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• I~ OmniTel/lsis • 
Now You Can Get 

Consumers' Answers to Your 
Marketing Questions in 72 Hours. 

Low-cost, top quality custom market research 

from a nationally representative sample. 

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

ISIS-For interviews up to 15 minutes in length. 

I hese are the only telephone omnibus services proven to deliver the 
accuracy of premium dedicated surveys. This accuracy is the result of 

extensive experimental research. Our unique improvements include: 
question block rotation to eliminate order bias; ensuring that five callbacks 

are made to maintain representative

ness; sample balancing to census data 
on age, sex, region, education and 
race; and daily geographic quotas. 

Specifications: 1,000 adults interviewed every weekend from computer

generated random samples; 72-hour survey completion through tabulation 
by a standard demographic banner. (Custom banners are also available). 

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

· ........ .. . 
· • • • 

· ISIS· 
• ••••••••••• 

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

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

For Complete Information and Pricing Call: 
New York Metro: (732) 572-7300 • FAX (732) 572-7980 
Chicago Metro: (312) 440-5252 • FAX (312) 266-1742 

Elsewhere: 1-800-444-9910 
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"I should have used FOCUSVlSion!" 

d Up \nformation 
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Videoconferencing of live Focus 
Groups ... right to your office. 
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Car washing: a monthly 
task 

A Maritz AmeriPol1 found that a 
third of American men wash their cars 
at least once a week, compared to just 
17 percent of women. Women seem to 
count on rain to do the job, since 42 
percent only wash their cars every 
month or two. Not surprising, men are 

twice as likely as 
to 

car s 
m 0 r e 
t han 
once a 
wee k . 

As a 
whole, 72 

percent of 
Americans wash 

their cars at least once a month. 
When it comes to choosing car

washing methods, most Americans get 
out the bucket and sponge and turn on 
the hose. A whopping 46 percent pre
fer to wash their cars by hand at home, 
with men (51 percent) a little more 
likely than women (41 percent) to 
choose this method. Other methods 
include an automatic card wash at a 
gas station (23 percent) , do-it-yourself 
at a car wash establ ishment (16 per
cent), and a hand-wash and interior 
cleaning service (15 percent). 

Women are nearly twice as likely as 
men to choose the wash and cleaning 
service - 19 percent of women, com
pared to 10 percent of men. The auto
matic car wash is a favorite among 
adults 65 and older, prefelTed by near
ly one-third of them. Young adults, on 
the other hand, go for the do-it-your
self method at the car wash, used by 
28 percent of that age group. Maritz 
AmeriPolI is a national consumer poll 
conducted regularly by Maritz 
Marketing Research Inc., St. Louis. 
Results are based on telephone inter
views with American adults. Accuracy 
is within ±3 .09 percent. For more 
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information call 800-446-1690. 

American teens' $50 
billion grocery bag 

The American teenagers' impact on 
family grocery purchases exceeds $50 
billion annually, an average of $58 per 
teen household per week, according to 
a study commissioned by Channel 
One Network, a provider of news and 
information-based programming for 
teenagers. 

The "Teen Grocery Shopping" 

study found that teen households ring 
up annual grocery store purchases of 
$100 billion . Nearly $20 billion 
($ 19.6) are purchases directly influ
enced by teens (made specifically at a 
teen's request), while another $32 bil
lion is indirectly influenced by teens 
(consumed by the teen and other 
household members). 

Not surprisingly, leading teen-influ
enced categories are snacks, desserts 
and beverages, which account for 24 
cents of each grocery dollar spent in 

continued on p. 41 

Business marketers turn to Internet 
Five years ago, there were two commercial (.com) Internet "':'eb sites. 

Today, there are more than one million of them. Relatively few busmess and 
government buyers had Internet access back in 1993. Today, hal~ (51.? ~er
cent) of all purchase decision-makers in the U.S. use the Internet III their Job, 
and 85.9 percent expect to use the Internet for job-related purposes III the next 
five years, according to a study by Penton Research 
Services, the research arm of Penton Publishing, a 
Cleveland-based business information and 
media company. 

"Business marketers have worked hard to 
get Web sites up and running in recent years, 
and this is reflected in their print advertis
ing," says Ken Long, director of Penton 
Research Services. An analysis of advertise
ments that appeared in 12 Penton business 
magazines in September 1992 found that none 
of the ads listed an Internet address readers could 
visit to O'et more information, and practically none (0.2 
percent) provided an e-mail address. In September 1997: 60.9 percent of the 
ads in the same 12 magazines supplied an Internet Web site address, and 17.7 
percent listed an e-mail address. . 

Seven out of 10 purchase decision-makers surveyed by Penton. ~~Jd that 
they expect to respond to more ads over the next five years by VISltlllg the 
company's Web site (72.2 percent) or by sending e-mail to the company (73.7 
percent). Why? "No muss, no fuss, and it can be done at any hour of the day 
or night," said one executive interviewed. More than half (55.1 percent) of 
the respondents also expect to use the Internet to purchase products or ser
vices for their organization in the next five years. 

These and other research findings are outlined in the new study, "Industry 
Inquiry Trends." The report presents the results of a surv~y of 676 managers, 
executives, engineers, and purchasing agents III the Ullited States, who are 
involved in buying deci sions for their organization. The overall marglll of 
error for the survey is ±4 percent at the 95 percent confidence level. For more 
information call 800-736-8660, e-mail research@penton.com. or visit the 
company's Web site at www.pentonresearch.com. 
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Find Them Faster and Easier. 
And Find Them For Less. 

POLK'S RESEARCH SAMPLING 

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

Polks Research Sampling delivers the most accurate and targeted samples, saving you time and money. By dealing \vith Polk 

direcLly, you go straight to the source. No middleman, so theres no markup on the best infOlmaLion available. Our experienced 

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

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

~k. 
Multi-Dimensional Intelligence'· 



Rewrite of Ci3 CAli 
System 

Sawtooth Techn o logies , Inc., 
Evanston, Ill ., has released a rewrit
ten vers ion of its Ci3 CATI System 
for Computer-A ided Telephone 
In terv iewing. The new release, Ci3 
CATI for Windows, offers a number 
of enhancements: more advanced 
quota control s make it poss ible to 
design more complex studies; multi 
ple quotas mean more respondents 
can be ass igned to either excl usive or 
multiple quota cell s; inbound ca lling 
capabilities let interviewers retrieve 
sample instantly based on any unique 
identifier ; a commercial database 
permits larger sample databases and 
more use r-definable fie lds within 
those databases as well as a wider 
range of import/export formats; 

expanded reporting capabi li ties ; 
more detailed productivity reports ; 
password protection; links to ACA, 
CBC and other modules ; internation
a l interviewing capabiliti es; and 
increased station capacity. For more 
information ca ll 847-866-0870 or 
visit the company's Web site at 
www.sawtooth.com. 

New Internet search 
tool 

The Web Tools Company, a 
Vermi lli on , S .D. , subsidi ary of 
Visual Metrics Corp., has released 
Mata Hari , a desktop search tool fo r 
knowledge workers, profess ionals 
and others researching information 
on the Internet. The software ex tends 
features found in current 
metasearcher, off- I i ne browser, fi Iter 

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 . 

Consumer Opinion Services 
_ ............ We answer to you 

12825 I st Avenue South Seattle Wa. 98168 
206-241-6050 FAX 206-241-5213 
ask for Jerry or Greg Carter 
Http://www.Cosvc.com E-mail COS-info@cosvc.com 

S ea lll e . Port l and . Spokane . Boise . San J ose . SaIL L ake CilY 

and document management products . 
Users submit queries through Mata 

Hari to Internet search engines such 
as Yahoo, Hotbot, Alta Vi sta or 
Excite. Mata Hari retri eves the actu
a l documents ide ntified by the 
eng ines, removes duplicates, and 
then filters , scores, indexes and 
stores results in a desktop database. 
Searches can be immediate, work in 
the background , or run during off 
hours when Internet co nnections 
may be faster. 

Users can pose multiple queries at 
the same time, in simple sentences or 
usi ng structured (and , or) syntax, to 
one or all of the 100 supported 
engines. Mata Hari evaluates poten
tiall y thousands of Web link refer
ences against the queri es and its fl ex
ible s ite and document filtering . 
Final , accepted results can be as 
large as 1,000 complete Web docu
ments and 65 ,000 unique terms. 
Users can fu rther search and manip
ul ate the results databases usi ng all 
of Mata Hari's features. 

Mata Hari is a Windows NT or 
Win95 application. It is being di strib
uted and supported so lely via the 
Internet. Its price is $79.95. The com
plete version 1.01 software may be 
downloaded fo r a free 30-day eva lua
tion at: http://thewebtools.com. 

Mapping software 
offers 50GB of data 

GeoLyti cs, East Brunswick, N.J., 
has released of CensusCD+Maps, a 
demographics and mapping software 
product combining 50 gigabytes of 
data with thematic mapping capability. 

CensusCD+Maps lets users create 
co lorful thematic data maps, down to 
the neighborhood level of census 
block groups, with no mapping or 
GIS ex perience required . All of the 
data, boundaries, and software to cre
ate results are on the one disc. 

continued on p. 46 
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HANDS UP IF YOU NEED THE 
SPEED OF BELLVIEW SCAN. 
New Bellview SCAN will save you. 

Unlike other scanning software, it's specifically 

designed to speed through research questionnaires. 

With Bellview SCAN you get quick, accurate, 

cost-effective capture of paper questionnaires -

all but eliminating the need for manual intervention. 

It simplifies everything from questionnaire 

set-up and defining validation to dealing with 

open-ends and reporting. 

Need to move jobs efficiently through the 

whole scanning process? Be llview SCAN does it 

with ease . Its uniquely powerful workflow and 

batch control features make this possible . 

Want to make productive use of your scanners 

by having many jobs using the system at one 

time? Bellview SCAN keeps everything in order. 

The client/server system runs on Windows 

NT/95 and supports as 

many scanners and 

ed iting stations as you 

need. Data are fully 

compatible with 

Bellview CATI , 

CAPI and OOBC compliant databases. 

To find out more, call Pulse Train for details of 

Bellview SCAN. And avoid getting snowed under. 

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

Suite 406 , North Palm Beach , Florida, 33408. 

Tel : (56 1) 8424000. Fax: (56 1) 8427280. 

Email : PTTSystems@aol.com ~~ 
-?""'" 

http://www.ws.pipex.com/ptt ,.. :I 
V 

PULSE ' TRAIN 
TECHNOLOGY ' LTD 



Elaine Madansky has been pro

moted to marketing research project 
manage r at Abboll Laboratories 

Diagnostics Division, North Chicago, 

III. 

William Salokar has joined the 

Atlanta office of Elrick & Lavidge as 
account director. Prev ious ly he was 

product and research manager at The 

Georg ia Lottery. Also in the Atlanta 

office, Marsha White has been pro

moted to vice pres ident. In the 

Chicago office, Larry Gulledge has 

been appointed to reg ional manager. 

In the Dall as office, Michele 
DeKinder-Smith has been promoted 

to vice president. 

vice pres ident and group director of 

the newl y crea ted Taylor Ne lson 

SOFRES Healthca re Group in North 

America. In additi on, Shannon 
Vanden Berg has been named senior 

project director tn the firm's 

Automotive Group in Detro it. 

Kari Johnson has joined C. 1. 
Olsoll Market Research, 

Minneapolis , as market research 

assistant. 

S. Michael Suplick has been 

named to the newly created position 

of chief ope rating officer at 

Rockwood Research, St. Paul. 

James O'Hara, Jr. and Ted 
SOFRES Intersearch, Horsham , McMillin have joined the Dallas 

Pa., has named Ken DePinto senior office of Burke Marketing Research 

",s fa TESTING 
ft0'-Y I 

A Luxurious Setting at Affordable Prices 
• An 8,000 sq. ft. facility • Five spacious focus group/observation rooms 

• A 1,200 sq. ft. commercial test kitchen • Luxurious client lounges 

• One/ones to 50 respondents per session per room 

• Any size taste-test study easily handled 

• State-of-the-art stereo and video equipment 

• Complimentary limousine service may be arranged in advance • Free parking 

• Four commercial ovens with 24 burners • Three Utility Distribution Systems (U.D.S.) 

• 20 high-powered full-sized microwave ovens • Walk-in refrigerators/walk-in freezer 

• All respondents prescreened and confirmed prior to session 

* A quality conscious/reliable full-field service to handle any study to your satisfaction 

Our Know/edge and Experience Makes Us 
"The Ultimate Focus & Testing Facility" 

20847 Ventura Boulevard, Woodland Hills, CA 91364 
(818) 347-7077 • FAX (818) 347-7073 

as senior account executives. 

ACNie[sell, Stamford, Conn. , has 
named Paul McNeill sen ior vIce 
president of g loba l marketing. 

In formafioll Resources, In c., 
Chicago, has named Kim Feil divi-

Feil Dietz 

sion president for marketing, product 
management and business so lutions, 
and Peter Dietz division president for 
technology and software develop
ment. 

The follow ing have been named to 
the management team for 
MRCGroup 's new data collection 
center in Las Vegas: Glynis 
Giangrande, senior project manager; 
Alan Bumacod, project manager; 
Pam Auld, phone center tech manag
er; Sam Stipsky. senior telephone 
center director; Maryann Welsh , 
telephone center director. 

Susan Northey , an associate 
research director at the Milwaukee 
office of the Cramer-Krasselt adver
tising agency, has been named a vice 
president. 

James Porchey, owner and CEO 
of Porchey Research , St. Louis, has 
been named to the adv isory board of 
the Un iversity of Texas at Arlington's 
Master of Science in Marketing 
Research program . 

John Sadler has joined Quality 
Controlled Services, St. Louis, as a 
telemarketi ng account representati ve. 
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Focus Vision Goes Global! 

Videoconferencing of • Everyone Can Attend 

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

• Speeds Up Information 

• Saves Staff Time 

• Cuts Travel Costs 

Now you can see, hear and interact with live foc us 
groups g lobally thanks to FocusVis io n's new partner
ships with establi shed foc us research fac iliti es around 
the world . With videoconferenc ing direct to yo ur offi ce, 
you avoid the ex pensive and time-consuming process of 
internati onal trave ling simply by using our expanded 
network of sites. 

The same reli able service that has been ava il able in 
the US for years is now avail able worldwide. Our inter
national partners come to us with years of ex perience in 
qua litati ve research and modern attrac ti ve studios that 
qualify them to be part of Ameri ca 's largest videocon-

Buenos Aires, Argentinia 
INFoQUALlTY 

Sao Paulo, Brazil 
* CPM Market Research 
* Damanda 
* EP Escritorio de Pesquisa 

Toronto, Canada 
Focus First 
Toronto Focus 

Copenhagen, Denmark 
GfK Denmark A/ S 

London, England 
London Focus 
Westend Focus 
GfK-Great Britain 

Paris, France 
MV2 Conseil 
Nova Test 
GfK-Marketing Services 

Frankfurt, Germany 
MR&S 

Hamburg, Germany 
INRA Deutschland 

Munich, Germany 
GfK Data Services 

Milan, Italy 
CIRM 
ASM-Milan 

Naples, Italy 
Adacta 

ferencing network . 
Like our American locations, international sites are 

equi pped with multiple cameras, li ve camera operator, 
s imultaneous translation voice-over, two way video 
debriefing and direct back room communication. 

FocusVision in vented the idea of videoconferencing 
of focus group research and , as the acknowledged 
leader, set the standard . We bring thi s 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 - 17 15 or fax us at 
203-96 1-0193. 

Rome, Italy 
Pragma 

* Pro-Marketing Research 
SELECTA/ ASM 

Osaka, Japan 
Japan Statistical & 

Research Co. 
Tokyo, Japan 

Japan Statistical & 
Research Co. 

Market Focus 
ACNielsen Customised 

Mexico City, Mexico 
EPI Grupo 
Pearson WGC 
Indemerc Louis Harris 

Barcelona, Spain 
* Inner Research s.A. 

Madrid, Spain 
Inner 
EMER GfK 

Stockholm, Sweeden 
BORELL 

Amsterdam, 
The Netherlands 

INTDMART 

* Available July '98 
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Maritz Marketing Research 
Inc. , St. Louis , has received the 
1998 Marketing Exce llence Award 
from Ford Motor Company in 
recognition of outstanding service 
and performance. Thi s is the sixth 
year in a row that Maritz has earned 
the honor. 

Forrester Research, Inc. , 
Cambridge, Mass., has opened its 
European Research Center in 
Ams terdam, Netherlands. Forrester 
Research B. V. wi II serve as a hub 
from which Forrester will assess 
how emerging technologies wi ll 
affect business developments taking 
place in the European Union. The 
European Research Center will also 
propel Forrester 's European sa les 
effort, previou s ly conducted 

OBJECTIVE: 

through its U.S.-based offices in 
Cambridge, Mass., and resellers In 
Europe. 

New York-based Audits & 
Surveys Worldwide has opened a 
new office, Audits & Surveys 
Europe, Ltd ., in Dublin , Ireland. 
Anne Hastings will head the new 
office, which is located at 26 Upper 
Pembroke St., Dublin 2, Ire land. 
Phone 011-353 - 1-678-5000. Fax 
011-353-1-678-5566. 

Symmetries Marketing Corp. 
has moved to 4820 S . Mill Ave. , 
Suite 200, Tempe, Ariz. , 85282-
6730. Phone 602-456-8999. Fax 
602-456-6306. 

David's Phone Center has 

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

551 SOLUTION: 
Barry Sabol (President of Strategic Consumer Research in 
Cleveland, Ohio) - "When we do surveys for retailers, we select a 
radius around a store site in a particular marker. 5SI's Site-Radills 
methodology is really olllstanding. In fact, we once had to do a 
survey to conllnn the specific store closest to the respondeJ1l's home 

and lVe experienced a viI1ual 9C)OIo match of trade 
area with the store! 

'Turnaround time is arten an issue -
a retailer will call and say '1 need to 
know what's happening at store 1542 
by the end of the lVeek.· I knolV I can 

make one call to my S51 account 
executive anc! have the sample the next 

day. That's one of the main th ings I love 
about 511Ivey Sampling - just unbelievahle 
responsiveness 

Call 5S1 for sampling solutions at 
(203) 255-4200 

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

Partll e rs with ,Hirvev 
re.\'ea rc lte rs s ince 1977 

moved to a new location, a ll owing it 
to increase capacity from 48 to 74 
CAT! stations. The new address is 
505 Pershing, Pocatello, Id aho, 
83201 . Phone 208-232- 1818. Fax 
208-232-1466. 

Colwell & Salmon 
Communications, Inc. , an Albany, 
N . Y. , telephone marketi ng and 
research firm , will open a satellite 
office in Glens Falls , N.Y. 

Digital Marketing Services, 
Inc. , Dallas, will conduct Web s ite 
evaluation studies for the Direct 
Marketing Association . 

NFO Worldwide, Inc. , 
Greenwich , Conn. , has comp leted 
the acquisition of CF Group, Inc. 
NFO purchased 100 percent of CF's 
outstanding stock for approximately 
$20 million (CAN), consistent with 
terms and co nditions previously 
announced. 

Sky Alland Marketing, 
Col umbi a, Md. , is sc hedu led to 
open a customer communicat ions 
center in Milwaukee this month at 
4915 South Howell. 

Market Development Inc. , has 
opened new offices at 600 B St., 
Suite 1600, San Diego, Calif., 
92101. Phone 6 19-232-5628. Fax 
619-232-0373. 

For the first time s ince 1993 , 
ACNielsen , Stamford , Conn., 
reported a profitable first quarter. 
Fi rst-quarter net income rose $5.9 
mill ion , or $0. 10 per share, over last 
year, to $1.8 million , or $0.03 per 
diluted share , including an after-tax 
expense of $ 1.9 million , or $0.03 
per share, for Year 2000 modifica
tions. The impact of foreign curren
cy translation lowered reported net 
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income by $ 1.3 million, o r 0 .02 
pe r share, for the qua rte r. 

In separate news, the firm has 
announced a major expans ion of its 
te lev ision audi ence rat ing se rvice in 
Chin a. It pl ans to expand its use of 
it s PEOPLEM ET E R tec hn o logy 
from a sing le pane l now ope rating 
in Shanghai to nine othe r major 

Chinese c iti es over the nex t two 
years. 

Kansas City, Mo .-based Market 
Directions, Inc., has opened a Web 
site at ww w.marketdirecti ons.com. 

In April , The Wall St reet Journa l 
reported C inc inn ati Be ll 's plan s to 
spin off its billing and customer 
management businesses, inc luding 

Matrixx Marketing Inc. , and its 
Matri xx Marketing Resea rch di vi
sion, into a new co mpany ca lled 
Convergys. 

Intellipost Corp. , San Franc isco, 
a loyalty marke ting firm , is ex pand-

ing its BonusMail opt-in adve rti sing 
service to include a set of market 

research too ls provid ed by New 
Yo rk -based CLT Research 

Assoc iates. 

Greensboro, N.C.-based Homer 
Ma rket Research Associates, Inc. , 
has acquired T & K Resea rch 
Centres , Inc., Atl anta. 

M intz & Hoke Inc. , an Avo n, 

Conn ., ad ve rti sing firm , has formed 
Advantage Fi e ld & Focus, a focus 
g roup fac ility with rec ruitment and 
fi e ld resea rch services. The firm is 
loca ted at 40 Tower Lane, Avo n, 
Conn ., 0600 I . For more informati on 

ca ll Rosa l ie Renfrew at 860-679-
9722 . 

Information Resources, Inc., 
Chi cago , ann o un ced fir s t-qu a rte r 
1998 ne t earnin gs of $ 1.9 milli on, 

o r $0 .07 pe r diluted share, com
pared to essentiall y break-even 
results in the firs t quarte r of 1997. 

For the firs t qu arte r ended March 
3 1, co nso lid ated revenues were 

$ 11 9 .2 million, up 13 percent ove r 
the firs t quarte r of 1997. Revenues 
from the company's U. S. businesses 
were $94 .6 million, an increase of 
10 pe rcent compared to $86 .1 mi I
li on fo r the co rres pondin g 1997 
quarte r. 

leT Group, Inc., Langhorne, Pa., 
reported reve nues fo r the three 
month s ended March 3 1 were $27.0 
milli on. a 32 pe rcent increase com
pared to revenues of $20.5 milli on 
fo r the first quarte r of 1997. Net 
income rose 41 pe rcent to $666,000 
from $473,000 in 1997 and ope rat
ing income inc reased 65 pe rcent to 
$ 1. 1 million fo r the first qu arter of 

1998 from $637,000 in the same 
pe riod in 1997 . Diluted ea rnings per 
share fo r the quarte r ended March 
3 1 increased 50 pe rcent to $0.06 pe r 
share from $0.04 per share in the 

first quarte r of 1997. 

It's a$HtiiU world. • • 
Work with a full-service research firm 

that explores , understands and answers 
the diverse cultural and linguistic 

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

Domestic and International 
Qualitative and 

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

etc Erlich Transcultural Consultants 

June 1998 

21241 Ventura Boulevard, Suite 193 
Woodland Hills, CA 91364 

818/226-1333 Fax: 818/226-1338 E-mail : etcethnic@aol.com 
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True-life tales in marketing research 

Editor's note: " War Stories " is a 
reguLar fea ture in which Art Shulman, 
president of Shulman Research, Van 
Nuys, Cal!f , presents humorous sto
ries of I!fe in the research trenches. 
He call be reached at 8 / 8-782-4252 
or at artshuLman@aol.com. 

A
n inte rviewer reques ting 
anonymity, but whom we' ll ca ll 
Tin a, is parti cul arl y ade pt at 

interviewing young children. One of 
her secrets when interviewing littl e 
girl s is to establi sh rapport by first 
asking the girl what her middle name 
is. The n, whatever name is men
ti oned, Tina says to the girl , "What a 
coincidence. That 's my middle name 
too!" 

During recruiting for one study, 
after ass uming 15 di fferent middle 
names over a two-day peri od, she 
asked a little girl what her first name 
was . T he girl responded, "Tina." 

"What a coinc idence. That 's my 
name too!" said Tina the interviewer. 
To which Tina the respondent said , 
"You' re just saying that so I'll talk to 
you!" 

Tradeoff Marketing's Harri s 
Goldstein reports about a business 
trip to Fl o rida. Go ldste in had a 
wealthy cousin named Harry Chernin 
who li ved in Chicago, but kept an 
apartment in Miami . When Goldstein 
to ld Chernin where he was go ing, hi s 
cousin vo lunteered hi s unused apart
ment to Goldste in and hi s wife for 
the ir stay. When they arri ved at the 
apartment, they fo und it was decorat
ed fa r more elaborately than they' d 
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By Art Shulman 

imagined. 
As Goldste in 's wife di scovered , 

even the bathroom was luxurious. 
After takin g a look around, she ca lled 
Goldste in in to marvel at its appo int
ments. "Look!" she exclaimed. " Your 
cousin is so wea lthy that he has per
sona li zed fa ucet handl es. They' re 
embossed with hi s initials." 

Goldstein looked at the handles. 
Sure enough, the one on the left was 
embossed with an " H" and the one on 
the ri ght was embossed with a "e." 

A supervisor at a mall fac ility, who 
requests anonymi ty, reports that one 
of her interv iewers o ften talked to 
God. He ' d look up wa rd , foc us hi s ea r, 
and respond to w hatever questi on 
he' d heard , mutte ring things like, 
"Why should I do that?" 

Thi s interviewer, before he was let 
go, refused to spea k wi th any member 
of the staff, except fo r a young, 
bearded male inte rviewer, whom he 
ca ll ed Jes us, and the supe rviso r, 
whom he call ed the Virg in . 

While the supervisor never detect
ed anything wrong with thi s inter
viewer 's questi onnaires, who reall y 
knows whether the opinion on some 
toothpaste powder was rea ll y that of a 
head of household who quali fied fo r 
the study, or God (who did not)? 

Interviewer Damie n Romm al of 
PKM Marketing Research in the Los 
Ange les area repo rt occas ionall y 
be ing re bu ffed by shoppe rs he 
attempts to in terview in the mall. The 
most frequent response of thi s type 
is, "No habla Eng la is," provided by 
Hi spanic consume rs. But he was 

shocked one afternoon when a con
sume r he approached responded in a 
robot- like staccato vo ice, "Sorry. I 
am unable to conjugate the vowels 
necessary to compile sente nces with
in the confines of the Eng li sh lan
guage." 

Je we l A lde rton of Fac ts 
Consolidated te ll s about di scussing a 
politi cal study with a cl ient. Whe n the 
client suggested do ing intercept inter
views at high-traffic strip mall s, since 
a visual needed to be shown, Alderton 
indicated that pas t ex peri ence with 
surveys using thi s methodology never 
yielded e nough Republicans. 

"Oh," said the client, "What can we 
do about that?" 

"Well ," A lderton said , "We could 
we ight for them." 

" How long do you sugges t we 
wait?" asked the cl ient. 

A suming that Alderton is right, 
and that Republicans are underrepre
sented, I wonder if Republicans are 
less likely to stop for an interview, or 
less like ly to shop at strip mall s. 
M ay be Re publi cans a ll shop at 
upsca le reg ional mall s ... 

In future issues, we' ll report on 
more quirky, loopy and strange hap
penings in the world of market 
research. If you' d like your story to 
be to ld - anything re lated to 
research is usable , fro m spilling soup 
on your client 's new suit to cute 
answers respondents prov ide on ques
ti onnaires - please ca ll me at 8 18-
782-4252 or, better yet, write it up 
and fax it to me at 8 18-782-30 14 or 
E-mail meatartshulman @aol.com. 0 
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Focus Pointe - where peace of mind is part of the package. 

The Comfort of Quality - If comfort and peace 
of mind are high on your list of prioriti es, then 
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Boston , Focus Pointe is one of the leading 
qualitative research companies in the u.s. 

The Comfort of Tru st - With Focus Pointe, you can 
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the know-how and specialized understanding to 
meet the challenges of your projec t. Our in-house 
recruiting s taff uses s tate-of-th e-art teleph one 
screening and controls to ensure integrity and 
accuracy in every aspect of the proj ect. 

The Comfort of Reliability - From databases to 
accommodations, Focus Pointe offers the comfort of 
reliability from start to finish. We have access to 
unique databases for every type of demographic or 
industry segment. Best of all, you can be assured of a 
first-class, full-service facility designed with yo u and 
your clients in mind. 
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Have you ever wondered. • • 
By Gary M. Mullet 

Edilor \ nole: Cary M. Mullel is presidenl (~f Cary 
Mullel Associales. (/ Lawrell cel'i/le. Ca., dala analysis 
and consulling fi rm. He can be reached al 770-93 1-1060. 

In response to a reporter' s questi on. a me mber o f o ne o f 
the Sweet 16 basketball teams in thi s year 's NCAA 
tourney di scussed and de fin ed reg ress ion analys is. His 

answer had to do with the idea that if he (or an oppone nt) 
had a bad game. hi s nex t game would probabl y be better. 
due to the regress ion e ffect. The questi on was posed to the 
student-athl ete a fter it was lea rned that he had to take an 
examinati on o n reg ress io n analys is whil e o n the road for 
thi s sess ion of March Madness . As most readers know, hi s 
example of the regress ion effec t c lose ly para ll e ls that of 
the relati onship between fa thers' and sons' heights, which 
some sources say gave ri se to the term regress ion ana ly
s is over 100 years ago. 

What fo ll ows are answers to severa l other questi o ns, 
some dea ling with regress ion analys is, some not. The 
pages of thi s co lumn have covered a wide va ri e ty o f top
ic and some of the answers be low are borrowed libera ll y 
from them and some aren' t. (Remember: stea ling from 
o ne author is pl ag iarism; stea ling fro m seve ra l is research. 
Since I sto le that statement fro m onl y o ne source, it' s pl a
g iari sm. I' d love to g ive credit but ho nestl y do n' t know 
the ori g inal source.) 

Whv do some regression coefficienls hm 'e Ihe lI 'rong 
sign? 

What exac tl y is mea nt by the "w ro ng s ignT 
Co mputati onall y. hard ware and so ft wa re are at the stage 
where. for a g iven data set. the signs are unde niabl y ca l
cul ated correctl y. (S uch was not necessaril y the case back 
in the days o f punched ca rds. abo ut which more la te r. ) 
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There coul d be a couple of things go ing on. First, your 
theo ry cou ld be wrong; that is, the sign might not rea ll y 
be wro ng. Second , it could be a stati sti call y non-signifi
cant result , in which case the s ign o f the coeffi c ient is 
meaning less . Third , it might be that, due primari ly to 
co ll inearity in the data set, you are comparin g the s ig n of 
a parti a l regress ion coeffic ie nt with ex pectati o ns f rom a 
total regress io n re lati o nshi p. The parti a l coeffi c ie nt 
invo lves the re lati onship of the parti cul ar indepe nde nt 
variab le of in terest accounting for what goes on with 
other independe nt vari ables . The tota l coeffici ent ignores 
what goes on with the other independe nt vari ables and 
looks at onl y the re lati onship between the c rite ri on vari
able and a s ing le predi ctor. 

It 's not at a ll uncommo n to see a pos iti ve s ig n attached 
to a co rrelati o n coeffi c ient invo lving a s ingle predic tor 
and sing le dependent vari able (predi ctee?) and yet the 
regress ion coeffic ient fo r thi s same predi c tor, when other 
predictors are in the equati o n, will be negati ve. Run a 
handful of regress io ns with a larger handful o f predi ctors 
and you will a lmost assuredl y see severa l such "wrong" 
s igns. T hey mayor may not be cause fo r concern , depend
ing on the intent of the study fo r which you are doing 
regress io n analysis in the first pl ace. If you are among 
those who use beta coefficie nts to a ll ocate re la ti ve 
" importa nce," you might be in fo r a headache due to these 
sign reversa ls. 

How does sample size impacl regression and multiple 
correlcll ion ? 

Well , we see a couple of things go ing in oppos ite direc
ti ons he re. A small er sample wi II usua ll y show a larger R' 
and a sma ll er number of stati sti call y s ig nifi cant predi c tors 
than will a larger one f rom the same po pulati on. It 's a 
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degree of freedo m phenomenon and makes a leas t a mod
icum of sense. 

Remembering bac k to when you took geometry (or, in 
my case, vice versa) , you saw that two po ints perfectly 
determine a straight line, three po ints determ ine a plane, 
four po ints determine a hyperpl ane in fo ur-d imensio nal 
space, and so on. Regression ana lys is is rea ll y do ing noth
ing other than estimating the coefficients o f the eq uations 
for those lines, planes and hyperpl anes. It shoul d be fa ir
ly easy to see that the fewer data po ints we have, the bet
ter the fit o f the pl anes to the data, usuall y. Thus, R ~ will 
be larger w ith fewe r data po ints, genera ll y peaking. 
T hat's why some of your models are "bette r," if you use 
R2 to determine goodness o f the mode l as many are wont 
to do, when you look at small subsets of the sample and 
compare the results with the tota l sample . Economists 
were among the first to recogni ze thi s and in most intro
ductory econometri cs tex ts you' ll find a definiti on of R2_ 
adjusted-for-degrees-of-freedom. This adjusted R2 is ro u
tinel y shown as part of the output of most current soft
ware packages. It' s very di sconcerting when thi s va lue 
sho ws up as negati ve . If it does, you are woefull y sho rt on 
sample! 

As fo r the number o f s ig ni ficant pred ic tors, as the num
ber of observati ons increases , the deno minator in the sta
ti sti c that determines whether a reg ress io n coeffic ie nt is 
sig ni ficant decrease, other things re maining constant. 
Thus, it 's "easier" for a coeffi c ient to be sta ti sti call y sig-

nifi cant and , with bigge r samples, more will be declared 
s ignifi cant than whe n you are analyzing sma ll er samp les. 

As yo u are no doubt awa re. samples that are inordi 
nate ly large are troublesome in other s tati sti ca l analyses , 
too . Eve n with simple t-tests for independent means, big 
samples will show that even minuscul e sample mean di f
fere nces are s ignifi cant. In these cases, as we ll as those 
above, the rea l issue is, a re the results subs tanti ve in 
additi on to be ing stati sti ca ll y signi ficant? The answer 
may be that they are not, just because the sample was too 
large. 

Why are Illy R' va llles so lOllS\' whell I use yes- I/O p re

diclOrs? 

Yes-no predi c tors, or dumm y va ri ables, come about 
when we use qua litati ve (e.g., gender, brand used most 
o ften, educati on category, etc.) rather than quantitative 
vari ables as predi c tors in a regress ion analys is. You won' t 
find much about thi s in print , but Michae l Greenacre 
wrote about it , maybe with a proof, a few years ago in a 
JOllrnal of fh e American Slafisfica l Associafion paper. For 
our purpose here, it 's something to ac kn ow ledge and , in 
part, it po ints out what many consider the fo ll y o f com
paring the goodness of regression models by us ing R2. 

If you have some stati sti ca ll y s ig ni ficant regress io n 
coe ffi c ients and your regress io n equati o n makes a deg ree 
o f substanti ve sense, then yo u mig ht wa nt to ig nore the 
mag nitude o f R' when using dummy predi c tors. See 

continued on p. 49 
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Case histor 

Pfizer conducts research with doctors to improve 
usability of men's health inventory 

Editor~' note: Kimberly Rengle is a 
San Diego-based freelance writer spe
cializing in data-mining issues and 
computer technology. 

Pfizer Inc., a New York-based 
global health care company 
recently received FDA approval 

for and began marketing a new drug 
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By Kimberly Rengle 

called Viagra, the first oral treatment 
for male erectile dysfunction (ED). 
Recognizing that ED is an embarrass
ing condition (a fact that many experts 
believe results in under-diagnosis and 
under-treatment) Pfizer is using a 
multi-faceted marketing campaign to 
create awareness about male erectile 
dysfunction while promoting Viagra. 

For part of the campaign, Pfizer is 
developing outcomes research tools 
for primary-care physicians, urologists 
and other professionals. One of these 
tools is the Sexual Health Inventory 
for Men (SHIM:IIEF-5), a five-ques
tion, self-administered diagno tic test 
that can help indicate the presence or 
absence of ED. The SHIM:IIEF-5 can 
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serve a a clinical aid to prompt further 
investigation of ED and a discussion 
about available treatment options. This 
diagnostic test was developed using a 
combination of Pfizer's research 
efforts and data analysis tools. 

Creating the test 
Pfizer awarded an ED research grant 

to a team led by Dr. Raymond C. 
Rosen, an internationally recognized 
ED expert. The re earch resulted in the 
development of a multi-dimensional 
scale for assessing ED. This scale, the 
International Index of Erectile 
Function (IIEF), became the primary 
efficacy measure in the Viagra phase 
trials, and was published in 1997.' 

For use in research and clinical set
tings, this questionnaire is a self
administered, I5-item measure that is 
cross-culturally valid and psychomet
rically sound, with the ability to detect 
treatment-related changes in patients 
with ED. The lIEF addres es five rele
vant domains of male sexual function 
- erectile function, orgasmic func
tion, sexual desire, intercourse satis
faction and overall satisfaction. The 
SHIM:IIEF-5 is based on this IIEF 
measure. 

After the clinical research, Pfizer led 
a worldwide market research effort 
that interviewed primary-care physi
cians and urologists to determine the 
IIEF's usability in those commercial 
settings. The findings indicated that an 
abbreviated version of the IIEF would 
increase acceptance by doctors and 
patients, making it more a valuable 
diagnostic tool for identifying patients 
with ED. Pfizer then tasked its 
researchers to use proven statistical 
methods to reduce the 15-item IIEF to 
five questions that would conform to 
the National Institutes of Health (NIH) 
definition of ED2, while best distin
guishing between the presence and 
absence of ED. 

"We used our rich dataset and a 
combination of statistical techniques to 
determine a diagnostically optimal set 
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of five questions that would conform 
to the Nm's definition of ED," says 
Dr. Joseph C. Cappelleri, associate 
director of biometrics in the statistics 
group at Pfizer Central Research in 
Groton, Conn. "In addition, we needed 
an objective way to identify the point 
that best distinguished between the 
presence and absence of ED." 

The SHIM:IIEF-5 was developed 
using data from four major studies of 
men diagnosed with ED and two con
trol samples of men with no history of 

rate instrument is necessary to aid in 
diagnosing the condition," CappeUeri 
says. "When patients' scores indicate 
the presence of erectile dysfunction, 
doctors can further investigate the situ
ation and then discuss treatment 
options that can lead to improving the 
patients' health, self-esteem, quality of 
life and interpersonal relationships." 

Methods for success 
The data were analyzed using 

Salford Systems' CART c1assification-

The Pfizer Central Research campus in Groton, Conn. 

ED. The data for the diagnostic evalu
ation of the SHIM:IIEF-5 included 
1,152 men: 1,036 with diagnosed ED 
and a control group of 116 men with
out ED. For the trial data, men met 
inclusionary criteria, such as being 18 
years or older, being in a stable, sexual 
relationships for the last six months, 
and having a clinical diagnosis of ED 
for at least six months. Men in the con
trol group - those not clinically diag
nosed with ED - were volunteers 
recruited from an outpatient communi
ty health center. 

"Male erectile dysfunction is a very 
ensitive topic, and our research shows 

that an easy-to-use, robust and accu-

and-regression-tree software and logis
tic regression methodologies in con
cert. CART was used to rate the rela
tive importance of each of the IIEF's 
15 items in terms of their ability to clis
criminate between the presence and 
absence of ED. 

Salford Systems' CART is based on 
the original CART code developed by 
statisticians from Stanford University 
and the University of California at 
Berkeley. The software considers all 
variables at the same time and catego
rizes the data by binary (two-way) 
splits. This series of splits is displayed 
as a decision tree, which the software 

continued on p. 51 
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Health care research 

a delicate balance 
By Michael Greenfield 
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Editor's note: Michael Greenfield, M. D., is director of medical marketing research at Greenfield Consulting Group, Inc. 
and Greenfield Online, Inc., Westport, Conn. He can be reached at drgreenfield@greenfieldgroup.com. 

E
ffec ti ve Rx d irec t-to-con
sumer (DTC) adverti sing is 
typica lly more di fficult to 
create than trad itional adver

tlSlllg of non-Rx products to con
sumers, since it has to achieve a de li 
cate balance between attitudes and 
behav iors among two very di fferent 
audiences - consumers and physi
cians. Think of the challenge thi s pre
sents for pharmaceutical companies 
and their agencies when developing 
an Rx DTC adverti si ng campaign. 
How much in formati on do you release 
to the consumer? How compelling can 
you make your product re lati ve to 
competitors ' products, before a physi
cian-pati ent di scuss ion turns into a 
debate, creating di s atisfacti on and 
potenti al backl ash among phys icians? 

Perhaps the most challenging part 
of ac hiev ing thi s de licate balance 
involves tuning the advertis ing in a 
manner that results in a positi ve - or, 
in the worst case, neutral - reacti on 
from physic ians. In thi s regard, con
sider the following example of two 
radicall y di fferent physician reactions 
to Rx DTC adverti sing. 

"Ad verti sing Rx drugs directl y to 
consumers makes me uncomfortable. I 
end up wasting a great deal of time 
fie lding phone ca ll s fro m pati ents 
questioning the choice of the medica
tion I have put them on. Moreover, in 
the office, I end up diverting time 
from my examinati on and di agnostic 
acti viti es to correct mi spercepti ons 
regarding their medication - misper
ceptions based on adverti sing they 
have seen. It doesn' t he lp me, and it 
doesn't he lp the patient. " 

Contras t thi s phys ic ian's point of 
view on the effect of direct-to-con
sumer advertis ing for Rx drugs with 
the fo llowing: "Done properl y, DTC 
adverti sing can be helpful. Many of 
my pati ents are better informed, ask 
smarter questi ons, and end up fee ling 
more confident about the drug therapy 
that] have prescribed. It has actuall y 
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made my job easier." 
The importance of achieving the 

de licate balance has grown geometri 
cally. DTC adverti sing fo r Rx prod
ucts was virtuall y nonex iste nt 10 
years ago - today there are presently 
26 pharmaceuti cal companies spend
ing an estimated $ 1 billion annuall y 
on DTC adverti sing in the U.S. 

Address ing the ba lance issue 
becomes even more cri tical as the 
Food and Drug Admini strati on 's 
Di vision of Drug Manu fac turer 

Adve rti s ing and Communications 
(DDMAC) beg ins to a ll ow more 
informati on to be re leased to the pub
lic within the contex t of Rx DTC 
adverti s ing. Ac hievi ng a ba lance 
between the two targets was not reall y 
much of an issue just a few short years 
ago. Rx DTC adverti sing that operated 
under the DDMAC guidelines of prior 
years often left consumers scratching 
the ir heads in puzz lement, unsure 
about what medical condition was 
being addressed (never mind forming 
an opinion about the drug's superi ori 
ty re la ti ve to competing brands). 
However, times have changed. And , 
whil e the result of thi s change is c1ear-

Iy positi ve - consumers now can at 
least understand what medical condi 
ti on the drug being adverti sed is sup
posed to address - these changes 
result in the need to achieve the deli 
cate balance. 

A closer look 
To understand some of the d imen

sions of thi s balance, let's take a clos
er look at the actual needs and issues 
of the various groups in volved. Let's 
start with consumer needs. Generall y, 

the consumer is looki ng for marketing 
communications that inform them that 
a specific condition can be treated, 
and create a connecti on between the 
condition and a spec ific drug. The 
result: The consumer is now prov ided 
with sufficient in fo rmati on to engage 
in a physician/pati ent di alogue re la
ti ve to hi s or her condition. 

Phys ic ians ' needs re lati ve to Rx 
DTC adverti sing are somewhat more 
complex. Most physic ians we speak 
with are generall y comfo rtable with 
adverti sing that addresses the first 
consumer need noted above - the 
abil ity to treat certain condi tions with 

continued on p. 52 
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Editor's note: Anthony C. Stanowski 
is the former director of planning and 
market research, jefferson Health 
System, Philadelphia. He recently 
accepted a position with the Sachs 
Group, a Chicago-based company 
that specializes in planning and mar
keting software for the health care 
industry. Sharon B. Dajnowski is plan
ning analyst, Main Line Health, 
Philadelphia. 

M
ain Line Health (MLH) is a 
four-hospital entity of the 
Jefferson Health System (JHS) 

located in suburban Philadelphia. 
Among the full range of services, 
three of our facilities (Bryn Mawr, 
Lankenau and Paoli Memorial 
Hospitals) provide obstetric services. 
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The Paoli site opened in 1995 based 
upon the growing population and 
demand for services in the western 
suburbs. 

An earl ier article by one of the 
authors presented a centroid analysis 
study (GIS World , January 1993) 
which demonstrated this growth and 
movement west. Since Lankenau bor
ders the eastern end of the MLH ser
vice area, we need to understand 
whether we should allocate more 
resources west or continue to offer 
services at all three campuses. Bryn 
Mawr is only four miles west of 
Lankenau. 

In order to create efficiencies in pro
viding obstetric care services, MLH is 
examining the potential to consolidate 
services in the eastern part of its ser-

vice area. We wanted to understand if 
the difference in travel distance and 
time would be a significant obstacle to 
obstetrics patients based on the facili
ty they are currently using. 

An analysis was developed to mea

sure the mean travel time and distance 
of patients to each of the three facili
ties. The mean travel time and dis
tance of each patient to the site at 
which they received care would be 

compared to the time and distance to 
each of the other facilities in our sys
tem. 

One potential scenario is the consol
idation of inpatient obstetric services 
at Bryn Mawr Hospital. Outpatient 

services would continue to be provid
ed at current locations. We wanted to 
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no More Problems. 
Onlu Solutions. 

When it comes to choos ing a WATS 
telephone research house, we have 

your solution. PhoneSo lutions. Our 
standard is to provide impeccable 
survey resu lts, on time, and at a 
competitive price. We offer: 

• 150 CATI stations 
• 15 hour dialing day 
• Low-incidence respondents 
• Hard-to-reach or tough-to-recruit 

respondents 
• Medical/professional/consumer studies 
• Programming and tabulation services 
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understand the hypothetical impact on 
Lankenau Hospi ta l patents if they 
were to receive their inpati ent serv ices 

at the Bryn Mawr Hospital. Increasing 
travel times signi ficantl y would 

.. 

(including their full address) admjtted 
to one of the MLH fac ilities' obstetric 
serv ice for the period of one year. 
Each address was geocoded to the 
address level , where possib le, and 

2 MinuteTravel Rin~ ArOlmd Main Line Health Sites . ' .' . .' . . . . .. . , ' . " 

Legend 
l.a1kenau Travei _ 

BIyn Maw'Travei _ 

Paoli Travel _ o 

refl ect poorer access to patients, and 
would not be in keeping with MLH 's 
mi ssion. 

The di fference in mean travel time 
and distance of primary importance is 
that of Lankenau pati ents go ing to 
Bryn Mawr Hospital. We examined 
Bryn Mawr patients go ing to 
Lankenau Hospital, and trave l times to 

Buci<s 

then to the ZIP code level. We were 
successful in geocoding 70 percent of 
the addresses to the address level. 
Thirty percent were geocoded to the 
population centroid of the ZIP code of 
res idence. 

Assignment of travel distances 
The calculation of the travel di s-

Paoli for comparati ve purposes. tance was performed by using Atlas 
GIS, a mapping program of ESRI, 

Geocoding patients Inc., Redland, Calif. The distance 
We created a database of patients fro m each geocoded item to each 

Table 1: Assignment of Travel Times 

Conditions Number % of Time Assigned for 
of Patients Total Missing Values 

Patients who live > 50 miles from site to which 37 1% Excluded 
they were admitted 

Patients < 50 miles and over 22 minutes to all 3 398 8% 40 Minutes 
facilities 

Patients < 50 miles and 22 minutes or less to 2 500 10% 30 Minutes to 
facilities but over 22 minutes to 1 facility facilities not timed 

Patients < 50 miles and 22 minutes or less to 1 635 13% 30 Minutes to 
facil ity but over 22 minutes to 2 facilities facilities not timed 

Patients < 50 miles and 22 minutes or less to all 3,263 68% "Actual Travel Time" 
3 facilities (High+Low)/2 

Total 4,833 100% 
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MLH site was calcul ated using the 
straight line method. To prevent skew

ing of the data due to outliers, address
es that were 50 miles or greater from 
the site of servi ce were excluded. 
These patients are only 0 .8 percent of 

the entire patient populati on be ing 
examined. The mean travel time to 
each site based on the site of service 
was determined by calculating the 
mean travel di stance by site of service 

to each facility. 

Assignment of travel times 
The ca lculati on of the travel time 

was perfo rmed using ArcYi ew 

Network Analyst, also by ESRl. The 
travel time is calculated using an algo
rithm based on the travel di stance 
along a segment of road times the esti

mated speed limit fo r that segment of 
road. Although thi s method does not 
account for traffi c vari ances and road 
constructi on, it is felt to be a good 
approximati on to estimating trave l 
time. 

Two-minute travel time rings were 
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Table 2: Travel Time and Distance To MLH Facilities by Facility Patient Used 

Facility at Travel to Facility 

Which Care Distance in Miles 

Was Received Bryn Lankenau Paoli 
Mawr 

Bryn Mawr 8.6 10.7 9.4 

Lankenau 7.4 7.5 11.6 

Paoli 14.5 17.8 8.6 

buil t around all three sites (reference 
Map I). We assigned the trave l time of 

each pati ent to each fac ility based on 
the prox imity of pati ents. If patients 
were within 22 minutes of our fac ili
ti es, we assigned the mean travel time 
in the ring ((High TimelLow Time)/2). 
For example, if an obstetric pati ent 

li ved in the 2 to 4 minute ring around 
a site, her trave l time would be 3 min
utes ((4+2)/2). 

Travel times over 22 minutes were 

ass igned based on Table I. 

The result 
Table 2 shows the results of the 

analysis. [t was determined that the 

Time in Minutes 

Bryn Lankenau Paoli 
Mawr 

14.8 16.2 16.2 

12.7 12.2 19.3 

23 .5 25.6 14.8 

mean travel for patients who received 
care at Lankenau to go to Bryn Mawr 

was actually closer (by 0.1 mile) but 
represent a slightl y longer travel time 
(0.5 minu te longe r). C los ing the 
Lankenau site to inpatient OB would 
furthermore be less di srupti ve on our 
patients than other alternatives. 

This data is bei ng used as addition
al in formation in determining consoli 
dati on/cl inica l integration is being 

gathered. Consumer preference info r
mation, phys ica l plant layout, physi
cian acceptance of change, and com
munity conce rns will need to be 
addressed before future consolidati on 
can be accompli shed. 0 
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Tracking research 

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

Upheaval. Revolution. Transfor
mation. These are the words that 
characterize the nature and mag

nitude of changes swirling through the 
marketing world . The changes 
include: the information superhigh
way, interactive media, the telecom
munications revolution ; the growing 
use of promotions, the decline of tra
ditional advertising, the rise of sports 
marketing, database marketing, tele
marketing , conventions and shows 
and conferences and symposiums; the 
multiplication of television channels 
and communication mediums, the rise 
of new di stribution systems (the 
superstores , discount mail order, 
direct te levision sales). All of these 
changes signal the end of an era. 

Some will say it was the golden age 

By Jerry W. Thomas 

of marketing, this past now vanishing 
into the quicksand of change. The 
si mple world of three television net
works and stable retail distribution 
channels has vanished. The simple 
world of supermarkets and Nielsen is 
gone forever. So what's a marketing 
executive to do? How can she keep 
track of the effects of marketing 
actions in the midst of upheaval , revo
lution and transformation? 

In contrast to media and technology, 
the marketing fundamentals (strategy, 
positioning, awareness , continuity, 
product quality, concentration, mes
sage communication and image pro
jection, etc.) remain as constant and as 
important as ever. The fundamentals 
don't change just because the informa
tion superhighway is created, or inter
active media, or multiplicity of televi
sion channels. The marketing funda
mentals must remain as the lodestars 
in the marketing universe, to guide 
marketers through the cosmic confu-

sion of changing media, changing 
technology and changing competitive 
forces. 

We have found that strategic track
ing of consumer awareness, percep
tions and behavior delivers essential 
marketing intelligence to help guide 
marketers through the turbulence and 
helter-skelter of rapid changes in mar
keting technology, media and distribu
tion channels. The ultimate goal of 
marketing is to influence and control 
the ultimate consumer. Therefore, if 
the perceptions, attitudes and behavior 
of that ultimate consumer are moni
tored over time, we will know if the 
cumulative force of all marketing 
activities is influencing the ultimate 
consumer. If we track consistently, it 
is possible to monitor the effects of 
specific marketing programs as they 
are introduced. 

Strategic tracking answers a number 
of important questions: 

1. How your brand 's awareness is 
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trending over time, relative to compe
tition. Awareness is the single most 
important marketing vari able in many 
product categories. 

2. How yo ur brand 's image is 
evolving over time. Think of "image" 
as the character or personality of a 
brand 's awareness. The strategic man
agement of brand image is one of the 
most important goals of marketing. 

3. What advertising messages do 
your consumers remember about your 
brand, and how do these messages 
change over time? Adverti sing mes
sages tend to undergo learning and 
memory di stortion as they are inter
preted and remembered by con
sumers. Therefore, the onl y way to 
know for sure the " net, net" commu
nication of your advertising is to track 
adverti sing message recall. 

4 . What variables defi ne your opti 
mum target market? Who are your 
brand 's heavy users, nonusers, li ght 
users? The identification and monitor
ing of your brand 's optimum target 
market is one of the easil y calculated 
outputs of good tracking research. 
What are the demographics (and the 
correlates) that define the optimal tar
get market for your brand. Which 
market segments should you focus 
upon? 

5. What impact are your competi 
tors having in the marketplace, and 
how are competiti ve acti vities influ
encing your brand? Overreaction and 
underreaction to competiti ve initia
ti ves constitute some of the greatest 
marketing mistakes, historically. It's 
really important to know, as early as 
possible, whether a new competiti ve 
product or new competi tive advertis
ing campaign is a real threat, or just 
smoke and vapors. Good tracking 
research allows you to monitor and 
assess competiti ve th reats - before 
it 's too late to react. 

If you should dec ide to pursue 
strategic tracking research for your 
brand, here are some suggestions to 
keep in mind . Tracking research, like 
everything else, can be good or bad 
depending upon how you design and 
execute it. 

I . Telephone surveys are typicall y 
the best way to track awareness , 
image, and adverti sing message 
recall. These telephone surveys can be 
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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 difficu lt to 
improve your game. 

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

Nothing improves your 
golf score like witnesses. 

SIGMA VAlidATION 

~ 
THE INDEPENDENT OBJECTIVE THIRD PARTY since 1978. 
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continuous (i.e ., conducted every day) 
or pulsed (conducted at a point in time, 
such as the last week of each quarter). 
Some types of tracking research can be 
conducted by mail (e.g., recognition 
tracking, or image tracking, or brand 
share tracking), and the quality of the 
data from mail surveys can be high. 
Mail surveys, however, are not very 
good at measuring awareness (because 
respondents can ask other household 
members or look up the answers). 

2. Good sampling is essenti al. The 
greatest (and often least visible) mis
takes in tracking research are usuall y 
sampling errors. The sampling plan 
and management of the sample are 
absolutely crucial to consistentl y accu
rate tracking data. The samples fro m 
month to month and year to year must 
be identical in every way, or else the 
resulting data will not be comparable. 
Here are some common sampling 
errors to avoid : 

a) Sample definiti on too narrow. If 
your target audience is females 2 1 to 
29, that's fin e fo r guiding media place
ment. All too often, however, the target 
audience becomes the spec ification for 
the sampling plan fo r trac king. 
Therefore, onl y females 2 1 to 29 are 
interviewed in the tracking research. 
Suppose your adverti sing turns out to 
be really effective among women 34 to 
54 instead of women 2 1 to 29. You 
might have canceled a very effecti ve 
campaign because it appeared to be 
fa iling among the target audience. 
Also, it 's poss ible your adverti sing is 
working among 2 1 to 29 year o lds, but 
dri ving all other age groups away. [f 
we were onl y sampling the 2 1 to 29 
segment, we would have overlooked 
thi s critical failing. 

Remember, always define the sam
ple for tracking research very broadl y 
and inclusively. The purpose of track
ing is to tell us what's happening in the 
marketpl ace, and a too-narrow sample 
almost always defeats thi s objecti ve. 

b) Vari able definiti on of sample. 
Never allow the things you want to 
measure to be a part of the screening 
criteria that admits someone into the 
survey. For example, you would never 
want awareness of a product category 
or awareness of a brand to be part o f 
the screening criteri a for a tracking 
survey, if one of the purposes of the 

trac king research was to measure 
awareness. Likewise, you would never 
want "past 30-day usage" of a catego
ry or brand to be a part o f the sampling 
criteria, if the purpose of the study is to 
measure changes in usage over time. 
Awareness and product usage are vari
ables that can change as a result of 
your marketing acti viti es or competi 
ti ve initiati ves, and change from sea
son to season. As these vari ables 
change, they can change the composi
ti on of the tracking sample, and 
destroy the comparabi I i ty of the survey 
data across time. 

c) Sampling without replacement. [f 
the uni verse is limited (say, you are 
tracking attitudes among your 1,000 
dealers), and you take dealers out of 
the sample as they are interviewed, 
then the composition of your sample is 
graduall y chang ing as interviewing 
progresses - and thi s makes the inter
views from one time period incompa
rable to interviews in another time 
peri od. 

Remember, if the universe is small 
and limited, then sample with replace
ment. That is, once a respondent is 
interviewed, put that respondent back 
into the sample for the next wave of 
interviewing. An alternati ve solution is 
to di vide the ori ginal sample into dis
crete, matched subsamples, and then 
use one of these subsamples for each 
subsequent wave of interviewing. 

d) Randomi ze sample within quota 
groups. Even though most projects 
begin with a random sample, things 
can happen which destroy random
ness. For example, most samples are 
organi zed by time zone (so that house
ho lds across the United States are 
ca lled at the appropriate time). 
Sometimes, as part of thi s processing 
to organi ze the sample, the sample is 
put into some type of order (area code, 
pre fi x, alphabet). As a final quality 
control procedure, always randomize 
the f inal sample within each quota 
group. Then, no matter how the sample 
is worked, you will end up with a ran
dom sample. 

e) Limit sample to force callbacks. 
The research company must limit the 
size of the original sample, so that the 
callback cycle is properl y tri ggered. [f 
too many telephone numbers are put in 
the initial sample, then it is likely that 
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no callbacks will ever be made. The 
study is completed before the inter
viewers ever work through the original 
sample. The recommended policy is to 
release 70 percent of the planned sam
ple, and then gradually introduce the 
remaining 30 percent of the sample as 
the callback cycle is completed on the 
injtial sample. Typically, a primary 
number in the sample should receive a 
total of three call s (an original call and 
two callbacks). 

3. The questionnaire must remain 
the same from month to month and 
year to year. Changes in the question
naire (even something as seemingly 
innocent as a change in question order) 
can create unexpected changes in the 
results. Simply changing one word in a 
question can change the results. 
Therefore, keep the questionnaire con
stant over time. If you want to modify, 
add or delete questi ons in a tracking 
study, do it toward the end of the ques
tionnaire - so that the changes will 
not di stort the key measures in the first 
80 percent of the questionnaire. 

4. ALI interviewing procedures and 
contro ls must remain constant. 
Changes in the mjnutia of training, 
scheduling, monitoring and supervis
ing interviewers can inject unplanned 
changes in tracking study results. The 
briefing and training in tructions for 
each specific tracking study must 
remain unchanged over time. 

Editing, coding, data cleaning, and 
tabulation must remain constant over 
time. Changes in the way "no 
answers" or "blanks" are handled, 
changes in how many multiple 
responses are accepted, and a hundred 
other "minor" tabulati on detail s can 
change tracking results over time. 

A great long-term threat to the accu
racy and integrity of a strategic track
ing study is graduali sm. That is, small 
incremental changes in methods and 
procedures that accumulate over time 
and gradually destroy the comparabil 
ity of the trackjng data. For ongoing 
tracking studies, it is recommended 
that monthly meeting be held with 
everyone working on the project, to 
review and rein fo rce exactl y how the 
study is to be executed. Likewise, spe
cific quality control guidelines and 
standards must be developed and 
maintained for each long-term track-
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ing project. 
Needless to say, once you choose a 

research company to do a tracking 
project, you should sti ck with that one 
company (unless that company's per
formance is unsati sfactory). Changing 
research companies every year or two 
on a long-term project almost always 
guarantees that the data will not be 
comparable. 

The true strateg ic value of tracking 
research is full y rea li zed onl y after 
several years of consistent measure
ment of your ultimate consumer. 

Several years of longitudinal data 
really tell a story, but it 's a strategic 
story, a grand panorama of your per
formance in the marketplace com
pared to your competitors, as played 
o ut during the different phases of the 
business cycle. With thi s strategic 
road map, it is poss ib le to plot grand 
strategy, and monitor your successes 
and fa ilures in pursuing that strategy, 
regard less of the day-to-day confu
s ion and chaos in the quicksand 
world of upheaval, revo lution and 
transformation. 0 
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Viewpoints 

Edilor's nole: Michele Hollerclll is 
founder of Holleran Consu/ling, 
York, Po. She can be reached al 800-
94 1-2 168. 

Many co mpa ni es today are 
mi sguided in the way they 
view market research. 

Instead of see ing research as a foun
dation for s trateg ic planning , 
e nabling them to see the big picture 
view of what's happening in external 
markets, they see it in a mi crocosmic 
fashion. I n other words, they look at 
research as " proj ec ts," basically 
unconnected to one another. Rare ly 
are the pieces of research integrated; 
rarely are research projects planned 
in conjunction . 
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By Michele Holleran 

Market research directors at major 
firms have compl ained that their 
internal customers (other divisions 
and business units) don ' t use the 
research results for maximum effec
tiveness . These customers' myopic 
view leads to tactical decision-mak
ing at best, and seldom are they con
cerned with how their research con
nects to other departments' research. 

Surprisingly, the best resea rch 
planning and integration is done at 
small and mid-sized companies with 
a marketing director or vice presi
dent (b ut no market research director 
or department) . These o rgani za ti ons 
know how to get the most our of 
their research in vestment fo r severa l 
reasons: budgets are ti ght, the com-

pet ition is fierce and their market 
position is uncertain. 

Case study: Answering many ques
tions 

Take the case of an o rganization 
that makes products for the residen
tial building trade . This manufacturer 
needed answers to many questions, 
and needed those answers simultane
ously. To make the ass ignment more 
chall e nging, there were tactica l ques
tions ("What benefit should we 
emphas ize in our trade advertising 
ca mpai gn?" ) as well as strateg ic 
questions ("S hould we vertically o r 
horizonta ll y integrate our product 
line?" and "Who are the most 
promising segments of the market?") . 
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The objecti ves of the ass ignment, 
which was to be carri ed out over a 
fi ve-month peri od, were length y and 
entang led wi th o ne another. In 
essence, thi s manufac turer was con
so lidating all its research monie into 

• Brand Positioning 

• Brand Strategy 

• BRAND IDfATIONSM Creative 

• BRANDSFARCHSM 
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• Brand Lingnistic Screening 

th is s ing le integrated 
Methodologies inc luded 

projec t. 
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groups with contractors, one-on-one 
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weaknesses from the market' s per-
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specti ve, a stati sti cally va lid phone 
survey with 475 contractors, sa les 
and market share analyses, product 
feas ibility testing, and a brand recog
niti on/perceptual mapping study. The 
budget was less than $ 100,000 and 
the manufacturer wanted a consul
tant who would not only conduct all 
forms of research, but inte rpret what 
it meant so the executi ve team would 
a ll be on the same page as they 
engaged in the strategic decision
making process. 

Valuable findings uncovered 
The manufacturing firm learned a 

lo t through thi s marke t resea rch. 
Here's a sampling: 

• An underestimated competitor in 
one reg ion o f the country was seri 
ously eroding the company's market 
share. 

• A strategic partner se lected to 
secure di stribution with wholesalers 
had a shaky and inconsistent reputa
tion with the target end user. 

• The company's star product, once 
an innovator in the category, was 
now perce ived as a " me too" product 
with no sali ent differenti ating bene
fits. 

• An important and lucrati ve seg
ment of the market was being under
served by a ll competitors. 

• A new product developed by the 
company was focusing on a benefit 
the end user ranked low on a li st of 
benefits. 

• A key influencer (the architect in 
thi s case) had no favorite brand and 
was fru strated by the lack of spec ia l
ized ni che products he needs. 

• Price was a purchase dri ver at the 
di stributor leve l, but not at the end
user leve l. 

How results were reported and 
used 

The consultants conducting the 
research consolidated the findings 
into one report. The presentation was 
des igned to share key pi eces of 
learning that would have strateg ic 
import to the company. In addition, 
indi vidual reports focusing on tac ti 
ca l ques tions were de li vered sepa
rate ly, address ing the research per
taining to sa les, marketing, product 
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development and customer service. 
The umbre ll a report presented to the 
executi ve team gave them the fo un
dation needed to di scuss and chal
lenge strategic initiati ves. It put the 
group on a level playi ng fi e ld, pro
viding a block of data that was ri ch 
and complex but, at the same time, 
easy to understand . 

The consultants' approach was 
straightfo rward - here's what we've 
learned, how does thi s jibe with what 
you know, what further data need to 
be gathered to get us all comfo rtable 
about what's rea ll y happening in the 
marketplace? 

This approach to sharing informa
ti on is dynamic in nature, not a 
bunch of meaningless stati sti cs in a 
binder that gets fil ed away. The 
inte ractive nature of the presentation 
acknowledges that the consultants 
aren ' t pre tending to understand 
every nuance of the market, but that 
they bring value as a resul t of not 
knowing the nuances. The research 
results are pure, unbi ased and with
out pretense. 

Translating research into action 
After several strateg ic pl anning 

sess ions facilitated by the consultant , 
the executi ve team adopted e ight 
strateg ic initi ati ves that we re 
des igned to more than double the 
company's growth in a f ive-year 
pe ri od and seize the position of mar
ket leader in the category. 

Says the vice pres ident of market
ing who commiss ioned the research 
and pl anning Init iative: "The 
research had a profound impact on 
how we began to see the rea l world . 
We reali ze we were looking at things 
through rose-tinted glasses. It was a 
wake-up call fo r us. Our consultants 
brought back all kinds of data that 
we found hard to believe at first. We 
made them go back several times to 
document and corroborate spec ific 
findings that seemed ques ti onable to 
us. The interacti on was frustrating, 
intimidating and gratify ing a ll at the 
same time. It was a true growth 
experience fo r our executi ve team. 
Thi s is the way to do research -
comprehensively and with a fresh set 
of eyes." 0 
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By Joseph A. Koerner 

Editor's note: Joseph A. Koerner is 
president of The Qualis Company, a St. 
Louis research firm. He can be reached 
at 314-367-4981. 

As researchers, we are, idea ll y at 
least, always looking outward, to 
find answers, to tes t concepts, to 

di scover "personali ties" of products, to 
identi fy segments, to meas ure sales 
potential, to evaluate advertising. 

Last summer a few of our neighbors 
gathered on a warm Friday evening to 
see the new deck we had j ust completed 
in our back yard. We've known our 
neighbors fo r a while, and we all know 
more or less what each of us does for a 
li ving. But thi s evening one of the men, a 
pilot, said he would li ke to know more 
about the business of marketi ng research, 
because, he sa id, "I really don' t have any 
idea just what you do." 

" Rich," I said, " it 's ki nd of hard to 
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explain without giVIng you a few 
examples." So, I to ld him vaguely 
about a few recent projects, but I 
couldn ' t reall y give too much detail 
because of confidenti ality. He seemed 
somewhat sati sfied with my response, 
and we turned bac k to our other 
neighbors sitting on the deck. It 
turned out to be a spontaneous and 
pleasant martini evening. 

Rich's questi on, and my answer, 
popped into my mind the next day. It 
was raining, so I couldn ' t go out to 
work in the garden to finish up a few 
things around the periphery of our 
new deck. I dec ided to resurrect an 
old hobby, and do a littl e word search. 
(I still appl y some of the skill s I had 
learned long ago studying Latin .) T 
made the mistake, or had the good 
fortune, to pull my two vo lumes of 
the Oxford Engli sh Dicti onary (O ED) 
from the book case. My OED is one 
of these highl y compact publicati ons, 
with four pages reduced and printed 
on one, so you need a magnifying 
glass to read it. 

I spent more than two hours look
ing up words and the ir ori gins. One 
word and idea led to another. The 
words took me down a sometimes 
cynical path that ended abruptly with
out warning on a hard rock of insight 
which a career in thi s business will 
not let me di sprove. There's some 
humor in what r learned, and certain
ly an abundance of meaning about the 
pleasures and intellectual challenges 
of marketing research. 

The Oxford Dictionary de fin es 
words, c ites ori gins, and gives hi sto
ri es of how words come into use. It is 
the authority in our language. I started 
with the basics, and looked up market. 
Market comes to us through the Latin . 
The basic verb is mercare, which sim
ply refers to what took place in the 
markets, that is, trading. This root 
give us a whole raft of words we use 
frequentl y: merchant, mercantil e, 
merchandise, to name j ust a few. This 
basic di scovery doesn ' t te ll us a 
whole lot, except to bring to mind that 
way back in antiquity people traded 
items in what became known as mar
kets. The hi story of the Eng li sh usage 
gets a bit more interesting. 

One of the firs t recorded appear
ances of market as we use it in our 
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professional jargon shows up in what 
is known as the Coston Chronicles , 
over 500 years ago, in 1480. Here 's 
the actual text, in reference to some 
person who could be one of the first 
examples of the modern marketing 
practitioner: 

He lete cry thurgh his patent in 
euery faire and euary market of 
Englond. 

I think thi s means, in a more con
temporary translation , that thi s man 
hawked hi s item, whatever it was, all 
across England in every place where 
people gathered to trade goods. 
Maybe the faires and markets referred 
to were the first regional mall s. 1 was 
hooked, and eager to see what other 
500-year-old ideas might still be 
viable for us today. 

~M~ 
512-267-1814 
www.namestormers.com 
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In a work called The Penny Cycle, 
XIV (1 never found out just what thi s 
publication might have been, just that 
it first appeared in 1839), I found the 
next observation, which was the first 
instance of the term market used in an 
abstract form. I got the idea that some 
persons by thi s time had begun to give 
some conceptual dimension to the 
practice of marketing: 

When the whole bulk of the arti
cles to be sold is brought into the 
market . .. the market is called a 
pitched market; when only a small 
portion is brought, it is called a sam
ple market. 

1839 was right in the mjddle of the 
Industrial Revolution. Maybe pitched 
and sample were terms that refer to 
clothing. By the year 1820 England 
imported over 70 percent of American 
exports of cotton. Historians, as we 
read them in our college days, spent a 
great deal of time talking about 
machinery, especially in textiles, and 
about the growth of international 
trade. We heard little or nothing about 
how manufacturers took their goods to 
market, how they sold them to con
sumers, how they were di stributed, 
and how deci sions were made. But, 
someone was obvious ly thinking 
about thi s process . 

Charles Lamb, the essayist we stud-

ied in our English Lit courses (and 
maybe didn ' t appreciate him as much 
as he deserved) was apparently close 
enough to the process to see, in 1821, 
the failing results of poor planning, or 
perhaps even greed: 

They seldom wait to mature a 
proposition, but e'en bring it to mar
ket in a green ear. 

We would have to modernize the 
language a bit, but all of us can think 
of many notorious examples in our 
time of what Charles Lamb had in 
mind. The reference to the green ear 
calls up images of the agrarian influ
ence in the growth of the role of mar
kets. One gets the idea that the terms 
used by Lamb reflect what was taking 
place among hi s contemporaries. The 
ancient practice of farmers bringing 
their produce to town to sell served as 
the anchor for other products. 

About 20 years after Lamb wrote 
about the green ear, back over here in 
America, Ralph Waldo Emerson, in 
hi s ambivalent yet certain manner, 
gives the impression that marketing 
had become a very lively activity, with 
consequences: 

This is the good and this is the evil 
of trade, that it would put everything 
into market. 

This comment appeared in 1844, in 
a series Emerson called the Lectures 
to Young Americans. 

About 40 years later, in 1881, back 
in England, another writer gave the 
impression , in a publication called 
Contemporary Revelations, that the 
study of marketing had taken on some 
formal aspects: 

It is possible that merchants, 
bankers, etc., should be led astray by 
the sophism of mercantilism. 

That word, sophism, when associat
ed with the activity of the market
place, sparked a little additional 
reflection. Sophistry is the pretense of 
knowledge and insight, stated in a 
convincing manner. Mostly it means a 
highly superficial explanation of 
something. A most discomforting 
thought for a consultant to ponder. 
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Even more di scomfo rting for the peo
ple who pay us to work fo r them. 

There were other words to study. 
But instead of going ri ght to research, 
I decided to work th rough the alpha
bet. I fe lt [ was on to something in thi s 
little secondary research project of 
mjne. I quickl y decided that many 
words in our business are best left to 
more advanced di scussion. Monadic, 
for example, and multivariate, are 
rather obvious in meaning after some 
grasp of the bas ics. Analysis, however, 
ri ght at the top of the a lphabet, 
demands attention. The word comes 
from the Greek, and is probably one of 
the most descriptive in our whole pro
fessional vocabulary. It means to unti e 
or loosen up. These are perfect expla
nati ons of what we profess to do with 
the data we collect. We have to collect 
data correctly, to be sure, and there are 
many pitfall s in thi s aspect of our 
business. But once we have the data, 
we unti e it, or take it apart. Idea ll y, we 
put it back together. Maybe thi s, I 
thought, is what I should have to ld my 
fri end , Rich. "We loosen bundles of 
information," I could have told him, 

"and then make it clear and under
standable." To think about the analy
sis, I have learned from experience, is 
a good way to go about a creating a 
good research des ign. 

The nex t work in alphabeti ca l 
sequence was concept , and it turned 
out to be most intriguing when applied 
to the research process. The Latin verb 
capere means to seize or capture . A 
concept, therefore, in the mind. It is an 
idea, a thought, to which we give a 
shape and a name. The prefix con 
intensifies the meaning. I remem
bered hearing about a product manag
er, who, during a focus group session, 
became so angry behind the mirror 
when the parti cipants weren' t "getting 
it," that he burst into the room and told 
them exactl y what the concept means ! 
It was clear in hi s mjnd - he had cap
tured it - but the people in the group 
didn ' t. They didn ' t form the same 
meaning . .In spite of my decision to 
work th rough the alphabet, I had to 
jump way ahead to look up percep
tion. To perceive something means, in 
the word origin of the definiti on and 
acti vity, to take in an idea or stimulus 

of some kjnd, from the outside. The 
prefi x (per) is very important here : it 
intensifies the meaning of takjng in 
something from the outside. So, it was 
time for refl ection again: the core of 
marketing research may be found in 
just these two words. Often, the work 
of marketing research is to find out 
how to put a concept properl y into the 
perception of another person ; or, from 
another perspecti ve, the task is to 
learn how to perceive properl y what is 
in the other person's mind. 

The commitment to a search 
through the alphabet simply waned. I 
fe lt like a student cramming for an 
exam. Words popped into my mind , 
and I followed them. Proposition was 
the first, from the Latin ponere, to 
place, and pro, a prefi x meaning, liter
ally, in front of. When you place 
something in front of someone, even if 
it is only a concept, not something 
actual, you are dealing immediately 
with perceptions. 

"What a way to go about it," I said 
to myself with a somewhat smug 
smile. ' 'I'm talkjng about research, 
using just words, not examples, and it 
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all makes sense." 
But there was the rub. It did make 

sense. We work in our minds. I 
remembered an important meeting 1 
had with the president of a publishing 
company as I was getting ready to pre
sent the results of a fairly complicated 
study. "Remember," he said , "to dis
tinguish between reality and percep
tion as you present these results. There 
is a difference." 

"Yes there is," I said, "and it is a 
perceived difference." 

The risk of gett ing a bit over-acad
emic became evident quickly. We are 
in a business that requires a lot of 
mental maneuvering. But it is sti ll a 
bu iness . 

So, accordingly and sign ificantly 
(it 's hard to avoid using the word -
look it up!), I turned to the OED entry 
for business. Here's a good old Anglo
Saxon word, with no references into 
the Latin and Greek. The origin in 
very early times is bisignes, meaning 
simply to be occupied with constant 
attention, engrossed, doing something 
that engrosses the attention. One of 
the earliest examples in the Engl ish 

language appears in the following 
comment in 1612 by a writer named 
Pasquil, in a text called Night Cap. 

Thou hast been too busy with a 
man, and art with child. 

Eventua lly the word came to refer 
to a commercia l enterprise regarded 
as a going concern, which is, of 
course, how we tend to use it today. 
The earl ier meaning, however, seems 
to describe how marketing 
researchers go about their businesses, 
totally engrossed in ii , analyzing, 
generating graphs , drawing implica
tions, finalizing reports, writing rec
ommendations .. . 

With the exception of the word 
research itself I could have ended my 
probing at this point. I decided to go 
on, however, at least for a few more 
words, chosen somewhat randomly. 

I was most pleased to learn that 
focus comes from a Latin word that 
means hearth or fireplace. Words like 
this are charming in their history. 
Today we use the word focus for 
something we do, analogously, like a 

fixed gaze, outside of time and space, 
upon the flames and coals in a fire 
place. We are drawn to the object 
itself, isolating it, limiting our vision. 
A romantic idea. Potentially mislead
ing, too. 

Another type of research suggested 
itself customer satisfaction. 
Customer grows out of the word cus
tom (of course!) which is derived from 
the Latin consuescere, meaning to do 
things in an establi shed way. The sec
ond word in thi s, the only two-word 
idea I ana lyzed , takes us to the essence 
of this marketing process and matter 
of continuing concern. The ancient 
origins - both components of the 
word stem from way back in the his
tory of recorded language - of satis
faction can give so lid direction to the 
entire process. Satis means, simply, 
enough ; facere means to do or make 
something. Therefore, customer satis
faction means, literally, to get cus
tomers to act in a consistent, estab
lished manner by doing enough for 
them. The job of the researcher is to 
find out what i enough, and why, and 
how to do it. Simple, really, but I've 
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known automobile dealers who insist 
that it is imposs ible to sati sfy cus
tomers. Here is one outstanding exam
ple of thi s attitude which I actually 
heard a dealer announce to a group of 
customers who had been assembled to 
di scuss their experience wi th the deal
ershjp. "I' m here in business to get 
everything I can out of you, and 
you' re out to get everything you can 
out of me when you come in to buy a 
car." 

One of the other problems I have 
found in recent years in the process of 

the question itself - which is what usu
all y happens when we analyze, loosen 
up, and unti e our information. 
Decision. The word i a challenge in 
itself. The Latin words are de and 
cedere - to cut the knot. Here's a 
usage in Shakespeare: 

Either end in peace . .. 
Or to the place of the difference 
Call the swords which must decide it. 

(Henry IV, iV, i, 182) 

All of us who have spent careers in 
marketing research know what it is to 
be challenged in our decision criteria. 
How many decisions are made not out 
of strength and insight, combined with 
data, but rather have been based on 
numbers alone. I've been in meetings 
where numbers alone have preva il ed 
in a decision whether to proceed to the 
next steps of a product development 
process. In one instance I wish there 
had been a fight among the committee 
members. The issue was to decide on 
a positioning for adverti sing (look up 

customer sati sfaction programs is that r-----------------------------

The word 
satisfaction refers 
to an activity -
doing enough. 
Fundamentally, 
the word means 
to take control, 
often to do what 
is obvious in the 
first place. 
Something else 
usually 
interferes, if there 
is dissatisfaction. 

too many times people who market 
goods and services seem to get the 
idea that onl y the customer is in 
charge of the re lati onship, which 
leaves the marketing organi zation in a 
passive role. That is not the case, in 
reality. The word satisfaction refers to 
an ac tI vIty doing enough . 
Fundamentall y, the word means to 
take contro l, often to do what is obvi
ous in the f irst place. Something else 
usually interferes, if there is di ssati s
fac ti on. 

It was time for a decis ion. Do I go 
on? Look up more words? Look up 
research? The answer came to me in 
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that word , too!), based on the num
bers. No one seemed to want to break 
out of the rati onal and sequenti al 
process with the emphasis on the 
numbers alone. The conversation that 
fo llowed about adverti sing quickly 
grew animated, not because there was 
a strong conviction about the pos ition 
(we referred to thi s word earlier - to 
place in fron t of) that had been select
ed. There was a lot of money to be 
committed to the adverti sing effort, 
nearly $3 mi ll ion. What's exc iting in 
compari son about a $50,000 research 
project? The research department had 
nothing further to say in the matter, 

We offer: • Quality 
• Professional ism 
" Reliability 
• Actionable Insights 

except to institu te one of the formal 
advertising tests. I learned about s ix 
months later that the numbers in the 
communicati ons test for the proposed 
ads were so low that the cl ient fe lt it 
was necessary to retain another adver
ti sing agency. 

Now it was time to take the last 
tep, to look up research. I was cau

tious and a bit concerned what I would 
find. When [ fo und and read the entry 
in the OED, [ was both stunned and 
amused. It was like the ironic similar
ity in Greek drama, where the e le
ments of tragedy and humor are the 
same. Both are human conditions. 
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Both occur because of something 
unexpected and at the same time 
inev itable . T he Latin o ri g in for 
research is circare. It came into 
English from the French cherchez, 
which means to search, as we use it 
today. But, the Latin word means to 
go around in c ircles! 

So, if I were to give my fri end and 
neighbor Rich the definition of mar
keting research I might have said thi s: 

"Rich, my business is that of a con
sul tant in marketing research. That 
means that r am totall y engrossed in 
he lping peop le go around in c ircles." 

Maybe the next time we are sipping 
martini s on our new deck I'll lay that 
on him . 

In the meantime, I'll refl ect over 
what I learned. The words of market
ing research brought together o ld 
meanings and new insights. I see our 
business becoming more and more 
fragmented. Methods abound, models 
are chosen to make effecti ve deci
sions, special ists profess high levels 
of experti se. We know that we really 
don' t go around in circles, and yet 
often when we plan our projects and 
our annual budgets we fa ll back on 
precedents. Recentl y I had a conversa
ti on with a client, a director of mar
keting research in a large company. 
He had thi s to say about the future of 
hi s department, and about the future of 
the marketing research professionals 
who reported to him. 

" I find that those people in our 
department who spend time with mar
keting and other managers in our com
pany are those who get invited to 
meetings, who get budgets approved 
for projects. They know how to talk 
something th rough, to get everyone's 
perspecti ve. They become part of the 
team." 

It could be well that the ancient ori 
gins of research and the other words 
prov ide good guide lines fo r those of 
us who make our li ving in thi s busi
ness. The circle idea isn' t a bad one; it 
does imply getting back to the bas ics . 
We might do well to pay more atten
tion to what is within the circles of 
our research. Have we really used all 
our capac ities in our research? That 
is, do we use our instincts, our intu
iti on? Do we go out and simply 
observe behav ior? 0 
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Survey Monitor 
continued from p. 6 

the household, for a total of $25.78 
weekly. Purchases most heav il y influ
enced by teens incl ude sports drinks 
(87 percent of household purchase is 
teen spec ified), breakfast bars (85 per
cent) and salty snacks (75 percent). 
Other key categories wi th signi ficant 
teen influence include cookies (76 
percent), carbonated beverages (74 
percent), cereals (76 percent) and 
frozen foods (72 percent). 

"Teenagers exerc ise substanti a l 
influence over family grocery buying 
habits and have higher volumes of 
consumption than their younger sib
lings," says Tim Nichols, executi ve 
vice pres ident of research, Channel 
One Network . 

The study was designed by David 
Michaelson & Associates, a New York 
research firm. Respondents co ll ected 
itemized grocery and warehouse store 
receipts for a seven-day period and 
identified special requests made by 
teens (direct purchase influence), 
standing orders made by a teen (direct 
influence), items shared with house
hold members (i ndirect influence) and 
items used solely by other household 
members (no influence). Four hundred 
and thirty-three responses were 
recei ved from homes wi th 12-to-l7-
year-old members. For more info rma
tion call Tim Nichols at 2 12-508-
6800. 

Credit cards: it's a 
buyer's market 

Americans love to say "charge it. " 
Even though more than half o f 
Americans agree at least somewhat 
that "nothing is worth owning if you 
can' t pay for it in cash," three out of 
four own and use credit cards, accord
ing to a Wirthlin Worldwide national 
telephone survey. 

Among those who carry credit 
cards, the average person carri es about 
four cards and charges around $200 
during a typica l month . Two-thirds 
spend $300 or less per month using 
credit cards. 

Those who do not own credit cards 
are likely to be young, single, low 
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income and less educated , groups 
which tend to have less experience or 
more credit ri sk. 

To credit card issuers, the most 
important question is not always how 
many cards the customer owns or even 
how much they spend, rather how they 
pay. Of course companies need cus
tomers who pay their bill s, but they 
would prefer people who take a longer 
time to payoff those bill s, since most 
of their profits are deri ved from inter
est charged on outstanding balances. 

Fortunately fo r them, almost three 

out of five credit card users admit to 
being "revolvers," who carry at least 
some balances fro m month to month . 
One in four (25 percent) of those sur
veyed are full revolvers who almost 
always carry balances. Eighteen per
cent say they usuall y try to pay off 
their bill s, but may carry balances at 
times when emergencies ari se that 
exceed their current cash fl ow, such as 
medi ca l ex penses or ca r repairs. 
Seventeen percent do their best to jug
gle their credit card bills, pay ing off 
higher interest rate cards first and car-
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rying balances on others with more 
lenient payment terms. 

More than a third (37 percent) of 
credit card users are what the industry 
ca ll s "transactors," who payoff their 
full ba lances each month. 
Inte restingly, transactors have the 
highest median monthl y credit card 
spending of the four groups. These 
consumers take advantage of the con
venience and the cash fl oat offered by 
credit cards, whi le paying very little 
for the service. 

The credit card industry is furi ously 
competiti ve. When AT&T ventured 
into the business in 1990 with its no
annual-fee cards, issuers of Visa and 
MasterCards fo llowed suit , fo rever 
changing the face of credit card mar
keting. It has become a buyers' market 
where consumers have their pick of 
the pre-approved, low introductory 
rate offers that swe ll their mailboxes 
monthly. One result has been more of 
a tendency to view credit cards as a 
commodity item. Three in fo ur 
Ameri cans surveyed (74 percent) 
agree with the statement, "All credit 
cards are pretty much alike, so I try to 
find the ones with the lowest interest 
rates and annual fee ." Accustomed to 
getting something for nothing, almost 
half (48 percent) of credit card users 
surveyed say they "refuse to pay annu
al fees, no matter what benefits the 
card offers," and an additional 20 per
cent say thi s describes them some
what. 

Another outcome of free and easy 
credit cards is that customer loya lty 
has weakened considerabl y. 
Customers are routinely tempted to 
transfer balances from a card they cur
rentl y own to a new one to take advan
tage of a low introductory rate. More 
than one-foul1h of cardholders (27 
percent) have played the "rate surfi ng" 
game. It ' s no surpri se to industry 
observers that all thi s has come back 
to haunt the industry. While the num
ber of accounts has soared over the 
past decade, profits have sunk just as 
dramaticall y, drained by the cost of 
offering induceme nts. Meanwhil e, 
consumer debt and payment delin
quency have climbed. 

But the pendulum is beginning to 
swing the other way. The industry is 
going through some consolidation in 

hopes of returning to more profitable 
times. Lronica lly, AT&T announced 
(after eight years in the business and a 
Baldrige award) that it is selling off its 
credit card business to Citicorp. 

Consumers are doing some consoli
dating of their own by cutting up some 
of those cards they acquired in the 
frenzy of the early '90s. Over a third 
(36 percent) of credit card users say 
they have cancelled one or more cards 
in the past 12 months. When asked 
why, 36 percent cite convenience, say
ing they want fewer cards to carry and 
fewer month ly bill s to dea l with. 
Others are winnowing down their 
cards and keeping those that offer the 
best financial terms (33 percent) or the 
most attrac ti ve rewards programs (4 
percent). And about one in fi ve have 
cancelled cards as part of a consc ious 
effort to spend less on credit. 

In a related question, 46 percent say 
they now use credit cards less than 
they did two or three years ago, whi le 
3 1 percent say more. Some of these 
presumably have switched to debit 
cards, which provide the same spend
ing convenience but deduct money 
directly from a checking account. 

As the industry becomes increas ing
ly competiti ve, credit card companies 
are turning to creati ve incenti ves and 
sophi sti cated target marketing in order 
to shore up the loyalty of current card
holders and win new ones. Reward 
programs, perks, value-added features 
and co-branding are some of the tac
tics used to appeal to consumers and 
di stingui sh one parti cul ar card from 
the crowd. 

Most consumers have a primary 
credit card , one they use most often. 
The goal for the card issuer is to do 
whatever it takes to make sure their 
card is the consumer's primary card . 
So Wirthlin as ked respondents who 
say they have a primary card what 
makes that card their favorite. Despite 
the question c ited earli er, interest rates 
(32 percent) and annual fees (6 per
cent) dri ve preference for fewer than 
four in 10 consumers. For the majori
ty of those responding, the coveted 
primary card status goes to the card 
that has something special to offer. 
Nearl y one-fourth (23 percent) reach 
fo r a specific card so they can rack up 
rewards like a irline miles , cash 
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rebates, merchandise discounts, or 
points toward the purchase of an auto
mobile. (There are even cards now 
which donate a fraction of a percent of 
purchases to yo ur alma mater or 
fa vorite charity.) Other reasons to pre
fer a certain card are because it has a 
good reputation, because of an affinity 
branding, ex tra features, good cus
tomer service, or wide acceptance and 
prestige. 

Buoyed by the success of these new 
kinds of incenti ves, the industry is 
making a turnaround. Credit card 

such as furniture, appliances, even 
co llege tuition, whil e others keep 
credit cards to use onl y in case of an 
emergency. 

As we move toward a cashless soc i
ety, the stakes in the credit card busi
ness are huge. Understanding con
sumers will be the key to determining 
who becomes king of the credit card 
hill. Companies who succeed in 
becom i ng thei r customers ' pri mary 
card will be those who: 

• target carefull y, foc using on ideal 
prospects with cards designed to meet 

their particul ar needs, 
• monitor usage closely, so they can 

offer appropriate rewards to encour
age increased usage, 

• appeal to up-and-coming younger 
market segments, 

• show how annual fees are offset by 
rewards and other incentives which 
pay back the cardholder, 

• encourage more "casual use" of 
credit cards for small , everyday pur
chases, by emphasizing the benefi ts of 
security, convenience, and less hassle, 
and, 

companies are signing up new ven- ,.--------------------------------

dors in record numbers, making it pos
sible to charge everything from gro
ceries to fast food. But they are not 
about to forget the Ie ons of the past 
decade. As they rebuild customer loy
alty, consumer can ex pec t card 
issuers to pass the costs along thi s 
time. The trend is toward new fees, 
shorter grace peri ods, higher rates, 
and stricter fi nancial penalties. Some 
issuers are even considering tying 
rewards to revolving balances instead 
of total card charges. 

As credit card issuers have adapted 
to a changing marketplace, they have 
become smarter about consumers and 
how they view and use credi t. Some 
Americans view credit cards as a way 
to stretch their income. More than a 
third of those interviewed (35 percent) 
agree that credi t ca rds help them 
"maintain a higher standard of living" 
than they could otherwise enj oy. 
About the same percentage (36 per
cent) say they sometimes use cards to 
buy what they want even when they 
know they don' t have enough money 
to pay the bill in full. A third (33 per
cent) say they " rarely have a zero bal
ance on their credit cards" and 23 per
cent say thi s describes them some
what. No doubt thi s group includes 
many of the 17 percent who "don' t 
trust [themselves] to manage [their] 
credit card debt." 

At the other end of the spectrum, 
many claim they onl y put purchases 
on credit cards if they can pay the bill 
in full (43 percent say thi s describes 
them very well , 29 percent some
what). Older cardholders are the most 
likely to feel thi s way. Some con
sumers use credit cards to spread out 
their payments on major purchases, 
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• persuade consumers that credit is 
not a vice, but an investment in a 
future gain , a tool that makes possible 
a better li fes tyle. 

This report contains selected results 
from Wirthlin Worldwide's National 
Quorum survey conducted January 9-
13, 1998. Interviews were conducted 
by telephone with a representati ve ran
dom sample consisting of 1,000 adults 
(age 18+) residing within the continen
tal U.S. Most of thi s report is based on 
a subsample of 729 respondents who 
own one or more credit cards. The 
margin of sampling error at a 95 per
cent confidence level is ±3 percentage 
points for the full sample and ±3.6 per
centage points for the subsample of 
cardholders. For more information call 
703-556-0001 or visit the company's 
Web site at www.wirthlin .com. 

Most homes own 
exercise equipment 

Adults in half of all Ameri can 
households own at least one piece of 
exercise equipment, and it is being 
used regul arly in almost two out of 
three of those households, according to 
a nati onal survey by the Fitness 
Products Council (FPC), North Palm 
Beach, Fla. FPC is a group of about 
185 companies that manu facture and 
di stribute exercise equipment for insti
tuti ons and consumers in North 
America. 

The survey is beli eved to be the first 
comprehensive study of adult (age 18 
and older) ownership, use and attitude 
toward home exerc ise equipment, 
sales of which have boomed in the past 
decade. 

"The stereotype is that most home 
exercise equipment just ends up gath
ering dust, but now there is solid evi
dence that millions of people are using 
the equipment to good results," says 
Gregg Hartley, executi ve director of 
the Fitness Products Council , which 
sponsored the study. 

The survey fo und that exerc ise 
equipment is owned in 49.8 million 
households (50. 1 percent of the U.S. 
total 99.3 million) and used regularl y 
in 32.3 million (32.5 percent of all 
households and 64.7 percent of own
ing households.) 

The Fitness Products Counc il esti 
mates that in 1996 consumers spent 

roughl y $4.8 billion for home exercise 
equipment. "Just a few years ago, 
home exercise equipment meant a pile 
of we ights in a boy 's bedroom ," 
Hartley says, "but today consumers are 
spending hundreds and even thousands 
of do ll ars for treadmill s, stationary 
bikes, home gyms and other equip
ment. We think the trend will continue 
for many years." 

Here are some additional findin gs 
from the survey, which was adrllinis
tered by Target Management, Inc., 
Wilton, Conn. , and invo lved telephone 
interviews with 1,607 indi viduals. 
Exercise equipment was defined as 
" items such as free weights, home 
gyms, stationary bikes, ski machines, 
rowing machines, treadmill s, stair
climbers or spot toners such as thigh 
exercisers or abdominal trainers." 

• About 49.6 million Ameri cans 
aged 18 and older say they own and 
use home exerc ise equipment at least 
once a week. Another 4.9 million say 
they own it and use it less often than 
once a week, bu t " regularl y." These 
two groups - totaling 54.5 million 
adults - are described as "owner
users" in the materi al that foll ows. 
They represent about 28 percent of the 
total adult population ( 19 1.9 rllillion) 
and 57 percent of those adults who 
own exercise equipment (96. 1 rllil 
lion). In addi tion, one or more adults 
use equipment in 18 percent of those 
households where the ori ginal owner 
does not use it. 

• Owner-users - those who own 
equipment and use it regularl y - are 
evenly divided by sex and age. Males 
constitute 51 .9 percent. By age groups, 
they are: 18-24: 13 percent; 25-34: 24 
percent; 35-44: 23 percent; 45-54: 18 
percent; 55+: 22 percent. 

• Most owner-users are involved in 
other sports and fitness acti vities. Only 
20 percent say they pursue no other 
activity at least once a week. 

• The main reasons non-users gave 
for not using the equipment or for 
stopping were boredom (42 percent) 
and lack of time (41 percent). Answers 
re lated to d issati sfacti on with the 
equipment included : " Don' t enjoy 
using it" (32 percent); " Didn ' t see 
results" ( 18 percent) and "Wrong type 
of equipment" ( 15 percent). Only 5 
percent says the equipment malfunc
ti oned or broke. 
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o Among those who have owned and 
used their equipment for six months or 
more, however, 93 percent say they 
were achieving beneficial results; onl y 
7 percent say they did not achieve any 
benefit. Better muscle tone was report
ed by 47 percent of thi s group and loss 
of weight or inches reported by 20 per
cent. 

o The most-owned equipment was 
free weights, owned by 36 percent of 
owner-users, or 19.4 mi llion adults. 
Second was treadmill s, owned by 25 
percent ( 13.6 million), then stati onary 

friend or family member" was men
tioned by 16 percent. Newspaper or 
magazine adverti sements or articles 
were cited by 11 percent. 

o About 7 percent of all respondents 
- representing 14 million adults -
said they plan to purchase home exer
cise equipment in the future. Those 
most positi ve were current owner
users, with 11 percent planning to 
make another purchase. Among 
nonusers or former owners, 9 percent 
said they intended to buy, compared to 
only 4 percent of those who have never 

owned equipment. 
Computer-assisted telephone inter

views were completed with 1,607 
adults to develop adequate samples of 
those who don' t own home exercise 
equipment, those who own but don' t 
use and those who own and use. The 
latter group consisted of 49 1 individu
als. The survey has a confi dence level 
of 95 percent with a margin of error of 
±3 percent. For more info rmation call 
56 1-840- 11 6 1. More detail s on the 
results are available on the FPC Web 
site at www.sportlink.comlfitness. 

bi kes, owned by 23 percent ( 12.3 mil- .----------------------------
lion). Among owner-u ers, 19 percent 
(10.3 million) own more than one type 
of equipment and 7 percent (3.8 mil 
lion) own three or more. 

o The leading sources of equipment 
are "stores like Sears or JC Penney's." 
Owner-users reported buying 25 per
cent of their equipment there. About 20 
percent came fro m sporting goods 
stores . The third-most popular source, 
with 12.3 percent was secondhand, fol
lowed closely by "self-service stores 
like Wal-Mart and Target," with 11.8 
percent. 

o The average amount spent for any 
single piece of new equipment (not 
including secondhand purchases) by 
owner-users was $392. Treadmills 
fetched the highest average price, $699. 
Home gyms were next at $402, fol
lowed by cross-country ski machines, 
$394. The average spent for al l new 
equipment by owner-users was $473. 

o The decision to purchase home 
exercise equipment is highly personal. 
Asked, "Which one event or situation 
moti vated you to purchase your equip
ment?" owner-users said 39 percent of 
their purchases grew out of a personal 
decision to improve health. The desire 
to lose weight was second , mentioned 
by 12 percent. Asked, "Which one per
son had the most influence on the pur
chase decision?" 38 percent said 
"myself. " A family member was cited 
in 33 percent of the pu rchase decisions 
and a friend in 14 percent. 

o Info mercials are powerful. "Saw it 
on TV" was the second-most cited out
side influence, credited for helping to 
stimulate 17 percent of purchases by 
owner-users. The most important rea
son was previous use of similar equip
ment (cited by owner-users in 26 per
cent of purchases) . "Recommended by 
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Product & Service Update 
continued from p. 8 

The Windows (95, NT, or 3.1x) 
CD-ROM of CensusCD+Maps pro
vides: 

- Estimates (1997) and projections 
(2002) of demographics (65 vari
ables for each year) and consumer 
spending (32 product categories for 
each year) for five geographic levels 
(block group, tract, ZIP, county & 
state) . 

- 1990 Census (STF-3) demo
graphics, over 3,400, for each of 
375,000+ geographic units including 
block groups, tracts , and ZIP codes. 

- Integrated Thematic Mapping 

with complete boundaries (from 
Tiger 95) down to block group geo
graphic level. A built-in map viewer 
creates and displays thematic maps of 
.DBF files generated by the program. 
The process is seam less for the end 
user. Maps are customizable (themes, 
colors, ranges, scales, etc.) on the fly. 
A virtual variable calculator lets user 
perform mathematical functions 
(incl. Boolean) then automatically 
maps results . Viewer exports bound
aries in ArcView and MapInfo, and 
maps as BMP. It thematically maps 
any imported .DBF file with an 
appropriate area key. 

- County Time Series Statistics -
3,000+ variables in 26 categories for 

_____________ --, all 3,141 U.S. Counties. Data is from 

U.S. Govt. Agencies on topics such 
as federal spending (AFDC, SSI, 
grants, contracts, payroll , etc.), 
crime (FBI stats), agricu lture, busi
ness (types, earnings, employment, 
payroll), banking, building permits, 
vital statistics (births , deaths , etc .) 
and more. 

- Historical Census Counts (Total 

Population 1790 - 1990) by U.S . 
county. 

- Geocoding of an address to its 
corresponding census block group to 
extract neighborhood information . 
Also allows for radius reporting 
around a specific address for any 
number of miles. 

For more information call 800-577-
6717 , e-mail info @censuscd .com or 
visit the company's Web site at 
www.censu scd.com/cd maps/cen
suscd_maps.htm. 

Syndicated studies 
profile hard-to-reach 
markets 

Greenfield Online, Westport, 
Conn. , is offering In The Know, a 
series of syndicated marketing 
research studies to provide insights 
into traditionally hard-to-reach mar
kets, starting with the college and 
lesbian/gay markets . The company 
will use its NetReach proprietary 
recruiting technique, to recruit low-

How To Firul1he 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 ervice available anywhere. 

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

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

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

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

If you ' re tired of the same old song and dance, give I/H/RResearch Group acall. 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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inc ide nce groups for the In The 
Know seri es. The series spans two 
areas: longitudinal studi es spec ifica l
ly focused on meaningful market 
segments and verti ca l studi es 
foc used on spec ia lty markets and 
category-dri ven issues . The studies 
will prov ide information on demo
graphi cs, lifesty les, attitudes and 
purchas ing dynamics, among other 
areas. For its first two studi es , which 
will be availabl e in Jul y, Greenfie ld 
On line is partnering with two com-

Macro offers fragrance 
study 

Macro International Tnc., a New 
York research firm , is offering a new 
tracking survey for the f ragrance 
industry, Consumer Inte lli gence
Fragrance. Macro will capture con
sumer response to 33 mass , presti ge, 
and spec ia lty frag rances , from a 
nationall y representati ve sample of 
1,500 women, including teens and 
prominent ethnic groups. The study is 

designed to provide data on current 
market trends, future buying patterns 
and opportuniti es, competItI ve 
strengths and weaknesses (as seen by 
consumers) , and brand strength fore
casts. For more information ca ll Il ene 
Ritz at 2 12-941-5555, ext. 322. 

Competitive intelligence 
Web site debuts 

CISource, a new Web site devoted 

to competiti ve intelligence (CI), is 

panies , Network Event Theater, Inc., I.;::==;::::::::;:;';;;~~~===::;:;~~~~~~============---, 
a campus medi a and marketing com-
pany, and Spare Parts, Inc., a compa
ny spec ia li z ing In lesbi an/gay
focused consumer marketing. For 
more informati on call 888-29 1-9997 
or visit the company's Web site at 
ww w.greenfie ldcentral.com. 

Raosoft updates 
EZSurvey 

Raosoft , Inc., Seattl e , has re leased 
Raosoft EZSurvey 98 fo r the 
Internet, version two of the 32-bit 
e lectronic collecti on program that 
lets users di stribute questionnaires 
over the Inte rnet, intranets, or any 
standard e-mail system. EZSurvey 
will also post a questionnaire on a 
Web site for ea y answering. The 
program is des igned fo r use with 
Windows 95 and Windows NT. The 
new vers ion ex tends support to Lotus 
Notes, cc:Mail and Internet mail by 
POP3 and SMTP so that the use r no 
longer needs to go through Microsoft 
Exchange to di stribute the question
naires. The ques tionnaires are sent 
out in tex t format. When the data 
returns, Raosoft Postmaster automat
ica ll y saves the data into a DBF data
base fil e . Analys is and reports are 
availabl e from EZSurvey itself, from 
the Raosoft SURVEYWin program, 
or from any DBF-standard reporting 
package. If ASCII format is des ired, 
the data can be ex po rted fro m 
SURVEYWin in fi xed, tab-delimit
ed, or comma-delimited format. For 
more information ca ll 206-525-4025 
or visit the company' s Web site at 
www.raosoft. com/raosoft/ . 
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now open at www.cisource.com. The 

site's contents include: best practices 
essays by CI practitioners and sup

pliers; descriptions of CI products 
and services, with hotlinks; a search-

ab le li st in g of consultants, with 
hot links; informat ion on CI-related 

books and periodicals; and li stings of 
educationa l conferences and semi 
nars. 

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 

~ 
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OBJECTIVE: 
Instant samples that are tru0' representative. 

SSI SOLUTION: 
Mickey Blum (President of Blum & Weprin Associates Inc. in 
New York City) - "When one of my media cl ients calls, I 
typica ll y need a sample within two hours. We need to be in the 
field the day of the news event and have the results ava ilable ule 
next morning. I need an instant sample fo r an instant response. I 

can get that from SUlvey Sampling. And I 
can get the sample screened for 

disconnectsl That has been 
invaluable to me. The most 
important thing is a quality 

sample, but timing is absolutely 
critical. We simply wouldn't be 
able to do what we do without 
Survey Sampling." 

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

to info@ssisamples.com. 

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

Partners with survey 
researchers since 1977 

NOS adds ZD's User 
Profile Data to its 
products 

National Decision Systems, San 
Diego, has formed an ongoing license 
agreement with ZD Market 
Inte ll igence (formerly Computer 
Intelligence), a provider of sales and 
market ing solutions. The agreement 
allows NOS to offer the Technology 
User Profile Data from ZD Market 
Intelligence for use with NOS ' con
sumer segmentati on systems. The ZD 
Technology User Profile, conducted 
twice annually, focuses on personal 
computer, communications and home 
technology usage in the U.S. ZD 
Market Inte lligence conducted an ini
tial screening of 50,000 individuals to 
identify PC users in the home, work
place and sel f-employed markets. 
Survey results are based on a 12-page 
written questionnaire that was mailed 
to more than 17,500 U.S. PC users. 
The ZD Technology User Profile will 
be used in tandem with MicroVision, 
NOS' microgeographic consumer tar
geting system. For more information 
call 800-866-65 10 or visit the compa
ny's Web site at http://natdecsys.com. 

Readex introduces ad 
study 

Readex, a Stillwater, Minn .-based 
research firm, has introduced On 
Target! as the fourth member of its ad 
readership study family. On Target! is 
designed to prov ide advertisers and 
agencies with a mini-diagnosis of how 
readers are reacting to their ad sales 
messages. The service delivers quanti
tative and qualitative feedback on how 
an ad performed. The key areas of the 
ad that are measured are: visual appeal, 
ease of reading, amount of informa
tion, clear communication of benefits, 
overall effectiveness, and verbatim 
comments relating to how readers feel 
about the ad. Advertisers and agencies 
can participate in an On Target! study 
at no charge by scheduling their ad in a 
sponsoring publication. For more 
information call Jack Semler at 800-
8readex or visit the company's Web 
site at www.readexresearch.com. 
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Data Use 
continued from p. 17 

immedi ately below for more on small correlation coeffi
cients. 

Why do peliormance items with higher means com
monly seem less "important " than those with lower 
means in CSM studies where we find derived impor
tance ? 

While this is not always the case, what you' ll see as 
often as not is that items with higher vari ance are more 
corre lated with the overa ll measure than those with lower 
variance. Thi s is because of the whole idea of correlation 
having to with joint variation. Thus, a measure with low 
variance usuall y can ' t expl ain or account fo r as much 
variation in the criterion or overall measure as will one 
with a hi gher variance. Fina ll y, then, an item on which 
the performance is uni versa lly high in the minds of 
respondents can't explain much variance in (or can' t be 
strongly correlated with) the overall measure ju ·t 
because it (the item) doesn' t vary. However, an item on 
which mean performance is so-so usually has a lot of 
indi vidual vari ation (some respondents think you per
form great, others think just the opposite, hence a mid
dling mean) and , thus, can account for a lot of shared 
vari ation in the overall measure. Correlation is rea ll y 
non-directional and is looking at nothing other than 

shared variation, much as we 'd like to imply a depen
dence relationship to it. 

The same thing can occur when you correlate a lot of 
stated importance items with an overa ll measure. The 
higher the stated mean importance, the lower the corre la
tion. Again , recognize that thi s is not a uni versa l phe
nomenon, but something those of you doing lots of CSM 
work mi ght want to chew on. 

Some say never use individual respondent data in mul
tiple correspondence analysis (MCA). Why? 

Beats me, although it 's undeniab ly eas ier to use a big 
cross tab table when doi ng an MCA than using the proper 
individual respondent data. In fact, without a lot of 
in venti veness there 's no way that some data sets can even 
be put into an appropri ate cross tab tab le prior to MCA. 
The major reason that one should use indi vidual respon
dent level data is that you then see the effect of correlat
ed answers in the resulting perceptual map. If the va ri ous 
categori es (age, sex, BUMO, etc.) are trul y stat istica ll y 
independent, then it 's O.K. to use summary data for an 
MCA. Otherwise, be very careful. 

Does respondellt order really make a difference in seg
mentation studies ? 

This can be answered with an uneq ui voca l, "maybe, 
maybe not." If you' re using an older clustering program, 
you might see some differences in your segmentation 
results depending on the order of the respondent data. On 
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the other hand , if you are using a newer program that 
does iterati ons (such as the k-means program found in 
PC-MDS and e lsewhere) input o rder is pretty much 
immate rial. We ' ve run several analyses where we ' ve 

taken a data set, clustered it, randomi zed the o rder of the 
data, reclustered, and so on. The diffe rences in the seg
ments were so minor as to be neg li gible . They certa inl y 
weren ' t substanti ve . Using the data in the o rder co llected 
probably works as we ll as any othe r orde r. 

What is "card image" data? 
This questi on reall y makes me feel o ld and T hear it fre

quentl y. It seems like onl y yesterday when data were 
input into a compute r via a card reader. The card reader 
read information that was punched into cards, commonl y 
call ed IBM-cards but more properl y known as Ho llerith 

cards (a lthough Hollerith was one of the founde rs of 
IBM), which had 80 co lumns. Into each co lumn we could 
put e ither a number, a letter o r a spec ia l symbol by 
punching a sma ll rec tangle out of one or more of 12 pos
sible pos iti ons down the co lumn by using a mac hine with 
a keyboard simil ar to a typewriter (another archaic 
instrument). No wonder the cards were/are also some

times ca ll ed punch(ed) cards. These cards were also used 
to enter the compute r programs. For the budget-con
scious, one could correct errors in the cards by filling 
unwanted holes with a wax-like substance - less expen
sive but harde r than just retyping the whole thing. 

An yway, in marketing research, then, card image data 

The site? San Francisco's Fisherman's Wharf. 
Our catch? 13 million visitors from across the 
US. Your souvenirs? Fast, quantitative, food 
and beverage testing. A national sample. 
Single site simplicity. Concept testing? Sure. 
Product Testing? Of course. Prototype testing? 
You bet. With our unique 
prototype production capability, 
this is our speCialty ! 

Call Madalyn Friedman for details. 
(415) 693-5680 Fax (415) 693-8919 
162 1 Montgomery Street, San Francisco , CA 94111 

WhaJj Research: National made simple. 
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refers to data that consists of one or more "cards" of 80 
co lumns per respondent. Of course, we can ' t call them 
cards since they aren' t, so the new nomenclature is 
" records." Thus, a study using card-image data with fi ve 
reco rds pe r respondent means that we have up to 400 

co lumns of data pe r respondent, arranged in bl ocks of 80 
co lumns each. If we arranged thi s same data into one 
long record of 400 columns per respondent, then we have 
what some ca ll string data, which is not the same as what 
some compute r programs mean by the term "string data ." 

Tn e ither case, the tough job is to te ll the computer what 
can be fo und where so you can get the answers that you 
seek before the Friday afte rnoon deadline. 

Al so, yo u should note that while most programs used 
in marketing research data process ing can handle card 
image data, data whi ch are not card image cannot be ana
lyzed by all of them. 

By the way, punched ca rds were run through a card 
sorter, so rting/matching on parti cul ar punches in parti cu
lar co lumns, as earl y versions of computer matching of 
potenti a l dates (for soc ial acti vi ti es , not for calendars) . 

Finall y, an interesting item to put on a li st for a scavenger 
hunt is a " punch card. " Good luck finding one ! 

Any ideas for some readahle ref erence material on sta
tistical analysis ? 

Most anything that Jim Myers has ever publi shed is 
we ll worth reading. Hi s papers and books are very prag
mati c, offe r alternati ve viewpoin ts and make the reader 
think. I personall y like materi als that are not dogmati c 
and recogni ze that, parti cul arl y in marketing research, 

there may be two or more ways of looking at a particular 
type of analys is. (Jim also remembers what punched 
cards were, I' m sure.) 

In our business, applications articl es are interes ting 
and sometimes directl y useful. However, recogni ze that 

if a company or individual comes up with a truly unique 
way to so lve a thorny data analys is problem it will prob

ably never be shown to the gene ra l research community, 
instead remaining proprietary. That sa id , of course, not 
every technique that is put forth as proprietary is neces

saril y a unique problem so lving too l. 
The heavy duty technical arti cles and books are proba

bly more cutting edge, but diffi cult fo r most of us to read 
and even harde r to directl y apply. Thi s is not to ay that 
they should be di scontinued, but there may be a long time 
between the publicati on of such an articl e and when you 
can use it in an AT U study, say. 

I enj oy the arti c les in columns such as thi s one, but the 
reade r has to recogni ze that these papers are not peer 

rev iewed and so may contain some things that are not 
100 percent factual. That 's O.K. as long as the reader 

doesn ' t take them as gospe l, but no tes that they are mere
ly opini ons about how to so lve certa in problems. You 
should also use a large sa lt shaker when pulling mate ri al 
from the Internet. I don' t hes itate to as k others where to 
f ind informati on on such-and-such; you shouldn ' t e ither. 

The re is no perfec t source of information. 0 
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Pfizer 
continued from p. 19 

optimizes by choosing the tree struc
ture with the lowest "misclassification 
cost," or probability that values are 
placed in the wrong categories. 

"In ranking the re lat ive importance 
of the IlEF's 15 items, CART was an 
indispen able tool because it evaluat
ed all items imultaneously from a 
multivariate framework ," says Dr. 
Cappelleri. "Within seconds, CART 
ranked the items according to how 
well they partitioned the outcome 
measure - ED or no ED." 

Selecting the questions 
Once Cappelleri was confident with 

hi s model, the next step was to evalu
ate if the top-ranking questions con
formed to the NIH 's definition of ED. 
Cappelleri and hi s Pfizer colleagues 
found firm agreement between the 
CART results and the NIH definition 
of ED. Such corroboration extended 
quantifiable support to the NIH defin
ition and credence to the effectiveness 
of the CART results. The five specific 
items selected and their diagnostic 
evaluation are expected to be high
lighted and di scussed in an upcoming 
professional publication . 

After selecting the questions, an 
easy-to-administer scoring system had 
to be deve loped. In thi s case, 
Cappelleri wanted to determine a cut
off point at which men scoring at that 
point or lower on the SHTM:IIEF-5 
could be classified as hav ing ED, 
while men scori ng higher could be 
classified as havi ng normal erectile 
functionality. In addition to CART, 
logistic regression was app lied to help 
generate a receiver-operating charac
teristic curve that further supported 
the CART results. But the curve gen
erated a series of possibi lities, rather 
than a definitive cut-off point. 
Cappelleri then used CART to develop 
a scoring system to determine an 
objecti ve SHIM:lIEF-5 score that 
gave a high level of sensitivity (high 
probability of correctly identifying 
ED) and specificity (high probability 
of correctly identifying men without 
ED). This scoring system is expected 
to be easy to administer and quick to 

June 1998 www.quirks.com 

calculate in a clinical setting. 

Validating results 
When the models were complete, 

Cappelleri used CART's cross-valida
tion feature to ensure that the 
SHIM:lIEF-5 model would stand up 
to new, fresh data. For the cross-vali
dation procedure, the software with
holds a randoml y chosen 10 percent of 
the data as a "test sample." The 
remaining 90 percent of the data, or 
the "learning sample," is used to gen
erate a model , and the test sample is 
then dropped through the learning 
model to determine if the results are 
still valid . Users can change the num
ber of times this validation process is 
completed, but, after CART's 10-
model default, Cappelleri was confi 
dent that it convincingly corroborated 
the original results from the data. "We 
compared the misclass ification table 
of the cross-validation results with 
that of the original results. These two 
misclassification tables were striking
ly identical, giving the same values 
for both sensiti vity and specific ity." 

Quality of life 
Research on a diagnostic tool for 

ED was spurred by Pfizer 's commit
ment to improving patients ' quality of 
li fe, he lping them li ve longer, healthi
er and more fulfilling lives. As a tool 
in the identificat ion of such an under
diagnosed condition, the SHIM:lIEF-
5 is a crucial part of the Outcomes 
Research Tools and marketing pro
grams for Viagra. "At Pfizer, we rec
ognize that one way to improve 
patient care is by developing and 
applying scientifi call y sound methods 
to help di agnose and treat condi 
ti ons," Cappelleri says. "Proven ana
lytical tools enhance our insight into 
data and help us make efficient use of 
our resources." 0 
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DlC advertising become simply the executor of the 
patient 's treatment requests. 
Specifically, requests that take the 
form of "how to treat" rather than 
simply a "desire to treat. " 

inquiring about the po sibility of 
treatments for a particular condition, 
and even about a specific drug to treat 
the condition, they are not comfort
able when patients enter their offices 
with an opinion about a drug 's rele
vance, either per se or relative to com
petitive products. 

continued from p. 21 

drugs. In this regard, we hear physi
cian comments such as " results in a 
more motivated , health-conscious 
patient," or "can create a more com
pI iance-focused patient." 

Without overstating the sensitivity 
of this issue, we have heard numerous 
physicians express the following 
grave mi sg ivings about Rx DTC 
advertising. Comments include: 

Now the issue that creates the deli
cate balance problem: While the 
physician is comfortab le with a 
patient who has a point of view about 
treatment per se, he/she is generally 
les comfortab le with advertising that 
speaks to a patient specifically about 
how to treat the condition. 
Understood through the physician 's 
eye, thi s need takes the following 
form: The doctor does not want to 

"It potentially results in our role 
going from determining what is best 
for the patient to one of having to 
debate with the patients about appro
priate therapeutic modalities." 

" It 's great to have an informed 
patient, but let 's be reali stic - we are 
the ones who are best prepared to 
determine how to treat the patient -
it is a waste of everybody's time to 
have a patient trying to take on the 
ro le of the doctor." 

Create awareness 
Thus, the crux of the challenge for 

the pharmaceutical marketer is as fol
lows: Among consumers, the mar
keter needs to create some awareness 
that a medical condition is treatable, 
and needs to create awareness that 
there is a drug worth asking the physi
cian about relative to thi s medical 
condition. But, in the eyes of physi
cians, the marketer would be well 
advised not to create a strong point of 
view among consumers about "how 
to treat" the condition . And, to make 
thi s an even more challenging mar
keting communications issue, some 
wou ld argue that the marketer should 
go beyond simply creating positive 
consumer associations with the drug 

Name Creation: Besl New Product Bronding 

~@N-Name Testing. 

For Information Contact: John P. Hoeppner 
It is important to be clear about 

exactly what physicians' concerns 
are. Upon ana lysis, the issues being 
rai sed by physicians ultimately take 
the following form: While they are 
generally comfortab le with a patient 
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(such as communicating spec ific ben
efits/differenti ating features), while at 
the same time avo iding alie nating 
phys icians - a ta ll order, to be sure. 

So, how are Rx DTC pharmaceuti 
cal marketers and their adverti sing 
agenc ies supposed to achieve thi s de l
icate balance. We ll , a large part of the 
answer invo lves the fine art o f copy
writing. Here, we can offe r littl e guid
ance, s ince thi s is an art, not a sc ience, 
and far beyond the purview of mar
keting researche rs. Where we can 

helpful to go back and forth, and then 
back and forth again , between con
sumers and physicians. Within a qual
itati ve contex t, thi s usuall y takes the 
form of pre enting a " first take" on a 
piece of marketing communicati ons 
directed to consumer , assess ing the ir 
attitudinal and projected behav ioral 
takeaway, and then exploring phys i
cians' reactions to both the adverti s
ing and to consumers ' response to the 
adverti sing. Then, based on phys i
cians' comfort leve ls with consumers ' 

responses, creati ves have the option 
to then tweak the adverti sing if indi 
cated. Then, we aga in present the new 
or tweaked adverti sing to consumers, 
again assess the attitudinal and pro
jected behav ioral response, and then 
assess phys ician comfort with the 
response. (Obviously, there are some 
situati ons which require little back 
and forth , and less tweaking is indi 
cated.) 

The re levance o f an iterati ve 
approach involving a back and forth 

provide some guidance, however, is ,-_____________________________ _ 

in he lping clients employ research 
techniques that will prov ide creatives 

with a deeper understanding of how 
consumers and phys ic ians are 
responding to various pieces of com
munications. (Think of thi s as provid
ing gri st for the creati ve mill. ) 

To help marketers achieve the "del
icate balance," we have found that 
qualitative research can be partic ul ar
ly useful. Be low we have li sted some 
general approaches a long with some 
specific techniques that have proved 
he lpful in developing marketing com
munications that moti vate consumers 
and don' t a li enate physicians . 

• Use an iterati ve approach: When 
developing marketing communica
tions that must achieve the deli cate 
balance, we have found it extremely 
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between consumer and physician 
flows from the very nature of trying to 
achieve a delicate balance between 
consumers attitudes and behavior 
(generated by adverti sing) and physi
cians' comfort with these attitudes and 
behaviors . 

• Treating physicians as clients dur
ing the research process itself: While 
thi s may, on the surface, sound like 
heresy, it is actually an effective way 
of helping to achieve the delicate bal-

OBJECTIVE: 

ance. Involving the physician in the 
development of Rx DTC marketing 
communications can work in a num
ber of ways. Specifically: 

• Recruiting physicians to sit in the 
back room watching consumer focus 
groups. In this situation, we often 
employ two moderators - one in the 
front room, and one in the back room. 
As consumers in the front room are 
responding to a specific piece of com
munication, doctors in the back room 

tlJectively reach very low incidence markets. 

-... 
I -

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

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

problem-solving dialogue with 55!. 
Through a va riety of SSI's advanced 
methods and services, we're able to 
do our job more effectively and 
efficiently. Working with SSI is a 
partnership, helping us both grow." 

Ca ll S51 for sampling solutions at 
203-255-4200 or send e-mail to 

info@ssisamples.com. 

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

Pa rtne rs with survey 
researc he rs since 19 77 

are responding to consumers ' attitudes 
and projected behavior. This enables 
us to understand, in a very efficient 
manner, precisely where the potential 
problem areas (physician/consumer) 
lie in the marketing communicati ons, 
how important they are, and , with a lit
tl e input from creatives, how to 
address these issues. 

A critical piece in this approach 
involves maki ng certain that the initial 
qualitative effort with consumers is 
strongly focu ed on su tfaci ng both the 
attitudes and projected behavior that 
result in exposure to the marketing 
communications being researched. In 
thi s area, we strongly recommend 
" flash" response techniques, which 

.\~ \\'l' kIlO\\' Ullh' 

t(l() \\l']1, in the rl'c11 

\\urld, Cl)n~Unll'r .... 

~l'l1l'r(llh' du Ilut 
l· _ 

.... P l' 11 d l1 g n 'cIt d l'c 11 
l)t tillll' ~tud~'ing 

l1nd thinking dbout 

lid \·L'rti~ing. 

help surface refl ex ive and visceral 
takeaways from the adverti sing rather 
than inte llectual interpretations. Use 
of flash techniques enables consumers 
to respond in a manner far closer to 
real world/in-market responses. The 
importance of gett ing to the reflex-

BUSINESS TO BUSINESS 
DATA COLLECTI 

<4:3 

• 
• 
• 
• Excelle . lechniques 
• Convenient Remote Monitoring 
• 100 + CATI Stations 
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ive/visceral response - rather than 
intellectual response - cannot be 
overemphasized. As we know onl y 
too well , in the real world , consumers 
generall y do not spend a great deal of 
time studying and thinking about 
adverti sing. As such, it is criti ca l to 
make certain that whatever qualitati ve 
techniques you use during your con
sumer phase of research are sensitive 
to thi s . 

• "House call s." This involves using 
pre-recruited pairs of physicians and 
consumers in the following manner: 
First, we expose consumers to Rx 
DTC adverti sing. Then, the physician 
enters the room to hear the pati ent's 
thoughts and questions that are gener
ated by the adverti sing. Then, the 
physician is debriefed (after di smiss
ing the consumer) regarding hi s/her 
comfo rt level with the consumer's 
response. Note: The "house call s" 
technique can be used either in a one
on-one situation or in a situation 
invol ving a group of consumers. 

• On-s ite research. This involves 
showing marketing communications 
to patients in the physician's waiting 
room, and then debriefing the physi-

degree of fl ex ibili ty when it comes to 
involving consumers and physicians 
in research that is focused on achiev
ing the de licate balance. 

All indications are that Rx DTC 
adverti sing is here to stay, and will 
grow meaningfull y for the foreseeable 
future. Pharmaceuti cal marketers (and 

their agencies) who understand that 
effecti ve Rx DTC adverti sing must 
address the deli cate balance issue, and 
who use research techniques to 
achieve thi s balance, wi ll be the ones 
with the best chance of getting the 
greatest ROI on their marketing com
munications. 0 

PRECISION RESEARCH 

Torml!rlv PrI!c/sfon field Sl!rl1fCl!s 

C ONVENIENT CHICAGO AIRPORT LOCA TION 

Call usfor a complete brochure: 847-390-8666 or 
Visit our Web Site: ll'U'll'.preres.com 

cian later in the day. This approach 1----======================-=:--:-:: 
requires that the physician is willing 
to make very brief notes (after seeing 
each patient) regarding what kinds of 
ques tions surfaced, issues were 
rai sed, etc. 

Looking to the future 
In cases where there is a very low 

incidence of consumers who are tar
gets for a particular drug, we are now 
using our database of Internet-user 
households as a vehicle for prov iding 
access to these hard-to-reach targets. 
This on-line capability allows us to 
assess the effectiveness of Rx DTC 
adverti sing at the patient/consumer 
level, including copy testing, compli 
ance tracking, as well as measurement 
of ROI on DTC programs. We also 
use thi s medium to conduct on-line 
focus groups, enabling us to gain 
di agnostic insight with hard-to- reach 
targets. 

The point of describing the tech
niques above is not to recommend any 
particular technique, but rather to 
illustrate that marketers and 
researchers have a re lative ly hi gh 
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Market smarter 

with CART™ Class 
Class I 
Class 2 
Class 3 

CART data mining software boasts a proven, scientific pedigree while 
being easy-to-use and easy-to-interpret. It quickly reveals hidden 
relationships and automatically builds accurate predictive models. 

I SEGMENTINGI 
CART's unique features generate accurate, real-world models: 
~ built-in test procedures assure results will hold up to new data 
~ surrogate splitters intelligently handle missing values 
~ adjustable misclassification penalties help avoid most costly errors 
~ eight splitting criteria make progress when other criteria fail 
~ committees of experts (bagging) increase the precision of results 

I PROFILING I I TARGETINGI 
Salford Systems 
619.543.8880 
619.543.8888 fax 
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Alexander + Parker 
30 Almaden CI. 
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. 

Jen 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. of 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 MJ Wong 
QuaUQuant. -Cantonese, Mandarin, 
Japanese, Korean, Viet. , Tagalog, Etc. 
US & Inti. 

Automotive Insights, Inc. 
Sports Insight 
58 Egbert SI. 
Bay Head, NJ 08742 
Ph. 732-295-2511 
Fax 732-295-2514 
E-mail: Autoins@aol.com 
Contact: Douglas Brunner 
Full-service Research For Automotive 
and Sports Industries. Focus 
Groups/Product Clinics/Sports 
Events. 

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

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. 

Behavior Research Center, Inc. 
1101 N. First SI. 
P.O. Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
E-mail: brc@primenel.com 
Contact: Earl de Berge 
Contact: Luis N. Ortiz 
Bilingual; US/ Latin Amer.;3S+ Yrs. 
Exp.; All Subjects. 

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 SI. 
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 t-on-t 
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 US. With Over 30 Yrs. Of 
Experience. 

Cambridge Associates, LId . 
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. 
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Cambridge Research, Inc. 
5831 Cedar Lake Rd. 
SI. 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. 

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.infLnet 
http://www.cba@nr.infi.net 
Contact: Amy Anderson 
Full Service Marketing Research, 
State-of-the-Art Facilities. 

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

Consumer Opinion Services 
12825-1 st Ave. South 
Seattle, WA 98168 
Ph. 206-241-6050 
Fax 206-241-5213 
E-mail: cos-info@cosvc.com 
httpJlwww.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. , 
Strategic/Planning Sessions. 

Cultural Insights, Inc. 
10510 Buckeye Trace 
Goshen, KY 40026 
Ph. 502-228-3708 
Fax 502-228-2829 
E-mail: insighls@ntr.net 
http://www.culturalinsights.org 
Contact: Michael C. Sack 
Non-profit Firm Specializing In 
Christian Religious Studies, 
Community Needs AnalysiS & Cross
cultural Research. 
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Cunningham Research Associates Directions Data Research Erlich Transcultural Consultants Focus Plus, Inc. 
2828 W. Parker Rd ., Ste. B202 1111 Northshore Dr. 21241 Ventura Blvd., Ste. 193 79 5th Avenue 
Plano, TX 75075 Knoxville, TN 37919-4046 Woodland Hills, CA 91364 New York, NY 10003 
Ph. 972-596-4072 Ph. 423-588-9280 Ph. 818-226-1333 Ph. 212-675-0142 
Fax 972-964-3404 Fax 423-588-9280 Fax 818-226-1338 Fax 212-645-3171 
E-mail: crasrch@aol.com E-mail: Rbryant@directionsdata.com E-mail: Etcethnic@aol.com E-mail: focusplus@msn.com 
Contact: Mark W Cunningham Contact: Rebecca Bryant Contact: Andrew Erlich, Ph.D. Contact: John Markham 
Qual. & Quant. Rsch.: Consumer, Full Service: Medical/New Full Svc. Latino, Asian, African Amer., Impeccable Cons. & B-B 
Advg., Bus./Bus., Hi-Tech. ProductiPR/Exec./ChiidlTeen. Amer. Indian Mktg. Rsch. Recruits/Beautiful New Facility. 

Daniel Associates Doane Marketing Research, Inc. Essential Resources GraHWorks Marketing Research 
49 Hill Rd ., Ste. 4 1807 Park 270 Dr., Ste. 300 P.O. Box 781 10178 Phaeton Dr. 
Belmont, MA 02178 P.O. Box 46904 Livingston, NJ 07039 Eden Prairie, MN 55347 
Ph. 617-484-6225 SI. Louis, MO 63146 Ph. 973-740-0255 Ph. 612-829-4640 
Fax 800-243-3493 Ph. 314-878-7667 Fax 973-740-0267 Fax 612-829-4645 
E-mail: sdaniel@earthlink.net Fax 314-878-7616 E-mail: essresou@idl.net E-mail: GraHworks@aol.com 
http://www.earthlink.netl- sdaniel E-mail: dtugend@doanemr.com Contact: L. Mundo Contact: Carol Graff 
Contact: Stephen Daniel Contact: David M. Tugend Foc. Grps., Mod., !DIs, Surveys, Distribution Channel Rsch., Bus. -to-
FOCUS/IT Understanding Technology Largest Full-svc. Agri.Net. Care/Pet Secondary Rsch., CI. Bus. New Prod. Dev.; Key Decision 
Buying Processes. Prod. Mkt. Rsch. Co. Maker Recruit., Meeting Facilitation. 

FacFind, Inc. 
Data & Management Counsel, Inc. Dolobowsky Qual. Svcs., Inc. 6230 Fairview Rd., Ste. 108 Greenleaf Associates, Inc. 

P.O. Box 1609 / 135 Commons CI. 94 Lincoln SI. Charlotte, NC 28210 470 Boston Post Rd. 

Chadds Ford, PA 19317 Waltham, MA 02154 Ph. 704-365-8474 Weston, MA 02193 
Ph. 610-459-4700 Ph. 781-647-0872 Fax 704-365-8741 Ph. 617-899-0003 
Fax 610-459-4825 Fax 781 -647-0264 E-mail: facfind@aol.com Contact: Dr. Marcia Nichols Trook 
E-mail: WZL4DMC@aol.com E-mail:Reva Dolobowsky@wortdnet .attrn Contact: Tracey Snead Nat'l.llnt'l. Clients. Specialty: New 
Contact: Bill liff-Levine Contact: Reva Dolobowsky Varied, Affordable Southern Products, Direct Mktg., Publishing. 

Extensive Experience In Domestic & Experts In Ideation & Focus Generalists. 
International Qualitative Research. Groups. Formerly with Synectics. 

guskey & heckman, research cnslts. 
Fader & Associates Duquesne Univ., School of Business 

Decision Analyst , Inc. The Dominion Group Marketing 372 Central Park w., Ste. 7N Pittsburgh, PA 15282 

604 Ave. H East Research & Consulting, Inc. New York, NY 10025 Ph. 412-396-5842 

Arlington, TX 76011-3100 8229 Boone Blvd., Ste. 710 Ph. 212-749-3986 Fax 412-396-4764 

Ph. 817-640-6166 Vienna, VA 22182 Fax 212-749-4087 E-mail: guskey@duq3.cc.duq.edu 

Fax 817-640-6567 Ph. 703-848-4233 Contact: Susan Fader Contact: Dr. Audrey Guskey 

E-mail: Fax 703-848-9469 Focus Groups/ I-On-! s/ In Broad Full Svc., University Affiliations, Mkt. 

jthomas@decisionanalysl.com Contact: Catherine Hinton Range Of Cat. & New Prod. Strategies. 

http://www.decisionanalysl.com Full Service Marketing Research. Findings International Corporation Hammer Marketing Resources 
Contact: Jerry W Thomas Health Care & Pharmaceuticals. 9100 Coral Way, Ste. 6 179 Inverness Rd. 
Depth Motivation Research. National 

Miami, FL 33165 Severna Pk. (Balt.lD.C.), MD 21146 
Firm. Doyle Research Associates, Inc. Ph. 305-225-6517 Ph. 410-544-9191 

919 N. Michigan/Ste. 3208 Fax 305-225-6522 Fax 410-544-9189 
Decision Drivers Chicago, IL 60611 E-mail: findings@interfindings.com E-mail: bhammer@gohammer.com 
197 Macy Rd. Ph. 312-944-4848 Contact: Marta Bethart Contact: Bill Hammer 
BriarcliH, NY 10510-1017 Fax 312-944-4159 Hispanic Specialists, Focus Groups, 15th Year. Business-to-Business and 
Ph. 914-923-0266 E-mail: jodra@aol.com One-on-Ones. Consumer. 
Fax 914-923-3699 Contact: Kathleen M. Doyle 
Contact: Sharon Driver Full Svc. Qual. Five Staff Moderators. First Market Research Corp . Pat Henry Market Research, Inc. 
Actionable Results To Drive Your Varied Expertise. 656 Beacon SI., 6th floor 230 Huron Rd. N.w., Ste. 100.43 
Market Decisions. Boston, MA 02215 Cleveland, OH 44113 

D/R/S HealthCare Consultants Ph. 800-FIRST-l1 (347-7811) Ph. 216-621-3831 
The Deutsch Consultancy 3127 Easlway Dr., Ste. 105 Fax 617-267-9080 Fax 216-621-8455 
1500 N.w. 49th SI., Ste. 532 Charlotte, NC 28205 E-mail: mpriddy@ziplink.net Contact: Mark Kikel 
FI. Lauderdale, FL 33309 Ph. 704-532-5856 http://www.firstmarkel.com Luxurious Focus Group Facility. 
Ph. 954-938-9125 Fax 704-532-5859 Contact: Jack M. Reynolds Expert Recruiting. 
Fax 954-771-5214 Contact: Dr. Murray Simon Health Care, Physicians, Advertising, 
E-mail: bideutsch@advize.com Specialists in Research with Financial Services. Suzanne Higgins Associates 
Contact: Barry Deutsch Providers & Patients. 151 Maple Ave. 

First Market Research Corp. Old Saybrook, CT 06475 
Dialectics Inc. The Eisenmann Group 2301 Hancock Drive Ph. 860-388-5968 
340 Minorca Ave., Ste. 4 734 W. Willow SI. Austin, TX 78756 Fax 860-388-5968 
Coral Gables, FL 33134 Chicago, IL 60614 Ph. 800-FIRST-TX (347-7889) E-mail: Higgins.S@worldnel.att.net 
Ph. 305-461 -0544 Ph. 312-255-1225 Fax 512-451-5700 Contact: Suzanne Higgins 
Fax 305-461 -0564 Fax 312-255-1226 E-mail: jheiman@firstmarkel.com Advtg./Pkg. Gds. 16+ Yrs. Exp. (9 
E-mail: dialectics@shadow.net E-mail: EGroup@juno.com http://www.firstmarkel.com With Top NY Ad Agency.) 
http://www.shadow.netl- dialectics Contact: Audrey Eisenmann Contact: James R. Heiman 
Contact: Deborah Biele Productive Groups, Incisive Reports, High Tech, Publishing, Hispanic Marketing 
Energy/FinancelTransportationlTravel/ Quality Service. Bus. -To-Bus., Telecommunications. Communications Research/Div. of 
Education. H&AMCR, Inc. 

Elrick and lavidge linda Fitzpatrick Research Svcs. Corp. 1301 Shoreway Rd ., Ste. 100 
Direct Feedback 1990 Lakeside Parkway 102 Foxwood Rd. Belmont, CA 94002 
4 Station Square, Ste. 545 Tucker, GA 30084 West Nyack, NY 10994 Ph. 650-595-5028 
Pittsburgh, PA 15219 Ph. 770-621-7600 Ph. 914-353-4470 Fax 650-595-5407 
Ph. 412-394-3676 Fax 770-621-7666 Fax 914-353-4471 E-mail: gateway@hamcr.com 
Fax 412-394-3660 E-mail: elavidge@atl.mindspring.com httpJ/www.fitzpatnckmarketing.com http://www.hamcr.com 
Contact: Tara Hill Conroy http://www.elavidge.com Contact: Linda Fitzpatrick Contact: Dr. Felipe Korzenny 
Bus. -To-BusiConsumer/Recruit/ Contact: Carla Collis Since 1985, Expert In Hisp. Bi-Ung./Bi-Cult Foe Grps. Anywhere 
ModeratelReport. Full-Service National Capability. Marketing/Group Dynamics. In U.S. Or Latin Amer/Quan. Strat Cons. 
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Holleran Consulting Kerr & Downs Research Macro International Martleteam Associates 
2951 Whiteford Rd. 2992 Habersham Dr. 11785 Bellsville Dr. 1807 Pari< 270 Dr., Ste. 300 
York, PA 17402 Tallahassee, FL 32308 Calverton, MD 20705-3119 P.O. Box 46904 
Ph. 717-757-2802 or 800-941 -2168 Ph. 850-906-3111 Ph. 301-572-0200 Sl Louis, MO 63146 
Fax 717-755-7661 Fax 850-906-3112 Fax 301 -572-0999 Ph. 314-878-7667 
E-mail: info@holleranconsull.com E-mail: PD@kerr-downs.com E-mail: halverson@macroinl.com Fax 314-878-7616 
http://www.holleranconsull.com http://www.kerr-downs.com Contact: Lynn Halverson E-mail: cblock@doanemr.com 
Contact: Melinda Fischer Contact: Phillip Downs Large Staff of Trained Moderators Contact: Cart Block 
Womens and Minority Research Is Master Moderator - The Moderator Available in Many Areas. Consumer Health Prods., Sm. 
Our SpeCialty. Makes or Breaks a Focus Group. Appliances, LitigatiorvMock Jury Rsch. 

Horowitz Associates Inc. 
Mari Hispanic Field Service 

Knowledge Systems & Research, Inc. 2030 E. Fourth SI., Ste. 205 Martleting Advantage Rsch. Cnslts. , Inc. 
1971 Palmer Avenue 500 South Salina SI., Ste. 900 Santa Ana, CA 92705 2349 N. Lafayette SI. 
Larchmont, NY 10538 Syracuse, NY 13202 Ph. 714-667-8282 Arlington Heights, I L 60004 
Ph. 914-834-5999 Ph. 315-470-1350 Fax 714-667-8290 Ph. 847-670-9602 
Contact: Howard Horowitz Fax 315-471-0115 E-mail: mari.h@ix.nelcom.com Fax 847-670-9629 
CableNideo Marketing- E-mail: HQ@krsinc.com Contact: Mari Ramirez Lindemann E-mail: mjrichards@aol.com 
Programming-Telecommunications- http://www.krsinc.com Spanish Lang. Mod., 17 Yrs. Exp. Contact: Marilyn Richards Internet. Contact: Lynn Van Dyke Qua/./Quant., DomestiC/X-Country. New Product Development/Hi-

Image Engineering, Inc. Full Svce. All Expertise In-House. Tech/MultimediiJITelecomm. 
10510 Buckeye Trace Strategic Foc. Bus. to Bus. Allinds. The Market Connections Group 
Goshen, KY 40026 of CulturalAccess Worldwide Martletlng Matrix, Inc. 

Ph. 502-228-1858 Bart Kramer & Associates 5150 EI Camino Real , Ste. 0-11 2566 Overland Ave., Ste. 716 
Fax 502-228-2829 440 Wood Acres Dr. Los Alios, CA 94022 Los Angeles, CA 90064 
E-mail: imageeng@ntr.nel East Amhersl, NY 14051-1668 Ph. 650-965-3859 Ph. 310-842-8310 
http://www.BrandRetail.com Ph. 716-688-8653 Fax 650-9653874 Fax 310-842-7212 
Contact: Michael C. Sack Fax 716-688-8697 Contact: M. Isabel Valdes E-mail: mmatrix@primenet.com 
Specialist In Image-based Projective E-mail: kramer.associaIes@Noridnetall.net Foc. Grps., Door-to-Door, Tel. Contact: Marcia Selz 
Qualitative Research, Small Sample! Contact: Barton J. Kramer Studies, Ethnographies. Foc. Grps., In-Depth Intvs. & Surveys 
Red Flag Testing & Package Design Design/Execution Of New/Improved For Financial Svce. Companies. 
Evaluation. Product Research. Martlet Development, Inc. 

600 B St., Sle. 1600 Martlinetics, Inc. 
In Focus Consulting Lachman Research & Mktg. Svces. San Diego, CA 92101 P.O. Box 809 
2327 Blueridge Ave. 2934 1/2 Beverly Glen Cir., Ste. 119 Ph. 619-232-5628 Marietta, OH 45750 
Menlo Park, CA 94025 Los Angeles, CA 90077 Fax 619-232-0373 Ph. 614-374-6615 
Ph. 415-854-8462 Ph. 310-474-7171 E-mail: Info@mktdev.com Fax 614-374-3409 
Fax 415-854-4178 Fax 310-446-4758 http://www.info@mktdev.com E-mail: coleman@markinelics.com 
E-mail: echardon@compuserve.com E-mail: rflachman@aol.com Contact: Laurie Elliot Contact: Donna Coleman 
Contact: Elena Chardon-Pietri, Ph. D. Contact: Roberta Lachman U.S. Hisp./Latin Amer., Offices In NY, Senior Transportation Industry 
Bilingual, Eng. & Spanish, Qua/. & Advg. & Mktg. Foc Grps and One-on- Mexico City. Experts. All Audiences. 
Quant. Rsch., Wide Rng. Indus.lMkts. Ones. Cons./ Business-to-Business. 

In Moderation Market Directions, Inc. MCC Qualitative Consulting 

3801 Conshohocken Ave. , #816 
Leichliter Associates Mktg. Rsch./ 911 Main St., Ste. 300 1 00 Plaza 0 r. 
Idea Development Secaucus, NJ 07094 

Philadelphia, PA 19131 P.O. Box 788 FOR Station 
Kansas City, MO 64105 

Ph. 201-865-4900 or 800-998-4777 
Ph. 215-871-7770 New York, NY 10150-0788 

Ph. 816-842-0020 
Fax 201-865-0408 

Fax 215-871-7773 Fax 816-472-5177 
E-mail: inmoderation@erols.com 

Ph. 212-753-2099 E-mail: terri@marketdirections.com Contact: Andrea Schrager 

Contact: Oean Bates Fax 212-753-2599 http://www.marketdirections.com Insightful, Innovative, Impactful, 

Qualitative Research Focus Groups E-mail: leichliler@aol.com Contact: Terri Maize Action-Oriented Team Approach. 

For All Industries. Contact: Betsy Leichliter Full-service Market Research. 
Innovative Exploratory Rsch./ldea Meczka Mar1letin~./CnSIIg., Inc. 

Irvine Consulting, Inc. Development. Offices NY & Chicago. Market Navigation, Inc. 5757 W. Century Blvd., Lobby Level 

2207 Lakeside Drive Teleconference Network Div. Los Angeles, CA 90045 
Bannockburn, IL 60015 Lieberman Research Worldwide 2 Prel Plaza 

Ph. 310-670-4824 
Ph. 847-615-0040 1900 Avenue 01 the Slars Orangeburg, NY 10962 

Fax 310-410-0780 
Fax 847-615-0192 Los Angeles, CA 90067 Ph. 914-365-0123 

Contact: Anthony Diaz 
E-mail: DBSG96A@prodigy.com Ph. 310-553-0550 

Fax 914-365-0122 
Qua/./Quant. Rsch. 25 Yrs. Exp. 

Contact: Ronald J. Irvine Fax 310-553-4607 
E-mail: Ezukergo@mnav.com 

Recruit & Facility. 
Pharm/Med: Custom Global E-mail: kgentry@lrw-la.com 
Quan./Qual. Res. & Facility. Contact: Kevin Gentry E-mail: GRS@mnav.com MedProbe™, Inc. 

20+ Yrs. Custom Qua/./Quant. Market http://www.mnav.com 600 S. Hwy. 169, Ste. 141 0 
JRH Marketing Services, Inc. Research Solutions. Contact: Eve Zukergood Minneapolis, MN 55426-121 8 
29-27 41s1 Ave. (Penthouse) Contact: George Silverman Ph. 612-540-0718 
New York, NY 11101 Low + Associates, Inc. Med., BusAo-Bus., Hi-Tech, Indust. , Fax 612-540-0721 
Ph. 718-786-9640 (Formerly Nancy Low & Assoc. , Inc.) Ideation, New Prod. , Tel. Groups. Contact: Asta Gersovitz, Pharm.D. 
Fax 718-786-9642 5454 Wisconsin Ave. , Sle. 1300 MedProbe Provides Full Qualitative & 
E-mail: 72114.1500@compuserve.com Chevy Chase, MD 20815 Market Research Associates Advanced Quantitative Market 
Contact: J. Robert Harris II Ph. 301 -951-9200 2082 Business Center Dr., Sle. 280 Research Including SHARECASl'" & 
Founded 1975. Check Out The Rest Fax 301-986-1641 Irvine, CA 92612 SHAREMAf»'. 
But Use The Best! E-mail: research@lowassociates.com Ph. 714-833-9337 

Contact: Nan Russell Hannapel Fax 714-833-2110 The Mercury Group, Inc. 
Just The Facts, Inc. HealthlFin./Cust. Sat. Upscale FG E-mail: bajlosler@aol.com 8 W. 38th St., 81h II. 
P.O. Box 365 Facility. Recruit from MD, DC, No. VA. Contact: Barbara Fields New York, NY 10018 
Mt. Prospecl, IL 60056 Extensive Experience Moderating Ph. 212-997-4341 
Ph. 847-506-0033 Variety of Subjects. Fax 212-768-7105 Fax 847-506-0018 
E-mail: JTFacts@islandnet.com E-mail: TMGDB@aol.com 

http://www.jusl-the-Iacls.com Contact: David Berman 

Contact: Bruce Tincknell Medical Mkt. Research By Marketers. 

We Find The Facts!TI" Full-Svc., Compo W/Full Reports. 

Intel. , Mktg. Cnsltg. Actionable 
Results. 
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Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph. 770-955-5400 
Fax 770-955-5040 
E-mail: focus@onramp.net 
http://www.michelson.com/research 
Contact: Mark L. Michelson 
Much More Than Moderation 
Nat'l. Full-Svc. Qual./Quant. 

MindSearch 
272 Whipple Rd. 
Tewksbury, MA 01876 
Ph. 978-640-9607 
Fax 978-640-9879 
E-mail: msearch@ziplink.net 
Contact: Julie Shaylor 
Direct Marketing, Sm. Bus. , 
Bus.lBus., Execs.lProfs. 

Francesca Moscatelli 
506 FI. Washington Ave. , 3C 
New York, NY 10033 
Ph. 212-740-2754 
Fax 212-923-7949 
E-mail: romanaaa@aol.com 
Contact: Francesca Moscatelli 
Latino Bi-LingualIBi-Cultural Groups; 
QRCA Member. 

The New Marketing Network 
225 W. Ohio SI. 
Chicago, IL 60610-4119 
Ph. 312-670-0096 
Fax 312-670-0126 
E-mail: NewMktg@aol.com 
Contact: Priscilla Wallace 
Creative, Strategic and Results 
Oriented Moderator. 

Northwest Research Group, Inc. 
400 108th Ave., N.E., Ste. 200 
Bellevue, WA 98004 
Ph. 206-635-7481 
Fax 206-635-7482 
E-mail: ethertn@nwrg.com 
http://www.nwrg.com 
Contact: Jeff Etherton 
Facilities, Moderating, Full-Service 
Market Research. 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph. 612-924-0053 
Contact: Paul Tuchman 
Full-Service Nationwide Research. 

Perception Research Services, Inc. 
One Executive Dr. 
FI. Lee, NJ 07024 
Ph . 201-346-1600 
Fax 201-346-1616 
E-mail: prseye@aol.com 
http://www.prsresearch.com 
Contact: Joe Schurtz 
Expertise In Packaging & 
Direct/Internet Marketing. 

Performance Research 
25 Mill SI. 
Newport, RI 02840 
Ph. 401-848-0111 
Fax 401-848-0110 
E-mail: focus@perforrnanceresearch.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 
http://www.worldweb.neti-strategy/ 
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 
http://www.researchconnections.com 
Contact: Amy J. Yoffie 
Online Foe. Grps., NarlJfnrt., Rec. Online 
by Phone or Intemet Panel. Web Site Eval. 

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 SI. 
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 SI., 3rd II. 
New York, NY 10014 
Ph. 212-675-1631 
Contact: Paul Schneller 
Full Array: AdslPkg GdsIRxlB-to-BI 
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-to-Business & Intemational. 

James Spanier Associates 
120 East 75th SI. 
New York, NY 10021 
Ph. 212-472-3766 
Contact: Julie Horner 
Focus Groups And One-an-Ones In 
Broad Range Of Categories. 
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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 N.W. 37 Avenue 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-649-6312 
E-mail: strategy@icanecl.net 
http://www.icanect.netistrategy 
Contact: Belkist Padilla 
Serving All U.S. Hispanic Markets & 
Latin America. 

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'l. & Int'l. Exp. 

Sundberg-Ferar, Inc. 
4359 Pineview Dr. 
Walled Lake, MI 48390-4129 
Ph. 248-360-5596 
Fax 248-360-6900 
E-mail: indesign@sundbergl.com 
http://www.sundbergf.com 
Contact: Ron Cieri 
Prod. Design & Development; Qua/. 
Rsch. Servo & Facifity. 

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

Thorne Creative Research 
Eastview Technology Center 
350 Main SI., Ste. 231 
White Plains, NY 10604 
Ph. 914-328-5859 
Fax 914-328-3729 
E-mail: ginat@compuserve.com 
Contact: Gina Thorne 
Sensitive IssuesiActionable 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 
ENVISIONT"', Other Approaches For 
Creative Insight. 

V & L Research and Cnsllg., 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/1-
on-1s. Full-Svc.: Design, Mod., Report. 

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: dennis.valley@Valley
research.com 
http: www.valley-research.com 
Contact: Dennis L. Guiver 
30 YI5. Exp. New Facility. 

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 10965 
Ph. 914-735-7022 
Fax 914-735-7256 
E-mail : JGaines246@aol.com 
http://www.view-finders.com 
Contact: Janet Gaines 
Political, AdvJMedia & Fin. Rsch. 
"Focused With Exp. & Reliability. " 

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 Yeal5 Medical: Dl5.1PharmDsi 
RNsiPatientslMgd. Care. 

Wolf/Altschul/Callahan, Inc. 
60 Madison Ave. 
New York, NY 10010 
Ph. 212-725-8840 
Fax 212-213-9247 
Contact: Judi Lippert 
Senior Moderatol5 -25 Years 
Experience. 

Yarnell, lnc. 
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. HWtSW Companies. 
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STATE CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

Arizona Target Market Research Group, Inc. Minnesota Colburn & Associates 
Behavior Research Center, Inc. Cambridge Research, Inc. D/R/S HealthCare ConSUltants 

Georgia GraffWorks Marketing Research FacFind, Inc. 
California Creative Focus, Inc. MedProbe™, Inc. 

Ohio Alexander + Parker Elrick and Lavidge Outsmart Marketing 
Jeff Anderson Mktg. Rsch. Michelson & Associates, Inc. Pat Henry Market Research, Inc. 
Consulting V & L Research and Cnsltg., Inc. New Jersey Markinetics, Inc. 
Asian Marketing 

Illinois 
Automotive Insight, Inc. 

Communication Research Essential Resources Pennsylvania 
AutoPacific, Inc. C&R Research Services, Inc. MCC Qualitative Consulting Campos Market Research, Inc. 
Erlich Transcultural Consultants Doyle Research Associates Perception Research Services, Inc. Data & Management Counsel , Inc. 
Hispanic Marketing The Eisenmann Group Research Connections, Inc. Direct Feedback 

Communication Research Irvine Consulting, Inc. Treistman & Stark Marketing , Inc. guskey & heckman, research cnslts. 
In Focus Consulting Just The Facts, Inc. Holleran Consulting 
Lachman Research & Marketing Svces. Leichliter Assoc. Mktg. RschJldea Dev. Missouri InModeration 
Lieberman Research Worldwide Marketing Advantage Rsch. Cnslts. Doane Marketing Research, Inc. VILLAGE MARKETING, INC. 
Mari Hispanic Field Services The New Marketing Network Market Directions, Inc. 
The Market Connections Group Strategic Focus, Inc. Marketeam Associates Rhode Island 
Market Development, Inc. 

Kentucky Performance Research 
Market Research Associates New York 
Marketing Matrix, Inc. Cultural Insights, Inc. BAIGlobal Inc. Tennessee 
Meczka Mktg.!Rsch.!Cnsltg ., Inc. Image Engineering, Inc. Decision Drivers Directions Data Research Susan M. Wnliams Rsch. & DisaMlfy lJSCI Fader & Associates 
Yarnell , Inc. Maryland Linda Fitzpatrick Rsch. Svcs. Corp. Texas Hammer Marketing Resources Focus Plus, Inc. 
Colorado Low + Associates, Inc. Horowitz Associates, Inc. Cunningham Research Associates 

Best Practices Research Macro International JRH Marketing Services, Inc. Decision Analyst, Inc. 

Cambridge Associates, Ltd. Widener-Burrows & Associates, Inc. Knowledge Systems & Research, Inc. First Market Research Corp. (Heiman) 

Bart Kramer & Associates Utah Connecticut Massachusetts Leichliter Assoc. Mktg. RschJldea Dev. 
Suzanne Higgins ASSOCiates Daniel Associates Market Navigation, Inc. Valley Research, Inc. 

Dolobowsky Qual. Svcs. , Inc. The Mercury Group, Inc. 
Virginia Florida First Market Research Corp. (Reynolds) Francesca Moscatelli 

The Deutsch Consu Itancy Greenleaf Associates, Inc. Jay L. Roth & Associates, Inc. The Dominion Group Mktg. Rsch. 

Dialectics Inc. MindSearch Paul Schneller - Qualitative QS&A Research & Strategy 

Findings International Corporation Research Options, Inc. James Spanier Associates 
Washington Kerr & Downs Research Thorne Creative Research 

Research Data Services, Inc. Michigan View Finders Market Research Burr Research/Reinvention 
SI L: Worldwide Marketing Services Milton I. Brand Marketing Consultant Wolf/Al tschul/Callahan, Inc. Prevention 
Spiller Research Group, Inc. Sundberg-Ferar, Inc. 

North Carolina 
Consumer Opinion Services 

Strategy Research Corporation Northwest Research Group, Inc. 
Sunbelt Research Associates, Inc. CB&A Market Research 

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

ADVERTISING V & L Research and Cnsltg., Inc. Perception Research Services, Inc. Erlich Transcultural Consultants 
Jeff Anderson Mktg. Rsch. Consulting View Finders Market Research Strategy Research Corporation Matrixx Marketing-Research Div. 
Best Practices Research Widener-Burrows & ASSOCiates, Inc. Perception Research Services, Inc. 
Milton I. Brand Marketing Consultant Wolf/Altschul/Callahan, Inc. 

ASIAN C&R Research Services, Inc. BIO·TECH 
Cambridge ASSOCiates, Ltd. AFRICAN·AMERICAN Asian Marketing 

Irvine Consulting, Inc. 
Cambridge Research, Inc. Erlich Transcultural Consultants Communication Research 
Creative Focus, Inc. Holleran Consulting Asian Perspective, Inc. Market Navigation, Inc. 

Decision Drivers InModeration Data & Management Counsel, Inc. MedProbe, Inc. 

Dolobowsky Qual. Svcs., Inc. JRH Marketing Services, Inc. Erlich Transcultural Consultants 
BUS.·TO·BUS. Erlich Transcultural Consultants V & L Research and Cnsltg. , Inc. 

Fader & Associates ASSOCIATIONS Access Research, Inc. 
First Market Research Corp. (Reynolds) AGRICULTURE BAI Global Inc. 
Suzanne Higgins Associates Cambridge ASSOCiates, Ltd. 

Low + Associates, Inc. Behavior Research Center, Inc. 
Lieberman Research Worldwide Cambridge Research, Inc. 

Market Directions, Inc. Best Practices Research 
Outsmart Marketing Doane Marketing Research, Inc. C&R Research Services, Inc. 
Jay L. Roth & Associates, Inc. Market Directions, Inc. AUTOMOTIVE Cambridge Associates, Ltd. 
Paul Schneller - Qualitative Automotive Insights/Sports Insight Cambridge Research, Inc. 
Strategy Research Corporation ALCOHOLIC BEV. AutoPacific, Inc. Campos Market Research, Inc. 
Treistman & Stark Marketing, Inc. C&R Research Services, Inc. Consumer Opinion Services 

C&R Research Services, Inc. Creative Focus, Inc. 
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Data & Management Counsel , Inc. Jay L. Roth & Associates, Inc. C&R Research Services, Inc. HISPANIC 
The Deutsch Consultancy View Finders Market Research Cambridge Associates, Ltd. Behavior Research Center, Inc. 
Direct Feedback Cambridge Research , Inc. Data & Management Counsel, Inc. 
Fader & Associates CORPORATE The Deutsch Consultancy Erlich Transcultural Consultants 
First Market Research Corp. (Heiman) SPONSORSHIP Dolobowsky Qual. Svcs., Inc. Findings International Corporation 
Linda Fitzpatrick Rsch. Svcs. Corp. Elrick and Lavidge Hispanic Marketing 
Pat Henry Market Research , Inc. Performance Research The Eisenmann Group Communication Research 
Just The Facts, Inc. Fader & Associates In Focus Consulting 
Knowledge Systems & Research, Inc. CUSTOMER Rrst Market Research Corp. (Reynolds) Lieberman Research Worldwide 
Lieberman Research Worldwide SATISFACTION Lieberman Research Worldwide Mari Hispanic Field Services 
Market Directions, Inc. Low + Associates, Inc. The Market Connections Group 
Markinetics, Inc. BAIGlobal Inc. Marketing Matrix, Inc. Market Development, Inc. 
MCC Qualitative Consulting Best Practices Research Matrixx Marketing-Research Div. Francesca Moscatelli 
Jay L. Roth & Associates, Inc. Elrick and Lavidge MCC Qualitative Consulting Strategy Research Corporation 
Paul Schneller - Qualitative Fader & Associates Jay L. Roth & Associates, Inc. Target Market Research Group, Inc. 
View Finders Market Research guskey & heckman, research James Spanier Associates 
Yarnell, Inc. consultants View Finders Market Research HI-TECH Holleran Consulting Widener-Burrows & Associates, Inc. 
CABLE Low + Associates, Inc. Greenleaf AssOCiates, Inc. 

Creative & Response Svces., Inc. 
Markinetics, Inc. FOOD Market Navigation, Inc. 
QS&A Research & Strategy Research Connections, Inc. 
Research Data Services, Inc. PRODUCTS/NUTRITION Perception Research Services, Inc. 

CHILDREN Alexander + Parker Thorne Creative Research 
C&R Research Services, Inc. DIRECT MARKETING BAIGlobal Inc. 
Doyle Research Associates BAIGlobal Inc. C&R Research Services, Inc. HOUSEHOLD Fader & Associates Best Practices Research Greenleaf Associates, Inc. 

PRODUCTS/CHORES Greenleaf Associates, Inc. Creative Focus, Inc. Holleran Consulting 
Image Engineering, Inc. Greenleaf Associates, Inc. Just The Facts, Inc. Paul Schneller - Qualitative 
Just The Facts, Inc. MindSearch Leichlrter Assoc. Mktg. RschJldea Dev. 
Lieberman Research Worldwide Perception Research Services, Inc. Macro International IDEA GENERATION Macro International The New Marketing Network 
Market Navigation, Inc. Outsmart Marketing Analysis Research Ltd. 
Matrixx Marketing-Research Div. DISCRETE Perception Research Services, Inc. BAIGlobal Inc. 
Outsmart Marketing CHOICE/CONJOINT Jay L. Roth & Associates, Inc. Best Practices Research 
Thorne Creative Research Yarnell, Inc. Paul Schneller - Qualitative C&R Research Services, Inc. 

Cambridge Associates, Ltd. 
COMMUNICATIONS 

DISTRIBUTION FOOTWEAR Creative Focus, Inc. 

RESEARCH Best Practices Research Dolobowsky Qual. Svcs., Inc. 
Burr Research/Reinvention Doyle Research Associates 

Access Research, Inc. Prevention HEALTH & BEAUTY 
Elrick and Lavidge 

Cambridge Associates, Ltd. GraffWorks Marketing Research Just The Facts, Inc. 
Creative Focus, Inc. PRODUCTS Leichlrter Assoc. Mktg. RschJldea Dev. 
QS&A Research & Strategy EDUCATION BAIGloballnc. Matrixx Marketing-Research Div. 
Jay L. Roth & Associates, Inc. 

Cambridge Associates, Ltd. Suzanne Higgins Associates Paul Schneller - Qualitative 
Paul Schneller - Qualitative 

COMPUTERS Greenleaf Associates, Inc. 
Thorne Creative Research IMAGE STUDIES Just The Facts, Inc. 

HARDWARE Marketing Advantage Rsch. Cnslts. HEALTH CARE Cambridge Associates, Ltd. 
Leichliter Assoc. Mktg. RschJldea Dev. Alexander + Parker 

Holleran Consulting 

ELECTRONICS Jeff Anderson Mktg. Rsch. Consulting 
Image Engineering, Inc. 

COMPUTERS/MIS Leichlrter Assoc. Mktg. RschJldea Dev. Colburn & Associates 
INDUSTRIAL C&R Research Services, Inc. Directions Data Research 

Cambridge Associates, Ltd . ETHNOGRAPHIC Dolobowsky Qual. Svces., Inc. First Market Research Corp. (Heiman) 
Daniel Associates 

RESEARCH 
The Dominion Group Mktg. Rsch. Market Navigation, Inc. 

Fader & ASSOCiates D/R/S HealthCare Consultants 
First Market Research Corp. (Heiman) Alexander + Parker Elrick and Lavidge INSURANCE 
Greenleaf Associates, Inc. Erlich Transcultural Consultants 

Burr Research/Reinvention Leichliter Assoc. Mktg. RschJldea Dev. EXECUTIVES The Eisenmann Group 
Marketing Advantage Rsch . Cnslts. Rrst Market Research Corp. (Reynolds) Prevention 

Jam~s Spanier Associates BAIGloballnc. Holleran Consulting Erlich Transcultural Consultants 
Yarnell, Inc. C&R Research Services, Inc. Irvine Consulting, Inc. Low + ASSOCiates, Inc. 

Decision Drivers Knowledge Systems & Research, Inc. 
CONSUMERS Dolobowsky Qual. Svcs., Inc. Lieberman Research Worldwide INTERACTIVE PRODJ 
Behavior Research Center, Inc. Fader & Associates Low + Associates, Inc. SERVICES/RETAILING Best Practices Research First Market Research Corp. (Heiman) Macro International 
C&R Research Services, Inc. Marketing Advantage Rsch. Cnslts. Market Navigation, Inc. Leichlrter Assoc. Mktg. RschJldea Dev. 
Consumer Opinion Services Jay L. Roth & Associates, Inc. Matrixx Marketing-Research Div. Research Connections, Inc. 
Decision Drivers Paul Schneller - Qualitative MedProbe™, Inc. 
The Eisenmann Group Strategy Research Corporation The Mercury Group, Inc. INTERNET 
Greenleaf Associates, Inc. Research Options, Inc. Knowledge Systems & Research, Inc. 
Pat Henry Market Research, Inc. FINANCIAL SERVICES Spiller Research Group, Inc. Research Connections, Inc. 
Just The Facts, Inc. Jeff Anderson Mktg. Rsch. Consulting Strategy Research Corporation 
Knowledge Systems & Research, Inc. BAIGloballnc. V & L Research and Cnsltg., Inc. INTERNET SITE DEV. Macro International Best Practices Research Widener-Burrows & Associates, Inc. 
Marketeam Associates Burr Research/Reinvention Susan M. Williams Rsch. & Disc. USA Perception Research Services, Inc. 
Marketing Advantage Rsch. Cnslts. Prevention 
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INVESTMENTS ON·LlNE FOCUS Cambridge Associates, Ltd. Linda Fitzpatrick Rsch. Svcs. Corp. 

The Deutsch Consultancy GROUPS The Eisenmann Group Horowitz Associates Inc. 
First Market Research Corp. Marketing Advantage Rsch. Cnslts. 

LATIN AMERICA 
Research Connections, Inc. (Heiman) MCC Qualitative Consulting 
Thorne Creative Research Greenleaf Associates, Inc. Jay L. Roth & Associates, Inc. 

Best Practices Research Lieberman Research Worldwide Strategy Research Corporation 
Market Development, Inc. PACKAGED GOODS Marketing Advantage Rsch. Cnslts. 

TELECONFERENCING BAIGlobal Inc. 
LAW/MOCK JURY Best Practices Research RETAIL Cambridge Research, Inc. 
Marketeam Associates C&R Research Services, Inc. Pat Henry Market Research, Inc. 

Doyle Research Associates Knowledge Systems & Research, Inc. TELEPHONE FOCUS 
MANUFACTURING Suzanne Higgins Associates Leichliter Assoc. Mktg. Rsch'/Idea GROUPS 
Best Practices Research Just The Facts, Inc. Dev. 

C&R Research Services, Inc. Jay L. Roth & Associates, Inc. Lieberman Research Worldwide Holleran Consulting 
Thorne Creative Research Market Directions, Inc. Cambridge Associates, Ltd. 

Doane Marketing Research, Inc. 
MEDICAL PROFESSION MCC Qualitative Consulting 

Doyle Research Associates 
Cambridge Associates, Ltd. 

PACKAGE DESIGN Market Navigation, Inc. 
Colburn & Associates RESEARCH SENIORS MedProbe, Inc. 
DIRIS HealthCare Consultants Image Engineering, Inc. Creative Focus, Inc. 

Pat Henry Market Research, Inc. Perception Research Services, Inc. Fader & Associates TELEVISION 
Matrixx Marketing-Research Div. Treistman & Stark Marketing, Inc. Suzanne Higgins Associates 

Best Practices Research 
MedProbe™, Inc. 

SERVICES QS&A Research & Strategy PANELS TOURISM/HOSPITALITY 
Paul Schneller - Qualitative Greenleaf Associates, Inc. guskey & heckman, research con-

QS&A Research & Strategy Susan M. Williams Rsch. & Disc. USA sultants 
Research Data Services, Inc. 

MODERATOR TRAINING PARENTS SMALL BUSINESS/ 
Cambridge Associates, Ltd. 

Fader & Associates 
ENTREPRENEURS TOYS/GAMES 

Fader & Associates Macro International Linda Fitzpatrick Rsch. Svcs. Corp. Greenleaf Associates, Inc. PET PRODUCTS Leichliter Assoc. Mktg. Rsch./ldea 
MULTIMEDIA Cambridge Research, Inc. Dev. TRANSPORTATION 
Marketing Advantage Rsch. Cnslts. Doane Marketing Research, Inc. MindSearch 
View Finders Market Research Strategy Research Corporation SERVICES 

PHARMACEUTICALS Yarnell , Inc. Low + Associates, Inc. 
NEW PRODUCT DEV. BAIGloballnc. Markinetics, Inc. 
Jeff Anderson Mktg. Rsch. Consulting C&R Research Services, Inc. SOFT DRINKS, BEER, Strategic Focus, Inc. 
BAIGloballnc. Cambridge Associates, Ltd. WINE 
Best Practices Research Colburn & Associates 

C&R Research Services, Inc. TRAVEL 
Milton I. Brand Marketing The Dominion Group Mktg. Rsch. Best Practices Research 
ConSUltant DIAlS HealthCare Consultants Cambridge Associates, Ltd. 

Cambridge Associates, Ltd. 
C&R Research Services, Inc. InModeration Grieco Research Group, Inc. 

Greenleaf Associates, Inc. 
Cambridge Associates, Ltd. Irvine Consulting, Inc. Jay L. Roth & Associates, Inc. 

Daniel Associates Macro International Strategy Research Corporation Research Data Services, Inc. 

Data & Management Counsel, Inc. Market Navigation, Inc. 
James Spanier Associates 

Dolobowsky Qual. Svcs., Inc. MCC Qualitative Consulting SPORTS 
UTILITIES Doyle Research Associates MedProbe™, Inc. Automotive InsightslSports InSight 

Elrick and Lavidge QS&A Research & Strategy Performance Research Cambridge Associates, Ltd. 
Fader & Associates Paul Schneller - Qualitative Research Options, Inc. Fader & Associates 
First Market Research Corp. Spiller Research Group, Inc. Knowledge Systems & Research, Inc. 
(Heiman) Susan M. Williams Rsch. & Disc. USA TEACHERS Greenleaf Associates, Inc. VETERINARY MEDICINE 
Just The Facts, Inc. POLITICAUSOCIAL Greenleaf Associates, Inc. 

Doane Marketing Research, Inc. Bart Kramer & Associates 
Leichliter Assoc. Mktg. RschJldea Dev. RESEARCH TEENAGERS 
Lieberman Research Worldwide Cambridge Associates, Ltd. C&R Research Services, Inc. WEALTHY 
Marketeam Associates Cultural Insights, Inc. Doyle Research Associates The Deutsch Consultancy 
Marketing Advantage Rsch. Cnslts. Francesca Moscatelli Fader & Associates Strategy Research Corporation 
The New Marketing Network View Finders Market Research Matrixx Marketing-Research Div. 
Outsmart Marketing MCC Qualitative Consulting YOUTH 
Jay L. Roth & Associates, Inc. POSITIONING Thorne Creative Research Fader & Associates Paul Schneller - Qualitative 

RESEARCH Macro International Sundberg-Ferar, Inc. TELECOMMUNICATIONS Paul Schneller - Qualitative 
NON· PROFIT BAIGlobal Inc. 

Cultural Insights, Inc. PUBLIC POLICY RSCH. Creative Focus, Inc. 
Daniel Associates 

Doyle Research Associates Cambridge Associates, Ltd. Elrick and Lavidge 
JRH Marketing Services, Inc. Erlich Transcultural Consultants 

OBSERVATIONAL First Market Research Corp. 
Doyle Research Associates PUBLISHING (Heiman) 

Best Practices Research Knowledge Systems & Research, Inc. 
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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 
Studies: 
VermonTrends™ 

Advertising Research Corp. 
14 Commerce Dr. 
Cranford , NJ 07016 
Ph . 908-276-6300 
Fax 908-276-1301 
E-mail: arc@superlink.net 
http://www.arcrescorp.com 
Linda Tanaka 
Studies: 
Healthcare Purchase Process Among Consumers 
Impact of Color in Yellow Page Ads 
Business Communication Study 
Yellow Pages in the Lawn & Garden Purchase 
Process 
Yellow Page Font Size Study 
Impact of White Knockout in the Yellow Pages 
Yellow Pages in the Automotive Aftermarket 
Yellow Pages in the Moving & Storage Industry 

Angus Reid Group, Inc. 
2929 Norwest Center 
90 S. Seventh SI. 
Minneapolis, MN 55402 
Ph. 612-904-6970 
Fax 612-904-6980 
http://www.angusreid.com 
Eileen Wolford , Exec. V.P. U.S. Ops. 
Studies: 
Angus Reid USA Poll 
Canadian National Angus Reid Poll 

Audits & Surveys Worldwide 
The Audits & Surveys Building 
650 Avenue of the Americas 
New York, NY 10011 
Ph . 212-627-9700 or 800-274-3577 
Fax 212-627-2034 
E-mail: fwinkel@surveys.com 
http://www.surveys.com 
Barry M. Feinberg , Ph .D., Sr. Vice President 
Studies: 
IssueTrac IUSA 
TechlTrac 

Behavior Research Center 
1101 N. First St. 
P.O. Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
E-mail: brc@primenel.com 
http://www.primenel.com/-brc/ 
Earl de Berge, Research Director 
Studies: 
BusinessTRACK 
ConsumerTRACK 
HispanicTRACK 
MetroTRACK 
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Beta Research Corp. 
6400 Jericho Tpke. 
Syosset, NY 11791 
Ph. 516-935-3800 
Fax 516-935-4092 
Manny Mallo, President 
Studies: 
Beta Omnibus Exchange - Consumers 
Beta Omnibus Exchange - Business Executives 
Beta Omnibus Exchange - Healthcare/Physicians 

Irwin Broh & Associates 
1011 E. Touhy Ave. 
Des Plaines, IL 60018 
Ph. 847-297-7515 
Fax 847-297-7847 
Dave Waitz, Exec . Vice President 
Studies: 
Marcom 

BRUSKIN .. GOLDRING 
R E E A 

Bruskin/Goldring Research 
100 Metroplex Dr. 
Edison, NJ 08817 
Ph . 732-572-7300 
Fax 732-572-7980 

R C 

Irwin Korman, Exec. V.P. , Operations 
Studies: 
OmniTel 
Integrated Survey Information System-ISIS 

II 

OmniTel - Weekly national consumer study. For 
times when you need answers to a few market
ing questions. It furnishes the same data quality 
as well -run dedicated surveys. 
Integrated Survey Information System-ISIS -
Weekly national consumer study. For custom 
surveys up to 15 minutes in length. It also fur
nishes the same data quality as well-run dedicat
ed surveys. 
(See advertisement on p. 3) 

Bruzzone Research Co. 
2515 Santa Clara Ave ., Ste. 104 
Alameda, CA 94501 
Ph . 510-523-5505 
Fax 510-523-5507 
R. Paul Shellenberg, Dir. of Sales 
Studies: 
Super Bowl Advertising 

California Retail Survey 
5303 Nyoda Way 
Carmichael, CA 95608 
Ph. 916-486-9403 
Fax 916-488-2407 
E-mail : RHPJ47B@prod igy.com 
James Vaughn, President 
Studies: 
California Retail Survey, 1997 Edition 

CENTRIS'M 
10990 Rocheste r, #214 
Los Angeles, CA 90024-6280 
Ph . 877-7CENTRIS (Toll-Free) 
Fax 310-543-2484 
E-mail: CENTRISJK@aol.com 
Jerilyn Kessel , Director 
Studies: 
CENTRlssM Telephone Omnibus 

CENTRISSM is a daily targeted national telephone 
omnibus survey tracking over 60 communica
tions, entertainment and technology areas in 
more than 1,000 random households weekly. 
Customized crosstabs available in seven busi
ness days or less. Accumulated database of 
50 ,000+ households available for data ex1racts, 
custom incidence or analy1ical reports, or follow
up studies. 
(See advertisement on p. 65) 

CF Group Inc. 
An NFO Worldwide Company 
1075 Bay St. 
Toronto, ON M5S 2X5 
Canada 
Ph . 416-924-5751 
Fax 416-923-7085 
E-mail: cf@cfgroup.ca 
http://www.cfgroup.ca 
Michael LoPresti, President 
Studies: 
Monitor 
Multifacts 
Multi-Q 

~&I •• "'~"RESEARCH 
., ...... ." .. SERVICES 

Chilton Research Services 
201 King of 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 
Roy Cooper, Express Business Manager 
Studies: 
Chilton's EXPRESS Omnibus 

Chilton's EXPRESS Omnibus - Is a national 
weekly omnibus survey offering the highest 
quality research at the lowest price available. 
Designed to get the answers you need fast, 
EXPRESS allows you to submit questions as late 
as noon, Wednesday and to get full tabulations 
three business days later, on Monday. 1,000 
adults interviewed. Nationwide ROD sample. 
Random respondent selection. Standard demo
graphic banner. 
(See advertisement on p. 66) 
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Every day CENTRIs sM connecrs wirh a narional 

random sample of households (1,000 each week) 

reponing on rheir PCs, DVDs, CD-ROMs, CDs, 

Interner access, pagers and cell phones, video rapes 

and games, cable, sarellire dishes, PPV and over 50 

Since we've been connecting wirh households for over 

a year now, we've builr a darabase wirh abour 100 

pieces of behavioral, geographic and demographic dara 

for each of rhose 50,000+ households. You can slice 

and dice rhis CENTRISSM dara any way you want, 

orher communicarion, enrer

rainmenr and rechnology areas. 

Using rhis rargered omnibus ser

vice you can connecr roo - for 

as lirrie as $45 0 per quesrion 

including geo-demographic 

(OMMUNKATlONS, ENTERTAINMENT, AND TEotNOlOGT 
RESWot AND INfOiMAnON SERVKE 

creating cusromized reporrs and 

mulri-dimensional insighrs into 

household connection parrerns

for very lircle money, very quickly 

and very accurarely. 

cross-rabs and delivery wirhin seven business 

days. Plus, you can begin and end your ques

rions any day you wanr, ask rhem of anyone you 

want and rabulare rhe dara any way yo u wanr. 

To connecr furrher, conracr us: 

Call Toll-Free: 1.877.7CENTRIS 
Email:CENTRIS]K@aol.com 
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The Consumer Research Network, Inc. 
3624 Market St. 
Philadelphia, PA 19104 
Ph. 215-235-2400 or 800-291-0100 
Fax 215-235-6967 
E-mail: consumernet@compuserve.com 
Mona Doyle, President 
Studies: 
Packaging Audit - Food 
Packaging Audit - HBC 
Packaging Audit - Senior 

Custom Research Inc. 
10301 Wayzata Blvd. 
PO Box 26695 
Minneapolis, MN 55426 
Ph . 612-542-0800 
Fax 612-542-0864 
E-mail: Ipadersen@cresearch.com 
http://www.cresearch.com 
Lisa Padersen , Account Manager 
Studies: 
Criterion" Omnibus Concept Testing Sys. 

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

Environmental Research Associates 
279 Wall St. 
Princeton, NJ 08540 
Ph . 609-683-0187 
Fax 609-683-8398 
E-mail: era707@aol.com 
Studies: 
The Environmental Report 
The Power of Children 

Forum Canada Research, Inc. 
14 Prince Arthur Ave ., Ste. 200 
Toronto, ON M5R 1A9 
Canada 
Ph. 416-960-9600 
Fax 416-960-9602 
E-mail: forum@pathcom.com 
Studies: 
National Consumer Omnibus 

Gaither International , Inc. 
G.P.O. Box 70211 
San Juan, PR 00936 
Puerto Rico 
Ph . 787-728-5757 
Fax 787-728-5715 
E-mail: gaither@tld .net 
Studies: 
Purchasing Agent Omnibus 
Representative Adult Omnibus 

Greenfield Online 
274 Riverside Ave. 
Westport, CT 06880-4807 
Ph. 203-221-0411 
Fax 203-221-0386 
E-mail: lisaparente@greenfieldgroup.com 
http://www.greenfieldgroup.com 
Steve Cook, Sr. Vice President 
Studies: 
Bi-monthly Online Omnibus 

HealthFocus, Inc. 
P.O. Box 7174 
Des Moines, IA 50309-7174 
Ph . 515-274-1307 
Fax 515-274-3117 
E-mail: HealthFoc@aol.com 
http://www.healthfocus.net 
Linda Gilbert, President 
Studies: 
HealthFocus Nation Study 

WHEN YOU NEED LIGHTNING 
FAST ANSWERS 

• Nationwide weekly consumer omnibus survey 

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

• $750 maximum per closed-end question; 
discounts for sUDsamples, multiple questions, 
long-tem1 tracking 

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

• Guaranteed on-time delivery of full tabulations 

Call Roy Cooper 

1-800-EXP-POLL 
or email express@chi!ton.net 

,. ....... ~ .. RESEARCH 
., ...... ""'SERVICES 

(610-964-6400) 



1998 OMNIBUS DIRECTORY 
I.S.I.S.-Integrated Strategic Information Services 
2516 Hastings Dr. 
Belmont, CA 94002 
Ph. 650-802-8555 
Fax 650-802-9555 
E-mail: isis@isisglobal.com 
http://www.isisglobal.com 
Marc Limacher, Managing Director 
Studies: 
World Report 2000 - OECD Countrues 
World Report 2000 - Emerging Economies 
Telecom 2000 Report 
Wireles 2000 Report 

ICR 
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 
Steven C. McFadden, President 
Studies: 
EXCEL 
TeenEXCEL 

EXCEL - National telephone omnibus survey of 
1,000 consumers conducted twice each week. 
Interviewing through final tabulations in seven 
days. ROD sampling; CATI interviewing; totally 
conducted in-house; custom options; extremely 
cost effective. 
TeenEXCEL - National telephone omnibus survey 
of 500 teens aged 12 to 17. Conducted monthly. 
Interviewing through final tabulations within 
seven days. Same procedures and quality con
trols as EXCEL. Combine TeenEXCEL and EXCEL 
for 12 years+ population. 
(See advertisement on p. 67, 69. 71) 

IMR Research 
140 Burlington 
Clarendon Hills, IL 60514 
Ph. 630-654-1077 
Fax 630-654-1047 
George Griffin, President 
Studies: 
Continuing Consumer Survey 
Power Tools/Accessories/Home Improvement 
Survey 
Canadian Continuing Consumer Survey 
Continuing Consumer Automotive Maintenance 
Survey 

Innovative Marketing, Inc. 
40 Eglinton Ave. E., Ste. 203 
Toronto, ON M4P 3A2 
Canada 
Ph. 416-440-0310 ext. 31 
Fax 416-440-1768 
E-mail: imi@istar.ca 
Don Mayo, Vice President 
Studies: 
Public Reach - Canada 
Urban Reach - Canada 
Promo Trak - Canada 
Loyalty Trak - North America 
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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 
Studies: 
Solutions 

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 
Pamela J. Jenkins at 800-23-ISSUE 
Studies: 
Fifty Plus Omnibus 

Leemis Marketing 
1 S. 270 Summit 
Oak Brook, IL 60181 
Ph. 630-889-1900 
Fax 630-889-0972 
E-mail: promodata@leemis.com 
http://www.leemis.com/lmc/ 
Rich Palesh , Vice President 
Studies: 
Price-Trak 
Coupon-Trak 
Ad Activity 
Retailer Ad Digest - Drug/Mass Merchandise 
Retailer Ad Digest - Food 
Target Trak 
Volume Trak 
Custom Trak 

MacFarlane Management Services, Inc. 
2100 Powers Ferry Rd ., Ste. 125 
1900 Emery St. N.W. , Ste. 450 
Atlanta, GA 30339 
Ph. 770-226-8844 
Fax 770-226-8899 
E-mail : globadvan@aol.com 
Ian MacFarlane, President 
Studies: 
MarketSearch 
Marketing Surveys for Industry 
Findex 

Macro I nternational 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 
Studies: 
Eastern EurOpinion Omnibus 
Eastern EurOpinion Woman Watch 
Eastern EurOpinion Teen Track 
Eastern EurOpinion Men's Monitor 

Market Facts of Canada 
77 Bloor St. w. 
Toronto, ON M5S 3A4 
Canada 
Ph. 416-964-6262 
Fax 416-964-9333 
Peter Greensmith, Sr. Vice President 
Studies: 
National Flexibus 
TeleNation - Canada 
National Showcase 

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

showed me how to improve it." 

"I see." 

"No ... leR." 

Asatisfied customer is a repeat customer. lCR's Customer Satisfaction research give 
you the informaLion 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 ' lCR/ lnternational Communications Research . 605 West State St. 
Media, PA 19063 • ICR Philadelphia (610) 565-9280 ' ICR Chicago (847) 330-4465 
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Multi-Wave 
Telephone 
Research 
* Great research tool for tracking 

projects ... Fast and Mfordable. 

* Utilizes 3,000 national TeleN ation 
interviews each week. 

* Excellent research applications 
include: 

* Awareness and usage monitoring. 

* Periodic ad tracking. 

* Low-incidence multi-wave studies. 

Call your Market Facts representative, 
or Tom Mularz at (847) 590-7238. 

A service of 

• 

Market Facts, Inc. 
3040 W. Salt Creek Ln. 
Arlington Heights, IL 60005 
Ph . 847-590-7000 
Fax 847-590-7010 
Tom Payne, President 
Studies: 
TeleNation 
Data Gage 
Mini Screen 
National ShowCase 
TeleNaci6n 

Market Facts is unique in providing omnibus 
research through five distinct data collection 
options: TeleNation (three times weekly tele
phone surveys) , TeleNaci6n (U.S. Hispanic tele
phone surveys) , National ShowCase (weekly mall 
interviews). Data Gage and MiniScreen (monthly 
consumer mail panel studies). Multi-wave track
ing stud ies are accommodated through 
TeleNation Tracker. Each of these products com
bines a solid research methodology with speed 
and affordability. 
(See advertisement on p. 68) 

Market Measures, Inc. 
Member of NFO Healthcare Group 
354 Eisenhower Pkwy. 
Livingston, NJ 07039 
Ph . 973-533-1800 
Fax 973-716-0692 
Studies: 
OmniMed" 

Market Trends, Inc. 
375 Corporate Dr. S. , Ste. 100 
Seattle, WA 98188 
Ph. 425-562-4900 
Fax 425-562-4843 
E-mail: will@markettrends.com 
http://www.markettrends.com 
Jackie Weise, Exec. Vice President 
Studies: 
Opinion Monitor 

Marketing Resource Group, Inc. 
225 S. Washington Square 
Lansing , MI 48933 
Ph . 517-372-4400 
Fax 517-372-4045 
E-mail: MRG@voyager.net 
Paul King , Dir. of Survey Rsch . 
Studies: 
MRG Fall Michigan Poll 
MRG Spring Michigan Poll 

MarketResponse International USA, Inc. 
6442 City West Pkwy. , #305 
Minneapolis, MN 55344 
Ph. 612-943-2230 
Fax 612-943-2320 
Thomas Andersen, Client Consultant 
Studies: 
Telescope - Belgium 
Telescope - Holland 
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Mature 
with pricing available upon request. For more 
information , call 248-737-5300. 

.Uarketillg & Researeb 

Mature Marketing and Research 
85 E. India Row, Ste. 30A 
Boston, MA 02110 
Ph. 617-720-4158 
Fax 617-723-1254 
E-mail : HARRISMMR@aol.com 
http://www.maturemarketing .com 
Dr. Leslie M. Harris, Managing Partner 
Studies: 
Fifty Plus 
Sixty Plus 

MORPACE International 

MORPACE International , Inc. 
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 
Marie O'Connor, Research Analyst 
Studies: 
Market Opinion Reports 

A national omnibus survey of 1,000 
A low cost weekly survey of the senior market. Americans conducted semi-annually. Core 
Telephone or personal interviews are conducted issues on the health care , transportation , 
in representative markets. Tabulation and sum- automotive and financial services industries 
mary report included in costing . Send for price are tracked over time. Findings are reported 
list. Areas of specialization: travel and leisure, in Market Opinion Reports , available free of 

(See advertisement on p. 53) 

MRC Group 
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 
Jim Medick, President 
Studies: 
MRCVegasPoll 

health care , financial (banking, investment) , charge . Proprietary questions are encouraged 
retirement communities, pharmaceutical , auto- 1-----------------'-------------
motive, fast food. 
(See advertisement on p. 69) 

MOl Interviewing 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 
Studies: 
MOl Hispanic Omnibus 

Medical Data Management Corp. 
14 Research Way, Ste. 3 
East Setauket, NY 11733 
Ph. 516-246-8100 
Fax 516-246-8121 
E-mail : 74511 .2340@compuserve.com 
http://www.mdmco.com 
Peter Schafer, Marketing Coordinator 
Studies: 
OTC-Bus 
PromoTest 
AsthmaTrak - Europe 
OncTrak (Oncology) - Europe 
OsteoTrak (Osteoporosis) - Europe 

"My research company applies 
multivariate analyses to give me 

information 1 can really use." 

"I see." 

"No ... leR." 

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

Analytic techniques, to help you get the most from your research data. 

Ie R We do more than excel. 

AUS Consultants · fCR / lnternational Communications Research · 605 West State St. 
Media, PA 19063 · fCR Philadelphia (610) 565-9280 · feR Chicago (847) 330-4465 

If the mature consumer is your target 
market, our low cost weekly survey 

will give you the answers. 

Mature Marketing and Research provides an in-depth 
un derstanding of the attitudes and needs of consumers 50-plus. Both 
quali tative and quantitative services. Areas of speCiali zation include: 

fjnancial (bankinglinvesment), travel and leisure, pharmaceutical , 
retirement communities and healthcare. 

Mature CALL OR FAX: Dr. Leslie. M. Harris, 
Managing Partner 

Marketing & Research Phone 617-720-4158. Fax 617-723-1254 
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MRCA Information Services 
20 Summer SI. 

National Healthcare Research 
National Baby Research 

Stamford, CT 06901 
Ph. 203-324-9600 
Fax 203-348-4087 

170 Washington Ave. 
Dumont, NJ 07628 
Ph. 201-385-3773 

Ken Murphy, Sr. Vice President 
Studies: 

Fax 201-385-6842 
Arthur Oken , Exec. Vice President 
Studies: Food Consumption & Nutrition 

Mail Received At Home 
Healthcare 

Physician Omnibus 

Consumer Product/Service Purchases 

OPINION RESEAIU'II CORPORATION INTERNATIONAL 

ORC International 's weekly CARAVAN® surveys 
are the industry 's best and most cost-effective 
omnibus programs. For more than 30 years 
CARA VAN® clients have relied on us to reach the 
general and specialized audiences they need. 

A weekly consumer telephone omnibus survey 
Provides a nationally representative projectable 
sample of 1,000 U.S. adults 

Results are provided in three business days 
An ideal vehicle for : 

Image Measurement 
Advertising Tracking 
Product Awareness 
Public Relations 

CARAVAN ® 

Add itional CARAVAN services include: TEEN CARAVAN and PRE-TEEN CARAVAN 

For additional information 
contact Judi Lescher at : 

ph : 800-999-0213 

fax : 800-759-5786 
e-mail : jlesc@prn.opinionresearch .com 

Visit our website at: http://www.opinionresearch.com 

NFO Research , Inc. 
2 Pickwick Plaza, Ste. 400 
Greenwich, CT 06830 
Ph. 203-629-8880 
Studies: 
Multicard 

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 
Dr. Theo A. Hess, Managing Director 
Studies: 
Capibus - 2000 Dutch Households 
Consumer Monitor CATI . 1000 Dutch 
Households 
Business Monitor - 400 Dutch Companies 
NI PO European Omnibus (7 Countries) 

Northwest Research Group, Inc. 
400 108th Ave. N.E. , Ste. 200 
Bellevue, WA 98004 
Ph. 425-635-7481 
Fax 425-635-7482 
E-mail: krislau@nwrg.com@nwrg.com 
http://www.nwrg.com 
Kris Lau , Sound Stats Manager 
Studies: 
Sound Stats 

CARAVAN " 
II , , 1<", ,, \ "",,,, 1, ''" ''II 

Opinion Research Corporation International 
CARAVAN· 
P.O. Box 183 
Princeton, NJ 08542 
Ph. 800-999-0213 
Fax 800-759-5786 
E-mail: caravan@prn.opinionresearch.com 
http://www.opinionresearch.com 
Judi Lescher, Sr. Vice President 
Studies: 
Caravan" 
Teen Caravan 
Pre-teen Caravan 

Caravan" - National telephone omnibus survey of 
1,000 adults conducted weekly, Thursday 
through Sunday. Preliminary results available on 
Monday. Full tabulations delivered on Tuesday. 
CATI interviewing utilizing state-of-the-art ROD 
sample. In-house professional interviewers and 
data processing staff. Low cost. 
Teen Caravan - National telephone omnibus sur
vey of 250 teens ages 12-17. 
Pre-teen Caravan - National telephone omnibus 
survey of 250 pre-teens ages 6-11 . 
Please visit our web site at www.opinionre
search .com. 
(See advertisement on p. 70) 
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1998 OMNIBUS DIRECTORY 
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 
Studies: 
Cow/Calf Operators 
Feed Dealers 
Hog Producers 
Dairy Producers 

Roper Starch Worldwide 
205 E. 42nd St. , 17th fl. 
New York, NY 10017 
Ph . 212-599-0700 
Fax 212-867-7008 
E-mail: info@roper.com 
http://www.roper.com 
Jean Henry 
Studies: 
Limobus 

Southeastern Institute of Research (SIR) 
2325 W. Broad St. 
Richmond, VA 23220 
Ph. 800-807-8981 
Fax 800-715-3647 
E-mail : SIRgreer@aol.com 
http://www.SIRresearch.com 
G. William Greer, Dir. Client Services 
Studies: 
Baltimore Insight 
Washington Insight 
Richmond Insight 
Hampton/NorfolklVirginia Beach Insight 

Strategic Marketing Services 
5 Milk St. 
Portland, ME 04101 
Ph . 207-774-6738 
Fax 207-772-4842 
E-mail : panatl@worldnet.att.net 
Patrick O. Murphy, President 
Studies: 
The SMS Maine Omnibus Poll 

Strategy Research Corporation 
100 N.w. 37th Ave., 3rd fl. 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-643-5584 
E-mail: strategy@icanect.net 
http://www.strategyresearch .com 
Deborah Gonderil 
Studies: 
SRC Hispanic Omnibus 

Talmey-Drake Research & Strategy, Inc. 
P.O. Box 1070 
Boulder, CO 80306 
Ph. 303-443-5300 
Fax 303-447-9386 
Paul Talmey, President 
Studies: 
Colorado Omnipoll 
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Teenage Research Unlimited 
707 Skokie Blvd ., Ste. 450 
Northbrook, IL 60062 
Ph. 847-564-3440 
Fax 847-564-0834 
E-mail: TRUTEEN@aol.com 
Michael Wood 
Studies: 
Teenage Marketing & Lifestyle Study 

Thompson Lightstone & Co. , Ltd. 
350 Bloor St. E. , Ste. 600 
Toronto, ON M4W 1 H4 
Canada 
Ph . 416-922-1140 
Fax 416-922-8014 
E-mail: TLC@tlcl.com 
Trina Mitchell , Sr. Rsch . Assoc./Omnitel Mgr. 
Studies: 
OMNITEL 

The Wagner Group, Inc. 
53W.21stSt. 
New York, NY 10010 
Ph. 212-627-0066 
Fax 212-727-7492 
Jeffrey Wagner, President 
Studies: 
College Scan 

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 
Ted Apostol , President 
Studies: 
WestTrack 

Youth Research Co. 
235 Sunset Dr. N. 
St. Petersburg, FL 33710 
Ph. 813-384-8182 
Fax 813-384-9184 
Karen Forcade, President 
Studies: 
The Youth Rsch . Omnibus - Children 
The Youth Rsch . Omnibus - Teens 

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

to save me big dollars!" 

"I see." 

"No ... ICR." 

I Cn is uniquely positioned to provide you with the best or both custom and 
!\.omnibus world . The co t-effi ciency or an omnibus study, the overall precision 

and reliability or a rull custom survey: our services are tailored to your specific needs. 

Ie R We do more than excel. 

AUS Consultants ' ICR/ lnternational Communications Research ' 605 West State St. 
Media, PA 19063 • ICR Philadelphia (610) 565-9280 ' ICR Chicago (847) 330-4465 
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1998 OMNIBUS DIRECTORY 
Advertising 
Advertising Research Corp. 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Beta Research Corp. 
Bruskin/Goldring Research 
CF Group Inc. 
Chilton Research Services 
ICR/lnternational Communications Research 
Leemis Marketing 
Macro International Inc. 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Medical Data Management Corp. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Southeastern Institute of Research (SIR) 
Strategy Research Corporation 

African Americans 
Angus Reid Group, Inc. 
Market Facts , Inc . 
Marketing Resource Group, Inc. 

Agricultural 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Marketing Resource Group, Inc. 
Rockwood Research Corp. 

Airlines 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
I.S.I.S.-Integrated Strategic Information Services 
Market Facts , Inc . 
NI PO, The Market Research Institute 
Strategy Research Corporation 

Asian Americans 
Market Facts , Inc . 

Automotive 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
Macro International Inc. 
Market Facts, Inc . 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MORPACE International , Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Business-To-Business 
Behavior Research Center 
Beta Research Corp. 
I.S.I.S.-Integrated Strategic Information Services 
Macro International Inc. 
Market Trends, Inc. 
NIPO, The Market Research Institute 

Cable 
ICR/lnternational Communications Research 
Market Facts , Inc . 
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Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 

Carpeting 
Bruskin/Goldring Research 
Market Facts , Inc . 
NIPO, The Market Research Institute 

Chemical Industry 
Audits & Surveys Worldwide 
Market Facts , Inc . 
Marketing Resource Group, Inc. 

Children 
Bruskin/Goldring Research 
Environmental Research Associates 
Macro International Inc. 
Market Facts , Inc . 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Youth Research Co. 

College Students 
Macro International Inc. 
Market Facts , Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
The Wagner Group, Inc. 
Youth Research Co. 

Computers 
Angus Reid Group, Inc. 
I.S.I.S.-Integrated Strategic Information Services 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Consumer-Canada 
Angus Reid Group, Inc. 
CF Group Inc. 
Forum Canada Research , Inc. 
IMR Research 
Innovative Marketing, Inc. 
Market Facts of Canada 
Market Facts , Inc. 
Thompson Lightstone & Co ., Ltd . 

Consumer-Europe 
I.S.I.S.-Integrated Strategic Information Services 
Macro International Inc. 
MarketResponse International USA, Inc. 
Medical Data Management Corp. 
NIPO, The Market Research Institute 

Consumer-Local 
Action Research (VT) 
Behavior Research Center (AZ) 
CF Group Inc. (ON) 
Market Facts , Inc. (IL) 
Market Trends, Inc. (WA) 

Marketing Resource Group, Inc. (MI) 
MRC Group (NV) 
NIPO, The Market Research Insl. (The Netherlands) 
Northwest Research Group, Inc. (WA) 
Southeastern Institute of Rsch. (S IR) (DC, MD, VA) 
Strategic Marketing Services (ME) 
Strategy Research Corporation (FL) 
Talmey-Drake Research & Strategy, Inc. (CO) 
WestGroup Research (AZ) 

Consumer-U.S. 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Beta Research Corp. 
Irwin Broh & Associates 
Bruskin/Goldring Research 
Chilton Research Services 
The Consumer Research Network, Inc. 
Custom Research Inc. 
Dittman Research Corp. of Alaska 
HealthFocus, Inc. 
ICR/lnternational Communications Research 
IMR Research 
Interviewing Service of America, Inc. 
Market Facts, Inc. 
Market Trends , Inc. 
MRCA Information Services 
NFO Research, Inc. 
Opinion Research Corporation International 
Roper Starch Worldwide 
Strategy Research Corporation 

Couponing 
Leemis Marketing 

Credit Cards 
Market Facts, Inc . 

Dental 
Market Measures, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 

Direct Mail 
Angus Reid Group, Inc. 
Market Facts of Canada 
Marketing Resource Group, Inc. 
MRCA Information Services 

Energy-Petrochemical 
Market Facts, Inc. 

Entertainment 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
CENTRIS 
Chilton Research Services 
I.S.I.S.-Integrated Strategic Information Services 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Southeastern Institute of Research (SIR) 
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1998 OMNIBUS DIRECTORY 
Strategy Research Corporation 

En vironmental 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
The Consumer Research Network, Inc. 
Environmental Research Associates 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Northwest Research Group, Inc. 

Executives 
Marketing Resource Group, Inc. 
NI PO, The Market Research Institute 

Eyecare/Eyewear 
Market Facts, Inc. 
Market Measures, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Financial 
Angus Reid Group, Inc. 
Bruskin/Goldring Research 
CF Group Inc. 
Macro International Inc. 
Market Facts of Canada 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MORPACE International, Inc. 
NIPO, The Market Research Institute 
Northwest Research Group, Inc. 
Opinion Research Corporation International 
Strategy Research Corporation 
WestGroup Research 

Food/Beverage 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
CF Group Inc. 
Chilton Research Services 
The Consumer Research Network, Inc. 
Custom Research Inc. 
HealthFocus, Inc. 
Leemis Marketing 
Macro International Inc. 
Market Facts of Canada 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MRCA Information Services 
NIPO, The Market Research Institute 
Northwest Research Group, Inc. 
Opinion Research Corporation International 
Strategy Research Corporation 

Gaming 
Angus Reid Group, Inc. 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Southeastern Institute of Research (SIR) 
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WestGroup Research 

Health CarelMedical 
Audits & Surveys Worldwide 
Beta Research Corp. 
Irwin Broh & Associates 
CF Group Inc. 
Leemis Marketing 
Macro International Inc. 
Market Facts, Inc. 
Market Measures, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Medical Data Management Corp. 
MORPACE International , Inc. 
MRCA Information Services 
National Healthcare Research 
NIPO, The Market Research Institute 
Northwest Research Group, Inc. 
Opinion Research Corporation International 
Southeastern Institute of Research (SIR) 
Strategic Marketing Services 
WestGroup Research 

Hispanic 
Angus Reid Group, Inc. 
Behavior Research Center 
Market Facts , Inc. 
Marketing Resource Group, Inc. 
MDllnterviewing Services, Inc. 
Strategy Research Corporation 

Household Appliances 
Market Facts , Inc. 

Insurance 
Bruskin/Goldring Research 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

International 
Angus Reid Group, Inc. 
I.S.I.S.-Integrated Strategic Information Services 
Leemis Marketing 
Macro International Inc. 
NIPO, The Market Research Institute 

Internet 
Greenfield Online 
Market Facts , Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 

Lodging Industry 
Angus Reid Group, Inc. 
Bruskin/Goldring Research 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 

Management 
Market Facts, Inc. 

Manufacturers 
Market Facts , Inc. 

Media 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
CF Group Inc. 
Macro International Inc. 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Strategic Marketing Services 

Mothers 
Bruskin/Goldring Research 
Macro International Inc. 
Market Facts of Canada 
Market Facts , Inc. 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 
Youth Research Co. 

Office Products 
Angus Reid Group, Inc. 
Market Facts , Inc. 
Market Trends, Inc. 
NIPO, The Market Research Institute 

Packaging 

The Consumer Research Network, Inc. 

Pet Foods 

CF Group Inc. 
Leemis Marketing 
Market Facts , Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Pharmaceutical 

Audits & Surveys Worldwide 
CF G roup Inc. 
The Consumer Research Network, Inc. 
Market Facts, Inc. 
Market Measures, Inc. 
Marketing Resource Group, Inc. 
Medical Data Management Corp. 
MRCA Information Services 
National Healthcare Research 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Political Affairs 
Audits & Surveys Worldwide 
CF Group Inc. 
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Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Strategic Marketing Services 

Promotions 
Innovative Marketing, Inc. 
Leemis Marketing 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NI PO, The Market Research Institute 
Opinion Research Corporation International 

Public Policy Issues 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Northwest Research Group, Inc. 
Opinion Research Corporation International 
Strategic Marketing Services 

RestaurantslFast Foods 
Audits & Surveys Worldwide 
CF Group Inc. 
HealthFocus, Inc. 
Macro International Inc. 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MRCA Information Services 
NI PO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 

Retail 
Bruskin/Goldring Research 
California Retail Survey 
The Consumer Research Network, Inc. 
Custom Research Inc. 
Leemis Marketing 
Macro International Inc. 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MRCA Information Services 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Southeastern Institute of Research (SIR) 
Strategic Marketing Services 
Strategy Research Corporation 
WestGroup Research 
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Seni orslMaturelElderl y 
The Consumer Research Network, Inc. 
HealthFocus, Inc. 
Issues and Answers Network, Inc. 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 

Shopping Malls 
Market Facts of Canada 
Market Trends, Inc. 

Small/Home Business 
CF Group Inc. 
Market Trends, Inc. 
NI PO, The Market Research Institute 

Sports 
Irwin Broh & Associates 
Bruskin/Goldring Research 
CF Group Inc. 
Market Facts of Canada 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 

Technology 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
CENTRIS 
I.S.I.S.-Integrated Strategic Information Services 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Teens 
Bruskin/Goldring Research 
ICR/lnternational Communications Research 
Macro International Inc. 
Market Facts , Inc. 
Opinion Research Corporation International 
Teenage Research Unlimited 
Thompson Lightstone & Co ., Ltd. 
Youth Research Co. 

Telecommunications 
Advertising Research Corp. 

Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
CENTRIS 
CF Group Inc. 
I.S.I.S.-Integrated Strategic Information Services 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 

Textiles 
Bruskin/Goldring Research 
Market Facts, Inc. 
NIPO, The Market Research Institute 

Tracking Studies 
Market Facts , Inc. 

Transportation 
Audits & Surveys Worldwide 
CF Group Inc. 
I.S.I.S.- Integrated Strategic Information Services 
Market Facts , Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MORPACE International, Inc. 
NIPO, The Market Research Institute 
WestGroup Research 

Travel 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
CF Group Inc. 
Market Facts , Inc. 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 

Trucking 

I.S.I.S.-Integrated Strategic Information Services 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 

Utilities 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
WestGroup Research 

Videos 
NIPO, The Market Research Institute 
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Classified Ads 

T~E 
OUEoTION 

RYAN REASOR 
President 

OI-IOp, Inc. 
2860 N. Santiago Blvd. 
Suite 100 A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

Orange, CA 92667 
1714) 974-8020 
FAX: (714) 974-6968 

DATA COLLECTION IN 
GERMANY & WORLDWIDE 

BERNHARD 
SCHREIBER 
President 

Phone +1·817·431·3899 
Fax: 431·5572 

E·Mail: info@fieldresearch.com 
http://www.fieldresearch.com 

fleld research 1511 Windsor Forest Trail 
Roanoke, TX 76262 USA Schreiber, Inc 

READY FOR ACTION 
Need a Marketing Research expert for a special project? 
Connect with THE MARKETING LINK. Since 1990, we've been 
providing results·driven consultants to companies like yours. 
Our consultants are experienced with : 

• Account Management • Product Testing 
• Database Analysis • Project Management 
• Category Analysis • Qualitative Research 
• Field Management • Statistical Analysis 
• New Product Evaluation • Study Design & Analysis 
• Pricing Evaluation • Tab/CAn Progranuning 

2961 N. Halsled , #130 
Chicago, IL 60657 www.rnarketinglink. colll 

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 

PRiNCiPi~ West Chester, PA 19380 
1·800·858·0860 or 610-429-1359 
Fax: 610-430-3316 

, .. ,_, .. w._... _ MM 

INNOVATIVE. IMAOING 'Oi-UrlO N! ' · 
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~ The easiest, most powerful way 
V I sun L to collect data interactiuely 
VISUAL Q FEATURES 

• DBM, CAPI, 
CATI modes 
of interviewing 

• Sk ip patterns, 
grouping and 
piping 

• Pre·defined 
scales and answer 
contro ls fo r quick 
development and 
fl ex ibi lity 

• Un limited number 
of questions and 
variables. with 
hundreds of 
response types 

• Seamless export 
of data to SPSS 
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[Click to Enter Text] 
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Call now ror more information! 

1-800-767-0022 
Post Office Box 460863 
San Francisco CA 94146·0863 
info@sotech.com 
http://www.sotech.com 

Mature 
lHarketillf!, & Researcb 

Leslie M. Harris, Ph.D. 
Managing Partner 

." 

:: 

Providing meaningful infonnation on the 50+ population 

Focus Groups, WeekLy TeLephone Surveys, One-on-One Interviews 

85 EAST INDIA ROW, SUlTE 30A, BOSTON, MASSACHUSETTS 0211 0 

Tel: (617) 720-4158 • Fax: (617) 723-1254 

STAT 
PAC 

~ 
GOLD 

#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. 

-181IhlMsStatPac Inc. 
4425 Thomas Ave. S., Minneapolis, MN 55410 
Te l:·(612) 925-0159 Fax: (612) 925-0851 

Qualitative Research 
Gongos and Associates, Inc., a dynamic marketing research firm , has an 
opening for a Sr. Project Director. Duties include overall project 
management, writing proposals, creating discussion guides, moderating 
focus groups, analyzing and reporting results , and fostering client 
relationships. A bachelor's degree (MBA preferred) and three to five years 
of research experience including qualitative one-on-one and group 
interviewing are required. We 're looking for a project director who is 
analytical , detail-oriented, well organized , and good with numbers and 
report writing . If you are interested in exploring what our growing, 
contemporary company has to offer, respond via e-mail to P. Criswell at 
criswell@tir.com or send correspondence to Gongos and Associates. Inc .• 
3271 Five Points Dr., Suite 102, Auburn Hills, MI 48326. 
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trial. Trade Talk 
continued from p. 78 

ing on their average price. 
The second study of 140 consumers identifi ed factors 

other than quality that infl uenced the size of the price pre
mium consumers were wi lling to pay, across 20 grocery 
products. 

Sethuraman and Cole found that perceived quali ty is the 
most important variable among the ones considered, though 
it accounts for onl y about 16 percent of the variations in 
price premiums across consumers and product categories. 
The researchers fo und that middle-income households were 
wi lling to pay smaller price premiums than high- or low
income households. Younger consumers were willing to pay 
larger price premiums than older consumers. And women 

The influence of perceived quality depends on the prod
uct category. For commodity-type products, quality 
explains small amounts of the vari ation in price premiums. 
In categories where differences in perceived quality account 
for a large portion of the premium consumers are willing to 
pay for national brands, brand equity is a dominant factor. 
In these cases, the authors recommend brand managers 
increase objecti ve quality through product improvements 
and then use advertising to educate consumers. 

The authors caution that their findings are based on self
reported behavior, and that consumers' intentions may not 
match their actual behavior. Alas, that is the subject for 
another study. 0 

would pay larger price premiums than men. 
Consumers seem to be most price-conscious about prod-

Why Do Consumers Pay More for National Brands than 
for Store Brands? (No. 97-126) is available from Marketing 
Science Institute (617-491-2060 or pubs@msi.org). 

uct categories: ,-------------------------

• in which the average purchase price is low; 
• which are bought more often; 
• which are staples rather than splurge items; 

Listin Additions 
• in which the price-quality relationship isn' t clear. 

Please add the following firm to the 1998 Telephone Interviewing Directory: 

Enhance quality 
Among its many suggestions, the report recommends that 

national brand managers work to enhance the perceived 
quality of their brands relati ve to the private label offerings 
and make sure consumers notice the quali ty by improving 
package design, advertising aggressively, and encouraging 

KLD Marketing Research, Inc. 
1603 Lincolnway, Ste. A 
Val paraiso, IN 46383 
Ph. 219-464-4668 
Fax 219-464-7011 
Kathy DeWitt, President 
10-1 0-1 0-1 0 

Index of Advertisers 
ACG Research Solutions ... . ... . . . 32 
Ph. 314-726-3403 · Fax 314-726-2503 

Advantage Research, Inc. . . . . . ... . 38 
Ph. 414-827-7000 · Fax 414-827-7010 

Affordable Samples, Inc .. . .. .... . . 44 
Ph. 800-784-8016 · Fax 203-637-8569 

Brand Institute, Inc. . . . .... .... . .. 32 
Ph. 212-557-2100 · Fax 212-557-3232 

Bruskin!Goldring Research .. . .. .. .. 3 
Ph. 908-572-7300 · Fax 908-572-7980 

Burite, Inc . .. . .. .Inside Front Cover, 35 
Ph. 513-241 -5663 · Fax 513-684-7500 

The Burite Institute .. Inside Back Cover 
Ph. 606-655-6089 • Fax 606-655-6064 

CENTRIS . . ....... . ....... .. .... 65 
Ph. 212-529-1010 · Fax 212-529-3250 

Chesapeake Surveys ... . .. .. . . . . . 52 
Ph. 410-356-3566 · Fax 410-581-6700 

Chilton Research Services . .. .. . . .. 66 
Ph. 610-964-4602 · Fax 610-964-2942 

Consumer Opinion Services .. . ... . . 8 
Ph. 206-241-6050 · Fax 206-241-5213 

Oecision Analyst, Inc . . ..... .. .. .. . 31 
Ph. 817-640-6166 • Fax 817-640-6567 

Directions In Research, Inc . .. ... .. . 54 
Ph. 800-676-5883 · Fax 619-299-5888 

Discovery Research Group .. .. .. . . 41 
Ph. 800-678-3748 · Fax 801-944-0550 

June 1998 

Erlich Transcultural Consultants . .. . 13 I/HIA Research Group . .. .. . .. . ... 46 
Ph. 818-226-1333 · Fax 818-226-1338 Ph. 702-734-0757 · Fax 702-734-6319 

Field Facts Intemational . . . ..... . . 17 ISPC, lnc . . . .. ...... .. .......... 29 
Ph. 508-872-8840 · Fax 508-875-4719 Ph. 914-426-2653 · Fax 914-425-3018 

FINO/SVP, Inc. . . . .......... . .... 49 JRA (J. Reckner Associates) . .. . . . . 43 
Ph. 212-645-4500 · Fax 212-645-7681 Ph. 215-822-6220 · Fax 215-822-2238 

First Maritet Research Corp. . . .. . .. 42 Maritz Mariteting Research, Inc. .23, 33 
Ph. 800-347-7811 · Fax 617-267-9080 Ph. 800-446-1690 · Fax 314-827-8605 

Focus & Testing, lnc . ............. 10 Maritet Facts , Inc . .... . ...... . . . .. 68 
Ph. 818-347-7077 · Fax 818-347-7073 Ph. 847-590-7000 · Fax 847-590-7010 

Focus Groups of Cleveland Survey Ctr.48 Mariteting Evaluations/TVQ, Inc ..... 46 
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Study examines choices 
between national brands, 

private labels 

~
r many food marketers, the ri se of ptivate labels and 

store brands has been a bane. It's hard enough to get 
people to buy your product but it's even harder when 

there's a generic equi valent that's cheaper and, arguabl y, of 
the same quality. Whether it's saltines, soup, or soda, a good 
porti on of the consuming public doesn' t care who makes it, 
as long as it's cheap and it tastes all tight. And as pri vate 
labels have succeeded in some product areas, they have 
infiltrated others. Where will it end? In each case, it depends 
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on how well marketers can convi nce consumers that their 
trusted, tested brand is superior to some no-name equiva
lent. 

After conducting research to investigate how consumers 
say they would behave when faced with the national 
brand/store brand question, Raj Sethuraman and Catherine 
Cole have authored a repOt1 for the Marketing Science 
Institute, a Cambti dge, Mass., organization that sponsors 
studies on a wide range of marketing issues . Sethuraman is 
assistant professor in the marketing department at the Cox 
School of Business, Southern Methodist Uni versity. Cole is 
associate professor in the marketing department at the 
College of Business Administration, Uni versity of Iowa. 

For their report, Why Do Consumers Pay More fo r 
National Brands than for Store Brands ?, Sethuraman and 
Cole used two consumer studies to collect data on the pre
miums consumers say they woul d pay for products in vari 
ous categories. 

In the first study, 203 consumers were surveyed to find 
out more about the relationship between perceived quality 
and price for national brands in 88 product categories. 
Using a seven-point, unbalanced scale, consumers respond
ed to the following request: "Please indicate your opinion 
about the quality of pri vate labels when compared with the 
quality of national brands for each product category." To 
gauge price differenti al, consumers responded to a sample 
scenario such as thi s: " In the fo llowing product categories, 
suppose the nati onal brand price is 99 cents. At what price 
would you be willing to buy a pri vate label brand instead of 
the national brand ?" In the case of thi s product category, 
respondents could choose from prices on a scale that 
descended in nine-cent increments from $1.19 to O. Other 
product categories used similar scales and ranges, depend-

continued on p. 77 
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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! 

ParticiPate in a Burke Institute 
seminar and you will experience our 

unconditional commitment to excellence. 
From the intensive, on-target seminar 
content to the workbooks which rival the 
best reference sources. From our dedicat

ed staff who will counsel you concerning 
, the best training programs (ours or others) 

OR\..Q~ to our outstanding seminar leaders who will 
educate you in the best practices utilized by 

marketing researchers worldwide. Through nearly 
2,500 seminars on 25 topics with more than 40,000 participants in 
26 countries, we have demonstrated our single-minded dedication to 
excellence for more than 20 years. The exceptionally high rate of 
repeat participation in our seminars by past attendees is testament to 
our commitment to excellence. 
But excellence is not the only benefit you get when you attend our 
seminars. Here are a few more: 
OBJECTIVITY. Yo u receive a full and impanial perspective on the best research 
methods used by state-of-the-an practitioners and researc h suppliers worldwide. Not 
just the proprietary techniques and viewpoi nts of a panicular supplier. 

INTEGRITY. Our mission is education . Panicipants from our seminars are never 
contacted for anything other than fo llow-up related to the ir continuing educati on. 
Guaranteed uncond itionall y. 

EXPERTISE. You learn fTom the expen s who " wrote the book" on marketing 
research training and have educated more practitioners than anyone else in the world. 

BREADTH. You get to se lect fro m a wide range of programs designed to meet 
your continuing educati ona l needs. Our programmed sequence of seminars e limi 
nates the duplication and confli cting content whi ch often result s from attend ing dis
jointed seminars from different so urces. 

RECOGNITION. You get tangible professional recognition for attendance 
through our highl y respected certificates of achievement. 

REALISM. Our seminars combine academic rigor with real -life expert ise gai ned 
from having done tens of tho usands of research studies . The content is usable imme
diately in day-to-day work . 

These are just some of the many reasons for the superl ative evaluat ions 
we receive from our participants: 

Fantastic - the beSt seminar on any subject I've been to. Right on target - wi ll be a help 
immediately. Speaker superb. A bom teacher. 

Marketing Research Analyst, Ford Motor Co. 

Excellent! Best professional seminar I've been to. Content was practically oriented. 
Speaker excellent ! Presented information in an extremely "user friend ly" manner. 

Energy level was phenomenal. Manager, Marketing Research, Bausch & Lomb 

This seminar has been more useful than any other coursework I've completed. This was 
worth more than the $ my company spent to send me. Very comprehensive - everything I 
needed. Assistant Manager, Marketing Research, Riverside Methodist Hospital 
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The Burke Institute 
Schedule of Seminars Through December 1998 
P~ac"kal .Marketing Research .. $1,600 
C lOcmnall ... .. .. Apr. 6-8 
San Francisco. . . A pr. 27-29 
Cinci nnati . . .. May 27-29 
Atlanl a .............. June 15- 17 
New York . . June 29-Jul y I 
New Orleans. . ... July 20-22 
C incinnati .. . .. Aug. 10-- 12 
San Diego ........... Aug. 3 I-Sept. 2 
Chicago ..... Sept. 2 1-23 
Boston .. .. Oct. 12· 14 
New York ............ Nov. 2·4 
Cincinnat i . Nov. 30-Dec. 2 

Marketing Research (or 
Decision Makers $1,200 
Ci ncinnat i ............ May 4-5 
New York .. Nov. 23-24 

Questionnairt Construction 
Workshop $1.600 
BQSton .. May4--6 
Cincinnati ............ June 8- 10 
Chicago ......... July 13- 15 
Ci ncinnat i ..... Aug. 17- 19 
Atl anta .............. Sept. 28-)0 
New York . . Nov. 9- 11 
Cincinnati . . .. De<:. 14- 16 

Q uestionnairt Design $ 1,200 
New York ............ Apr. 2-3 
Ci ncinnati ............ June 11 - 12 
Chicago July 16-17 
Ci nci nnati . Aug. 20-2 1 
New York . . .. Nov. 1 2~ 1 3 

Cincinnati . Dec. 17- 18 

Focus Groups: An Introduction $1,200 
New York . . Nov. 5-6 

Focus Group Modera tor 
Training $2,200 
Cincinnati . . Apr. 14- 17 
Cincinnati . . . May 12· I 5 
Cincinnatj ............ June 23-26 
Cincinnati . .. Aug 4·7 
Ci ncinnat i . . Sept. 15- 18 
Ci ncmnati . . Oc!. 20-23 
Cincinnati ............ Nov. 17-20 
Ci ncinnati . . Dec. 15- 18 

Focus Group Applications $1,600 
Ci nci nnati . . ......... Apr. 20-22 
Cinci nnati ............ Oct. 26-28 

Qualitative Resesrrh Reports $1,200 
Ci nci nnati ............ Apr. 23·24 
Cincinnati . . ... Oct. 29-30 

Communicating Marketing 
Research 1.600 
Chicago. . .. Apr. 13-15 
Boslon .............. May 18·20 
Cinci nnati . July 6-8 
Ci nci nnm i ............ Aug. 31·Sept. 2 
Chicago .. . .. Nov. 2-4 
New York ............ Dec. 7-9 
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Managing MarkeUng Research $ 1 ~OO 
Boston . May 2 1-22 
Cincinnati . Sept. 3-4 
New York .. Dec. 10- 11 

Applications or Marketing 
Research $1,200 
San Francisco. . _ Apr. 30-May I 
Atlanta . . June 18- 19 
Cinci nnati . . .... Aug. 13- 14 
BOSlon . . . Oct. 15- 16 
Cincinnati ............ Dec. 3-4 

11roduct Research $1,200 
Cinci nmlli . . . Apr. 1-2 
Chicago ...... __ ..... July 14-- 15 
Cincinnati ............ Oct. 29·30 

Advertising Resea rch $1,200 
Cincin nat i . . .. Apr. 30-May 1 
Chicago .. . ... July 23-24 
Cinci nnati . Oct. 22-23 

Market Segmenta tion Research SI.200 
Cincin nati ............ Apr. 28-29 
Chicago ............. July 2 1·22 
C inci nnati .... Ocl. 20-2 1 

C us tomer Sat israction 
Research $1,200 
C incinnati .. . ...... Apr. 9- 10 
New Orleans . . . July 23-24 
Chicago . . .. Sept. 24-25 
C inci nnati ............ Dec. 8-9 

Translating Data into Actionable 
InrormaUon $1,200 
BoslOn .............. May 7-8 
Cincinnat i ............ July 9- 10 
San Diego .. Sept. 3-4 
Chicago ............. Nov. 5·6 

Tools and Techniques or 
Oata Analysis $2.000 
Boston . Apr. 6-9 
Cincinnat i ............ May 12· 15 
San Diego ..... June 23-26 
Atlanta .............. July 28·3 1 
Cincinnati . . . Aug. 25-28 
New Orleans Ocl. 6-9 
Chicago ............. Nov. 10-13 
New York Dec. 15- 18 

Practical Multivariate Analysis $2,000 
Chicago ............. Apr. 2 1-24 
Cincinnllti . . . June 2-5 
Boston July 7-10 
New York . . . . Aug. 4·7 
Cincinnati . Sept. 15- 18 
Chicago ............. Nov. 17-20 

Interna tional Marketing 
Research $ 1,200 
Chicago .. 
New York 

... Apr. 16-17 
..... Sept. 29·30 

Business to Business Marketing 
Research $ 1,600 
Cinci nnat i ............ Sept. 9- II 

CERTIFICATE OF PROFICIENCY IN MARKETlNG RESEARCH MffilODOLOCiY & APPLICATIONS 
Cincinnati ............. Aug. IO-Sept. -4. 1998 

CERTIFICATE OF PROFICIENCY IN QUALlTAn VE RESEARCH 
Cincinnati ...... Apr. 14-24. 1998 Cincinnati ........................ Oct. 20-30. 1998 

CERTIFICATE OF PROFICIENCY IN QUANTITATIVE ANA LYSIS 
ChIcago . . ..... Nov. 2·20. 1998 

Please call for additional information on these and other Burke Institute seminars. 
All the above Burke In .. ti tute Seminars are available for In-house presentlllion. 

Please contact: 

JIM BERLING, Client Service Manager or 
DR. SID VENKATESH, President 

Voice: 

Fax: 
E-mail: 

800-543-8635 
606-655-6135 
606-655-6064 
Burkelnstitute@ BASES .com 

Web Si te: http://www. Burkeinstitute .com 
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