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Where do you get your data? 
Online research takes connections. 

You want to move your research to the 
Web. But how? Your research supplier has 
no Internet experience, and Internet 
developers know nothing about research. 
You need Research Connections. 

With over 20 years of traditional research 
experience and four years of Web-based 
research, we know how to field your 
studies online. And, we have developed a 
suite of research tools built specifically to 
take advantage of the Web. 

Quest Connect 1M is our Web survey tool 
with the functionality of a CAPI system. 
Skip patterns (simple and conditional), 
rotations, ranking, grids and more, turn 
your Web survey into a sophisticated data 
capture tool. And, it supports foreign 
languages for Asian and European studies. 
Our ready-to-tab data file and real-time 
reports let you get at your data quickly and 
efficiently. 

With Focus Connect 1M we hold online focus 
groups in a custom-designed Virtual Focus 
Facility. Participants join groups from 
around the country or around the world! 
Clients take advantage of our split-screen 
interface to test Web sites, ads, concepts, 
and other visual and audio creative. 

Our Random Web 1M intercept tool is the 
most efficient and cost effective way to 
find and recruit respondents for online 
research. It produces random samples of 
online populations for Web-based surveys 
and online focus groups. 

So for your next online project, use your 
connections to market research profession­
als who know their way around the Web. 

Contact Amy J. Yoffie at: 908-232-2723 or 
ayoffie@researchconnections.com 
Or visit www.researchconnections.com for 
live demos of our tools. 

R E s E A R € 0NNECTIONS ~ 



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

Some tabulation software is less than 

accommodating. Especially when you try to 

introduce external data. 

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

the exciting new upgrade of our highly successful 

Pulsar product. 

As well as its own data format, Pulsar 2 is 

compatible with almost any relational database. 

So it gives you unparalleled access to all sorts of 

information -even data from other sources like 

Microsoft Access or Oracle. 

And you can manipulate it in more ways, too. 

Pulsar 2 is faster and more powerful , letting 

you rearrange tables, plot charts and generally 

present your material in more ways than ever. 

What's more, you can 

use Pulsar 2 to deliver 

data to your clients. Just 

set up a survey and 

free them to easily 

explore their data in more detail. 

Pulsar 2 is part of Pulse Train's integrated 

range of software for survey research . Our 

products cover the whole survey process from 

questionnaire design through to data analysis. 

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

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

Suite 406, North Palm Beach, Florida, 33408. 

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

E-mail: PTISystems@aol.com. 

http://www.ws.pipex.com/ptt 

PULSE · TRAIN 
TECHNOLOGY · LTD 
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Take advantage of the historically low 
Canadian dollar and discover the competitive 
advantage enjoyed by companies like IBM, 
Paragon Research, Carter Marketing, Axiom 
Research Company, Opinion Dynamics 
Corporation, Market Facts, Jones Intercable 
and many others. 

Opinion Search Inc. one of Canada's leading 
data collection agencies, is rapidly becoming 
the field house of choice for the U.S. market 
research community. 



1999 will be a better 
year for biz-to-biz firms 

When the economic outlook turns 
cloudy, many business-to-business 
companies grow overly cautious and 
cut back on their marketing efforts in 
an attempt to protect profits. With lay­
offs by several high-profile firms, eco­
nomic problems overseas, and the 
uneven performance of the stock mar­
ket, some caution is certainly called 
for. "However, a play-it-safe, try-not­

to-lose strategy 
can backfire," 
says Ken Long, 
director of 
Penton Research 
Services. "If you 
expect the worst 
in business, as in 
life, you often 
get it." 
Cleveland-based 

Penton Research Services is the 
research arm of Penton Media, Inc., a 
business media company. 

But for the foreseeable future, 
prospects look good for business-to­
business firms. Here's a countdown of 
the top 10 reasons business marketers 
should look forward to the year ahead: 

10. The U.S. economy remains fun­
damentally sound. The country is 
entering its ninth year of expansion. 
That's old by historical standards, but 
expansions don't die of old age. Real 
gross domestic product will climb 2.2 
percent in 1999, according to Blue 
Chip Economic Indicators. Only 6 per­
cent of the economists recently sur­
veyed by Blue Chip expect the next 
recession to begin in 1999. Almost 
two-thirds (63 percent) expect growth 
to continue until at least 2001, making 
the current expansion the longest in 
American history. 

9. Other countries are beginning to 
pull out of recession. One-fifth of the 

continued on p. 56 
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More than a third (36 percent) of Internet users say that their opinions of 
one or more product brands has changed as a result of using the Internet, 
according to the report ''Online Branding- The Internet's Impact on Branding," 
released by ew Yor ~ased Cyber Dialogue. In addition, the report found that 
"brand impressionable" users are more likely to shop both on-line and off-line 
as a result of u mg the Internet. 

e found that the Internet is both color- , gender- , and age-blind, help­
ing to neutralize obstac some shoppers experience in the conventional 
marketplace say Thomas E. Miller, Cyber Dialogue vice president and 
author of report. 'For example, women and ethnic minorities, while still 
under·.represented on-line, are among those most likely to say the Internet helps 
theD;l futiD. brand opinions because they can get unbiased answers to their prod­
uct,.QUCsti.OilS~ 

Thebatel1net:can also influence store traffic, direct mail purchases, and even 
TV !lopping, as well as drive on-line sales, accord-
ing to . 'Brand managers must keep in 
miad that branding on the Internet is about 

more than just capturing eyeballs," 
be say. 

Tbe report recommends that brand 
manag mas media to create gen­
eral brand impressions and drive moti­
vated pro pects to their Web sites, 
w the brand can foster deeper cus­
tomer relationships. Citing recent survey 
data, the report shows that mot on-line 
shoppers are destination shoppers who go 
directly to Web sites that interest them. Still, 
portal such as search engines and active Web 
site in certain product categories like cars, airlines and 
financial services are clearly emerging as important hubs for directing shop­
pers in search of product and service information. The report makes specific 
marketing recommendation for the following industries: autos, airlines, 
household products, investment services, banking, insurance, and health/med­
icine. 

The report is designed to provide in-depth understanding of how con­
sumers perceive and use the Internet for shopping. It also helps brand man­
agers identify and target on-line hoppers who are most brand impressionable. 
The report an wers the following questions: Which segments of the Internet 
user population are most likely to change their brand impressions? Which 
Se$'dl engines are used by brand impre ionable Internet users? What three 
attributes leverage the interactive capabilities of the Web and lead to more 
favorable impressions of on-line brands? Where are Internet users most like­
ly to notice o ·~ads? ow can brand managers improve their chances of 
creating posi ve brand impre ions via on-line adverti ing? 

u data from American Internet User Survey, a large tele-
J)bCoe ~lllt"Vey of Internet and non-users. The Online Branding report is 
available at the Cyber Dialogue Web site at www.cyberdialogue.com/prod­
uetslisglbranding_report.hunl. 
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Tony Soares, previously general man­
ager of Iowa Field Research, Des 
Moines, Iowa, has joined the staff of 
McGuire Research Services, Denver, as 
an account executive. 

Christina L. Meslener has been 
named the director of marketing for the 
American Payroll Association in the 
company's New York City office. 

New York-based Arbitron Company 
has promoted Bruce Supovitz to the 
new position of vice president, national 
radio services. 

The board of directors of Opinion 
Research Corp., Princeton, N.J., has 
elected John F. Short chairman and 
chief executive officer. Short will retain 
his current title o(president. 

Johanna Strouss has been named 
director of marketing at Strategy 
Research Corp., Miami. 

Glen Allen, Va. -based auto superstore 
firm Car Max has hired Philip Moore to 
head its market research department. 
Moore comes to CarMax from Market 
Decisions Corp., Portland, Ore. 

Bonnie Breslauer has joined TNS 
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Intersearch in the CSM Consulting 
Group as vice president, client services 
in Atlanta. 

Deborah Stearns has been named 
marketing research director at 
Essman/Associates and will direct the 
Des Moines, Iowa, marketing firm's new 
research division, Essman!Research. 

Stearns Reimann 

Chris Reimann has been promoted to 
senior research associate at Knowledge 
Systems & Research, Syracuse, N.Y. 

Tammy Bowen has been promoted to 
database administrator of the marketing 
research department for the Maryland 
Pennysaver Group, Inc. 

Emily Holcomb has been named 
assistant research manager at Porchey 
Research, Inc., St. Louis. 

. :: .· ~ 
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Cambridge Systematics , Inc., a 
Cambridge, Mass., strategic consulting 
firm, has added John Iacoviello as a 
principal, responsible for expanding ser­
vices within the firm's market research 
practice. 

Boise, Idaho-based Clearwater 
Research has announced the following 
promotions and additions at the Boise 
office: Cindy Krieg Shute has been 
named associate study director; Brooke 
Pace and Sancha Gilbert have been 
named research assistant; Marcella 
Hurtado has joined the staff as program­
mer, bilingual; Cindy Greenfield has 
been promoted to data collections project 
coordination manager. At the firm's 
Council, Idaho, office, Christi Pollock 
has been promoted to assistant supervisor. 

Walter Lindenmann, senior vice 
president and director of research at 
Ketchum public relations, has been 
named chairman of the Institute for 
Public Relations' Commission on Public 
Relations Measurement and Evaluation. 
The role of the new body will be to help 
establish and promote standards for PR 
measurement and to provide counsel to 
those within the industry on tools and 
techniques to use when assessing PR 
activities. Other appointees from the 
research supplier sector are Walter 
Barlow, president, Research Strategies 
Corp.; John Gilfeather, managing part­
ner,. Yankelovich Partners; Katharine 
Paine, president, The Delahaye Group 
Inc.; and Mark Weiner, vice president­
public relations research, MediaLink. 

Victor Crain has joined 
ICR/International Communications 
Research, Media, Pa., as vice president 
of the technology research division. 

Karl Irons has been named president 
of NP D Online Research, Port 
Washington, N.Y. Clark Johnson has 
been named vice president of NPD 
Home Trak, which provides point -of­
sale tracking for housewares. Arnie 
Schwartz has been promoted to vice 
president for NPD's National Eating 
Trends Service. And Peter Sterbenz has 
been named vice president in the firm's 
Custom East business unit. 
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RTNIELSON 
C 0 M P A N Y 

Telephone Data Collection and Tabulation Specialists 

When the job is said and done, it all boils down to one thing ... 

Not to mention a Great Price, Quick Turnaround, 
Unequalled Quality, Impeccable Accuracy, 

and Guaranteed Customer Satisfaction! 

You're going to 
like working with us! 

1-800-786-9946 
Telephone Data Collection and Tabulation Specialists 

www.rtnielson.com 



New CATI package from 
Analytical Group 

The Analytical Group, Inc., 
Scottsdale, Ariz., has released 
WinQuery, a CATI software system 
designed to help users create and 
administer questionnaires, set up stud­
ies, and monitor data. Questionnaire 
creation uses the Windows point-and­
click design for access to Win Query 's 
questionnaire capabilities, including 
automatic grids, conditional branch­
ing, randomization, rosters, and for­
mulas. Win Query assigns initial ques­
tionnaire logic and lets users make 
modifications, import questionnaire 
text, or use WinQuery to enter text. 
Users aren't required to write com­
puter code or memorize commands 
or rules. 

Operations such as setting up sam­
ples, setting up interviewers, and 
study setup all take advantage of 
Windows ease-of-use. WinQuery 
offers sample management, quota 
control, automatic call scheduling, 
automatic callback scheduling and 
routing of callbacks, automatic dis­
position tracking, detailed interview­
er productivity reports, and up-to-the­
minute dialable sample reports. 

Users can output data for use in 
most any crosstab or statistical analy­
sis software, including Win Cross tab­
ulation software. For more informa­
tion visit the company's Web site at 
www.acsinfo.com or call 800-946-
2767. 

Three new offerings 
from SPSS 

SPSS Inc., Chicago, has released 
Quanquest 2.1 , which allows 
researchers to design and develop 
questionnaires that streamline data 
collection, interpretation and format­
ting , giving them control of how 
CAT!, CAP!, Web and paper surveys 
are designed. New features include an 
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enhanced user interface, facilities for 
tracking and multinational studies, 
and improved export capabilities. 

SPSS is al so shipping Neural 
Connection 2.1 software, which rec­
ognizes complex patterns and trends 
in data. New features include the abil­
ity to work with an unlimited number 
of cases when scoring new datasets, 
greater compatibility with SPSS files , 
and improved status information and 
enhanced data input tools. 

In addition , SPSS is offering 
Surveys with Confidence, a three-part 
survey research software suite that 
walks users through the survey 

. . . 
~ . ; 
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process from designing the survey to 
reporting findings. It features a com­
puter-based training application called 
Survey Coach made up of five mod­
ules that address different parts of the 
survey process, including planning 
the survey, creating the questionnaire, 
collecting and entering data, generat­
ing reports and preparing a schedule 
and budget. Surveys with Confidence 
also includes Survey Builder for cre­
ating professional surveys and Survey 
Analyst for analyzing the collected 
survey data and presenting findings. 
For more information call 800-543-
2185 or visit the company's Web site 

SENSORY EVALUATION WORKSHOP: As part of its workshop series "Issues 
in Sensory Evaluation," Tragon Corporation will hold a workshop entitled 
Descriptive Analysis on May 3-5 at the Sheraton Palo Alto, Palo Alto, Calif. The 
program will focus on development of a descriptive capability; subject selec­
tion and training, sensory language development; test design and analyses, com­
parison of QDA and other methods. For more information call 650-365-1833 
or visit the company's Web site at www.tragon.com. 

AAPOR ANNUAL CONFERENCE: The American Association for Public Opinion 
Research will hold its annual conference on May 13-16 at the Tradewinds 
Resort in St. Petersburg Beach, Fla. For more information visit the organization's 
Web site at www.aapor.org or call 734-764-1555. 

RESEARCH AMERICAS CONFERENCE: The Canadian Advertising Research 
Foundation and the Advertising Research Foundation will co-sponsor the 
Research Americas Conference on May 16-18 at the Marriott Eaton Centre in 
Toronto. Among other topics, the conference will focus on "how much knowl­
edge can and cannot be transferred within the Americas." For more informa­
tion call 212-751-5656 or visit the ARF Web site at www.arfsite.org. 

CLARITAS CONFERENCE: Claritas, Arlington, Va., will hold its annual Precision 
Marketing Conference, themed "Advancing the Science & Art of Marketing," from 
May 17-19 at the Fairmont Hotel in Chicago. Sessions will cover customer acqui­
sition and retention, channel management, sales support, Internet marketing and 
business-to-business marketing. The conference will also feature a trade show 
and an interactive solutions lab. For more information call 800-678-8110 and 
press "4" or visit the company's Web site at www.claritas.com. 

ENERGY MARKETING RESEARCH: The American Marketing Association will 
hold a conference on energy marketing research at Adam's Mark Hotel, San 
Antonio, Texas from May 23-26. For more information call312-648-0536 or visit 
the organization's Web site at www.ama.org. 
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at www.spss.com. 

Spatial Insights 
releases G DT Dynamap 
2000 Extract 

Spatial Insights, Inc., a Vienna, Va., 
geographic information services com­
pany, has developed a menu-driven 
application for extracting and append­
ing GDT's Dynamap 2000 data to 
form user-defined, seamless mapping 
project areas. Using the application, 
GDT's Dynamap 2000 data are 
extracted directly from CD-ROM, and 
data for multiple themes covering 
multiple states, counties and/or census 
Metropolitan Statistical Areas 
(CMSAs, PMSAs, MSAs) are 
appended in one operation. The 
Dynamap Extract and Append appli­
cation was developed in response to 
client-driven consulting projects that 
required the integration of Dynamap 
2000 data covering multiple states or 
counties. 

Over 30 specific themes, including 
census and postal geographic bound­
aries, roadway systems, and a com­
prehensive suite of infrastructure 
location and attribute data can be 
extracted and appended for any user­
specified area. The application was 
developed using VisualBasic, and 
works with either Mapinfo or 
Arc View format GDT Dynamap 2000 
data. For more information call Don 
Segal at 703-827-7031 or visit the 
company's Web site at www.spa­
tialinsights.com. 

New Web-based market 
intelligence service 

Active Research, a San Francisco 
provider of Web-based services for 
market research automation, has 
introduced a new market intelligence 
service, Active Research Advisor, 
which is designed to shorten the 
research and testing process and 
enable companies to get products to 
market faster. Active Research 

Advisor is an on-line market infor­
mation service that leverages the Web 
for real-time research into changing 
market conditions. Subscribers log on 
to the service to access analyses via a 
point-and-click interface. Active 
Research Advisor enables manufac­
turers to test product concepts, spot 
trends, and run "what-if' scenarios. 
The service gathers insight from actu­
al buyers directly at the point of shop­
ping. For more information call 
Daniel Greenberg at 415-437-3100 
ext. 236 or visit the company's Web 
site at www.activeresearch.com: 

Site offers business 
protocol tips 

Protocol Consultants International, 
formerly The Protocol School of 
Boston, has launched its Web site, 
www. protocolconsultants. com. 
Protocol Consultants offers etiquette 
and protocol consulting services and 
programs to companies and individu-

continued on p. 97 
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It's a$WtaU 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, Mrican American, Native American and General Market) 

etc Erlich Transcultural Consultants 

April1999 

21241 Ventura Boulevard, Suite 193 
Woodland Hills, CA 91364 

81 8/226-1333 Fax: 818/226-1338 E-mail: etcethnic@aol.com 
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20/20 Research, Inc., Nashville, 
Tenn., has opened a focus group facil­
ity in Charlotte, N.C. For more infor­
mation call Jim Bryson at 615-777-
2020. 

L.C. Williams & Associates, a 
Chicago public relations firm, has 
introduced Stratmap, a 
research/analysis program that paints 
a visual snapshot of multi-audience 
data. 

Alternative Research 
Technologies, Inc., a Chicago firm 
founded by former VMI 
Communication and Learning 
Systems employee Randy Ries, has 
opened its doors and is offering 
VMI's PEAC System for market 
research and data collection. 

OBJECTIVE: 

Following the August 1998 closing 
ofVMI's Chicago office and its mar­
ket research and copytesting division, 
Ries reorganized and is the exclusive 
U.S. supplier of the technology. For 
more information ca11773-929-3670. 

A new marketing research technol­
ogy training program in New York 
City has graduated its first students. 
The program trains students at 
Baruch College in New York in mar­
keting research questionnaire speci­
fication writing. The program is 
administered by the college through 
an arrangement with San Francisco­
based survey software company 
Computers for Marketing Corp. 
(CfMC). The School for Spec Writers 
has been established to address the 
demand for trained questionnaire 

Track the volatile food industry on a daily basis. 

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

SSI can draw business, industrial, and health 
care samples from a variety of sources to 

ensure the most complete 
and in-depth coverage. 

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

Partners ith survey 
resea rchers since 1977 

spec writers. The two graduates, 
trained by CfMC's Denise D'Andrea, 
are now ready for interviews by users 
of CfMC' SURVENT CATI system. 
The school consists of an intensive 
week-long training program con­
ducted at Baruch, where SURVENT 
is used in the School of Public Affairs 
survey center. The college will offer 
the training program on an ongoing 
basis to students in its marketing 
research department. For more infor­
mation call Richard Rands at 415-
777-0470. 

San Diego Surveys, Inc., San 
Diego , Calif. , has opened a new 
regional mall office, "The Opinion 
Center." The office is located in the 
Chula Vista Center, which features 
four major department stores as 
anchors. The facility offers bilingual 
Hispanic services and houses three 
computer interviewing stations, a full 
kitchen , and display area for store 
simulation. For more information call 
619-265-2361. 

National Decision Systems has 
expanded its existing marketing part­
nership with Qualitative Marketing 
Software. The two companies have 
agreed to in stall hypertext links 
between their respective Web sites ­
www.sitereports.com and www.cen­
trusonline.com. 

VentureDirect Worldwide, a New 
York direct marketing and media 
company, has selected @plan to pro­
vide market research data for its on­
line media planning and buying divi­
sion. @plan collects and analyzes 
data on active Internet users polled by 
the Gallup Organization to determine 
demographic information, brand and 
product preferences, and Web brows­
ing habits from U.S. adults. 

continued on p. 69 
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VIew your Focus Groups on your home or 
office PC; live on the web 

Focus groups are an excellent way to see what your clients think of your product or service. 

But to get the most benefit, you need to observe the group. All too often, schedule, budget, 
travel, or timing constraints can prevent you or others from seeing the groups firsthand. And 
while traditional videoconferencing allows you to observe the groups without going to the 
group facility, you may have to go to a videoconferencing location or use special hardware 
and phone lines to take advantage of it from your office, and still pay a fee for the actual 
viewing time. 

At The Marketing Workshop, Inc. we 
have a better way ... 

ActiveGroup ™allows our clients to use their 
regular Internet connection to view live focus 
groups. No longer do you have to physically be 
at our facility to see the groups, nor do you have 
to travel to a place to watch the groups on a 
video conferencing unit. There's no special 
equipment or special phone line required. You 
simply log onto our Web site, enter the appro­
priate one-time password, and you can hear 
and view the groups live. You can do this any­
where you have Internet access. From your 
office, a hotel room, or the comfort of your own 
home. 

With ActiveGroup rM there's no limit to the 
number of people who can view the groups, or 
the locations from where you can see them. 
ActiveGroup rM frees you from all the schedule, 
budget, travel, and timing constraints that tra­
ditional focus groups impose on you. 

fl:n Outdoor Furniture Focus Groups - Window ___ ~~ EJ I 

~ file ~leW flay F,avor~es jlo J:ielp 

ActiveGroup rM is one more way that we deliver on our promise of excellent customer 
service to our clients. And it is one more way that our real knowledge is the real differ­
ence. And it's only from The Marketing Workshop, Inc. 

To see a sample of ActiveGroup ™, log onto our Web site at www.mwshop.com/ 
activegroupdemo.htm 

The Marketing Workshop, Inc. 
MARKETING INTELLIGENCE THROUGH RESEARCH 

3725 Da Vinci Court Norcro~ . Georgia 30092 (Voice) 770-449-6767 (Fax) 770-449-6739 (WEB) www.mwshop.com 



Tme-life tales in marketing research 

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

arbara Gural of CTAM previous­
ly worked at another company, 
where she moderated focus 

groups. One of her groups was con­
ducted among people who served as 
caregivers to their family members 
with Alzheimer's. 

At the start of the group, one par­
ticular respondent, a woman in her 
40s, behaved normally. But later she 
acted as if she were deaf, and after 
that she became a little child speak­
ing of her daddy. Some respondents 
shifted in their seats, those closest to 
her actually easing their chairs as far 
away as they politely could from the 
woman. 

It turns out that the respondent had 
a multiple personality disorder. 
. After the group was over, the 

woman refused to accept her cooper­
ation incentive, stating she hadn't par­
ticipated in the group. Moreover, 
when Gural offered to take her outside 
to her car, she informed Gural that 
she didn't know who Gural was and 
wasn't going. 

Gural's clients were behind the mir­
ror, and when the session was over she 
told them, "You said you wanted us to 
recruit a lot of different kinds of peo­
ple!" 

Speaking of folks who don't have it 
all together, Richard McCoy of Action 
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By Art Shulman 

Research has an example. His firm was 
recruiting people for a focus group. A 
man was disqualified toward the end of 
the screener, due to a lack of knowl­
edge about the business being studied. 
But this was after being told about the 
$40 incentive. 

The man became very irate and 
demanded $40 for his time. A supervi­
sor spent half an hour on the phone 
politely explaining that he was dis­
qualified and that the stipend was for 
actual participants. 

The individual then stated he would 
visit Action Research headquarters in 
the morning to make sure it was a 
"legit" business. 

The next morning, the man did show 
up, entered an employee's office, and 
refused to leave until he was paid $40. 

The staff once again explained to 
the person he had been disqualified 
on the phone for the focus group and 
that he should leave. The man refused 
to leave and started shouting, and fol­
lowing staff around the building. The 
office manager called the police while 
staff attempted to reason with the 
man. 

The police arrived and warned the 
man to leave the premises. He refused, 
instead choosing to head up the stairs, 
prepared to smash the windows. 
Needless to say, the police arrested the 
man and were forced to literally carry 
him away. 

It was later learned that when the 
man appeared before a judge (he had to 
be carried in), he laid on the floor and 
refused to speak or enter a plea. The 
judge ordered him taken away for psy­
chiatric evaluation ... where he 

presently remains. It is assumed he is 
still demanding $40. 

Of course, it's not only the public out 
there that is deemed nuts. Once I sent 
a speculative proposal to the market 
research department of the Carnation 
company suggesting they do a seg­
mentation study among cows. 

I received a reply letter from a senior 
executive which simply stated, "I think 
you are crazy." 

That letter, which I had nicely 
framed, hangs proudly in my office, 
next to my framed degrees. I refer to it 
sometimes when things are hectic. It 
calms me to know that I am crazy. 
Makes me feel normal. 

Doug Conwell of the Tampa Tribune 
tells about a recent opinion poll regard­
ing the possible merger of two local 
municipalities. Respondents tended to 
be older retirees. The first night of 
interviewing, when a respondent was 
told the topic of the survey was the 
"merger," she replied - in horror -
"Murder?" 

Conwell and his group at first 
thought it was very funny. But when it 
started happening over and over again, 
they had to change the terminology. 

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 
told - anything related to research is 
usable, from spilling soup on your 
client's new suit to cute answers 
respondents provide on questionnaires 
-please call me at 818-782-4252 or, 
better yet, write it up and fax it to me 
at 818-782-3014 or e-mail me at 
artshulman@ aol.com. r~ 
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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 with Polk 

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

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

and data delivery options. Faster, easier and for less. For more information on Polks Research Sampling call toll free 888-225-1434. 
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Editor's note: Warren Pino is president of Q & A 
Research, Inc., Novato, Calif. He can be reached at 415-
883-1188. 

0 ne of the most critical yet often confusing measures 
in marketing research is incidence. What is it? How 
exactly do you calculate it? And what is the impact 

?fit on overall project costs? 
Incidence, as it is used in marketing research, quite 

generally means the percentage of a population that has 
or does something in common. For example, the incidence 
of being left-handed is roughly 10 percent, for being a 
female it is 51 percent. As multiple "qualifiers" are a part 
of most surveys, such as women who are left-handed, the 
incidence figures are simply multiplied together to yield 
the "net incidence," which in this case would be 5.1 per­
cent (.10 X .51). 

Well, that was simple enough, except when you get a 
dialing tally from a supplier on a telephone study with 20 
or even 30 separate call classification categories. With all 
this information, how do you know which ones are includ-
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ed in the incidence calculation and which aren't? Let's say 
you get the following tally after the first night's dialing: 

Category # 
No answer 20 
Busy 10 
Answering machine 15 
Language barrier 10 
Initial refusal 10 
No woman in household 75 
Not left-handed 210 
Qualified terminates 5 
Completed interviews 10 

Okay, so what's the incidence? Remember our defini­
tion of incidence here: the percentage of the population 
that has something in common. This implies a fraction, 
doesn't it? We want to put in the numerator all "qualifiers" 
and in the denominator we'll put all contacts. 

What's a contact? It is a person that we can put into one 
of two buckets: qualified or unqualified. Everyone else is 
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excluded from the calculation because we really don't 
know which bucket to put them in. For example, where 
do you put a no-answer or a busy? We have no idea 
whether they qualify or not, so we'll exclude them. The 
same goes for answering machine, language barrier and 
initial refusal. "No woman in household" goes into the 
unqualified bucket, as does "not left-handed." Qualified 
terminates are those respondents who initially qualified, 
but for one reason or another elected not to complete the 
interview. Along with the completed interviews, they'll go 
into the qualified bucket. 

Okay, back to our original question. What's the inci­
dence? I've calculated it as follows: 

5 + 10 
=5% 

210 + 75 + 5 + 10 

Impact of incidence on costs 
After the first day or two of dialing, unless there are 

quotas to be concerned with, using this formula should 
make it relatively easy to calculate your incidence. But 
exactly how does this impact your costs if your original 
estimate is off? 

Let's assume that you anticipated that the incidence of 
qualification for a given study is 50 percent. Initial dial­
ing efforts reveal that your assumption was off. In fact, 
way off. It has been calculated at 25 percent. If your sup-

. 
nnounc1ng 

plier is doing its job, you should be given options to stay 
on budget (reducing the number of surveys, relaxing qual­
ifying criteria, etc.) or a quote for additional costs based 
on the new incidence figure. 

In this particular case, assuming no other specification 
changes, you should anticipate the field or data collection 
portion of your project costs to double. Why? Because it 
is twice as hard to find qualifiers with an incidence at 25 
percent than it would have been at 50 percent. Further, it 
is important to remember that it is the relative difference 
in percentages between anticipated and actual and not the 
percentage difference alone that counts. 

For example, let's now assume that we expect an inci­
dence of 15 percent. Let's further assume that our actual 
rate of incidence ends up at 5 percent. While that is a 
spread of only 10 percentage points, it would actually be 
three times as hard to find qualifiers. The data collection 
costs should then be expected to triple the amount origi­
nally quoted. 

Clients and suppliers alike need to know and appreciate 
the role that incidence plays in project costs. It's always a 
pleasant surprise when incidence assumptions are under­
estimated, but when they are overestimated it is important 
that everyone knows their options. If clients and suppliers 
agree on how incidence is defined and calculated, and 
understand the cost implications of differences between 
estimated and actual incidence figures, there will be fewer 
surprises and better client-supplier relationships. r~ 

FOCU~wUM 

ideoconferencing 

Focus Suites is pleased to announce new capabilities. 
You now have access to videoconferencing capabilities 
from both our locations in New York and Philadelphia. 
With state-of-the-art equiptnent and as part of the 
FocusVision Network, we are now able to transmit video 
and audio to any location of your choice. 
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In addition, we now offer our clients the use of a 
Multimedia Projector for your PC presentations at a 
very favorable rate. 

We hope that these enhancements to our capabilities 
make it easier for you to run an event the way you envi­
sion it. 

We are looking forward to serve you better! 

We focus on you. 
For more information please contact: 

New York- Bill Falvo at 212-867-7373 
Philadelphia- Kathy ]onik at 610-667-1110 
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Case Historyi 

Software makers choose Web, e-mail to measure 
customer loyalty, satisfaction 

Editor's note: John Chisholm is pres­
ident of CustomerSat.com, a Menlo Park, 
Calif. -based customer satisfaction mea­
surement and market research firm. He 
can be reached at 650-234-8000 or at 
jchisholm@ Customer Sat. com. 

I n 1997, four companies in the cus­
tomer relationship management 
(CRM) software industry won­

dered how their customer satisfaction 
and loyalty compared with that of their 
closest competitors. To answer that 
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By John Chisholm 

question, these companies - Aurum 
Software, Inc., Clarify Inc., Onyx 
Software Corporation, and The Vantive 
Corporation - engaged our firm to 
assess their customer satisfaction and 
loyalty relative to industry-wide bench­
marks. Since the companies together 
represent a large share of the market, 
their own aggregate scores would be 
indicative of industry averages. And 
since the companies' customers are 
technology-savvy businesses, it made 
sense to use the Internet to gather the 

data. Ensuring the integrity and confi­
dentiality of customer data collected 
for four direct competitors, and pro­
viding rapid feedback to an industry 
whose raison d' etre is enhancing 
responsiveness to customers was an 
opportunity and challenge that we 
could not pass up. 

Customer relationship management 
software (also known as front-office 
systems, customer-interaction systems, 
or customer asset management sys­
tems) are enterprise-wide systems that 
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manage the relationships between a 
company and it customers. The e sys­
tems handle customer support automa­
tion , customer order tracking, sales 
force automation, customer problem 
tracking, and other sales, marketing, 
and support functions. CRM ystems 
are typically used in call centers, where 
the software enables customer support 
and telesales representatives to access 
customer histories, access product, 
pricing, and problem resolution infor­
mation, take orders, end messages to 
colleagues, respond to customer 
inquiries by e-mail, and re olve or 
escalate customer problems. 

By working closely with the four 
software vendor over several months, 
we di covered they hared deep, cor­
porate-wide commitments to cu tomer 
satisfaction and loyalty. 

The benchmark initiative had three 
parts: determining the appropriate per­
formance metrics for the companies 
and composing survey questionnaires 
that reflected those metrics; ecurely 
deploying the survey via e-mail and 
the Web; and promptly delivering con­
fidential and actionable survey results 
to each vendor. 

Performance metrics and question­
naires 

CustomerSat.com conducted inter­
views with the four vendors ' cus­
tomers, managers, and call center ser­
vice representatives to identify cus­
tomer satisfaction and loyalty attrib­
utes to include in the questionnaires. 
To allow results to be aggregated, most 
questions were identical across the four 
que tionnaires. The overall benchmark 
study, which is deployed on an on­
going basis, included: 

1) Performance benchmark : how 
customers rate their satisfaction with 
different attributes of their CRM ven-
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Business-to-business research 

dor and software. Forty-five perfor­
mance dimensions encompassed such 
area as product quality, sales force 
knowledge and effectiveness, support 
quality and effectiveness, ease of doing 
business, and pricing. 

2) Importance benchmarks: the 
importance of different attributes in 
determining customers' overall loyal­
ty and satisfaction. 

3) Market positioning: perceived 
positioning of each vendor and its com­
petitors along multiple market dimen­
sions, by both each vendor's customers 
and all of the vendors' customers in 
aggregate. 

4) Demographics: the composition 
of each vendor's customers vs. the 
overall market, 

1-;hi>*OA%. 

es. (We encourage all companies, if 
they do not do so already, to ask fore­
mail addresses when customer cqntact 
information is collected. Doing so 
quickly pays dividends as more and 
more customer communications -both 
research and direct marketing - can 
shift from conventional media to e­
mail and the Web.) We worked with 
each vendor to select a representative 
sample of customer e-mail addresses. 

We invited the respondents to the 
Web surveys by e-mail. The invitations 
are personalized (Mr. John Smith, ABC 
Company, Dear John Smith:) and con­
tain the Uniform Resource Locator 
(URL) or address (a string of charac­
ters in the form http://www.some-
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r Figure 1: Customer satisfaction benchmark survey 

enjoyed not 
ju t operational advantages from the 
survey results, but strategic advantages 
through early insights into customer 
and market requirements and percep­
tion . The final Web questionnaires had 
approximately 150 questions each 
(Figure 1). 

Inviting respondents by e-mail 
All of the vendors had customer 

databases that included e-mail address-

thing.corn/xxx) of the Web survey page 
(Figure 2). To access the survey, 
responding customers either click on 
the address or copy and paste it into 
their Web browser, depending upon 
whether their e-mail oftware is Web-
enabled or not. We have learned 
through experience that the e-mail invi­
tation should come (or be made to 
appear to come) from the client, and 

continued on p. 61 
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anufac u ing firm urns to esearch and 
marketing o differentiate i se 'f fr m competitors 

By John Kavalkovich and Linda Kessel Roovers 

Editor's note: John Kavalkovich is 
vice president and marketing/research 
director, and Linda Kessel Roovers is 
public relations specialist, at FH &K 
Ideas That Deliver, a Neenah, Wis., 
advertising and marketing communi­
cations firm. They can be reached via 
e-mail through the company's Web 
site at www.ideasthatdeliver.com. 
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Neenah, Wis.-based Appleton 
Manufacturing Division (AMD) 
is a machinery builder special­

izing in semi-custom equipment for 
the paper, film, and foil converting 
industry. The converted materials are 
wrapped around cores of various den­
sities and lengths, which are cut into 
specific sizes using machines called 

core cutters. 
In the summer of 1997, AMD and 

its president Barry Hammerberg were 
becoming increasing! y concerned that 
its dominance in the core-cutter mar­
ket was eroding. 

The arrival of new competitors and 
a series of mergers and acquisitions in 
the core-cutter market had left a host 
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of companies - some with ties to 
AMD- fighting for the same busi­
ness and offering similar products. 
Potential buyers were confused. 

This was a case where differentia­
tion was not just a marketing strategy. 
It was crucial toAMD's very survival. 
Hammerberg approached FH&K 
Ideas That Deliver, a Neenah, Wis., 
advertising and marketing communi­
cations firm, for help. 

FH&K used a strategy it calls 
Roundhouse Marketing, a four-step, 
multidimensional approach. Step I is 
to get to know the client's business as 
well as they do - better if possible. 
Step II is to learn the client's compa­
ny intimately, by listening to the client 
and by talking to third-party sources 
to get the objective opinions the client 
can't get alone. 

Steps I and II can only be achieved 
through research. Using research as 
the foundation, FH&K aim to find 
the overwhelming selling point that 
will differentiate the client's brand, 
product or service from that of its 
competitors. This proce leads to 
Step III of Roundhouse Marketing: 
creating a unique positioning. 

Finally, in Step IV, FH&K develops 
a marketing communication trategic 
plan. With clear objectives set, each 
possible communications vehicle is 
analyzed for its ability to meet spe­
cific preset goals. Then FH&K devel­
ops an integrated plan to carefully 
time and execute a multilevel com­
munications effort. 

Applying Roundhouse Marketing 
toAMD 

"We really had to address two prob­
lems with AMD," says John 
Kavalkovich, vice president and mar­
keting/research director for FH&K. 
"The first was to differentiate the 
company from a competitor that was 
assuming its identity. And second, 
Appleton's current and p~tential cus­
tomers saw AMD as a 'tired' compa-
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ny, an old company that may have had 
new ideas but wasn't presenting itself 
as an innovator with new ideas." 

To differentiate AMD from its com­
petitors, FH&K's first step was to 
undertake positioning research. 
Strategic positioning theory begins 
with the proposition: If a prospect 
believes that one company offers a 
meaningful and beneficial difference 
from its competition, that company 
will win more customers than it oth­
erwise would. 

"In today's business environment, 

wa to gain insight into the perspec­
tives of AMD's current and potential 
customers. The focus was on deter­
mining what attributes customers and 
potential customers used to select a 
core-cutter manufacturer, as well as 
identifying those attributes AMD's 
management and staff felt were 
important in selling their product~. 
The research also addressed cus­
tomers' and prospects' awareness of 
AMD and how the company stacked 
up against the competition regarding 
the attributes identified. The overall 

Appleton Manufacturing's A400 Automatic Core Cutter 

prospects are constantly bombarded 
with thousands of selling messages," 
Kavalkovich says. "In order to stand 
out from this clutter and be remem­
bered - to be intrusive in the minds 
of the customers and prospects - a 
message describing the company's 
meaningful difference has to be short 
and simple. It must use words that are 
easily understood by cu tamers and 
pro pect . The selection process is 
critical because the best positioning 
mes age contains only one or two 
ideas." 

Two key objectives: differentiation 
and awareness 

The purpose of the research, then, 

goal was to discover a unique posi­
tioning for AMD which would be 
compelling to both current customers 
and prospects. 

Kavalkovich recommended the 
research be conducted in two phases. 
Throughout both phases, questions 
were disguised so AMD was not iden­
tified as initiating the research. 

Phase I 
Phase I was a qualitative stage con­

sisting of unstructured interviewing, 
which was used to identify critical or 
important attributes used in selecting 
a core-cutter manufacturer. In this 
phase, primary emphasis was placed 

continued on p. 64 
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Editor's note: Owen Jenkins is CEO 
of Kadence Business Research- North 
America, Framingham, Mass. He can 
be reached at 508-620-1222 or at 
kadence@ email.msn. com. 

I keep six honest serving men 
They taught me all/ knew 
Their names are What and Why and When 
And How and Where and Who. 

-Rudyard Kipling 

l!e first part of any research project 
hould be "What do I want to find 
ut?" Working with many differ­

ent businesses we have noticed that 
clients often ask similar questions even 

though the ultimate end user markets 
are different. For example, the que -
tions asked by a pharmaceutical man­
ufacturer with regard to the threat of 
generic drugs were similar to tho e 
posed by an auto manufacturer con­
cerned about the use of non-OEM auto 
parts. 

Having noticed this similarity we et 
about identifying the key questions that 
any client should ask of their market. 
Thi wasn't purely an academic exer­
cise. We saw an opportunity toe tab­
lish a frame of reference to guide all 
our business research projects. Thi in 
tum would help establish a focus for an 
individual research project and 

improve decision making by all 
involved. It would also allow us to offer 
interviewers insight into the broad 
direction of fieldwork without reveal­
ing details that may bias interviewing. 
As a final reward it would allow u to 
audit existing research and identify 
information gaps. 

We arrived at six fundamental ques­
tions that should be asked of a market. 
We phrased them in the future tense 
(implying that re earch become 
before marketing activity) and used the 
term "product" to describe that which 
is marketed rather than the more cum­
bersome "product or service." We have 
also assumed that the client feels per-
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sonal ownership for the product. 4. When will they buy my product? 
The six questions are: 5. How satisfied are they after buy­

ing my product? 1. Who will buy my product? 
2. Why will they buy my product? 6. What will they buy next year? 
3. Where will they buy my product? 

~ 
£llioH ·:·Benson 

Marketing, Public Policy 
& Opinion Research 

916/325.1670 
www.elliottbenson.com 

An Excellent Market 
to Research 

We're on speaking terms 
with just about every type 
of business decision-maker 

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

next b-to-b research assignment? 

• Mature, articulate interviewers • Client on-site and 
specially trained for business/ off-site monitoring 
professional research • CATI or hard copy 

• Integrated outbound WATS/ implementation 
inbound 800 methodology • Executive - Industrial -

Rsvp Financial- Medical 

RESEARCH SERVICES 

Neil Blefeld 
President 

The standard of quality in telephone research 

215-969-8500 
1916 Welsh Road 

Philadelphia, PA 19115 Michael Feldman 
Email: rsvp@rsvpresearch.com Executive V.P. 

Who will buy my product? 
Investigating this question requires 

unraveling two layers of the market: 
first, the type of organizations that buy 
the product and second, the specific 
individuals within the organization 
who are involved in the purchase. 

Defining and quantifying at the orga­
nization level starts with secondary 
research. Organizations can be defined 
by size (employees or sales), market 
served (SIC), geographic location and 
possibly product usage. Primary 
research may uncover purchasing dri­
vers that lead to need based segmenta­
tion. 

The investigation of the decision­
making process offers a wealth of 
opportunities for the skilled researcher 
to help a client. First he must identify 
all the individuals involved in the 
process. This may include among oth­
ers, end users, line management, tech­
nical specifiers, designers, financial 
planners, purchasers and primary deci­
sion makers. Then he must understand 
the decision pathway and the relative 
roles of the individuals along the path­
way. 

He must also understand the things 
that are important to the individuals in 
the decision. That leads us to the next 
question. 

Why will they buy my product? 
All the rational and logical reasons 

for purchasing can be summarized in 
four word : quality, price, distribution 
and ervice. As a company we have 
undertaken re earch that investigated 
13 aspects of service in ordering and 
delivering ceramic tile in one ques­
tionnaire. 

The real breakthrough, however, 
come from acknowledging that there 
is an equally strong emotional element 
in busines purchasing. People buy 
something because they have a prob­
lem and they think that the product will 
alleviate the problem. In Chinese the 
same character signifies the words "cri­
si " and "opportunity." 

Research into purchase driver often 
centers on product feature . These 
results can only be truly interpreted if 
you understand the relevant needs of 
the market. It is the debate of features 
versus benefits and, to a lesser extent, 

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



needs versus wants. 
Overshadowing till entire process 

is the effect of the brand. Clients often 
include it as the fifth factor (along with 
quality, price, distribution and service) 
for rating purpose . Brand influence 
can be the sum of them all. It can deliv­
er strong perception of price, quality 
distribution, and service as well as that 
quinte sential element of emotional 
feeling. 

Perhap the value of a busines brand 
has been underestimated in markets 
where the salesman is the brand. If 
more bu iness purcha ing moves 
toward impersonal channel such as 
the Internet the need for strong busi­
ness brands increases. 

Where will they buy the product? 
Most companies rely on intermedi­

aries to distribute or ell their product. 
Some of these distribution channels 
have enjoyed a type of limited monop­
oly through specialized knowledge or 
physical distribution. With today's 
"information age" and the growth of 
more efficient logistics, the e limited 
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monopolies are difficult to maintain 
and the search is on to differentiate 
themselves through adding value. 

those with similar goals to the client. 
One potential problem is that the mar­
gins on distribution are so tight that 

The investigation of the decision-making proce s 
offers a wealth of opportunities for the skilled 
researcher to help a client First he must identify 
all the individuals involved in the process. Then 
he must under tand the decision pathway and the 
relative roles of the individuals along the 
pathway. He must also understand the things that 
are important to the individuals in the decision. 

Computer VARs (value added 
resellers) for example often sell basic 
computer equipment at cost, aiming to 
make money on installation, network­
ing or warranties. 

The objective of the researcher in 
thi market is to under tand the strate­
gy of different resellers and identify 

distribution channels are obsessed with 
price and can forget to develop a strat­
egy ba ed upon value. Many of our 
manufacturing clients are offering their 
own marketing expertise to their chan­
nel partners. 

A second observation is that 
advanced logistics means that trading 
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globally can be as easy as trading local­
ly. This creates larger unified markets. 
Each geographic market can support a 
minimum of three and a maximum of 
six distributor channels for a type of 

product. Fifty year ago that market 
may have been a single city; 20 year 
ago that market was a single state; now 
that market is all 50 states; tomorrow 
that market is the world. The growth of 

"'-. I rely on FINDISVP to get 
"'-. I ~~ Q the intelligence I need to 

l- ~·1 ~ make my market moves. 1 
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category killers and the consolidation 
of maller businesses into large groups 
continue . Perhaps all distribution 
channels will become global and dom­
inated by a small number of large play­
ers. And how many of these will be 
American -owned? 

And what of the role of the inde­
pendents? We undertake a regular syn­
dicated survey of independent retail 
pharmacies. It is true that the brand 
pharmaceuticals are more interested in 
distribution contracts with the major 
chains. However generic manufactur­
ers continue to work hard to reduce 
their reliance on the central buyers. We 
have also seen the interest of home 
health care manufacturers in riding the 
trend toward home nursing. 

The independents hold the singular 
advantage of the distribution channel. 
They have day-to-day contact with the 
customer. They conduct a customer 
satisfaction study every time they try to 
sell. They are also small and flexible. 
These are the tools that independents 
use to counter the buying power and 
marketing strength of the bigger com­
petitor. 

When do they buy? 
This question is perhaps the least­

researched of the six. It is more than 
recognizing the seasonal nature of 
cruise holidays. It is about under­
standing when a sale is made. That 
split second when a purchaser, some­
times with no further information, 
moves from consideration to decision 
- a time after which, any salesman 
will tell you, the sale is there to be lost 
not made. 

There are underlying rhythms in 
business without which we could not 
use research to predict the future. 
This rhythm and timing can be also be 
tracked in a single sale. Those 
involved in larger business sales such 
as airplane or printing presses under­
stand the importance of timing. 
Sometimes a ale can seem to have a 
momentum of its own. 

If you know the time of a sale then 
you can build a model of all the influ­
encing factors and the individuals 
involved. With this information you 
can help a client design their sales 
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strategy and supporting marketing 
communications. 

and technical influences. Some influ­
ences such as the Internet transcend 
all four. Others fit more easily into 

How satisfied are they with my one, e.g., the aging Boomers, the 
product after they buy? eight-year economic expansion and 

With the cost of a new customer globalization of trade. All, however, 
outweighing the cost of keeping an are interrelated. 

decentralized workplaces and 
telecommuting or does it signal the 
rebirth of large population centers 
where the density of businesses 
allows for optic fibers to be laid to 
every door? 

It is a cliche to say that research is 
about asking the right questions. We 
hope that our questions can help 
frame others. If you have any sug­
gestions or your own list of questions 
please send them to me (my only con­
dition is that there must be more than 
three and less than 10!). r~ 

old one by a factor of five it is no Today's "growing problem" is 
wonder that so much money is spent tomorrow's business opportunity 
on customer satisfaction research. when coupled with a little lateral 
Some statistics, however, indicate thinking. Does a gold rush mean a 
that 60 percent of defecting cus- fortune from gold or the fortune Levi 
tomers were either extremely or very Strauss made from supplying denim? 
satisfied according to customer satis- Does the IT age mean an increase in faction measures. .-------___;:::..... ______________________ _ 

This is because atisfaction is a 
moving target and difficult to mea­
sure. It is heavily influenced by past 
experience and expectations. Also, 
once a product meets satisfaction, the 
level of required satisfaction is raised. 
Southwest Airlines regularly wins air­
line cu tomer ati faction awards 
because it manages customer expec­
tations. 

It is a scientific principle that by 
measuring something you change it. 
In all research the effect of the 
methodology must be taken into con­
sideration when interpreting results. 
Nowhere is the effect more notice­
able than in customer satisfaction. 
Can we separate the product experi­
ence into constituent parts? Further 
still can we then apply conjoint or 
trade-off analysis to measure impor­
tance and satisfaction with each part? 

For a fuller discussion of measur­
ing customer satisfaction I refer the 
reader to Terry Vavra's Improving 
Your Measurement of Customer 
Satisfaction. What I will say is that 
researchers can learn a lot by passive 
research, that is, watching and listen­
ing to customers and by talking to 
people in the organization who deal 
with customers on a daily basis. 

What will they buy next year? 
The answer lies in anticipating 

what problems our customers will 
have next year. The researcher hould 
familiarize themselves with the man­
ufacturing cycles within their indus­
try and the dynamics of their cus­
tomer market. 

Overlaid onto these observations 
should be political, economic, social 
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Case History ~! 

MONY still reaping rewards from 
mid-'90s African-American 

marketing initiative 
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n its 157-year history, Syracuse, for any initiative. We did not try to go 
N.Y.-based MONY, a provider of after the entire marketplace or create 
financial services, has always new products specifically for those new 
looked for long-term relationships markets." 
with its customers. "Don't market · In keeping with its Plan 90's market­

a product, develop a relationship" is a ing initiative - which targeted small­
key statement to MONY's approach to business owners and high net-worth 
all its markets. individuals, pre-retirees and retirees -

The MONY Group Inc. is the holding MONY sought to reach consumers in 
company for the member companies of · these same categories in the African­
The MONY Group, which provide American market. 
financial protection and asset accumu- MONY began researching and assess­
lation products and services. Its princi- ing the financial needs of these con­
pal subsidiary, MONY Life Insurance sumer groups in October 1994 and 
Company, a stock life insurer founded in implemented the marketing initiative in 
1842 as the Mutual Life Insurance 
Company of New York, issued the first 
mutual life insurance policy in the 
United States in 1843. 

To truly serve customers, you must 
know their needs, wants and desires, and 
address them above and beyond cus­
tomers' expectations. This approach will 
lead to "clients for life." 

In the mid-'90s, MONY began to 
extend this approach to various ethnic 
groups. After successfully reaching the 
Asian-American market, the company 
began an initiative aimed at the African­
American market, including a two­
pronged effort to recruit and hire more 
African-American agents and also to 
increase awareness of MONY among 
targeted groups in the African-American 
market. 

"We looked at the data, and saw, for 
example, that over two million African­
American adults lived in affluent house­
holds and 27 percent of the affluent 
households had incomes over $75,000," 
says Walter Bell, vice president, diver­
sity, at The MONY Group. ''That was a 
market that we had not penetrated. 
Further, we saw that African-Americans 
invested in savings accounts, CDs and 
real estate, and that meant there was a 
market for investments that provide 
excellent returns and diversification." 

As it has entered different ethnic mar­
kets, the target markets have stayed the 
same, Bell says. "We are a very niche 
focused firm and we felt that we would 
not go outside ofMONY's target groups 
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'1996. 
MONY used. a total quality manage­

ment process which included the estab­
lishment and involvement of a cross­
functional team of representatives from 
the field, management, home office sites, 
human resources and the firm's quality 
office (which managed the TQM initia­
tive). 

The team developed mission and 
vision statements. The mission state­
ment: develop a comprehensive mar­
keting plan to recruit and retainAfrican­
American field underwriters a(ld 
increase MONY's presence in African­
American Plan 90's markets. The vision 
statement: position MONY as the com­
pany of choice for African-American 
employees, field associates and_ clients 
by cultivating an environment that val­
ues diversity. . 

Assess markets, establish benchmarks 
MONY undertook a market research 

program including gathering internal 
data, competitive data and national data 
from various primary and secondary 
sources to assess its target markets and 
establish benchmarks. 

Some key findings: 

& ic research 

• African-Americans' total income 
increased 600 percent between 1970 and 
1994 (for a total household purchasing 
power of $278 billion). 

• The number of businesses owned by 
African-Americans increased 37.6 per­
;cent oyer a five-year period. 
. • Thirty-eight MONY agencies were 
located in the top 10 states with the 
largest African-American population. 

• Affluent African-Americans will 
respond to companies that affirm both 
their social status and heritage. 
; • African-Americans have strong affil­
iations with social organizations. 

THE 
MONY 
GROUP 

• African-American wealth is gener­
ally earned rather than inherited. 

"For those within MONY who had 
little exposure to the African-American 
culturt? and market, our research pro­
vided the facts and strategy needed to 
support tliis initiative," Bell says. 
· Additional research showed potential 
~lients felt they could m?re easily 
·approach a member of their own ethnic 
group with questions and concerns about 
life insurance. Respondents said they 
felt that agents in their ethnic group were 
able to identify with the different needs 
and desires of ethnic communities and 
establish a comfort level with them. 

Focus groups were conducted with 
African-American MONY employees 
to see how they, as financial services 
consumers, saw the company and its 
efforts to market to them. Employees 
had positive feelings toward the compa­
ny but felt that MONY hadn't done an 
effective job of making sales calls on 
them. 

Made an investment 
On the strength of the research, 

MONY made an investment of per-

continued on p. 68 

29 . . 



·~"· 

Ethnic reseqrcfi 
\'f':~ 

Editor's note: Belkist E. Padilla is 
vice president, qualitative research, at 
Strategy Research Corp., Miami. She 
can be reached at 305-649-5400 or at 
bpadilla. mfinc-ah@ marketfacts. com. 

I was talking with a young Mexican 
woman in a Los Angeles focus 
group about the importance of 

serving her family authentic Mexican 
meals. My client wanted to know how 
to position its canned and shelf-stable 
Mexican food product so that 
,Mexican housewives like this woman 
would buy it. Sales of the Mexican 
line of products were dismal and we 
didn't understand why. Taste tests had 
been very positive. Through the use 
of collage building, this Mexican 
woman gave us the answer. The col­
lage revealed her guilt at not having 
the time to make authentic, home­
made Mexican dishes like her grand­
mother used to make. She pointed out 
the love in an older Native-American 
woman's eyes (used to represent a 
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Mexican grandmother), with graying 
braids and a pleasing smile to how 
how Mexican food is about nostal­
gia, bringing a piece of the homeland 
to a faraway country, and giving your 
family a nutritious, great-tasting meal 
filled with love. 

We came to understand that giving 
them a product they could "nuke" in 
two minutes and tasted great wasn't 
the answer. With the help of this 
woman's collage and others from 
the research the client was able to 
successfully reposition the product 
with a primary focus on the prod­
uct's authentic, like-grandma-used­
to-make-taste. The strategy wa to 
use a Mexican grandmother person­
ality, not unlike the one in the col­
lage, to be the spokesperson for the 
line of Mexican products. This was 
to emphasize the product's home­
made taste and address the issue of 
guilt at using ready-made products. 
The message of the new strategy 
was that "our" Mexican grandma 

makes the products so you don't 
have to. 

Excellent tool 
Projective techniques- the use of 

a picture, word, image or sentence to 
provide an environment that encour­
ages the respondent to project his/her 
feelings and unconsciously express 
them in his or her re pon e- are an 
excellent tool to use among 
Hispanics. 

Le direct and more inclined to 
defer to others, Hispanics can be a 
difficult segment to interview. In the 
previous example, respondents all 
claimed they made their Mexican 
di he from scratch. The collages 
revealed that while this was their 
desire, and what they felt they should 
do, they were falling short of their 
own expectations. 

As a group, Hispanics value fami­
ly unity and the sharing of common 
goals and ideas. We see less value 
placed on independence, self-
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reliance, self-expression and singular 
thinking. How does one conduct qual­
itative research in this segment and 
make sure that one is getting at the 
"real" reasons behind certain opin­
ions or beliefs? This, of course, is a 
concern for any qualitative researcher 
but should be of particular interest to 
anyone conducting rese~rch among 
Hispanics. 

Below are a few mini-case studies 
that show how projective techniques 
can be used among consumers in this 
target. There are many ·projective 
techniques -these examples are but 
a few. The examples below are not 
based upon any one client or any pro­
prietary information. 

Case study: What is a healthy baby 
to a mom? 

A baby products company wanted 
to understand what is of critical 
importance to mothers of young 
babies. After a series of focus groups 
we discovered, not surprisingly, that 
a baby's health is what is most impor­
tant to a young mother. After many 

discussions we were perplexed with 
the questions, "What is a healthy 
baby?" Is a healthy baby the same for 
an Anglo mom vs. an Hispanic mom? 
What does a healthy baby look like 
and what does an unhealthy baby 
look like to Hispanic moms? 

A study was designed for which we 
compiled video and static images of 
babies at different stages of develop­
ment; at different levels of activity 
(sleeping, sitting, walking, running, 
crawling), in different moods and of 
different physiques (heavier babies 
and slimmer babies). Both Anglo 
moms and Hispanic moms viewed 
videos and stacks of baby pictures. 
They pointed out what healthy was 
and what healthy was not. The study 
revealed very interesting information: 
A healthy baby to an Anglo mother is 
not the same as a healthy baby for an 
Hispanic mom. 

An Hispanic mom looks for a baby 
that is chubby, has rosy cheeks, looks 
into his mother's eyes and not the 
camera. What might be considered a 
fit, carefree baby for an American 
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mother might be considered skinny 
and not well cared for by Hispanic 
moms. There were other bits of inter­
esting information. Healthy Hispanic 
babies always wear shoes or at the 
very least socks- clean socks. Anglo 
moms thought that a barefoot baby 
was healthy, carefree and happy. 
Subsequent advertising development 
revealed that while the same strategy 
could be used for both Anglo and 
Hispanic moms, the execution of the 
strategy was going to be very differ­
ent for each segment. Babies in the 
subsequent Hispanic ads looked at 
their moms, not at the camera. They 
were chubby, more traditionally 
dressed and wore socks or baby 
shoes. The Anglo ads showed babies 
who were not necessarily always 
looking at their mom, they were in a 
diaper or light cotton shirt and were 
not neces sari ly wearing socks or 
shoes. While both campaigns showed 
a healthy baby, they did so in a man­
ner appropriate for each culture. 

Case study: Do Hispanic women 
only drink "umbrella drinks"? 

When I initially brought up the 
topic of liquor and its consumption in 
a focus group with Hispanic women 
I got nervou s giggles. Initially, 
respondents lived up to the idea that 
women consume primarily soft spir­
its and only in the strictest modera­
tion. They were very reserved in their 
responses and talked about having the 
occasional glass of wine or the infre­
quent mixed drink. Those who ven­
tured to explain that they also like the 
occasional shot of whisky or tequila 
were met with exaggerated shock by 
the rest of the group. For the most 
part, they felt uncomfortable about 
admitting that after work they might 
join their husbands for a drink. 

However, the story was somewhat 
more complete after a picture-sort 
exercise. Respondents were asked to 
sort pictures that they associated with 
the different types of liquor they men­
tioned consuming. Pictures of open 
spaces, blue skies and bright prima­
ry colors depicted the feeling of 
Mexican women when they let go of 
their inhibitions and drink a shot- or 
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two - of tequila. Pictures of the 
color red and a man's smile depicted 
their husbands' reactions at seeing 
their wives "unrestrained.;' A picture 
of a couple laughing and snuggling in 
bed showed that drinking socially 
makes their husbands romantic and 
makes them feel sexy. Pictures with 
brown hues, textured fine fabrics, and 
people dressed formally depicted the 
aspirations of Cuban women when 
drinking a Scotch on the rocks. To 
our surprise, another woman 
explained after showing a picture of 
a beach umbrella and tropical fruit, 
"This is what we're always served . 
. . a pifia colada or strawberry 
daiquiri. It's insulting really. For men 
it's a given that they'll have a Scotch 
on the rocks ... we're not asked, 
we're given the 'umbrella drink!"' 

Case study: What should a mall 
look like? 

Each respondent was asked to build 
two collages. One to reflect how they 
currently view the mall, its merchan­
dise mix and the kind of people who 
shop there. They were told to feel free 
to use any pictures and/or words that 
reflected their impression of the retail 
center- from pictures of the types of 
people who shop there, to pictures of 
the types of merchandise sold, to pic­
tures that reflected the retail center's 
appearance. The second collage was 
to reflect their "ideal" mall (which 
would show what changes or 
improvements had to be considered to 
best attract the Hispanic consumer). 

The results were very interesting. 
The first set of collages showed that 
the mall was seen as being an older 
mall - words like "old-fashioned" 
and "good standby" were written over 
the pictures. When probed on the pic­
tures that represented the mall's mer­
chandise, respondents agreed that 
there was nothing unusual or unique 
about the merchandise sold at the 
mall and that they would like to see 
more diverse, "interesting" merchan­
dise. The second set of collages 
(which represented consumers' 
"ideal") provided a visual represen­
tation of what respondents meant by 
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"more interesting merchandise." 
This second set of collages also 

included pictures of families social­
izing together and with friends while 
taking a walk, or sitting at a cafe -
signaling the importance of eateries, 
places to congregate and good land­
scaping at the mall. Mexicans said 
that when they go to the mall they go 
with the entire family and the mall 
should have stores and businesses that 
appeal to the whole family. The infor­
mation gathered also helped the 

advertising agency pinpoint the types 
of images their target would find 
inspirational and motivational. 

Case study: What do Hispanic 
teenagers have to say? 

Teenagers of any origin are not the 
most talkative people in the world. 
But projective techniques can be used 
to allow them to laugh, let their guard 
down and reveal some of their opin­
ions. Projective techniques can be 
used quite successfully to tackle 

$102 billion spent shopping.* 
What's your share? 

U. S. H is pan i c T e I e p h on e R e sea r c h 

U.S. Hispanic Omnibus 

• Affordable multi-client design 

• Your choice of the top 10 markets 

• Over 25 years of U.S. 
Hispanic research 

Call Deborah Gonderil at 
(305) 649-5400 or 

Tom Mularz at 
(847) 590-7238 or your 

SRC -Market Facts 
representative. 

TELE • NACION" 
Hispan i c Telephone Research 

•Hispanic retail sales estimate for top 
1 0 US Hispanic markets from 

1998 US Hispanic Market Study, SRC. 

-. 
A SERVICE OF 

Strategy Research 
Corporation 
A Market Facts Company 

issues such as teen smoking, abor­
tion, safe sex, and gang violence. But 
they shouldn't be reserved to tackle 
sensitive topics and nothing else. I 
recently had Hispanic teens draw 
stick people as a way to find out how 
to reposition a fruit drink. Groups of 
teens were asked to make a stick per­
son on each of two sheets of paper. 
They were given magic markers, 
glue, pictures and crayons to use. The 
first stick person was to show what 
they are like and what is important to 
them. The second stick person was 
to reveal what the fruit drink would be 
if it were a person. 

The stick fruit-drink-person 
revealed that the fruit drink was like 
a friend one outgrows. It dressed in 
child's clothes and hadn't discovered 
the opposite sex. The stick-person of 
the teenager wore the "best" Nike 
shoes because it made them fast. They 
also drank sports drinks because it 
made them fast like the shoes. 
However, the pictures also revealed 
that they don't always have the 
money to buy expensive sports drinks 
so they drink water. When probed the 
teens explained that they wanted a 
drink that promised energy, strength 
and speed when playing any sport but 
that was also thirst-quenching when 
they were simply thirsty. It also 
revealed that fruit drinks are not 
"kids' stuff' but that an on-the-go 
smaller bottle that they could throw in 
their back packs or gym bags might 
increase consumption. These findings 
were key in developing advertising 
that repositioned the product for 
active, on-the-go teens. 

Less-guarded answers 
As with any consumer group, the 

moderator's ability to establish trust 
and a feeling of unconditional regard 
is key. But as with other segments of 
the population, projective techniques 
can be quite useful in obtaining less­
guarded answers by allowing 
Hispanic respondents to disagree in a 
manner that is more consistent with 
their culture- in an indirect and non­
confrontational fashion. It also allows 
us to understand what they really do 
versus what they say they do. r~ 
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r.e research process is key to under­
tanding Asian consumers. The 
ools for multicultural research are 

the same as those used in mainstream 
market research: focus groups, tele­
phone surveys, one-on-one interviews, 
etc. However, adjustments are some­
t~mes necessary in designing research 
for Asian-American market . Research 
assumptions and technique that work 
in researching the general public are 
not always applicable in the Asian­
American market. 

The best approach is to stick to the 
core strategy of understanding con­
sumer needs, attitudes and behaviors, 
identifying the cultural hot buttons, and 
using the established research tech­
niques that have proven successful in 
mainstream marketing. The key is in 
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the research process: using good, fun­
damental re earch and intelligent, cul­
turally ensitive people with insight 
into Asian culture to help interpret the 
findings. 

This article will focus on several key 
aspects of designing market re earch 
for the Asian-American market, includ­
ing: 

• the impact of Asian culture on con­
ducting market research; 

• conducting quantitative re earch 
among Asian Americans; 

• sampling issues in targeting Asian 
Americans. 

The impact of Asian culture on con­
ducting market research 

Asian cultures can have a ignificant 
impact on how marketing re earch is 
conducted within the Asian-American 
community in at least three key area : 

1) selecting appropriate re earch 
sample/respondents; 

2) designing questions to effectively 
gather meaningful information; and 

3) establishing a productive relation-

By John McKay 

ship between researcher and respon­
dent. 

U.S. researchers need to consider 
cultural subtleties or complexities in 
the Asian-American market that are not 
always evident in research conducted 
among the general market. To avoid 
mistakes that are commonly made by 
researchers unfamiliar with Asian cul­
tures, it may be helpful to have a cul­
turally sen itive researcher involved in 
the research planning stages. 

1. Respondent selection 
Determining the most appropriate 

respondent for an Asian-American 
research project requires an awareness 
of the various roles, responsibilities and 
authority levels in an Asian-American 
family. A researcher needs to have an 
understanding of and sen itivity to the 
Asian family structure in order to 
design the proper framework for find­
ing appropriate respondents. Without 
this knowledge, researchers risk gath­
ering information from the "wrong" 
respondents and developing conclu-
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sions based on invalid data. 
It i therefore important for 

researchers to understand how A ian 
family relationships add complexity to 
the selection of research respondents. 
Most Asian-American household tend 
to be multi-generational as well as 
multi-family. There is an intricate web 
of Asian family ties which makes 
selecting appropriate research respon­
dents especially challenging for the 
researcher. 

In the typical A ian-American fam­
ily structure, the designation "head of 
household" doe not necessarily mean 
"decision maker." That designation 
clearly depends on the type of decision 
to be made and/or the topic under 
investigation. The context in which 
decisions are made for the Asian 
household influences whether the 
researcher hould treat the occupants 
of a multi-family household as one 
extended family or as separate fami­
lies. 

2. Question design 
Asian culture also affects the devel­

opment of the que tions used to gath­
er information from Asian re pondent 
that will be useful and meaningful to 
the researcher. For example, where a 
respondent might be a ked to give a 
Very Good or Excellent rating in a ur­
vey de igned for the general market, 
re earch show that native or first-gen­
eration A ian re pondents do not ver­
bally understand such subtle di tinc­
tion that are more apparent in 
Engli h, and are therefore more 
responsive to numeric cales. 

Asians prefer to be noncommittal 
when a ked pointed question - and 
this lack of definitiveness can skew 
research. They frequently tell the inter­
viewer what they believe he wants to 
hear rather than what they really think. 
When asking Asian respondents to 
answer a survey que tion using a rat­
ing cale, an even-numbered scale 
(four points, ix point , 10 points) will 
encourage dichotomy and di courage 
their tendency to give noncommittal 
responses. 

In some Asian cultures, people find 
it difficult or uncomfortable to demean 
a product or a company. If Asian 
respondents are presented with a top-

box question on cu tomer satisfaction 
using a scale ranging from Very 
Sati fied to Very Dissatisfied, Asian 
respondents will seldom give a 
response lower than Satisfied. It is 
therefore necessary to take a different 
approach with Asian respondents , 
even though the process is the same. 
This is where it i important to use the 
expertise of an A ian cultural expert. 

If the re earcher fails to provide a 
context for the question that Asian 
Americans recognize in terms of their 
own cultural reality, Asian-American 
respondents by either: 

• redirecting the question, 
• giving a noncommittal re ponse, or 
• creating a context in order to 

re pond. 
The danger in this process is that 

respondents may provide information 
that reflects issues other than those 
under investigation. To avoid such cul­
tural pitfalls, it is important to pre-test 
a urvey prior to full-scale implemen­
tation to help the researcher under­
stand word/concept interpretations and 
contextual clues. 

3. Researcher-respondent relation­
ship 

The researcher-respondent relation­
ship consist of there earcher's own 
a sumptions and meanings; the 
re pondent' perception of the 
researcher's expectation ; and the rap­
port built between the two people. 
While this applie to all research, it is 
e pecially true in Asian marketing 
research. Establishing a good rapport 
with Asian-American respondents is 
crucial to succes ful Asian market 
re earch. The re earcher needs to 
demonstrate a sincere desire to under­
stand the respondents' values and 
opinions, so the respondents can teach 
the researcher about important dimen­
sions of their world. 

If it is obvious to an Asian person 
that the re earcher cannot relate to or 
is critical of the respondent's world 
view, there pondent often will an wer 
briefly with a response most likely to 
terminate the questioning. An Asian 
respondent who senses that the 
re earcher is sincerely open to learn­
ing about the complexities and 
nuances of his or her world is more 
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likely to provide a more complete, 
valid and useful response to a ques­
tion. 

Quantitative research 
There are four key aspects of de ign­

ing quantitative market research studie 
in the Asian-American market: 

• project timelines; 
• Asian language versu English-lan­

guage interviewing; 
• tran lation; 
• survey design. 

1. Project timelines 
Fir t and foremo t, dealing with mul­

tiple Asian culture in a tudy takes 
more time than a general market tudy. 
Clients should know this o that th~y 
can adjust their expectations and mar­
keting accordingly. A quantitative study 
with several ethnic groups and lan­
guages usually requires multiple pilot 
tests to examine length, flow, and com­
prehen sion. In a general market 
Engli sh-language study, the researcher 
typically is dealing with one question­
naire, one set of crosstabs, and one 

analysis. In a study among 800 Asian 
con umers, for example, the researcher 
might be dealing with 200 interviews in 
each of four (or more) languages. This 
can mean almost four times the analyt­
ical work, along with managing multi­
ple questionnaires, multiple sets of 
cro tab , and multiple team of in-lan­
guage interviewers, translators, and 
upervisors. 

2. Asian-language versus English­
language interviewing 

Telephone interview conducted with 
A ian-American should generally be 
conducted in the native language of the 
re pondent, because, unless noted oth­
erwi e, it is their preference. However, 
u ing bilingual (English/ A ian) inter­
viewers i recommended, as many sec­
ond-generation Asians primarily speak 
English. For best results, the respondent 
should be given the choice of being 
interviewed in either English or the 
re spective Asian language. This 
approach will provide the most repre­
sentative data for the targeted segment. 
The researcher will then be able to track 
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translation, the better. The translator 
and the researcher must review the sur­
vey question-by-question so the trans­
lator understands the concepts and the 
intent of the questions, not just the 
words. People involved.in the tran la­
tion must be close to the market and 
understand how the concepts are artic­
ulated in the marketplace. One per on 
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who understands the purpose and 
meaning of the English survey should 
be re ponsible for guiding all language 
translations to ensure consistency. 

It is very- important to pre-test the in­
language versions of the survey with 
actual respondents to make sure the 
wording is easy and comfortable for 
the interviewer to articulate, and the 
concepts and intent of each question 
are phrased in a way that is easily 
understood by and meaningful to the 
re pondents. 
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Some multicultural researchers insist 
that a back translation be performed on 
the survey by a different translator once 
it has been translated into the Asian 
language. Their reasoning is that the 
client will be able to use the English 
back translation to determine whether 
the Asian language translation has been 
done correctly. The fallacy in this logic 
is that translation is not an exact sci­
ence. No two translators will always 
use the same word or phrase to interpret 
the same concept. The Asian translation 

may be perfectly accurate, but the trans­
lator performing the back translation 
into English may not understand the 
context of the questions or may inter­
pret the Asian concepts slightly differ­
ently and thus choose a different 
English word or phrase than what was 
used in the original English version. In 
addition, the time and money spent in 
performing the back translation is not 
always worth the effort and delay in 
fielding the study. Rather than waste 
time and money with back translations, 
it is more valuable to follow the two 
steps outlined below, which have 
already been discussed: 

• have the researcher or client's Asian 
staff review the translation; 

• pre-test the translated survey with 
actual respondents. 

4. Survey design issues 
Researchers need to be aware that 

most new Asian immigrants are not 
accustomed to telephone research. In 
their native countries, the predominant 
method of data collection is in-person 
interviews, as the penetration of tele­
phones in consumer households is far 
lower than in the U.S. The in-person 
method lets the interviewer develop a 
level of rapport and personal trust with 
the respondent which is not as easily 
accomplished over the telephone. Asian 
consumers are not accustomed to being 
asked to give their individual, honest 
opinions, and this lack of familiarity 
with research methods can impact data 
collection. 

Because of the nature of the political 
regimes in many Asian countries, a tele­
phone call from an unfamiliar voice 
(even an Asian one) asking for opinions 
may often be met with a high level of 
suspicion. It is therefore very important 
that the wording of the initial contact 
with the respondent be deferential and 
polite while briefly explaining the pur­
pose of the call. 

It is important to note that Asian­
Americans typically have a lower sur­
vey refusal rate than the general public 
-about half of the national average of 
45 percent. This lower rate of survey 
refusals demonstrates an eagerness on 
the part of Asian-Americans to have 
their opinions heard. It may also be a 
reflection of the politeness of the Asian 
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cultures and a reluctance to say no. 
Researchers shou ld be careful not to 
take advantage of the e factor by keep­
ing the respondent on the phone for 30 
minutes or longer. A maximum of 20 
minutes is recommended for A ian tele­
phone surveys, with a 10 to 15 minutes 
preferred. 

For co t and timing estimation pur­
poses, it is important to know that in­
language interviewing typically takes 
about 20 percent longer to conduct than 
the same interview in Engli sh. If an 
English language version of the survey 
takes an average of 15 minutes to con­
duct, then the Asian- language version 
of the same survey will probably take 
an average of about 18 minutes to con­
duct. Thi is becau e it take longer to 
describe the same concept in Asian lan­
guages than it does in Engli sh. The 
degree of formality and politeness 
required in the phrases used by the 
interviewer when speaking with Asian 
respondents also requires extra time. 

Sampling issues 
By merely using a random digit dial­

ing approach, it is very difficult and 
very co tly to find the small segment of 
the U.S. population who claim Asian 
ethnic heritage. Therefore, it is neces­
sary to create more efficient and cost­
effective methods to find these cus­
tomers. 

While there is currently an indicator 
available for listed telephone ample 
that identifies Asian-American house­
holds, the indicator does not identify 
households by subsegment (i.e., 
Chinese, Japanese, Korean, etc.). For 
any studies that require quotas by sub­
segment, this indicator provides little 
help to the researcher. The indicator 
might be useful if the telephone surveys 
will on ly be conducted in English and 
there are no subquotas by ethnic seg­
ment. Without having any clue about a 
potential respondent's language pref­
erence, the data collection vendor will 
not know how to manage it interview­
ers or its sub egment quota . 

If the study is designed to offer the 
respondent a choice of languages in 
which to be interviewed, or if the client 
require certain quotas by subsegment, 
then employing a surname sampling 
methodology is critical. The surname 
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sample can be generated by ethnic 
group, so that bilingual Japanese inter­
viewers, for example, will only be 
given sample targeted to people with 
Japanese surnames. The surname sam­
pling method helps improve inter­
viewing efficiency in that the data col­
lection vendor can schedule inter­
viewers based on the amount of sam­
ple per language and the quot~s 
required per language group. If a 
Chinese interviewer discovers any 
Korean respondents (for example) in 
the Chinese sample, these names and 
phone numbers can be passed along to 
a Korean interviewer for re-contact­
ing. 

In order to increase the incidence of 
finding Asian-American households 
within a surname sample, a supple­
mental census tract approach is rec­
ommended. With this method, the sam­
ple supplier can identify census tracts 
within the targeted geographic mar­
kets that have some minimum inci­
dence of Asian-American households 
-for example, 35 percent- as decid­
ed by the researcher. The sample sup-

plier would then pull random listed 
sample from all census tracts that meet 
the minimum threshold, distributed 
between the geographic markets 
according to the preferences of the 
client. 

The higher the threshold of Asian 
household penetration within a census 
tract, however, the less representative 
that census tract will be of all Asian 
households within that geographic tar­
get. The trick is to find a threshold that 
is high enough to increase the inci­
dence of finding Asian households and 
yet still have a relatively high degree of 
representation of all Asian households 
in that market. It may be easier to pull 
sample only from census tracts that are 
100 percent Asian, but census tracts 
with 100 percent penetration of Asian 
households are usually representative 
of only a very small percentage of all 
Asian households in that particular 
market. Chances are the study results 
would be skewed because the sample 
is not representative of the majority of 
Asian households in that market. The 
best option is to decide on a penetration 

GROUP DYNAMICS 

threshold that is high enough to find 
concentrations of Asian households 
while remaining representative of at 
least 50 percent of all Asian house­
holds in that market. The sample sup­
plier can calculate this incidence for 
the researcher. 

Limitations of surname sampling 
methodology 

One limitation to this method is the 
fact that surname sampling does not 
provide a perfect match. For example, 
some common Asian surnames - such 
as Lee (Chinese) and Park (Korean)­
are also common surnames among 
other Asian groups or among the gen­
eral American population. Many 
Filipino surnames are of Hispanic ori­
gin, which makes surname sampling 
for Filipino populations very problem­
atic. 

For the Filipino market, the best sam­
pling strategy may be to avoid the sur­
name sample methodology and focus 
on the census tract technique. The 
researcher and the sample supplier can 
identify geographic areas with high 
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concentrations of Filipino households. 
Then, rather than a urname sample 
database, the sample supplier can use 
the Asian household ample indicator to 
target Asian hou eholds in tho e cen us 
tracts, as Filipinos are counted as Asian 
in the cen us database. While some 
non-Filipino A ian are likely to be 
included in the sample, the benefit is 
that nearly all of the Hi panic hou e­
holds (as well a African-American and 
Caucasian) will be filtered out. 

Another limitation of this method is 
that households with unlisted telephone 
numbers and households without tele­
phones are not represented in the sam­
ple. The umame ample only works 
with li ted ample, as unlisted ample 
purchased from an independent up­
plier does not include surnames. 
However, the benefit of using a target­
ed umame approach is to provide a 
very cost-effective and highly repre­
sentative olution to identifying and 
interviewing the particular A ian seg­
ment. 

Becau e few marketer have tried to 
reach the Asian market, li ts are carce. 
In fact, all of the available Asian tar­
geted lists are surname lists. Asian sur­
names are matched against various 
records to produce the e li t . For com­
panies who plan to use urname match­
ing to find possible Asian customers in 
their own database , it can sometimes 
be helpful to run a second sort on first 
name matches, too -if a li t of A ian 
first names can be found or compiled. 
There has been an attempt to create 
lists for each of the major Asian seg­
ments that incorporate both surnames 
and first names, but such lists are not 
widely available in market research cir­
cles. 

Since making assumptions ba ed on 
surname can be tricky- due to mar­
riage, immigrants who "Americanize" 
their last names, and names that may be 
similar in certain cultures- this addi­
tional criterion can help reduce the ri ks 
of finding non-Asians in the database. 
However, this method i not fool-proof 
either, as many A ian have 
Americanized their first names. Neither 
of these methods is helpful in finding 
households where an Asian woman has 
married a non-Asian and Americanized 
her first name a well. r~ 
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Ute stages, lifestyles and ethnic background 

Editor's note: Susan Saurage-Altenloh 
is president of Saurage- Thibodeaux 
Research Inc., Sugar Land, Texas. She 
can be reached at 800-828-2943 or at 
ssaurage@ saurage-research. com. 

Segmenting is more than slicing a 
market into age-defined consumer 
groups. Much more. There was a 

time, not too long ago, that this worked. 
Family units were stable, geographic 
data held more water and lifestyle did 
not take into account sexual preference 
or country of origin. Today's game is 
much different. You have a multitude of 
life stages, lifestyle and ethnic back­
grounds to consider. 

The major change in defining con­
sumer groups is the switch from chrono-
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logical age to life stage. Life-changing 
events- marriage, divorce, death, chil­
dren, returning to school, new job, job 
relocation, retirement - drive con­
sumers to reevaluate their priorities, 
product needs and brand preferences. 
For example, the needs of a 50-year-old 
working mother of a young teenager are 
much different from those of a 50-year­
old retired mother whose youngest child 
is long gone from the nest. 

Other changes in our culture affect­
ing segmentation include the expan­
sion of women's presence in the work­
place, an increasing ethnic population 
and more relaxed views on gay and les­
bian issues. 

Below are four age group segments 
and three buying power markets shaping 

today's product demand. 

Age group segments 
While chronological age is only a 

fraction of the formula, you still rely on 
thi characteri tic to help define eg­
ments. Age provides a broad idea of the 
economic, political and family unit con­
ditions to which a person has been 
expo ed and the attitude they may have 
adopted. 

What we call the Mature Market, 
tho e age 53 and older, makes up 26 
percent of our population. The finan­
cially well-off grandparents within this 
group live better than their adult children 
and sub idize their grandchildren's 
lifestyles with their enior citizen dis­
count . This group is living longer than 
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in prior years and claims to feel and act 
10 to 15 years younger than their actual 
age. 

• The Mature Market is health-con­
scious and considers 50 the midpoint of 
life, not the endpoint. This is a time when 
they reevaluate their wants, needs, goal 
and roles on personal and consumer lev­
els. According to a study conducted by 
Roper Starch Worldwide for the 
American Association of Retired 
Persons (AARP), consumer profile 
based on these factors include: 

1) Continuing Caregivers (median age 
55) -These 13 million individuals are 
responsible for their parents, grandchil­
dren or adult children. 

2) New Me (median age 55)-These 
people have gone through a compelling 
personal change such as a mid-life cri­
sis, major career change or menopause. 

3) Free Birds (median age 69) -
These individuals are retired, self­
focused and free of family obligations. 

• The influential Baby Boomers, cur­
rently 77 million strong, are the most 
lucrative segment in the nation. These 
individuals, between 34 and 52 years of 
age, are known for changing every insti­
tution they encounter. Prime examples 
are the classrooms of the '50s and the 
boardrooms of the '90s. 

Members of this well-educated, 
sophisticated, demanding, individualis­
tic, independent, and self-indulgent 
group have less leisure time than their 
parents did. Older individuals in this 
segment are just beginning the battle 
against aging. Sales of skin cream, sun­
tan lotions, hair coloring, cosmetics, vit­
amins and nutritional upplements are 
surging. Spirituality is seeing a rebirth as 
maturing Boomers search for the mean­
ing of life. 

Boomers maintain the attitude that 
they can alway take care of themselves. 
They have become high-tech consumers 
because they can afford it, not because 
they are more proficient. 

Memory and nostalgia are useful tools 
to appeal to Boomers' need for security, 
but it must be the real thing. In recent 
years, television advertisements for the 
Nissan 200SX showed the car zipping 
down the road to the theme from the old 
Batman television show. It i important 
to recognize that Nissan used the real 
theme and not a jazzed up remake of this 

tune. Other examples are Mercedes ads 
layered with Janis Joplin's ode to the 
Mercedes-Benz and Maxwell House's 
u e of "Wild Thing." 

• Generation X, the next age group 
segment, comprises 17 percent of our 
population. The lives of these 21-to-33-
year-old are defined by education, inse­
curity, informality and a slow transition 
to adulthood. 

Generations Xers can be divided into 
four primary attitude groups: 

1) Cynical Disdainers - are primar­
ily pessimistic about life. 

2) Traditional Materialists- are like 
Boomers and seek the American dream. 

3) Hippies Revisited- express them­
selves through music and spirituality. 

4) Fifties Macho - are young 
Republicans. 

The youngest Generation Xers are 
career-minded hard workers. They want 
a good job and an exciting career, but are 
afraid they will not find this. On the 
whole, Generation Xers question the 
price of Boomers' achievements and 
refuse to adopt the 14-hour-day work 
ethic. 

Many of the 46 million Generation 
Xers are from fragmented families; 40 
percent spent some time in a single-par­
ent hou ehold by age 16. This was the 
first generation to fully experience the 
new extended family of step-parents and 
half-siblings. One-fifth of Generation 
Xers live at home. 

Thi group values leisure activities, 
family entertainment, economical and 
functional clothing, quality day care and 
home offices. They are happy with 
smaller homes, economical furnishings 
and family-priced cars. They value 
today ' technology - cellular tele­
phone, pager, fax- which allows them 
to stay in touch and in control. 

When it comes to reaching Generation 
Xers, remember that they dislike adver­
tising hype, overstatement, self-impor­
tance, hypocrisy, and personal sales at 
home. Generation Xer are better moved 
by visual images than the written word 
and have very few role models. They 
are more likely than other generations to 
seek out local, pecialized products such 
as microbrews and out-of-the-main­
stream vacation places. 

• Echo Boomers is the label most 
often used to describe the next youngest 
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age group segment. These individuals, 
born between 1977 and 1994, make up 
27.5 percent of our population. Also 
known as Generation Y or the 
Millennium Generation, these kids are 
described as more competent, confident 
and wary than their parents. 

The 72 million Echo Boomers are 
diverse in race, living arrangement and 
socio-economic class. For example, two­
thirds are white and one in 35 is mixed 
race; 23 percent live in poverty and 27 
percent have only one parent. They are 
the first generation to seriously question 
all traditional racial categories. 

The teens (age 12 to 19) in this group 
are very knowledgeable about music, 
entertainment, fashion and personal care 
products. They influence the spending of 
$100 billion per year; $63 billion is their 
own money. The number of teens in this 
age range is expected to grow two times 
the rate of the total population during 
next 10 years. 

Echo Boomers are the most media­
savvy generation so far. Using celebrities 
to sell a brand is only marginally effec­
tive with this generation. These kids may 
re · ect romotions that sell a roduct or 

service to a specific gender. Appeals to 
this group should be designed with the 
knowledge that teens spend money to 
have fun - shopping is an experience 
rather than an errand. These teens under­
stand and value quality; quality is con­
sidered the essence of cool. 

Evolving buying power markets 
A buying power market is defined as 

a homogeneous group exhibiting 
increasingly defined needs and demands 
along with growing purchasing power. 
The group must be large enough to cap­
ture the attention of marketers, retailers 
and advertisers, and often has influence 
over or within generational markets. 

The most significant of the evolving 
markets is women (females over age 18) 
with their household purchasing power 
towering over other groups at $3.4 tril­
lion. While women make significantly 
less than half of all household income, 
they influence over 80 percent of dollars 
spent. They make more decisions than 
men do about cars, tires, financial ser­
vices and personal computers. As buy­
ers, they pay more than men and are less 

Hagler Bailly,. 
A WORLD AHEAD 

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

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

Ours does. 
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Madison, WI 53711-1058 Tel608-232-2800 

Contact Bryan Ward, E-mail research@haglerbailly.com 

likely to haggle over price. 
Women currently make up 45 percent 

of the total workforce; 62 percent work 
at least part -time. Over the next 10 years, 
the percentage of women who work will 
increase by 16 percent, while represen­
tation by their male counterparts will 
increase only eight percent. 

Women, as entrepreneurs, are gain­
ing more power in the business world. 
There are 7.7 million women-owned 
firms (up 43 percent from 1990) in the 
United States. This 30 percent of all 
businesses contributes $1 trillion to the 
U.S. economy each year. 

We are seeing some changes in the 
conventional male/female roles. 
Traditionally, men have been rather 
hedonistic; now we find women toying 
with this attitude. Having suppressed 
their individualistic natures as they 
raised children, these women are now 
spending money on themselves. How 
are men changing? They are experi­
menting with becoming SNAGS (sensi­
tive new-age guys). 

Ethnic markets are currently concen­
trated with persons of Asian, Hispanic or 
black heritage. In 1980, one in five 
Americans was considered a minority. 
Today the ratio has jumped to one in 
four. This growth is concentrated in our 
children where one-third are black, 
Hispanic, or Asian. 

The traditional five P's of marketing 
are product, price, promotion, placement 
and profit. However, to attract con­
sumers of color, replace these with pas­
sion, preparation, perseverance, recog­
nition, relevance, respect and relation­
ships. 

The following outlines the presence 
and expected changes in black, Hispanic 
and Asian populations in the U.S. 

Black 
• Currently 34 million; 12.6 percent of 

all Americans. 
• $500 billion purchasing power. 
• Grew by 13 percent in last decade 

alone. 
• Southern U.S. states are home to 

more than one-half of all blacks as com­
pared to 90 percent in the year 1900. 

• The term "African-American" is pre­
ferred over "black" slightly, but only 
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three percent are offended either way. 
• Average hou ehold income is 

$14 ,000 ; households with annual 
income above $60,000 are the fastest 
growing income segment for black . 

Hispanic 

Hispanics speak Spanish at home. 
Only 40 percent feel conversant in 
English. 

• Second- and third-generation 
Hispanic have strong cultural ties. 
Selling to their community is more 

Asian 
• Currently 10 million; les than four 

percent of all Americans. 
• $150 billion purcha ing power. 
• Their presence in the workforce will 

• Currently 30 million ; 
11 percent of all 
Americans. 

Age Group Segments 

increase 39 percent in the next 10 year 
compared to a national 
increa e in the workforce 
of 12 percent. 

• $350 billion purchas­
ing power. 

• Hispanics increased 
from 22 million in 1990 
to 26 million in 1995. 

• Their presence in the 
workforce will increase 
36 percent in the next 10 
years com pared to a 
increase in the national 
workforce of 12 percent. 

• The U.S. Hispanic 
Market Study shows that 
television is the medium 
of choice. 

• Hispanics prefer their 

80 

70 

60 

fll 50 
c: 

~ 40 
~ 

30 

20 

10 

0 

media in the first language they learned 
to speak . However, 75 percent of 

At Opinion Dynamics Corporation, 
we target the right sample, ask 
the right questions, and use the 
right methodology for more than 
400 national clients from a varie~ of 
industries-including energy, 
healthcare, restaurants, retail, 
financial services, professional 
services, telecommunications, and 
high technology. We provide 
timely, useful information that 
impacts decisions. Whether your 
goals involve tracking customer 
satisfaction, launching a new 
product, staving off competition 
or developing communications 
plans, our highly-educated and 
experienced researchers have 
your bottom-line needs in mind. 

Member of American Marketing Association, 
Marketing Research Association, American Statistical 
Association, Business Marketing Association, Council 
of American Survey Research Organizations, 
American Society of Association Executives, 
Massachusetts Restaurant Association, Retailers 
Association of Massachusetts, Sales and Marketing 
Executives, Society for Healthcare Strategy and 
Market Development, American Association for 
Public Opinion Research. 
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Mature 
Market 
(53+) 

Baby 
Boomers 
(34-52) 

Generation X 
(21-33) 

Age Groups 

Echo 
Boomers 

(5-20) 

• The Asian population 
ha doubled since 1980. 
They are the fastest grow­
ing, most diverse and most 
affluent minority group. 
Their median household 
income is $36,000. 

• Asians are usually 
found in high-tech or agri­
cultural careers. 

Gay/lesbian market 
The gay/lesbian market 

comprises seven percent of 
our population. These 
exceptionally well-educat-

effective than selling to their individual 
household. 

ed individuals have high 
levels of disposable income ($200 -
$400 billion) and many have their own 

I OPINION DYNAMICS I 
A Better Return frolll 

Marketing Research 

Customer Satisfaction 

Product Development 

Segmentation Studies 

Market Share Analysis 

Brand Loyalty Studies 

Attitude Research 

Needs Analysis 

Naming and Logo Tests 

Decision Making Analysis 

Issue/Opinion Research 

For more information, contact John Minor, Director of Marketing 
at 617-492-1400 

j m inor@opiniondy namics. com 

49 



FIRST, 
MARKET 

RESEARCH. 
First Market Research helps 
its clients "get the facts" with : 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

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

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

• Multivariate analysis & 
affordable conjoint designs 

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

http://www. firstmarket.com 

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

First 
Market = Research 

656 Beacon Street, Boston, MA 02215 
(617) 236-7080 

2301 Hancock Drive, Austin, TX 75756 
(512) 451-4000 

50 

Evolving Buying Power Markets 
You must now 

employ more demo-

•
Population 
Millions 

120 

100 

80 

Women 
(over 18) 

Asian Hispanic Black 

Market 

business. They travel frequently; one­
third have traveled overseas. 

This market is geographically con­
centrated, with lesbians tending to settle 
in the suburbs and males choosing the 
inner-city life. 

The gay/lesbian market votes with its 
pocketbook for advertisers who have the 
courage to market to them. These indi­
viduals tend to stick together, support and 
elect each other. A strong word-of-mouth 
network makes it easy for marketers to 
reach them. While this market is proud of 
its distinctiveness in areas including fash­
ion, signs and symbols, it i also afraid of 
being branded as different. 

Effects on research 
How have these demographic and 

social changes affected market 

National Overview 
of the U.S. Population 

•

Purchasing Power graphic categories. For 
$Trillions 

Gay/Lesbian 
(estimated) 

3.s example, one person 
may be several races or 
two adults living in a 
household may have a 
relationship other than 
husband and wife. 

Today, political cor­
rectness is important 
when wording survey 
questions. "Household" 
is preferred over "fam­
ily." The word "family" 
implies that the people 
living in the house are 

related by blood or marriage. 
The fracturing of our population 

means you must explore larger samples, 
especially in the bigger metropolitan 
markets, to complete enough surveys to 
permit statistical analysis of smaller or 
more complex subgroups. For example, 
a sample must be large enough to cap­
ture and compare middle-class whites 
with middle-class Hispanics and middle­
class blacks all within one area. 

Who you choose to research also 
shifts. It is obvious that women's pur­
chasing influence makes them more 
appealing research subjects than in the 
past. Echo Boomers are more in demand 
than Generation Xers ever were. Why? 
Because there are more of them, they are 
sophisticated spenders and have signif­
icant spending authority within their 

Year U.S. Population Life Expectancy at Birth 
(Male/Female) 

%White % over 65 % under 20 
(Elderly) (Chi ldren) 

1900 76 million 48/51 yrs. 88% 4% 44% 
·-----------------

1950 

1998 

151 million ____ 6 __ 617_ 1.:_yr_s._ _ 89% 7% 34% 

270 million 72/80 yrs. 73% -13"0~=---2_9°~ ----~~ 
2050 383 million 82 yrs. 

research? The segmentation process is 
more complex because research results 
are stratified in more ways than before. 
You no longer rely on gender or house­
hold income delineations alone. Now, a 
typical stratification looks more like 
"males in upscale families with young 
children" or "economically challenged 
urban families." It is critical to explore 
statistical correlations according to 
complex clusters. 

53% 20% 26% 

families. 
Staying on top of these changing mar­

kets is no easy task. New segments 
emerge, existing influences shift and 
new consumer profiles surface within a 
market. As a researcher, your job is to 
help determine the beliefs, attitudes and 
behaviors of your client's customers. 
Keeping your finger on the pulse of the 
cultural mix is key to successfully reach­
ing this goal. r~ 
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Advertorial 

In-store studies grow in importance 
In the retail environment shoppers don't have to 
"remember, " they're already there. The store shelf 
and shopping experience can be part of the stimulus. 

Editor 's note: William Hruby is a mar­
ket research and advertising consultant 
with nearly two decades of packaged 
goods marketing experience. 

A
quandary exists for packaged 
goods marketers : Consumers 
often think about crucial product 

or marketing issues only while they 
stand at the shelf. Yet research is most 
commonly conducted in malls , mail 
panels and other locations far removed 
from the point-of-sale. The fact that 
1 00% of all buying decisions are 
ultimately made at the shelf favors the 
case for in-store research. 

Go where the shoppers decide to buy. 
To capture those fleeting points which 
translate into product A being selected 
over product B, consumers must be 
intercepted in the store where top-of­
mind issues are present. Meet that same 
consumer in a mall two weeks later, 
and, IF you can get them to speak with 
you at all, it is highly unlikely they can 
remember their purchase decisions, 
awareness of brand options, motivations 
for purchase, etc. And certainly not 
with the same degree of accuracy as an 
interview conducted at the point-of­
purchase. 

Participation is a major and growing 
problem for traditional research meth­
ods. Mall wave-off rates (shoppers who 
refuse to even be approached) hover 
around 90%, compared to in-store wave­
offs which are more typically 30-50%. 

In a recent issue of Marketing Research 
(Spring, 1998), authors Bearden, Mad­
den and Uscategui summarized this 
point. In their report they emphasize 
that the pool of qualified respondents is 
drying up. Their concern: "Lack of 
representativeness resulting from refusals 
to participate .. . jeopardizes the accur­
acy of survey results. Evidence suggests 
that the decline in participation rates is 
already occurring and may accelerate." 

By William J. Hruby 

Three questions you should ask: Prior 
to going to field , cutting edge market 
researchers ask themselves three quest­
ions, according to Dr. Herb Sorensen of 
Sorensen Associates 

1) What information is needed? 

2) Who has that information? 

3) Where are they; and are most capable 
of providing the information? 

Product Guidance Research, the answers 
often point to in-store research. 

Sorensen Associates has available over 
40,000 retail locations in the U.S., and 
the technology to execute fieldwork in a 
few days. This infrastructure is at the 
foundation of the firm's reputation for 
conducting demographically structured 
studies. at the neighborhood level. 

Researchers now have new and better For packaged goods researchers involved 
in concept, prototype and related phases options for collecting consumer inform-
of product development who rely on ation- at the point of purchase. • 

Purchase-intention surveys 
can take you only so far; 

marketers would also 
do well to observe 
consumers in real 
buying situations. 

Harvard Business Review 
May-June 1998 

4';j Sorensen Associates 
25 years of in-store research inc 

Portland, Oregon Headquarters 
800-542-4321 

Minneapolis Client Service Office 
888-616-0123 

See us on the web - http://www.sorensen-associates.com 
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Editor's note: Pepper Miller is presi­
dent of The Hunter-Miller Group, a 
Chicago research and planning firm. 
She can be reached at 773-978-7245. 

m Burrell, chairman/CEO of 
Burrell Communications, once said 
"African-Americans are not dark­

skinned white people." I heard Mr. 
Burrell's statement more than 15 years 
ago. His aim was to show marketers that 
cultural differences require different 
advertising messages for African­
J\rnericans versus the general popula­
tion. The same idea also applies to mar­
keting research. 

For years, when conducting research 
among the African-American segment, 
my firm has used traditional designs and 
methods, carefully noting along the way 
what works and what doesn't. Today, 
we share our lessons, experiences, and 
advice with clients to help them under­
stand that in research, like advertising, 
cultural differences impact how African­
Americans should be approached, 
recruited and interviewed. 
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Following are some illustrations of 
research projects that required a differ­
ent approach to designing and executing 
research among the African-American 
segment. 

I. Identifying the target and market 
Compared to general market infor­

mation, there continues to be limited 
quantitative information about African­
American consumers outside of propri­
etary projects. Therefore, many mar­
keters often shoot from the hip, particu­
larly when identifying the target. For the 
less-savvy marketer, or those with little 
or no experience with African­
Americans, we suggest the following 
checklist of options as a place to start. 

1. Use Census data to help identify, 
define or create a rationale for your tar­
get, i.e., age (50 percent of African­
American adults are aged 18-34) and 
income and residence (growing num­
bers of middle- to upper-income 
African-American households are locat­
ed in the suburbs). 

2. Brand and category development 

By Pepper Miller 

indices and other syndicated research 
information (e.g., Simmons, MRI) to 
identify brand and category usage. 

3. Conduct quantitative research in 
areas of usage (including competitors), 
demographics, geography and attitudes. 

4. Consider markets with high con­
centrations of African-American con­
sumers and facilities that are experi­
enced with and accessible to this target. 

IT. Modify ''by-the-book" methods 
• Relax the qualifiers. In many cases 

a general market study will precede an 
African-American study and is used as 
the model for the design of the African­
American tudy. However, the general 
market specifications don't fit the real­
world situations of the African­
American target. Thus, the added 
demands for qualifying respondents 
make recruiting tough, send costs 
through the roof and increase the 
propensity for no-shows. The challenge 
is to incorporate quality and hands-on 
control while being flexible with the cri­
teria. Following are a few of our ex peri-
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ences that reflect this approach. 
We recently completed a qualitative 

study for a major insurance carrier to 
better understand the preferences among 
African-American business owners for 
African-American versus non-African­
American brokers. Previous general 
market research included conducting 
focus groups among brokers and busi­
ness owners. The same criteria were 
requested for the African-American seg­
ment. After reviewing the specs, we 
alerted the client to major differences 
and requested that the qualifiers be 
relaxed to represent more relevant situ­
ations in the African-American com­
munity. 

For example, the earning and com­
pany size criteria for white brokers far 

Name Creation: 
Name Testing. 

Best New Product Branding 

E@ 
For Information Contact: John P. Hoeppner 

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

e-mail: namequest @ aol.com 

llalnr:! llur:!st® 
The Scien(e of Name Creation 

exceeded the number of comparably 
structured businesses in the African­
American community. We convinced 
the client to relax the qualifiers to include 
1) businesses that are operating in the 
African-American community, and 2) 
African-American firms that are doing 
business with African-American insur­
ance brokers. 

• Relax the affinity clau e: employ the 
buddy y tern (bring a friend). In 
December 1996, The Chisholm-Mingo 
Group was one of three African­
American agency finalists for Denny's 
African-American ad bu ine s. On 
behalf of Chisholm-Mingo, we con­
ducted research among younger, older, 
current and former users of Denny's. 

Facing a quick turnaround and the 
challenge of locating qualified respon­
dents (particularly from the user seg­
ments), recruiters were forced to use 
resources beyond their database of peo­
ple with focus group experience. While 
many companies are conducting more 
re earch among the African-American 
segment than 15 years ago when Mr. 
Burrell was on his mission, we find 
many African-Americans- even the 

If your 

is fuzzy 
You probably need a focus group. Luckily we operate focus 
group offices in Seattle, Portland and Spokane. So at least 
one thing is clear, you need to call us. 

Consumer Opinion Services •••••••••-We answer to you 
12825 1st Avenue South Seattle WA 98168 

206-241-6050 FAX 206-241-5213 
Ask for Jerry or Greg Carter http://www.COSvc.com 

+ Focus Groups + Mall Intercepts + Central Telephone + Pre-Recruits +Field Services 

mo t sop hi tic a ted - haven't been 
expo ed to the market research process. 
Moreover, those first-time "virgin 
respondents" often carry skepticism 
about the process. 

Therefore, for Denny's we relaxed the 
affinity clause by allowing a few friends 
to participate in the same group, pro­
viding they met all other stipulated 
screening criteria. We noticed that a the 
comfort level increased, so did the flow 
of conver ation and the amount of valu­
able information. As a result, we were 
able to identify three "mindset" seg­
ments which enabled Chisholm-Mingo 
to better addre the issues at hand. 

By the way, Chisholm-Mingo's awe­
some presentation won them the 
Denny's business. 

• Change the environment - comfort 
level is key. Two doctors at Children's 
Memorial Hospital (CMH) in Chicago 
established a Safe Haven Program after 
observing that epidemic numbers of 
children (particularly from high-risk 
environments) were losing their lives to 
guns. Safe Haven was developed to help 
create private and public places were 
children can feel safe. 

To better develop the Safe Haven 
Program, CMH requested focus groups 
among mother residing in public hous­
ing development . Instead of having 
respondents come to a downtown facil­
ity, where the environment might pro­
hibit them from speaking honestly about 
guns in households, we persuaded CMH 
to execute the groups at the housing site 
- which in this case was Cabrini Green. 

This idea required making modifica­
tions to the recruitment proces and to 
the logistics for the groups. A typical 
facility relying on a databa e was unable 
to handle this special and delicate assign­
ment. Understanding that many public 
housing developments have active 
groups of concerned residents, we enlist­
ed the leader of one of the development's 
many program to help recruit qualified 
respondents. The screener wa modified 
to a simpler format and we dispatched a 
field person to work with the leader on 
recruitment, group coordination and set­
up. 

The group were conducted in a 
vacant apartment. One room served as 
the group room where respondent were 
audio and videotaped. Another room 
was set-up for client viewing via a TV 
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monitor. 
The 95 percent show rate comple­

mented the excellent discussions. 
Respondents indicated that they felt val­
ued and were appreciative that we met 
with them on their turf. 

III. Probe, probe, probe .. . without 
alienating 

Previous research ha shown that 
African-Americans have a tendency to 
highly rate issues, concepts, ideas and 
services that have a positive effect on the 
community. Such is the case with South 
Shore Banlc 

South Shore Bank of Chicago (SSB), 
is a white-owned institution primarily 
serving the African-American commu­
nity. SSB is a major player in Mrican­
American community development and 
has invested millions of dollars in prop­
erty renovation, small business loans 
and is physically located in the com­
munities which it serves. 

Although SSB 's persona as a good 
corporate citizen appeared to be intact, 
some issues surfaced regarding the over­
all quality of service to its retail cus­
tomers. In response to what manage­
ment was hearing from its customers, 
SSB requested a customer satisfaction 
survey to measure the effectiveness of 
its services among target customers. 

Using a 10-point scale, where 10 is 
the highest rating, many African­
Americans rated the bank's services 
with 9's and even perfect 10's- to the 
point where learning was limited. 

Thi s is not to say that African­
Americans are not being honest, but a 
couple of things were going on here. 

1. Compared to the general market, 
African-Americans feel that they are 
not often asked for their opinions . 
Therefore, it is not uncommon to see a 
trend of contrasting extremes e pecial­
ly with regard to issue and ituations 
affecting the community. Many get 
inspired from being asked and, in their 
mind , use research to foster a change 
(or, in the case of situation they don ' t 
want to change, maintain the status 
quo). 

2. There i a history and perception 
among African-Americans that "good 
things get taken away; bad things are 
here to stay." Therefore, our experience 
tell s us that with SSB , African­
Americans most likely wanted to ensure 
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that the community programs were not 
taken away or changed for the worse. 

To that end, depending on the client 
and ituation, the researcher may want 
to include additional probes at the end 
of the questions . Be careful about 
appearing to change the participant's 
responses. Instead, summarize their 
re pon es and even revisit some ques­
tions if necessary to help the them think 
about a particular event or circumstance 
that might help them deliver a more 
thoughtful response. 

Don't abandon tradition 
We are not advocating abandoning 

traditional approaches. They have served 
us well over the years. But it is impor­
tant that marketers and researchers 
understand that African-Americans 
respond to their environment and many 
situations emotionally. In most cases this 
is what clients want. However, the out­
come of the research and your market­
ing project may depend on how you 
approach Mrican-Americans and your 
success in getting them to be more 
thoughtful respondents. r~ 

Pressed 
For 

Time? 

Trust the experts with your next qualitative project. 
With just one phone call you can book a multitude of qualitative services. 
Expert national field management, multiple city scheduling and bidding, 
along with technical expertise in VIDEOCONFERENCING and 100% 

compatibility with any standard videoconferencing equipment. 

THE VIDEOCONFERENC I NG EXPERTS 

Simple. Effective. Smart. 

Call us now! 1-800-288-8226 www.group-net.com 

Atlanta, Jackson Associates, Inc. Boston, Boston Field & Focus Performance Plus. Baltimore, Chesapeake Surveys, Inc. 
Charlotte, Leibowitz Market Research Associates, Inc. Chicago, (Downtown) National Data Research , Inc. Chicago, 
(Northfield) National Data Research , Inc. Cincinnati, QFact Marketing Research, Inc. Denver, AccuData Market Research, 
Inc. Detroit, MOREPACE International. Houston, Opinions Unlimited, Inc. Indianapolis, Herron Associates, Inc. los 
Angeles, (Beverly Hills) Adept Consumer Test ing, Inc. los Angeles, (Suburban) Adept Consumer Testing, Inc. 
Minneapolis, Focus Market Research, Inc. Phi ladelphia, Group Dynamics in Focus, Inc. Phoenix, Focus Market 
Research, Inc. San Diego, Taylor Research San Francisco, Nichols Research, Inc. San Francisco, (Suburban) Nichols 
Research, Inc. San Jose, Nichols Research, Inc. Seattle, Consumer Opinion Services, Inc. Tampa, The Herron Group of 
Tampa, Inc. Washington D.C., Shugoll Research, Inc. 
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SuiVey Monitor 
continued from p. 6 

world (measured by GDP) was in 
recession last year, reports Zenith 
Media Worldwide, but only 6 per­
cent will remain so in 1999. The 
World Bank is predicting that glob­
al GDP will increase 1.9 percent in 
1999. An increase in overseas 
demand will help boost U.S. exports, 
which Standard & Poor's DRI is 
forecasting will rise a similar 1. 8 
percent this year. 

8. Industrial production, which 
began to fall more than a year before 
the last recession officially started, 
continues to grow. Industrial output 
climbed 3.3 percent in 1998, and 
according to Blue Chip, will rise 1.9 
percent this year. Two-thirds (68 per­
cent) of the manufacturing purchas­
ing executives surveyed by the 
National Association of Purchasing 
Management expect their company's 
1999 revenues to be greater than in 
1998, with a 5.2 percent net increase 
in overall revenues. 

OBJECTIVE: 

7. The U.S. has near-full employ­
ment. The unemployment rate hit a 
29-year low of 4.5 percent in 1998. 
More than 2.8 million new job were 
created last year, and DRI is pro­
jecting that an additional 1.6 million 
jobs will be created in 1999. 

6. Consumer confidence remains 
strong, and with increa ing income 
levels, consumer spending will keep 
rising. Personal consumption expen­
ditures, which grew 4.8 percent last 
year, are expected to increase 3.0 
percent in '1999, according to Blue 
Chip. 

5. Companies can borrow at favor­
able interest rates, allowing them to 
invest in their business to fuel future 
growth . The Federal Reserve Bank 
of Philadelphia's Livingston Survey 
is forecasting that the prime interest 
rate will edge down from 7.8 per­
cent in December 1998 to 7.5 per­
cent by the end of this year. 

4 . Business investment in durable 
equipment will continue to climb, 
rising 7.6 percent in real terms in 
1999, according to DRI. 

Manage the suroey (don 't let it manage you). 

551 SOLUTION: 
Dr. Andrew Kulley (chief statistician at employee-owned Response 
Analysis Corporation in Princeton, ew ]er ey)- "Working with 

traditional RDD sample when you are seeking 'low incidence' popu­

lations can be frustrating and expensive. By u ing urvey Sampling's 

Targeted ample in conjunction with traditional RDD sampling 

approaches, we not only make thing ea ier 
for our interviewers, but also retain our 

ability to generate fu lly projectable 
estin1ates for difficult-to-reach popu­
lation . Targeted Samples let us cut 

turnaround time substantially. That 
lets us bid on and win jobs we could 

not otherwise get - and make for very 

happy clients." 

Call SI for sampling solutions at 

(203)255-4200. 

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

Partners with survey 
researchers since 19 77 

3. Despite high employment lev­
els, inflation remains low. The GDP 
price index increased 1.0 percent in 
1998, and Blue Chip predicts that it 
will climb only 1.5 percent thi s 
year. 

2. Marke tin g communication s 
spending by bu siness-to-bu siness 
companies is rising , which will help 
drive future sales- and growth. The 
investment bank Veronis, Suhler & 
Associate is predicting that adver­
tising spending in bu siness maga­
zines will increase 9 .0 percent in 
1999 , and trade show and exhibit 
expenditure will climb 10.2 per­
cent. Forre terRe earch i forecast­
ing that Internet ad spending by busi­
nes -to-bu ines firm s will grow 
even faster, a whopping 58.6 per­
cent, thi s year. 

1. Great opportunities will remain 
even if the country does slide into 
recess ion sometime during 1999. 
During the last downturn , real gross 
dome tic output only fell 2.0 per­
cent, manufacturing output declined 
6.2 percent, and business investment 
in equipment dropped 8.3 percent 
in real term . Sales of some products 
and services fell 10 percent or more. 
Many firm s focu sed on the drop in 
sales, eeing the glass as being 10 
percent empty. Other companie saw 
that it remained 90 percent full and 
took market share - and profits -
away from more conservative firm s. 

A s tudy conducted by 
Pricewaterhou seCoopers in con­
junction with Bu sine ss Science 
International found that businesses 
that maintained aggressive market­
ing programs during the 1990-91 
recession outperformed companies 
that relied more on cost-cutting mea­
sures to cope with the downturn. In 
1999, a firm will need to boo t its 
communications budget just to main­
tain its current share of voice in the 
marketplace. 

No one knows what kind of year 
1999 will turn out to be for the U.S . 
economy, but key indicators remain 
po itive. "History shows that even if 
economic conditions turn sour, busi­
ness- ta-bu ine firm s that have a 
solid marketing game plan - and 

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



tay with it - will have a good 
year," says Long. 

Workers say no 
boundaries, no problem 

Workers under the age of 40 are 
twice a likely a their older counter­
parts to see fewer problems and more 
benefits in boundary less work arrange­
ment , according to a national re earch 
study released by Ceridian Employer 
Services, Minneapolis. For purposes 
of this study, the boundaryless work­
force was defined as work arrange­
ments that include one of the following 
practices: telecommuting , virtual 
teams, flexible time and pay plan , and 
temporary, project-ba ed profession­
als. 

According to the study, younger 
workers are substantially more likely to 
believe boundary less work is valuable 
for rewarding employees, beneficial 
for all types of work and a good way to 
increase job satisfaction. 

These results on generational differ­
ences are just one of eight themes and 

We're 
Bringing 
International 
Video 

findings identified in Ceridian's origi­
nal re earch, "The Boundaryless 
Workforce." The study surveyed senior 
executives, human resource manager , 
boundary less workers and their direct 
managers on the challenges and bene­
fits of the new work arrangements. 

"With 91 percent of companies using 
some form of boundary less work prac­
tice and most planning on increasing 
their usage in the future, it's clear that 
boundary less work is here to stay," says 
Robert Digby, senior vice president of 
marketing for Ceridian Employer 
Services. "The study shows that the 
successful use of these arrangements 
depends on the technology tools that 
are put in place and the overall plan­
ning related to the effort." 

Some key themes and findings: 
1. Current and future practices: 

Ninety-one percent of respondents cur­
rently are using boundaryle s arrange­
ments, and many plan to increase their 
usage in the next two years. 

2. Technology tools and resources: 
Boundaryle s workers and their man­
agers are two to three times more like-

ly than senior executives to endorse 
investing in technology tools and train­
ing to make boundaryless work 
arrangements successful. 

Forty-seven percent of workers and 
41 percent of managers support pro­
viding boundaryless workers with 
employee self-service software, com­
pared to only 14 percent of senior exec­
utives. Self-service lets employees 
access personal information such as 
home addresses, benefits declarations 
and W-2 forms from remote locations 
by using the Internet or a company 
intranet. 

3. Attracting and retaining workers: 
Half of respondents said boundary less 
work arrangements are highly suc­
cessful in attracting workers, and 60 
percent said they are highly successful 
in retaining employees . 

4. Generational differences: Younger 
workers are twice as likely as older 
workers to see more benefits and fewer 
problems with boundaryless work 
arrangements. 

Thirty-one percent of worker and 
managers over the age of 50 believe 

Field Facts Worldwide 
Your partner for worldwide data collection 

W ith global partners who understand quantitative 

and qualitative research as well as technology 

N ow brings you video conferencing all over 
~e~~ 

the world at a A affordable price. 

Video Conferencing 
the high tech and cost effective way 

to attend a focus group. 

Field Facts USA 
Tel: 508-872-8840 
Fax: 508-875-4719 
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Tel: +49-69-299873-0 
Fax: +49-69-299873-10 
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no More Problems. 
Dnlu Solulions. 

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

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

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

THE TRIAD OF A PHONE SOLUTION 

Quality 

Timeliness & 
Reliability 

Let us show you the 
perfect solution to your 

field service needs. 

Call Michael Schlegel at 
(2 7 2) 352-0445 or e. mail him at 

michael@phonesolutions.com 

Tucson • Albany • New York 
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boundary less workers are less respect-
ed than their traditional counterparts, 
compared to 10 percent of workers and 
managers ages 19-29 and 13 percent of 
workers and managers ages 30-39. 

5. Professional growth and work-life 
balance: Workers ages 30-39 are 
almost twice as likely as other age 
groups to say that boundaryless work 
arrangements contribute to greater job 
satisfaction and work -life balance. 

6. Productivity: Approximately half 
of all respondents said that boundary­
less work arrangements increase 
employee productivity. This contrasts 
sharply with the opinions of bound­
aryless workers and their managers­
only 17 percent believe they are more 
productive than traditional workers. 

7. Employee and job success fac­
tors: Twenty-four percent of managers 
believe boundaryless work has a neg­
ative impact on an employee's career, 
compared to only 10 p~rcent of work­
ers. 

8. Company preferences: Larger 
companies and multi-site companies 
are more likely to use boundaryless 
work practices than smaller companies 
and single-site companies. Fifty-two 
percent of companies with 

issues arising from the use of these 
arrangements. It also examined the cur­
rent and projected use of boundary less 
workforces, implementation chal­
lenges, effects on productivity and 
worker careers, and technology and 
resources needed to support these new 
work arrangements. An independent 
research firm conducted the survey in 
the third quarter of 1998. The sam­
pling error is ±5 percentage points at 
the 95 percent confidence level. 

The boundaryless workforce study 
booklet and detailed information on 
all findings can be accessed on the 
Ceridian Employer Services Web site 
at http://ces.ceridian.com. 

Omnibus looks at 
Hispanic ownership of 
technology products 

While most Hispanics (61 percent) 
own cellular telephones, Hispanic 
ownership of pagers, personal com­
puters and faxes is much lower, reports 
Hispanic Express, Taylor Nelson 
Sofres Intersearch's (TNS Intersearch) 
monthly five-market omnibus survey 

more than 5,000 employees r------------------.., 
Communication Devices Used By Hispanics currently offer telecornmut-

70% 61 % 

ing, compared to 27 percent 61
% 

61
% 

60% 

of companies with less than so% 
100 employees. 

40% 

"The study shows that 
30

% 

younger workers - the 
20

% 

future of the workforce -
10

% 

~18 % 

believe they can use tech- •o%...wa--'-...._ ........... ...._........,.....,......_........,....._ ............ ....._,__.5.( 
nology tO maintain a Strong Cellular Phone Pager Personal Fax Machine 

Computer 
connection with the office, ~----------------------' 
regardless of where they are," Digby 
says. "With so many workers saying 
they are comfortable using resources 
like intranets, automated time and 
attendance, and employee self-service, 
boundaryless work will only become 
more important in the coming years. 
Companies that find the right ways to 
use boundaryless work today stand to 
gain a great competitive advantage in 
the future." 

The study compared and contrasted 
the perceptions of 401 randomly 
selected senior executives, human 
resource managers, boundaryless 
workers and their direct managers on 

of 1,200 Hispanic consumers released 
in January. One-third of Hispanics (31 
percent) have pagers, and one-fourth 
(25 percent) use personal computers 
at home. One-fourth (26 percent) do 
not use any of these. 

Hispanic men are more likely than 
Hispanic women to have pagers, fax 
machines and personal computers. 
There is no significant difference 
between Hispanic men and Hispanic 
women owning cellular telephones. 

Penetration for communications 
devices is highest among Miami 
Hispanics and lowest among Los 
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Communication Total Los Angeles New York Miami San Antonio Chicago 
Devices % % % % % % 

Cellular phone 61 60 60 68 55 62 
Pager 31 29 31 37 29 32 
Personal computer 25 24 25 29 25 22 
Fax machine 12 11 9 22 12 8 
None 26 27 28 21 28 26 

mail or access the Internet. Angeles Hispanics. These products 
also display stronger penetration 
among younger and more acculturated 
Hispanics. 

Only one-fourth of Hispanics use 
personal computers at home. Slightly 

more than one-tenth of Hispanics 
access e-mail ( 12 percent) or the 
Internet (11 percent) at home. 

Miami Hispanics are slightly more 
likely than Hispanics in the other four 
markets to use a home PC, access e-

Very few Hispanics who only speak 
Spanish use personal computers ~t 
home (3 percent). Hispanics who are 
English-dominant or speak English 
only are the most frequent users of per-

Base: Total 
Weighted 
Respondents 

Use Personal 
Computer At Home 
Access E-mail At Home 
Access Internet At Home 

Total 
1000 

% 

25 
12 
11 

Los Angeles 
200 
% 

24 
9 
11 

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

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

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

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

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

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

• Telephone interviewing is completely supervised at 
all times. 

New York 
200 
% 

25 
10 
10 

Miami 
200 
% 

29 
16 
15 

San Antonio 
200 
% 

25 
15 
14 

Chicago 
200 
% 

22 
11 
8 

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

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

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

• Convention interviewing, in-store interviewing, 
store audits and mystery shopping. 
For more information on 
your next focus group or 
telephone survey, call 
Elizabeth S. Beirne 
(410) 356-3566. 
Chesapeake Surveys is 
a member of GroupNet 
videoconferencing network 
and the NFO Research, 
Inc. Group of Companies. 

CHESAPEAKE 

Chesapeake Surveys • 4 Park Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 
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THIS IS NOT THE 
WAY TO I MANAGEf--, 

CUSTOMER 
SATISFACTION 

At Burke CSA we work with you to develop measurement 

and management processes that "close the loop " with 

your customers to create long-term customer value, 

loyalty and improved business performance. We help 

you target priorities for improvement and develop 

action plans to address them . The result is a process 

of focused, on-going improvement based on your 

customers ' voices and your company's actions. 

1-800-264-9970 

BURKE CUSTOMER SATISFACTION ASSOCIATES 

I WORLD WIDE WEB SITE: www . burke . com I 

sonal computers at home (38 percent). 
Each month Hispanic Express cov­

ers New York, Miami, Los Angeles, 
San Antonio and one additional mar­
ket. Each sample contains an equal 
number of male and female respon­
dents. Hispanic Express is a product of 
Taylor Nelson Sofres Inter earch, 
located in suburban Philadelphia. For 
more information contact Daniel 
Bloom at 215-442-9601 or at 
daniel. bloom@ intersearch .tnsofre . 
com. 

I am not a child 
More than two thirds (68 percent) of 

eight-to-12-year-olds overwhelmingly 
prefer calling them elves "kids." There 
is no majority view among teenagers 
as to their favorite moniker, according 
to the 1998 Roper Youth Report, a syn­
dicated annual report from New York­
based Roper Starch Worldwide. Four 
in ten ( 40 percent) 13-to-17 -year-olds 
refer to people their own age as 
"teenagers," but three in ten (29 per­
cent) ca ll them "teens ." Next most 
popular is "kid" at 19 percent, fol­
lowed by "person" at 15 percent. 

Least popular among this age group 
is "child" (2 percent). Eight-to-12-
year-olds choose "person" as a distant 
second (15 percent) to "kid," followed 
by "child" at 13 percent. Intere tingly, 
11 percent of this pre-teen age group 
vote for "teen." Bringing up the rear is 
"adole cent" (3 percent). 

"It makes sense that the eight-to-12 
group is more homogenous while the 
answer is a bit murkier for teens," says 
Joan Chiaramonte, vice president of 
Roper Starch Worldwide, who headed 
up the study. "Given their midway sta­
tu between child and adulthood, teens 
have a hard time categorizing them­
selves because it's such a transitional 
age." 

The 1998 Roper Youth Report is 
based on in-home face-to-face inter­
views with a nationwide eros -section 
of 1,189 children age six to 17. The 
study, conducted in April and May 
1998, has a margin of sampling error 
of ±3 percent. For more information 
ca11 212-599-0700 or visit the compa­
ny's Web ite at www.roper.com. 

www.quirks.com Quirk's Marketing Research Review 



Benchmark 
continued from p. 19 

that the Web survey should be 
hosted on the survey research 
provider's site. This combina­
tion helps assure the re pondent 
that the survey is legitimate and 
that respondent confidentiality 
will be protected. 

Guarding against ballot-box 
stuffing 

An issue for any elf-admin­
istered urvey is ensuring that 
only authorized respondents can 
respond and that they cannot 
respond more than once (i.e., no 
ballot-box stuffing). Addres ing 
these concerns is especially 
important when direct competi­
tors ' surveys are being fielded -
or in the case of Web-based 
research, "hosted" - at the same 

John Smith 
ABC Company 

Dear John Smith: 

Your satisfaction is important to XYZ . Would you please 
take a few moments to give us some feedback and help us 
improve the quality of our products and services? 

Since this survey is based on a selected sample, your 
response is very important and will make a difference. 
The s u rvey is being conducted for us by CustomerSat. com, 
an independent survey research firm specializing in the 
Internet, and all responses will be kept confidential . 

To thank you, one respondent will be chosen at random 
to receive a free 3Com PalmPilot personal organ izer (a 
$300 value). To go to the survey , please either click 
on the address below, or copy and paste it into your 
web browser : 

http : //www.CustomerSat.com/xyz.cgi?52Z87W52 

If you have any questions about the survey, please send 
e-mail to 
expert@CustomerSat.com or call (650) 234-8000 . Than k 
you very much. 

Yours truly, 
Mary Brown 
Vice President, Client Services 
XYZ Company 

cannot access surveys and that 
authorized respondents can 
complete a survey only once. 
In each cu tomer' e-mail invi-
tation, a unique password is 
appended to the Web survey 
address ("52Z87W52" in 
Figure 2). On the Web server, 
a program reads the password 
and, through a databa e, con­
firms both that it is valid and 
that it has not previou ly been 
used. If the PRI code is valid, 
the survey is displayed in the 
customer's browser. IfthePRI 
code is not valid, either the 
message "Sorry, we could not 
find you in our database" or 
"Sorry, your ID code has 
already been used" is dis-

time. To address these concern ' Figure 2: Personalized customer invitation sent by e-mail 
the benchmark study required 

played. After the respondent 
completes the survey, the data­
base i updated to di allow use 
of the password again. 
Respondents have nothing to 
type in or remember with PRI, 

unlike conventional passwords, 
thereby increasing response rate . that we use new technology we devel- Respondent Identification™ (PRI ). 

oped last year called Positive PRI ensures that stray Web surfers First drafts of the HTML of the four 
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surveys were composed with Decisive 
Survey software from Decisive 
Technology. CustomerSat.com Web pro­
grammers then formatted the raw 
HTML into concise, attractive tables, 
attached program scripts for PRJ and 
real-time generation of individual com­
pany and aggregate results, and posted 
the surveys in private locations on the 
Web (Figure 3). 

Our goal was 100 completed respons­
es for each vendor within 30 days. As 

200 
CAT I 

Stations! 
- 1\l ultipk CAT I Programs 
- \ \ ·~ 11 -tra i n~d lntnv i~w~rs 
- ::!-h 7 ( 'ustomn s~n· ic~ 

- lli gh Sup~rvision Ratio 
- R~mok Monitoring 
- Tabulation L.\p~rts 
- Fast , Accurat~ Programmers 

Telephone Data 
Collection Experts 

(800) 486-7955 

www. VentureData.com 

in fo(a .. Venture Da ta.co m 

Venture Data 
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• Mean scores • Mean scores 
• GIIP analysis • GIIP analysis 

• Mean scores 
•G10panalysis 

• Mean scores 
• Gap analyri s 

• Demographics • Demogr10phics • Demogr10phics • Demographics 
• Competitive positioning • Competitive positionina • Competitive positionina • Competitive poSitioning 
• Derived importance • Derived importance • Derived importance • Derived importance 
• Q,ladrant analysis • Q,ladrant analysis • Q,ladrant analysis • Q,ladrant analysis 

Figure 3: The survey process 

incentives, we offered random drawings 
for the 3Com PalrnPilot personal orga­
nizer, a popular device for business pro­
fessionals that can be used by virtually 
anyone with a PC. 

The Web site hosted the four surveys, 
databases for PRJ, and selected results 
generated in real-time. Other analyses 
and reports, shown at the bottom of fig­
ure, were generated by conventional 
means. 

Over 400 companies respond 
After e-mailing of invitations, approx­

imately half of the responses to each 
survey arrived within 24-36 hours. To 

Operations Support at Intermedia 
Communications Inc. , and one of the 
customers who responded, "The Web 
survey was great. I was able to key in my 
answers and comments and then just 
click to send. No extra paper on my desk, 
no envelopes or tamps to worry about. 
A great time saver." 

Real-time results 
In the fast-paced CRM software 

industry, as increasingly in all sectors 
of the economy, vendors need to be able 
to react to customer feedback very 
quickly. To address this requirement, we 
offered the CRM software vendors the 

give all invited cus­
tomers ample time to 
respond, the surveys 
were hosted for 30 
days, with reminders 
e-mailed to non­
respondents after 
approximately 10 

Compared to one rear earlier, is dU.s vendor's total performance today ... 

Bttttr 68 

days. Over 400 com- w • .t'M 22 

pailles worldwide that 
are customers of the Total 162 IOO'MI 

01 Total perf'onnance of Vendor " by "Hawlona have you had this software in production use7'' 

Hnrllftlli-.Jt•Nilalr•ftwanhlprMw::.-.... , 

four vendors respond­
ed, yielding a 35-40 
percent response rate 
for each vendor. The 

T.tat,.,..nunc..tv • ....-(bd-. 
prM•t.•U..,s..,.n.pt'k.,ett.) 

lt~~J,..an 

r~sponding. compa- Figure 4: Real-time results- charts, frequency distributions, and crosstabs 
mes are estimated to generated on password-protected Web pages 
represent over half of 
the worldwide users of enterprise CRM 
software. 

Respondents were enthusiastic about 
the process. According to John S. 
Townsend, senior director, Network 

option of receiving their survey results in 
real-time: as customers completed the 
Web survey , up-to-the-minute fre­
quency distributions, selected cross tabs 
and verbatim open-ended responses 
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appeared on password-protected Web 
pages. The results can be viewed from 
any Web browser, with no special soft­
ware required (Figure 4). 

Web-based results are a rapid and 
effective way to disseminate survey 
results throughout an enterpri e. Anyone 
authorized to view the data may be pro­
vided the Web page addres e and pass­
word. Subset of survey re ults may be 
published on different password-pro­
tected Web pages for different group . 

Conventional "off-line" method were 
used for complete crosstab and factor 
and regres ion analysis. Performance 
benchmarks and rating for each vendor 
were determined for multiple demo­
graphic segment as well as for the mar­
ket overall. Findings of the ongoing 
CRM software benchmark study are 
compiled for the vendors individually 
and in aggregate annually or semi-annu­
ally. 

Vendor performance rating are con­
fidential to each vendor; aggregate 
benchmarks are shared by all of the ven­
dors. Selected aggregate finding from 
the study have been published. For 
example, the customers most sati fied 

faction with the han­
dling of specific sales 
or service events. 

flo Ecit'i..,Jioiocl<_,lii>Oono 1<-~tlot> 

Bod<! IH-1~ Aolood! lor>enl Plr<l rml~ 

For real-time trans­
action-based bench­
marking, CRM ys­
tems are linked to a 

Call c ... t ... Custom ... Satisfaction 
By W8tk (5 • Exullent, 1 • Poor) 

s e c u r e 
CustomerSat.com 

. 

1 • 

~ 

Web site, which e­
mails Web survey 
invitation to a ample 

[ Mun Values (N) ~ Sl8l98 (StlS/98 \snll98 (5119198 "'610Si98 ] 
of customers immedi- F~ iO.en~~ swr~on l35(42) 136(56) ~ 7(49) 138<62) oc58) ~ 1 c22) .!.1 

g j ately after their trans- :.rJ!IIJ c-a... 

actions are recorded Figure 5: Real-time customer satisfaction trend lines via the Internet 

by the CRM oftware. 
Real-time survey results include trend 
lines that enable call center managers to 
track customer atisfaction by day, week 
or month, and by product line, geo­
graphical region, service rep, or any 
other variable (Figure 5). 

E-mail alerts can be automatically 
generated to call center managers if 
average customer satisfaction falls 
below a specified level, or if customers 
request that someone contact them. As 
a result, call center managers can focus 

their efforts and resources to improve 
customer satisfaction and loyalty faster 
and more effectively than ever before. 

In short, cu tomer satisfaction mea­
surement is increasingly becoming a 
proactive, real-time tool for manage­
ment. Concluded an executive of one 
of the participating vendors , 
"Establishing benchmarks to raise 
quality and service standards benefits 
the entire CRM market, and helps us 
fulfill our corporate-wide commitment 
to customer satisfaction." r~ 

overall with their CRM ystems and ven- ,...----------------------------­
dors were: 

• between $100 million and $1 billion 
in revenue; 

• in the telecommunications industry 
segment; 

• in the eastern region of North 
America. 

For more details on survey results, 
visit http://www.CustomerSat.com/ 
pressrel980303 .htm. 

Benchmarking satisfaction with 
transactions 

The real-time benchmarking initia­
tive has now advanced in two direc­
tions. First, we have made real-time 
benchmarking services available to the 
CRM software vendors' customers. 
Users of CRM software can assess the 
satisfaction of their customers relative 
to comparable companies by industry, 
size, or geographical region. Second, 
satisfaction can now be measured in 
real-time not just with customer-ven­
dor relationships, but with tran actions 
as well. While relationship-oriented 
surveys mea ure customers' ati fac­
tion over an extended period, transac­
tion-oriented urvey measure satis-
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The Right Conjoint Tools 

Every conjoint project requires the RIGHT tools for the job. Sawtooth 
Software responds with THREE conjoint packages: 

ACA (Adaptive Conjoint Analysis) 
• Adaptive computer-administered interview 
• Excellent for studies with large number of attributes 
• Solves "information overload" that plagues many full-profile studies 

CBC (Choice-Based Conjoint) 
• Computer-administered interview 
• Full-profile choice questions are realistic and natural to answer 
• Specifically for pricing research 
• For brand-specific demand curves, and other two-way interactions 

CVA (Conjoint Value Analysis) 
• Create paper-and-pencil conjoint surveys 
• Develop and analyze a variety of full-profile conjoint designs 

Tool up with conjoint products from Sawtooth Software. 
Call for information and a demo disk. 

Sawtooth Software Inc. 
502 S Still Road • Sequim, W A 98382-3534 

360/681-2300 • 360/681-2400 (fax) 

Computer Interviewing • Conjoint • Cluster Analysis 
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Core of the problem 
continued from p. 21 

on gaining an understanding of con­
sumers' perceptions of the attributes 
which impact their selection decision. 
The attributes identified by respon­
dents in this phase were compared 
with a similar list identified by AMD's 
key people. 

In order to develop 
the most comprehen­
sive list of important 
attributes, telephone 
interviews were con­
ducted among both 
AMD customers and 
prospects. For the 
greatest dispersion of 
opinions, participants 
were controlled to 
include equal numbers 
of customers and non­
customers. 
Respondents in both 
groups were randomly 
selected from a list 
provided by AMD. 

The goal of Phase I was to address 
the following issues in order to give 
direction to Phase II research: 

• Identification of the specific attrib­
utes with which customers/potential 
customers associated the most value 

in selecting a company like AMD. 
• Identification of the attributes 

which key people at AMD felt were 
most important to their 
customers/potential customers in 
selecting a company like AMD. 

Twenty respondents - 10 cus­
tomers and 10 non-customers- were 
randomly selected from a list supplied 
by AMD. Each was contacted and 

asked to identify the most important 
attributes considered in selecting a 
supplier of core-cutting equipment. 
The attributes identified by everyone 
interviewed, or by at least 90 percent 
of the respondents, were used in the 
next research phase. 

"There were some attributes that 

You'll know us by the company we keep. • Worldwide research for technology brands and products. 
SOCRATIC 
TECHNOLOGIES 

1-800-5-SOCRATIC (1-800-576-2728) • San Francisco, Boston , Berlin , Dusseldorf • www.sotech.com 

AMD felt were important that the cur­
rent clients or the potential clients did­
n't think were important, and those 
were eliminated," Kavalkovich says. 
"We basically tried to get agreement 
on the attributes from all three groups 
of respondents - the current cus­
tomers , prospective customers and 
AMD." 

The resulting attributes- derived 
by consensus- became 
the source of questions 
for Phase II of the 
research project. 

Phase II 
Phase II was a quanti­

tative measurement of 
the attributes called out 
in the previous research 
phase. Phase II served to 
statistically quantify the 
information gained in 
Phase I, forming a reli­
able foundation for 
future decisions. 

Using the attributes 
identified in Phase I of the research, a 
questionnaire was developed. From 
June to August 1997, FH&K con­
ducted 97 telephone interviews, last­
ing an average of 15-20 minutes, with 
people who work at companies which 
utilize core-cutting machines. 
Selection of survey participants was 
controlled to include the primary per­
son involved in choosing a supplier of 
core-cutting equipment for his or her 
company. Respondent anonymity was 
guaranteed to achieve the most honest 
response. 

FH&K selected respondents at ran­
dom from a list of companies sup­
plied by AMD, controlling respon­
dent selection to arrive at the follow­
ing goals: 

• 50 respondents in pulp and paper 
mills, core manufacturers and con­
verting plants that were currently 
using Appleton machines, and 

• 50 respondents in pulp and paper 
mills, core manufacturers and con­
verting plants that were not currently 
using Appleton machines. 

These groups were polled to give 
their insights on the following issues: 

• aided/unaided awareness of AMD 
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and its competitors; 
• what attribute are mo t impor­

tant in choosing a supplier of core-cut­
ting equipment, asking re pondents 
to rate each attribute on a cale of 1 to 
10; 

• what consumers are looking for 
regarding each of these attributes; 

• consumer perceptions of how well 
AMD delivers these attributes; 

• identification of a positioning 
which could provide a meaningful dif­
ference between AMD and its com­
petitors. 

Step III: Results point to two dif­
ferentiators 

The pos itionin g study revealed 
interesting and u eful results. First, 
it showed that AMD had high aware­
ness level s among customers, but 
had moderate unaided awareness and 
very low top-of-mind awareness 
with non-customers. This confirmed 
Ham merberg's initial susp icion that 
AMD's dominance in the market was 
eroding. 

Second , it became apparent that 

there was a need for core-cutting 
machine manufacturers to differenti­
ate themselves in order to build and 
maintain awareness with consumers. 
With companies attempting to com­
municate many attributes and telling 
the arne story, it wa obvious that 
none had been effective in etting 
them elves apart from the competi­
tion. Therefore, FH&K recommended 
that Appleton develop a multilevel 
communications program to increase 
its consumer awareness. 

The study identified five key attrib­
ute , now con idered proprietary, 
which were valued by cu tomer and 
non-customers alike. In addition, the 
tudy found that none of the core-cut­

ting manufacturers mentioned in the 
study - including AMD - were 
meeting re pondents ' expectations on 
these five key attributes. While the 
results indicate there was significant 
room for improvement at AMD and in 
the indu try overall in reaching con­
sumers' satisfaction, it also indicated 
that the opportunity existed for one 
company to set itself apart from oth-

ers in meeting consumers ' desires 
regarding at least one or two of the e 
attributes. Therefore, FH&K suggest­
ed AMD focus its communications 
positioning on the top two of these 
five attributes. 

Equally revealing, the study found 
that people involved in purchasing 
core-cutting machines do not appear 
to be looking for any additional ideas 
in the core cutting, finishing and han­
dling arena. The findings point out 
that these individuals are not looking 
for manufacturers to try to sell theTI? 
new ideas in core-cutting machines 
on an ongoing basis. Rather, they are 
looking for options that meet their 
needs when they are looking to pur­
chase new equipment. This meant it 
was important that AMD have an 
ongoing communications program 
that focuses on the two key attributes 
discovered by the re earch. 

The final step: strategic planning 
and implementation 

With the research completed and 
the positioning determined, it was 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

PLENTY. 
If you buy random digit samples, our 
standard price of a nickel a number can 
really add up to big savings. Like 37% to 
68% over your current sampling supplier. 
The best part is there's no sacrifice of 
quality or service. Ask around. We even 
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sTs 
SCIENTIFIC 
TELEPHONE 

SAMPLES 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
seNice. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. 
Call STS now at 1-800-944-4-STS. 
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time to implement a change. ~~~·s 

reaction to the findings ~as like a 
re earcher's dream come true , 
Kavalkovich says. "This ~as one 
research study ~here the client react­
ed the ~ay you hoped they ~ould 
~hen they got information they 
~eren't expecting. We presented it to 
them. They looked at it. They talked 
about it. They asked some questions 
about it. ~nd then they realized that 
maybe they do have a problem in 
terms of ho~ they're seen in the mar­
ketplace, ho~ they're positioned, and 
it forced them to realize they had to 
think differently if they ~ere going to 
survive.~~~ did ~hat the research 
told them they had to do, ~hich ~as 
completely opposite of ~hat they had 
done before in their advertising." 

For example, FH&K developed a 
ne~ proposal pocket folder. Rather 

than sho~ing machinery, as had been 
~~~·s practice until then, the fold­
er sho~ed only cores in a very styl­
ized manner ~ith an unusual color 
background of red, magenta and pur­
ple. The folder contents, such as spec­
ification heets developed by~~~. 
remained the same. The highly tech­
nical nature of the inserts ~as still 
appropriate for A~~· audience , 
~hich also ~as confirmed by the 
research. 
Ne~ magazine advertisements ~ere 

developed, again moving a~ay from 
the focus on machinery. In tead, play­
ing off the company name, the ads 
sho~ed an apple ~ith a paper core 
going through it. 

Just as important as the ad content 
~a the ad size. FH&K convinced 
~~~to move a~ay from the quarter­
page ads typical of the industry. 
Starting ~ith full-page ads to intro­
duce its ne~ image, the company then 
~ent to t~o-thirds of a page. 
~n unexpected, but nevertheless 

promising, result ~as competitors' 
reaction to the ne~ ads. Perhaps feel­
ing unable to compete, it appears that 
most of ~~·s competitor pulled out 
of magazine advertising altogether for 
a time. 
~~~ also modified its approach to 

trade sho~ . Previously, its participa­
tion focused on its staff members 

~orking the booth, ans~ering ques­
tions and demonstrating equipment for 
those ~ho happened to vi it. Follo~ing 
the research results, A~~ added 
enlarged images taken from the ne~ 
proposal pocket folder to enhance the 
display. ~nd rather than relying solely 
on machinery demonstrations , the 
company gave a~ay small apple­
shaped sponge to increase name 
recognition . The ne~ approach instant­
ly dre~ a po itive response from both 
current ~~~ customers as ~ell as 
prospects encountering ~~~ for the 
first time. 

Positioning means more than just 
marketing 

While differentiating product attrib­
utes is crucial to a successful market­
ing campaign, it i equally - if not 
more- important that ~M~ be capa­
ble of delivering those attribute if it i 
to capture and/or o~n the positioning. 
In this case, ~~~ ~as poised for uc­
cess, Hammerberg says. "~~~ has a 
variety of stripped-do~n pieces of 
equipment. Clients can select a model 
based on ho~ many cores they need 
and if they ~ant manual or automatic 
operation. Then the client can add var­
ious components depending on the 
company 's o~n needs." 

Time will tell 
Hammerberg agrees that market 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ reaction to ~~~·s ne~ positioning 

Executive Interviewing 
Business-to-Business Research 

• Telephone Interviewing 
• Personal Interviews 

• In-Depth Open-Ended Verbatim Studies 
• Mail Surveys 

• Internet Surveys 
• Panel Opinions 

• Since 1986 

The Performance Group, Inc. 

Call Walter Babcock at 800-264-0814 for more information 

and image ha been very positive. But 
it may be too soon to tell about its 
impact on ale . The research con­
ducted by FH&K al o found that 62 
percent of the respondents did not 
expect their companies to purcha e 
core-cutting machines ~ithin the next 
t~o year . Only 15 percent of the 
sample indicated their companies 
~ould be purchasing this type of 
equipment in the next t~o years, and 
23 percent ~ere unsure. Ho~ever, the 
good ne~ is that more non-customers 
(20 percent) tended to feel their com­
panies ~ould purchase ~ithin the next 
t~o year as compared to current 
~~customers. The true measure of 
success may be to see ho~ many non­
cu tamers go ~ith ~~~for their next 
core-cutter purchase. r~ 
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MONY 
continued from p. 29 
sonnel, operating expenses, sponsor­
ship funds, and more. At the begin­
ning of the initiative in 1996, Bell, 
then a successful MONY agent, was 
named national director of emerging 
markets and head of the African­
American initiative. 

As first steps to establishing credi­
bility and confidence in the market­
place, MONY sought to build strong 
relationships with African-American 
communities. 

One goal for recruiting efforts was 
to enhance existing relationships 
and/or establish a major presence with 
six specific African-American and 
related organizations (including 
involvement with the National Black 
MBA Association, The College 
Fund/UNCF and the Urban League). 

MONY began a recruitment effort 
to expand its African-American field 
agent roster and added seven African­
American assistant managing direc­
tors in its field agencies. 

Concurrent with recruitment 

efforts was strategic involvement 
in local community activities and 
national organizations. The MONY 
Foundation Field Grants program, 
which focuses on "Meeting the 
Essential Needs of Minority 
Children," provided the vehicle for 
giving financial support to the 
African-American community and 
actively establishing MONY 
agents within various children's 
aid agencies as volunteers and 
fund-raisers. 

"We've tried to build a marketing 
program that would affirm the social 
status and heritage of African­
American employees by working with 
many different organizations that are 
predominantly African-American," 
Bell says. 

The success of the initiative was 
evident in 1996 results: 

• MONY exceeded its goal of 
African-American field agent hires by 
20 percent; 

• nine MONY-represented cities 
were targeted for heightened involve­
ment in African-American communi­
ties, which resulted in the placement 

of agents on the boards of organiza­
tions such as the Urban League; 

• grants totalling over $80,000 were 
given to various organizations and 
agents participated in volunteer activ­
ities. 

Hiring continues 
MONY continues as an active part­

ner with the National Black MBA 
Association, The College 
Fund/UNCF, and historically Black 
colleges and universities. These rela­
tionships have been key to the recruit­
ment strategy and have included con­
ference and receptions sponsorships, 
value-added educational workshops, 
and career fairs. 

Today, recruitment and hiring of 
African-American field agents con­
tinues. Hires of African-American 
field agents increased 50 percent from 
1996 to 1997 and 137 percent from 
1997 to 1998. 

"One of our goals was to mirror the 
community, so when you look at 
MONY it's a reflection of our cus­
tomers and the communities we 
serve," Bell says. r~ 

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

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

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

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

What makes 1/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 1/H/R Research Group a call. we·ll make sure your job's 
done right and at a cost you can live with. 

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

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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Research Industry News 
continued from p. 12 

DataStar, Inc., a Waltham, Mass. , 
research firm, has updated its Web 
site at www.surveystar.com. 

Burke Customer Satisfaction 
Associates (Burke CSA), Cincinnati, 
has opened an office in Charlotte, 
N.C., its second in the Southeast U.S. 

agreement with the company's chair­
man and CEO, the firm incurred an 
unusual charge in the fourth quarter 
of $2.5 million. Before the unusual 
charge and an extraordinary loss on 
debt restructuring, net earnings for 
the year would have been $1,551,000, 
as compared to $1,151,000 in 1997, 
and diluted earnings per share would 
have been $0.36 as compared to $0.28 
in 1997. Due to the unusual charge, 
the Company reported a net loss for 

the quarter of $1,307,000 and for the 
year of $170,000, as compared to net 
earnings of $399,000 and $1,151,000 
in 1997, respectively. Diluted earn­
ings per share for the quarter and year 
were reported as ($0.31) and ($0.04), 
respectively. 

The M1 A/RIC Group, an Irving, 
Texas, market intelligence firm, 
announced net income of $104,000, 
or $0.02 per share on a diluted basis, 

Dan Evarrs, a senior consultant with~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
Burke CSA, heads the office, which 
is located at 304 W. lOth St., 
Charlotte, N.C., 28202. Phone 704-
334-1582. Fax 704-334-1592. 

Focus Market Research, 
Minneapolis, has opened a new qual­
itative facility featuring three quali­
tative suites in the Meridian Crossing 
building. Each suite has a client guest 
office with seating for 14 clients. The 
building is centrally located near the 
airport with covered parking and easy 
access. The firm's Edina, Minn., loca­
tion will remain open. For more infor­
mation call Judy Opstad at 612-881-
3635. 

Opinion Research Corporation, 
Princeton, N.J., announced its agree­
ment to acquire Macro International 
Inc., a research, consulting and tech-
nology company based in the 
Washington, D.C. area. The comple­
tion of the transaction, which is con­
ditioned upon the signing of a defin­
itive agreement, is expected during 
the first quarter of 1999. Upon com­
pletion of this transaction, the two 
firms will form a global marketing 
services company, with annual rev­
enues in excess of $135 million 
worldwide. 

In other news, Opinion Research 
reported revenues of $73.2 million, 
reflecting a growth of 29 percent over 
1997 reported revenues of $56.7 mil­
lion. Fourth quarter 1998 revenues 
were up 17 percent, to $18.3 million, 
from $15.6 million reported in the 
fourth quarter of 1997. As a result of 
a previously announced separation 
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FOR CUSTOMER AND 
EMPLOYEE SURVEYS IT MAKES SENSE 

TO GO WITH THE 
FIRST CHOICE IN IVR INTERVIEWING. 

The first and still the best for large or small surveys. If you are 

CoMMoN using or considering comment cards, in-store interviews. 
outbound telephone or mystery shoppers. consider the 

KN Q WLE DGE superior benefits of inbound 1-800 Interactive Voice Response 
Interviewing: Achieve high response rates with low cost per 
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B u s 1 N e s s almost immediately. • Generate a more representative 
response profile. • Engage your customers in a positive, rewarding, enjoyable and convenient 
manner that won't interfere with store operations. • Eliminate interviewer bias. 

For Interactive Voice Response Interviewing, Internet and E-mail data collection; field service 
or full service; call the first choice of researchers nationwide and learn more about how 
effective our services can be for the 21st century business. 

Common Knowledge Research Services 
16200 Dallas Pkwy. #140 Dallas. lX 75248 

Voice : 1.800.710.9147 • Fox : 972.732 .1447 
www.commonknowledge.com E-Mail : info@commonknowledge.com 
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FOCUS GROUPS/ 
CLEVELAND SURVEY CENTER 

Over 35 Years Experience 
Three Large Multi-Purpose Rooms 
Mock Juries, Moderator-Reports 
Product Placement, Taste Tests 
Pre-Recruits, Videoconferencing 

We are the only centrally located facility serving all 
parts of greater Cleveland/ Akron & vicinity 

Just 15 min. from downtown & Hopkins Airport 
Call: 800-950-9010 or 216-901-8075 
Fax: 216-901-8085 or 216-642-8876 
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Tired of Being 
a Color or 

Number When 
Doing Focus 

Groups in Nevv 
York City? 

Let us turn our central 
focus on you. With one 
room, respondents are 
not intermingled and 
your clients receive 
our undivided attention 
and service. 

Our state of the art facility 
features: 

• One large focus room 
designed by experienced 
moderators 

• Adjacent client 
lounge with - .. 
audio-visual 
monitoring 

• Top notch 
recruiting 
capabilities 

• Experienced and 
professional staff to meet 
all your research needs 

Call us when you want 
your research to be 

our # 1 concern. 

FOCUSCENTRAL 
1 62 Fifth Avenue at 21 st Street 

New York, NY 1 001 0 
Tel. 212-989-2760 

Fax 21 2-647-7 659 
e-mail info@focuscentral.com 

www. focuscentral.com 
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for the 12-month period ended 
December 31, 1998, compared with 
$6,075,000, or $1.21 per share, for 
the comparable period last year. 
Revenues in 1998 were $88,911,000, 
compared with $96,709,000 last year. 
For the fourth quarter, the company 
reported a net loss of $513,000, or 
($0.10) per share, compared with net 
income of $1,211,000, or $0.24 per 
share last year. Revenues for the 
fourth quarter were $21,270,000 this 
year, compared with $24,259,000 last 
year. The company's performance in 
the fourth quarter reflected losses in 
its MIA/RIC Research division dri­
ven by lower than expected revenues 
and increased operating expenses in 
the Company's Targetbase Marketing 
business. 

Information Resources, Inc., 
Chicago, announced breakeven 
results for the fourth quarter 1998 
compared to net earnings of $3.5 mil­
lion, or $0.12 per diluted share, in the 
fourth quarter of 1997. For the year 
ended December 31, 1998, net earn­
ings were $3.8 million or $0.13 per 
diluted share compared to $7.7 mil­
lion or $0.26 per diluted share in 
1997. For the quarter ended 
December 31, 1998, consolidated 
revenues were $137.4 million, an 
increase of 13 percent over the fourth 
quarter of 1997. Revenues from the 
company's U.S. businesses were 
$104.9 million, 9 percent higher than 
the corresponding 1997 quarter. 

NameQuest, Inc. , a Carefree, 
Ariz., name testing and development 
firm, has recently developed a new 
Web site at www.namequestusa.com. 

STATISTICA, data analysis and 
graphing software from StatSoft, Inc., 
Tulsa, Okla., has been chosen as a 
standard statistical analysis software 
package to be used throughout the 
research & development community 
at BASF Corporation. The company 
will be using STATISTICA for design 
of experiments, statistical process 
control and various data analyses. 

A new research firm, Street Smart 
Research , has opened at 7055 
Riverside Dr., Atlanta, Ga. 30328. 
The firm focuses on bringing account 
planning skills to marketers or ad 
agencies. For more information con­
tact Anthony Edwards at 770-352-
0546 or at aredwards@earthlink.net. 

Essman/ Associates, Inc., a Des 
Moines, Iowa, marketing communi­
cations firm, has expanded its mar­
keting research services by forming a 
new division, Essman/Research, 
which will be directed by Deborah 
Stearns. 

Scotts Valley, Calif.-based 
OnRadio, an Internet radio network, 
will participate in the streaming 
media alliance of Arbitron 
New Media. Participating companies 
will cooperate with Arbitron in its 
effort to develop audience measure­
ment services for broadcasters and 
other content providers that stream 
live audio and video content over the 
Internet. In other news Arbitron is 
considering a change in the way it 
reports simulcast radio stations and is 
seeking client comment on the 
change. The full text of the proposed 
policy is available at www.arbi­
tron.com. The company is asking its 
subscribers to comment on the pro­
posal by sending an e-mail to simul­
cast@arbitron.com. Clients are asked 
to include their name, title, station or 
agency and phone number in the text 
of their comments. 

Thomson Financial Services has 
acquired SiX, a research and analyt­
ical subsidiary of Sedgwick Group 
pic, the U.K.-based insurance bro­
kerage group. SiX collects financial 
data on approximately 4,000 insur­
ance entities worldwide, and provides 
data and analytical services to par­
ticipants in the insurance industry. 
SiX operations will be moved to TFS' 
European headquarters based in 
London. Terms of the agreement were 
not disclosed. 
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Advanced Insights 
1118 Pendleton St. 
Cincinnati, OH 45202 
Ph. 513-381-1450 
Fax 513-381-1455 
E-mail: mickey.mcrae@mci2000.com 
Contact: Catherine "Mickey" McRae 
A Full-Service, Multi-Cultural Research 
Company. 

Alexander+ Parker 
30 Almaden Ct. 
San Francisco, CA 94118 
Ph. 415-263-0918 
Fax 415-751-3620 
E-mail: alexpark@compuserve.com 
Contact: Sherry Parker 
Full-Service Qualitative. Most Industries. 

Jeff Anderson Mktg. Rsch. Consulting 
1545 Hotel CircleS., 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 
QRCA/AMA. 

HISPANI C & ASIAN 

MARKETING COMMUNICATION 

RES EAR C H, I NC . 

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: AsianDiv@hamcr.com 
www.hamcr.com 
Contact: Sandra M.J. Wong, Ph.D. 
Quai./Quant. Full-Service Research In 
U.S. & Asia. Cantonese, Mandarin, 
Japanese, Korean. Vietnamese, Tagalog. 

Automotive Insights, Inc. 
Sports Insight 
58 Egbert St. 
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. 
1,300 Groups Moderate & Recruit. 
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BAIGioballnc. 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail: kpermut@baiglobal.com 
Contact: Kate Permut 
We Maximize The Power Of Qualitative 
Res. To Get The Clear. Concise Results 
You Need For Real Business Decision­
Making. 

Behavior Research Center, Inc. 
1101 N. First St. 
P.O. Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
E-mail: brc@primenet.com 
Contact: Earl de Berge 
Contact: Luis N. Ortiz 
Bilingual; U.S./Latin Amer.; 35+ Yrs. 
Exp.; All Subjects. 

Milton I. Brand Marketing Consultant 
20300 Civic Center Dr., Ste. 207 
Southfield, Ml 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 Ave. 
Bellingham, WA 98226 
Ph. 360-671-7813 
Fax 360-671-7813 
E-mail: BURRRESEAR@aol.com 
Contact: Robert L. Burr. FLMI, CLU 
Providing Answers Via Actionable 
Survey, Focus Group, And 1-on-1 
Research. Financial Services Consulting. 
30+ Yrs. Experience. 

RESEARCH 

C&R Research Services, Inc. 
500 N. Michigan Ave. 12th fl. 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail: info@crresearch.com 
www.cr-research.com 
Contact: Jim Flannery 
Leading Supplier Of Qual. Rsch. In The 
U.S. With Over 30 Yrs. of Experience. 

Cambridge Associates, ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: walt_kendall@prodigy.com 
Contact: Walt Kendall 
Finest In Focus Grp. Prep., Mod. & 
Analysis. Call To Discover The Difference. 

Cambridge Research, Inc. 
5831 Cedar Lake Rd. 
St. Louis Park, MN 55416 
Ph. 612-525-2011 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus., Ag., Specifying Engineers. 

CAMPOS 
MARKE T RE SE AR C H , I N C. 

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 Market Research Firm 
Offering Proven Expertise In Customized 
Qualitative and Quantitative Research 
Design and Analysis. 

Chalfont Healthcare Research, Inc. 
4275 County Line Rd ., #112 
Chalfont, PA 18914-2212 
Ph. 215-412-2388 
Fax 215-855-9993 
E-mail: laura@chalfonthealth.com 
www.chalfonthealth.com 
Contact: Laura Swart 
Full Service, Healthcare Specialization, 
Experience, References. Details at 
www.chalfonthealth.com. 

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 
www.cosvc.com 
Contact: Jerry Carter 
Consumer. Business Groups and 
One-On-Ones. 

(((~~~~~~~ 
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Creative Focus, Inc. 
209 The South Chace 
Atlanta, GA 30328 
Ph. 404-256-7000 
Fax 404-231 -9989 
E-mail: vardis@mindspring.com 
www.creativefocus.net 
Contact: Harry Vardis 
Foe. Grps., Ideation, Name Dev., 
Strategic/Planning Sessions. 

www.quirks.com 

Cultural Insights, Inc. 
10510 Buckeye Trace 
Goshen, KY 40026 
Ph . 502-228-3708 
Fax 502-228-2829 
E-mail: insights@ntr.net 
www.culturalinsights.org 
Contact: Michael C. Sack 
Non-profit Firm Specializing In Christian 
Religious Studies, Community Needs 
Analysis & Cross-Cultural Research. 

Cunningham Research Associates 
2828 W. Parker Rd ., Ste. B202 
Plano, TX 75075 
Ph. 972-596-4072 
Fax 972-964-3404 
E-mail: crasearch@aol.com 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch., Consumer. Advg., 
Bus./Bus., Hi-Tech. 

Daniel Associates 
49 Hill Rd ., Ste. 4 
Belmont, MA 02278 
Ph. 617-484-6225 
Fax 800-243-3493 
E-mail: sdaniel@earthlink.net 
www.earthlink.net/- sdaniel 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

Data & Management Counsel , Inc. 
P. 0. Box 1609 I 135 Commons Ct. 
Chadds Ford , PA 1931 7 
Ph. 610-459-4700 
Fax 610-459-4825 
E-mail: WZL4DMC@aol.com 
Contact: Bill lift-Levine 
Extensive Experience In Domestic & 
International Qualitative Research. 

Decision Analyst, Inc. 
604 Ave. H East 
Arlington, TX 76011 -3100 
Ph. 817-640-6166 
Fax 817-640-6567 
E-mail: jthomas@decisionanalyst.com 
www.decisionanalyst.com 
Contact: Jerry W Thomas 
Depth Motivation Research. National 
Firm. 

Decision Drivers 
197 Macy Rd . 
Briarcliff, NY 10510-101 7 
Ph. 914-923-0266 
Fax 914-923-3699 
Contact: Sharon Driver 
Actionable Results To Drive Your Market 
Decisions. 

Directions Data Research 
1111 Northshore Dr. 
Knoxville, TN 37919-4046 
Ph. 423-588-9280 
Fax 423-584-5960 
E-mail: rbryant@directionsdata.com 
Contact: Rebecca Bryant 
Advanced RIVA-Trained 
Moderator/Focus Facility!Phonebank. 
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Doane Marketing Research, Inc. 
1807 Park 270 Dr., Ste. 300 
P.O. Box 46904 
St. Louis, MO 63146 
Ph. 314-878-7667 
Fax 314-878-7616 
E-mail: dtugend@doanemr.com 
Contact: David M. Tugend 
Largest Full-svc. Agri.Net. Care/Pet 
Prod. Mkt. Rsch. Co. 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St. 
Waltham, MA 02451 
Ph. 781 -647-0872 
Fax 781-647-0264 
Email: Reva Dolollowsky@M)r1dnet .att.llt 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. Formerly with Synectics. 

Doyle Research Associates, Inc. 
919 N. Michigan/Ste. 3208 
Chicago, IL 60611 
Ph. 312-944-4848 
Fax 312-944-4159 
E-mail: dralynn@earthlink.net 
Contact: Kathleen M. Doyle 
Full Svc. Qual. Five Staff Moderators. 
Varied Expertise. 

D/R/S HealthCare Consultants 
121 Greenwich Rd ., Ste. 209 
Charlotte, NC 28211 
Ph. 704-362-5211 
Fax 704-362-5216 
E-mail: drsimon@mindspring.com 
www.drmsimon.com 
Contact: Dr. Murray Simon 
Specialists in Research with Providers & 
Patients. 

Elrick and Lavidge 
1990 Lakeside Parkway 
Tucker, GA 30084 
Ph . 770-621 -7600 
Fax 770-621 -7666 
E-mail: elavidge@atl.mindspring.com 
www.elavidge.com 
Contact: Susan Kimbro 
Full-Service National Capability. 

Erlich Transcultural Consultants 
21241 Ventura Blvd., Ste. 193 
Woodland Hills, CA 91364 
Ph. 818-226-1333 
Fax 818-226-1338 
E-mail: Etcethnic@aol.com 
www.etctranscultural.com 
Contact: Andrew Erlich, Ph.D. 
Full Svc. Latino, Asian, African-Amer., 
Amer. Indian Mktg. Rsch. 

\ I 

:vr~!?c~~ 
• 

fader & Associates 
372 Central Park W. , Ste. 7N 
New York, NY 10025 
Ph. 212-749-3986 
Fax 212-749-4087 
Contact: Susan Fader 
Exp. In Broad Range of Cat. , Rsch. 
Specialties Include New Products, 
Repositioning, Concept Dev. , Creative 
Diag. 

The farnsworth Group 
2601 Fortune Circle E., Ste. 200 
Indianapolis, IN 46241 
Ph. 317-241 -5600 
Fax 317-227-3010 
E-mail: Farns@indy.net 
Contact: Debra Hartman 
Advancing Marketing Concepts Through 
Research. 

findings International Corporation 
9100 Coral Way, Ste. 6 
Miami, FL 33165 
Ph. 305-225-6517 
Fax 305-225-6522 
E-mail: findings@interfindings.com 
Contact: Marta Bethart 
Hispanic Specialists, Focus Groups, 
One-on-Ones. 

first Market Research Corp. 
656 Beacon St., 6th floor 
Boston, MA 02215 
Ph. 800-FIRST-11 (347-7811) 
Fax 617-267-9080 
E-mail: jmr1 O@ziplink.net 
www. firstmarket.com 
Contact: Jack M. Reynolds 
Hospitals, Physicians, Bio-Tech, 
Advertising, Retail Chains. 

first Market Research Corp. 
2301 Hancock Drive 
Austin, TX 78756 
Ph. 800-FIRST-TX (347-7889) 
Fax 512-451-5700 
E-mail: jheiman@firstmarket.com 
www.firstmarket.com 
Contact: James R. Heiman 
High Tech, Publishing, 
Bus.-To-Bus., Telecommunications. 

linda fitzpatrick Research Svcs. Corp. 
102 Foxwood Rd. 
West Nyack, NY 1 0994 
Ph. 914-353-4470 
Fax 914-353-4471 
www.fitzpatrickmarketing.com 
Contact: Linda Fitzpatrick 
Since 1985, Expert In Marketing/Group 
Dynamics. 

FOCUStPLUS 
focus Plus, Inc. 
79 5th Avenue 
New York, NY 1 0003 
Ph. 212-675-0142 
Fax 212-645-3171 
E-mail: focusplus@msn.com 
Contact: John Markham 
Impeccable Cons. & B-B 
Recruits/Beautiful New Facility. 

4J 's Market Research Services, Inc. 
211 E. 43rd St. 
New York, NY 10017-4704 
Ph. 877-658-7724 (877-MKT-RSCH) 
Fax 877-693-2987 (877-NY-FAX-US) 
Contact: Donna Peters 
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GraHWorks Marketing Research 
10178 Phaeton Dr. 
Eden Prairie, MN 55347 
Ph. 612-829-4640 
Fax 612-829-4645 
E-mail: Graffworks@aol.com 
Contact: Carol Graff 
Distribution Channel Rsch., Bus. -to-Bus. 
New Prod. Dev. ; Key Decision Maker 
Recruit., Meeting Facilitation. 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Pk. (Balt./D.C.) , MD 21146 
Ph. 410-544-9191 
Fax 410-544-9189 
E-mail: bhammer@gohammer.com 
www.gohammer.com 
Contact: Bill Hammer 
15th Year. Business-to-Business and 
Consumer. 

Pat Henry Market Research, Inc. 
230 Huron Rd. N.W., Ste. 100.43 
Cleveland, OH 44113 
Ph. 216-621 -3831 
Fax 216-621-8455 
Contact: Mark Kikel 
Luxurious Focus Group Facility. Expert 
Recruiting. 

Suzanne Higgins Associates 
151 Maple Ave. 
Old Saybrook, CT 06475 
Ph. 860-388-5968 
Fax 860-388-5968 
E-mail: Higgins.S@worldnet.att.net 
Contact: Suzanne Higgins 
Advtg./Pkg. Gds. 16+ Yrs. Exp. (9 With 
Top NY Ad Agency.) 

Hi S PA N IC & A S IA N 

MARKllllNG COMM UNICATION 

R ESE AR C H, I NC. 

Hispanic Marketing Communications 
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 
www.hamcr.com 
Contact: Felipe Korzenny, Ph.D. 
Qua/JQuant. Fu/1-svc. Research In Spanish 
& Portuguese. Focus Groups, In-Depth 
Interviews In U.S. & Latin America. 

Holleran Consulting 
2951 Whiteford Rd. 
York, PA 17 402 
Ph. 717-757-2802 or 800-941-2168 
Fax 717-755-7661 
E-mail: info@holleranconsult.com 
www.holleranconsult.com 
Contact: Melinda Fischer 
Womens and Minority Research Is Our 
Specialty. 

Horowitz Associates, Inc. 
1971 Palmer Avenue 
Larchmont, NY 10538 
Ph. 914-834-5999 
Fax 914-834-5998 
E-mail: HorowitzA@compuserve.com 
Contact: Howard Horowitz 
CableNideo Marketing-Programming­
Telecommunications-Internet. 

I+G Medical Research International 
33 College Hill Rd ., Bldg. 10C 
Warwick, Rl 02886 
Ph. 401-823-4900 
Fax 401-823-4903 
E-mail: info@igmedresearch.com 
Contact: Mary Clement 
Contact: Monique Rinner 
New Product Development, Health Care, 
QRCAMember. 

Image Engineering, Inc. 
10510 Buckeye Trace 
Goshen, KY 40026 
Ph. 502-228-1858 
Fax 502-228-2829 
E-mail: imageeng@ntr.net 
www.BrandRetail.com 
Contact: Michael C. Sack 
Specialist In Image-based Projective 
Qualitative Research, Small Sample/Red 
Flag Testing &Package Design 
Evaluation. 

In··-""'--~ ... =--·~-~ ............ ~·· 
Qualitative Research 

lnModeration 
3801 Conshohocken Ave., #816 
Philadelphia, PA 19131 
Ph. 215-871-7770 
Fax 215-871-7773 
E-mail: inmoderation@erols.com 
Contact: Dean Bates 
Qualitative Research Focus Groups For 
All Industries. 

Irvine Consulting, Inc. 
2207 Lakeside Drive 
Bannockburn, IL 60015 
Ph. 847-615-0040 
Fax 847-615-0192 
E-mail: IRVES224@msn.com 
Contact: Ronald J. Irvine 
Pharm/Med: Custom Global Quan./Qual. 
Res. & Facility. 

JRH Marketing Services, Inc. 
29-27 41st Ave. (Penthouse) 
New York, NY 111 01 
Ph. 718-786-9640 
Fax 718-786-9642 
E-mail: 72114.1500@compuserve.com 
Contact: J. Robert Harris II 
Founded 1975. Check Out The Rest But 
Use The Best! 
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JUST THE FACTS; :. 
YOUR I FORMATION SOUR C E -:i:: 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, IL 60056 
Ph. 847-506-0033 
Fax 84 7-506-0018 
E-mail: facts2@interaccess.com 
www.just-the-facts.com 
Contact: Bruce Tincknell 
Highly Skilled; Well Organized; 
Maintains Control, While Enabling 
Creative Flow; Strategic Moderating; 
Actionable Results; 25 Yrs. Experience. 

Kerr & Downs Research 
2992 Habersham Dr. 
Tallahassee, FL 32308 
Ph. 850-906-3111 
Fax 850-906-3112 
E-mai l: PD@kerr-downs.com 
www.kerr-downs.com 
Contact: Phillip Downs 
Master Moderator- The Moderator 
Makes or Breaks a Focus Group. 

Kiyomura-lshimoto Associates 
130 Bush St. , 1Oth fl. 
San Francisco, CA 94104-3826 
Ph . 415-984-5880 
Fax 415-984-5888 
E-mail: norm@kiassociates.com 
www.hiassociates.com 
Contact: Norman P. /shimoto 
RIVA-Certified; Full-Service 0&0 
Research Firm. 

Knowledge Systems & Research, Inc. 
500 South Salina St. , Ste. 900 
Syracuse, NY 13202 
Ph. 315-470-1350 
Fax 315-471-0115 
E-mail: HQ@krsinc.com 
www.krsinc.com 
Contact: Lynn Van Dyke 
Fuii-Svce. All Expertise In-House. 
Strategic Foe. Bus. to Bus. Alllnds. 

Langer Associates, Inc. 
19 W. 44th St. , Ste. 1600 
New York, NY 10036 
Ph. 212-391-0350 
Fax 212-391-0357 
E-mail: Research@Langerassc.com 
www.Langerassc.com 
Contact: Judith Langer, President 
Qualitative Research On 
Marketing/Lifestyle Studies. 

lewis Consulting Inc. 
2016 Cameron St. 
Raleigh, NC 27605 
Ph. 919-835-2044 
Fax 919-835-2257 
E-mail: jameslewis@mindspring.com 
Contact: Jim Lewis 
20+ Years Experience Across Many 
Markets. 
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london Research 
180621rvine Blvd., Ste. 200 
Tustin, CA 92780-3328 
Ph. 714-505-0920 
Fax 714-505-087 4 
E-mail: LRL@LondonResearch.com 
www.londonresearch.com 
Contact: Ray W London, Ph.D., M.B.A. 
Camp. Stratg. Conslt. Ouai./Ouant., 
Prep./ModJAnlys., Focus, Mtg. 
Facilitation, Bus./Med./LitgJFin./Pol. Pros. 

Low+ Associates, Inc. 
5454 Wisconsin Ave., Ste. 1300 
Chevy Chase, MD 20815 
Ph. 301-951-9200 
Fax 301-986-1641 
E-mail: research@lowassociates.com 
Contact: Nan Russell 
Health/Fin./Cust. Sat. Upscale FG 
Facility. Recruit from MD, DC, N. VA. 

Macro International 
11785 Beltsville Dr. 
Calverton, MD 20705-3119 
Ph. 301-572-0200 
Fax 301-572-0999 
E-mail: halverson@macroint.com 
Contact: Lynn Halverson 
Large Staff of Trained Moderators 
Available in Many Areas. 

Marl Hispanic Field Service 
2030 E. Fourth St. , Ste. 205 
Santa Ana, CA 92705 
Ph. 714-667-8282 
Fax 714-667-8290 
E-mail: mari.h@ix.netcom.com 
Contact: Mari Ramirez Lindemann 
Spanish Lang. Mod. , 17 Yrs. Exp. 
Ouai./Ouant. , Domestic/X-Country. 

Market Connections, Inc. 
13814 S. Springs Dr. 
Clifton, VA 20124 
Ph. 703-818-2476 
Fax 703-818-3730 
E-mail: mktcnnect@aol.com 
Contact: Lisa Dezzutti 
Full-Service, Actionable Results, Gov't. 
Experience. 

Market Directions, Inc. 
911 Main St., Ste. 300 
Kansas City, MO 64105 
Ph. 816-842-0020 
Fax 816-472-5177 
E-mail: terri@marketdirections.com 
www.marketdirections.com 
Contact: Terri Maize 
Full-Service Market Research. 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg, NY 10962 
Ph. 914-365-0123 
Fax 914-365-0122 
E-mail: Ezukergo@mnav~com 
E-mail: GRS@mnav.com 
www.mnav.com 
Contact: Eve Zukergood 
Contact: George Silverman 
Med., Bus. -to-Bus., Hi-Tech, lndust., 
Ideation, New Prod., Tel. Groups. 

Market Research Associates 
2082 Business Center Dr., Ste. 280 
Irvine, CA 92612 
Ph. 714-833-9337 
Fax 714-833-2110 
E-mail: bajfoster@aol.com 
Contact: Barbara Fields 
Extensive Experience Moderating Variety 
of Subjects. 

Marketeam Associates 
1807 Park 270 Dr., Ste. 300 
P.O. Box 46904 
St. Louis, MO 63146 
Ph. 314-878-7667 
Fax 314-878-7616 
E-mail : cblock@doanemr.com 
Contact: Carl Block 
Consumer Health Prods., Sm. Appliances, 
Litigation/Mock Jury Rsch. 

Marketing Advantage Rsch. Cnslts., Inc. 
2349 N. Lafayette St. 
Arlington Heights, IL 60004 
Ph. 847-670-9602 or 800-935-4220 
Fax 847-670-9629 
E-mail: mjrichards@aol.com 
Contact: Marilyn Richards 
New Product Development/Hi­
Tech/Multimedia!Telecomm. 

Marketing Matrix, Inc. 
2566 Overland Ave., Ste. 716 
Los Angeles, CA 90064 
Ph. 310-842-8310 
Fax 310-842-7212 
E-mail: mmatrix@primenet.com 
Contact: Marcia Selz 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

Markinetics, Inc. 
P.O. Box 809 
Marietta, OH 45750 
Ph. 614-374-6615 
Fax 614-374-3409 
E-mail: coleman@markinetics.com 
Contact: Donna Coleman 
Senior Transportation Industry Experts. 
All Audiences. 

MCC Qualitative Consulting 
1 00 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201-865-0408 
Contact: Andrea Schrager 
Insightful, Innovative, /mpactful, Action­
Oriented Team Approach. 

Meczka Marketing/Rsch./CnsHg., Inc. 
5757 W. Century Blvd. , Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 310-410-0780 
Contact: Anthony Diaz 
Ouai./Ouant. Rsch. 25 Yrs. Exp. Recruit 
& Facility. 

MedProbe™ Inc. 
600 S. Hwy. 169, Ste. 1410 
Minneapolis, MN 55426-1218 
Ph. 612-540-0718 
Fax 612-540-0721 
Contact: Asta Gersovitz, Pharm.D. 
MedProbe™ Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECASTsM & 
SHAREMApsM. 

www.quirks.com 

The Mercury Group, Inc. 
8 W. 38th St. , 8th fl. 
New York, NY 10018 
Ph. 212-997-4341 
Fax 212-768-7105 
E-mail: TMGDB@aol.com 
Contact: David Berman 
Medical Mkt. Research By Marketers. 
W/Full Reports. 

~~~~~Pn!J. 
Strategic M arketing Research 

Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph . 770-955-5400 
Fax 770-955-5040 
E-mail: focus@onramp.net 
www.michelson.com/research 
Contact: Mark L. Michelson 
Much More Than Moderation 
Nat'/. Fuii-Svc. Ouai./Ouant. 

Francesca Moscatelli 
506Ft. Washington Ave ., 3C 
New York, NY 1 0033 
Ph. 212-7 40-2754 
Fax 212-923-7949 
E-mail: francesca@bigplanet.com 
http://dwp.bigplanet.com/qualitative 
Contact: Francesca Moscatelli 
Latino Bi-Lingual/Bi-Cultural Groups; 
ORCA Member. 

Northwest Research Group, Inc. 
400 108th Ave ., N.E., Ste. 200 
Bellevue, WA 98004 
Ph . 425-635-7481 
Fax 425-635-7 482 
E-mail: ethertn@nwrg.com 
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. 
Ft. Lee, NJ 07024 
Ph. 201 -346-1600 
Fax 201 -346-1616 
E-mail: prseye@aol.com 
www.prsresearch.com 
Contact: Joe Schurtz 
Expertise In Packaging, Merchandising, 
Advertising, Corporate Identity, Direct 
Marketing And Internet Marketing. 

Performance Research 
25 Mill St. 
Newport, Rl 02840 
Ph. 401 -848-0111 
Fax 401-848-011 0 
E-mail: focus@performanceresearch. com 
www.performanceresearch.com 
Contact: William Doyle 
Corporate Sponsorship Of Major Sports 
And Special Events. 
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Moderator MarketPlace TM 
Primary Insights, Inc. 
801 Warrenville Rd ., Ste. 185 
Lisle, IL 60532 
Ph. 630-963-8700 
Fax 630-963-8756 
E-mail: deb@primary-insights.com 
Contact: Deb Parkerson 
Sensitive Topics. Ideation. In-Depth 
Analysis. Action-Oriented 
Recommendations. 

R E s E A R €0NNECTIONS~ 

Research Connections, Inc . 
4l4 Central Ave. 
Westfield, NJ 07090 
Ph . 908-232-2723 
Fax 908-654-9364 
www.researchconnections.com 
Contact: Amy J. Yoffie, President 
Online Focus Groups At Our Virtual 
Focus Facility. Nat'/.1/nt'/. Recruit By 
Web Intercept, Phone, E-mail, Internet 
Panel. Test Web Sites, Ads, Concepts. 

The Research Edge 
1711 W. County Rd. B, Ste. 1 07S 
Roseville, MN 55113 
Ph. 612-628-9196 
Fax 612-628-9198 
E-mail : research.edge@worldnet.att.net 
Contact: Cheryl Schwichtenberg 
Spec. In Service Industries; Med. , 
B-to-B, Fin . Svcs., Gov't. 

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

Rothenberg Consulting Group 
524 Sandpiper Circle 
Nashville, TN 37221 
Ph. 615-309-0701 
Fax 615-309-0702 
E-mail: jrothenbg@aol.com 
Contact: Joyce Rothenberg 
Specializing In Service Businesses With 
13 Years Experience In Restaurants And 
Hospitality. 

Paul Schneller· Qualitative 
300 Bleecker St. , 3rd fl. 
New York, NY 1 0014 
Ph. 212-675-1631 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx/B-to-B/ 
Ideation (14+ Years). 

Schwartz Consulting Partners 
5027 W. Laurel St. 
Tampa, FL 33607 
Ph. 813-207-0332 
Fax 813-207-0717 
E-mail : rod@schwartzresearch.com 
www.schwartzresearch.com 
Contact: Rodney Kayton 
Qualitative Rsch./Consult. 
Restaurant/Food/Bev.Nideo Cont. 

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 
www.siltd.com 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

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

Stellar Strategic Services 
1475 Westwood Dr. 
Norton Shores, Ml49441-5882 
Ph. 616-799-0084 
Fax 616-799-1079 
E-mail: cdstellar@aol.com 
Contact: Cheryl A. Dalisay 
Consumer Packaged Goods, Retail, 
Advertising. Near Grand Rapids. 

Strategic Focus, Inc. 
6456 N. Magnolia Ave. 
Chicago, IL 60626 
Ph . 773-973-7573 
Fax 773-973-0378 
E-mail: DonaJ@aol.com 
Contact: Dona Vitale 
Brand & Organizational Development 
Strategy, Target Audience Analysis, 
Message Communication Research. 

Strategy Research Corporation 
100 N.W. 37 Avenue 
Miami , FL 33125 
Ph. 305-649-5400 
Fax 305-643-5584 
E-mail: bpadilla.mfinc­
ah@marketfacts.com 
www.strategyresearch.com 
Contact: Be/kist Padilla, V.P. 
Multi-Country/Multi-Market Foe. Grp. 
Rsch. U.S./Latin Amer./Caribbean. 
Native Brazilian Moderator. 

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'/. & lnt'l. Exp. 

SuperDatos de Mexico 
A Subsidiary of H&AMCR, Inc. 
Ensenada 61 , Colonia Hip6dromo 
Mexico D.F., CP 061 oo 
Mexico 
Ph . 650-595-5028 (U.S.) 
Fax 650-595-5407 (U .S.) 
E-mail: SuperDatos@hamcr.com 
www.hamcr.com 
Contact: Jennifer Mitchell 
Fuii-Svc. Research to U.S. Standards 
Throughout Mexico. Focus Grps., In­
depth Interviews, Intercepts. Luxury 
Facility. 
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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 
www.tmrgroup.com 
Contact: Martin Cerda 
Hispanic Quai./Quant. Research-National 
Capability. 

Thorne Creative Research 
2900 Purchase St. , Ste. 2-1 
Purchase, NY 1 0577 
Ph. 914-694-3980 
Fax 914-694-3981 
E-mail: gthorne@thornecreative.com 
www.thornecreative.com 
Contact: Gina Thorne 
Sensitive Issues/Actionable Results With 
Kids, Teens, and Hi- Tech. 

Treistman & Stark Marketing, Inc. 
Two University Plaza, Ste. 301 
Hackensack, NJ 07601 
Ph . 201-996-0101 
Fax 201-996-0068 
E-mail: tsmi@carroll.com 
Contact: Joan Treistman 
Experts In Innovation Approaches 
Including ENVIS/ONTM, Focus Groups. 

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 
www. valley-research .com 
Contact: Dennis L. Guiver 
30 Yrs. Exp. New Facility. 

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

WB&A, Inc. 
2191 Defense Hwy., Ste. 401 
Crofton, MD 21114 
Ph. 410·721·0500 
E-mail: WBandA@aol.com 
Contact: Steve Markenson 
Four Mods. on Staff Spec. in Health 
Care, Fin. Svcs., Education, Adv. Rsch. 

Wilson Qualitative Research Consultants 
20 Boulevard de Courcelles 
75017 Paris 
France 
Ph. 33-1-39-16-94-26 
Fax 33-1-39-16-69-98 
E-mail: jonwqrc@club-internet.fr 
Contact: Jonathan Wilson 
Full Qual Svc. Fr./Eng. Strong Auto, IT, 
Advg. Exp. 

Wolf/Aitschui/Callahan, Inc. 
60 Madison Ave. 
New York, NY 1 001 0 
Ph. 212-725-8840 
Fax 212-213-9247 
Contact: Judi Lippert 
Senior Moderators - 25 Years 
Experience. 

Yarnell , Inc. 
110 Sutter St. , Ste. 811 
San Francisco, CA 94104 
Ph. 415-434-6622 
Fax 415-434-04 75 
E-mail: SYarneii@Yarneii-Research.com 
Contact: Steven M. Yarnell, Ph.D. 
New Product Development & 
Positioning. HW/SW Companies. 

Are You 
a Focus 
Group 

Moderator? 

List your 
moderating services 

in the Moderator 
MarketPlace. TM 

Reach 15,500+ 
purchasers of 

research monthly 

* 
Researcher 
SourceBook 
exclusive 

* 
Listing on 

QMRR Web site 
( www.quirks .com) 

* 
Free subscription 

If you are interested 
in being listed and 
getting maximum 
exposure for your 

moderating services, 
contact Steve Quirk 
at 612-854-5101 for 

more information 
and pricing. 
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Moderator MarketPlace TM 

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

Arizona Illinois Market Directions, Inc. Data & Management Counsel, Inc. 

Behavior Research Center, Inc. C&R Research Services, Inc. Marketeam Associates Holleran Consulting 

Doyle Research Associates lnModeration 

California Irvine Consulting, Inc. New Jersey VILLAGE MARKETING, INC. 

Just The Facts, Inc. Automotive Insight, Inc. 
Alexander + Parker Leichliter Assoc. Mktg. Rschlldea Dev. MCC Qualitative Consulting Rhode Island 
Jeff Anderson Mktg. Rsch. Consulting Marketing Advantage Rsch. Cnslts. Perception Research Services, Inc. ltG Medical Research International 
Asian Marketing Primary Insights, Inc. Research Connections, Inc. Performance Research Communication Research Strategic Focus, Inc. Treistman & Stark Marketing, Inc. 
AutoPacific, Inc. 

Tennessee Erlich Transcultural Consultants Indiana New York 
Hispanic Marketing BAIGioballnc. Directions Data Research 

Communication Research The Farnsworth Group 
Decision Drivers Rothenberg Consulting Group 

In Focus Consulting 
Kentucky 

Fader & Associates 
Kryomura-lshimoto Associates Linda Fitzpatrick Rsch. Svcs. Corp. Texas London Research Cultural Insights, Inc. Focus Plus, Inc. 
Mari Hispanic Field Services Image Engineering, Inc. 4J 's Market Research Services, Inc. Cunningham Research Associates 
Market Research Associates Horowitz Associates, Inc. Decision Analyst, Inc. 
Marketing Matrix, Inc. 

Maryland JRH Marketing Services, Inc. First Market Research Corp. (Heiman) 
Meczka Mktg./Rsch./Cnsltg ., Inc. Knowledge Systems & Research, Inc. 
Yarnell, Inc. Hammer Marketing Resources Langer Associates, Inc. Utah 

Low+ Associates, Inc. Market Navigation, Inc. Valley Research, Inc. Colorado Macro International The Mercury Group, Inc. 
Cambridge Associates, Ltd. 

WB&A, Inc. Francesca Moscatelli Virginia 
Massachusetts Jay L. Roth & Associates, Inc. 

Market Connections, Inc. 
Connecticut Paul Schneller - Qualitative 

Daniel Associates James Spanier Associates 
Suzanne Higgins Associates Dolobowsky Qual. Svcs., Inc. Thorne Creative Research Washington 

Rrst Market Research Corp. (Reynolds) Wolf/Aitschui/Callahan, Inc. Burr Research/Reinvention 
Florida Michigan 

Prevention 
Findings International Corporation North Carolina Consumer Opinion Services 
Kerr & Downs Research Milton I. Brand Marketing Consultant D/R/S HealthCare Consultants Northwest Research Group, Inc. 
Schwartz Consulting Partners Stellar Strategic Services Lewis Consulting Inc. France SIL: Worldwide Marketing Services 
Strategy Research Corporation Minnesota Ohio Wilson Qualitative Research Consultants 
Sunbelt Research Associates, Inc. Cambridge Research, Inc. 
Target Market Research Group, Inc. GraffWorks Marketing Research Advanced Insights Mexico Pat Henry Market Research , Inc. 
Georgia MedProbe™ Inc. 

Markinetics, Inc. SuperDatos de Mexico Outsmart Marketing 
Creative Focus, Inc. The Research Edge 

Pennsylvania Elrick and Lavidge 
Michelson & Associates, Inc. Missouri Campos Market Research, Inc. 

Doane Marketing Research, Inc. Chalfont Healthcare Research, Inc. 

SPECIALTY CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Addt ess, Phone Number and Contact Na111e 

ADVERTISING Treistman & Stark Marketing, Inc. ARTS & CULTURE Erlich Transcultural Consultants 

Advanced Insights WB&A, Inc. Strategic Focus, Inc. Matrixx Marketing-Research Div. 

Jeff Anderson Mktg. Rsch. Consulting Wolf/Aitschui/Callahan, Inc. 

Milton I. Brand Marketing ASIAN BIO-TECH 
Consultant AFRICAN-AMERICAN 

Asian Marketing Irvine Consulting, Inc. 
C&R Research Services, Inc. Advanced Insights Communication Research Market Navigation, Inc. 
Cambridge Associates, Ltd. Erlich Transcultural Consultants Asian Perspective, Inc. MedProbe, Inc. 
Cambridge Research, Inc. Holleran Consulting Data & Management Counsel , Inc. 
Creative Focus, Inc. JRHMarketing Services, Inc. Erlich Transcultural Consultants BRAND/CORPORATE 
Decision Drivers Kiyomura-lshimoto Associates IDENTITY Dolobowsky Qual. Svcs., Inc. AGRICULTURE 
Erlich Transcultural Consultants Cambridge Associates, Ltd. ASSOCIATIONS 

Perception Research Services, Inc. 
Fader & Associates 
First Market Research Corp. (Reynolds) 

Cambridge Research, Inc. Low+ Associates, Inc. BUS.-TO-BUS. Doane Marketing Research, Inc. 
Suzanne Higgins Associates Lewis Consulting Inc. 

Market Directions, Inc. Access Research, Inc. 
Market Connections, Inc. Market Directions, Inc. AUTOMOTIVE 

Asian Marketing 
Outsmart Marketing Communication Research 
Jay L. Roth & Associates, Inc. ALCOHOLIC BEV. Automotive Insights/Sports Insight BAIGioballnc. 
Rothenberg Consulting Group AutoPacific, Inc. Behavior Research Center, Inc. 
Paul Schneller- Qualitative C&R Research Services, Inc. C&R Research Services, Inc. C&R Research Services, Inc. 
Strategy Research Corporation Strategy Research Corporation 
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Moderator MarketPlace TM 

Cambridge Associates, Ltd . Marketeam Associates Cambridge Research, Inc. Communication Research 
Cambridge Research, Inc. Marketing Advantage Rsch. Cnslts. Dolobowsky Qual. Svcs., Inc. Mari Hispanic Field Services 
Campos Market Research, Inc. Jay L. Roth & Associates, Inc. Elrick and Lavidge Francesca Moscatelli 
Consumer Opinion Services Schwartz Consulting Partners Fader & Associates Strategy Research Corporation 
Creative Focus, Inc. Low+ Associates, Inc. Target Market Research Group, Inc. 
Data & Management Counsel , Inc. CORPORATE Marketing Matrix, Inc. 
Fader & Associates SPONSORSHIP Matrixx Marketing-Research Div. HIGH-TECH 
First Market Research Corp. (Heiman) 

Performance Research 
MCC Qualitative Consulting Asian Marketing 

Linda Fitzpatrick Rsch . Svcs. Corp. Jay L. Roth & Associates, Inc. Communication Research 
Pat Henry Market Research, Inc. WB&A, Inc. Hispanic Marketing 
Just The Facts, Inc. CUSTOMER Communication Research 
Kiyomura-lshimoto Associates SATISFACTION FOOD PRODUCTS/ Market Connections, Inc. 
Knowledge Systems & Research, Inc. BAIGioballnc. NUTRITION Market Navigation, Inc. 
Langer Associates, Inc. Elrick and Lavidge BAIGioballnc. 

Research Connections, Inc. 
Market Connections, Inc. Holleran Consulting C&R Research Services, Inc. 

Perception Research Services, Inc. · 
Market Directions, Inc. Thorne Creative Research 
Markinetics, Inc. 

Low+ Associates, Inc. Holleran Consulting 

MCC Qualitative Consulting 
Markinetics, Inc. Just The Facts, Inc. HOUSEHOLD SuperDatos de Mexico Macro International The Research Edge 

Outsmart Marketing PRODUCTS/CHORES Jay L. Roth & Associates, Inc. 
Paul Schneller- Qualitative DIRECT MARKETING Jay L. Roth & Associates, Inc. Paul Schneller- Qualitative 
SuperDatos de Mexico BAIGioballnc. Rothenberg Consulting Group 

Yarnell , Inc. Perception Research Services, Inc. Paul Schneller- Qualitative HUMAN RESOURCES 

CABLE DISCRETE CHOICE/ FOOTWEAR ORGANIZATIONAL DEV. 

C&R Research Services, Inc. CONJOINT Best Practices Research 
Primary Insights, Inc. 

Horowitz Associates, Inc. Yarnell , Inc. 
GENERATION X IDEA GENERATION 

CHILDREN DISTRIBUTION Primary Insights, Inc. 
Analysis Research Ltd . 
BAIGioballnc. 

C&R Research Services, Inc. Burr Research/Reinvention 
HEALTH & BEAUTY 

C&R Research Services, Inc. 
Doyle Research Associates Prevention Cambridge Associates, Ltd. 
Fader & Associates GraffWorks Marketing Research PRODUCTS Creative Focus, Inc. 
Image Engineering, Inc. Advanced Insights Dolobowsky Qual. Svcs., Inc. 
Just The Facts, Inc. EDUCATION BAIGioballnc. Doyle Research Associates 
Macro International 

Cambridge Associates, Ltd. Suzanne Higgins Associates Elrick and Lavidge 
Market Navigation, Inc. 

Just The Facts, Inc. Paul Schneller- Qualitative Just The Facts, Inc. 
Matrixx Marketing-Research Div. 

Marketing Advantage Rsch. Cnslts. Thorne Creative Research Matrixx Marketing-Research Div. 
Outsmart Marketing Primary Insights, Inc. 
Thorne Creative Research WB&A, Inc. 

HEALTH CARE IMAGE STUDIES 
COMMUNICATIONS ETHNOGRAPHIC Alexander + Parker Cambridge Associates, Ltd. 
RESEARCH RESEARCH Jeff Anderson Mktg. Rsch. Consulting Holleran Consulting 

Chalfont Healthcare Research, Inc. 
Access Research, Inc. Alexander+ Parker Directions Data Research 

Image Engineering, Inc. 

Cambridge Associates, Ltd. Asian Marketing Dolobowsky Qual. Svces., Inc. 
Langer Associates, Inc. 

Creative Focus, Inc. Communication Research D/R/S HealthCare Consultants 
Rothenberg Consulting Group 

Jay L. Roth & Associates, Inc. Hispanic Marketing 
Elrick and Lavidge 

Rothenberg Consulting Group Communication Research 
Erlich Transcultural Consultants INDUSTRIAL 

EXECUTIVES 
First Market Research Corp. (Reynolds) First Market Research Corp. (Heiman) 

COMPUTERS/MIS Holleran Consulting Market Navigation, Inc. 

C&R Research Services, Inc. BAIGioballnc. I+G Medical Research International 

Cambridge Associates, Ltd. C&R Research Services, Inc. Irvine Consulting, Inc. INSURANCE 
Daniel Associates Decision Drivers Knowledge Systems & Research, Inc. Burr Research/Reinvention 
Fader & Associates Dolobowsky Qual. Svcs., Inc. Low+ Associates, Inc. Prevention 
First Market Research Corp. (Heiman) Fader & Associates Macro International Erlich Transcultural Consultants 
Marketing Advantage Rsch. Cnslts. First Market Research Corp. (Heiman) Market Navigation, Inc. Low+ Associates, Inc. 
James Spanier Associates Kiyomura-lshimoto Associates Matrixx Marketing-Research Div. 

Yarnell , Inc. Marketing Advantage Rsch. Cnslts. MedProbe™ Inc. INTERACTIVE PROD./ 
Jay L. Roth & Associates, Inc. The Mercury Group, Inc. SERVICES/RETAILING 

CONSUMERS Rothenberg Consulting Group The Research Edge 
Paul Schneller- Qualitative Rothenberg Consulting Group Research Connections, Inc. 

Behavior Research Center, Inc. Strategy Research Corporation Strategy Research Corporation 
C&R Research Services, Inc. Widener-Burrows & Associates, Inc. INTERNET 
Consumer Opinion Services FINANCIAL SERVICES Horowitz Associates, Inc. 
Decision Drivers 

Jeff Anderson Mktg. Rsch. Consulting HISPANIC Knowledge Systems & Research, Inc. 
Pat Henry Market Research, Inc. 
Just The Facts, Inc. BAIGioballnc. Behavior Research Center, Inc. Research Connections, Inc. 

Knowledge Systems & Research, Inc. Burr Research/Reinvention Data & Management Counsel , Inc. 
INTERNET SITE 

Langer Associates, Inc. Prevention Erlich Transcultural Consultants 

Lewis Consulting Inc. C&R Research Services, Inc. Findings International Corporation CONTENT & DESIGN 
Macro International Cambridge Associates, Ltd. Hispanic Marketing Perception Research Services, Inc. 
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Moderator MarketPlace TM 
Thorne Creative Research Langer Associates, Inc. Marketing Advantage Rsch. Cnslts. 

LATIN AMERICA Market Connections, Inc. MCC Qualitative Consulting 

Best Practices Research PACKAGED GOODS Marketing Advantage Rsch. Cnslts. Jay L. Roth & Associates, Inc. 

Hispanic Marketing Advanced Insights James Spanier Associates Strategy Research Corporation 

Communication Research BAIGioballnc. 
RETAIL TELECONFERENCING Strategy Research Corporation C&R Research Services, Inc. 

SuperDatos de Mexico Doyle Research Associates First Market Research Corp. (Reynolds) Cambridge Research, Inc. 
Suzanne Higgins Associates Pat Henry Market Research, Inc. 

LAW/MOCK JURY Just The Facts, Inc. Knowledge Systems & Research, Inc. TELEPHONE FOCUS 
Marketeam Associates Jay L. Roth & Associates, Inc. Market Directions, Inc. GROUPS Thorne Creative Research MCC Qualitative Consulting 

MANUFACTURING Rothenberg Consulting Group C&R Research Services, Inc. 

PACKAGE DESIGN Cambridge Associates, Ltd. 
Holleran Consulting 

RESEARCH SENIORS Doane Marketing Research, Inc. 
Doyle Research Associates 

MEDICAL PROFESSION Alexander+ Parker Fader & Associates Lewis Consulting Inc. 

Cambridge Associates, Ltd. Image Engineering, Inc. Suzanne Higgins Associates Market Navigation , Inc. 

Chalfont Healthcare Research, Inc. Perception Research Services, Inc. Primary Insights, Inc. MedProbe, Inc. 

D/R/S HealthCare Consultants Treistman & Stark Marketing, Inc. 
SERVICES Pat Henry Market Research, Inc. TOURISM/HOSPITALITY 

ltG Medical Research International PARENTS The Research Edge Rothenberg Consulting Group 
Matrixx Marketing-Research Div. Fader & Associates 

SMALL BUSINESS/ 
Schwartz Consulting Partners 

MedProbe™ Inc. 
Paul Schneller- Qualitative PET PRODUCTS ENTREPRENEURS TOYS/GAMES 

MODERATOR TRAINING 
Cambridge Research, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. Fader & Associates 
Doane Marketing Research, Inc. Kiyomura-lshimoto Associates 

Cambridge Associates, Ltd. Primary Insights, Inc. Strategy Research Corporation TRANSPORTATION 
Macro International Yarnell, Inc. SERVICES PHARMACEUTICALS 
MULTIMEDIA BAIGioballnc. SOFT DRINKS, BEER, Low + Associates, Inc. 

Markinetics, Inc. 
Marketing Advantage Rsch. Cnslts. C&R Research Services, Inc. WINE Strategic Focus, Inc. 

Cambridge Associates, Ltd. C&R Research Services, Inc. 
NEW PRODUCT DEV. Chalfont Healthcare Research, Inc. Cambridge Associates, Ltd. TRAVEL 
Jeff Anderson Mktg. Rsch. Consulting D/R/S HealthCare Consultants Grieco Research Group, Inc. 

ltG Medical Research International Cambridge Associates, Ltd . 
BAIGioballnc. 

Irvine Consulting, Inc. 
Jay L. Roth & Associates, Inc. Rothenberg Consulting Group 

Milton I. Brand Marketing Strategy Research Corporation 
Consultant Lewis Consulting Inc. James Spanier Associates 

C&R Research Services, Inc. Macro International SPORTS Market Navigation, Inc. UTILITIES Cambridge Associates, Ltd. 
MCC Qualitative Consulting Automotive Insights/Sports Insight Cambridge Associates, Ltd. Daniel Associates Performance Research 

Data & Management Counsel , Inc. MedProbe™ Inc. Knowledge Systems & Research, Inc. 
Dolobowsky Qual. Svcs., Inc. Paul Schneller- Qualitative 

Doyle Research Associates STRATEGY VIDEO CONFERENCING 
Elrick and Lavidge POLITICAL/SOCIAL DEVELOPMENT Schwartz Consulting Partners 
Fader & Associates RESEARCH Paul Schneller- Qualitative 
First Market Research Corp. (Heiman) Cambridge Associates, Ltd. VETERINARY MEDICINE 
Just The Facts, Inc. Cultural Insights, Inc. TEENAGERS Doane Marketing Research, Inc. Marketeam Associates Kiyomura-lshimoto Associates C&R Research Services, Inc. Marketing Advantage Rsch. Cnslts. Francesca Moscatelli Doyle Research Associates WEALTHY Outsmart Marketing 

Fader & Associates Primary Insights, Inc. POINT-OF-SALE MKTG. Matrixx Marketing-Research Div. 
Strategy Research Corporation 

Jay L. Roth & Associates, Inc. 
Paul Schneller - Qualitative Perception Research Services, Inc. MCC Qualitative Consulting YOUTH Thorne Creative Research 

POSITIONING Fader & Associates 
NON-PROFIT TELECOMMUNICATIONS Macro International 
Cultural Insights, Inc. RESEARCH 

BAIGioballnc. Doyle Research Associates Paul Schneller- Qualitative Creative Focus, Inc. Strategic Focus, Inc. 
Daniel Associates 

OBSERVATIONAL 
PUBLIC POLICY RSCH. Elrick and Lavidge 
Cambridge Associates, Ltd. Erlich Transcultural Consultants 

Alexander+ Parker JRH Marketing Services, Inc. First Market Research Corp. (Heiman) 
Doyle Research Associates Kiyomura-lshimoto Associates Hispanic Marketing 

Communication Research 
ON-LINE FOCUS PUBLISHING Knowledge Systems & Research, Inc. 

GROUPS Cambridge Associates, Ltd. Linda Fitzpatrick Rsch . Svcs. Corp. 

Research Connections, Inc. tirst Market Research Corp. (Heiman) Horowitz Associates, Inc. 
Market Connections, Inc. 
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service, data collection, data processing) and the ethnic group(s) the organization specializes in researching. As an added feature, firms 
that are certified ethnic minority-owned businesses are marked with an asterisk. 
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WORLDWIDE 

CuLTURAL AccEss GRouP 

Access Worldwide, Cultural Access Group 
(Formerly Hispanic Market Connections) 
5150 El Camino Real , Ste. D-11 
Los Altos, CA 94022-1527 
Ph. 650-965-3859 
Fax 650-965-387 4 
E-mail: info@accesscag.com 
www.accesscag .com 
M. Isabel Valdes, President 
Jennifer Lynch, Dir. Of Sales & Mktg. 
Full service 
African-American, Asian, Hispanic 

Access Worldwide, Cultural Access Group is a 
multicultural, full-service marketing research and 
consulting firm. We provide timely intelligence 
about Hispanic, African-American and Asian con­
sumers' perceptions, attitudes, lifestyles and 
behavior to companies and advertising agencies. 
We offer an array of qualitative and quantitative 
research services that are uniquely suited to mul­
ticultural markets, as well as strategic marketing 
consulting. 
(See advertisement on p. 80) 

*Adrian Information Strategies (AIS) 
14677 Midway Rd. , #201 
Dallas, TX 75244-3125 
Ph. 972-980-0227 
Fax 972-385-77 45 
E-mail : RCCDallas@aol.com 
Adrian Reyes, President 
Full service, Data collection/Field service, Data 
processing 
African-American, Asian , Hispanic 

IIWJ~9&~U•ftftu ~" 
Since 1991, Delivering Quality Survey Research Samples 

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

The Other Sampling Company In Connecticut™­
Quality ethnic and religious samples at affordable 
prices since 1991. Many selections available : 
African-American, Arabian , Armenian , Asian , 
Burmese, Catholic, Chinese, East European, East 
Indian, English, French, German, Hindu, Hispanic, 
Indian (Asian), Indonesian, Irish, Italian, Japanese, 
Jewish , Korean , Laotian , Malaysian, Middle 
Eastern, Muslim, Pakistani, Polish, Scandinavian, 
Scottish, Singapore, Sri Lanka, Swedish , Thai , 
Vietnamese. 
(See advertisement on p. 46) 

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

* AIS Market Research 
1320 E. Shaw, Ste. 100 
Fresno, CA 93710 
Ph . 800-627-8334 or 559-252-2727 
Fax 559-252-8343 
E-mail : aisres@psnw.com 
Jennifer Nichols, Manager 
Data collection/Field service, Data processing 
African-American, Asian, Hispanic 

* Almiron-Caban & Assoc. Bilingual Research, Inc. 
141-22 85th Rd . 
Briarwood Queens, NY 11435 
Ph . 718-523-9323 
Fax 718-657-57 43 
E-mail : ACBR1 @aol.com 
Laura Caban, Field Director 
Data collection/Field service 
African-American, Hispanic 

* Indicates a firm owned by an ethnic minority 

We connect you with high-potential culture markets -

Hispanic, African-American, Asian and Generational segments. 

WORLDWIDE 

CuLTURAL AccEss GRouP 

Call us. 800.671.9525 

80 

We provide in-culture, in - language market research and 

consulting throughout the United States and Latin Ameri ca. 

Full-service capabilities: 
• Qualitative research - focus groups, one-on-ones 

• Quantitative studies - phone, intercept, door-to-door 

• Ethnographic studies and techniques 

• Geodemographic analysis 

• Syndicated studies 

Fax 650 . 965 .38 74 info @ac cesscag.com www.accesscag.com 

M. Isabel Val des, Pres ident Jennifer Lynch, Director of Marketing and Sales 
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Answers, Inc. 
109 Eighth St. 
Augusta, GA 30901 
Ph. 706-724-2679 
Fax 706-72 4-1 093 
E-mail : mark@malison.com 
Mark Alison, President 
Full service 
African-American 

*Asia Link Consulting Group 
10 W. 66th St. 
New York, NY 10023 
Ph. 212-721-5825 
Fax 212-595-1993 
Wanla Cheng , Principal 
Full service 
Asian, Hispanic 

HI SPANIC I< ASIA N 

MARKETING COMMUNICATION 

R ESEARCH , INC . 

*Asian Marketing Communication Research 
a div. of Hispanic & Asian Marketing 
Communication Research, Inc. 
1301 Shoreway Rd ., Ste. 100 
Belmont, CA 94002 
Ph . 650-595-5028 
Fax 650-595-5407 
E-mail: AsianDiv@hamcr.com 
www.hamcr.com 
Sandra M.J. Wong , Ph.D., Research Director 
Full service 
Asian, Hispanic 

AMCR is a full-service multicultural market 
research and strategic consulting firm specializing 

April1999 www.quirks.com 

in U.S. Asian and Hispanic, Asia Pacific and Latin 
American markets. We offer qualitative and quan­
titative research in most Asian languages, Spanish 
and Portuguese. Using market research as a vehi­
cle to cultural understanding, we offer strategic 
consulting to clients for positioning products and 
services in diverse markets. 
(See advertisement on p. 37) 

*ASPEN RESEARCH, inc. 
401 Miracle Mile, Ste. 406 
Coral Gables, FL 33134-4928 
Ph. 305-444-9788 
Fax 305-444-9670 
E-mail: ASPENRES@aol.com 
www.aspen-research.com 
Margery Isis Schwartz, President 
Full service 
Hispanic 

EEDS 
& A S S 0 C I A T £ S I N C. 

Barry leeds & Associates, Inc. 
38 E. 29th St. 
New York, NY 1 0016 
Ph. 212-889-5941 
Fax 212-889-6066 
E-mail : info@barryleedsassoc.com 
www.barryleedsassoc.com 
Paul Lubin, Exec. Vice President 
Full service, Data collection/Field service, Data 
processing 
African-American , Asian , Hispanic , Native 
American 

Market researchers and consultants serving the 

financial, consumer and corporate industries. 
Specializing in discrimination testing and research , 
mystery shopping, concept/product testing, cus­
tomer satisfaction research, account retention 
research , brand image research, branch/store 
intercepts and Call Center TeleShops™. Over one 
million mystery shops at more than 80,000 
branches/stores and service centers completed. 
Pioneered the application of matched pair testing 
for detecting potential discriminatory treatment 
by financial institutions. Serving the financial ser­
vices industry and corporate America since 1977. 
(See advertisement on p. 81) 

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

*The Blackstone Group 
360 N. Michigan Ave., Ste. 1500 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
Ashref Hashim, President 
Full service, Data collection/Field service, Data 
processing, Focus group 
African-American, Asian, Hispanic 

81 



*C R Market Surveys 
9510 S. Constance, Ste. C-6 
Universal City Professional Bldg. 
Chicago, IL 60617-4734 
Ph. 800-882-1983 or 773-933-0548 
Fax 773-233-0484 
E-mail: CRMS1 @aol.com 
www.crmarket.com 
Cherlyn Robinson, Project Coordinator 
Data collection/Field service 
African-American, Hispanic 

RE SEA R CH 

C&R Research Services, Inc. 
Creative & Response Research Services, Inc. 
500 N. Michigan Ave., 12th fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax312-527-3113 
E-mail: info@crresearch.com 
www.cr-research.com 
Jim Flannery, Dir. Business Development 
Full service 
Asian, Hispanic, Middle Eastern 

C&R Research Services, Inc. is a full-service cus­
tom research and consulting company with 200+ 
full-time employees including 34 project direc­
tors/analysts. C&R provides customer satisfac­
tion, strategic studies, new product development, 
brand imagery and positioning research , concept 
and advertising testing & research among chil­
dren. C&R Research has extensive Hispanic and 
Latin American market research experience. With 
offices in both the United States and Buenos Aires, 
C&R offers a wide variety of services to its clients, 
targeting the Spanish-speaking market in the U.S. 
as well as in Central America, South America, and 
Europe. 
(See advertisement on the Back Cover) 
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Cambridge Focus 
600 Memorial Dr. 
Cambridge, MA 02139-4814 
Ph. 617-494-0310 
Fax 617-494-0910 
E-mail : details@cambridgefocus.com 
Lloyd Simon 
Data collection/Field service, Focus group 
African-American, Asian, Hispanic 

*Castillo & Associates 
3604 Fourth Ave., Ste. 2 
San Diego, CA 92103 
Ph. 619-683-3898 
Fax 619-683-3820 
E-mail: castassoc@aol.com 
Enrique F. Castillo, Principal 
Full service 
Hispanic 

Chicago Focus 
7 E. Huron St. 
Chicago, IL 60611 
Ph. 312-951-1616 
Fax 312-951-5099 
E-mail: chifocus@aol.com 
www.thefocusnetwork.com 
Focus group 
African-American, Hispanic 

Conway/Milliken & Associates/Research lnt'l. 
Marketing Research & Consulting 
875 N. Michigan Ave. 
Chicago, IL 60611 
Ph. 312-787-4060 
Fax 312-787-4156 
E-mail : cma@cmamkting.com 
www.cmamkting.com 
Carlos Salazar-Velasquez, Ph.D. , Vice President 
Full service 
Hispanic 

Comprehensive knowledge of languages 
and cultures. 
Tailored to the lifestyles of your 
customers. 
Specializing in Asian, Hispanic, Arabic 
and Eastern European Cultures. 

Data & Management Counsel, Inc. 
P.O. Box 1609 
135 Commons Court 
Chadds Ford, PA 19317-9724 
610.459.4700 Fax 610.459.4825 

www.DMChome.com E-mail: lnfo@DMChome.com 

COS Research, Inc. 
2500 West LoopS. , Ste. 300 
Houston, TX 77027 
Ph. 713-783-9111 or 800-460-9111 
Fax 713-789-2020 
E-mail : CQSinc@aol.com 
www.cqsinc.com 
Noel Roulin , President 
Data collection/Field service 
African-American, Asian , Hispanic 

Creative Data Qualitative Insights 
7136 Haskell Ave ., Ste. 100 
Van N uys, CA 91406 
Ph . 818-988-5411 
Fax 818-988-4057 
E-mai I: creativedata@earth I ink. net 
www.isacorp.com 
Jennifer von Schneidau , Vice President 
Full service, Data collection/Field service, Focus 
group 
African-American, Asian, Hispanic, Middle Eastern 

Cultural Access 
(See Access Worldwide, Cultural Access Group) 

Cultural Insights, Inc. 
10510 Buckeye Trace 
Goshen, KY 40026-9756 
Ph . 502-228-3708 
Fax 502-228-2829 
E-mail : listening@cu lturalinsig hts.org 
www.culturalinsights.org 
Full service 
African-American, Asian , Hispanic 

Data & Management Counsel, Inc. 
P.O. Box 1609 
135 Commons Ct. 
Chadds Ford, PA 19317-9724 
Ph . 610-459-4700 
Fax 610-459-4825 
E-mail: lnfo@DMChome.com 
www.DMChome.com 
Bill Ziff-Levine, Managing Director 
Branch office: 

International Tower 
5200 S. Yale Ave ., Ste. 102 
Tulsa, OK 74135 
Ph. 918-492-6324 
Fax 918-492-7147 
E-mail : lnfo@DMChome.com 
www.DMChome.com 
John McKay, Vice President 

Full service 
African-American, Asian, Hispanic, Middle Eastern 

Attentive, responsive full-service research firm 
uniquely qualified for even the most demanding 
projects. Telecommunications. Information tech­
nologies. Healthcare. Insurance. Financial ser­
vices. Business-to-business. Industrial markets. 
Multicultural and international. Using the most 
advanced research techniques, coupled with com­
prehensive knowledge of languages and cultures, 
we conduct qualitative and quantitative research 
tailored to the special needs and circumstances of 
your business and your customers. 
(See advertisement on p. 82) 

* Indicates a firm owned by an ethnic minority 
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Data Research Services, Inc. 
3323 Chamblee-Dunwoody Rd. 
Chamblee, GA 30341 
Ph. 770-455-0114 
Fax 770-458-8926 
E-mail : tab@dataservice.com 
www.dataservice.com 
Jon Mitchell , Exec. Vice President 
Full service, Data collection/Field service, Data 
processing 
African-American, Asian, Hispanic 

DataDeeds, Inc. 
P.O. Box 4617 
Silver Springs, MD 20914 
Ph. 301 -879-1552 
Fax 301 -879-1553 
E-mail: btidwell@erols.com 
Dr. Billy Tidwell , President/CEO 
Full service 
African-American 

Davis & Davis Research, Inc. 
8001 N. Dale Mabry Hwy., Ste. 401 B 
Tampa, FL 33614 
Ph. 813-873-1908 
Fax 813-935-5473 
Irene Davis, President 
Data collection/Field service, Focus group 
African-American 

*M Davis & Co., Inc. 
1520 Locust St. , 3rd fl. 
Philadelphia, PA 19102-4403 
Ph. 215-790-8900 
Fax 215-790-8930 
E-mail: info@mdavisco.com 
www.mdavisco.com 
Full service, Data collection/Field service 
African-American 

Direct Marketing Services Group, Inc. 
7601 N. Federal Hwy., Ste. 205-B 
Boca Raton, FL 33487 
Ph. 561-997-2324 or 561-997-7270 
Fax 561-997-5844 
E-mail: sil@siltd.com 
www.siltd.com/dmsg.html 
Full service 
Asian, Hispanic, Middle Eastern 

Experienced staff (senior management 30 
years/4,500 projects) conducting all types of data 
collection projects. Highest standards. State-of­
the-art CATI facility. Predictive dialing, sampling, 
international calling , translation, bilingual staff, 
telephone appending services, "Salebooster" rela­
tionship-building customer development program. 
(See advertisement on p. 32) 

--------- ._ __ -= === ~ 

DiRECTIONS IN RESEARCH r­
Full Service Marketing Research & Consulting 

Directions In Research 
8593 Aero Dr. 
San Diego, CA 92123 
Ph. 800-676-5883 or 619-299-5883 
Fax 619-299-5888 
E-mail : info@diresearch.com 
www.diresearch.com 
David Phife 
Full service, Data collection/Field service, Data 
processing 
Hispanic 

Established in 1985, Directions In Research is a 
young company employing motivated and experi­
enced professionals dedicated to providing expert 
marketing research and consulting services. We 
are in the business of identifying, understanding 
and satisfying the needs of our clients. We not only 
answer those needs with honesty, integrity and 
complete confidentiality, but above all, with intel­
ligence. The value of our services is measured by 
the satisfaction of our clients. For both quantita­
tive and qualitative research - on the West Coast 
or nationwide - Directions in Research offers a 
complete package of services to help manage­
ment, in both service and product industries, make 
informed decisions. 
(See advertisement on p. 83) 

OMS 
840 N. Larrabee St. , Ste. 4209 
Los Angeles, CA 90069 
Ph. 310-659-8732 
Fax 310-657-0647 
E-mail : DMSSOCAL@aol.com 
John Draper 
Data collection/Field service 
African-American, Hispanic 

Eastern Research Services 
1001 Baltimore Pike, Ste. 208 
Springfield, PA 19064 
Ph. 610-543-0575 
Fax 610-543-2577 
E-mail : mail@easternresearch.com 
Kean Spencer, President 
Data collection/Field service, Data processing 
African-American, Hispanic 

*Ebony Marketing Research, Inc. 
21 00 Bartow Ave. , Ste. 243 
Bronx, NY 10475 
Ph. 718-217-0842 or 718-320-3220 
Fax 718-320-3996 
E-mail: emr@interport.net 
www.ebonymktg.com/ 
Bruce Kirkland, Vice President 
Mourisha Cromwell, Project Coordinator 
Full service, Data collection/Field service 
African-American, Asian, Hispanic, Middle Eastern, 
Native American 

Ebony Marketing Research, Inc. is a full field ser­
vice company specializing in ethnic market seg­
ments, locally, nationally and internationally. With 
three New York mall locations, offices in Central 
America, and state-of-the-art focus group, tele­
phone and test kitchen facilities, EMR has the 
reach, resources and community rapport to pro­
duce timely, accurate data on a wide range of spe­
cialized and mainstream markets. 
(See advertisement on p. 84) 
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EllioH Benson 
1234 H St., Ste. 200 
Sacramento, CA 95814 
Ph. 916-325-1670 
Fax 916-498-0394 
E-mail: ebinfo@elliottbenson.com 
www.elliottbenson.com 
Jaclyn Benson, President 
Data collection/Field service 
African-American, Asian, Hispanic, Native 
American 

Sacramento's newest, most luxurious focus facil-

ity! Ultra-modern office features two confer­
ence/viewing suites and computer-equipped client 
offices with closed-circuit viewing. Elliott Benson 
is a closely owner-operated company with out­
standing personal service and an ideal downtown 
location. Complete data collection capabilities with 
guaranteed results! 
(See advertisement on p. 24) 

etc" Erlich 
TrillSCullural 

Consultants 

Erlich Transcultural Consultants 
21241 Ventura Blvd ., Ste. 193 
Woodland Hills, CA 91364 
Ph. 818-226-1333 
Fax 818-226-1338 
E-mail: ETCethnic@aol.com 
www.etctranscultural .com 
Andrew Erlich, Ph.D., President 
Full service 
African-American, Asian, Hispanic, Middle Eastern, 
Native American 

ETC provides full-service Hispanic, Asian, African 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Americanandgener~marketqu~~~~eandquan-
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Reach 
Range 
Rapport 
Results 

First-rate Insight. On-site. Any time. Anywhere. 

Ebony Marketing Research can connect you with key 
ethnic markets regionally, nationally and internationally. 

& bony Marketing Research 

has earned an enviable reputa­

tion for superior performance, 

reliability and creativity in 

studying ethnic markets. 

Experienced and incisive, 

we've got the staff, the resources 

and the expertise to access 

the market segments you need 

to reach. 

With major research 

facilities in the Northeast; field 

offices in Atlanta, Central 

America, and Southeast Asia; 

and an extensive network of 

contacts in the US and abroad; 

our multi-lingual research pro­

fessionals can put you in touch 

with key ethnic populations just 

about anywhere. 

Whatever your research 

requirements, whoever you 

want to reach, wherever you 

want to reach them, call Ebony 

Marketing Research. We've got 

the reach, the range and the 

community rapport to deliver 

the results you need. 

Ebony Marketing Research, Inc. 
2100 Barrow Avenue, Suite 243 

Baychester, NY 10475 
Telephone: 718-320-3220 Fax: 718-320-3996 

e-mail: emr@interport.net 

titative research both in the U.S. and abroad. This 
includes focus groups, in-depth individual inter­
views, and the complete spectrum of quantitative 
studies conducted and supervised by bilingual, 
bicultural marketing professionals. ETC specializes 
in providing research that is culturally insightful. 
(See advertisement on p. 11) 

Fieldwork, Inc. 
6200 N. Hiawatha, Ste. 700 
Chicago, IL 60646 
Ph. 773-282-2911 or 888-to-FIELD 
Fax 773-282-8971 
E-mail: sandya@crresearch.com 
www.fieldwork.com 
Sandy Adams, President 
Branch offices: 

Fieldwork Atlanta, Inc. 
200 Galleria Pkwy., Ste. 1850 
Atlanta, GA 30339 
Ph. 770-988-0330 
Fax 770-955-1555 
E-mail : FIELDWORKA@aol.com 
www.fieldwork.com 
Bette Hayden 
Data collection/Field service 
African-American 

Fieldwork Chicago, Inc. 
6200 N. Hiawatha, Ste. 720 
Chicago, IL 60646 
Ph. 773-282-2911 or 888-TO-FIELD 
Fax 773-282-8971 
E-mail: FDWCHICAGO@aol.com 
www.fieldwork.com 
Karen Borgardt or Judy Piechocki 
Data collection/Field service 
African-American, Hispanic, Native American 

Fieldwork Chicago-O'Hare 
8420 W. Bryn Mawr Ave., Ste. 650 
Chicago, IL 60631 
Ph. 773-714-8700 
Fax 773-714-0737 
E-mail: fieldworkohare@ibm.com 
www.fieldwork.com 
Pam White, President 
Data collection/Field service 
African-American, Asian, Hispanic, Mid. Eastern 

* Indicates a firm owned by an ethnic minority 
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Fieldwork Chicago-West 
1450 E. American Ln ., Ste. 1880 
Schaumburg, I L 60173 
Ph. 847-413-9040 
Fax 84 7-413-9064 
E-mail: fieldworkschaumburg@msn.net 
www.fieldwork.com 
Paul Scaletta 
Data collection/Field service 
African-American, Asian, Hispanic, Mid. Eastern 

Fieldwork East, Inc. 
2 Executive Dr., Ste. 800 
Ft. Lee, NJ 07024 
Ph. 201 -585-8200 
Fax 201-585-0096 
E-mail : NJFWE@aol.com 
www. fieldwork.com 
Sandy Starr or Barbara Meeks 
Data collection/Field service 
African-American, Hispanic 

Fieldwork New York at Westchester 
555 Taxter Rd ., Ste. 390 
Elmsford, NY 10523 
Ph. 914-347-2145 
Fax 914-347-2298 
E-mail : FIELDWORK@aol.com 
www.fieldwork.com 
Maria Garcia 
Data collection/Field service 
African-American, Hispanic 

Fieldwork Phone Center 
6200 N. Hiawatha, Ste. 700 
Chicago, IL 60646 
Ph. 773-282-0203 or 888-TO-FIELD 
Fax 773-282-6422 
E-mail : PhoneRoom@aol.com 
www. fieldwork.com 
Mary Pedersen 
Data collection/Field service 
Hispanic 

Findings International Corp. 
9100 Coral Way, Ste. 6 
Miami, FL 33165 
Ph. 305-225-6517 
Fax 305-225-6522 
E-mail: findings@interfindings.com 
Orlando Esquivel , President 
Full service, Data collection/Field service 
Hispanic 

Fleischman Field Research 
250 Sutter St. , Ste. 200 
San Francisco, CA 94108-4403 
Ph. 800-277-3200 or 415-398-4140 
Fax 415-989-4506 
E-mail : ffr@ffrsf.com 
www.ffrsf.com 
Full service, Focus group 
African-American, Asian, Hispanic 

Opened June 1997- focus group facility with three 
full-sized rooms and one mini room. Two oversized 
conference rooms at 22'x25' and one room at 
19'x22'. All feature three-tiered seating for 15+ 
with adjoining client office, installed video cam­
eras, central air, video conferencing, mini refrig­
erators, laptop and lnterneVmodem capabilities. 
Mini room seating six to eight provides identical 
amenities to above. All are two blocks from Union 
Square shopping, hotels and restaurants. Member 
FocusVision. 
(See advertisement on p. 85) 
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Focus & Testing, Inc. 
20847 Ventura Blvd. 
Woodland Hills, CA 91364 
Ph. 818-347-7077 

Equipped with five spacious focus/observation 
rooms and a 1 ,200-sq.-ft. commercial test kitchen, 
clients continue to rave about their ethnic, and 
executive recruiting, attention to detail , and com­
petitive prices. 

Fax 818-34 7-7073 
E-mail : focustest@earthlink.net 
Spence Bilkiss, V.P. Operation 
Data collection/Field service 
African-American, Asian, Hispanic, Middle Eastern, 
Native American 

With over 8,000 sq. ft., Focus & Testing, Inc. is LA's 
largest and most accommodating testing facility. 

(See advertisement on p. 86) 

Focuscope, Inc. 
1100 Lake St. , Ste. 60 
Oak Park, I L 60301 
Ph. 708-386-5086 
Fax 708-386-1207 
E-mail: foscope@aol.com 
Kevin Rooney, Sr. Proj . Dir. 
Data collection/Field service 
African-American, Hispanic 
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*Garcia Research Associates, Inc. 
2550 Hollywood Way, Ste. 11 0 
Burbank, CA 91505 
Ph. 818-566-7722 
Fax 818-566-1113 
E-mail : info@garciaresearch.com 
www.garciaresearch.com 
Ted Dahl, Vice President 
Full service, Data collection/Field service, Focus 
group 
African-American, Hispanic 

GENESYS Sampling Systems 
565 Virginia Dr. 
Ft. Washington, PA 19034-2706 
Ph. 800-336-7674 
Fax 215-653-7115 
E-mail : jpalish@m-s-g.com 
www.genesys-sampling.com 
Jeff Palish, Vice President 
Sampling 
African-American, Asian, Hispanic, Middle Eastern, 
Native American 

agement, analysis and exploitation capabilities. 
(See advertisement on p. 23) 

Greenfield Consulting Group, Inc. 
274 Riverside Ave. 
Westport, CT 06880-4807 
Ph. 203-221-0411 
Fax 203-221-0791 
E-mail : info@greenfieldgroup.com 
www.greenfieldgroup.com 
Carol Farquhar, V.P. Business Development 
Full service 
African-American, Hispanic 

*HAMARC, Inc. 
Hispanic America Mktg. & Rsch. Cnslts. 
116 Weldon Way, Ste. 1 
Pennington, NJ 08534-1829 
Ph. 609-683-7755 
Fax 609-466-7 430 
E-mail: HAMARC@aol.com 
Dr. Jose Acuna, President 
Full service, Consulting 
Hispanic 

*HEADFIRST Market Research 
332 Osprey Point 
Stone Mountain, GA 30087 

GENESYS Sampling Systems has the experience Ph. 770-879-5100 
and resources to help you define and reach any Fax 770-879-0014 

*Hispanic Focus Unlimited 
Rte. 1, Box 278 
La Feria, TX 78559 
Ph. 956-797-4211 
Fax 956-797-4244 
E-mail : hispfocs@gte.net 
http://home1 .gte.net/hispfocs/index.htm 
Ruben Cuellar, President 
Full service, Data collection/Field service 
Hispanic 

Hispanic Market Connections 
(See Access Worldwide, Cultural Access Group) 

HISPANIC It ASIAN 

MARKETING COMMUNICATION 

R ESEARCH, INC . 

*Hispanic Marketing Communication Research 
a div. of Hispanic & Asian Marketing 
Communication Research, Inc. 
1301 Shoreway Rd. , Ste. 100 
Belmont, CA 94002 
Ph. 650-595-5028 
Fax 650-595-5407 
E-mail: gateway@hamcr.com 
www.hamcr.com 
Felipe Korzenny, Ph.D., President 
Full service 
Asian, Hispanic 

low-incidence target group. Ethnic sampling capa- E-mail: headfirst@mindspring.com 
bilities include geo-targeted ROD (random digit Greg Head, President HMCR is a full-service multicultural market 
dialing), listed surname, dual frame and other Full service research and strategic consulting firm specializing 
options. We will outline your alternatives in bal- African-American in U.S. Hispanic and Asian, Latin American and 
ancing representational accuracy and data collec- Asian Pacific markets. We offer qualitative and 
tion costs. Additionally, we offer full database man- quantitative research in Spanish, Portuguese and 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ mo~A~an~nguage~U~ngma~~resea~has 

,,,S fa TESTING 
((0'-y I 

• 8,000 sq. ft. Facility • Five Spacious Focus/Observation Rooms 

• One-On-One To Fifty Respondents • Field Management 

• In-Store Recruiting • Ethnic Recruiting • Medical • Legal 

·• Computers • Technology • Tobacco • Entertainment • Children 

• Car Clinics On Site 

• 1 ,200 sq. ft. Commercial Test Kitchen 

• 650 Amps of Electricity • 1 ,000,000 BTU's 

• Three Utility Distribution Systems • Walk-in Refrigerators/Freezers 

• Twenty Microwaves • Twenty Burners • Over 30 ft. of Hood Space 

Mention This Ad & Get Free Two Hour Facility Rental 
. . 

"The Ultimate Focus & Testing Facility" 
2084 7 Ventura Boulevard, Woodland Hills, CA 91364 

(818) 347-7077 • FAX (818) 347-7073 
Email: focustest@earthlink.net 

a vehicle to cultural understanding, we offer strate­
gic consulting to clients for positioning products 
and services in diverse markets. 
(See advertisement on p. 37) 

Holleran Consulting 
2951 Whiteford Rd. 
York, PA 17 402 
Ph. 717-757-2802 or 800-941-2168 
Fax 717-755-7661 
E-mail: info@holleranconsult.com 
www.holleranconsult.com 
Lynda P. Myers, Dir. of Field Services 
Full service, Data collection/Field service, Data 
processing 
African-American, Asian , Hispanic 

Horowitz Associates, Inc. 
1971 Palmer Ave. 
Larchmont, NY 1 0538-2439 
Ph. 914-834-5999 
Fax 914-834-5998 
E-mail: horoassoc@aol.com 
www.horowitzassociates.com 
Howard Horowitz, President 
Full service 
African-American, Asian, Hispanic, Middle Eastern, 
Native American 

* Indicates a firm owned by an ethnic minority 
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House of Marketing 
836 S. Arroyo Pkwy. 
Pasadena, CA 911 05 
Ph. 626-793-9598 
Fax 626-793-9624 
E-mail : HMResearch@aol.com 
Amy Siadak 
Data collection/Field service, Focus group 
African-American, Asian, Hispanic 

House of Marketing is the largest multilingual 
focus group and fieldwork company in the Los 
Angeles area. Our language capabilities include: 
Spanish, Mandarin, Cantonese, Korean, Japanese, 
Tagalog. Since 1977, House of Marketing has deliv­
ered information of the highest quality and accu­
racy. Our goal is to allow our clients to make suc­
cessful decisions with confidence because of the 
high quality information we provide. 
(See advertisement on p. 87) 

*The Hunter-Miller Group 
1507 E. 53rd St. , Ste. 295 
Chicago, IL 60615 
Ph. 773-978-7245 
Fax 773-978-7124 
E-mail : PepMHMG1@aol.com 
Pepper Miller, President 
Full service 
African-American, Hispanic 

• *IMAGES Market Research 
1718 Peachtree St. , Ste. 650 
Atlanta, GA 30309 
Ph. 404-892-2931 
Fax 404-892-8651 
E-mail : imagesusa@imagesusa.net 
Robert L. McNeil Jr. , President 
Full service, Data collection/Field service, Data 
processing 
African-American, Asian , Hispanic, Middle Eastern, 
Native American 

IMAGES Research is a full-service minority owned 
research firm providing turn-key, cost effective 
nationwide, qualitative and quantitative general 
and ethnic market services. We offer focus group 
recruiting , multilingual telephone/field and execu­
tive interviewing featuring a 40-station CATI sys­
tem. Come visit one of our focus group facilities 
located throughout the country. Ask about our 
specials! 
(See advertisement on p. 88) 
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In Focus Consulting 
2327 Blueridge Ave. 
Menlo Park, CA 94025-6709 
Ph. 650-854-8462 
Fax 650-854-4178 
E-mail: echardon@compuserve.com 
Full service 
Hispanic 

InGold Research Services, Inc. 
17501 Janesville Rd. 
Muskego, WI 53150 
Ph. 414-679-2600 
Fax 414-679-1445 
E-mail : in-gold@execpc.com 
Marguerite Ingold, President 
Data collection/Field service 
African-American, Middle Eastern 

Se Habla Espanol 
(Spanish) 

~1r,~~Jt 
(Chinese) 

(Japanese) 

Naesasalita Kami Ng Tagalog 
(Tagalog) 

~t!l~ e.~Oii !tLIC~ 
(Korean) 

And English Too! 

The unique location of our focus group facility combined 
with our multilingual recruiting capabilities provide easy 
access to a diverse group of respondents. 

+Anglo 
• Latino 
+Asian 
• Nrican American 
+Gay 
• Children 

Our Services Include: 
• Focus Group Facilities 
• Recruiting 
• Quantitative Projects 
• Fieldwork 
• Multilingual Moderators 
• Videotaping 
• National Field Management 
+And more 

In any language, it makes good sense to give 
us a call for your next research project. 

For bids or to request a brochure, 
call Amy Siadak at 

(626) 793-9598 

e-mail at 
HMResearch@aol.com 

House Of Marketing 
836 South A rroy o Parkway • Pasadena, CA 9 1105 
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Conducting bilingual market research 
is not as difficult as you think! 

Since 1983 Interviewing Service of America had been one of the most rec­
ognized firms for multilingual marketing research in the U.S.A. and around 
the World. In that time, ISA has completed more than 1 ,000 bi or multilin­
gual projects with over 500,000 (one-half million!) interviews in 61 differ­
ent languages, all from our 254 CATI equipped telephone stations in Los 
Angeles. 

From Albanian to Zulu your best option for multicultural research is ISA. We 
are open 24 hours a day calling North America and worldwide. In addition 
to our data collection services, our team of experts can provide guidelines for 
culturally specific questionnaire design, culturally correct translations, CATI 
programming and Data Processing at competitive prices. 

For more information and a list oflanguages, call Michael Halberstam in our 
Los Angeles Headquarters at (818) 989-1044 or Polly K.leissas in our Mid 
Atlantic division at ( 41 0) 827-4855 or contact us through our Website 
www.isacorp.com. 

rr~ 
~ 

Interviewing Service of America, Inc. 
15400 Sherman Way, Ste. 400 
Van Nuys, CA 91406-4211 
Ph. 818-989-1044 
Fax 818-782-1309 
E-mail : mhalberstam@isacorp.com 
www.isacorp .com 
Michael Halberstam, President 
Full service, Data collection/Field service, Data 
processing 
African-American, Asian, Hispanic, Middle Eastern 

Interviewing Service of America, the West Coast's 
largest marketing research data collection com­
pany. 254 CAT I stations at two Los Angeles facil­
ities. State-of-the-art technology including DS3 
fiber optics, predictive dialing, interactive voice 
response , Sound-Survent, Survent, Quancept, 
Quancept Web and bilingual capabilities in 61 dif­
ferent languages. Translations, data entry, coding 
and tabulation services also available. For more 
information call Michael Halberstam at 818-989-
1044. 
(See advertisement on p. 88) 

IPC (International Point of Contact) 
32 E. 31st St. 

------------------------------i New York, NY 10016 
Ph. 212-213-3303 

LookinCJ 
~or Answtrs? 
IMAGES Research is a full-service minority 
owned research firm providing turn-key, cost 
effective nationwide ethnic and general 
market qualitative and quantitative research 
services. We offer focus group recruiting, 
multilingual telephone/field and executive 
interviewing featuring a 40 station CATI system. 
Come visit one of our focus group facilities located 
throughout the country. Ask about our specials! 
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IMAGES Research 
1718 Peachtree St. NW, Suite 650 · Atlanta, GA 30309 

Ph. 404-892-2931 • Fax 404-892-8651 
E-mail: imagesusa@imagesusa.net 

Atlanta 
Boston 
Chicago 
Dallas 

Contact: Robert L. McNeil Jr., President 

Denver Miami Phoenix 
Detroit New Orleans San Francisco 
Houston New York Seattle 
Los Angeles Philadelphia 

Fax 212-213-3554 
E-mail : RLBIPC@aol.com 
Rhoda Brooks, Partner 
Data collection/Field service 
African-American, Asian, Hispanic, Middle Eastern 

Comprehensive market research services special­
izing in international and domestic fore ign lan­
guage projects. Data collection by telephone, mail 
or personal interviews in the U.S. or abroad. Call 
us for your customized research needs. Not limit­
ed to large projects. 
(See advertisement on p. 89 

*Juarez & Associates 
12139 National Blvd. 
Los Angeles, CA 90064 
Ph. 310-478-0826 
Fax 31 0-4 79-1863 
E-mail : juarez@ix. netcom .com 
Nicandro Juarez, President 
Full service, Data collection/Field service 
African-American , Hispanic 

*Kiyomura-lsh imoto Associates 
130 Bush St. , 1Oth fl. 
San Francisco, CA 94104-3826 
Ph. 800-827-6909 or 415-984-5880 
Fax 415-984-5888 
E-mail : norm@kiassociates.com 
www.kiassociates.com 
Full service, Data collection/Field service 
African-American , Asian, Hispanic 

* Indicates a firm owned by an ethnic minority 
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Stanford Klapper Associates, Inc. 
P.O. Box 361529 
San Juan, PR 00936-1529 
Ph. 787-753-9090 
Fax 787-754-6590 
E-mail : stanford.klapper@worldnet.att.net 
Barbara Bargman, President 
Full service, Data collection/Field service, Data 
processing 
Hispanic 

L.A. Focus 
17337 Ventura Blvd ., Ste. 301 
Encino, CA 91316 
Ph. 818-501-4794 
Fax 818-907-8242 
Lisa Balelo, Partner 
Wendy Feinberg, Partner 
Full service 
African-American, Hispanic 

Lieberman Research Worldwide 
1900 Avenue of the Stars, #1550 
Los Angeles, CA 90067 
Ph. 310-553-0550 
Fax 310-553-4607 
E-mail: dsackman@lrw-la.com 
Dave Sackman, President 
Full service 
Asian, Hispanic 

M G Z Research 
5715 Silent Brook Ln. 
Rolling Meadows, IL 60008 
Ph. 847-397-1513 
Fax 84 7-397-9016 
Martha Garma Zipper, President 
Consulting 
Hispanic 

MACRO Consulting, Inc. 
2581 Leghorn St. 
Mountain View, CA 94043 
Ph. 650-964-9707 
Fax 650-964-9949 
E-mail : dick@macroinc.com 
www.macroinc.com 
P. Richard McCullough, President 
Full service, Data collection/Field service, Data 
processing, Consulting 
Asian, Hispanic 

Mar's Surveys 
1700 N. University Dr., Ste. 205 
Coral Springs, FL 33071 
Ph. 954-755-2805 or 800-923-MARS 
Fax 954-755-3061 
E-mail : eric@marsresearch.com 
www.marsresearch.com 
Eric Lipson, Vice President 
Data collection/Field service 
African-American, Hispanic 
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Mari Hispanic Research & Field Services 
2030 E. Fourth St., Ste. 205 

Spanish translation, recruitment and moderator. 
(See advertisement on p. 89) 

Santa Ana, CA 92705 
Ph. 714-667-8282 
Fax 714-667-8290 
Mari R. Lindemann, President 
Data collection/Field service 
Hispanic 

Market Development Associates, Inc. 
5050 Poplar Ave. , Ste. 920 
Memphis, TN 38157 
Ph. 800-480-8334 or 901-682-1011 
Fax 800-480-0861 
E-mail: Mktdevlp@aol.com 
www.M DARESEARCH .com 
Jennifer Choate, Director of Marketing 

Mari offers complete Hispanic interviewing with 
multiple field sites in Orange and LA County. 
ProducVconcept survey placemenVtest markets/all 
sites with video and TV copy testing/accurate data 
about Hispanic consumerism/cross country 
assignment translation available. Focus group 

Full service, Data collection/Field service, Data 
processing, Focus group 
African-American, Hispanic 

So. Californias Hispanic Field Services. 
Serving Los Angeles and Orange Count~. 

Mall Intercepts. Product, Concept Testing. Taste Test. Copy Testing. 
On-Site Interviewing. Auditorium Test. Focus Group Recruitment and 
Moderating. Spanish Translations. Cross Country Moderator. 

MARl HISPANIC FIELD SERVICES 
2030 E. FOURTH STREET,SUITE 205 

SANTA ANA, CALIFORNIA 92705 
(714) 667-8282 FAX.(714) 667-8290 

IPC 
International Point of Contact 

32 East 31st Street 

New York, NY 10016 

Phone: (212) 213-3303 Fax: (212) 213-3554 
E-Mail: JELIPC@aol.com 

• International research 
• Foreign language data collection 

(All Asian, European and Latin American languages) 
• Central location telephone interviewing 
• National and International capability 
• CATI - Multiple Systems 

• Data Entry, Coding and Tabulation Services 

Contact Rhoda Brooks or Andy Jelito 
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*Market Development, Inc. 
600 B St., Ste. 1600 
San Diego, CA 92101 
Ph. 619-232-5628 
Fax 619-232-0373 
RogerS. Sennott, V.P./G.M. 
Full service 
Hispanic 

Market Facts, Inc. 
3040 W. Salt Creek Ln. 
Arlington Heights, IL 60005 
Ph. 847-590-7000 
Fax 847-590-7010 
www.marketfacts.com 
Tom Payne, President 
Full service, Data collection/Field service, Data 
processing, Consumer panel 
Hispanic 

Market Facts, a global marketing research firm, 
continues to expand its international presence. 
Market Facts is a leading provider of custom mar­
ket research and consulting services, and has 
research capabilities in the U.S., Canada, Europe, 
Asia, Latin America and the Middle-East. Ethnic 
research services include TeleNacion, a monthly 
telephone omnibus that surveys the U.S. Hispanic 
population. Market Facts also offers TeleNation, a 
national omnibus telephone survey. 
(See advertisement on p. 34) 

*Market Segment Research 
A div. of the Market Segment Group 
201 Alhambra Circle, Ste. 804 
Coral Gables, FL 33134 
Ph. 305-669-3900 
Fax 305-669-3901 
E-mail: gberman@marketsegment.com 
www.marketsegment.com 
Gary L. Berman, CEO 
Full service, Data collection/Field service, Data 
processing 
African-American, Asian, Hispanic 

*Market Study International, Inc. 
9700 Richmond Ave., Ste. 108 
Houston, TX 77042 
Ph. 713-952-1400 
Fax 713-952-1488 
Mariluz Florez, Office Manager 
Full service, Data collection/Field service, Focus 
group 
Hispanic 

*Marketing Matrix 
2566 Overland, Ste. 716 
Los Angeles, CA 90064 
'Ph. 310-842-8310 
Fax 310-842-9493 
E-mail: moran@markmatrix.com 
Lynn Walker Moran, Facility Manager 
Full service, Focus group 
Hispanic 

*Marketing World, Inc. 
International Mktg. Rsch. Consultants 
823 White Rock Dr. 
St. Louis, MO 63131-0426 
Ph. 314-965-0200 
Fax 314-965-3901 
E-mail: SAXENAMWI@aol.com 
Swaran L. Saxena, President 
Full service 
Asian 
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MBC 
366 Madison Ave. 
New York, NY 1 0017 
Ph. 212-599-7 400 
Fax 212-599-7410 
Dr. Peter Demetriou, Partner 
Full service 
African-American, Asian, Hispanic, Middle Eastern 

*MDI Interviewing Services, Inc. 
1101 Bay Blvd., Ste. D 
Chula Vista, CA 91911 
Ph. 619-424-4550 
Fax 619-424-4501 
E-mail : jsuarez@mktdev.com 
www.mktdev.com 
Jose Suarez, Operations Manager 
Data collection/Field service 
Hispanic 

MEADOWLANDS CONSUMER CENTER INC. 
The Plaza at the Meadows 
100 Plaza Dr., 1st fl. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201-865-0408 
E-mail : Meadowcc@aol.com 
Lauren Heger, Field Director 
Focus group 
African-American, Hispanic 

*Meneses Research & Associates 
1996 Frankfort St. 
San Diego, CA 92110 
Ph. 619-276-5335 
Fax 619-276-7330 
E-mail: wmeneses@aol.com 
www.menesesresearch.com 
Walter Meneses 
Full service, Data collection/Field service 
Hispanic 

*Miami Market Research, Inc. 
6840 S.W. 40 St. , Ste. 201A 
Miami, FL 33155 
Ph. 305-666-7010 
Fax 305-666-7960 
E-mail: miamktrsch@aol.com 
Luis Padron, President 
Data collection/Field service 
African-American, Hispanic 

*MOl, Inc. 
Global Strategic Intelligence 
P.O. Box 1439 
Princeton, NJ 08542 
Ph. 609-730-8188 
Fax 609-730-8111 
E-mail: MOIINC@aol.com 
http://members.aol.com/MOIINC/MOIInc.html 
Mila Montemayor, President 
Full service 
Asian 

Francesca Moscatelli , M.S. 
506 Ft. Washington Ave. , #3C 
New York, NY 1 0033 
Ph. 212-740-2754 
Fax 212-923-7949 
E-mail: francesca@bigplanet.com 
http://dwp.bigplanet.com/qualitative 
Francesca Moscatelli 
Focus group 
Hispanic 

National Opinion Research Services 

National Opinion Research Services 
760 N.W. 107th Ave., Ste. 106 
Miami, FL 33172 
Ph. 800-940-941 0 
Fax 305-553-8586 
E-mail : quality@nors.com 
www.nors.com 
Daniel Clapp, President 
Data collection/Field service 
Hispanic 

Offering a full line of quality field services with 65 
CATI stations, beautiful newly remodeled focus 
group facilities (with wireless headphone system 
and state-of-the-art audio video services) and 
complete interviewing, recruiting, moderation and 
translation services. All services available in 
English and Spanish. Our friendly, well-trained, 
completely bilingual staff assures that your project 
will be conducted efficiently and accurately and 
delivered on time. Five minutes from the airport. 
(See advertisement on p. 91) 

NorTex Research Group/Dallas 
8700 N. Stemmons Fwy. , Ste. 190 
Dallas, TX 75247-3715 
Ph. 800-315-TEXX 
Fax 214-630-6769 
E-mail : tveliz@aol.com 
Tony Veliz, Facility Director 
Data collection/Field service, Data processing 
African-American, Hispanic 

*Novasel Associates 
67-45 179th St. 
Flushing, NY 11365 
Ph. 718-591-7736 
Fax 718-591-7386 
Judy Novasel, President 
Full service 
African-American, Asian, Hispanic, Middle Eastern, 
Native American 

*OmniFacts, Inc. 
5105 Overbrook Ave. 
Philadelphia, PA 19131 
Ph. 215-477-5069 
E-mail : Jbaker8609@aol.com 
John Baker, President 
Full service 
African-American 

*OmniTrak Group, Inc. 
725 Davies Pacific Center 
841 Bishop St. , Ste. 725 
Honolulu, HI 96813 
Ph. 808-528-4050 
Fax 808-538-6227 
E-mail : omntrak@aloha.net 
Frances Pirie, Exec. Vice President 
Full service, Data collection/Field service 
Asian 

OMR (Oichak Market Research) 
7255-A Hanover Pkwy. 
Greenbelt, MD 20770 
Ph. 301-441 -4660 
Fax 301-4 7 4-4307 
E-mail: omrdc2@aol.com 
www.OMRdc.com 
Jill L. Siegel , President 
Data collection/Field service 
African-American 

* Indicates a firm owned by an ethnic minority 
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*Opinion Access Corp. 
31-00 47th Ave. 
Long Island City, NY 111 01 
Ph. 718-729-20AC (2622) 
or 888-489-DATA (3282) 
Fax 718-729-2444 
E-mail : info@opinionaccess.com 
www.opinionaccess.com 
Joe Rafael , Chairman 
Data collection/Field service, Data processing 
African-American, Hispanic 

Opinion Access Corp. provides market researchers 
with a one-stop shop for all telephone data col­
lection, tabulating, coding and data entry services, 
utilizing a unique combination of experienced staff, 
leading edge CAT I software and predictive dialing. 
(See advertisement on p. 45) 

*Paradigm Technologies lnt'l. 
20 Valley Ave., Ste. A 18 
Westwood, NJ 07675-3604 
Ph. 201-722-3550 
Fax 201-722-3557 
E-mail : ravipara@aol.com 
www.paradigmtek.com 
Ravi lyer, President 
Full service, Data collection/Field service, Data 
processing 
African-American, Asian, Hispanic, Middle Eastern 

Perceptive Market Research, Inc. 
2306 S.W. 13th St. , Ste. 807 
Gainesville, FL 32608 
Ph. 800-749-6760 or 352-336-6760 
Fax 352-336-6763 
E-mail : surveys@pmrresearch.com 
www.pmrresearch.com 
Dr. Elaine M. Lyons-Lepke, President 
Full service 
African-American, Asian, Hispanic 

Phase Ill Market Research 
777 N. First St. , Ste. 600 
San Jose, CA 95112 
Ph. 408-947-8661 
Fax 408-251-5093 
E-mail : npphase3@jps.net 
Nancy Pitta, President 
Data collection/Field service 
Asian, Hispanic 

PhoneSolu'biiiS 
PhoneSolutions, L.L.C. 
1101 N. Wilmot Rd., Ste. 253 
Tucson, AZ 85712 
Ph. 520-296-1015 
Fax 520-296-3393 
E-mail: michael@phonesolutions.com 
www.phonesolutions.com/solutions/index.html 
Data collection/Field service, Data processing 
Hispanic 

Nationwide WATS house, 150-station CATI tele­
phone centers using CfMC software in Tucson , 
Ariz., and Albany, N.Y. We want your difficult stud­
ies ! Experience in business-to-business, pharma-
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ceutical , consumer and public opinion studies, 
Spanish interviewing - paper or computer. In­
house programming staff. Electronic data trans­
mission. We provide impeccable survey results, 
on-time and at a competitive price. 
(See advertisement on p. 58) 

Pope Qualitative Research, Inc. 
209 Main St. N.E. 
Minneapolis, MN 55413 
Ph. 612-623-7972 
Fax 612-623-3581 
E-mail: popex006@tc.umn.edu 
Louise Pope, Principal 
Full service 

R.]k. African-American, Asian, Hispanic, Middle Eastern, 
Native American 

Multi-Dimensional Intelligence~ 

Polk Research Sampling Group 
26955 Northwestern Hwy. 
Southfield, Ml48034 
Ph. 888-225-1434 
E-mail : William_Reader@polk.com 
www.polk.com 
Bill Reader, Acct. Grp. Manager 
Data collection/Field service, Data processing, 
Sampling 
African-American, Asian, Hispanic, Middle Eastern, 
Native American 

Polk's Research Sampling Group is recognized as 
a leading sampling supplier of database samples. 
We can locate low-incidence and hard-to-reach 
respondents quickly, easily and at competitive 
prices. Polk's Research Sampling Group special­
izes in the high-tech, health care, travel and auto­
motive industries. For more information, call Polk's 
Research Sampling Group at 1-888-225-1434. 
(See advertisement on p. 15) 

Prange & O'Hearn/lnsights, Inc. 
Marketing & Research Group 
43 E. Ocean Blvd. 
Stuart, FL 34994 
Ph. 561-223-9223 
Fax 305-271-9448 
E-mail: insights@gate.net 
Randy Prange, CEO 
Full service 
African-American, Hispanic 

QMark Research & Polling 
Pacific Tower, 19th fl. 
1 001 Bishop St. 
Honolulu, Hl96813 
Ph. 808-524-5194 
Fax 808-524-5487 
E-mail: bankersmit@starrtech.com 
www.starrtech.com 
Barbara Ankersmit, President 
Full service 
Asian 

Opinions 
so tl a d look very sim ar; but, are 
ot the sa e. Get reGI opinions on your 

ext 6 gual or Spanish-language 
res rdJ project. Let us do the work. 

We speak the lifllllllrfllle, 

ATIONAL OPINION RESEARCH SERVICES 
760 NW 107 Avenue, Suite 106, Miami, FL 33172 

1-{800}-940-941 0, Fax {305} 553-8586, www.nors.com 
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QualiData Research, Inc. 
170 Garfield Pl. 
Brooklyn, NY 11215 
Ph. 718-499-4690 
Fax 718-499-0576 
E-mail: i nfo@q ual idataresearch .com 
Sharon Wolf, Principal 
Full service 
African-American, Asian , Hispanic, Middle Eastern, 
Native American 

*Recruiting Resources Unlimited 
480 Court St. 
Brooklyn, NY 11231 
Ph. 718-222-5600 
Fax 718-222-5689 
E-mail: RRU131 @aol.com 
Connie Livia, President 
Full service 
African-American, Asian, Hispanic, Middle Eastern, 
Native American 

New York's largest recruiting service for focus 
groups, mock juries and lOis. Our specialties 
include: corporate executives; technical, medical , 
legal and financial professionals; millionaires; for­
eign language studies; ethnic markets - Asian, 
Middle Eastern, Russian, Polish, Black, Latino; 
and extraordinary consumers recruited throughout 
the entire tri-state area from our extensive com­
puterized databank, or from the sample of your 
choice. Rush groups are our forte. RRU's prates-

sional staff of on-site recruiters can successfully 
recruit projects of any size or scope with attention 
to your specifications. We provide frequent com­
puterized respondent profile updates. Call us and 
have an experienced team behind you. 
(See advertisement on p. 93) 

*Rife Market Research, Inc. 
1111 Parkcentre Blvd., Ste. 111 
Miami, FL 33169 
Ph. 305-620-4244 
Fax 305-621-3533 
E-mail: RIFE A@aol.com 
Mary Rife, President 
Data collection/Field service 
Hispanic 

*Rincon & Associates 
6060 N. Central Expwy., Ste. 670 
Dallas, TX 75206 
Ph. 214-750-0102 
Fax 214-750-1015 
E-mail: info@rinconassoc.com 
www.rinconassoc.com 
Dr. Edward T. Rincon, President 
Full service 
African-American, Asian, Hispanic 

*Roslow Research Group 
16 Derby Rd. 
Port Washington, NY 11050 
Ph. 516-883-1110 
Fax 516-883-4130 
E-mail : ROSLOWGRP@aol.com 
Peter Roslow, President 
Full service 
Hispanic 

San Diego Surveys, Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph . 619-265-2361 or 800-895-1225 
Fax 619-582-1562 
E-mail: SDSURVEYS@aol.com 
Jean Van Arsdale, President 
Full service, Data collection/Field service, Data 
processing , Focus group 
Hispanic 

sTs 
saENTIFIC 
l1liDHONE 

SAMPLIIS 

Scientific Telephone Samples 
6 Hutton Centre Dr., Ste. 1245 
Santa Ana, CA 92707 
Ph. 800-944-4-STS or 714-241-7900 
Fax 714-241-7910 
E-mail : STSSAMPLES@aol.com 
Steve Clark, Partner 
Sampling 
African-American, Asian, Hispanic 

Quality sampling and expert advice since 1988. The 
best choice for random digit (ROD) , demograph­
ically targeted ROD, listed, and business sam­
pling. Lowest ROD prices- two cents to five cents 
per number, depending on volume. Fast turn­
around . Any geography or sampling method 
(EPSEM, Type B, etc.). Disconnect screening, eth­
nic targeting, radius sampling, free business purg­
ing and record cod ing. Complete mapping and 
gee-demographic capabilities. On-line/in-house 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ sampling systemav~~b~ . 
(See advertisement on p. 65) 
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OBJECTIVE: 
Survey Hispanic males, ages 18 to 49, in states where 
only 11% of the households have Hispanics. 

551 SOLUTION: 
Warren Mitofsky (co-developer of the widely-u ed Mitofsky­
Waksberg random digit dialing method) - "Survey ampling 
provided a very useful sample frame by identifying the propor­
tion of Hispanic households in working blocks of telephone 
numbers and the density of listed working residential numbers 
in each block. Getting those two factor together improved our 
hit rate tremendously and made the design much more efficient­

with no compromise in quality!" 

You can rely on I to efficiently reach 
Hisparucs, African-Americans, Asian , 
or 200 other ethnic backgrounds, while 
maintaining quality and representation. 

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

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

Partners with survey 
researchers since 19 77 

Segmentation America, Inc. 
8351 Roswell Rd ., Ste. 349 
Atlanta, GA 30350 
Ph. 770-591 -7730 
Fax 770-591 -5209 
E-mail: SegAmerica@aol.com 
Full service 
African-American, Asian, Hispanic 

*Smith mark Corporation 
200 S. Meridian, Ste. 260 
Indianapolis, IN 46225 
Ph . 317-822-0778 
Fax 317-822-0970 
E-mail : smcorpmail@aol.com 
Michael Smith 
Full service, Data collection/Field service 
African-American 

*Southern Spectrum Research , Inc. 
1600 Canal St. , Ste. 400 
New Orleans, LA 70112 
Ph. 504-539-9222 
Fax 504-539-9228 
E-mail : Lindecuir@aol.com 
www.bja.com/spectrum 
Linda DeCuir, Research Coordinator 
Data collection/Field service 
African-American, Asian, Hispanic 

* Indicates a firm owned by an ethnic minority 
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*Strategic Directions Group, Inc. 
The Brewer House 
1029 Lombard Ave. 
St. Paul , MN 55105 
Ph. 651-228-7250 
Fax 651-228-7260 
E-mail: cmorgan@4growth.com 
www.4growth.com 
Carol Morgan, President 
Full service 
Hispanic 

~-A aa-1te414: FM:tl Compeny 

Strategy Research Corporation 
100 N.W. 37th Ave., 3rd fl. 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-643-5584 
E-mail: jstrouss@marketfacts.com 
www.strategyresearch.com 
Richard W. Tobin, President/CEO 
Full service 
Hispanic 

Strategy Research Corporation, a Market Facts 
Company, has offered full-service marketing 
research throughout the Western Hemisphere 
since 1971. Extensive Hispanic research capabil­
ities-custom qualitative and quantitative marketing 
research, market profiles and tracking studies. 
Expertise in conducting multi-country studies 
using SRC personnel in those countries. Authors 
of Latin American Market Planning Report and 
U.S. Hispanic Market study and conducts 
TeleNacion, a U.S. Hispanic telephone omnibus. 
(See advertisement on p. 34) 

*Ray Suh & Associates, Inc. 
12 Perimeter Park Dr., Ste. 101 
Atlanta, GA 30341 
Ph. 770-986-9267 
Fax 770-986-9485 
E-mail : RAYSUH@aol.com 
Ray Suh, Principal 
Full service, Consulting 
Asian 

*SuperDatos de Mexico 
a wholly-owned subsidiary of Hispanic & Asian 
Marketing Communication Research, Inc. 
61 Ensenada 
Colonia Hipodromo 
Mexico D.F., CP 06100 
Ph. 650-595-5028 (U.S.) or 52-5-553-2754 (Mex.) 
Fax 650-595-5407 (U.S.) 
E-mail : SuperDatos@hamcr.com 
www.hamcr.com 
Jennifer Mitchell 
Full service 
Hispanic 

SuperDatos de Mexico is a full-service research 
company, specializing in consumer and business­
to-business focus groups, face-to-face interviews 
and telephone interviewing throughout Mexico. 
All research is conducted by native-speaking 
research professionals, adhering to strict interna­
tional standards. Modern facilities are located in 
the heart of Mexico City. Owned and operated by 
Hispanic & Asian Marketing Communication 
Research, Inc. of Belmont, California. 
(See advertisement on p. 37) 
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..... Survey 
~{~~pling, 

Survey Sampling, Inc. 
One Post Rd. 
Fairfield, CT 06430 
Ph. 203-255-4200 

Order samples on-line with SSI-SNAP™ software . 
Samples available for 16 countries in North 
America and Europe. Targeted samples based on 
income, age, race/ethnic orgin. Target life styles, 
hobbies, products purchased with SSI-LITE™. 
Select business samples by SIC code, employee 
size, sales volume, other criteria. Partners with 
survey researchers since 1977. 

Fax 203-254-0372 
E-mail : info@ssisamples.com 
www.surveysampling.com 
Christopher De Angel is, Nat'l. Sales Manager 
Sampling 
African-American, Asian, Hispanic 

SSI provides a complete line of statistically accu­
rate and cost-efficient samples for survey research. 

(See advertisements on pp. 12, 56, 92) 

Relax . . . . and put your mind at ease . . . . 
Recruiting Resources can make your next project a success 

Focus Groups 
One-on-One's • Mock Juries • Music Tests 

Political Surveys • Testimonials 
Foreign Language Groups 

Asian, Latino, Russian, Indian 

Our Service Is Second To None 
Over 1,000,000 Potential Respondents 

A.fi·ican American, Asian, Caucasian, Latino 

Computerized Reports 
Facility Rental 

Moderators I Interviewers 
Screener Development 

List Recruiting 
Executive & Bilingual Recruiters 

Rush Groups Are Our Specialty 

Comprehensive Database Comprised Of 
CEO's • COO's • CFO's • VP's • Department Heads 

Medical, Legal & Financial Professionals 
MIS • DP • TCM • End Users • Engineers 

Entrepreneurs • Millionaires • Investors 
Ordinary & Extraordinary Consumers 

R EcRUITING 'ResouRcEs UNLIMITED 
Your Best Resource For Over 20 Years 

Servicing Greater NY and the USA 
131 Beverley Road, Brooklyn, NY 11218 

tel: 718-435-4444 I fax: 718-972-3926 • e-mail: RRU131@ AOL.COM 
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Who: 

Target 
Market 
Research 
Group, Inc. 

• Offers Hispanic market expertise with U.S. 
general market methods and standards 

• Approved supplier for leading Hispanic 
market advertisers and agencies 

• Experienced and highly trained bilingual/ 
bicultural personnel 

• Satisfying discerning clients since 1989 

What: 

• Custom/proprietary marketing research from 
thorough design to insightful analysis 

• Objective. decision-oriented research with a 
high level of service and attention to detail 

• Conducts marketing & creative strategy 
studies. exploratory & idea generation 
research , product & concept research , 
image & positioning research, advertising 
pre-testing, performance tracking , customer 
profile & satisfaction studies, price sensitivity 
research and market segmentation studies 

• Wide range of methodologies & techniques: 

- Telephone/CAll , door-to-door, mail and 
mall/street intercept interviews/CAP! 

- Focus groups , mini-groups, dyads and 
in-depth/one-on-one interviews 

• State-of-the-art tabulation capabilities and 
sophisticated multivariate analyses 

Where: 

• National coverage (U .S. and Puerto Rico) 

When: 

• Timely, responsive bids and projects that are 
on-time, on-budget and right on target 

Why: 

• Our specialists will spot Hispanic market 
problems, opportunities and ambiguities 
from the very beginning and help you define 
which areas you need to address 

• The information we provide will allow you to 
draw useful and relevant conclusions and 
help your team make Hispanic marketing 
decisions efficiently and effectively 

• Discover why most of our new assignments 
come from satisfied clients and referrals 

Target Market Research Group, Inc. 
4990 SW 72 Avenue, Suite 11 0 

Miami, Florida 33155-5524 
Contact: Martin G. Cerda ext. 1 06 

(305) 661-1492 I Fax: (305) 661-9966 
Discover Our Commitment to Excellence 

1-800-500-1492 
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Surveys Unlimited, Inc. 
232 Vincent Dr. 
East Meadow, NY 11554 
Ph. 516-794-5650 
Fax 516-794-3841 
E-mail: NYSURVEYS@aol.com 
http://members.aol.com/nysurveys 
Gladys Ronco, President 
Data collection/Field service 
African-American, Asian, Hispanic 

'-

!tar/£:! Research 
Group, Inc. -

*Target Market Research Group, Inc. 
4990 S.W. 72nd Ave., Ste. 110 
Miami, FL 33155-5524 
Ph. 800-500-1492 or 305-661-1492 
Fax 305-661-9966 
E-mail: martin_cerda@tmrgroup.com 
www.tmrgroup.com 
Martin G. Cerda, President 
Full service , Data collection/Field service, 
Consulting 
Hispanic 

Full-service qualitative and quantitative research 
among U.S. Hispanics on a national level. 
Specializing in custom/proprietary marketing and 
creative strategy studies, exploratory/ideation 
research, concepVproduct research , advertising 
pre-testing/tracking and market segmentation 
studies. Emphasizing quality in project design, 
implementation and analysis. Approved supplier 
for leading advertisers according to gross Hispanic 
media expenditures. Brochure and references 
available upon request. Minority business enter­
prise (Hispanic) . 
(See advertisement on p. 94) 

Taylor Nelson Sofres lntersearch 
(Formerly SOFRES lntersearch) 
410 Horsham Rd. 
Horsham, PA 19044-0189 
Ph. 215-442-9000 
Fax 215-675-6795 
E-mail: bruce.shandler@intersearch.tnsofres.com 
www.intersearch.tnsofres.com 
Bruce Shandler, President 
Full service, Data collection/Field service, Data 
processing 
Hispanic 

Taylor Nelson Sofres lntersearch is a full-service, 
international survey firm, conducting custom mar­
ket research in Latin America and among Hispanics 
in the United States. TNS lntersearch is a member 
of the Taylor Nelson Sofres group of companies. 
Taylor Nelson Sofres is one of the largest market 
research companies in the world, with offices in 
more than 30 countries. 
(See advertisements on pp. 17, 39) 

TRENDEX North America 
3454 Oak Alley Ct. , Ste. 302 
Toledo, OH 43606 
Ph. 419-531-1366 
Fax 419-531-2323 
E-mail: trendexna@ol.com 
Randy Harris 
Data collection/Field service 
Hispanic 

United Marketing Research 
1516 53rd St. 
Lubbock, TX 79412 
Ph. 806-744-6740 
Fax 806-7 44-0327 
E-mail: UMR220@door.net 
David McDonald, Sales/Marketing Dir. 
Data collection/Field service 
Hispanic 

*V & L Research & Consulting, Inc. 
655 Village Square Dr., Ste. 101 
Stone Mountain, GA 30083 
Ph. 404-298-0139 
Fax 404-298-0026 
E-mail: VLResearch@mindspring.com 
Delphyne L. Lomax, Principal , Quant. Rsch. 
Full service, Data collection/Field service, Data 
processing, Focus group 
African-American, Asian, Hispanic, Middle Eastern, 
Native American 

Venture Marketing Associates, Inc. 
6064 Apple Tree Dr., Ste. 5 
P.O. Box 171392 
Memphis, TN 38187 
Ph. 901-795-6720 
Fax 901-795-6763 
E-mail : VMA3155@aol.com 
Alex Klein, President 
Full service, Data collection/Field service, Data 
processing 
African-American, Hispanic 

Worldbridge Language Services 
1818 Thayer Ave., Ste. 203 
Los Angeles, CA 90025 
Ph. 310-474-1638 
Fax 310-474-1638 
Richard Satnick, Exec. Vice President 
Survey Translation 
Asian, Hispanic, Middle Eastern 
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Classified Ads 
Mid-Level Marketing Research Professional 

You like talking to teenagers. They don't intimidate or put you off. 
You are interested in pop culture, and don't want a cookie-cutter job. 
You are bright, energetic, detail-oriented, persistent, flexible, well­
rounded and creative. Traveling for business is not a burden. You 
are computer and Internet friendly, and communicate well in writ­
ten and verbal form. 

If this is you, we need to talk. We are a rapidly growing company 
located in a mid-sized market in the Southeast that provides mar­
keting services around the world to an impressive list of leading con­
sumer products companies. We are seeking a Marketing Research 
Director, with a minimum of three-years marketing research expe-
rience with ·consumer products. He or she must have a degree. 
Fluency in foreign languages a plus. Diversity valued/equal oppor-

THE 
OUEOTION 
OI-IOP, inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 9266 7 
(714) 97 4-8020 
FAX: (714) 97 4-6968 

tunity employer. I'" - - - - - - -- - - - - - - - - - ., 

Please send your resume and salary requirements to Andy I Meet Survey Pro. s 
.... c_r_ut_ch_fie_ld_. f_ax_4_2_3-_s2_s_-4_7a_o_or_e_m_ai_l a_nd_ry_e_a©_ic_x_.ne_t. __ ___. : lntelli Cruncher ,. 
-----------------------, I Survey Pro TM is optimized for crunching 

1 verbatims, rearranging scale structures, and 

Ust.lnln Addl·tions I serious slicing and dicing of respondent 
IIJ segments. As an added bonus, you get a great 

-..----~---------------1 I form designer, flexible data collection, and free tech support! 
Please add the following firms to the 1999 Directory of Data Processing , 
Statistical Analysis and Software. 

PGM Inc. 
581 W. 1600 N. 
Orem, UT 84057 
Ph. 801-434-9546 
Fax 801 -434-7304 
E-mail: mail@pgmincorporated.com 
www.pgmincorporated.com 
Todd Waters, V.P. Marketing 
Services: CD, DE, DT 

Stamford Tabulating Service 
568 Hunting Ridge Rd. 
Stamford, CT 06903 
Ph. 203-322-5573 
Fax 203-322-5573 
E-mail: stamtab@aol.com 
Services: CD 

Sales Offices 
Headquarters: Evan Tweed , Quirk's 

Marketing Research Review, 8030 Cedar Avenue 
South, Suite 229, Minneapolis, MN 55425. Phone 
612-854-5101. Fax 612-854-8191. E-Mail: evan­
qmrr@ mn. us west. net. 

West Coast: Lane Weiss, Lane Weiss & 
Associates, 10 Black Log Road, Kentfield, CA, 
94904. Phone 415-461-1404. Fax 415-461-9555. 
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I Call (800) 237-4565 or visit www.apian.com. 

I cSApian Software Practical tool for modem management 469 I 
L-----------------~ 

rocess your own mar researc 
surveys with Remark Office OMR«~, 

scanning software that's fast, easy, 
affordable, accurate 

Download a FREE demo at 

www. PrincipiaProducts. com 
or call 1-800-858-0860 

for more information 

ipi A ., 16 Industrial Blvd., Ph : 610-64 7-78 
~ Ste. 102 Fax: 610-647-8771 

Paol i PA 19301 

MARKET RESEARCH PROJECT DIRECTOR 
Full service global company seeks experienced bilingual Research 
Moderator in the US and Latin America. Excellent written and ver­
bal skills, minimum two years experience, Portuguese a plus. Salary 
commensurate with experience, medical, bonuses, insurance, 
vacation & 401 k. Email resume to B. Padilla at: bpadilla@market­
facts.com. Fax 305-649-6312. 

Professional's choice for survey & 
marketing research software. User­

friendly, comprehensive & dependable. 
Best crosstab & banner tables. 
Easiest to learn. Guaranteed . 

www.statpac.com StatPac Inc. (612) 925-0159 
4425 Thomas Ave. S., Mpls. MN 55410 
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From the Publisher 
continued from p. 98 

ater style. This requires the group to turn and twist if 
they wish to speak to other participants but it also insures 
that Quinlan or Ayres are the focus of attention. Quinlan 
believes this atmosphere increases participation rather 
than diminishing it. 

The length of each session is about two-and-a-half 
hours, considerably more than the one to two hours in a 
traditional focus group. Quinlan says time is not a prob­
lem because the size of the group, their bonding, their 
enthusiasm, and the empathy they have for one another 
keep the program moving along at a lively pace. It's not 
unusual for the group to want to continue after the pro­
gram has been completed, she says. 

Because of the logistics involved, two sessions are usu­
ally held each day. Locations include television studios, 
hotels and universities. Although Quinlan did not provide 
cost estimates she did acknowledge that the charge for the 
custom sessions is considerably higher than it would be 
for traditional focus groups. She feels the extra cost can 
be justified because clients are provided with better infor­
mation than what has been garnered previously using the 
more conventional methods. 

Will this work? Is the use of larger groups the start of 
a new trend? How likely is it that we will be seeing focus 
groups on prime-time television? After viewing clips of 
sessions I have no doubt Quinlan is a talented individual 

who should be able to manage and run a talk show. This 
lady is enthusiastic and relates well with the participants. 
I found the clips interesting viewing- certainly better 
than 90 percent of what is presently being shown on tele­
vision. 

But is it research? Not as most of us would define that 
term. Between 1970 and 1986, the year this publication 
was started, I conducted more than 500 focus group ses­
sions. During that period I never recall being asked to elim­
inate anyone who might be shy or introverted. Those indi­
viduals were considered to be just as important to my 
clients as the extroverts. It was my job as the modera­
tor/facilitator to make each participant feel comfortable 
about expressing their opinion and let them know that­
whatever they said would be accepted. I don 't know if they 
considered me a friend but I tried to make sure they saw 
me as a non-judgmental listener who wanted to hear from 
them. My clients also expected that they would hear from 
each of the eight to 10 participants. Even in some two-hour 
sessions it was difficult to get the full participation of all 
attendees. To get each of 25 to 30 attendees to express 
themselves, even after adding an extra half hour to the pro­
gram, would be nearly impossible. The results of my meet­
ings may not have qualified for prime time but they usu­
ally did meet the objectives the clients set for the projects. 

Having said the above, I still wish Quinlan success in 
finding a television home for her program. It would be 
more interesting than most of the talk shows on TV and 
far superior to the sitcoms. r~ 

Product & Service Update 
continued from p. 11 

als worldwide. The Web site provides 
information on the recommended 
manner to address unique and every­
day social and business situations. 
The types of programs available as 
well as a personalized question and 
answer service for unusual etiquette 
issues are offered free of charge. For 
more information contact Judith 
Bowman at 781-756-0848 or 
judith @protocolconsultants.com or 
visit the company's Web site. 

the entire U.S., and a built-in report 
writer. The software's Market 
Analyzer contains more than 400 data 
variables, including population, 
income, education, households, race, 
age, and occupation, for the 1990 U.S. 
Census , 1997 estimates, and 2002 
projections. Another main feature is 
Business Tracker, a list of 11 million 
U.S. businesses that are sorted by their 
primary SIC code. For more informa­
tion call 888-523-0269 or visit the 
company's Web site at www.esri.com. 

on sales, market shares and pricing of 
more than 5,000 brands gathered from 
over 18,000 food, drug and mass mer­
chandise stores across the U.S. 
ReviewNet 2.0 provides users with 
access to regional and market-level 
information, individual and combined 
outlet totals, department totals, cur­
rent and historical trends and a brand 
search capability. For more informa­
tion and a demonstration visit 
http:/ /reviewnet.infores.com. 

Database mapping 
software from ESRI 

ESRI, Redlands, Calif. , is offering 
BusinessMAP PRO Corporate 
Edition, a new version of its database 
mapping software that includes 
enhanced site analysis and demo­
graphic data, a business locator for 
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I Rl releases ReviewNet 
2.0 

Information Resources, Inc., 
Chicago, has released Review Net 2.0, 
the next generation of its Internet 
information delivery software, which 
provides access to more detailed 
information in its InfoScan Reviews 
database. The Reviews contains detail 

Coming in 
May 

1999 Telephone 
Facilities Directory 
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By Tom Quirk/QMRR publisher 

Is research ready for 
prime time? 

0 n January 25th there was a story 
in Sally Beatty's advertising 
column in the Wall Street 

Journal concerning a new research 
program, "Just Ask a Woman," which 
Mary Lou Quinlan is launching. "Just 
Ask a Woman" is available for spe­
cific clients on a custom basis and is 
being positioned as the first 
"research" television talk show. 
Quinlan relinquished her position as 
CEO of N.W. Ayer, one of the coun­
try 's largest advertising agencies, to 
start this venture. 

The story captured my interest 
because Quinlan and co-host Ruth 
Ayres have a different philosophy 
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about the methodology for collecting 
qualitative information. 

In an interview last month, Quinlan 
told me she wants her groups not only 
to be spontaneous but also enthusias­
tic. She does not want to project her­
self as being dispassionate but rather 
would like the participants to view 
her as a "friend" who has empathy for 
them. Quinlan feels that women cre­
ate a different audience when they 
are by themselves and more apt to 
express their true feelings when in a 
friendly environment. 

The recruiters are told to look for 
extroverts and eliminate those who 
appear to be shy or introverted. 

Quinlan says the participants often 
get so enthused about what they have 
to say and how they want to express 
those feelings that they will take the 
microphone from her in order to have 
that moment of control. She wants 
the group to bond and believes one 
way is to have a larger number of par­
ticipants, as many as 25-30. Because 
those invited tend to be outgoing, 
Quinlan encourages participation by 
arranging a studio-like setting with 
the cameras in full view. Rather than 
have the participants face each other 
as in a traditional focus group setting 
they are seated in rows of chairs, the-

continued on p. 97 
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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! 

~cipate 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 dedicated 

staff who wi ll counsel you concerning the 
best training programs (ours or others) to our 

outstanding seminar leaders who will educate you in 
the best practices utilized by marketing researchers worldwide. 
Through over 2,500 seminars on 25 topics with more than 50,000 
participants in 28 countries, we have demonstrated our single-minded 
dedication to excellence for more than 20 years. The exceptionally 
high rate of repeat participation in our seminars by past attendees is 
testament to our commitment to excellence. 
But excellence is not the only benefit you get when you attend 
our seminars. Here are a few more: 

OBJECTMTY. You receive a full and impartial perspective on the best research 
methods used by state-of-the-art practitioners and research suppliers worldwide. ot 
just the proprietary techniques and viewpoints of a particular supplier. 

INTEGRITY. Our mission is education. Participants from our seminars are never 
contacted for anything other than fo llow-up related to their continuing education. 
Guaranteed unconditionally. 

EXPERTISE. You learn from the experts who "wrote the book" on marketing 
research training and have educated more practitioners than anyone else in the world. 

BREADTH. You get to select from a wide range of programs designed to meet your 
continuing educational needs. Our programmed sequence of seminars eliminates the 
duplication and conflicting content which often results from attending disjointed sem­
inars from different sources. 

RECOGNITION. You get tangible professional recognition for attendance through 
our highly respected certificates of proficiency. 

REALISM. Our seminars combine academic rigor with real-life expertise gained 
from having done tens of thousands of research studies. The content is usable immedi­
ately in day-to-day work. 

These are just some of the many reasons for the superlative evaluations we 
receive from our participants: 

Fantastic- the best seminar on any subject I've been to. Right on target- will be a help 
immediately. Speaker superb. A born teacher. 

Marketing Research Analyst, Ford Motor Co. 

Excellent! Best professional seminar I've been to. Content was practically oriented. 
Speaker excellent! Presented information in an extremely "user friendly" manner. Energy 
level was phenomenal. 

Manager, Marketing Research, Bausch & Lomb 

The best money I've spent aU year! Content great- answered all my questions. I'm w-e I 
will refer to (workbook) almost daily. Manager Research, U Sprint 

BThek ur e 
Institute 

Cincinnati Corporate Headquarters 
50 E. RiverCenter Boulevard 
Covington, Kentucky 41 011 

/999, The Burke Institute 

The Burke Institute 
Schedule of Seminars Through December 1999 

101. Pmdical ~ Releartb 401. Man¥'ll ~Releartb 
New Yak .... .la1.46 c.'iro::mti ... ~2-4 Cn:inli ..... .MI:4-5 Cn:ir«i .. . ~26-27 
Cn:inli .. .. . .Feb.S-10 Mn~5 . A~ 16-18 Ba!al1 ...... . .May l:>-14 NewYak . . .lk2-3 
!Afu> .. .. .. .. .Mr. 1·3 NewYak ... ~:JO.Sq:t.l 
Mna ..... .. .Mr. 22-2A Oica!J> . . . . .5ep. 27-29 
Oica!J> ...... .Ajr. l'l-21 Seoole . .. ... . Ol.'J5.27 
S:rll'tln:B:o . .May 17-19 S:rl DiqJl .. Nov. IS-17 
T<nn> ..... Jtre 7-9 New Yale . .lk 1:>-15 
Mirni ......... ..kjy7-9 

!lit. ~<#~Rean:tl 
New Yak .... ..la17.S Cn:inli ... ~ 5-{; 

<:n::imi ... .. Feb. 11-12 ~ .. .. .5ep. 300:11 
Mna ..... .. .MI:'J5.26 S:rll)iqJl .. Nov IS-19 
S:rll'tln:B:o . .May~21 

!liZ. Pnnll1 Rean:tl 
un. ~Re~eartt~ u DtDiDI Makin 
~ .... .. .AJ:r.22·2l Cn:inli ... Ol.4-5 

New Yak .... Feb. 16-17 NewYak . .. .5ep.2-3 
~ .. ... Jtre3-4 <:n::imi ... Nov.22-2l 

lot QwamnaftCoo!ilnaml Wuriomp 
New Yak ... .lal. 11-13 New Yak .. )Jy 12-14 
c.'iro::rnti .... . .Feb.IS-17 C'irrinti .. ~9-11 
~ ..... .MI:29-31 Ba!al1 .. .. . . .sep. J:>-15 

!m AdYIJ1iWig Releartb 
New Yak .... .Mr. 11-12 
~ .. ... . .May27-28 

S:rlDiegl .. . ~ 12-13 
Cn:ir«i .. . Nov. 11-12 

Mna ....... Aj:r.26-28 Mimi .. ... .. Ol.IS-20 915. Marl<d~ Rean:tl 
Seoole ........ .May24-26 S:rlF!ll"rim~6S New Yak .. .. .MI:'I-10 S:rlDiegl .. A~ 1().11 

105. Qwamnaftlle¥ 
Oica!J> ... ... .May'J5.26 Cn:inli .. Nov. 9-10 

New Yak ... . .la1. 14-15 New Yak ... .Ally IS-16 316. Ol'lloner Sali.6clixl Reanil 
Cn:inli ..... Feb. IS-19 Cn:ir«i ... ~ 12-13 New Yak .. .. .Mr. 16-17 <:n::imi . .. .sep. 14-15 

~ ... .. . .AJ:r.l·2 
Seoole .... .... .May27-28 

Mimi ....... Ol.21-22 ~ ...... Jtre8-9 Mna ...... .lk6-7 

S:rl Fra-cim ~ 9-10 '$-!UI Anal)li! nlnBpUali:l1 «# Ol'lloner Sa1i.6c1ix1 D11a 
New Yak .. .. .Mr. IS-19 Cn:ir«i . .. .sep. 16-17 
~ . ..... Jtre i().IJ Mna ... ... .lk8-9 

201. FOWl Gtwpi: An lnlroWdiJn 
~ ...... .May4-5 NewYak .. .5ep.8-9 

601. ~DIIa iMI~IniJnnalbl 
New Yak .. .. .lal.IS-19 Cn:inli ... )Jy26-27 
LQib5 . .... . . .MI:4-5 ~-· ... Ol.4-5 
T<nn> ....... .Jtrel().ll NewYak . . .lk l6-17 

202. FOWl Croop MlxleratJr "lhliq 
Cn:irmi ..... .la1. 19-22 <:n::imi ... July~Zl 
Cn:ir«i ..... Feb.23-26 Cn:ir«i .. ~24-27 
<::n::imi .. ... .Ajr.l:>-16 <:n::imi .. .5ep.21-24 
Cn:ir«i ..... .May IS-21 <:n::imi .. Nov.2·5 em. 1bols lftl1ldnjuts <#DIIa Anal)li! 
Cn:ir«i ..... Jtre22·25 <:n::imi ... .lk 14-17 New Yak . .. . .la1.26-29 New Yak . . .AIIy~Zl 

<:n::imi .. .. Feb. 23-26 <:n::imi .. ~ 17-20 
Baan .. . ... .M1:30-Ap:2 Oica!J> .. OJ. 12·15 
Mna . . . . . .May 11-14 !Afu> ... . .. Nov. IS-18 
S:rlF!ll"rim . .hroe IS-18 

201 FOWl Group~ 
<:n::imi ..... Aj:r. 19-21 <:n::imi ... Nov S.IO 
Cn:inli ... .. .!Uy26-28 

600. l'nlcti:al MuMiwrialeAnal)li! 

New Yak .. .. Feb.2·5 <:n::imi .. . A~31-Sq:1.3 

Baan .. ..... .AJ:r. 1:>-16 Oica!J> .... .. OJ. 19-22 

204. ~Releartb Rqnts 
Cn:inti ..... .AJ:r.22-2l Cn:in1i ... Nov. 11-12 
Cn:inti ... .. July29-30 

S:rlFra-cim . Jtre22-25 Mna ... ... Nov.:JO.Dec.3 

'$ 604. Dlla Analyiis: A Hand!;On PC Bam Wuriomp 
Cn:ir«i ..... Feb.S-10 Cn:ir«i .. . .JUy28-30 
<:n::imi ... .. .AJ:r. 26-28 <:n::imi .... OJ. '15-27 

~ 1ffi QuallaOve Rean:tl ~ a.trm 
~- ~ .. .... .May6 New Yak . . .sep. 10 

~206.~~&~ 
~· Cn:ir«i ..... .MI: II New Yak .. .5ep.30 

Cl"icg> ...... July 15 ~L lnenalinll ~Releartb 
NewYak .. .. .Feb. IS-19 Mani ...... Nov4-5 
Cl"icg> ...... .hroe 28-29 

301. Cmvtul&:amg~Rean:tl 

New Yak .... .la1.~22 S:rl Fra-cim July6S 

Cn:inli ..... .Mr. 1-3 Cn:inti ... ~23-25 u ~Juohooili~Juohooi~Releartb 

IAllla; ........ Aj:r.6S 

Baan ....... .May 10.12 

~ ..... C»..6S 

NewYak .. Nov.2')..Dr.l 

Cn:inli ..... .Mr. S.IO New Yak . . .5ep. 27-29 
~ ... ... JUyl2-14 

CERTIFI ATE OF PROF! IENCY IN MARKETING RESEARCH METHODOLOGY & APPLICATIONS 
Cincinnati . . . . . . Feb. 8-Mar. 5 Cincinnati ..... . . Aug. 2·Aug. 27 

CERTIFICATE OF PROFICIENCY IN QUALITATIVE RESEARCH 
Cincinnati . . . . . Apr. 13-23 Cincinnati .... . .. .July 20-30 
Cincinnati . . . . . ov. 2-12 

CERTIFI CATE OF PROFICIENCY IN QUA TITATIVE ANALYS IS 
New York . . . . . .Jan. 18-Feb. 5 Chicago . .. Oct. 4-22 

CertifiCale seminars may be taken back-to-back during scheduled dares or in various cities over an extended period of time. 
All the above Burke Institute seminars are avai lable for in-house presentation. 

Please contact: 

MR. JIM BERLING, Client Service Manager or 
DR. SID VENKATESH, President 

Voice: 800-543-8635 
606-655-6135 

Fax : 606-655-6064 
E-mail: Burkelnstitute@BASES.ACNielsen.com 

Web Site: http://www.Burkelnstitute.com 



"IF YOUR CAR WERE A VEGETABLE, 

WHICH WOULD IT BE?" 
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