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Fieldwork gives you 3 great new places to visit. 
Announcing Fieldwork Dallas, Minneapolis and Seattle. 

When it comes to quality focu groups, you can never have enough of a good thing. 
That's why we've added three new location to the Fieldwork Network: 

Fieldwork Dalla , Minneapolis and Seattle. 

Like all our other Fieldwork offices, you can count on the same state-of-the-art facilities 
and amenities. The same great recruiting, by a profe ional staff that knows the market and 
what you need from it. And, of course, the same legendary Fieldwork service and upport 

before and after your study. So now you can add these three important locations to 
your next study with confidence. 

Fieldwork Dallas, Minneapolis and Seattle. What could be better? 
To book your next focus group, call 1-800-TO-FIELD today. 

ATLANTA: 
770-988-0330 

BOSTON - Downtown: 
617-351-2856 

BOSTON - Waltham: 
781-899-3660 

CHICAGO - North: 
773-282-2911 

CHICAGO - O'Hare: 
773-714-8700 

CHICAGO - Schaumburg: 
847-413-9040 

DALLAS: 
972-866-5800 

DENVER: 
303-825-7788 

EAST- Fort Lee, NJ: 
201-5 85-8200 

LOS ANGELES: 
949-252-8180 

fi_eldwork 
Your Focus Group Partner 

www.fieldwork.com 

MINNEAPOLIS: 
612-83 7-8300 

NEW YORK- Westche ter: 
914-347-2145 

PHOENIX - Scottsdale: 
602-438-2800 

PHOENIX- South Mountain: 
602-438-2800 

SEATTLE: 
425-822-8900 



N one expects a little kid to watch the evening news or sit through a boring 

ecture. And yet, market researchers routinely ask kids to sit through very 

grown-up, very tedious pencil and paper questionnaires. To help overcome the 

.... .!problems of conducting interviews with kids, C&}{ offer CRIMSON, a kidjriendly, 

computerized interview system. CRIMSON engages kids with fun graphics, 

live-action video and easily understandable rating scales. So attention spans for 

surveys are stretched from near zero to 30 minutes or more. For a demonstration 

sure to hold your attention too, contact Megan Burdick at C&_R Research. 

C&...R 

Reswrch 

Services 
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• OmniTel/lsis • 
Now You Can Get 

Consumers' Answers to Your 
Marketing Questions in 72 Hours. 

Low-cost, top quality custom market research 

from a nationally representative sample. 

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

ISIS-For interviews up to 15 minutes in length. 

T hese are the only telephone omnibus services proven to deliver the 
accuracy of premium dedicated surveys. This accuracy is the result of 
extensive experimental research. Our unique improvements include: 
question block rotation to eliminate order bias; ensuring that five callbacks 

are made to maintain representative­

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

Specifications: 1,000 adults interviewed every weekend from computer­

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

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

Suggested Uses: Brand equity; awareness, attitude and usage; media research; customer 
satisfaction; concept screening and testing; image and positioning; public relations effective­

ness; market structure and price sensitivity studies. 

America's most popular national telephone omnibus services ••• 

from one of America's best-known custom research companies. 

For Complete Information and Pricing Call: 

New York Metro: (732) 572-7300 • F (732) 572-7980 
Chicago Metro: (312) 782-0755 • FAX (312) 782-0759 

Elsewhere: 1-800-634-5773 

BRUSKIN~GOLDRING 
R E s E A R c H 



Use of frequent-shopper 
programs keeps growing 
A study conducted by ACNiel en 
U.S., a Schaumburg, Ill., operating 
unit of ACNielsen Corporation, 
found that participation in grocery 
store frequent-shopper programs has 
grown to 66 percent of U.S. house­
holds- up from 55 percent in 1997 
and 35 percent in 1996. For the most 
part, the dramatic increase can be 
attributed to the growing number of 
retailers who are introducing such 
programs. 

The fact that more retailers are 
offering such programs is no sur­
prise, says Robert Tomei, ACNielsen 
senior vice president of marketing. 
"There is a significant incentive for 
retailers to offer frequent-shopper 
programs because program members 
tend to spend significantly more per 
shopping trip than non-members," he 
says. 

The amount program members 
pend per shopping trip compared 

with non-members varies by retailer. 
However, program members have 
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been found to spend a 
much as two to three 
times more per shopping 
trip than non-member . 
A geographic analysis of 
hou ehold participation 
how ignificant differ­

ences across the country. 
The top five market are 
Chicago, where 97 per­
cent of households par­
ticipate in at least one 
frequent-shopper pro­
gram, Phoenix (95 per­
cent), Los Angeles (93 
percent), Denver (92 per­
cent) and Charlotte (91 percent). The 
bottom five markets are Houston (52 
percent), San Antonio (18 percent), 
Columbus ( 17 percent) , Miami ( 10 
percent) and St. Louis (1 0 percent) . 

The study also looked at the role 
that frequent-shopper programs have 
on consumer 'decisions about where 
to hop. While the convenience of a 
tore 's location and store deal were 

ranked first and second, the fact that 
their store of choice offer a fre­
quent-shopper program ranked third. 
Next came assortment of merchan-

di se, everyday low 
prices, quality of mer­
chandise and cu tomer 
ervice. It is notewor­

thy that respo ndents 
placed the frequent­
s hopper program 
above everyday low 
price , Tomei says. 
"A pparently, people 
prefer to do something 
proactive to save 
money. Handing the 
cashier a frequent­
shopper card feels 
more tangible than the 
promise of everyday 

low pricing," he says. . 
Participating hou seholds u e their 

frequent-shopper cards often. In fact, 
82 percent aid they use a frequent­
shopper card every time they buy 
grocerie . Another 12 percent sa id 
they use their card mo t of the time. 

From a retailer's standpoint , the 
primary goal of a frequent-shopper 
program is to increase consumer loy­
alty. However, as more retailers roll 
out such programs, consumers are 
spreading their loyalty among sev­
eral store . Of households that par­
ticipate in at least one frequent-shop­
per program , 57 percent participate 
in two or more. Seven percent of 
hou ehold participate in four or 
more program . "The savviest retail­
ers will evolve their frequent-shopper 
program to the next level of catego­
ry management which will be a more 
proactive, more personal 'direct-to­
con umer ' marketing approach 
de igned to build the strongest pos­
si ble relationship with their best cus­
tomers," Tomei says . 

ACNiel en' third annual frequent­
shopper study included respo nses 
from nearly 41 ,000 households on the 
company's Homescan Con umer 
Panel. For more information visit the 
company' Web site at 
http://acniel en.com. 

continued on p. 44 
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Laurie Gooding ha joined 
Cahners In-Stat Group , a Newton, 
Mass. , research firm, a a enior net­
working WAN analyst in the firm's 
Voice and Data Communications 
Group. Gooding will focus on voice 
over Internet protocol (VoiP) and 
other technological trends in the 
wide-area networking industry. 

The University of Texa at 
Arlington is establishing an endowed 
cholarship fund to create the Philip 

Barnard Scholarship for students pur­
suing a master of science in market­
ing research degree. The fund was 
establi hed to honor the contributions 
Barnard has made to the university 's 
graduate research program. Barnard 
recently retired a executive chair­
man of the board of the Kantar 
Group, a London-based research 

firm. Contribution checks, made 
pay able to the Philip Barnard 
Scholarship Fund, may be sent to 
RoseAnn Reddick, Marketing Dept. , 
University ofTexas at Arlington, P.O. 
Box 19469, Arlington, Texas, 76019. 

Barnard Balzano 

Michael Balza~o has been named 
national sale manager of Penton 
Research Services , Cleveland. 

Bruce Williamson has joined 

Boise, Idaho 
We're ten minutes from downtown, 

seven minutes from the airport, 
and just down the street 

from a small llama ranch ... 

Clearwater 
Research, Inc. 

Quantitative • Qualitative • Human Factors • Internet 
(800) 727-5016 

http://www.clearwater-research.com 

Ask about our new low-cost 
"Ask-It©" Survey Concept 

Taylor Nelson Sofres Telecoms as 
worldwide director of product devel­
opment and method . He will be 
based in San Antonio, Texas. 

Howard Shimmel ha s been 
appointed executive vice president­
marketing research se rvice s for 
Symmetrical Resources, Inc. He has 
also a sumed the role of acting pres­
ident of Simmons Market Research 
Bureau. 

NETWORK, a Covington, Ky. , 
re earch firm, has named Ann 
Wilking account director, Leigh 
Ferrell enior project manager, and 
Nan Sempsrott project as ociate. In 
addition, Cathy Sandlin has been 
promoted to technical specialist. 

Opinion Research Corporation, 
Princeton, N.J., has promoted mem­
bers of its management team. Linda 
G. Shea and James D. Daniels were 
elected senior vice presidents and 
Robert E. Clark was elected vice 
president of the global marketing 
research and model-based teleser­
vices firm. 

Clearwater Research, Inc., Boise, 
Idaho, ha announced several pro­
motions at its Boise office: Rebecca 
Needles to data collection project 
coordinator; Julie Rieman to data 
co11ection a istant upervi sor; 
Brooke Pace to research analyst; 
Margie Olson to evening/weekend 
data collection manager; Mariah 
Norris to re earch analyst; Eric 
Holloway to field services manager; 
Scott Banner to re earch analyst; 
Greg Loveday to lead programmer. 
In addition, the following new staff 
members have joined the firm: 
Selina Carver-Shaw, Janice Rush, 
and Don Holley a a ociate study 
director ; Mark LaSalle as human 
factor re earch analyst; and 

continued on p. 78 
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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. o middleman, so theres no markup on the best information available. Our experienced 

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

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

® 

Multi-Dimensional Intelligence'" 
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Microtab offers freeware, 
new crosstab package 

Microtab, Inc., a Roswell , Ga., 
software and data analysis firm, i 
offering, as freeware, a new program 
called Bit-Test Bit-Test is a utility 
that reads and translates IBM 360 col­
umn binary data files. The program 
par es the fi le into card columns (2 
bytes or 16 bits per column). The bi t 
value and corresponding IBM 360 

column binary punch equivalent(s) 
are displayed for each column. Users 
can page through the file to view data 
for each card within a record, and for 
each record within the fi le. The pro­
gram can be downloaded from the 
co mp a ny 's We b s i te at 
www.microtab.com or obtained by 
calling 770-552-7856. 

The firm has al o released updates 
of its crosstabulation software pack­
ages, The Profess ional Edition and 

The Professional Edition wi th Stat . 
The programs have been enhanced to 
include features such as batch dele­
tion of record and automatic weight 
value calculations for sample balanc­
ing. Both Professional Editions now 
include a routine that automatically 
ca lc ul a tes RIM weig hti ng (a lso 
referred to a sample balancin g). 
After specifying the target weights, 
the program will automaticall y cal­
culate individual weight values for 

MRA ANNUAL CONFERENCE: The Marketing Research Association will hold its 41st annual conference, themed "Framework 
for the Future," in Boston at the Boston Park Plaza Hotel on June 9-11. For more information call 860-257-4008 or visit the orga­
nization 's Web site at www.mra-net.org. 

RADIO RESEARCH SYMPOSIUM: The European Society for Opinion and Marketing Research (ESOMAR) and Advertising 
Research Foundation (ARF) are co-sponsoring the Radio Research Symposium and Exhibition at the Marriott Long Wharf Hotel 
in Boston on June 13-15. Scheduled topics include advertising effectiveness, programming research, and a look at how radio mea­
surement is adapting to the changing media environment. For more information, call the ARF at 212-751-5656 or visit its Web site 
at www.arfsite.org or visit the ESOMAR Web site at www.esomar.nl. 

PHARMACEUTICAL RESEARCH CONFERENCE AND EXHIBITION: From June 23-25, the European Society for Opinion and 
Marketing Research (ESOMAR) and the European Pharmaceutical Marketing Research Organization (EphMRA) are co-sponsor­
ing the Pharmaceutical Marketing Research Conference and Exhibition, themed "Building a Competitive Culture through Shared 
Responsibility," at the New York Hotel in Marne Ia Valee (Paris) , France. For more information visit the ESOMAR Web site at www.eso­
mar.nl. 

NATIONAL DECISION SYSTEMS CONFERENCE: San Diego-based National Decision Systems will hold its annual users confer­
ence on July 24-28 at Loews Coronado Bay Resort in San Diego. In addition to industry and application-specific breakout ses­
sions, the conference will highlight the company's new products and services. Industry tracks will include retail , restaurant, real 
estate, non-profit and more. Breakout session topics will range from site selection and merchandising to database marketing and 
intranet initiatives. For more information contact Melissa Barry at 800-866-6510 ext. 575, or at melissa.barry@natdecsys.com. 

ANNUAL ESOMAR CONGRESS: The European Society for Opinion and Marketing Research (ESOMAR) will stage its 52nd annu­
al Congress and Trade Exhibition from September 5-8 at Le Palais des Congres de Paris, France. For more information visit the 
ESOMAR Web site at www.esomar.nl. 

BUSINESS GEOGRAPHICS CONFERENCE: Adams Business Media is sponsoring the eighth annual Business Geographies 
Conference, themed "Leveraging Spatial Information," at Navy Pier in Chicago from October 4-6. The conference is designed for 
businesses seeking the latest geographic and demographic data, spatial analysis, and geospatial software tools. For more infor­
mation call 203-445-9265 or visit the conference Web site at www.geoplace.com. 

YOUTH RESEARCH CONFERENCE: The European Society for Opinion and Marketing Research (ESOMAR) will hold its Worldwide 
Youth Research Conference, themed "Youth Power: How to Connect?" from October 24-26 at the China World Hotel , Beijing, Ch ina. 
For more information visit the ESOMAR Web site at www.esomar.nl. 

WORLDWIDE QUALITATIVE RESEARCH CONFERENCE: The European Society for Opinion and Marketing Research (ESOMAR) 
will hold its Worldwide Qualitative Research Conference from November 28-30 at the Hotel Athenaeum InterContinental , Athens, 
Greece. For more information visit the ESOMAR Web site at www.esomar.nl. 
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each record. Eighteen different cate­
gories (i.e., age, income) can be 
weighted and, within each category, 
18 unique groupings (18-24, 25-34, 
etc.) can be examined to develop the 
weight. The weight values that the 
computer calculates and assigns on a 
record by record basis are up to 10 
digits in length and the decimal point 
is fixed at six places from the right. 

Principia debuts Web 
survey product 

Principia Products, Inc., a Paoli, Pa., 
software firm , has introduced Remark 
Web Survey, which joins the compa­
ny's flagship product, Remark Office 
OMR, to enable users to create and 
administer interactive forms on the 
Internet or an intranet. Remark Web 
Survey was designed to help users cre­
ate on-line surveys, evaluation , reg­
istrations, guest books, etc., for the 
Internet or for their intranet. The soft­
ware uses wizards to help the user cre­
ate and publish their forms, so no 

knowledge of HTML is required. 
Principia also designed Remark Web 
Survey to work with Remark Office 
OMR, the forms processing and tabu­
lation software that uses common PC 
image canners to collect data. Users 
can convert paper-based surveys into 
on-line survey , and combine the 
results from both sources. Remark 
Office OMR then analyzes the data or 
exports it to virtually any statistics, 
spreadsheet or database package. For 
more information call 800-858-0860 
or visit the company's Web site at 
www.PrincipiaProducts.com. 

New CS program for 
college food services 

Food Insights, Memphis, Tenn., is 
now offering an electronic research 
program to colleges and universities 
called SatisTrack that can gauge cus­
tomer satisfaction at college and uni­
versity food service operations. 
Participant are recruited on campus 
through a mystery diner promotion 

that offers incentives for feedback on 
the quality of meals and service at 
university dining operations via a sur­
vey on a special Web site and e-mail 
system. Since the data is collected 
electronically, Food Insights can sup­
ply a variety of reports almost imme­
diately to the schools' administrative 
staff or food service operators via e­
mail or a secure Web site. The heart of 
the information generated by 
SatisTrack is presented in a month­
end report provided to client 
throughout the academic year. The 
report provides results in graphical 
and tabular formats and include over­
all atisfaction for each two-week 
period to-date by each dining facility 
and overall; individual dining service 
feature performance scores for each 
two-week period to-date by each din­
ing facility and overall; monthly gap 
analysis to-date for the individual din­
ing service features evaluated; insti­
tution benchmarking against the 
industry average; verbatim open-

continued on p. 49 
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It's a$Wtiill world ... 

Work with a full-service research firm 
that explores, understands and answers 

the diverse cultural and linguistic 
questions that are vital to the design, 

execution and analysis of every project. 

Domestic and International 
Qualitative and 

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

etc Erlich Transcultural Consultants 

June 1999 

21241 Ventura Boulevard, Su ite 193 
Woodland Hills, CA 91364 

81 8/226-1333 Fax: 818/226-1338 E-mail: etcethnic@aol.com 
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The Marketing Workshop, Inc., 
Norcross, Ga., is now offering 
ActiveGroup, which allows the firm to 
broadcast focus groups live via the 
Internet to clients with a standard 
Internet connection. For more informa­
tion call 770-449-6767. 

Jesse Yoder has founded Flow 
Research, a market research company 
focusing on research for flow, temper­
ature, pressure, and level products used 
in industrial automation and procc:ss 
control flow and related topics, at 27 
Water St., Wakefield, Mass., 01880. 
Phone 781-224-7550. Fax 781-224-
7552. Web www.flowresearch.com. E­
mail info@flowresearch.com. 

A new interactive research firm, 
Catalyst Research Network, has 
opened in Seattle. The firm's address is 
P.O. Box 19599, Seattle, Wash., 98109. 
Phone 800-918-9301. Fax 206-281-
8297. Web site www.cmi.com. E-mail 
info@cmi.com. For more information 
contact Evan Reilly. 

ffiM has partnered with SPSS Inc. to 
integrate SPSS data analysis software 
with the AS/400 platform. This part­
nership means that customers can use 
IBM's own data-mining software, 
Intelligent Miner, along with SPSS soft­
ware. While SPSS will develop and dis­
tribute the products, the companies will 
work jointly on development and mar­
keting activities. The first phase of the 
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product will run on theAS/400 using the 
IPCS card where appropriate. Later 
phases of the development project will 
include client/server versions that will 
be natively supported on the AS/400. 

Hewlett-Packard has successfully 
deployed its market research using the 
Market View service of Mountain View, 
Calif.-based Decisive Technology as 
the decision support solution to analyze 
customers' experiences with HP com­
puting products. 

MRCFocus, a Las Vegas qualitative 
research firm, recently opened a new 
division, On-Site, to meet growing 
demand for intercept interviews. For 
more information call Cathy Thomas 
at 702-734-7511. 

MACRO Consulting, Inc., has 
moved to 1900 Embarcadero Road, Ste. 
110, Palo Alto, Calif., 94303. Phone 
650-812-7550. Fax 650-812-7551. 

Total Research Corporation, 
Princeton, N.J., has created a wholly 
owned subsidiary, The Idea Farm, Inc., 
to provide promotional services to 
agribusiness companies. The new sub­
sidiary will report to Total Research's 
newly structured Global Life Sciences 
Division, formerly known as the Global 
Health Care Division. 

Agoura Hills, Calif. , research firm 
J.D. Power and Associates has com-

pleted its strategic combination with 
Baker & Company, a Dallas manage­
ment consulting firm specializing in 
business-to-business strategy and oper­
ations. The firm develops business mod­
els and marketing strategies to help 
clients identify and implement new ini­
tiatives for evolving competitive situa­
tions. Baker & Company will be oper­
ated as a wholly owned division of J.D. 
Power and Associates. Baker & 
Company President and Founder 
Richard Baker will head the new divi­
sion as a senior partner at J.D. Power 
and Associates. 

The MIA/RIC Group reported rev­
enues for the first quarter ended March 
31 of $21,575,000, compared with 
$20,399,000 for the same period of 
1998. The company recorded net 
income for the 1999 first quarter of 
$253,000, or $0.05 per share on a dilut­
ed basis, compared with a year-ago net 
loss of ($729,000), or ($0.15) per dilut­
ed share. Targetbase Marketing had rev­
enues of $12,935,000 in the first quar­
ter of 1999, a 13 percent increase over 
last year's first quarter, and generated 
operating margin of $798,000, or 6.2 
percent. M/ A/RIC Research had first 
quarter 1999 revenues of $8,634,000, a 
3 percent decline from the first quarter 
of 1998, and had an operating loss of 
$367,000. The company also reported 
that its board of directors has declared 
a regular quarterly cash dividend of 

continued on p. 54 
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More than 
measurement: 

Global 
resources. 

Now you can enjoy 
the confidence of conducting 

global research with an experienced partner. 
Maritz Marketing Research and its partner network go 

beyond measurement by integrating processes and results worldwide. 

Our global network of resources has conducted research in over 60 countries. 
We produce reliable, consistent data around-the-world to give you a complete 
look at your market, both here and abroad. 

Our expert researchers understand cultural differences and have the necessary 
linguistic skills. We feature qualitative and quantitative research and extensive 
data collection services. 

We provide custom marketing research, customer satisfaction measurement, and product 

or advertising research . Whatever your research need, MARITZ® 
wherever you need it. Maritz can help. 

To find out more about how the Maritz experience can meet your 
international needs call 800-446-1690. 

MARKET I G RESEARCH I C . 

~tktut~® 



Estimating sample size for a 
descriptive study in quantitative 

research 
By Gang Xu 

Editor's note: Gang Xu is a senior research consultant in 
statistics at Brintnall & Nicolini, Inc., a Philadelphia, Pa., 
health care consulting and marketing research firm. He 
can be reached at 215-854-4200 or at xuga@brintnall.com. 

I
n quantitative marketing research, we frequently need to 
calculate the sample size in order to make inferences 
about the parent population with a given level of confi­

dence. In general, the larger the sample size is, more pre­
cise your estimation is. However, more subjects in the study 
also leads to a higher cost. Therefore, we need to calculate 
the minimum number of subjects that are required for a 
study. 

In calculating the required sample size, we need to know 
the characteristic of the variable of interest. Is that a con­
tinuous variable (e.g., mean) or a dichotomous variable 
(e.g., proportion)? In a descriptive quantitative research 
study, the sample size varies depending on this character­
istic ofthe variable of interest. We'll concentrate on the vari­
aple of interest as the focus of our discussion on the fol­
lowing two sections. 

A. Variable of interest is a continuous variable 
Case study one 
A pharmaceutical company is intereste_d in knowing the 

average weekly working hours of primary care physicians. 
You, as a researcher, want to be 95 percent confident that 
the true population mean of the working hours is within a 
specified number of units of the estimated mean you calcu­
late from your sample. For instance, after the data is col­
lected from your survey, you find that the average weekly 
working hours in your sample is 60. You want to be 95 per-
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cent confident that the population mean is within a 10 unit 
interval, that is, 60± 10. 

Here, the average working hour is the variable of inter­
est. It is a mean. In estimating the sample size, the variability 
of the data in the parent population needs to be taken into 
consideration. Assuming that the distribution of the sample 
is approximately normal, the following formula can be used 
to calculate the size of the sample: 

n=----

Where: 
n is the size of sample; 
Z is the z-statistics for the desired level of confidence; 
Sis the population standard deviation; 
d is the half width of the desired interval. 

Z is a fixed value set by you, the researcher. When we say 
"a desired level of confidence," we usually refer to two lev­
els: 95 percent and 99 percent level of confidence. Holding 
other variable constant, a higher level of confidence (e.g., 
99 percent) requires a larger sample size than a lower level 
of confidence (e.g., 95 percent). For 95 percent confidence 
level, Z = 1.96 and for 99 percent confidence level, Z = 2.58. 
In this example, you have chosen a 95 percent confidence 
level. 

Dis also the fixed value at your estimate and choice. In 
simple terms, d can be thought of as a measure of the pre­
cision of sample estimates. A narrow interval (say 55 to 65 

continued on p. 52 
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Are consumers receptive to innovative 
packaging structures? 

By Elliot Young 
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Editor's note: Elliot Young is 
chairman of Perception Research 
Services, Fort Lee, N.J. He can be 
reached at 201-346-1600. 

T
hroughout the world, mar­
keters have come to realize 
that product success is 
directly related to consumer 
receptivity to not only their 

products but also to their packaging. 
Effective packaging is crucial 
in cluttered in-store environ­
ments where so many pur­
chasing decisions are made 
each day. 

Shoppers tell us that pack­
aging doesn't influence them, 
that they don't pay attention to 
it, and that marketers should 
spend less money on packag­
ing, and thus lower the prod­
uct's retail price. However, the 
reality is that shoppers: 

• use shape, color, and type­
style to identify a brand; 

• formulate opinions of 
products based on the packag­
ing; 

• make decisions in stores, 
where packaging is the key 
marketing communicator. 

Over the years, trend have 
developed in the packaging 
arena, they include: 

• a quest by marketers to bet­
ter understand consumers and 
their shopping habits; 

• globalization- the search 
for effective communication 

tures, specifically, the use of PET 
plastic bottles. 

Innovation in packaging structures 
offer marketers in virtually all cat­
egorie a number of valuable com­
petitive advantages, including: 

• perceived product uniqueness; 
• an ability to differentiate their 

products from those of private label 
competitors; 

• proprietary ownership of the 

~ack!Jging research 

vitally important since, in the United 
States, it is generally acknowledged 
that in supermarket environments 
two-thirds of all purchase decisions 
ate made at point-of-sale. In fact, on 
average, shoppers expect to purcha e 
approximately 10 items when enter­
ing a store, and generally walk out 
having purchased over 19. 

Based upon these realities, it is not 
surprising to see radically new pack-

through common global pack_ Beer drinkers who were asked about the concept of beer in a plastic bottle (right) had very different opinions from 
respondents who were actually given the chance to see and touch a bottle and sample its contents. 

aging (a primary example 
being Coca-Cola's contoured bottle packaging structure; 
and worldwide graphic presentation); • improved functionality - easier 

• improvement in package label­
ing and the rapid growth of iridescent 
formats; 

• more effective category manage­
ment systems; systems designed to 
make the shopping task easier; 

• innovations in packaging struc-
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to grip, carry, reseal, etc.; 
• improved levels of shelf promi­

nence in competitive clutter, which 
translates to an improved likelihood 
of stimulating impulse purchases at 
point-of-sale. 

This shelf prominence issue is 

aging structures in virtually all prod­
uct categories. A few examples 
include: 

• the Log Cabin Syrup package 
which actually looks like a log cabin; 

• the see-through packaging for 
Colgate Palmolive's Softsoap line; 

• the unique plastic packaging for 

continued on p. 38 
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Editor's note: Dr. Murray Simon is 
a senior qualitative consultant with 
The Qualitative Institute, a division of 
Strategic Marketing Corporation, Bala 
Cynwyd, Pa. He can be reached at 610-
667-1649. 

I doubt that many of you reading the 
health care re earch articles in this 
issue of Quirk 's Marketing Research 

Review would argue with the statement 
that qualitative marketing research in 
health care is a tough job. It can be 
st imulatin g, challenging and very 
rewarding ... but it is a tough job! 

Qualitative research in other arenas, 
e.g., computer technology, the Internet, 
financial services, etc., can be compli­
cated and demanding, but the intricate 
mosaic of details that comprise the uni­
verse of health care marketing research 
can make heavy demands on those who 
choose to explore its depths and 
nuances. Consider the following: 

• Membership in health insurance 
plans is in a constant state of flux. 
There is a prevailing attitude that sug­
gests that medicine is looked upon as 
a commodity, with buyers always 
searching for a better deal. 

• If you are interviewing physicians, 
you are dealing with highly educat­
ed/trained/specialized people, some of 
whom are conflicted with regard to 
their profe ional career - they have 
lost control of their profession and feel 
out of sync with their patients. 

• The technological changes are 
astounding and coming at a fast pace 
- designer drugs, minimally invasive 
surgery, ultra fast CAT scans, nuclear 
stress tests. 

• The dynamic interaction of the 
patient/manufacturer/provider trilogy 
is changing rapidly. One example, 
direct-to-consumer (DTC) advertising, 
represents a major variation in the way 
prescription drugs are marketed. While 
there may be so me que tion as to 
whether it is here to stay, it has already 
had a significant impact and many pro­
fessionals are having a hard time 
accepting the consequences . 

• Health care is suffering from a case 
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of public relations trauma - the media 
i rife with articles relating to the high 
cost of medicine, complaints about the 
physician/patient interaction, ho pital 
mergers and acquisition , patient rights 
advocacy, etc. Many physicians com­
plain about the frustration of having to 
deal with managed care's dictate rel­
ative to the criteria for their treatment 
pathways: patient contend that their 
doctors focu on the di ease and ignore 
the individual. 

Which brings u to the ubject of 
this article - managing sensitive per­
sonal issues in qualitative health care 
marketing re earch. For all its potential 
complexity, qualitative health care 
marketing research basically comes 
down to a dialogue between the mod­
erator and the respondent(s), but expe­
rienced moderators know that the 
scope and intensity of the changes tak­
ing place in the health care arena are 
having a significant impact on emo­
tional levels in the interview process. 
During a recent telephone interview 
with a radiation oncologist, I asked a 
question related to radiation dosages 
used with particular tumor types. There 
was a long silence followed by, "Are 
you sure you 're not working for some 
law firm that 's trying to gather stan­
dards of care information for a mal­
practice law uit?" 

If a qualitative study has a trong 
emotional component, what are the 
best ways to make respondents com­
fortable enough to give the moderator 
the insights needed? Let's look at some 
hypothetical, but not improbable, sce­
narios: 

• You have to moderate focus groups 
that will require your respondents to 
reveal some very personal details about 
their lives within a focu group et­
ting. Erectile dysfunction is one poten­
tially embarrassing subject that comes 
to mind. What can you , as the moder­
ator, do to get these people to hare 
deep-seated thoughts with a room full 
of stranger , thought they perhaps 
have not even shared with their spous­
es? 

• In conducting phy ician interviews 

'~;:, 

Hlea lth care research 
,, 

or focus groups it i often productive to 
explore the why-not as well as the why, 
e.g., how negative clinical outcomes, 
surgical failures, etc., have influenced 
their therapeutic rationales. Medical 
school, however, does not devote a 
great deal of time teaching it students 
humility or candor and, with the threat 
of malpractice litigation always whis­
pering in their ears, it is difficult to get 
doctors to talk about their failures. 

• In focus groups on skin augmenta­
tion/enhancement procedures with der­
matologists and plastic surgeons (sep­
arate groups of course), it is pertinent 
to find out how each specialty views 
the other in terms of the competitive 
professional environment and how they 
might re pond to it (would they expand 
their range of augmentation proce­
dures, be quick to adopt new therapies, 
advertise, etc.?). The difficulty is not in 
getting these doctors to air their con­
cerns, but to get them do it in a rea­
sonably constructive and incisive man­
ner (as opposed to a litany of profes­
sional character a sassinations). 

• You are about to conduct interviews 
with culturally diverse respondents on 
women 's health i ues. Are there eth­
nically related hot buttons you should 
be aware of before you begin? How 
will you use them to your advantage? 
How will you avoid those that should 
be avoided? Should you prepare sepa­
rate di cussion guides targeted to each 
audience? 

Can you top this? 
An exploration of these i sues (and 

ultimately thi article) is an outgrowth 
of a "can you top this?" luncheon dis­
cus ion with one of my fellow moder­
ators from The Qualitative Institute. 
Up until that time I thought I had faced 
the worst of the worst -case scenarios in 
terms of dealing with difficult/try­
ing/personally sensitive re earch 
moments, but I found my elf com­
pletely outdone by my colleague. 

He had experiences with awkward 
· re earch situations that made me look 

like a beginner, and he took great 

continued on p. 40 
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Editor's note: Laura Swart, M.A., is 
with Chalfont Healthcare Research, 
Inc., Chalfont, Pa. She can be reached 
at 215-412-2388. 

There is a familiar tension in health 
care focus groups. As the client, 
you need certain topics covered. 

But as respondents, the physicians or 
patients have their own agendas. As a 
result, respondents in health care 
focus groups tend to focus on their 
own i sues related to health care. This 
article is about several tangents that 
arise so often in health care focus 
groups that they are almost universal. 

The good news is that these tan­
gents may be managed if the moder­
ator recognizes them happening and 
implements the right techniques tore­
focus the conversation. 

The bad news is that, if you pur­
chase health care focus groups, you 
are very likely to find respondents 
introducing these tangents. Further, 
these tangents are emotionally 
charged, so respondents will derail the 
conversation from the topic of the 
research if the tangent is not identified 
and managed. These tangents arise in 
health care-related interviews as well 
as focus groups, but group dynamics 
can make the tangents more challeng­
ing to control in focus groups than in 
individual interviews. 

• Tangent 1: managed-care bashing. 
These days, managed care sparks 
potentially unruly tangents in most 
health care focus groups. If allowed, 
physicians will complain at length 
about formularies, billing, decreasing 
autonomy to take care of patients, and 
alienation from the systems that con­
trol physicians' practices. And if 
allowed, patients will gripe at length 
about their grievances with insurance 
coverage and copays. 

Regardle s of how legitimate these 
complaints may sometimes be, man­
aged care is typically not a productive 
topic for lengthy di cus ion in a focus 
group. Managed-care reform is usu­
ally beyond the research objectives or 
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beyond the client's control. 
It should be standard procedure for 

the moderator to explicitly discourage 
managed-care bashing early and 
adamantly. After the topic is aired 
once, the moderator should sympa­
thetically but firmly prohibit repeti­
tion, and interrupt as participants 
attempt further repetition. This inter­
ruption should be cordial but assertive. 

As a preemptive measure, it helps to 
indicate, during introductory com­
ments at the start of the focus group, 
that you will interrupt discussions of 
managed care and insurance. This 
early warning prevents respondents 
from taking umbrage later on when 
you interrupt their managed-care bash­
ing. It is also helpful, with the client's 
permission, to state that the client is 
not an insurer and no insurer will see 
the research results (when this is the 
case). 

• Tangent 2: unlikely health care 
reforms. Another class of digressions 
common in health care focus groups 
involves decisions that the client 

could, but probably will not, change. 
For example, managed-care pharmacy 
directors and medical directors cry out 
for lower drug prices and more favor­
able contracts with pharmaceutical 
companies. Physicians object to 
direct-to-consumer advertising on the 
grounds that a little information may 
be dangerous when shared with 
patients who are unaware of the alter­
native treatments. Patients opine that 
medical centers and ho pital should 
not advertise because they should be 
altruistic healing enterprises rather 
than businesses. 

If your prices are already fixed , or if 
you already know that you will adver­
tise, as soon as a participant objects, 
your moderator should state that the 
decision is already made and is not a 
topic of the research. 

• Tangent 3: group therapy. Some 
patients attempt to use focus groups as 
therapy sessions. They want to unload 
the emotional baggage that resulted 
from their illnesses. They want to 
compare physical symptoms. They 

want to commiserate about the emo­
tional upset and inconve nie nce of 
being ill , and in some cases they want 
to complain about the traumas inflict­
ed upon them by health care providers. 
When these topics are the intended 
focu s of the research, group therapy 
dynamics may be productive. 

However, often these therapeutic 
topics are not the intended focu s of 
the research. Even when these topics 
are relevant, the client needs to devi se 
solutions and not just hear problems, 
so group therapy should be curtailed in 
favor of a discussion of viable solu­
tions. 

With a few limitations noted below, 
it is legitimate and necessary for the 
moderator to minimize the time used 
for therapeutic tangents. After all , the 
research incentive pays the partici­
pant to give the client guidance. 
Participants have not paid for, and 
should not expect to receive, therapy 
during the research. 

Generally, when a group takes a 
therapeutic digre ss ion from the 

Could one pill cure all your problems? 

Probably not ... 

But we can be the solution 
for all your marketing research needs. 

t/ We have a group devoted exclusively 
to healthcare. 

t/ We can quickly and effectively execute both 
small and large scale studies. 

t/ We turn data into actionable outcomes. 

t/ We are international. 
We perfo rm globally, service locally. 

t/ We can meet your Hispanic needs too ... 
Se habla Espafiol 

Taylor Nelson Sofres lntersearch 
41 0 Horsham Road, Horsham, PA 19044-0189 

22 

Let us be the solution you're looking fori 
Call Ken DePinto or Mike Rosenberg 
at 215-442-9000 
or visit our website 
www. intersearch.tnsofres.com 

www.quirks.com Quirk's Marketing Research Review 



research objectives, the moderator 
should acknowledge the point and 
quickly change the subject before the 
digression gains momentum. Patients 
with survivable di ease that do not 
debilitate them should not expect to 
indulge in therapeutic tangents for 
very long. 

In research dealing with the more 
heartbreaking, terminal or debilitat­
ing illnesses, there hould be limita­
tions to this rule on humanitarian 
grounds. For example, co nsider 
patients stricken with terminal cancer 
orALS. These disease are devastat­
ing and can involve intense feelings of 
victimization associated with a med­
ical ystem that cannot save patients' 
and/or cannot offer much relief from 
symptoms. Expecting the e patients to 
avoid therapeutic tangents would be 
unrealistic and ruthle s. Seriously-ill 
groups have a more legitimate need to 
express grief and fru tration, and the 
"minimal therapy" rule should apply 
more loosely to them than to other 
groups. 

For research with long- uffering 
patients , if possible the moderator 
hould build in extra time for thera­

peutic tangents. That way, there i 
time to cover the re earch objectives 
and time for respondents to indulge in 
a therapeutic discussion. 

Danger and salvation 
How can tangent be controll ed? 

Unl ike breakfast cereal, political elec­
tions and many other topics, health 
care involves danger and salvation , 
and even matters of life or death. 
People feel trongly about health 
care. Knowing this, you may ask 
whether the type of control discussed 
in this article can really be achieved. 

The answer is that it can be 
achieved to a large extent by setting 
the ground rules early and sticking to 
them, while sti ll maintaining a n 
accepting, relaxed atmosphere so that 
respondents fee l safe sharing their 
opinions. If your moderator is not 
experienced with health care, you may 
wish to alert him or her to expect and 
control these tangents during your 
health care focus groups. r~ 
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Editor's note: David Drachman is 
director of marketing research at 
University HealthSystem Consortium, 
an Oak Brook, Ill. -based alliance of 80 
academic health centers. He can be 
reached at 630-954-2432 or at drach­
man@uhc.edu. 

In health care as in other fields, man­
agers have learned that a satisfied cus­
tomer is not necessarily a loyal cus­

tomer, and that customer (patient) loyal­
ty is crucial to their organization's bottom 
line (for example, see MacStrivic, 1991). 
Although many health care institutions 
collect ample data on patient satisfac­
tion, specific attempts to measure patient 
loyalty are less frequently encountered. 
Furthermore, many health care institu-
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tions are reluctant to impose yet another 
set of survey questions on their patient 
populations. This article describes an 
approach for inferring patient loyalty 
from patient satisfaction data of the sort 
already collected by many health care 
organizations. 

Are loyal patients always satisfied 
patients? 

There are many dramatic illustrations 
of the fact that a satisfactory experience 
with a company doesn't guarantee loy­
alty to that company (Jones and Sasser, 
1995). A highly satisfied customer or 
patient may nevertheless "defect" to a 
competitor. Not all satisfied patients are 
loyal, and from this fact it is easy to 
assume that satisfaction is a precondition 

for loyalty. However, some patients who 
are very dis atisfied with a specific hos­
pital episode may nevertheless remain 
loyal to the hospital for a variety of rea­
sons, such as past positive experiences at 
the hospital, a sense of aJ legiance to the 
caregivers that treated them, familiarity, 
lack of a viable alternative, and so on. 

Another approach 
Let's look at how we might use this 

fact to infer loyalty from the standard 
satisfaction data that many hospitals rou­
tinely collect. Data from the University 
HealthSystem Consortium (UHC) 
patient satisfaction database will be used 
to illustrate the approach. This database 
includes over 11,000 adult inpatient sur­
veys collected from patients of 27 acad-
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patient. Using 28 report-type items from 
the Picker adult inpatient survey ques­
tionnaire, we can create a total problem 
score that ranges from 0 to 28 for each 
patient surveyed. Figure 1 shows the dis­
tribution of problem scores observed at 
the participating AHCs. 

Like many patient surveys, the Picker 
Institute surveys have a question that 
asks patients if they would recommend 
the ho pital to others: 

"Would you recommend this hospital 
to your family and friends?" 

_ Yes, definitely 
_ Yes, probably 

No 
0 1 2 3 4 56 7 8 910111213141516171819202122232425262728 

Number of Problems Reported 
As we would expect, the response to 

this question is strongly related to the 
number of problems reported. Patients 
who are highly satisfied with their stay 
are likely to "definitely recommend" the 
hospital (see Figure 2). This recommen­
dation may stem partly from the positive 
experience and/or partly from a feeling 
of loyalty to the hospital. Conversely, 
patients who experience a number of 
problems with their care are much less 
likely to recommend the hospital tooth­
ers. 

source: 1998 UHC/Picker Institute adult inpaUent satisfaction survey 

ernie health centers (AHCs) that belong 
to UHC. The survey instrument we are 
using is provided by the Boston-based 
Picker Institute. The majority of the sur­
vey questions ask the patients to report 
on, rather than rate, their experiences 
with hospital care. For example, one of 
the questions asks: 

The possible response categories are: 
_Yes, always 
_Yes, sometimes 

No 
_Didn't have questions 

"When you had important questions to 
ask a nurse, did you get answers you 
could understand? " 

If a patient answers this question "Yes, 
sometimes" or "No" then the patient is 
considered to have a problem with this 
aspect of care. Each of the items on the 
survey is similarly scored as either a 
problem or not a problem for each We can use the exceptions to this pat-
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tern to provide in ight into patient loy­
alty. For example, what about a patient 
who reports numerou problems with 
the care received and nevertheless does 
recommend the hospital to others? If a 
patient recommend the ho pi tal in spite 
of a bad experience, this strongly sug­
gests that there is some sort of bond 
between the patient and the hospital that 
this bad experience was not able to over­
come. 

Overall , about 25 percent of the 
patients reported experiencing 10 or 
more problems with their care. For each 
hospital in our database, we can create a 
rough "loyalty index" by dividing the 
number of patients who report 10 or 

Furthermore, from these results we can 
con truct a loyalty "nann" for adult inpa­
tients at academic health centers of 40 
percent. That is, an average of 40 percent 
of dissatisfied patients would nevetthe­
less definitely recommend the hospital to 
others. 

It i interesting to note that the 27 hos­
pital rank very differently on this loyal­
ty index than they do on an item that 
measures overall sati sfaction - in fact, 
the correlation between the two sets of 
ranks is only .38. 

Profiling the loyal patient 
Are there certain patient characteri tic 

that are a ociated with loyalty? We can 

Figure 3 
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more problems and who nevertheless 
"definite"Iy recommend" the hospital by 
the total number of patient who report 
10 or more problems. How do the vari­
ous hospitals compare on this loyalty 
index? Figure 3 shows wide variations. 
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profile our loyal patient (in terms of 
background characteristics) to see what 
distinguishe them from the non-loyal 
patients. Figure 4 shows a profile of loyal 
patients for one of the hospitals in the 
study. 
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Figure 4 

Medicaid 41 % 

Medicare 50% 

commercial 29% 

did not grad HS 62% 

HS grad 41% 

college grad 34% 
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18-64 34% 

65 and over 51 % 
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This chart indicate that patients loyal 
to thi particular hospital are more like­
ly to be older, male, less well-educated, 
with Medicare or Medicaid coverage. 
Bear in mind that these results are based 
on dissati sfied patients only (those 
reporting lOormore problems with their 
care), so difference in level of atisfac­
tion are not a likely explanation of these 
results. 

Conclusions 
By looking at the relation hip between 

patient problem reports and willingness 
to recommend the hospital , we can make 
some inferences about patient loyalty 
from patient satisfaction data. If the same 
patient satisfaction survey is in use at a 
group of hospitals, then a comparative 
benchmark for the loyalty measure can 
be created. 

The "loyalty index" described here is 

clearly a proxy, not a pure measure, of 
patient loyalty. Some of the patients 
defined here as "loyal" may simply have 
been inconsi tent in their responses to the 
survey. However, the strong relationships 
found between the loyalty index and 
patient demographic factors cast doubt 
on thi a the only cause. A direct mea­
sure of loyalty would be preferable, but 
this would impose an additional burden 
on the patients and staff. In the absence 
of such data, conclusions can still be 
drawn from patient satisfaction data that 
is readily available from many health 
care organizations. 

The loyalty link between customer and 
company is always fragile, and can be 
ea ily broken if the customer becomes 
aware of a new alternative. Follow-up 
interviews with customers identified as 
loyal from satisfaction survey data can 
help to pinpoint the nature of this link and 
show how it may be strengthened. r~ 
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the people who were involved in the 
evaluation sessions. 

ompetition in the marketplace is 
fierce, and having a competitive 
·advantage often leads to the suc­

cess of a product. In the past, having a 
leading-edge technology usually meant 
your product had the competitive 
advantage. However, as technology 

matures and reaches the point that it 
meets the needs of users, having a cool 
technology is often not enough. Today, 
usability differentiates good and suc­
cessful products from bad ones. This is 
especially true for consumer products 1• 

Leading software and consumer prod­
uct companies are now promoting ease­
of-use and integrated solutions to sell to 
a more mature market. Users are no 
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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 
100% 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." 
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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 

4j SorensenAssociates 
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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longer simply impressed by features; 
they demand an integrated set of tools 
that olve their business problems. 

To determine if our product has an 
advantage over our competitors, we 

OBJECTIVE: 

perform a competitive evaluation. 
Competitive evaluation identifies areas 
where the prime competitive offering i 
mo t succe sful and areas su ceptible to 
one' own offering2

• It determines the 

A highly efficient, statistically unbiased sample for use in 
quality academic and government research. 

551 SOLUTION: 
Dr. Bruce Brock (President of Information Transfer Systems in 
Ann Arbor, Michigan) - "Survey ampling's EPSEM sample (Equal 

Probabilicy of Selec:tion Method) is not experimental and its implemen­
tation i not complex. By utilizing classical, probability-ba eel stati tical 
technique , and a ina ive database that covers all area code and 

prefixes nationally, S I has develop d an 
efficient and unbiased sampling frame of 

telephone numbers from which high 
quality RDD samples can be drawn 
along recognized geographic bound­
arie . And I updates its databa e of 
telephone number banks, including 

those with one or more residential listings, 
more frequently than its competition." 

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

info@s i amples.com. 

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

Partners with survey 
researchers since 1977 

design strengths and weaknesses of the 
prime competitor. The output of this 
activity includes a prioritized list of the 
design strengths and weaknesses sort­
ed by the degree to which they impact 
users' tasks and satisfaction. This out­
come is used to facilitate product deci­
sions on how to effectively compete in 
the same domain. In addition, the mar­
keting team can take the evaluation 
results and create documents for u e in 
competitive marketing situation in the 
field. 

Traditional competitive evaluation 
that uses a feature-by-feature , bottom­
up comparison approach does not pro­
vide the vital usability and design infor­
mation required in today ' competitive 
market environment. In addition, tradi­
tional competitive evaluations are cost­
ly in terms of time, budget and effort. 
It would be very useful if the existing 
competitive evaluation technique could 
be improved upon so that it would take 
less time to perform but would lead to 
meaningful information with respect to 
the product' usability. 

In this article, we propose a higher­
level approach for performing compet­
itive evaluation to gather qualitative 
and quantitative usability and design 
information by setting realistic goals 
for expert u er to carry out the required 
activities. Contrary to the traditional 
evaluation method, our belief is that 
the whole is greater than the sum of its 
parts. Feature-by-feature comparison 
ignore the interdependencies among 
u er ta ks. Furthermore, users don ' t 
perform ta ks in isolation; they carry 
out an activity which is a set of interre­
lated tasks for a given goal. 

Methodology 
Thee ence of this methodology is to 

a e s competitive products based on 
cho en metrics in a setting where nat­
ural ta k flows and real development 
scenario would occur. Expert users are 
given a set of goals which define the 
scope of the tasks. It is important that 
this set of goals defines solutions to 
real u er problems. Within our context, 
we con ider "compile the Java source 
to byte-code" a task. We consider " 1. 
Add a button ; 2. Change the button 
label ;" a description of a user scenario 
and task flow. Finally, we consider 
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"Develop a Java applet with a push but­
ton labeled OK by hand coding" a goal. 

Ideally, while the experts are using 
the product to solve the problem, they 
should not have to circumvent the prod­
uct to optimize the solution. However, 
the frequency of such circumvention is 
a good indication ofthe deficiencies in 
the product. These workarounds and 
the differences in approaches taken 
while using the competitive products 
often provide great insights into poten­
tial redesigns and solutions to the 
usability problems discovered. 

Expert users are given a set of goals 
along with the measurement metrics so 
that they can choose the most optimal 

Another benefit of this 

methodology is that 

one can obtain high­

level information 

about expert users' 

task flows and typical 

development 

scenarios. 
path to solve the problem using the 
product. An analogy would be driving 
from point A to B. In the traditional 
evaluation method, driver are given a 
map with a specific route highlighted 
from A to B and are asked to follow the 
marked route, even if that is not their 
natural or preferred path. In our 
method, drivers are given a map with A 
and B highlighted and are asked to go 
from A to B, with perhap a few more 
constraints such a no more than 10 left 
turns. Each expert user is given a rea­
sonable amount of time to practice their 
natural, optimal olution. 

In the actual study ses ion, expert 
users repeat their procedures for each 
goal three times. Full audio and video 
taping are done for both practice and 
actual sessions. The final metric for 
each expert is taken from the best (or 
average) of the three actual se sions. 
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Thi methodology is different from the 
traditional competitive evaluation 
approach, since it does not impose arti­
ficial tasks or scenarios on the expert 
users. Experts are given the end goal 
and they choose the optimal path to 
accomplish the goal following their 
own natural task flow. Time to execute 
the competitive evaluation is a key 
advantage of this methodology. In addi­
tion, we can be more confident about 
these results than the results from tra­
ditional evaluations, since we believe 

that expert users employ realistic task 
flow. 

They make fewer errors in thi s nat­
ural setting than they would when they 
are forced to carry out artificial task in 
traditional evaluations. Another benefit 
of this methodology i that one can 
obtain high-level information about 
expert users' task flows and typical 
development scenarios. Expert u er 
often embelli h their ta ks while they 
follow the optimal path to accompli h­
ing their- goals. Since only goals are 
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defined, human-computer interaction 
(HCI) professionals who have domain 
knowledge must administer the ses­
sions and analyze the results. Without 
such domain knowledge, facilitators 
will not understand why expert users 
perform the tasks as they did. 

Applying the technique 
We had the opportunity to apply this 

technique to compare Java program­
ming tools that were available on the 
market. One of the objectives for our 
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Java programming tool was that it be 
one of the fastest rapid application 
development (RAD) tools on the mar­
ket. The experts' goal was to develop 
a to-do list application using the Java 
development tool with which they 
were most experienced. The sub-goals, 
which the experts were asked to 
achieve in a stage-by-stage fashion, 
included the following: 

-program the application visually; 
-implement the application by hand 

coding; 

-add a custom method to the appli­
cation; 

-debug the application; 
- do the incremental edit-compile-

debug cycle. 
Since we wanted to know if our 

product was a faster RAD tool than 
those of our competitors, time to 
accomplish each sub-goal was used as 
the dependent metric. We found that 
higher-level goals are easier to identi­
fy than lower-level tasks and features, 
and are more readily agreed to by the 
product development team. These 
goals are akin to user ' typical prob­
lems encountered in their daily soft­
ware development. Consensus among 
the team members and realistic goals 
are important for the validity and suc­
cess of a competitive evaluation. 
While running the competitive evalu­
ation sessions, real-world tasks and 
cenarios are brought out naturally by 

the expert users in the pecific devel­
opment context. Bottlenecks in the 
product design are easily seen , and 
given the right goals, high impact 
issues and problems can be discov­
ered quickly. 

We have described a new methodol­
ogy for doing competitive evaluation to 
gather qualitative and quantitative 
usability and design information. Our 
recent experience indicates that it 
shows promise for comparing software 
development tools. We have found that 
we can obtain high-level qualitative 
information and achieve higher confi­
dence in our results than when using 
traditional competitive evaluation. 

We have used time as a measure­
ment metric, but believe other objec­
tive metrics could be used as well. 
With our approach, expert users opti­
mize their task flows to accomplish 
their tasks to achieve the given goals. 
The output from this methodology is 
more reliable and realistic. r~ 
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W
e have all experienced what 

we migh.t c~ll the proj.ect from 
hell. Th1s 1s the proJect that 

looks very execution-friendly and 
then, for unforeseen reasons, simply 
falls apart. Regardless of the anxiety 
and frustration these problems cause, 
there are two essential lessons to be 
learned from projects gone awry: 

• Don't think failure; understand 
that reality is speaking to you. 

• When projects go wrong, what 
you learn i often of equal or greater 
value than the data you were seeking. 

These situations are particularly 
frustrating because everything looks 
so good on paper. The client and 
account staff design the test and it 
looks highly executable, even to the 
experienced operational eye. The 
client is competent and the researcher 
is competent but the study design 
assumptions and market reality fail to 
meet. 

Take for example, a study once 
conducted in Chicago, the city the 
client had deemed its "be t market in 
the country." The product amples 
were to be purchased in- tore. Two 
days and 50 store visits later there 
was no product to be found. In a sim­
ilar ca e in Boston, with a different 
client, the competing test product 
was finally found - dusty and hid­
den at the back of the shelve , having 
been discontinued the year before. 
In another study, a client had esti­
mated a 30 percent incidence. The 
reality was a 5 percent incidence. 
How should we react to these type 
of situations? 

First, there is no sense in as igning 
blame. In fact, usually no one i at 
fault. For any number of reasons, the 
study de ign can contain misinfor­
mation that frustrates execution. 
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Screening specifications for respon­
dents may unwittingly be too restric­
tive. Either the target population 
doesn't exist as conceived, or more 
important, maybe the client misde­
fined the target population. Maybe 
their real market wasn't who or 
where they thought it was. 

Often, the client may be unaware 
of its actual product distribution. At 
the broker's direction, the manufac­
turer may ship a product off to a 

warehouse from which it is sent to a 
variety of distributors. Through three 
or four degrees of separation, the 
manufacturer has little concrete 
knowledge of who really buys the 
product. 

Also, a miscoding of scanner data 
can give a product a miscount. The 
confused canner data gives an inac­
curate market picture to the manu­
facturer and then the client designs a 
study based on that picture. So, study 
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assumptions can be flawed regard­
less of the client or the researcher's 
expertise. 

It is much more important to real­
ize that when serious execution prob­
lems occur, reality is talking to us. 
Since it is the researcher's general 
aim to report market reality, this is 
extremely valuable information. 
Thus, though we want to smoothly 
execute field work, hammering a pro­
ject through serious problems in 
order to quickly complete a report 
does a dis ervice to the client. It 
would be like a reporter, sent to inter­
view an eyewitness, who loudly 
insists on a version of event that 
contradicts the eyewitness' own 
report. To avoid this we should react 
with sensitivity and curiosity instead 
of frustration. 

Fortunately, barring field service 
mishaps, execution difficulties are 
richly informative. Simple and valu­
able lessons may be learned from 
messy situations. Consider again the 
introductory examples. In the 
Chicago study, it turned out that the 
Mid we twas a major market but with 
Chicago as the distribution point. 
Chicago itself was not, per se, a sig­
nificant market. This information 
may have been known to some in the 
company but not to other decision 
makers who were basing decisions 
on flawed information. 

In the econd example, at the time 
client marketing had initiated the 
project, the product was judged to be 
a serious competitor. But as the mar­
keting wheel slowly turned, reality 
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changed. Unknown to marketing, the 
competing product was pulled. Now 
marketing and product development 
were trying to solve a nonexistent 
problem. Embarrassing information? 
Maybe. But crucial to effective 
response. 

As for the low incidence rate, this 
often means a miniscule market, 
unworthy of serious attention. So, 

In all these cases, the 

truth shining through 

the tatters of the 

project was of equal 

or greater value than 

the originally sought­

after data. 

regardless of the mistaken design 
as umption, it was important for the 
client to take the true incidence rate 
into account. In all these cases, the 
truth shining through the tatters of the 
project was of equal or greater value 
than the originally sought-after data. 

It takes a lot of sensitivity and 
curiosity to recognize the truth when 
it contradicts our assumption . And 
reporting that contradiction requires 
credibility and confidence. But, the 
willingness to listen to market reali­
ty, even when it defies project para­
meters, will help the researcher 
develop a more accurate picture of 
the real market. And, as demonstrat­
ed, a more accurate picture of market 
reality i very valuable to the clien­
tele. To pursue this reality we only 
have to remember that when a study, 
carefully designed according to mar­
ket preconceptions, breaks apart on 
the rocks of market reality, then that 
reality is communicating as loudly 
and clearly as it can. The only failure 
possible is the failure to listen close­
ly and to learn the truth. rli.J 
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Plastic bottles Brand Perceptions of Packaging Professionals 

continued from p. 17 Expectations Actual Difference 

Lea & Perrins' steak sauce; 
• the use of gusset bag for cere­

al products, i.e., an alternative to 
conventional box packaging. 

Next innovation 

The pla tic will keep the 
beer cold enough 

A plastic bottle is 
appropriate for beer 

The beer will be refre hing 

The plastic bottle would 
change the taste of the beer 

drinker were questioned about the 
plastic bottle concept, but did not 
actually see, feel or touch a bottle, 
the results highlighted the barriers 

50% 79% + 

65 82 + 

71 79 + 

35 21 + 

said they were very or somewhat 
likely. Conversely, 52 percent said 
they were not at all likely to purchase 
beer in plastic bottles. Their primary 

The next major structural packag­
ing innovation is about to surface in 
the beer industry, specifically, the 
marketing of beer in plastic bottles. 
Already major developmental invest­
ments have been made by Anheuser­
Bu ch, Miller, Coors in the U.S. and 
Bass Brewers in the U.K. and this is 
just the beginning. Existing con­
sumer research on this plastic beer 
bottle concept (conducted by our 
firm and numerous beer marketers) 
points out how and how not to con­
duct packaging research. It also 

The beer in the plastic bottle exceeded my expectations 39% 

The beer in the plastic bottle met my expectations 52% 

hows that evaluating packaging is 
different than evaluating other pro­
motional materials. 

When a sample of 457 beer 

Total 

which must be overcome through 
effective advertising and promotion 
of beer in plastic bottles. Only 11 
percent of beer drinkers said they 
were very likely to purchase beer in 
a pla tic bottle, and only 29 percent 

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 
•••••••llllliiiiii••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 

91% 

concern was product taste/flavor. 
Re ervations included perceptions 
that: 

• the plastic bottle would change 
the taste of the beer (the beer would 
pick up the taste of plastic); 

• the product would not taste good; 
• the product would not stay fresh; 
• the plastic container would not 

hold flavor; 
• the plastic container would not 

keep the product cold enough. 
In addition, 14 percent indicated 

that the idea of drinking beer out of 
plastic just seemed wrong. 

Given these findings, it would not 
be surpri ing to see beer marketers 
discard the plastic bottle concept. 
However, when a separate sample of 
beer drinkers were provided the 
opportunity to see, feel and touch a 
plastic beer bottle and subsequently 
open the bottle and drink the beer, 
the result were dramatically differ­
ent: 

• con umers were highly favorable 
toward a 16 oz. plastic beer bottle­
rating it an 8.0 on a 1 0-point scale. 

The pla tic container was per­
ceived to have the look of glass and 
the unbreakable afety convenience 
of can . Beer drinker al o praised 
the plastic beer bottle for: 

• its re ealable top; 
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• its light weight; 
• its being unbreakable (safer); 
• the beer 's better taste (versus 

beer in plastic bottles has begun and 
is probably here to stay. Marketing 
beer in pla tic bottles provides a 

imagery. 

Expectations Actual Difference 

Structural innovations in packag­
ing are occurring in virtually all cat­
egories. The use of plastic bottles in 
the beer category is just another 
instance of marketers taking advan­
tage of new technologies to more 
effectively promote their products , 
convey points of difference, and edu­
cate and reinforce added val ue to the 
individuals who ultimately determine 
a brand 's success or failure - the 
consumer. r~ 

percent percent percent 

Very likely 32 

cans) ; 
• its good feel (comfortable grip); 
• its appearance - " looks like 

glass"; 
• its non-slip surface ; 
• its recyclability. 
When Perception Re sea rch 

Services sampled packaging profes­
sional (before and after tasting beer 
in plastic bottles) the benefit of this 
new delivery system were evident 
(top chart, facing page). 

Overall attitudes toward pia tic 
beer bottles were overwhelmingly 
favorable (bottom chart, facing 
page). 

In addition, 82 percent of the e 
packaging profess ion als rated the 
plastic beer bottle (after tasting the 
product) excell ent or very good. 

These perceptions al so translated 
to a positive shift in purchase likeli­
hood (see chart, above). 

See, feel , taste 
Though the results from the con­

sumer research conducted with and 

without beer drinkers see ing and 
feeling a package and tasting the 
product appear to be radically dif­
ferent, in reality they make a more 
important point. When researching 
new packaging concepts, it is imper­
ative shoppers see and feel the pack­
aging structure and, if possible, taste 
the product, rather than simply being 
questioned on their likelihood of 
buying or trying a new product entry. 
From this program of re earch, we 
have learned that beer drinkers will 
have to be educated about the bene­
fits of plastic packaging in the beer 
category in order for it to be suc­
cessful. 

The bottom line from thi s infor­
mation is evident: The marketing of 
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hedge against aluminum cans , which 
now amount to 60 percent of volume, 
and the glass bottle, which is more 
costly, yet help to enhance brand 
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Reflective mirror 
continued from p. 19 

delight in telling me about them. This 
led to a series of interviews with other 
moderators at Strategic Marketing 
Corporation to gather input for this 
article. A simple request, "Tell me 
about awkward interview situations 
you have faced and how you dealt with 
them," inspired a flood of examples. 

Much of this information will seem 
familiar to many of you and I make no 
claim for presenting cutting-edge tech­
niques here, but my contributors and I 
were intrigued with the narratives this 
question prompted and the intensity of 
the responses it triggered -everyone 
wanted to know how their story stacked 
up against the others. The author hopes 

that by reading this article some of the 
more experienced player in health 
care marketing research will be chal­
lenged to re-examine the game's fun­
damental while some of the rookies 
will perhaps find new "moves" to add 
to their game. 

Reflective mirror 
The basic theme of this article -

the reflective mirror as it relates to sen­
sitive health care market research 
issue -first surfaced in a discussion 
with a female Asian moderator who 
was relating her experiences with inter­
viewing women in China for a study on 
yeast infections. She recognized that 
he would be asking intimate life tyle 

questions of women who are normal­
ly quite reluctant to discuss such mat-
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ters with anyone, let alone a stranger. 
To make matters more difficult, she 
discovered that in China a moderator is 
perceived to be a highly educated and 
important person- someone an une­
ducated Chinese housewife would not 
be comfortable speaking with on any 
subject (but that cash incentive i hard 
to pa up). 

The moderator's problem was a mat­
ter of serious cultural and emotional 
issues that would inhibit responses. 
The solution she arrived at is perhaps 
obvious in retrospect but it worked well 
in this situation. She decided it was 
important to demystify the moderator 
in the respondents' minds and then ver­
bally fabricate a mental mirror that 
would allow her respondents to reflect 
their personal thoughts in the guise of 
observations about the people around 
them. 

She started each interview by telling 
the respondents something about her­
self, with particular emphasis on hav­
ing already completed similar inter­
views with several Chinese women. In 
the moderator's own words, "I have 
conducted these interviews with many 
women and nothing you say can sur­
pri e me or disturb me." Through the 
use of this simple tatement (and pos­
itive body language) she was able to 
demystify the moderator. She then 
erected the reflecting mirror by asking 
direct questions in an indirect manner, 
"Other married women have told me 
that they are leeping in eparate beds 
because of thi condition. What do you 
think about that?" 

By asking respondents what they 
thought about the actions of others, she 
accompli hed two things: 

1. She defined the scope and depth of 
the respon e he expected, i.e., other 
married women ... are sleeping in ep­
arate bed ; thi i not just about irrita­
tion or discomfort: I hope that you wi II 
discuss the impact of this problem on 
your life tyle and personal relation­
ships. She indicated how far the 
respondents were expected to go and 
acknowledged that others had already 
gone that far. 

2. She gave her respondents a level 
of personal comfort and security by 
allowing them to frame their respons­
es in the form of opinions and attitudes 
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about others - "What do you think 
about that (them)?" 

Very illuminating 
While admittedly not exactly an 

earth-shattering revelation, this dual 
process of demystifying the moderator 
and erecting the mental mirror revealed 
itself in variou guises throughout all of 
these moderator interviews and I think 
it is very illuminating to hear the dif­
ferent ways in which it was used. 

For example, another researcher 
described individual depth interviews 
(IDis) he had completed with patients 
suffering from end- tage prostate can­
cer. It became obvious early on that 
some of these patient were in denial 
and anticipated a dramatic turnaround 
in their prognosis. To ask these men to 
discuss problems relating to a terminal 
disease would have been too emotion­
ally painful, especially in the context of 
a study exploring newer/better thera­
pies (than the ones they were already 
on). It also ran the risk of interfering 
with the patient/doctor interaction. The 
reflective mirror, in this case, took the 
form of questions such as, "From oth­
ers I have interviewed I've learned that 
bone pain is sometime a consequence 
of this type of disease and I would like 
to know what your experiences and 
thoughts are on bone pain." 

I have moderated a number of physi­
cian focus groups and IDis in which 
the challenge was to motivate them to 
discuss their problems and/or thera­
peutic failures. In the e litigious times, 
that is becoming increasingly more dif­
ficult to do. In terms of demystifying 
the moderator, I have a built-in advan­
tage that gives me a bit of an edge­
as a former dentist I can let respon­
dents know that I spent many year 
treating patients and have had my share 
of cases that just did not work out. 

If you have an edge, exploit it when­
ever you can! For those who do not, the 
best approach is to acknowledge at the 
appropriate point in the interview or 
group that you are going to ask ques­
tions that might be somewhat contro­
versial (e.g., How do adver e clinical 
outcomes in this drug category influ­
ence your treatment decisions?), 
emphasize your impartiality as a pro­
fessional moderator who has discussed 
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sensitive issues with physicians many remarks on the part of the group. 
times before and re-confirm that trict 
confidentiality is being maintained -
then ask the questions, look serious 
and wait 

In interviews or focus groups with 
physicians, the second phase of our 
paradigm, erecting the reflecting mir­
ror, is often the easier of the two tasks 
-frame all questions in the third-per­
son, "As a professional who has been 
in practice several years, I'm sure 
you 've observed situations in which 
some of your colleagues' clinical out­
comes did not meet diagnostic expec­
tations. Tell me about some ofthese sit­
uations." 

Lifestyle club 
In another example, a female col­

league described a series of focus 
groups she had moderated on the sub­
ject of erectile dysfunction (ED) with 
female partners of men who have ED. 
In response to a question on efforts to 
find solutions and resources a re pon­
dent started to describe a "lifestyle 
club" that she and her husband 
belonged to. It quickly became appar­
ent to the moderator that this "club" 
was founded on the theory that sex 
with various women is beneficial for 
the problem and that thi woman was 
basically describing an ongoing house­
to-house sex party. 

The moderator became concerned 
about jarring what, up until that time, 
had been a smoothly running group. 
She realized it would be best to quick­
ly end this line of conversation and not 
give the rest of the group an opportu­
nity to embarrass the woman with their 
comments. Her fust instinct was to per­
sonally display no overt reactions. She 
knew that if her body language regis­
tered disapproval, the respondents 
would mirror her response. She demys­
tified the woman's comments by inter­
rupting her with, "Okay, I understand. 
That's interesting. Did it help? Thank 
you." and then quickly raised a new 
question and moved on in a totally dif­
ferent direction. Later comments from 
this same respondent caused the mod­
erator to conclude that she was sincere 
(if perhaps somewhat misguided) and 
would have been hurt by any untoward 

The winner 
And finally there is the experience 

of my luncheon colleague- clearly 
the winner in our duel over worst -case 
scenarios. He found himself in the sit­
uation of having to moderate focus 
groups with women who suffer from 
urinary incontinence. Humor comes 
quite naturally to this individual and he 
chose to use self-deprecating humor to 
demystify the moderator. His first 
comment to each group was , "The 
subject to be discussed is urinary 
incontinence and you're probably 
wondering what career-ending move I 
made that resulted in my being here 
today." 

At another point in his introductory 
remarks he acknowledged the sensi­
tivity of the situation with, "When I 
think of you volunteering to come here 
today to discuss this subject, I realize 
that it took a lot of courage." He 
encouraged participation with, "Your 
input here today will be used to help 
others with this same problem." 

The reflective mirror in this case 
took the form of pointing out that this 
focus group represented a unique 
opportunity to hear from other people 
at the table who know what each 
respondent was going through. These 
focus groups proved to be a very at­
isfying experience for this moderator: 
What started out as a particularly 
tough assignment (especially for a 
man) resulted in groups that were 
cooperative, candid and that generat­
ed a solid body of information for his 
client 

Extend education 
There were additional comments 

during my discussions with my col­
leagues that are worth noting: 

• A lot of the health care market 
research being conducted today relates 
to quality of life issues, e.g., hormone 
replacement therapy, diet and exercise 
versus drug therapy for the control of 
hypertension, sexual dysfunction, etc. 
A moderator has to extend his/her pre­
project self-education beyond an 
understanding of the pharmacology or 
therapeutic dynamics of the products 
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being investigated. 
You have to explore the deeper, 

underlying currents that often influ­
ence decision making processes, e.g., 
how hard is a physici an willing to 
" pu sh" patients to use a drug that 
works well but requires carefully 
timed, multiple daily doses (efficacy 
versus compliance issues)? What are 
the contributing motivational factors 
to anticipate in discus ing drug thera­
py with diabetic pati e nt s? Many 
women consider osteoporosis to be "an 
old woman 's di ea e" - how do you 
get younger women to give it serious 
thought within the context of a discu -
sion of hormone replacement therapy? 

• I recently came aero a clever 
term for a well-establi hed, basic 
tenet of qualitativ e marketin g 
research - "sophi sticated naivete." 
Thi s may be defined as " thorough 
preparation and self-education prior 
to the project, coupled with feigned 
ignorance during the study." It pro­
vides a subtle but effective means for 
probing or challenging- the respon­
dents' efforts to simplify and explain 

the specific. In focus groups with chi­
ropractor , I quickly discovered that 
the subject of pain management gen­
erated a more emotional/philosophi­
cal level of responses compared to the 
phy icians I had interviewed- most 
likely related to significant differences 
in their training and philosophies of 
treatment. Instead of starting out with 
"Describe your therapeutic ladder for 
pain management," it proved more 
productive to begin the chiropractor 
groups with an abstract, "What role 
does pain generally play with regard 
to patient management problems and 
therapies?" Once they were sure I 
"knew where they were coming from" 
(and my body language connoted 

process and often yields more 
insights. 

I sincerely hope this proce of 
demystifying the moderator and 
erecting the reflective mirror will 
prove of value to those of you who 
actively deal with qualitative health 
care marketing research issues. 

In recognition of those who told 
me of their experiences and gra­
ciously allowed me to narrate them 
(and to my ex-officio editors) , I 
would like to extend my gratitude to 
Terri Maciolek, Bernie Schwartz , 
Bob Kernish, Grace Chin, Donna 
Caldwell , Juliet Goodfriend and 
Laurie Harris for their important con­
tributions to this article. r~ 

appropriate deference towards their .--~~~~~~~~~~~~~-

treatment methods), the needed infor­
mation poured forth. 

Moving from the abstract to the 
pecific works well with chiroprac­

tors but it can al so be a very effective 
strategy for interviews with a wide 
range of profes s ional . It eases 
respondents into the ubject, makes 
them more comfortable with the 

Name Creation: 
Name Testing. 

Best New Product Branding 

E.®N 
For Information Contact: John P. Hoeppner 

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

e-mail : namequest @ ool.com 

llalnr:! L1uast ® 
The Sdence of Nome Creation 

will often expose underlying ~ctors ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
that impact their thoughts and atti-
tudes. Sophi sticated nai vete can take 
many guises: the one I use most often 
i , "Remember doctor, you're talking 
to an ex-dentist. Could you ramp that 
down for me ju t a bit?" Whenever it 
suits the purpose of the study, a mod­
erator should invoke sophi sticated 
naivete in asking for c larification 
(e.g., "I'm sorry - I'm not a physi­
cian- it's not clear to me what you 
meant by that. Please run it by me 
again ... how do the rest of you feel 
about this?"). 

• The first few minutes of any inter­
view or focus group- the warm-up 
- is a critical time for establishing 
respondent confidence in the integri­
ty of the moderator and the research 
process. In studies involving sensitive 
issues, it is also the appropriate time to 
begin the process of demystifying the 
moderator and ac knowledging the 
sensitive aspects of the discus ion . 

• In dealing with i sues that have a 
potentially emotional impact, a time­
honored marketing re earch princi­
ple is to begin with questions that are 
somewhat abstract and work towards 
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Survey Monitor 
continued from p. 6 

1998 a solid year for 
new products 

The stock market may have had its 
ups and downs in 1998, but things 
were solid on the new product front. 
For the second year in a row, pack­
aged goods firms pumped out more 
than 25,000 new food, beverage , 
health & beauty aids, household and 
pet products, according to Naples, 
N.Y.-ba ed Marketing Intelligence 
Service, Ltd., a new product reporting 
firm. While 1998's count dido' t 
eclipse 1997's record, there was no 
shortage of new products to 
choose from on store shelves. 

Truly innovative new prod­
ucts , however, continued to 
be rare. Just 5.9 percent of 
the entries reported by 
Marketing Intelligence 
Service in 1998 earned 
an Innovation Rating. A 
qualitative measure of 
new product introduc-
tions , the firm's 
Innovation Ratings measure 
the number of new product with 
breakthrough features or benefits in 
any one of the following ix areas: 
formulation, positioning, packaging, 
technology, creating a new market, 
and merchandising. While 1998 's 
overall Innovation Rating edged up 
slightly from 1997's 5.8 percent fig­
ure, innovation has been trending 
down since 1986, when the peak 
Innovation Rating of 18.6 percent 
was achieved. 

While the percentage of 
innovation may have been small in 
1998, a number of entries offered 
outstanding new features and 
benefits. The following top 10 new 
product innovations were chosen by 
Marketing Intelligence Service, Ltd. 
from the more than 25,000 new 
product introductions reported in 
1998 in the firm's Product Alert 
publication. 

• With more of u eating 
on-the-run, yogurt would seem to be 

left out in the cold. Don't tell that to 
Minneapolis-based General Mill s, 
which found a way to make yogurt 
portable with Yoplait Go-Gurt Yogu~t. 
This kid-friendly yogurt is packed m 
a tube that eliminates the need for 
spoons. Ju t rip open the tube, put 
the open end in the mouth and 
squeeze. And since the tubes can be 
frozen and thawed for consumption 
later in the day, Go-Gurt is great for 
lunch boxes and bags. 

• Sound Bites Lollipops may be the 
year's strangest and most fun inno­
vation; just insert a lollipop into the 
battery-operated Sound Bites handle, 
bite down on the sucker and hear 
music playing inside your head. 
Sound Bites works by conducting 
sound vibrations through the lollipop 

into your teeth and 
inner ear for an expe­
rience like no other. 
Priced at around $10 
for the handle, batter­
ies and two lollipops, 
it's new from 
Campbell , 
Calif.-based 
OddzOn/Sound 
Bites. 

Why s hould 
Haagen-Daz and 

Ben & Jerry ' have all the fun? Now 
you can make your own ice cream at 
home, faster and easier than ever 
before without any pecial equipment 
with Geno's In tant Ice Cream Mix. 
Packed in a 32 fl. oz. drink box, this 
liquid mix is refrigerated prior to use 
and then shaken and poured into a 
bowl together with whatever flavor­
ings you choose- fruits, nuts , cook­
ies, chocolate chips, candies, etc. The 
mix is then poured into a covered 
container and frozen until firm. It's 
new from Southington, Conn.-based 
GMV Des ert , Inc. 

• Is the pickle your favorite part of 
a hamburger? If so, you're in luck. 
With new Vla ic Hamburger Stackers 
Pickles you get a pickle in every bite 
of your burger. That's because these 
pickles measure a whopping three 
inches in diameter, yet are packed 
with taste and crunch. A horticultur­
al triumph, Hamburger Stackers are 
made from specially-bred cucumbers 
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that grow 10 times larger than stan­
dard pickling cucumbers. They're 
new from Vlasic Foods International, 
Inc. of Cherry Hill, N.J. 

• It's hard to find a section of the 
supermarket that's not drowning in 
funky flavor blends right now. But 
what makes Kellogg's Nutri-Grain 
Twists Cereal Bars special is not the 
blended flavors, but how the flavors 
are blended. Kellogg take two fla­
vors (strawberry and blueberry, for 

Magnet can be used over and over 
again. If ever a product were tai­
lor-made for college campuses, this 
would be it. Thank Fairfield, 
N.J.-based Delta Carbona for this 
one. 

• A record number of products 
debuted in 1998 boasting antibacter­
ial properties. One of the most clever 
was Cut & Toss Disposable Cutting 
Boards. As the manufacturer, St. 
Albans, Vt.-based Fonda, notes, the 

most sanitary cutting board you can 
use is the one you don't re-use. More 
sanitary than wood or plastic cutting 
boards, Cut & Toss is flexible with 
fold-up sides which make usage and 
cleanup a snap. 

What is going to be hot in 1999? 
How about allergy control. With the 
average person spending up to 90 per­
cent of their time indoors, allergies 
caused by indoor pollutants are on 
the rise. S.C. Johnson & Son's inno-

example) and puts each in its own ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

separate soft baked crust "tube" that 
is twisted over and under a "tube" 
which holds the other flavor. The two 
are combined when you eat the bar 
for a unique flavor twist. Battle 
Creek, Mich.-based Kellogg USA is 
the manufacturer. 

• If two blades are good, then three 
must be nirvana. And so it goes for 
the Gillette Mach3 Triple Blade 
Shaving System. Said to offer the 
closest shave ever in fewer strokes, all 
with less irritation, Mach3 is replete 
with bells and whistles. The shaver is 
the first with three progressively 
aligned blades, the first with a lubri­
cating strip that fades to signal that 
it's time to replace the razor and the 
first with mistake-proof cartridge 
loading. Boston, Mass.-based Gillette 
Company is the manufacturer. 

• Drano Foamer Clog Remover 
attacks gunk where liquids can't 
reach. Unlike liquid drain cleaners 
which run along the bottom of the 
pipe section, where most clogs occur, 
Drano Foamer fills and clears the 
entire pipe section to keep drains 
clear longer. Boxes containing two 
packets of this concentrated powder 
treatment are new from Racine, Wis.­
based S.C. Johnson & Son, Inc. 

• Pink underwear syndrome may 
go the way of the dodo bird if 
Carbona Dye Magnet has anything to 
do with it. Just drop this sheet on top 
of the laundry and add detergent. Dye 
Magnet's "magnetic" properties 
absorb excess dye and grunge, pre­
venting colors from bleeding onto 
one another while actually washing 
clothing in cleaner water. Use Dye 
Magnet and you won't have to worry 
about separating the whites from the 
colored clothes. Better yet, Dye 
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vative new AllerCare line was 
designed for allergy sufferers and 
include Dust Mite Carpet Powder 
and Dust Mite Spray Carpet & 
Upholstery Allergen Treatment spray. 
Both claim to reduce dust mite aller­
gens for up to four weeks, keeping 
dust and dust mite allergens from 
becoming airborne. 

The U.S. doesn't have a patent on 
innovation, a these top five interna­
tional innovations chosen from the 
new product innovations featured in 
International Product Alert show. 

• Allergy sufferers can find relief 
with a new gum now available in the 
Japanese market. Lotte Tencha Mint 
Gum not only delivers cool and 
refreshing ta te, it 's also claimed to 
help combat allergies. 

• Multix Antibacterial Cling Wrap 
does more than just cover food, it pro­
tects it from bacteria. New in 
Au tralia, this cling wrap is treated 
with Microban. 

• Glow in the dark drinks are now 
a reality thanks to new Phota Lite 
Glow in the Dark Powder. Debuting 
in Japan, the powder contains the 
enzyme responsible for light gener­
ated by fireflies and is marketed as a 
fun drink additive. 

• No time to blow dry your hair in 
the morning? Use new Lazartigue 
Rapid Drying Shampoo and you'll 
have nothing to worry about. That's 
because this U.K. entry reduces dry­
ing time by as much as 30 percent. 

• Keep ant infestation in check and 
clean your floor at the arne time with 
S.C. John on 's new One Stop 
Protective Floor Polish. Available in 
South Africa, it keeps floor shiny 
clean and repels ants for days with its 
natural ant repellent. 

For more information call Tom 
Vierhile at 800-836-5710, ext. 28, or 
visit the company's Web site at 
www.productscan.com. 

Jewish American travel­
ers enjoy visits to Israel 

A majority of Jewi h Americans 
who have been to Israel are likely to 
return in the future, according to 
research from Princeton, N.J.-based 

Response Analysis Corp. The firm 
conducted 1,206 telephone interviews 
among a representative ample of 
Jewish Americans who have taken a 
vacation in the past two years or who 
plan a vacation in the next 12 months. 
It is estimated that three out of four 
Jewish adults (3.4 million) meet this 
vacation criterion. There are 4.5 mil­
lion Jewish adults, age 18 and over, in 
the United States. 

The survey was conducted for the 
Government of Israel to better under­
stand how Jewish American travelers 
feel about Israel as a travel destina­
tion. Arie Sommer, Israel Tourism 
commissioner for North America, 
says, "Our repeat travel market to 
Israel is very large. Jews like what 
they experience. They have good feel­
ings about Israel's hotels , its weath­
er, and the wide range of things to do 
in I rael. Half of our visitors want to 
spend more time in Israel on their 
next trip." 

Approximately one million Jewish 
American travelers are interested in 
returning to Israel (698,000) or visit­
ing Israel for the first time (324,000). 
Six out of 10 Jewi sh Americans, 
including those who have been to 
Israel and those who have not, said 
they were very or somewhat interest­
ed in visiting I rael to celebrate the 
50th anniversary of Israel being 
declared an independent state. 

Jewi h Americans perceive Israel's 
greatest strengths as a place to visit to 
be: sight eeing opportunities, histor­
ical significance, cultural activities, 
and religious ignificance. However, 
they give Israel mixed reviews on 
some of the more traditional travel 
criteria: fairly trong ratings for 
"good weather" and "good hotel "; 
low to moderate ratings for " nice 
place to relax," "good value for the 
money," and "good restaurants." 
Israel's lowest rating is on "a safe 
place to go." 

Among the additional findings are: 
• 51 percent of Jewish Americans 

who have visited Israel have been 
there multiple times; 

• 62 percent of Jewish Americans 
who have visited Israel traveled inde-
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pendently (i.e., not as part of a tour 
group); 

• Jewi sh American s also like to 
travel overseas to France ( 17 percent), 
Britain (17 percent), and Italy (13 
percent). 

For more information call 609-921-
3333 or visit the company's ~eb site 
at www.response-analysis.com. 

College students respect 
authority, creditors 

subjects, the study also covered col­
lege students' activities on the ~eb. 
The number of college students mak­
ing purchases on-line ha jumped 
from 43 percent to 61 percent in the 
past year. On-line consumer activity 
among this segment has increased 
overall since 1998, with more fre­
quent visits to search engines, as well 
as travel, entertainment and shopping 
sites. The study also found increases 
in the number of hours spent on-line 
and in the number of daily log-ins. 

The Pulsefinder study, which was 
conducted by Greenfield Online, Inc., 
~estport, Conn., and Network Event 
Theater, Inc. (NET), surveyed 1,400 
four-year college students drawn from 
an on-line research panel of 30,000 
students ages 18-24. To qualify for 
the study, all participants had to have 
Internet acce . The sample then was 
balanced to represent the national 
four-year college population in terms 
of gender and region. For more infor­
mation call Gail Janensch at 203-429-

~~hgrnduationju~Moundilieco~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
ner, today 's 18-24-year-old college 
students may be ready to live up to 
their reputation as a new crop of con­
sumers, respecting creditor and 
authority figures and caring for the 
environment as well, according to a 
recent Pulsefi nder On-Campus 
Market Study. 

The study points to a shift in college 
tudents' attitudes toward environ­

mentalism, joining the workforce, and 
assuming responsibility for their own 

What Today's College Students 
are Doing On-line 

Activities 1999 1998 
Surf the Internet 86% 79% 

Go On-line More Than 
Once Per Day 65% 54% 

Spend 1-4 hours 
On-line Per Day 36% 26% 

Regularly Visit Search 
Engines 79% 77% 

Regularly Visit 
Entertainment Sites 62% 52% 

Regularly Visit 
Shopping Sites 34% 16% 

Travel Sites 21% 14% 

finances. Fifty-four percent claim to 
be "environmental activists," while 45 
percent of today 's college eniors 
believe they will have "no problem 
finding a job" after receiving a diplo­
ma and one out of five believes it 's 
"in" to be "working hard at school." 
Over 70 percent agree with the state­
ment "I respect authority" while more 
than half say it is "out" to be interest­
ed in fraternities and ororities. More 
than half say they are paying all their 
credit card bills themselve . 

In addition to surveying college stu­
dents ' attitudes toward these and other 
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Adrift In A Sea Of Data? 

Call The Experts! 
NCS offers a fast and accurate single-source solution to your evaluation problems. Whether 
your goal is to achieve stronger customer relationships, identify the strengths of your 
products and services or measure employee attitudes, we can help. 

When you work with NCS, you choose the services you need. Our responsive personnel 
teams are ready to work with you throughout the entire process ... from detennining the best 
way to gather infonnation to providing quality implementation through NCS' multiple technobJies. 

NCS can provide Internet, E-mail, CATI, IVR and paper-based services- in any language. 

Measurement Focus 
Attitude Surveys 
Outcome Surveys 
Customer/Product Database 
Balloting/Proxy 

Service Offerings 
Research Planning 
Project Management 
Printing 

Distribution and Receiving 
Processing and Coding 
Analysis and Reporting 

Want to learn more? Call NCS at 1-800-447-3269 
www.ncs.com 

Copyright© 1998 
National Computer Systems, Inc. 
All rights reserved. G· 
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no More Problems. 
Dnlu Solutions. 

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

your solution. PhoneSolutions. Our 
standard is to provide impeccable 

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

• 150 CAT/ 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 

fie ld service needs. 

Ca ll Michael Sch legel at 
(212) 352-0445 or e.mail him at 

m ichael@phonesol utions. com 

PhoneSolu"lii)i(s 
Tu cso n • A lb a n y • New Yo r k 
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0111 or visit the company's Web site 
at www.greenfieldcentral.com. 

Web users look for a 
little control 

Cognitiative, Inc., a San Francisco 
consulting firm, has released findings 
from recent Pulse of the Customer 
focus group research. The findings 
uncover Web users' attitudes and feel­
ings on personalization, privacy and 
targeted marketing on the Web, as 
well as highlighting Web usage and 
awareness trends. 

Topline findings include: 
• Of Web customers, 32 percent dis­

like sale -oriented e-mail so much 
they actually avoid doing business 
with the sender. 

• Ninety percent of Web customers 
prefer broad choice over vendor-con­
trolled personalization. 

• Few vendors are doing a good 
enough job with on-line customer ser­
vice, even though more than 59 per­
cent of bu iness customers consider 
receiving on-line customer service 
their most important Web activity, 
and prefer it to telephone upport. 

According to the research, person­
alization works best when customers 
feel they are the ones controlling it 
and making the decisions about how 
it is used. Example of personaliza­
tion that customers like include being 
able to: design their own pages; con­
trol what information is pre en ted to 
them; request information based on 
their specifications; and link to other 
sites that interest them. 

Web personalization backfires 
when customers perceive that their 
personal information is being mis­
used. Customers say that per onal­
ization can feel intrusive, invade pri­
vacy, limit their options and too often 
forces them down the wrong path. 

"It's all an issue of control," says 
Laurie Windham, founder and chief 
executive officer of Cognitiative. 
"O n-line users feel very strongly 
about intrusive marketing practices, 
and are choosing via their keyboards 
with whom they do business." 

For example, one-third of cus­
tomers dislike sales-oriented e-mail 

so much that they avoid vendors who 
send them. In fact, only telemarketing 
rated as more intrusive than unso­
licited e-mail. On the positive side, 
respondent noted that they feel 
empowered by trusted vendors with 
whom they have a relationship, and 
that Web personalization and appro­
priate communications help them 
ave time and broaden their exposure. 

In related findings, on-line cus­
tomer service efforts are falling short 
of customer expectations. Customers 
prefer responses to their questions 
within a few hours , but response 
times of one day are acceptable. Few 
vendors are doing a good enough job 
with on-line customer service at thi s 
time. The s tudy also found that 
exceeding customers' expectations 
can result in extreme brand loyalty. 
"To date, on-line customer service 
has been so dismal for many cus­
tomer that when vendors are actual­
ly respon ive, the customer is ur­
prised, delighted and loyal for life," 
says Windham. 

The research al o showed that: 
• Consumer ' top three Web site 

activities are searching (83 percent), 
on-line purchasing (83 percent) and 
comparison shopping (67 percent). 

• Busines users ' top three Web site 
activities are searching (94 percent), 
compari on shopping (82 percent) 
and customer service/problem reso­
lution (59 percent). 

• Consumers discover/find new 
Web sites via word of mouth (1 00 
percent), Web ite links (83 percent), 
adverti ing (67 percent), magazine 
articles (61 percent), newspaper arti­
cle (50 percent) and conferences ( 17 
percent). 

• Busine users discover/find new 
Web ite via magazine articles (94 
percent), Web site links (88 percent) , 
adverti ing (76 percent) , word of 
mouth (71 percent), newspaper arti­
cle (53 percent) and conferences (47 
percent). 

Topline findings are available on­
line at www.cognitiative.com or by 
sending an e-mail request to deada­
head@cognitiative.com. 
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Product & Service Update 
continued from p. 11 

ended responses by dining facility; 
and complete crosstabs of all survey 
questions by dining facility. 

www.elisten.com. 
The eListen Web Hosting service 

allows users to quickly launch cus­
tomized surveys within minutes. 
Users may choose to create a urvey 
with the eListen software or retain 

Scantron Technologies for survey 
development. Once the survey instru­
ment and secure on-line registration 
form are completed, users are sent an 
e-mail with the pertinent uniform 
resource locator (URL) links to view 

Bimonthly ''flash reports'' are also ~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

provided depicting participants' over-
all satisfaction with dining ervices as 
well as the performance scores for 
features related to food quality, menu, 
personnel, service and anitation. 
Other customized report can be pro­
vided upon request. For more infor­
mation call Scott Hoffmire at 901-
755-9911. 

Nielsen service tracks 
computer purchases 

Schaumburg, 111.-based ACNielsen 
U.S., an operating unit of ACNielsen 
Corporation, has launched Homescan 
Tech*Watch, a research ervice that 
tracks consumer purchases of com­
puter hardware. Utilizing the compa­
ny's Homescan consumer panel , 
Tech*Watch is a syndicated omnibus 

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 

researchserviceavailabletocompu~ !~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

er hardware retailers and manufac-
turers. Each quarter the service 
querie 26,000 households about their 
purcha e of per onal computers, 
monitors and printers. All purchas­
ing channels are covered as well as 
price paid, intended use, whether the 
computer was purchased a a bun­
dled package , brand loyalty and 
more. Complete demographic profil­
ing is also available. For more infor­
mation call847-605-5000 or visit the 
company's Web site at 
www.acnielsen.com. 

Scantron offers Web 
hosting services 

Scantron Technologies, a Tustin, 
Calif., data management firm, is now 
offering eListen Web Hosting ser­
vices for the eListen product, the 
company's electronic survey and data 
collection software system. 
Organizations interested in running 
Internet-based surveys, using Web 
technology, can now create and 
deploy customized s urveys at 

June 1999 www.quirks.com 

Hagler Bailly"' 
A WORLD AHEAD 

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

reengineers, new product dev~lopment teams, 
and marketing communications experts? 

Ours does. 

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

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

University Research Park, 455 Science Drive, 
Madison, WI 53711-1058 Tel608-232-2800 

Contact Bryan Ward, E-mail research@haglerbailly.com 
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Exact Age____._._.. 
Income 

---------., 

Gender 
----

New Mothers 
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Children 
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Ethnic 

--------, 

Business •. 
ROD . ~ :· 
Many Others 

Call for quotes or free brochure. 

~~~~r.2 .. ~~~~ 
Old Greenwich, CT 06870 

800-784-8016 • FAX 203-637-8569 

e-mail 72672.1327@compuserve.com 

50 

their survey, reports and administra­
tion preferences. 

The eListen Web Hosting ervices 
offer multiple options to securely 
view and retrieve data collected on­
line. Data is continuously pumped into 
a database where users may view on­
line reports and download Microsoft 
Access data files directly to their per­
anal computer. Upon request, data 

files may also be transferred onto a 
CD-ROM. 

First-time users can evaluate the 
eListen software and Web Hosting 
service free for the fir t 30 days by 
downloading the software at 
www.eli ten.com . Users may then 
choose to purchase the software and 
the Web Hosting. For more informa­
tion call George Saroyan at 800-722-
6876 or visit the company's Web site 
at www.scantron.com. 

New survey tool from 
Saja 

Saja Software Inc., Longmont, 
Col., has introduced Survey Select 
Expert, a survey software tool 
equipped with Internet, reporting and 
database capabilities. The software 
complements Saja's flagship prod­
uct, Survey Select, and enables users 
to integrate interactive survey strate­
gies into corporate human re ource , 
consumer marketing or research ini­
tiatives. 

Survey Select Expert utilizes Java, 
HTML, and XML technologie to 
provide customizable and functional 
survey design, administration, analy­
sis and reporting/presentation capa­
bilities. The oftware provides sev­
eral approaches to conducting ur­
veys, including intranets and 
Internets, local area networks (LAN), 
e-mail, floppy disks or hard copy. 

The new software's network capa­
bilitie enable multi-user support of 
on-line survey strategies. 
Subsequently, unlimited users can be 
directly involved in survey design, 
admini tration, analysis and report­
ing, including transferring files and 
manipulating surveys, an wer scales 
and topics. The product's survey 
design features allow one or more 

networked users to build surveys 
from cu tomized question libraries 
on the fly using Survey Select 
Expert' "Quick Survey" feature. The 
product offers users dual-scale ques­
tion design capabilities to measure 
both satisfaction and importance lev­
els imultaneously. Additional for­
matting options and new scales are 
also added to the survey design 
process. 

Once urvey answers are compiled 
in the Survey Select Expert database, 
they can then be imported/exported 
directly to/from: Survey Select 
Expert's spreadsheet view, list view 
or data entry wizard for analysis; an 
SPSS statistical program for in-depth 
analysis; or ODBC databases for 
archiving. Users needing sophisti­
cated reporting choices can cus­
tomize reporting information with 
advanced graphing functions while 
other users wanting simplicity can 
generate common reports automati­
cally utilizing Survey Select Expert's 
report wizard. The tool can then pub­
lish reports to a printer or in HTML, 
RTF and ASCII formats. A free, self­
running demo and/or interactive trial 
version of Survey Select Expert is 
available by visiting the firm' Web 
site at www.surveyselect.com. Or for 
further information call 800-945-
0040. 

New site for Internet 
research 

internet.com LLC has launched 
AllNetResearch.com, an e-com­
merce site for buying and selling 
Internet industry research. The site 
currently offers Internet market 
research reports and newsletters from 
research organizations in North 
America and Europe. Early partici­
pants include CyberDialogue, 
PhoCusWright, Fletcher Research, 
Creative Good, HighText Verlag and 
the Association of Internet 
Profes ionals. 

Internet research buyers will be able 
to buy reports on-line after retrieving 
descriptions of publications, tables of 
contents, and shipping information. 
AllNetResearch.com will receive pro-
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motiona l support from the from a list of geographies, and then U.S. Up to 30 geographie of the 
i nternet.com network of 4 7 Web guides them through a tep-by-step chosen selection type can be aggre­
sites, including CyberAtlas, a com- process to complete their report. gated for disp lay on the arne report. 
pendium of Internet market research Users can choose from the following For more information v1 1t 
on the Web. standard geographies: ZIP code, www.s itereports .com or caJI 800-

All~etResearch.com is part of ~-la_c_e~,_c_o_u_n_t~, _st_a_te~,~~-S_A~a_n_d~th_e~_8_6_6_-_6_5_1_0_. ~~~~~~~~~ 
internet.com, the e-business and 
Internet Technology ~etwork. The 
network includes 47 Web ite , 27 e­
mail newsletters, 19 on-line discus­
sion forums, and 45 moderated e­
mai l discussion list for Internet 
industry and Internet techno logy pro­
fessionals, Web developers, and 
soph isticated Internet users. inter­
net.com site include 
Internet~ews.com, which provides 
daily Internet-specific news; The 
Electronic Commerce Guide; 
ServerWatch; The Web Developer' 
Virtual Library; SearchEngineWatch, 
and Jumbo. 

Banner ad evaluation 
research tool launched 
~ew York-based VRROO~, the 

Virtual Research Room, has intro-
duced the BA~~ERater to provide 
real-time evaluation of banner ads 
during on-line focu groups. 
Advertisers, clients, and developers 
will now have available a methodol­
ogy to test banner ad effectivene s 
and help addres growing concerns 
over declining click-through rates. 
BA~~ERater was developed jointly 
with Canada's Interactive Tracking 
Systems Inc . (i-track .com), a devel­
oper of Web application software. For 
more information contact David 
Bradford at 212-390-5633 or visit the 
company's Web s i te 
www. vrroom.com. 

Geo-based reports 
on-line from NOS 
~ationa l Decision Systems, 

through its www. itereports.com 
Web site, has now made standard 
geography-based report available 
on-line. Users now have the expand­
ed option of creating report based on 
larger trade areas. The standard geog­
raphy feature allows users to select 
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.1\arke\ing, Public Policy 
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916/325.1670 

An ExceUent Market 
to Research 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~--

with MrSurvey.com 
MrSurvey was designed as an easy way for companies to conduct surveys over 
the Worldwide Web. Our Web service bureau will set up and administer your 
survey on the Internet. We can supply the survey data to you for processing or 
you can take advantage of our own comprehensive data processing service. We 
can do everything from setting up your survey for interviewing to providing the 
data or fi nal tables. 

MrSurvey is the Perfect Start to Web Interviewing 
~ Visit Us at MrSurvey.com 

~Star Data Systems, Inc. N. Palm Beach, FL: (561 ) 842-4000 

~ E-Mail : Sales@MrSurvey.com Chicago, IL: (773) 794-0400 
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Data Use 
continued from p. 14 

with a mean of 60) is more precise than a wider one (say 50 
to 70). The former requires a larger sample size than the lat­
ter. In this example, you have chosen d = 10. 

We usually don't know the population standard deviation 
(S). However, you may make educated guesses about it 
and calculate the size of the sample based on the guesses. 
For instance, you may guess that the population standard 
deviation is 30 and then the required size of the sample will 
be: 

n -----=34.6 

Rounding up the number of 34.6, you need a sample ize 
of 35 to be 95 percent confident that the true mean of physi­
cians' weekly working hours is within a half width of 10 
hours. In other words, you are 95 percent confident that the 
true population mean ranges from 10 hours lower to 10 
hours higher than the mean you obtain from the survey of 
the sample of 35 physicians. 

Note that a higher confidence level would require a larg­
er sample size. In the example above, if you want to increase 
the confidence level from 95 percent to 99 percent, you then 

. 
nnounc1ng 

substitute 1.96 for 2.58. You would need a sample size of 
60. The preci ion of the estimate of the variable is inverse­
ly related to the size of sample. Thus, a decrease of value 
of d (a higher precision) requires a larger sample size. Since 
the variability of population is po itively related to the sam­
ple size, an increase of value of S increases the sample 
size. 

Suppose now we have d = 5, S = 40 and the confidence 
level of 99 percent. Put the e values into the formula, we 
find that the required sample ize is: 

n =------- 426 

B. Variable of interest is a dichotomous variable 
Case tudy two 
A company is interested in knowing the percent of mar­

ket share of drug X prescribed by primary care physicians 
for the treatment of diabetes Type I patients. You are asked 
by the company to conduct a survey among primary care 
physicians to find out the percent of these physicians' pre­
scription of drug X. Based on a pilot study, 10 percent of 
patients with diabetes Type I were prescribed drug X by pri­
mary care physicians. You want to be 95 percent confident 
that the true population percent of market share of drug X 
is no more than .05 greater or less than the proportion you 

FOtU~uimi 

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 equipment and as part of the 
Focus Vision Network, we are now able to transmit video 
ctnd 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 f avorable rate. 

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

We are lookingforward to serve you better! 

We focus on you. 
For more information please contact: 

New York- Bill Falvo at 272-867-7373 
Philadelphia - Kathy Janik at 610-667-7110 
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estimate from your survey. What is the 
required sample size? 

Here, the proportion of market share 
of drug X is the variable of interest. It 
is a dichotomous variable. 

The formula of calculating the sam­
ple size is: 

Z(p(1-p)) 
n 

Where: 
n is the size of sample; 
Z is the z-statistics for the desired 

level of confidence; 
p is the estimate of expected pro­

portion with the variable of interest in 
the population; 

d is the half width of the desired 
interval. 

Again, Z = 1.96 for the 95 percent 
confidence level and 2.58 for the 99 
percent confidence level. In the exam­
ple above, p = .10 and d = .05. Put 
these values into the formula, we have 
a required sample size: 

2 

1. 96 ( .1 (1-.1)) 
n = 138.3 

.05
2 

Thus you need to have 138 physicians 
in your sample to be 95 percent confident 
that the true proportion of market share 
for drug X in the population is within .05 
of the proportion you estimate. 

Here, p refers to the proportion you 
estimate from the survey about the 
market share for drug X. Since p (1-p) 
is positively related to the required 
sample size, the maximum value for p 
(1-p) is when p = 0.5. For that reason, 
when you have no prior knowledge or 
assumption about the market share for 
that drug, you can calculate the sample 
size based on a worst-case scenario 
when p =.50; din this case equals .05: 

2 
1.96 (.5 (1-.5)) 

n = ------ =384.16 

You thus need 384 physicians in your 
survey. 

It should be noted that, in this article, sam­
ple size is calculated for descriptive study. 
For studies that may involve inference sta­
tistical tests such as t-test, analysis of vari­
ance, correlation or regression, separate esti­
mations of sample size are needed. 

Summary 
1. For a descriptive study, the calcu­

lation of a sample size largely depends 
on whether the variable of interest is a 
mean or a proportion. 

2. When the variable of interest is a 
mean, we need to estimate the popula­
tion standard deviation, whereas the 
other values in the formula are fixed. 

3. When the variable of interest is a 
proportion, we need to give an esti­
mate of the expected proportion with 
such a variable of interest. A conserv­
ative approach to this estimate is· to 
give an estimate of 50 percent, mean­
ing that the sample size is estimated in 
a worst-case scenario. 

For a study that may requires infer­
ence statistics, the calculation of a sam­
ple size may be based on a particular 
statistical test as needed. r~ 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A UMBER? 

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 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. 
Call STS now at 1-800-944-4-STS. 

53 



Research Industry News 
continued from p. 12 
$0.075 per share, payable on May 17, 
1999, to stockholders of record as of 
May 3, 1999. 

Forrester Research, Inc. , 
Cambridge, Mass., a provider of strate­
gic technology research, ha announced 
revenues of $17.9 million for the first 
quarter of 1999, an increa e of 37 per­
cent from $13.1 million in the first quar­
ter of 1998. Net income for the first quar­
ter of 1999 was $1.9 million, a 42 per­
cent increase over net income of $1.3 
million in the same period of 1998. 
Diluted earnings per share increased to 
$0.20 in the first quarter of 1999 from 
$0.15 per share in the first quarter of 
1998. The agreement value of the com­
pany's core research and advisory ser­
vices increased 49 percent to $75.3 mil­
lion at March 31 , 1999 from $50.6 mil­
lion at March 31 , 1998. 

Information Resources, Inc., 
Chicago, announced a net loss of ($0.3) 
million, or ($0.01) per diluted share, for 

the first quarter 1999 compared to net 
earnings of $1.9 million, or $0.07 per 
diluted share, in the first quarter of 1998. 
For the first quarter ended March 31 , 
1999, consolidated revenue were 
$1 31.7 million, an increase of 1 1 percent 
over the first quarter of 1998. Revenues 
from the company 's U.S. businesses 
were $102.3 million, 8 percent above 
the corre ponding 1998 quarter. 
Revenues from the company's interna­
tional businesses, primarily in Europe, 
increased 20 percent to $29.4 million. 
Separately, the firm announced that 
more than 2,500 users at 35 packaged 
good companies are now u ing its 
InSite Reporting service to access 
reports from IRI' InfoScan Census sales 
tracking information service and 
Shoppers' Hotline household panel. 

I.S.I.S., Integrated Strategic 
Information Services, has moved to 
2160 Ward Way, Woodside, Calif. , 
94062. Phone 650-298-8555. Fax 650-
298-9555. 

The Kantar Group, the information 
and con ulting division of WPP Group 

Your chance 
to make 
history 

... a case history, that is. 
As a OMRR reader, you know that in each issue we present case history examples of successful 
research efforts, examining the goals behind a project, its methodologies and how the research 
results were used to launch a new product, improve service, or fine-tune an advertising campaign, 
for example. 

We're currently planning the next several issues of OMRR and we're looking for research projects 
in the following areas to profi le: packaging research , service quality/customer satisfaction, focus 
groups, and health care research . If your company or organization has a research project in any 
of these areas that would make an interesting case history, we want to cover it! 

A OMRR writer conducts the necessary interviews by phone and then writes a draft of the story. 
Because the case histories may touch on sensitive information, we allow interviewees to read a 
draft of the story before it goes to press. Please contact Joseph Rydholm, OMRR editor, for more 
information or to discuss a story idea. 

P.O. Box 23536 
Minneapolis, MN 55423 

Ph. 612-854-5101 
Fax: 612-854-8191 

E-mail: joeqmrr@uswest.net 

plc, has acquired Center Partners, 
Inc., of Ft. Collins, Colo. The company 
will form part of the Winona Group, a 
Kantar company headquartered in 
Phoenix, Ariz. 

Cincinnati , Ohio-based Sigma: 
Research Management Group has 
launched a new division, Sigma: Online 
Research Group. The new division will 
be headed by Jim Wigton, a former mar­
ket re earch analyst with Gateway Inc. 

The Gallup Organization has select­
ed Optimum Solutions Corp. (OSC) to 
continue as its scanning software 
provider through the year 2001. Gallup 
originally retained OSC in 1996 to test 
its application of its FAQSS technology 
to read surveys and questionnaires. 
Based on three year of results, Gallup 
is now committed to using OSC soft­
ware through 2001. 

Digital Marketing Services, Inc. 
Dallas, has formed alliances with 
Atlanta-based Elrick & Lavidge 
Marketing Research and New York­
based Guideline Research, Inc. to con­
duct on-line custom market research via 
America Online. 

Jupiter, Fla.-based re earch firm 
Quick Test, Inc. ha acquired Probe 
Research, Inc., Dallas. 

Mo cow-based F -Squared Market 
Research + Consulting has opened a 
full- ervice office in War aw. 

Northeast Data, a Wayne, N.J., 
re earch firm, has been purchased by 
Paul Schwartz. Previous owner Leslie 
Harris will devote full-time attention to 
his other interest, Focus On Boston. 

Effective April 9, the stock of Opinion 
Research Corporation began trading 
on the American Stock Exchange under 
the symbol OPI. The Princeton, N.J. , 
firm was previously listed on The 
N asdaq Stock Market 
(NASDAQ:ORCI). 

The Cincinnati Museum Center 
and SIRS (Service Industry Research 
Systems), Highland Heights, Ky., have 
partnered to create the Family Market 
Testing In titute (FMTI), a research 
facility designed to give clients access to 
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the Center's more than one million annu­
al visitors. The te ting facility includes 
a 290-seat auditorium as well a six 
focus group or group breakout areas. 
Part of the proceeds from every project 
will be shared with the Center's tenants. 

Hispanic & Asian Marketing 
Communication Research ha opened 
a Los Angeles-area research complex, 
featuring a multicultural data collec­
tion center, focu group facilities and a 
CATI center. The complex is located at 
1540 E. First St., Suite 200, Santa Ana, 
Calif. , 92701. Phone 714-560-1120. 
Fax 714-560-1121. E-mail 
ResearchCenter@ hamcr.com. 

Cambridge Focus, a Cambridge, 
Mass. , focus group facility, reports that it 
fared well in a recent Impulse Survey on 
focus group facilities, having been select­
ed as one of the four or five be t facilities 
in North America and the number one 
facility in Massachusetts. Columbia 
Focus, Columbia, Md. , reports that it 
received an overall rating of 87 in the 
Impulse Survey, ranking it a one of the 
top 29 facilities in North America. 

Laurie Ashcraft , pres ident of 
Ashcraft Research, Inc. , and Jim 
Miller, pre ident of The Mi ller 
Research Group, Inc., have formed a 
partnership called AIM Employee 
Research Services, a division of The 
Miller Research Group. AIM will con­
duct employee attitude and information 
surveys. For more information call312-
751-5420 or send an e-mail to amsur­
vey@aol.com. In addition, The Miller 
Research Group has moved to 350 West 
Kensington Rd. , Suite 109, Mount 
Prospect, Ill. , 60056. The new phone 
number is 847-342-1500. Fax 847-342-
1509. E-mail rnillerres@aol.com. 

Bay Area Research, Baltimore, Md., 
has completed its telephone room expan­
sion at its Randallstown, Md. , location. 
The facility now has 35 telephone lines 
and offers 35 CATI tation equipped 
with CtMC technology. 

The Results Network, Harrisburg, 
Pa. , and its subsidiary, Susquehanna 
Survey , have opened expanded facili ­
ties featuring WATS and focu group 
capabilities at 5321-D Jaycee Ave. in the 
Route 22 Busine Center. 
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What makes people 
do vvhat .they o? 

No one has all the r ight an swe rs . 
At least you can learn all t h e r ight qu e st ions . 

Call Kim Barnette at 1-800-806-0183 for a course catalog. 

MODERATOR TRAINING 
FUNDAMENTALS 

Feb. 1 - 3 , 1 999 Atlanta 
May 1 7 - 1 9 , 1 999 Cincinnati 

A u g. 2 - 4 , 1 999 San Francisco 
Oct. 25 - 27, 1999 C h icago 

INTRODUCTION TO 
DATA ANALYSIS 

Jan. 25 - 27, 1999 San Francisco 
March 29- 31 , 1 999 Cincinnati 

June 1 4 - 1 6, 1 999 Atlanta 
Sept. 1 3 - 1 5, 1 999 Chicago 

Nov. 8 - 1 0 , 1 999 Los Angeles 
(Man hattan Beach) 

INTRODUCTION TO 
MARKETING RESEARCH 

Jan . 1 1 - 1 3 , 1 999 Atlanta 
Fe b. 8 - 1 0, 1 999 San F rancisco 

March 1 5 - 1 7, 1 999 Dallas 
Ju ne 21 - 23. 1 999 Chicago 

July 26- 28, 1999 Washington, D .C . 
Oct. 4 - 6, 1 999 Los Angeles 

(Man hattan Beach) 
D ec. 6 - 8, 1 999 Cincinnati 

MEASURING & MANAGING 
CUSTOMER 

SATISFACTION & LOYALTY 

Jan . 25- 27. 1999 Dallas 
Apri l 1 9 - 2 1. 1999 Chicago 
July 1 9- 21 , 1 999 C incinnati 

Oct. 4 - 6 , 1 999 Washington, D .C . 
N ov. 29 - D ec. 1, 1999 San Francisco 

DESIGNING & IMPLEMENTING 
EMPLOYEE SURVEYS 

Jan. 1 1 - 13, 1999 San Francisco 
Ju ne 7 - 9, 1999 New York 

Oct. 1 8- 20, 1999 Cincinnati 

DESIGNING EFFECTIVE 
QUESTIONNAIRES 

March 22- 24, 1999 New York 
June 28 - 30, 1999 Cincinnati 

Aug. 9 - 1 1, 1 999 Chicago 
Nov. 1 5- 1 7, 1 999 San Francisco 

TRAINING FOR FOCUS 
GROUP MODERATING : 

APPLICATIONS & APPROACHES 

March 1 - 4 , 1 999 Atlanta 
May 24- 27, 1999 Cincinnati 

Aug. 16- 19 , 1999 San Francisco 
Nov. 1 5 - 1 8. 1999 Chicago 

APPLIED MARKETING RESEARCH 

Feb. 22- 24, 1999 Atlanta 
June 28 - 30, 1 999 Cincinnati 

Oct. 1 1 - 1 3, 1 999 Chicago 

MARKETING APPLICATIONS OF 
MULTIVARIATE TECHNIQUES 

April 1 2- 14, 1999 Chicago 
Aug. 30 - Sept. 1, 1 999 New York 
Nov. 29 - Dec. 1, 1 999 C incinnati 

CONDUCTING 
INTERNATIONAL RESEARCH 

Feb. 1 - 3 , 1 999 San Francisco 
July 1 2 - 14, 1 999 Chicago 

Oct. 1 1 - 1 3. 1 999 Cincinnati 

THE TRA I NING & D EVELOPMENT CENTER 
www. burk e.co m / tr ai n i n g 
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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. 

t 
Jeff 

Anderson 
Consulting 

Jeff Anderson Consulting , Inc. 
1545 Hotel CircleS., Ste. 130 
San Diego, CA 92108 
Ph. 619-682-7272 
Fax 619-682-7277 
E-mail : JAMRC@aol.com 
Contact: Jeff Anderson, CPCM, MBA 
"Blending Art With Science." Member 
QRCA/AMA. 

AnswerSearch, Inc. 
8745 Belter Dr. 
Orlando, FL 32817 
Ph. 407-677-5939 
Fax 407-677-4991 
E-mail : answrsrch@aol.com 
Contact: Catherine Giordano 
Full-Service Qual. & Quant. 
Consumer/Business-to-Business. 

HI SPA IC& A lA 

MARK ETING COMMUNICATIO 

R ESEARCH, I C. 

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. 
Quaf./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. 
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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. 

··~ 
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. 

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. 

ciR 
RESEARCH 

C&R Research Services, Inc. 
500 N. Michigan Ave. 12th fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail: info@crresearch.com 
www.cr-research.com 
Contact: Megan Burdick 
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.net 
Contact: Walt Kendall 
Finest In Focus Grp. Prep., Mod. & 
Analysis. Call To Discover The Difference. 

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

CAMPOS 
MARKET RESEARCH , INC . 

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. 

Catalyst Research Network 
P.O. Box 19599 
Seattle, WA 98109 
Ph . 800-918-9301 
Fax 206-281 -8297 
E-mail: info@crni.com 
www.crni.com 
Contact: Evan Riley 
Internet Survey & Interactive Voice 
Response/I VR Systems. 

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. 

Chamberlain Research Consultants, Inc. 
4801 Forest Run Rd. 
Madison, WI 53704 
Ph. 608-246-301 0 
Fax 608-246-3019 
E-mail : crc@crcwis.com 
www.crcwis.com 
Contact: Sharon R. Chamberlain 
Full-Service. Have Moderated 
Thousands of Groups. 

www.quirks.com 

Common Knowledge Research Svcs. 
16200 Dallas Pkwy., Ste. 140 
Dallas, TX 75248 
Ph. 800-710-9147 ext. 102 
Fax 972-732-1447 
E-mail : SRLavine@sprintmail.com 
www.commonknowledge.com 
Contact: Steven R. Lavine, President 
Affordable, Flexible & Fast! 20 Yrs. 
Experience. Groups, Depth, Virtual­
Online. Nationwide. References. 

Consumer Opinion Services 
12825-1 stAve. 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. 

Cornerstone Research & Marketing , Inc. 
1965 Sheridan Dr., Ste. 8A 
Buffalo, NY 14223 
Ph. 716-871 -9123 
Fax 716-447-1006 
E-mail: GJR@pce.net 
Contact: Rhonda Ried 
Finest Conversation Skills - Unrivaled 
Group Control. 

(((~~~~i~~ J Inc. 

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 
Business-to-Business, High Tech, 
Executives, Focus Groups, Brand 
Differentiation Sessions, Name 
Development. 

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. 
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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.neV-sdaniel 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

Data & Management Counsel, Inc. 
P.O. Box 1609 I 135 Commons Ct. 
Chadds Ford, PA 19317 
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 10510-1017 
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. 

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 
E-mail: Reva Dolobowsky@Norldnet .attr'li 
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: info@doyleresearch.com 
www.doyleresearch.com 
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 

Ergo Research Group, Inc. 
83 East Ave ., Ste. 208 
Norwalk, CT 06851 
Ph. 203-838-0500 
Fax 203-853-0369 
E-mail : peter@ergoresearchgroup.com 
www.ergoresearchgroup.com 
Contact: Peter Mitchell 
Years of Experience; Quick Response & 
Turnaround. 

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. 

Essman/Research 
100 E. Grand, Ste. 340 
Des Moines, lA 50309-1800 
Ph. 515-282-7145 
Fax 515-282-4535 
E-mail : mail@eassoc.com 
Contact: Deborah Stearns, Rsch. Dir. 
Fuii-Svc. Qual. & Quant. Rsch./New 
Facilities/Moderators 
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Fader & Associates 
372 Central Park W., Ste. 7N 
New York, NY 1 0025 
Ph. 212-749-3986 
Fax 212-749-4087 
Contact: Linda Hu 
Exp. In Broad Range of Categories, 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 914-353-44 71 
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 

~1111111111 
GraffWorks Marketing Research 
10178 Phaeton Dr. 
Eden Prairie, MN 55347 
Ph. 612-829-4640 
Fax 612-829-4645 
E-mail : cgraff@graffworks.com 
www.graffworks.com 
Contact: Carol Graff 
"Carol Is Able To Get The Toughest 
Focus Group Participants To Share Their 
Thoughts ... An Extraordinary 
Facilitator!" 

Hammer Marketing Resources 
1791nverness 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.) 
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HISPA IC& A S IA 

MARKET! G COMM UNI CATION 

R ES EAR C H, IN C. 

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. 

Hispanic Research Company 
45 Ireland Ave. 
Edison, NJ 08837 
Ph . 732-661-9298 
Fax 732-661-1699 
E-mail : info@hispanic-research.com 
www.hispanic-research.com 
Contact: Ricardo A. Lopez 
Consulting Firm That Specializes In The 
U.S. Hispanic Market. 

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 . 1 OC 
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, 
ORCA Member. 

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. 

'n .• _ ... ..s __ ... __ 
It; • .,.,.._. • .,. •• ..., •• 

Qualitat ive 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 
AI/ Industries. 
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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./Oual. 
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! 

Just The Facts, Inc. 
P.O . Box 365 
Mt. Prospect, IL 60056 
Ph . 847-506-0033 
Fax 847-506-0018 
E-mail : facts2@interaccess.com 
www.just-the-facts.com 
Contact: Bruce Tinckne/1 
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-mail : 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 941 04-3826 
Ph. 415-984-5880 
Fax 415-984-5888 
E-mail : norm@kiassociates.com 
www.hiassociates.com 
Contact: Norman P. lshimoto 
RIVA-Certified; Full-Service Q&Q 
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 : jamesdlewis@mindspring.com 
Contact: Jim Lewis 
20+ Years Experience Across Many 
Markets. 

London Research 
18062 Irvine Blvd., Ste. 200 
Tustin, CA 92780-3328 
Ph. 714-505-0920 
Fax 714-505-087 4 
E-mai l: LRL@LondonResearch.com 
www.londonresearch.com 
Contact: Ray W London, Ph.D., M.B.A. 
Camp. Stratg. Conslt. Quai./Quant. , 
Prep./Mod./Anlys. , Focus, Mtg. 
Facilitation, Bus./Med./Litg./Fin./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-mai l: halverson@macroint.com 
Contact: Lynn Halverson 
Large Staff of Trained Moderators 
Available in Many Areas. 

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 641 05 
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. 

www.quirks.com 

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. 

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

Meczka Marketing/Rsch./Cnsltg ., Inc. 
5757 W. Century Blvd ., Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 310-410-0780 
Contact: Anthony Diaz 
Quai./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 rM Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECASTsM & 
SHAREMApsM_ 

The Mercury Group, Inc. 
8 W. 38th St. , 8th fl. 
New York, NY 1 0018 
Ph . 212-997-4341 
Fax 212-768-7105 
E-mail: TMGDB@aol.com 
Contact: David Berman 
Medical Mkt. Research By Marketers. 
W/Full Reports. 
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~1chelson 
\:!A;ociates,Inc. 
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: mark@michelson.com 
www.michelson.com/research 
Contact: Mark L. Michelson 
Much More Than Moderation 
Nat'/. Fuii-Svc. Quai./Quant. 

Francesca Moscatelli 
506 Ft. Washington Ave ., 3C 
New York, NY 10033 
Ph . 212-740-2754 
Fax 212-923-7949 
E-mail : francesca@bigplanet.com 
http:/ /dwp. big planet.co m/q ualitative 
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 425-635-7482 
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 401-848-0110 
E-mail: focus@performanceresearch. com 
www.performanceresearch.com 
Contact: William Doyle 
Corporate Sponsorship Of Major Sports 
And Special Events. 

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. 
414 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 Schwichlenberg 
Spec. In Service Industries; Med., 
B-to-B, Fin . Svcs., Gov 't. 

Jay L. Roth & Associates, Inc. 

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! More Than 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 10014 
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. 
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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 
1 00 N.W. 37 Avenue 
Miami, FL 33125 
Ph . 305-649-5400 
Fax 305-643-5584 
E-mail : bpadilla@marketfacts.com 
www.strategyresearch.com 
Contact: Be/kist Padilla, V.P 
Contact: Vivian Hernandez 
Contact: Gloria Contens 
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. 31 0 
Jupiter, FL 33477 
Ph . 561-744-5662 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & Consumer 
Studies; Nat'/. & lnt'l. Exp. 

)Super Datos 

SuperDatos de Mexico 
A Subsidiary of H&AMCR, Inc. 
Ensenada 61 , Colonia Hip6dromo 
Mexico D.F., CP 06100 
Mexico 
Ph. 650-595-5028 (U.S.) 
Fax 650-595-5407 (U.S.) 
E-mai l: 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. 

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 Ouai./Ouant. Research-National 
Capability. 

Thorne Creative Research 
2900 Purchase St., Ste. 2-1 
Purchase, NY 10577 
Ph. 914-694-3980 
Fax 914-694-3981 
E-mai l: 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. 201-996-01 01 
Fax 201-996-0068 
E-mail : tsmi@carroll.com 
Contact: Joan Treistman 
Experts In Innovation Approaches 
Including ENVISIONTM, Focus Groups. 

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 10965 
Ph. 914-735-7022 
Fax 914-735-7256 
E-mai l: JGAINES246@aol.com 
http://www.view-finders.com 
Contact: Janet Gaines 
Specializing in Advertising, Political, 
Consumer and Business-to-Business 
Research. Complete Project 
Management. 

WB&A, Inc. 
2191 Defense Hwy., Ste. 401 
Crofton, MD 21114 
Ph . 41 0-721-0500 
E-mai l: 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 33-1-39-1 6-69-98 
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 415-434-0475 
E-mail : SYarneii@Yarneii-Research.com 
Contact: Steven M. Yarnell, Ph.D. 
New Product Development & 
Positioning. HW/SW Companies. 
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GEOGRAPHIC CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

Arizona Illinois Missouri Pennsylvania 
Behavior Research Center, Inc. C&R Research Services, Inc. Doane Marketing Research, Inc. Campos Market Research, Inc. 

Doyle Research Associates Market Directions, Inc. Chalfont Healthcare Research, Inc. 

California Irvine Consulting, Inc. Marketeam Associates Data & Management Counsel, Inc. 
Just The Facts, Inc. lnModeration 

Alexander+ Parker Leichliter Assoc. Mktg. Rschlldea Dev. New Jersey Jeff Anderson Consulting, Inc. Marketing Advantage Rsch. Cnslts. Automotive Insight, Inc. Rhode Island Asian Marketing Primary Insights, Inc. Hispanic Research Company I+G Medical Research International Communication Research Strategic Focus, Inc. MCC Qualitative Consulting AutoPacific, Inc. Performance Research 
Erlich Transcultural Consultants Indiana 

Perception Research Services, Inc. 

Hispanic Marketing Research Connections, Inc. Tennessee 
The Farnsworth Group Treistman & Stark Marketing, Inc. Communication Research Directions Data Research 

In Focus Consulting New York Rothenberg Consulting Group 
Kryomura-lshimoto Associates Iowa 

BAIGioballnc. London Research Essman/Research Cornerstone Research & Marketing, Inc. Texas Market Research Associates 
Marketing Matrix, Inc. Decision Drivers Common Knowledge Research Svcs. Kentucky Fader & Associates Meczka Mktg./Rsch./Cnsltg., Inc. 

Linda Fitzpatrick Rsch . Svcs. Corp. Cunningham Research Associates 
Yarnell , Inc. Cultural Insights, Inc. 

Focus Plus, Inc. Decision Analyst, Inc. 

Colorado 
Image Engineering, Inc. 4J's Market Research Services, Inc. First Market Research Corp. (Heiman) 

Horowitz Associates, Inc. 
Cambridge Associates, Ltd. Maryland JRH Marketing Services, Inc. Virginia 

Hammer Marketing Resources Knowledge Systems & Research, Inc. Market Connections, Inc. 
Connecticut Low+ Associates, Inc. Langer Associates, Inc. 

Ergo Research Group, Inc. 
Macro International Market Navigation, Inc. Washington WB&A, Inc. The Mercury Group, Inc. 

Suzanne Higgins Associates Francesca Moscatelli Burr Research/Reinvention 

Massachusetts Jay L. Roth & Associates. Inc. Prevention 
Florida Daniel Associates Paul Schneller - Qualitative Catalyst Research Network 
AnswerSearch, Inc. Dolobowsky Qual. Svcs., Inc. James Spanier Associates Consumer Opinion Services 
Findings International Corporation Rrst Market Research Corp. (Reynolds) Thorne Creative Research Northwest Research Group, Inc. 
Kerr & Downs Research View Finders Market Research 
Schwartz Consulting Partners Michigan Wolf/Aitschui/Callahan, Inc. Wisconsin 
SIL: Worldwide Marketing Services Chamberlain Research Consultants, Inc. Strategy Research Corporation Stellar Strategic Services North Carolina 
Sunbelt Research Associates, Inc. 

D/R/S HealthCare Consultants France Target Market Research Group, Inc. Minnesota 
Cambridge Research, Inc. 

Lewis Consulting Inc. Wilson Qualitative Research Consultants 
Georgia GraffWorks Marketing Research Ohio Creative Focus, Inc. MedProbe™ Inc. Mexico 
Elrick and Lavidge Outsmart Marketing Advanced Insights SuperDatos de Mexico 
Michelson & Associates, Inc. The Research Edge Pat Henry Market Research, Inc. 

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

ADVERTISING WB&A, Inc. ARTS & CULTURE Erlich Transcultural Consultants 

Advanced Insights Wolf/Aitschui/Callahan, Inc. Strategic Focus, Inc. Matrixx Marketing-Research Div. 

Jeff Anderson Consulting, Inc. 
AFRICAN-AMERICAN BIO-TECH C&R Research Services, Inc. ASIAN 

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

Perception Research Services, Inc. 
First Market Research Corp. (Reynolds) Lewis Consulting Inc. Low+ Associates, Inc. BUS.-TO-BUS. Suzanne Higgins Associates Market Directions, Inc. 
Market Connections, Inc. Market Directions, Inc. Access Research , Inc. 
Outsmart Marketing ALCOHOLIC BEV. AUTOMOTIVE 

Asian Marketing 
Jay L. Roth & Associates, Inc. Communication Research 
Rothenberg Consulting Group C&R Research Services, Inc. Automotive Insights/Sports Insight BAIGioballnc. 
Paul Schneller- Qualitative Strategy Research Corporation AutoPacific, Inc. Behavior Research Center, Inc. 
Strategy Research Corporation C&R Research Services, Inc. C&R Research Services, Inc. 
Treistman & Stark Marketing, Inc. 
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Cambridge Associates, Ltd . Langer Associates, Inc. C&R Research Services, Inc. Common Knowledge Rsch. Svcs. 
Cambridge Research, Inc. Lewis Consulting Inc. Cambridge Associates, Ltd. Ergo Research Group, Inc. 
Campos Market Research, Inc. Macro International Cambridge Research, Inc. Hispanic Marketing 
Common Knowledge Rsch . Svcs. Marketeam Associates Common Knowledge Rsch. Svcs. Communication Research 

Consumer Opinion Services Marketing Advantage Rsch. Cnslts. Dolobowsky Qual. Svcs., Inc. Market Connections, Inc. 

Creative Focus, Inc. Jay L. Roth & Associates, Inc. Elrick and Lavidge Market Navigation, Inc. 

Data & Management Counsel, Inc. Schwartz Consulting Partners Fader & Associates Research Connections, Inc. 

Fader & Associates Low+ Associates, Inc. Jay L. Roth & Associates, Inc. 

First Market Research Corp. (Heiman) CORPORATE Marketing Matrix, Inc. Perception Research Services, Inc. 

Linda Fitzpatrick Rsch . Svcs. Corp. SPONSORSHIP Matrixx Marketing-Research Div. Thorne Creative Research 

Pat Henry Market Research, Inc. Performance Research 
MCC Qualitative Consulting HISPANIC Jay L. Roth & Associates, Inc. 

Just The Facts, Inc. WB&A, Inc. Behavior Research Center, Inc. 
Kiyomura-lshimoto Associates CUSTOMER Data & Management Counsel , Inc. 
Knowledge Systems & Research, Inc. SATISFACTION FOOD PRODUCTS/ Erlich Transcultural Consultants 
Langer Associates, Inc. Findings International Corporation 
Market Connections, Inc. BAIGioballnc. NUTRITION Hispanic Marketing 
Market Directions, Inc. Common Knowledge Rsch. Svcs. BAIGioballnc. Communication Research 
MCC Qualitative Consulting Elrick and Lavidge C&R Research Services, Inc. Hispanic Research Company 
The Research Edge Low+ Associates, Inc. Common Knowledge Rsch. Svcs. Francesca Moscatelli 
Jay L. Roth & Associates, Inc. SuperDatos de Mexico Just The Facts, Inc. Strategy Research Corporation 

Paul Schneller- Qualitative Macro International Target Market Research Group, Inc. 

SuperDatos de Mexico DIRECT MARKETING Outsmart Marketing 

Yarnell , Inc. BAIGioballnc. Jay L. Roth & Associates, Inc. HOUSEHOLD 
Perception Research Services, Inc. Rothenberg Consulting Group PRODUCTS/CHORES 

CABLE Paul Schneller - Qualitative 

DISCRETE CHOICE/ Paul Schneller- Qualitative 
C&R Research Services, Inc. 
Horowitz Associates, Inc. CONJOINT FOOTWEAR 

HUMAN RESOURCES Best Practices Research 

CHILDREN 
Yarnell , Inc. ORGANIZATIONAL DEV. 

C&R Research Services, Inc. DISTRIBUTION GENERATION X Primary Insights, Inc. 

Doyle Research Associates Burr Research/Reinvention Primary Insights, Inc. 
IDEA GENERATION Fader & Associates Prevention 

Image Engineering , Inc. HEALTH & BEAUTY Analysis Research Ltd. 

Just The Facts, Inc. PRODUCTS 
BAIGioballnc. 

Macro International EDUCATION C&R Research Services, Inc. 

Market Navigation, Inc. Cambridge Associates, Ltd. Advanced Insights Cambridge Associates, Ltd. 

Matrixx Marketing-Research Div. Just The Facts, Inc. BAIGioballnc. Creative Focus, Inc. 

Outsmart Marketing Marketing Advantage Rsch. Cnslts. Suzanne Higgins Associates Dolobowsky Qual. Svcs., Inc. 

Thorne Creative Research WB&A, Inc. Paul Schneller- Qualitative Doyle Research Associates 
Thorne Creative Research Elrick and Lavidge 

COMMUNICATIONS ETHNOGRAPHIC Just The Facts, Inc. 

RESEARCH HEALTH CARE Matrixx Marketing-Research Div. 
RESEARCH Alexander+ Parker Primary Insights, Inc. 

Access Research, Inc. Alexander+ Parker Jeff Anderson Consulting, Inc. IMAGE STUDIES 
Cambridge Associates, Ltd . Asian Marketing Chalfont Healthcare Research, Inc. 
Creative Focus, Inc. Communication Research Directions Data Research 

Cambridge Associates, Ltd. 

Jay L. Roth & Associates, Inc. Hispanic Marketing 
Dolobowsky Qual. Svces. , Inc. 

Image Engineering, Inc. 

Rothenberg Consulting Group Communication Research Langer Associates, Inc. 
D/R/S HealthCare Consultants Rothenberg Consulting Group 

COMPUTERS/MIS EXECUTIVES Elrick and Lavidge 
Erlich Transcultural Consultants INDUSTRIAL 

C&R Rese:Irch Services, Inc. BAIGioballnc. First Market Research Corp. (Reynolds) 
Cambridge Associates, Ltd. C&R Research Services, Inc. I+G Medical Research International First Market Research Corp. (Heiman) 

Catalyst Research Network Common Knowledge Rsch . Svcs. Irvine Consulting, Inc. 
Market Navigation, Inc. 

Daniel Associates Decision Drivers Knowledge Systems & Research, Inc. 
Fader & Associates Dolobowsky Qual. Svcs., Inc. Low +Associates, Inc. INSURANCE 
First Market Research Corp. (Heiman) Fader & Associates Macro International Burr Research/Reinvention 
Marketing Advantage Rsch. Cnslts. First Market Research Corp. (Heiman) Market Navigation, Inc. Prevention 
James Spanier Associates Kiyomura-lshimoto Associates Matrixx Marketing-Research Div. Erlich Transcultural Consultants 
Yarnell , Inc. Marketing Advantage Rsch. Cnslts. 

MedProbe™ Inc. Low+ Associates, Inc. 
Jay L. Roth & Associates, Inc. 

The Mercury Group, Inc. 
CONSUMERS Rothenberg Consulting Group INTERACTIVE PROD./ 

Paul Schneller- Qualitative The Research Edge 
Behavior Research Center, Inc. Strategy Research Corporation Rothenberg Consulting Group SERVICES/RETAILING 
C&R Research Services, Inc. Strategy Research Corporation Ergo Research Group, Inc. 
Common Knowledge Rsch. Svcs. FINANCIAL SERVICES Widener-Burrows & Associates, Inc. Research Connections, Inc. 
Consumer Opinion Services 
Decision Drivers Jeff Anderson Consulting, Inc. HIGH-TECH INTERNET 
Pat Henry Market Research, Inc. BAIGioballnc. Jeff Anderson Consulting, Inc. 

Burr Research/Reinvention Common Knowledge Rsch. Svcs. 
Just The Facts, Inc. 

Prevention 
Asian Marketing Ergo Research Group, Inc. 

Knowledge Systems & Research, Inc. Communication Research 
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Moderator MarketPlace TM 
Horowitz Associates, Inc. ON-LINE FOCUS PUBLISHING Knowledge Systems & Research, Inc. 
Knowledge Systems & Research, Inc. GROUPS Cambridge Associates, Ltd. Linda Fitzpatrick Rsch. Svcs. Corp. 
Research Connections, Inc. Cornerstone Research & Marketing Horowitz Associates, Inc. 

Catalyst Research Network First Market Research Corp. (Heiman) Market Connections, Inc. 
INTERNET SITE Common Knowledge Rsch. Svcs. Langer Associates, Inc. Marketing Advantage Rsch. Cnslts. 

CONTENT & DESIGN 
Research Connections, Inc. Market Connections, Inc. MCC Qualitative Consulting 
Thorne Creative Research Marketing Advantage Rsch. Cnslts. Jay L. Roth & Associates, Inc. 

Perception Research Services, Inc. 
James Spanier Associates Strategy Research Corporation 

PACKAGED GOODS 
LATIN AMERICA Advanced Insights RETAIL TELECONFERENCING 
Best Practices Research BAIGioballnc. First Market Research Corp. (Reynolds) Cambridge Research, Inc. 
Hispanic Marketing C&R Research Services, Inc. Pat Henry Market Research, Inc. 

Communication Research Doyle Research Associates Knowledge Systems & Research, Inc. TELEPHONE FOCUS Strategy Research Corporation Suzanne Higgins Associates Market Directions, Inc. 
SuperDatos de Mexico Just The Facts, Inc. MCC Qualitative Consulting GROUPS 

Jay L. Roth & Associates, Inc. Rothenberg Consulting Group C&R Research Services, Inc. 
LAW/MOCK JURY Thorne Creative Research Cambridge Associates, Ltd. 

Marketeam Associates SENIORS Doane Marketing Research, Inc. 
PACKAGE DESIGN Fader & Associates Doyle Research Associates 

MEDICAL PROFESSION RESEARCH Suzanne Higgins Associates Lewis Consulting Inc. 
Primary Insights, Inc. Market Navigation, Inc. 

Cambridge Associates, Ltd. Alexander+ Parker MedProbe, Inc. 
Chalfont Healthcare Research, Inc. Image Engineering, Inc. SERVICES D/R/S HealthCare Consultants Perception Research Services, Inc. TOURISM/HOSPITALITY Pat Henry Market Research, Inc. Treistman & Stark Marketing, Inc. The Research Edge 
I+G Medical Research International Rothenberg Consulting Group 

Matrixx Marketing-Research Div. PARENTS SMALL BUSINESS/ Schwartz Consulting Partners 

MedProbe™ Inc. Fader & Associates ENTREPRENEURS 
Paul Schneller- Qualitative TOYS/GAMES 

Linda Fitzpatrick Rsch. Svcs. Corp. 
Fader & Associates 

MODERATOR TRAINING PET PRODUCTS Kiyomura-lshimoto Associates 

Cambridge Research, Inc. Strategy Research Corporation 
Cambridge Associates, Ltd. Common Knowledge Rsch. Svcs. Yarnell , Inc. TRANSPORTATION 
Macro International Doane Marketing Research, Inc. SERVICES 

MULTIMEDIA 
Primary Insights, Inc. SOFT DRINKS, BEER, Low+ Associates, Inc. 

WINE Strategic Focus, Inc. 
Catalyst Research Network PHARMACEUTICALS C&R Research Services, Inc. Marketing Advantage Rsch. Cnslts. BAIGioballnc. Cambridge Associates, Ltd. TRAVEL 

C&R Research Services, Inc. Grieco Research Group, Inc. Cambridge Associates, Ltd. 
NEW PRODUCT DEV. Cambridge Associates, Ltd. Jay L. Roth & Associates, Inc. Rothenberg Consulting Group 
BAIGioballnc. Chalfont Healthcare Research, Inc. Strategy Research Corporation James Spanier Associates 
C&R Research Services, Inc. D/R/S HealthCare Consultants 

Cambridge Associates, Ltd. I+G Medical Research International 
SPORTS UTILITIES 

Daniel Associates Irvine Consulting, Inc. 

Data & Management Counsel , Inc. Lewis Consulting Inc. Automotive Insights/Sports Insight Cambridge Associates, Ltd. 
Macro International Performance Research Knowledge Systems & Research, Inc. 

Dolobowsky Qual. Svcs., Inc. Market Navigation, Inc. 
Doyle Research Associates MCC Qualitative Consulting STRATEGY VIDEO CONFERENCING Elrick and Lavidge MedProbe™ Inc. 
Fader & Associates Paul Schneller- Qualitative DEVELOPMENT Schwartz Consulting Partners 
First Market Research Corp. (Heiman) Paul Schneller- Qualitative 
Just The Facts, Inc. POLITICAUSOCIAL VETERINARY MEDICINE 
Marketeam Associates RESEARCH TEENAGERS Common Knowledge Rsch. Svcs. 
Marketing Advantage Rsch. Cnslts. 
Outsmart Marketing Cambridge Associates, Ltd. C&R Research Services, Inc. Doane Marketing Research, Inc. 

Primary Insights, Inc. Cultural Insights, Inc. Doyle Research Associates 
WEALTHY 

Jay L. Roth & Associates, Inc. Kiyomura-lshimoto Associates Fader & Associates 

Paul Schneller- Qualitative Francesca Moscatelli Matrixx Marketing-Research Div. Strategy Research Corporation 
MCC Qualitative Consulting 

NON-PROFIT POINT-OF-SALE MKTG. Thorne Creative Research YOUTH 
Cultural Insights, Inc. Perception Research Services, Inc. Fader & Associates 

Doyle Research Associates TELECOMMUNICATIONS Macro International 

Strategic Focus, Inc. POSITIONING BAIGioballnc. 

RESEARCH 
Catalyst Research Network 

OBSERVATIONAL Creative Focus, Inc. 
Paul Schneller- Qualitative Daniel Associates 

Alexander+ Parker Elrick and Lavidge 
Doyle Research Associates PUBLIC POLICY RSCH. Ergo Research Group, Inc. 

Cambridge Associates, Ltd. Erlich Transcultural Consultants 
JRH Marketing Services, Inc. First Market Research Corp. (Heiman) 
Kiyomura-lshimoto Associates Hispanic Marketing 

Communication Research 
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This directory was developed by mailing forms to firms we identified as providers of omnibus studies. The studies listed in this directory 
meet the following definition: An omnibus study is one in which the sponsoring research company defines the audience to be surveyed 
and the intervals between studies. Clients participate by submitting proprietary questions. Clients receive results only from their propri­
etary questions and general demographic questions. 
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Action Research 
212 Battery St. 
Burlington, VT 05401 
Ph. 802-862-4370 
Fax 802-862-2349 
E-mail: richardm@actionr.com 
www.actionr.com 
Richard H. McCoy, Director 
Studies: 
Vermon Trends rM 

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

Angus Reid Group, Inc. 
100 S. 5th St. , Ste. 2200 
Minneapolis, MN 55402 
Ph. 612-904-6970 
Fax 612-904-6980 
www.angusreid.com 
Dennis Anspach, Exec. Vice President 
Studies: 
Reid Express 
Canadian National Angus Reid Poll 
World Poll 

Audits & Surveys Worldwide 
The Audits & Surveys Building 
650 Avenue of the Americas 
New York, NY 10011 
Ph. 212-627-9700 or 800-27 4-3577 
Fax 212-627-2034 
E-mail : fwinkel@surveys.com 
www.surveys.com 
Barry M. Feinberg, Ph.D., Sr. Vice President 
Studies: 
lssueTrac /USA 
Tech/Trac 

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 
Studies: 
Business TRACK 
Consumer TRACK 
Hispanic TRACK 
Metro TRACK 
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Beta Research Corp. 
6400 Jericho Tpke. 
Syosset, NY 11791 
Ph. 516-935-3800 
Fax 516-935-4092 
www.nybeta.com 
Manny Mallo, President 
Studies: 
Omni-Health 

Irwin Broh & Associates 
1011 E. Touhy Ave., Ste. 450 
Des Plaines, I L 60018 
Ph . 847-297-7515 
Fax 847-297-7847 
E-mail: dwaitz@irwinbroh.com 
Dave Waitz, Exec. Vice President 
Studies: 
Marcom 

BRUSKIN,&.GOLDRING 
R E E A 

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

R C 

Integrated Survey Information System-ISIS 

H 

OmniTel - Weekly national consumer study. For 
times when you need answers to a few marketing 
questions. It furnishes the same data quality as 
well-run dedicated surveys. 
Integrated Survey Information System-ISIS -
Weekly national consumer study. For custom sur­
veys up to 15 minutes in length. It also furnishes 
the same data quality as well-run dedicated sur­
veys. 
(See advertisement on p. 5) 

Bruzzone Research Co. 
2515 Santa Clara Ave., Ste. 104 
Alameda, CA 94501 
Ph. 510-523-5505 
Fax 51 0-523-5507 
E-mail: pshellen@aol.com 
R. Paul Shellenberg, Dir. of Sales 
Studies: 
Super Bowl Advertising 

California Retail Survey 
5303 Nyoda Way 
Carmichael , CA 95608 
Ph. 916-486-9403 
Fax 916-488-2407 
E-mail : RHPJ47B@prodigy.com 
James Vaughn, President 
Studies: 
California Retail Survey, 1999 Edition 

(~ .... , ....... ,K*l., 
lnU.Iol•-..a•Smla 

CENTRIS5M 

10990 Rochester, #214 
Los Angeles , CA 90024-6280 
Ph. 877-723-6874 (Toll-Free) 
Fax 310-478-4194 
E-mail : CENTRISJK@aol.com 
www.centris .com 
Jerilyn Kessel , Director 
Studies: 
CENTRIS5

M Telephone Omnibus 

CENTRIS5
M is a daily targeted national telephone 

omnibus survey tracking over 60 communica­
tions, entertainment and technology areas in more 
than 1 ,000 random households weekly. 
Customized crosstabs available in seven business 
days or less. Accumulated database of 1 00,000+ 
households available for data extracts, custom 
incidence or analytical reports, or follow-up stud­
ies. 
(See advertisement on p. 65) 

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

The Consumer Research Network, Inc. 
3624 Market St. 
Philadelphia, PA 19104 
Ph . 215-235-2400 or 800-291 -0100 
Fax 215-235-6967 
E-mail : consumernet@compuserve.com 
www.consumerinput.com 
Mona Doyle, President 
Studies: 
Packaging Audit - Food 
Packaging Audit - Beverage 
Packaging Audit - Senior 

Custom Research Inc. 
8401 Golden Valley Rd . 
P.O. Box 27900 
Minneapolis, MN 55427-0900 
Ph. 612-542-0800 
Fax 612-542-0864 
E-mail : custom@customresearch.com 
www.customresearch.com 
Beth Ann Rogers, Account Manager 
Beth Rounds, Internet Research 
Studies: 
Criterion~ Omnibus Concept Testing Systems 
Online/Internet Omnibus 
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It All Connects Here 

Every day CENTRIS 5
M connects with a national 

random sample of households (1 ,000 each week) 

reporting on their PCs, DVDs, CD-ROMs, CDs, 

Internet access, pagers and cell phones, video tapes 

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

Since weve been connecting with households for over 

two years, weve built a database with about 100 pieces 

of behavioral, geographic and demographic data for 

each of those 1 00,000+ households. You can slice and 

dice this CENTRIS sM data any way you want, 

other communication, enter­

tainment and technology areas. 

Using this targeted omnibus ser­

vice you can connect too- for 

as little as $450 per question COMMU KAllOMS, ElmRTAIUIT, AND TRJIIOI.OGT 
RESWOf AND INfOIIAnoN SEJ.VICE 

creating customized reports and 

multi-dimensional insights into 

household connection patterns­

for very little money, very quickly 

and very accurately. 

including geo-demographic 

cross-tabs and delivery within seven business To connect further, contact us: 

days. Plus, you can begin and end your ques- Call Toll-Free: 1.877.723.6874, 
tions any day you want, ask them of anyone you or visit www.centris.com 

want and tabulate the data any way you want. Email:CENTRISJK@aol.com 



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

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

Epic/MRA 
4710 W. Saginaw, #5 
Lansing, Ml 48917 
Ph. 517-886-0860 
Fax 517-886-9176 
E-mail: epicmra@prodigy.net 
Studies: 
Epic/MRA National Omnibus Survey 

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

Gaither International , Inc. 
G.P.O. Box 70211 
San Juan, PR 00936 
Puerto Rico 
Ph. 787-728-5757 
Fax 787-728-5715 
E-mail: gaither@gaitherinternational.com 
David Whitehouse, V.P. of Custom Rsch. 
Studies: 
Purchasing Agent Omnibus 
Representative Adult Omnibus 

Gfk Custom Research Worldwide 
Custom Research Division of the GfK Group 
10 rue Lionel Terray 
Rueil Malmaison 92508 
France 
Ph. 33-1-47-14-45-27 
Fax 33-1-4 7-08-65-67 
E-mail : christinefreeman@gfk.fr 
Christine Freeman, lnt'l. Research Director 
Studies: 
GLOBALBUS 

HealthFocus, Inc. 
P.O. Box 7174 
Des Moines, lA 50309-717 4 
Ph . 515-274-1307 
Fax515-274-3117 
E-mail : infocus@uswest.net 
www.healthfocus.net 
Linda Gilbert, President 
Studies: 
HealthFocus National Study 

I.S.I.S.-Integrated Strategic Information Services 
2160 Ward Way 
Woodside, CA 94062 
Ph. 650-298-8555 
Fax 650-298-9555 
E-mail: isis@isisglobal.com 
Marc Limacher, Managing Director 
Studies: 
World Report 2000 - OECD Countries 
World Report 2000 - Emerging Economies 

ICR 
ICR/International Communications Research 
605 W. State St. 
Media, PA 19063 
Ph. 610-565-9280 
Fax 610-565-2369 
E-mail: icr@mail.icrsurvey.com 
www.icrsurvey.com 
Steven C. McFadden, President 
Studies: 
EXCEL 
Teen EXCEL 
SportsEXCEL 

EXCEL - National telephone omnibus survey of 
1 ,000 consumers conducted twice each week. 
Interviewing through final tabulations in seven 
days. ROD sampling; CATI interviewing; custom 

options; extremely cost effective. 
TeenEXCEL- Monthly national telephone omnibus 
survey of 500 teens aged 12 to 17. 
SportsEXCEL- Monthly telephone omnibus survey 
of sportsters and health/fitness buffs. 
(See advertisement on p. 67) 

IMI International 
40 Eglinton Ave. E., Ste. 701 
Toronto, ON M4P 3A2 
Canada 
Ph. 416-440-0310 ext. 231 
Fax 416-440-1768 
E-mail : dmail@imi-research.com 
Don Mayo, Vice President 
Studies: 
Promo Trak - Canada & U.S. 
Loyalty Trak- Canada & U.S. 

IMR Research 
140 Burlington 
Clarendon Hills, IL 60514 
Ph. 630-654-0147 
Fax 630-654-1 04 7 
George Griffin, President 
Studies: 
Continuing Consumer Survey 
Power Tools/Accessories/Home Improvement 
Survey 
Canadian Continuing Consumer Survey 
Continuing Consumer Automotive Maintenance 
Survey 

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 
Studies: 
Solutions 

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

will give you the answers. 

Mature Marketing and Research provides an in-depth 
understanding of the attitudes and needs of consumers 50-plus. Both 
qualitative and quantitative services. Areas of specialization include: 

financial (banking/invesment), travel and leisure, pharmaceutical, 
automotive, retirement communities and healthcare. 

Mature CALL OR FAX: Dr. teslie_ M. Harris. 
Mana~tn~ Partner 

Jfarketing & Research Phone 617-720-4158 • Fax 617-72~-1254 
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Issues and Answers Network, Inc. 
5151 Bonney Rd. 
Virginia Beach, VA 23462 
Ph. 757-456-1100 or 516-487-8339 
Fax 757-456-0377 
E-mail : info@issans.com 
www.issans.com 
Pamela J. Jenkins 
Studies: 
Fifty Plus Omnibus 
Travel Agent Omnibus 
Issues of America - Newspaper Issues Omnibus 
Energy Trac- Energy/Utility Omnibus 

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

Macro International Inc. 
100 Avenue of the Americas 
New York, NY 10013 
Ph. 888-MACRO-US or 212-941-5555 
Fax 212-941-7031 
E-mail: vicari@macroint.com 
www.macroint.com 
Studies: 
Eastern EurOpinion Omnibus 
Eastern EurOpinion Woman Watch 
Eastern EurOpinion Teen Track 
Eastern EurOpinion Men's Monitor 

Market Analysis Ltd . 
190 Hymettus Street 
116 36 Athens 
Greece 
Ph. 30-1-7564892-3 
Fax 30-1-7019355 
E-mail : markanalysis@matrix.kapatel.gr 
Studies: 
All Adults 
Motorists 
Catering Establishments 
Farmers 

June 1999 www.quirks.com 

"Was I surprised! 
Our research supplier does a lot 

more than just collect data." 

"I see." 

"No ... ICR." 

ALTHOUGH ICR has a reputation for providing quality consumer 
and business-to-business custom data services, we continue to 
surprise our clients with value added services ... 

D EXCEL Omnibus for collecting critical consumer informa­
tion quickly and inexpensively. 

D Multivariate Analytical Support to take you beyond your 
cross-tabs. 

D Customer Satisfaction/Loyalty research and implementa­
tion experience to help you define and impact your business. 

D Full Custom Research for added support to your own staff. 

D Teen EXCEL Omnibus for a cost-effective alternative for 
reaching 12 to 17 year olds. 

D Mail Survey, Product Placement and Intercept Experience 
for when telephone research doesn't fit your needs. 

D Expertise in utilities, religion, healthcare, cable TV, PR, 
financial, lodging, technology, retail and packaged goods. 

D Database Development and Management. 

D International Research to help you reach around the world. 

D RACER5M Web-based system for delivery of information. 

To find out more about what we can do, just call (610) 565-9280 
and see. You may just be surprised! 

ICR 
International Communications Research 

ICR/lntemational Communications Research • An AUS Company 
605 West State Street • Media, PA 19063 • (610) 565-9280 • Fax (610) 565-2369 

E-mail: icr@mail.icrsurvey.com • Internet: http://www.icrsurvey.com 
Chicago (84 7) 330-4465 • New York (718) 548-2683 

Boca Raton (561) 988-9692 • St. Louis (314) 537-7829 
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TELENATION offers a 
complete line of related 
services to meet 
client needs. 

ELE•NATION® 
on Telephone Research 

* 3,000 interviews weekly 

* Fastest available turnaround 

* TELE NATION I 

**overnight. 
Custom Telephone Research 

* Results in 24 hours 

* Flexible and responsive 

* Affordable tracking research 

* Straightforward results 

* Surveys top U.S. Hispanic markets 

* Experienced guidance 

* 1,000 adult Canadians 

* Twice monthly frequency 

Call your Market Facts representative, or 
Tom Mularz at (84 7) 590-7238. 

A s£rvti:e o/ 

Market Facts, Inc. 
3040 W. Salt Creek Ln. 
Arlington Heights, IL 60005 
Ph. 847-590-7000 
Fax 84 7-590-701 0 
www.marketfacts.com 
Tom Payne, President 
Studies: 
TeleNation 
Data Gage 
Mini Screen 
National ShowCase 
TeleNacion 

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

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

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. marketseg ment.com 
Studies: 
1996 Ethnic Market Report 

Market Trends, Inc. 
375 Corporate Dr. S., Ste. 100 
Seattle, WA 98188 
Ph. 206-575-1222 
Fax 206-575-8779 
E-mail : jackie@markettrends.com 
www.markettrends.com 
Jackie Weise, Exec. Vice President 
Studies: 
Opinion Monitor 
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Marketing Resource Group, Inc. 
225 S. Washington Square 
Lansing, Ml 48933 
Ph. 517-372-4400 
Fax 517-372-4045 
E-mail : MRG@voyager.net 
Paul King, Dir. of Survey Rsch. 
Studies: 
MRG Fall Michigan Poll 
MRG Spring Michigan Poll 

MarketResponse International USA, Inc. 
6442 City West Pkwy., #305 
Minneapolis, MN 55344 
Ph . 612-943-2230 
Fax 612-943-2320 
E-mail: decide@marketresponse.com 
www.marketresponse.com 
Studies: 
Telescope- Belgium 
Telescope - Holland 
Health Monitor 

Mature 
1Harketing & Researcb 

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

A low-cost weekly survey of the senior market. 
Telephone or personal interviews are conducted in 
representative markets. Tabulation and summary 
report included in costing. Send for price list. 
Areas of specialization: travel and leisure, health 
care, financial (banking, investment), retirement 
communities, pharmaceutical, automotive, restau­
rants/fast foods. 
(See advertisement on p. 66) 

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 
Studies: 
MDI Hispanic Omnibus 

Medical Data Management, sp.z.o.o. 
Ul. J. Sengera "Cichego" 1 
02-790 Warszawa 
Poland 
Ph. 48-22-645-7733 or 48-22-645-7730 
Fax 48-22-645-7888 
E-mail: MDMZOO_RESEARCH@compuserve.com 
www.medicaldatamangement.com 
Ralph Bruin, lnt'l. Mkt. Rsch. Mgr. 
Studies: 
PROMOtestsM 
OTCbussM 
ANTIBIOtraksM 
ASTH MAtraksM 
ONCtraksM 
Pharmaceutical Industry SurveysM 

June 1999 www.quirks.com 

MP- M.O.R.-PACE ~ I ~ 
1 Survey Research and Marketing Information 

MORPACE International , Inc. 
31700 Middlebelt Rd. , Ste. 200 
Farmington Hills, Ml 48334 
Ph. 248-737-5300 or 800-878-7223 
Fax 248-737-5326 
E-mail: information@morpace.com 
www.morpace.com 
Marie O'Connor, Research Analyst 
Studies: 
Market Opinion Reports 

A national omnibus survey of 1,000 Americans 
conducted semi-annually. Core issues in the health 

care, transportation, automotive and financial ser­
vices industries are tracked over time. Findings are 
reported in Market Opinion Reports, available free 
of charge. Proprietary questions are encouraged 
with pricing available upon request. For more infor­
mation call248-737-5300. 
(See advertisement on p. 69) 
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MRCA Information Services 
20 Summer St. 

NFO Research , Inc. 
2 Pickwick Plaza, Ste. 400 
Greenwich, CT 06830 Stamford, CT 06901 

Ph. 203-324-9600 Ph. 203-629-8888 
Fax 203-348-4087 Fern Schapiro 
Ken Murphy, Sr. Vice President 
Studies: 

Studies: 
Multicard 

Food Consumption & Nutrition 
Mail Received At Home 
Healthcare 
Consumer Product/Service Purchases 

OPINION RESEARCH CORPORATION INTERNATIONAL 

ORC International's weekly CARAVAN® surveys 

are the industry's best and most cost-effective 
omnibus programs. For more than 30 years 
CARAVAN® clients have relied on us to reach the 

general and specialized audiences they need. 

A weekly consumer telephone omnibus survey 
Provides a nationally representative projectable 
sample of 1,000 U.S. adults 
Results are provided in three business days 
An ideal vehicle for: 

Image Measurement 
Advertising Tracking 
Product Awareness 
Public Relations 

CARAVAN® 
Additional CARAVAN services include: TEEN CARAVAN and PRE-TEEN CARAVAN 

For additional information 
contact Judi Lescher at: 

ph: 800-999-0213 

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

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

NIPO, The Market Research Institute 
P.O. Box 247 
Grote Bickersstraat 7 4 
1000 AE Amsterdam 
The Netherlands 
Ph . 31-20-522-54-44 
Fax 31-20-522-53-33 
E-mail: b.huysman@nipo.nl 
www.nipo.nl 
Dr. Thea A. Hess, Managing Director 
Studies: 
Capibus - 2000 Dutch Households 
Consumer Monitor CATI-1 000 Dutch Households 
Business Monitor- 400 Dutch Companies 
NIPO European Omnibus (7 Countries) 
OHPI@Home -10,000 PC Households 

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 : mkobrien@nwrg.com 
www.nwrg.com 
Mary Kaye O'Brien , V.P. Custom Research 
Studies: 
Sound Stats- Puget Sound, WA 

Northwest Research Group, Inc. 
225 N. 9th St. , Ste. 200 
Boise, ID 83702 
Ph. 208-364-0171 
Fax 208-364-0181 
www.nwrg.com 
Studies: 
Boise Omnibus 

CARAVAN'~ 

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

Teen Caravan 
Pre-teen Caravan 

Caravan~ - National telephone omnibus survey of 
1,000 adults conducted weekly, Thursday through 
Sunday. Preliminary results available on Monday. 
Full tabulations delivered on Tuesday. CATI inter­
viewing utilizing state-of-the-art ROD sample. In­
house professional interviewers and data pro­
cessing staff. Low cost. 
Teen Caravan- National telephone omnibus survey 
of 250 teens ages 12-17. 
Pre-teen Caravan - National telephone omnibus 
survey of 250 pre-teens ages 6-11 . 
Please visit our Web site at www.opinionre­
search.com. 
(See advertisement on p. 70) 

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



Quadrant Research Services 
49-51 Falcon St. 
Crows Nest, NSW 2065 
Australia 
Ph. 61-2-9959-4244 
Fax 61-2-9929-7050 
E-mail : quadrant@quadrantresearch.com.au 
www.quadrantresearch.com.au 
Matt Balogh 
Studies: 
Quadrant General Omnibus 

Rockwood Research Corp. 
651 Campus Dr. 
New Brighton, MN 55112 
Ph. 651-631 -1977 
Fax 651-631-8198 
E-mail : sales@rockwoodresearch.com 
www.rockwoodresearch.com 
Bill Kattner, Vice President 
Studies: 
Internet Usage 
Direct Mail Ad Monitoring 
Crop Protection Retailer Satisfaction 
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Roper Starch Worldwide 
205 E. 42nd St. , 17th fl. 
New York, NY 10017 
Ph . 212-599-0700 
Fax 212-867-7008 
E-mail : info@roper.com 
www.roper.com 
Rachel Watstein 
Studies: 
Limobus 
Roper Online Youth Omnibus 

Simmons Market Research 
309 W. 49th St. 
New York, NY 10019 
Ph . 212-373-8900 
Fax 212-373-8918 
E-mail : simmonsres@aol.com 
www.smrb.com 
Studies: 
National Consumer Survey 
The Hispanic Study 
Simmons Teenage Research Study 
Simmons Kids Study 
The Consumer Online Usage Study 
Camp Pro (Study of Computer Professionals) 

Solomon - Wolff Associates 
174 Laurel Hill Rd. 
Mountain Lakes, NJ 07046 
Ph. 973-263-1409 
Fax 973-263-8490 
E-mail: sjwolff7@aol.com 
www.consumerviews.com 
Studies: 
Telecom 2001 - Dec. 1998 
Telecom 2001 - Dec. 1999 

Southeastern Institute of Research (SIR) 
2325 W. Broad St. 
Richmond , VA 23220 
Ph. 800-807-8981 
Fax 800-715-364 7 
E-mail : SIR@SIRresearch.com 
www.SI Rresearch.com 
G. William Greer, Dir. Client Services 
Studies: 
Baltimore Insight 
Washington Insight 
Richmond Insight 
Hampton/Norfolk/Virginia Beach Insight 
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Strategic Marketing Services 
A Div. of Pan Atlantic Consultants, Inc. 
5 Milk St. 
Portland, ME 04101 
Ph. 207-774-6738 
Fax 207-772-4842 
E-mail : pmurphy@maine.rr.com 
Patrick 0. Murphy, President 
Studies: 
The SMS Maine Omnibus Poll™ 
SMS New England Poll™ 
SMS Consumer Goods Omnibus Poll™ 

Strategy Research Corporation 
100 N.W. 37th Ave., 3rd fl. 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-643-5584 
E-mail: dgonderil@marketfacts.com 
www.strategyresearch.com 
Deborah Gonderil · 
Studies: 
SRC Hispanic Omnibus TeleNacion 

Talmey-Drake Research & Strategy, Inc. 
100 Arapahoe, Ste. 1 
Boulder, CO 80302 
Ph. 303-443-5300 
Fax 303-44 7-9386 
Paul Talmey, President 
Studies: 

TARP 
1300 Wilson Blvd ., Ste. 950 
Arlington, VA 22209 
Ph. 703-524-1456 
Fax 703-524-6374 
E-mail : jgoodman@tarp.com 
www.tarp.com 
Studies: 
Business-to-Business Service Standards/Norms 
Consumer Acceptance of IVR & Internet Svce. 
Best Process in Service Call Centers 
Norms of Service in Consumer Electronics 

Taylor Nelson Sofres lntersearch 
410 Horsham Rd. 
Horsham, PA 19044-0189 
Ph. 215-442-9000 
Fax 215-675-9040 
E-mail : express@intersearch.tnsofres.com 
www.intersearch.tnsofres.com 
Brenda Edwards, Express Omnibus (800-EXP­
POLL) 
Daniel Bloom, Hispanic Express (215-442-9601) 
Studies: 
EXPRESS 
Hispanic EXPRESS 

Reporting : Two standard banners del ivered 
Monday 3:00 p.m. via fax - guaranteed or your 
money back. Custom banners and data files avail­
able. Contact 1-800-EXP-POLL. 
(See advertisement on p. 71) 

Teenage Research Unlimited 
707 Skokie Blvd ., Ste. 450 
Northbrook, IL 60062 
Ph . 847-564-3440 
Fax 847-564-0834 
E-mail : info@teenresearch.com 
www.teenresearch .com 
Michael Wood 
Studies: 
Teenage Marketing & Lifestyle Study 

Thompson Lightstone & Company 
350 Bloor St. E .. Ste. 600 
Toronto, ON M4W 1 H4 
Canada 
Ph. 416-922-1140 
Fax 416-922-8014 
E-mail : info@omnitel.org 
www.omnitel.org 
Trina Mitchell , Manager, Omnitel 
Studies: 
OMNITEL 

The Wagner Group, Inc. 
254 W. 31st St. 

Colorado Omnipoll EXPRESS. We're the fast track to consumers . New York, NY 10001 
Weekly CAT I survey of 1 ,000 adults ages 1 +. Ph . 212-695-0066 
Closing for questions: Wednesday 12:00 noon Fax 212-564-1264 
(Eastern Time). Data Collection : Wednesday p.m. E-mail : wagnergrp@aol.com 
-Sunday p.m. Jeffrey Wagner, President ______________________________ ._ ____________________________ ~ Swdres: 

Ill a. 
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OBJECTIVE: 
Every single day, between five and 15 times a day, we 
need sample right away ... 

SSI SOLUTION: 
Fred Bierman (Executive Vice President at SurveyUSA'" in Verona, 

ew Jersey)- " .. . and SSI is very simply the only sample provider 
that can do it for us. It's hard to imagine a more demanding SSI 
client than SmveyUSA'". As parent company to Bullet• Poll®, 
Flash• Poll'", Overnight Research®, and Voter Roll•Call® Exit Polling, 

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

immediate reaction in their communities 
whenever a controver ial news story breaks. 

"That's why we buy multiple millions of 
numbers from SI every year. urveyUSA"' 
has built its entire business on giving 'need­
it-now' clients immediate turnaround and S I 
comes through for us every time. 

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

thank SSI- because it all starts with the sample." 

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

_...- Survey 
• ~ Sampling, 
~ Inc.® 

P artners with survey 
researchers since 1977 

College Scan 

WestGroup Research 
2720 E. Thomas, Bldg. A 
Phoenix, AZ 85016 
Ph . 623-707-0050 or 800-999-1200 
Fax 623-707-0055 
E-mail : askarizona@westgroupresearch.com 
www.westgroupresearch .com 
Ted Apostol , President 
Studies: 
WestTrack 
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Advertising 
Advertising Research Corp. 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
Bruzzone Research Co. 
CF Group Inc. 
Epic/MRA 
Gfk Custom Research Worldwide 
IMIInternational 
Leemis Marketing 
Macro International Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Southeastern Institute of Research (SIR) 
Strategy Research Corporation 

African-Americans 
IMIInternational 
Market Segment Research 
Marketing Resource Group, Inc. 

Agricultural 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
CF Group Inc. 
Market Analysis Ltd. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Rockwood Research Corp. 

Airlines 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Epic/MRA 
Gfk Custom Research Worldwide 
I.S.I.S.-Integrated Strategic Information Services 
IMIInternational 
Issues and Answers Network, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Appliances 
Gfk Custom Research Worldwide 
Opinion Research Corporation International 
Strategy Research Corporation 

Asian-Americans 
Market Segment Research 

Automotive 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
CF Group Inc. 
Epic/MRA 
Gfk Custom Research Worldwide 
Macro International Inc. 
Market Analysis Ltd . 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
MORPACE International, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
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Simmons Market Research 
Taylor Nelson Sofres lntersearch 

Business-To-Business 
Behavior Research Center 
CF Group Inc. 
I.S.I.S. -Integrated Strategic Information Services 
IMIInternational 
Macro International Inc. 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Solomon - Wolff Associates 
TARP 

Cable 
Angus Reid Group, Inc. 
CENTRIS 
Epic/MRA 
ICR/International Communications Research 
Marketing Resource Group, Inc. 
Opinion Research Corporation International 
Simmons Market Research 
Taylor Nelson Sofres lntersearch 

Carpeting 
Angus Reid Group, Inc. 
Bruskin/Goldring Research 
NIPO, The Market Research Institute 

Chemical Industry 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 

Children 
Angus Reid Group, Inc. 
Bruskin/Goldring Research 
CF Group Inc. 
Environmental Research Associates 
Epic/MRA 
Gfk Custom Research Worldwide 
IMIInternational 
Macro International Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Roper Starch Worldwide 
Simmons Market Research 

College Students 
Epic/MRA 
IMIInternational 
Macro International Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
The Wagner Group, Inc. 

Computers 
Angus Reid Group, Inc. 
CENTRIS 
Epic/MRA 
Gfk Custom Research Worldwide 
I.S.I.S.-Integrated Strategic Information Services 
ICR/International Communications Research 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Simmons Market Research 
Taylor Nelson Sofres lntersearctl 

Consumer -Canada 
Angus Reid Group, Inc. 
CF Group Inc. 
Forum Canada Research, Inc. 
IMIInternational 
IMR Research 
Market Facts of Canada 
Roper Starch Worldwide 
Thompson Lightstone & Company 

Consumer-Europe 
Angus Reid Group, Inc. 
CF Group Inc. 
Gfk Custom Research Worldwide 
I.S.I.S.-Integrated Strategic Information Services 
Macro International Inc. 
MarketResponse International USA, Inc. 
Medical Data Management, sp.z.o.o. 
NIPO, The Market Research Institute 
Roper Starch Worldwide 
Taylor Nelson Sofres lntemardl 

Consumer-Local 
Action Research (VT) 
Behavior Research Center (AZ) 
CF Group Inc. (ON) 
Epic/MRA (MI) 
Gfk Custom Research Worldwide 
IMI International 
Issues and Answers Network, loc. (VT) 
Market Analysis Ltd. (Greece) 
Market Trends, Inc. (WA) 
Marketing Resource Group, Inc. (MI) 
Mature Marketing and Renard! (MA) 
NIPO, The Market Rsch. lnstitute (The Netherlands) 
Northwest Research Group, Inc. (WA) 
Northwest Research Group, Inc. (10) 
Roper Starch Worldwide (NY) 
Southeastern Institute of Rsch. (SIR) (DC, MD, VA) 
Strategic Marketing Services (Mf) 
Strategy Research Corporation (FL) 
Talmey-Drake Research & Strategy, Inc. (CO) 
WestGroup Research (AZ) 

Consumer-U.S. 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Irwin Broh & Associates 
Bruskin/Goldring Researc" 
CENTRIS 
CF Group Inc. 
The Consumer Research Nrtwork, Inc. 
Custom Research Inc. 
Dittman Research Corp. of Alaska 
Epic/MRA 
HealthFocus, Inc. 
ICR/International CommuRicltltns Research 
IMIInternational 
IMR Research 
Interviewing Service of America, Inc. 
Issues and Answers Network, Inc. 
Mature Marketing and fteseardl 
MACA Information Services 
NFO Research, Inc. 
Opinion Research CorrttratiH tnternational 
Roper Starch Worldwide 
Simmons Market Research 
Solomon - Wolff Associates 
Taylor Nelson Sofres lnterseanh 
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Couponing 
IMI International 
Leemis Marketing 

Dental 
Gfk Custom Research Worldwide 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 

Direct Mail 
1M I International 
Market Facts of Canada 
Marketing Resource Group, Inc. 
MRCA Information Services 
Simmons Market Research 

Entertainment 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
CENTRIS 
Epic/MRA 
Gfk Custom Research Worldwide 
I.S.I.S. -Integrated Strategic Information Services 
ICR/International Communications Research 
1M I International 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Simmons Market Research 
Southeastern Institute of Research (SIR) 
Taylor Nelson Sofres lntersearch 

Environmental 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
The Consumer Research Network, Inc. 
Environmental Research Associates 
Epic/MRA 
Gfk Custom Research Worldwide 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Northwest Research Group, Inc. (WA) 
Northwest Research Group, Inc. (I D) 
Opinion Research Corporation International 
Roper Starch Worldwide 

Executives 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 

Eyecare/Eyewear 
Angus Reid Group, Inc. 
Gfk Custom Research Worldwide 
Market Trends, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Financial Services 
Angus Reid Group, Inc. 
Bruskin/Goldring Research 
CF Group Inc. 
Gfk Custom Research Worldwide 
1M I International 
Macro International Inc. 
Market Facts of Canada 
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Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
MORPACE International, Inc. 
NIPO, The Market Research Institute 
Northwest Research Group, Inc. (WA) 
Northwest Research Group, Inc. (I D) 
Opinion Research Corporation International 
Quadrant Research Services 
Simmons Market Research 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 
WestGroup Research 

Food/Beverage 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
CF Group Inc. 
The Consumer Research Network, Inc. 
Custom Research Inc. 
Gfk Custom Research Worldwide 
HealthFocus, Inc. 
IMI International 
Leemis Marketing 
Macro International Inc. 
Market Analysis Ltd. 
Market Facts of Canada 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MRCA Information Services 
NIPO, The Market Research Institute 
Northwest Research Group, Inc. (WA) 
Northwest Research Group, Inc. (I D) 
Opinion Research Corporation International 
Quadrant Research Services 
Simmons Market Research 
Strategy Research Corporation 

Gaming 
Angus Reid Group, Inc. 
CENTRIS 
Epic/MRA 
IMIInternational 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Southeastern Institute of Research (SIR) 
WestGroup Research 

Health Care/Medical 
Advertising Research Corp. 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Beta Research Corp. 
Irwin Broh & Associates 
CF Group Inc. 
Epic/MRA 
Gfk Custom Research Worldwide 
Issues and Answers Network, Inc. 
Leemis Marketing 
Macro International Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MarketResponse International USA, Inc. 
Mature Marketing and Research 
Medical Data Management, sp.z.o.o. 
MORPACE International, Inc. 
MRCA Information Services 
NIPO, The Market Research Institute 
Northwest Research Group, Inc. (WA) 

Northwest Research Group, Inc. (I D) 
Opinion Research Corporation International 
Quadrant Research Services 
Roper Starch Worldwide 
Southeastern Institute of Research (SIR) 
Strategic Marketing Services 
Taylor Nelson Sofres lntersearch 
WestGroup Research 

Hispanic 
Behavior Research Center 
IMIInternational 
Market Facts, Inc. 
Market Segment Research 
Marketing Resource Group, Inc. 
MDI Interviewing Services, Inc. 
Simmons Market Research 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Insurance 
Angus Reid Group, Inc. 
Bruskin/Goldring Research 
CF Group Inc. 
Gfk Custom Research Worldwide 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Quadrant Research Services 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

International 
Angus Reid Group, Inc. 
CF Group Inc. 
Gfk Custom Research Worldwide 
I.S.I.S. -Integrated Strategic Information Services 
Macro International Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Roper Starch Worldwide 
Taylor Nelson Sofres lntersearch 

Internet/On-line Users 
CENTRIS 
Custom Research Inc. 
Gfk Custom Research Worldwide 
1M I International 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
Rockwood Research Corp. 
Roper Starch Worldwide 
Simmons Market Research 
Solomon - Wolff Associates 
TARP 
Taylor Nelson Sofres lntersearch 

Latin America 
Angus Reid Group, Inc. 
Taylor Nelson Sofres lntersearch 

Lodging Industry 
Angus Reid Group, Inc. 
Bruskin/Goldring Research 
CF Group Inc. 
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Epic/MRA 
IMIInternational 
Issues and Answers Network, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
Op inion Research Corporation International 

Media 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
CENTRIS 
CF Group Inc. 
Gfk Custom Research Worldwide 
Macro International Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Quadrant Research Services 
Simmons Market Research 
Strategic Marketing Services 
Taylor Nelson Sofres lntersearch 

Mothers 
Angus Reid Group, Inc. 
Bruskin/Goldring Research 
CF Group Inc. 
Epic/MRA 
Gfk Custom Research Worldwide 
1M I International 
Macro International Inc. 
Market Facts of Canada 
NIPO, The Market Research Institute 
Op inion Research Corporation International 

Office Products 
CF Group Inc. 
Gfk Custom Research Worldwide 
NIPO, The Market Research Institute 
Simmons Market Research 

Pet Foods 
CF Group Inc. 
Gfk Custom Research Worldwide 
1M I International 
Leemis Marketing 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Pharmaceutical 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
CF Group Inc. 
Issues and Answers Network, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
Medical Data Management, sp.z.o.o. 
MRCA Information Services 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Quadrant Research Services 
Roper Starch Worldwide 
Simmons Market Research 
Taylor Nelson Sofres lntersearch 

Political Affairs 
Angus Reid Group, Inc. 
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Audits & Surveys Worldwide 
Epic/MRA 
ICR/International Communications Research 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Strategic Marketing Services 
Taylor Nelson Sofres lntersearch 

Promotions 
CF Group Inc. 
IMIInternational 
Leemis Marketing 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 

Public Policy Issues 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Epic/MRA 
Issues and Answers Network, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Northwest Research Group, Inc. (WA) 
Northwest Research Group, Inc. (I D) 
Strategic Marketing Services 
Taylor Nelson Sofres lntersearch 

Restaurants/Fast Food 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Gfk Custom Research Worldwide 
1M I International 
Leemis Marketing 
Macro International Inc. 
Market Analysis Ltd. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
MRCA Information Services 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Simmons Market Research 
Strategy Research Corporation 

Retail 
Bruskin/Goldring Research 
California Retail Survey 
CF Group Inc. 
Custom Research Inc. 
IMI International 
Leemis Marketing 
Macro International Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MRCA Information Services 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Quadrant Research Services 
Roper Starch Worldwide 
Simmons Market Research 
Southeastern Institute of Research (SIR) 
Strategic Marketing Services 
WestGroup Research 

Seniors/Mature/Elder! y 
CF Group Inc. 
The Consumer Research Network, Inc. 

Gfk Custom Research Worldwide 
IMI International 
Issues and Answers Network, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
Opinion Research Corporation International 

Shopping Malls 
Gfk Custom Research Worldwide 
IMI International 
Market Facts of Canada 
NIPO, The Market Research Institute 

Small/Home Business 
Gfk Custom Research Worldwide 
NIPO, The Market Research Institute 
Roper Starch Worldwide 

Sports 
Irwin Broh & Associates 
Bruskin/Goldring Research 
Bruzzone Research Co. 
Gfk Custom Research Worldwide 
ICR/International Communications Research 
IMIInternational 
Market Facts of Canada 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Simmons Market Research 
Taylor Nelson Sofres lntersearch 

Technology 
Audits & Surveys Worldwide 
CENTRIS 
Gfk Custom Research Worldwide 
I.S.I.S.-Integrated Strategic Information Services 
1M I International 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Roper Starch Worldwide 
Simmons Market Research 
Solomon - Wolff Associates 
Taylor Nelson Sofres lntersearch 

Teens 
Bruskin/Goldring Research 
Gfk Custom Research Worldwide 
ICR/International Communications Research 
IMI International 
Macro International Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Roper Starch Worldwide 
Simmons Market Research 
Teenage Research Unlimited 
Thompson Lightstone & Company 

Telecommunications 
Advertising Research Corp. 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
CENTRIS 
Epic/MRA 
Gfk Custom Research Worldwide 
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I.S.I.S.-Integrated Strategic Information Services 
IMIInternational 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Quadrant Research Services 
Solomon - Wolff Associates 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Textiles 
Bruskin/Goldring Research 
CF Group Inc. 
Gfk Custom Research Worldwide 
NIPO, The Market Research Institute 

Transportation 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Gfk Custom Research Worldwide 
I.S.I.S.-Integrated Strategic Information Services 
Issues and Answers Network, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MORPACE International, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Roper Starch Worldwide 
Taylor Nelson Sofres lntersearch 
WestGroup Research 

Travel/Tourism 
Angus Reid Group, Inc. 
Audits & Surveys Worldwide 
Bruskin/Goldring Research 
CF Group Inc. 
Epic/MRA 
Gfk Custom Research Worldwide 
IMI International 
Issues and Answers Network, Inc. 
Market Trends, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
Quadrant Research Services 
Simmons Market Research 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Trucking 
I.S.I.S.-Integrated Strategic Information Services 
Marketing Resource Group, Inc. 

Utilities/Energy 
Angus Reid Group, Inc. 
CF Group Inc. 
Epic/MRA 
Issues and Answers Network, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Quadrant Research Services 

Roper Starch Worldwide 
Taylor Nelson Sofres lntersearch 
WestGroup Research 

Videos 
CENTRIS 
Gfk Custom Research Worldwide 
NIPO, The Market Research Institute 
Opinion Research Corporation International 
Simmons Market Research 

,.hB could be 
a besi; seller. 
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ree. 
You can't buy the Cons.~mer Information Catalog anywhere. But you can send for it, free! 
It's your guide to more than 200 free or low-cost government publications about getting 
federal benefits, fmding jobs, staying healthy, buying a home, educating your children, 
saving and investing, and more. 

Send today for your latest free Consumer Information Catalog. 
The Catalog is free. The information is priceless. Send your name and address to: 

Consumer Information Center, Dept. BESY, Pueblo, Colorado 81009 
A public service of this publication and the Consumer Information Center of the U.S. General Services Administration 
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Names of Note 
continued from p. 8 

Jennifer Suiter and Tonia Davis as 
u ability specialist. At the firm's 
Council, Idaho, office, Diane Coon 
has been promoted to data collection 
supervisor. 

Liz Dunn has joined Brintnall & 
Nicolini , a Philadelphia health care 
consulting and research firm, a 
senior research associate. 

Murray Simon, formerly of DRS 
HealthCare Consultants , has joined 
the Qualitative Institute of Strategic 
Marketing Corp. , Bala Cynwyd, Pa., 

Coming in 
July 

Internet/ On-line 
Research Issue 

Please add the following firms to the 1999 
Directory of Telephone Interviewing Facilities: 

San Francisco Research Service, LLC 
717 Market St., #603 
San Francisco, CA 94103 
Ph. 415-896-2378 
Fax 415-896-2379 
E-mail : sffield@slip.net 
Kevin O'Donnell 
50-50-50-15 

Critical Insights, Inc. 
59 Middle St. 
Portland , OR 04101 
Ph. 207-772-4011 
Fax 207-772-7027 
E-mail: mef@criticalinsights.com 
Mary Ellen Fitzgerald , President 
20-20-20-20 
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as senior consultant. 

R. Casey Goodman and Andrew 
Heller have joined the taff of Atlanta­
based Polaris Marketing Research as 
project manager. Karl Buchholz and 
Stacy Woods have been named assis­
tant project manager. 

Joseph Durrett, former vice pre -
ident and CEO of Broderbund 
Software, as been named chairman, 
president and CEO of Information 
Resources, Inc., Chicago. In addi­
tion, Tim Ruppert has joined the 
firm as executive vice president and 
general manager of its 
Cincinnati/Minneapolis area. 

Nicholas Holt has joined Response 
Analysis, Princeton, N.J., a vice 
president and director of the social 
and policy research group. In addi­
tion, Lila Goldstein has joined the 
firm 's telecommunications and infor­
mation technologies group as senior 
vice president and group head. In 
separate news, Response Analysis 
President James Fouss was selected 

Pacific Market Research 
15 South Grady Way, Ste. 620 
Renton, WA 98055 
Ph . 425-271-2300 
Fax 425-271-2400 
E-mail : mrosenkranz@pacificmarketresearch.com 
Mark Rosenkranz, Managing Director 
58-58-58-58 

IPSOS-ASI Market Research , Inc. 
11830 Fishing Point Dr. , Ste. 215 
Newport News, VA 23606 
Ph . 757-873-6100 
Fax 757-873-6102 
E-mail: jkarson@ipsos-asi.com 
www. i psos-asi. com 
146-146-146-146 

IPSOS-ASI Market Research , Inc. 
2551 Eltham Ave ., Ste. K 
Norfolk, VA 23551 
Ph . 757-858-6300 
E-mail : jkarson@ipsos-asi.com 
www.ipsos-asi.com 
125-125-125-1 00 

as the 1998-99 Sigma Chi 
Foundation/William P. Huffman 
Scholar-in-Res idence at Miami 
University in Oxford, Ohio. 

Garry Hayles has been promoted 
to vice president/controller at The 
Eagle Group , Atlanta. 

CLT Research A ssociates, New 
York, has named the following new 
staff members: David Braverman 
as senior vice president; Jan Bell 
as vice president; Nancy 
Greenwald as senior project direc­
tor; Christina Hildebrand as pro­
ject director; Carolyn Broullon as 
field director. 

Merle Sandler ha s joined 
Pathfinder Research Group , Acton , 
Mass., a project director. The firm 
has also named Lee Shrier junior 
project director. 

Creative Research Services, Inc., 
Atlanta, has named Mark Oatman 
senior vice president and Dorothea 
Briggman project director. 

Market Analysis Ltd . 
190 Hymettus St. 
116 36 Athens 
Greece 
Ph. 30-1 -75-64-688 
Fax 30-1-70-19-355 
E-mail : markanalysis@matrix. kapatel .g r 
Anthony May, CEO 
30-20-20-0 

Please note the corrections to the following list­
ings from the 1999 Directory of Telephone 
Interviewing Facilities: 

In the listing for Horizon Research Services , 
Columbia , Mo., the contact name should be 
Holly Wygant , Client Relations and Sales 
Manager. 

In the listing for MV2 Conseil , Paris, France , the 
contact name should be Frederic Penders , 
Director of International Research . 

In the listing for MR&S Market Research & 
Services, Frankfurt, Germany, the code line for 
the firm 's interviewing stations should read 20-
20-0-0. 
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MARKETING CONSULTANT 
Marketing Consultant, full -time, 8:00a.m. to 4:30p.m., $99,900.00/yr. Job 
duties: The incumbent is responsible fo r sophisticated market data review 
and analysis and works closely with our Research and Development pro­
gram teams to develop global marketing strategies for pharmaceutical 
products; drives new product planning strategy and implementation in the 
area of obesity and diabetes compl ications; leads and/or supports sever­
al business development initiatives in the area of diabetes complications; 
works closely with the relevant Research and Development program 
teams; engages in strategic and financial analysis. The scope of the poten­
tial initiatives is very broad : worldwide (all elements of value chain includ­
ing medical or sales/marketing) , numerous technologies (e.g. biotech­
nology or alternative delivery systems) . Carries out strategic and economic 
assessments of partnership and joint venture opportunities in the Pacific 
Rim with special emphasis on Ch ina. Provides commercial direction to rel­
evant program teams. Job requirements: M.B.A. and 2 years of experience 
in the job offered or 2 years of experience in Market and Financial Analysis. 
Prior experience must have included joint venture partnership evaluation 
in an international setting. Fluency in Chinese is required . Submit resume 
and Social Security number to : Indiana Department of Workforce 
Development, Attn: Gene Replogle, 10 N. Senate Ave ., Indianapolis, IN , 
46204-2277. Job I. D. #8045579. Must be currently authorized to be per­
manently employed in the U.S. 

Conducting a Survey? 
We can process your data 

and create a report of results! 
Grobo Data Services 

864 232-1146 
www. G robo-Data-Services .com 

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 

THE 
OUEOTION 
01-10 P, inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 92667 
(714) 974-8020 
FAX: (714) 974-6968 

~-----------------, 
1 Meet Survey Pro· s 
: lntelliCruncher'· 
I Survey Pro TM is optimized for crunching 
1 verbatims, rearranging scale structures, and 
1 serious slicing and dicing of respondent 

segments. As an added bonus, you get a great 
I form designer, flexible data collection, and free tech support! 
I Call (800) 237-4565 or visit www.apian.com. 

I A · £ I plan 01 tware Practical tool for modem management 469 
L-----------------~ 

Process your own market 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 

16 Industrial Blvd., Ph : 610-647-785 
Ste. 102 Fax: 610-647-8771 
Paol i PA 19301 

Headquarters: Evan Tweed, Quirk's Marketing Research Review, 8030 Cedar Avenue South, Suite 

229 , Minneapolis , MN 5 5425. Phone 612-854-5101. Fax 612-854-8191. E-Mail: 

evanqmrr@ 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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ACNielsen Burke Institute . .Inside Back Cover 

Ph. 800-543-8635 • Fax 606-655-6064 

Affordable Samples, Inc ................. 50 

Ph. 800-784-8016 • Fax 203-637-8569 

Jeanne Anderson Research ............. 40 

Ph. 212-243-4252 • Fax 212-647-8252 

Caryn Balaban Research ................ 40 

Ph. 602-788-6806 • Fax 602-765-1873 

Bruskin/Goldring ....................... 5 

Ph. 732-572-7300 • Fax 732-572-9449 

Burke, Inc. . .......................... 23 

Ph. 513-576-5700 • Fax 513-576-5777 

Burke Training & Development ........... 55 

Ph. 513-576-5700 • Fax 513-576-5777 

C&R Research Services, Inc. . ............ 3 
Ph. 312-828-9200 • Fax 312-527-3113 

CENTRIS ............................. 65 

Ph. 212-529-1010 • Fax 212-529-3250 

Chesapeake Surveys ................... 26 

Ph. 410-356-3566 • Fax 410-581-6700 

Clearwater Research, Inc ................. 8 

Ph. 208-376-3376 • Fax 208-376-2008 

Consumer Opinion Services, Inc .......... 38 

Ph. 206-241-6050 • Fax 206-241-5213 

Consumer Research Ascts./Superooins .... 41 

Ph. 800-800-5055 • Fax 415-392-7141 

Decision Analysts, Inc. . ................ 15 
Ph. 817-640-6166 • Fax 817-640-6567 

Directions In Research ................. 36 

Ph. 800-676-5883 • Fax 619-299-5888 

Discovery Research Group .............. 34 

Ph. 714-261-8353 • Fax 714-852-0110 

Elliott Benson ......................... 51 
Ph. 916-325-1670 • Fax 916-498-0394 

Erlich Transcultural Consultants .......... 11 

Ph. 818-226-1333 • Fax 818-226-1338 
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rs 
Fieldwork, Inc ........... .Inside Front Cover 

Ph. 773-282-2911 • Fax 773-282-8971 

First Market Research Corp .............. 46 

Ph. 800-347-7811 • Fax 617-267-9080 

Focus Groups Of Cleveland Survey Ctr. . ... 49 

Ph. 800-950-9010 • Fax 216-901-8085 

Focus Suites .......................... 52 

Ph. 61 0-667-111 0 • Fax 61 0-667-4858 

FocusVision Network, Inc ................. 7 

Ph. 203-961-1715 • Fax 203-961-0193 

GroupNet ............................ 39 

Ph. 800-288-8226 • Fax 561-882-0162 

Hagler Bailly Consulting ................ 49 

Ph. 608-232-2800 • Fax 608-232-2858 

Pat Henry Market Research ............. 42 

Ph. 216-621-3831 • Fax 216-621-8455 

Hispanic & Asian Marketing Comm ........ 27 

Ph. 650-595-5028 • Fax 650-595-5407 

1/H/R Research Group .............. . ... 28 

Ph. 702-734-0757 • Fax 702-734-6319 

ICR Research Group ................... 67 

Ph. 610-565-9280 • Fax 610-565-2369 

JRA, Marketing Research ............... 33 

Ph. 215-822-6220 • Fax 215-822-2238 

Kalorama Information .................. 12 

Ph. 800-298-5699 • Fax 212-807-2676 

Maritz Marketing Research .............. 13 

Ph . 314-827-1610 • Fax 314-827-8605 

Market Facts, Inc. . .................... 68 

Ph. 847-590-7000 • Fax 847-590-7010 

Mature Marketing & Research .......... . 66 

Ph. 617-720-4158 • Fax 617-723-1254 

Mercator Corporation .................. 32 

Ph . 978-463-4093 • Fax 978-463-9375 

MORPACE International, Inc. . ........... 69 

Ph. 248-737-5300 • Fax 248-737-5326 

NameQuest, Inc. . ..................... 43 

Ph . 602-488-9660 • Fax 602-530-2289 

NCS, Inc .......... . ................... 47 

Ph. 800-447-3269 • Fax 612-830-7651 

Opinion Access Corp. . ................. 25 

Ph . 718-729-2622 • Fax 718-729-2444 

Opinion Research Corporation ........... 70 

Ph. 908-281-5100 • Fax 908-281-5103 

Opinion Search, Inc ............. Back Cover 

Ph. 800-363-4229 • Fax 613-230-3793 

PhoneSolutions, LLC. . ................. 48 

Ph. 520-296-1015 • Fax 520-296-3393 

Pine Company ........................ 45 

Ph. 800-969-7463 • Fax 310-815-5799 

Polk Research Sampling ................. 9 

Ph. 800-635-5522 • Fax 303-298-5489 

Precision Research, Inc ................. 44 

Ph. 847-390-8666 • Fax 847-390-8885 

Quality Controlled Services ....... . ..... 21 

Ph. 800-325-3338 • Fax 314-827-3373 

Sawtooth Software, Inc. . ............... 36 

Ph. 360-681-2300 • Fax 360-681-2400 

Schlesinger Ascts ...................... 37 

Ph. 732-906-1122 • Fax 732-906-8792 

Scientific Telephone Samples ........... 53 

Ph . 800-944-4787 • Fax 714-241-7910 

Sorensen Associates ................... 31 

Ph . 800-542-4321 • Fax 503-666-5113 

Star Data Systems, Inc .................. 51 

Ph. 561-842-4000 • Fax 561-842-7280 

Survey Sampling ................ 32, 43, 72 

Ph . 203-255-4200 • Fax 203-254-0372 

Taylor Nelson Sofres lntersearch ...... 22, 71 

Ph. 215-442-9000 • Fax 215-675-6795 
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Letters 
continued from p. 82 

unsuspecting customer. Whatever a program is called, 
therefore, such intentions may place it on the ethical dark 
side of our industry standards. This is what raised the red 
flag for us. Our apologies to Rich if his intentions were 
pure, but the road to research hell may be paved by 
those who do not see or fail to make such distinctions! 

We think his suggestions blur the distinctions between 
legitimate survey practices and outright marketing to a 
point that could further increase public cynicism and 
endanger the effectiveness of marketing research survey 
techniques. 

Alvah S. White 
President , Deci ion Diagnostics , Inc. 

Rich Hebert responds: 

Evanston, Ill. 

William D. Sartain 
Principal, Focused Solutions 

Salt Lake City, Utah 

In my recent article I stressed the importance of qual­
ity customer interactions. Whether an organization is 
conducting a survey or placing a sales call, the quality 
of the interaction can affect customer loyalty. High qual­
ity interactions are a means of building and enhancing 
consumer relation ships, and, as such , should be consid­
ered a loyalty marketing technique. My firm, Sky Alland 
Marketing, strongly believes that every interaction with 
a consumer should be treated as an opportunity to build 
the brand/consumer experience. 

Sky Alland is a recognized leader in the customer 
relationship management field whose methods and tech­
niques have been honed for more than 15 years in a 
variety of indu stries. Our company has implemented 
highly successful dialogue-based market research and 
loyalty programs for companies like Porsche, Owens 
Corning, Kohler, Blue Cross Blue Shield, Sears , BMW 
and other Fortune 1000 companies. As members of the 
American Telemarketing Association, Direct Marketing 

Association, and Society of Consumer Affairs 
Professionals in Business (SOCAP), among others, we 
are well aware of the high ethical and legal standards 
(including privacy) that govern our industry and abide 
by them at all times. 

(Editor's note: Don Peppers of Peppers and Rogers 
Group, Stamford, Conn. , submitted the following letter 
in support of Hebert 's article.) 

We agree with the basic premise that research and 
marketing activities should not be mixed blithely, espe­
cially when it risks confusing or ultimately alienating the 
consumer. But with all due respect to Messrs. White 
and Sartain, they have fundamentally misunderstood 
Rich Hebert 's message. The article isn't about market 
research- it's about customer research. More specifi­
cally, it 's about techniques associated with longitudinal 
surveys of individual customers, as opposed to lateral 
surveys of market samples in which a sales message 
would not only push ethical boundaries but would also 
tend to pollute the data, making the survey less useful. 

The surveys discussed by Hebert are designed to cre­
ate deeper and more fully developed relationships 
between an organization and its individual customers. 
These surveys collect relevant information that will lead 
to specific actions in the near future, such as another fol­
low-up call to ascertain whether the problem was cor­
rected, determine the level of customer satisfaction or 
suggest a logically related product or service offering. 

Those of us involved in customer relationship man­
agement believe very strongly that if you ask a cus­
tomer if he or she is satisfied and take no action in 
response, you have violated a basic tenet of the buyer­
seller relationship. 

We agree that market research should not be used as 
a Trojan horse. But Hebert was writing about develop­
ing and cultivating relationships with individual cus­
tomers through the use of follow-up customer contact. 
As long as customers are told why the information is 
being collected and how it will be used (e.g., to provide 
better customer service in the future), a genuine dialogue 
can offer measurable benefits for all involved. 

In the editor's note for the article "Image enhancement" (QMRR May) the company description "Ziment Associates, 
a New York research firm" should instead read "Ziment, a strategic marketing research consultancy headquartered in New 
York." 
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~e welco~e your letters on ar.ticle.s that appear in QMRR, or any research related topic that's on your mind. When you 
wrzte, plea~e znclude your name, ;ob tztle, company or organization name, address, phone number, and e-mail address. Letters 
may b.e e~zted for clarity or space. Send letters to: Joseph Rydholm, QMRR, P.O. Box 23536, Minneapolis, Minn., 55423. 
E-mazl: ;oeqmrr@uswest.net. Fax 612-854-8191. 

Loyalty article raised red flag 
We were disturbed by Rich Hebert 's article "From 

re earch to loyalty marketing ... " in your May is ue. 
Rich was very careful not to say outright that tele­

phone surveys should be used as "loyalty marketing" 
devices, but the implications were pretty clear to that 
effect. This is, potentially, a major violation profes­
sional research ethics guidelines. As researcher for 
almost 30 years we have seen, perhaps as you have, a 
decrease in response rates for almost all form of urvey 
work. While some of these response effects are associ­
ated with different family structures, new technologies , 
changing lifestyles , and so forth, others have been the 
result of public apathy or cynicism toward "surveys"­
often exacerbated by telemarketing programs, fake polit­
ical polling and other forms of pseudo surveying. We 
hould, therefore, vigorously oppose any practices that 

may further erode the line between legitimate surveys 
and marketing "programs." 

Rich justifies the use of "telephone survey " with 
facile and inaccurate arguments about co t and effi­
ciencies, but he's really just setting up the u e of the 
phone for customer contact programs - nothing any 
good marketer doesn ' t already know! He then throws a 
bone to those of us concer.ned about the line between 
right and wrong, but he 's focused on the wrong line: It 
isn ' t, as he points out in the first of his four "guidelines," 

Oil bert 

to "Know the difference between customer relationship 
management and telemarketing"; it is to know (and not 
ignore!) the difference between the legitimate use of 
telephone survey techniques for collecting inform ation 
about and opinions from your cu tomer , and the uneth­
ical use of sales, relation ship enhancement, telemarket­
ing or other program s in the guise of surveys. 

Cu stomer information files, which Rich encourages, 
are becoming an important marketing tool, and rightly 
o. However, collecting such information about cus­

tomers or their habits and preferences for use in such a 
database through "survey ," where anonymity may be 
stated or certainly implied , cou ld be a serious ethica l 
breach. We ' re certainly not advocat ing that customer 
service or other associates should never be used to col­
lect customer information , to call back on event satis­
faction, to link product purchase to subsequent oppor­
tunities, etc. All we're advocating is that marketers be 
very careful to separate the sa les/marketing program 
from the urvey process. The research profession can not 
afford the continuing erosion of public confidence in the 
legitimacy of true survey . 

Why not just change the phra e Rich uses, "te lephone 
surveys," to the more ubiquitou "contact programs," and 
avoid the controversy? Becau e in our view, Rich seems 
to be advocating the use of "te lephone surveys" as a 
cover for marketing program ; trying to slip one by the 

continued on p. 81 

1'VE. NEVER MANAGED 
MARKETING PEOPLE 
BEFORE . BUT A GOOD 
~ANAGE.R CAN MANAGE 
ANYTHING. 

SO ... l ORDER YOU TO 
GO DO MARKETING 
\H1NG 5 ... LIKE. 
SEGf"\ENTlNG AND 
fOCUS GROUPS . 

AND KEE.P ON FOCUSING 
ANO SEGMENTING UNTIL 
WE DOMINATE THE 
I.NOUSTRY ~p 

WELL, I'M \ \\ 

1'\0TirTED. ~ 
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Our commitment to EXCELLENCE continues ... 

(</';:._ 

;><AC~ielsen Burke Institute 
Formerly The Burke Institute 

Schedule of Marketing Research Semi,nars Through Dec,ember 1999 

101. Practical Marketing Research $1,]00 

Miami ....... .. .. ... ..... ............ .July 7-9 Chicago .. ...................... Sept. 27-29 
Cincinnati ...... ..... ...... ....... Aug. 2-4 Seattle .............. ............ Oct. 7.5-27 
Johannesburg,S.Africa Aug. 10-12 San Diego ...... ...... ........ Nov. 15-17 
Minneapoli .. ............. . Aug. 16- 18 Taipei,Taiwan ........ Nov. 29-Dec. 1 
New York ........... .. . Aug. 30-Sept. I New York .. .. .. .............. Dec. 13- 15 

103. Marketing Research for Decision Makers $1,300 
HoChiMin City, Vietnam . .July 22-23 Cincinnati .... .... .................... Oct. 4-5 

104- Questionnaire Construction Workshop $1,700 
NewYork ...... .. ................. .July 12- 14 Miami.. ...... .. .................. .. Oct. 18-20 
Cincinnati .......................... Aug. 9- 11 San Franci co .... ...... .......... Dec. 6-8 
Boston .......... .. .. .. ............ Sept. 13- 15 

105. Questionnaire Design $1,300 
New York ................ ......... .July 15-16 Miami ...... .................. .. .... Oct. 21 -22 
Cincinnati ...................... .. Aug. 12- 13 San Francisco ...... .. .......... Dec. 9-10 

201. Focus Groups: An Introduction $1,300 
New York .......................... .. Sept. 8-9 Taipei, Taiwan .................... Dec. 2-3 

202. Focus Group Moderator Training $2,300 
Cincinnati ............ .. .... .. ... .June 22-25 Sydney, Australia .......... Sept. 21 -24 
Cincinnati ...................... ... .July 20-23 Cincinnati .................. .. .. .. .. Nov. 2-5 
Cincinnati ...................... .. Aug. 24-27 Cincinnati ...................... Dec. 14- 17 
Cincinnati ................ .. ...... Sept. 2 1-24 

203. Focus Group Applications $1,]00 
Cincinnati ... .......... ... ......... .July 26-28 Cincinnati .... .................. .. Nov. 8-10 

204- Qualitative Research Reports $1,300 
Cincinnati ......................... .July 29-30 Cincinnati .................. .. .. Nov. ll -12 

i ' ~~~i:~:~ .. ~-~-~-~-~~~~ .. ~i-~ .. ~~~~:7; 
206. Interviewing Executives & Professionals $700 0 Chicago .. ...... .. ....................... .July 15 New York ......... .. ........... .. .... Sept. 30 

301. Communicating Marketing Research 
San Franci co ........ .. ............. .July 6-8 
Cincinnati ........................ Aug. 23-25 
Chicago ............. .. ................. Oct. 6-8 

401. Managing Marketing Research 
Cincinnati .... .. .................. Aug. 26-27 

501. Applications of Marketing Research 
Cincinnati ............................ Aug. 5-6 
Chicago .............. .. ...... Sept. 30-0ct. I 

502. Product Research 
Auckland, New Zealand .. Aug. 30-3 1 
New York ............................ Sept. 2-3 

$1,700 
Stockholm, Sweden ...... Oct. 18-20 
New York .................. Nov. 29-Dec. l 

$1,300 
New York .... ...... .... .............. Dec. 2-3 

$1,300 
San Diego ................ .. .. .. Nov. 18-19 

$1,300 
Cincinnati .. .. .............. .... Nov. 22-23 

504- Advertising Research $1,300 
Sydney, Australia .. ........... .July 19-20 Singapore .. .. ................ .. Aug. 23-24 
San Diego .. .................... .. Aug. 12- 13 Cincinnati ...................... Nov. 11-12 

505. Market Segmentation Research $1,300 
San Diego .. .. .. .. .. .. .. ...... .. .. Aug. 10-11 Cincinnati .............. .. .. .. .... Nov. 9-10 

so6. Customer Satisfaction Research $1,300 
Chicago .......... .. ............ ....... .June 8-9 Cincinnati ................. ..... Sept. 14- 15 
Singapore ............ .. .. .... .... Aug. 25-27 Atlanta .......... .. .................... Dec. 6-7 
Auckland,NewZealand ........ Sept. 1-3 

507. Analysis and Interpretation of Customer Satisfaction Data $1,300 0 C~ic~go ...... ........ .. .. .... ...... .June 10-11 Atlanta ........ ...................... .. Dec. 8-9 
Cmc1nnat1 .............. ........ .. Sept. 16-17 

601. Translating Data into Actionable Information $1,300 
Toronto ................ .. .. .. ..... .June 10-11 Chicago ............................ .. Oct. 4-5 
Cincinnati ...................... .. . .July 26-27 NewYork .. ............ .......... Dec. 16- 17 

602. Tools and Techniques of Data Analysis $2,100 

San Francisco .. .. .. ...... .. ... .June 15-18 Cincinnati ....... .. .... .. ....... Aug. 17-20 
New York .............. ........... .July 20-23 Chicago .............. .. .......... Oct. 12-15 
Shanghai, China ........ ..... .July 26-29 Dallas .. .. .. .............. ...... .. .. Nov. 15-18 

6o3. Practical Multivariate Analysis $2,100 

San Francisco .. .. ............. .June 22-25 Chicago .......................... Oct. 19-22 
Cincinnati .... .. ........... Aug. 31-Sept.3 Atlanta .... ................ Nov. 30-Dec. 3 

604- Data Analysis: A Hands-On PC Based Workshop $1,700 G Cincinnati .. .. ..................... .July 28-30 Cincinnati .............. .......... Oct. 25-27 

6os. Practical Conjoint Analysis and Discrete Choice Modeling $1,300 G San Francisco ...... ........ .. . .July 22-23 Cincinnati .... .. .. .. .. .... .. Sept. 30-0ct.l 

701. International Marketing Research $1,300 
Chicago .......................... . .June 28-29 Miami ..................... ......... .. Nov. 4-5 

702. Business to Business Marketing Research $1,700 
Chicago ...... .... .. .......... .. ... .July 12-14 New York ......... .. .. ......... Sept. 27-29 

Certificate of Proficiency in Marketing Research 
Methodology & Applications 

Cincinnati .............. .. .... .. .... Aug. 2-27 

Certificate of Proficiency in Qualitative Research $4.500 
Cincinnati ...... ............ ....... .July 20-30 Cincinnati ................ .. .. .. Nov. 02-12 

Certificate of Proficiency in Quantitative Analysis 
Chicago .. .... .. .. .. ........ ...... .. .. Oct. 4-22 

Certificate seminars may be taken back-to-back during scheduled dates or i11 

various cities over an extended period of time. 

All the above ACNielsen Burke Institute seminars are available 
for in-house pre entation. 

$6,000 

For a detailed brochure or registration, please contact: Mr. Jim Berling, Client Service Manager, or Dr. Sid Venkatesh, President 

Voice: 800-543-8635 or 6o6-655-6135 • Fax: 6o6-6ss-6o64 • E-mail: Burkelnstitute@BASES.com 
http://www. Burke I nstitute.com 



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. 


	Table of Contents
	Beer in a Plastic Bottle?
	The Reflective Mirror
	Unruly Tangets in Health Care Focus Groups
	Inferring Patient Loyalty from Patient Satisfaction Data
	Beating your Competitors: Comparing the Usability of Products
	Learning from Project Execution Problems

	Departments
	Survey Monitor
	Names of Note
	Product & Service Update
	Research Industry News
	Data Use
	Moderator MarketPlace
	1999 Omnibus Research Directory
	Listing Addtions
	Classified Ads
	Index of Advertisers
	Corrections
	Letters


