Intersearch 

We offer you the WORLD of Opportunity 
SOFRES Intersearch, the U.S. member of the Taylor Nelson SOFRES 
family, the 3rd largest marketing group in the world offers several out
standing employment opportunities in Horsham, Pa. corporate office as a 
result of our continued growth. If you would like to work with a large, 
rapid ly expanding GLOBAL organization that provides career advance
ment & growth opportunity, SOFRES Intersearch is where you should be! 

ACCOUNT EXECUTIVE/NEW BUSINESS DEVELOPMENT 
We seek an individual with knowledge of the Domestic Healthcare busi
ness (pharmaceutical, OTC, managed care) from the client or supplier 
side to bring in new accounts. Quantitative & Qualitative experience in 
market research sales (primary & syndicated) required. If you are ambi
tious, self-starter seeking an exciting career with unlimited potential , we 'd 
like to speak with you. 

SENIOR PROJECT DIRECTORS 

5+ yrs. client or supplier side marketing research QUANTITATIVE expo with 
survey design through analysis. Must be a team player with excellent writ
ten, analytical, and presentation skills. Ability to work independently 
essential (no trainees please) . Bilingual (Spanish and/or French a + 
Healthcare experience preferred. 

We invite you to become a significant member of the U.S. arm of the most 
prominent organization in the world. Join us in our growth & success. 
RUSH your resume (in strictest confidence) to: 

SOFRES Intersearch 
Attn: Joanne Levy 

Fax: 215-442-9665 
email : jlevy@intersearchcorp.com 

EOE 

DATA COLLECTION IN 
GERMANY & WORLDWIDE 

BERNHARD 
SCHREIBER 
President 

Phone +1-817-43 1-3899 
Fax: 431·5572 

E-Mail: info@fieldresearch.com 
http://www.fieldresearch.com 

eld research 1511 Windsor Forest Trail 
Roanoke, TX 76262 USA Schreiber, Inc 

T~E 
OUEoTION 
~Op,lnC. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

www.qulrks.com 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange. CA 92667 
(7141 974-8020 
FAX: (7141 974-6968 

Quirk's Marketing Research Review 



Mature 
Jlarkelillg & Researcb 

Leslie M. Harris, Ph.D. 
Managing Partner 

Providing meaningful information on the 50+ population 

Focus Groups, Weekly Telephone Surveys, One-on-One Interviews 

85 EAST INDlA ROW, SUITE 30A, BOSTON, MASSACHUSETTS 02110 

Tel: (617) 720-4158 • Fax: (617) 723-1254 

SCAN YOUR OWN SURVEYS WITH 
REMARK OFFICE OMR! 

• Recognizes "bubbles", "checkboxes", barcodes 
• Works with common document scanners 
• Works with forms you create 
• Outputs to any database or statistical package 
• Easy to use Windows product (Windows 3.1, 95, NT) 

Download a free demo http://www.PrincipiaProducts.com 

1506 McDaniel Drive 

PRiNCiPiA West Chester, PA 19380 
1-800-858-0860 or 610-429-1359 
Fax: 610-430-3316 ~'::"! VA T' v ;"'7::'0"770 .0 L U m":7.': 

STAT 
PAC 

~ 
GOLD 

Trade Talk 

#1 in Survey Software - Stat Pac 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. 

•• hM, StatPac Inc. 
4425 Thomas Ave. 5., Minneapolis, MN 55410 
Tel:-(612) 925-0159 Fax: (612) 925-0851 

continued from p. 130 

Phillips says. 
"If you look at video of inexperienced shoppers they ' re 

allover the place. They 're using their conscious attention, 
they ' re not scanning, they get very tired, and they go home 
with only half the things they want. If you see a shopper 
who has learned to shop and they ' re using these schemata, 
they're very relaxed. We' ve done research to show that their 
eye-blink rate goes down. The eye-blink rate is correlated to 
the degree of conscious attention, so we can show that they 
are processing the store subconsciously. When they see 
something that arouses their interest, they click in their con
sciousnes , their eye blink rate will go up." 

Visuality 's in-store research has found that people scan 
for very small cues or clues from packaging to identify the 
product field , the brand and its positioning in the market. 
"For a retailer or manufacturer the crucial thing is, how do 
you get in contact with that ubconscious scanning? If your 
product isn't saying, 'I'm here, Buy me! Buy me! ' you're 
not even going to be thought of." 

Research mjsses the mark 
Because a lot of shopping behavior is second nature, 
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Phillips believes research on shopping is often ineffective. 
Consumers are being asked to talk about something they 
may not be aware they ' re doing. Or, as he puts it, "You can't 
say to someone, 'Excuse me, how were your synapses 
working recently?' " 

He cites an example of a paint brush manufacturer who 
came to Visuality after focus groups fai led to turn up valu
able information. The only important point of difference 
respondents expressed in the focus groups was that the bris
tles fell out of cheap brushes and didn ' t fall out of better
quality ones. 

In in-store research, brush buyers exhibited a number of 
interesting behaviors. The researchers saw respondents 
feeling bristles, running them up and down their palms, 
holding the brushes to see if they felt good in their hands. 
"The research had to be done in the store because once 
people were away from it the information was lost," 
Phillips says. 

"The challenge for research is, how can you adapt to this 
knowledge? You can' t just sit there in focus group discus
sions and ask how people shop. Most questionnaires try to 
lock into conscious behavior because they have to. I'm not 
bashing the market research industry; I'm in it. But the 
problem is that the behavior you are interested in is subcon
scious and it may be fleeting . I have seen some terrible 
questionnaires shown to me, where people were inter
viewed coming out of stores, and they are asked, 'Can you 
tell me which displays you looked at and which influenced 
you to buy products?' The important behavior is subcon
scious, and that sort of questioning is not going to get at it." 

Capture attention 
Making marketers' jobs even more difficult, Phillips says, 

is the fact that consumers have changed. Post-recession con
sumers are more value-oriented, more self-assured. "Thi s 
consumer is cynical about manufacturers and retai lers and 
any big institution. People want to take control. So conse
quently there is an empowering going on. What does that 
mean for shopping? People are motivated to seek variety 
and be themselves rather than following rules. The con
sumer has changed radkally and if we're good marketer 
we've got to follow them. We have to adapt the stores, the 
displays, the packaging." 

In addition, more and more purchase decisions are being 
made in-store, Phillips says. "In the U.S., 70 percent of pur
chases are being made at the point of sale. It used to be 
about 50 percent. So you've got to have not only marketing 
strategy and communication strategy, you've now got to 
have a point-of-purchase strategy. The old rules governing 
the predisposition to buy a product before you go into a 
store, which is the classic marketing creation of demand, are 
completely different. People are looking for the store to 
make recommendations. They are menu planning in-store. 
They are looking for ideas for gifts, what to wear. 

"It creates enormous challenges for the researchers. 
There has been a major increase in in-store marketing and 
the researchers have to adapt to this and realize that 
they ' re working in a new area. The rules of the road are 
totall y different. If you use research methods that are not 
in tune with the consumer's behavior then you'll get the 
wrong results." 0 
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By Joseph Rydholm/QMRR editor 

I shop, therefore I am 
unconscious 

They've set up a cot fo r me at my neighborhood Home 
Depot. Well, not really. But I spend so much time 
there I'm beginning to feel like Norm on Cheers. You 

see, after years of renting, I just bought my first house. So 
I need stuff. A lot of stuff. I have a garage to fill, after all. 
And there's a workbench in the basement that's crying for 
companionship (Psst! How about bringing me a nice 
orbital sander?). Plus, I've got half a dozen remodeling 
projects going. 

So I've been doing a lot of shopping lately. Some of it has 
been enjoyable, some has been traumatic. Take my fIrst visit 
to Home Depot. Please. Orange shopping cart gripped in my 
sweaty palms, I wandered agog through aisle after sky
scraper-like aisle of fIxtures and fittings and blades. I felt 
like I'd been dropped onto the Martian surface. What the 
heck is all this stuff? Who uses it? How arn I ever going to 

Farcus by David Waisglass 
Gordon Coulthart 

C 1993 Fareu, Cartooosidist. by Universal Press Syndicate WA-IS61..A-r:S 

"Listen to your customers, Greenham. 
But don't take 'no' for an answer." 
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find the WD-40? 
Successive visits have been easier. And when I shop the 

other retail behemoths I'm getting better at tuning out the 
"noise" and fInding my way to the products I need (and a lot 
of those I didn't know I needed until I got to the store.) I 
don ' t feel the urge to flee anymore (except when I walk into 
a Wal Mart - I keep expecting that scary price rollback 
smiley face to come zooming down the Tupperware aisle at 
me). 

All in all, I've adapted quite well to shopping the megas
tores. Hugh Phillips would be proud of me. Phillips is a 
senior lecturer at De Montfort University and research 
director at Visuality Research & Design in Oxford, 
England. He maintains that as stores have gotten bigger, 
taxing our already limited attention skills, people have 
learned to cope by learning to shop. "Stores are just too big 
to shop in . You have stores that are 100,000 or 200,000 
square feet. It takes people an hour to shop them. They also 
have to cope with 200 or 300 other customers, a barrage of 
signage, etc.," he says. 

Visuality's niche is applying observational research and 
cognitive psychology to packaging design, store environ
ments and merchandising planning. "Our emphasis has 
been on how people shop," Phillips says. "Can we under
stand the psychology of the shopper as opposed to the psy
chology of the consumer? Because all the evidence is 
stacked up to say that they are different. It's amazing how 
complex it is, understanding how people scan, how they 
make their decisions, how they identify the branding of a 
package or the market positioning of a product. You can't 
summarize it in one word. People use peripheral vision. 
They use a two-stage decision making process. They use 
quite complex methods of engaging and disengaging their 
attention." 

To survive the shopping process and avoid information 
overload, consumers have to subconsciously scan the store 
and its shelves until a product or product type they're look
ing for captures their attention. "They have to learn routines 
called schemata, pre-programmed behavioral responses 
triggered by the environment, like a macro on a computer," 

continued on p. 129 
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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! 

P articipate in a Burke Institute 
seminar and you will experience our 
unconditional commjtment 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) 
OR\.O~ to our outstanding seminar leaders who will 

educate you in the best practices utilized by 
marketing researchers worldwide. Through nearly 

2,500 seminars on 25 topics with more than 40,000 participants in 
26 countries, we have demonstrated our single-minded dedication to 
excellence for more than 20 years. The exceptionally hjgh 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 practi tioners and research suppliers worldwide. Not 
just the proprietary techniques and viewpoints of a particular supplier. 

INTEGRITY. Our mission is education. Partic ipants from our seminars are ~ 
contacted for anything other than follow-up related to their continuing education. 
Guaranteed unconditional ly. 

EXPERTISE. You learn from !!:!l; 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 needs. Our programmed sequence of seminars elimi
nates the duplication and conflicti ng content which often results from attending dis
jointed seminars 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-li fe expertise gained 
from having done tens of thousands of research studies . The content is usable imme
diately in day-lo-day work. 

These are just some of the many reasons for the superlative evaluations 
we receive from our participants: 

Fantastic - the best seminar on any subjecl I've been to. Right on targel - will be a belp 
immediately. Speaker superb. A born teacher. 

Marketing Research Analyst, Ford Motor Co. 

Excellent! Best profeSSional seminar I' ve been to. Content was practically orienled. 
Speaker excellent! Presented information in an extre me ly "user friendly" manner. 

Energy level was phenomenal. Manager, Marketing Research, Bausch & Lomb 

This seminar has been more useful than any other coursework ['ve completed. This was 
worth more than the $ my company spent to send me. Very comprehensive - everything I 

needed. Assistant Manager, Marketing Research, Riverside Methodist Hospital 

BThek ur e 
mstltute 

Cincinnati Corporate Headquarters 
50 E. RiverCenter Boulevard 
Covington, Kentucky 41011 

o 1998, The Burke Institute 

The Burke Institute 
Schedule of Seminars Through December 1998 

101 . Practic:al Marketing R .... n:b $1,600 
Cincinnati ............ Apr. 6-8 
San Francisco . . . Apr. 27-29 
Cincinnati ... May 27-29 
Atlanta ..........•.. June 15-17 
New York ...... . June. 29-July I 
New Orleans . ... .. .. . July 2().22 
Cincinnati . .. . ...... . Aug. 1()..12 
San Diego Aug. 31-SepL 2 
Chicago . Sept. 21 -23 
Boston . . .. .. . .•.... Oct . 12- 14 
New York ... . . • • Nov. 2-4 
Cincinnali . . . . . . ..•.. Nov. 3O-Dec. 2 

IOJ. Marl<tIlna R .... n:b r ... 
D<dsIon Makon $1,l8O 
Cincinnati . . ..... May 4-5 
New York ............ Nov. 23-24 

104. Questioonai ... Comtnactloo 
Wori<sbop $1 ,600 
Boston •.....•....... May 4-6 
Cincinnati ••.••...•.•• June 8-10 
Chicago ... .. .. . ... . . July 13-15 
Cincinnati •.. Aug. 17-19 
AO .. 18 .. .. .. .. Sept. 28·)0 
New York ............ Nov. <). 11 
Cincinnati Dec. 14-16 

105. Questioonai .. Deslp $1,l8O 
New Vorl< . .. . ..... .. Apr. 2·3 
Cincinnati . • .• • ...•.. June 11 -12 
Chicago . .. ... . July 16-17 
Cincinnati . .. Aug. 20-21 
New York .......... . Nov. 12-13 
Cincinnati ... . .•. Dec. 17·18 

201. Focus Groops: An ID'roductlon $1,l8O 
New York .. . ...... . •. Nov. 5-6 

202. Focus Group Modt: .... lor 
'l'rainiDI $1,200 
Cincinnati .•..•...•..• API'. 14- 17 
Cincinnati ... . .. . ..... May 12-15 
Cincinnati ..•..••••..• June 23-26 
Cincinnati ... . .• . .• . .• Aug 4-7 
Cincinnati .....•...... Sept. 15-18 
Cincinnati ..•. , ••.•..• Oct. 20-23 
Cincinnati ............ Nov. 17-20 
Cincinnati ........•.•• Dec. 15-18 

203. Focus Group Applla_ $1,600 
Cincinnati ............ API'. 2()"22 
Cincinnati . .. .. .. . .... Oct. 26-.28 

204. QuoJltaUv. R.......,b Jhports Sl,l8O 
Ciocinnati ... , .....•.. Apr. 23-24 
Cincinnati .. .. . , . .. .. . Oct. 29-30 

301. Communlcatlng Morl<dlng 
R_ $1,600 
Chicago ...... . ..... . Apr. 13-1 S 
Boston .... . .. . ...... May 18-20 
Cincinnati ............ July 6-8 
CincinlUlti ............ Aug. 31-5ep1. 2 
Chicago .. , .......... Nov. 2-4 
New Vorl< ............ Dec. 7·9 

4Ot. Manqtng Marktllna R .... n:b $1,l8O 
Boston . . .. . ....... . . May 21-22 
Cincinnati .. . ... . ..... Sept. 3-4 
New York ••• . ••..••.• Dec. 11)..1 1 

SOl. Applkotlons 0( MarkeCla& 
R_ $1,l8O 
San FTlUlCisco ...•.••.. Apr. 3O-May I 
Atlanta .. . ... . .. . .... June 18-19 
Cincinnati.. .. . . . .. Aug. 13-14 
Boston ., ... , ........ Oct 15-16 
Cincinnati . . ... . . . . . .. Dec. 3-4 

SOl. Product _ $ 1,l8O 

Cincinnati . '" Apr. 1-2 
Chicago . . July 14-15 
Cincinnati . . . .. Oct 29-30 

504. Adv.-.. Reoeorcb $1,l8O 
Cincinnati ............ Apr. 3O-May I 
Chicago ..••....•.... July 23-24 
Cincinnati .••..•..... . Oct. 22-23 

50S. _ Segmentatloa R_ $1,l8O 

Cincinnati ............ Apr. 28·29 
Chicago . . ...... .. .. . July 21 -22 
Cincinnati ..• , . . • Oct 2()"21 

506. Cust ...... Sotbfoctloa R_ $1,l8O 

Cincinnati •..••.••...• API'. 9-10 
New Orleans . . .. •. . .•• July 23-24 
Chicago .•.. . .• Sept. 24-25 
Cincinnati . .. •....•. . . Dec. 8-9 

601. TromIaUagDo18latoA_bIe 
Inr ...... tIoa $1,l8O 
Boston . . May 7·8 
Cincinnati .. . ••...•.. July 9-10 
San Diego ... Sept. 3-4 
Olicago .. , •..•..••.. Nov. 5-6 

602. Tools .... TedlDIq_ 0( 

Dota Analysis $2,000 
Boston .............. Apr. 6-9 
Cincinnati. . . . May 12-15 
San Diego ........... June 2J..26 
Atlanta .. . .. . ... . ... . July 28-3 1 
Cincinnati .. Aug. 15-28 
New Orleans .. .. .. ... Oct. 6-9 
Olicago •..•..•. .. Nov. 1()..13 
New Vorl< .. Dec. 15·18 

603. Pradk:oJ Multi .. riote Analy. $2,000 

701. 

702. 

Chicago ..... . ... , ... Apr. 21-24 
Cincinnati ..••.•.....• June 2-S 
Boston .............. July 7-10 
New York ..... ••..... Aug. 4-7 
Cincinnati ..... ,. , ... , Sept. 15-18 
Chicago .. . .. . . .. . . .. Nov. 17-20 

International Marlldlag R_ $1,l8O 

Chicago .. . ... . .. Apr. 16- 17 
New Vork . .. ...... .. . Sept. 29·30 

8_ to 8_ MarkeCla& 
R_ $1,600 
Cincinnati .. . ..... .. . Sepc. 9- 11 

CERTIFlCATE OF PR0I-1CIENCY IN MARKETING RESEARCH MErnOfX)L()QY &. APPLICATIONS 
Cincinnad ...... . . .. .. .Aug. lo..Sept. 4, 1998 

CERTIFICATE OF PRQACIENCV IN QUALITATIVE RESEARCH 
Cincinnati ......•...•. .Apr. 14-24. 1998 Cincinnati •...•..•..•..••...•.•.•.. Oct. 2()..30. 1998 

CERTIFICATE OF PROFlClENCY IN QUANlTfAllVE ANALYSIS 
Oticago ... . ....... . .. .Nov. 1·20, 1998 

Please call for 8dditional information on these and other 8wh Institute seminars. 
AU the above Bulte Institute Seminars are ava.ilab5e for in-bouse prescJualion. 

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 



It's the talk of the town ... 
Fieldwork announces the expansion of our National Telephone Interviewing Service. 

Here's one more reason for you to talk to Fieldwork about your critical 

market research needs. 

Everything You Need 

• 60 CRT Stations 

• Ongoing monitoring both on and off-site 

• Programming, coding and tabulations 

fieldwork 
Phone Center 

Call1-888-TO-FIELD today! 
(888-863-4353 ) 
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