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The success of your product is driven by the choices you 
make. To help you navigate through those countless decisions 
that may not justify large-scale research projects, Moskowitz 
Jacobs Inc. has introduced ldeaMap WIZARD- a do-it-your
self, streamlined version of our enormously successful 
ldeaMap® concept development technology. 

ldeaMap WIZARD's menu-driven, step-by-step guided 
format allows you to conduct powerful results-oriented 
studies quickly and inexpensively. Rather than making do 
with a few focus groups or simply testing two or three alter
natives, you'll screen and optimize many different 
ideas, and clearly identify those that give you the best 
chance for success. You get the best of conjoint analy
sis, modeling and optimization without having to be a 

quant jock. In a fraction of the time spent on standard 
research studies. 

Now whether you need to define such things as the 
right characteristics for a new product idea ... the perfect 
package ... the ideal mix of features for a service ... or the most 
compelling message for a new advertising campaign, you'll 
always know exactly where to turn. ldeaMap WIZARD. 

For a free ldeaMap WIZARD test drive, visit us online at 
www.mji-designlab.com or write/call us direct: 

Moskowitz Jacobs Inc. 
1025 Westchester Avenue 
White Plains, N.Y. 10604. 
Phone 914.421.7400. Fax 914.428.8364. 

Moskowitz Jacobs Inc. 
Strategic Brand Developers: Research Et Consulting 

StyleMapN KidsMapN ldeaMap ProductEnginee Designlab · 
Leading concept Find and fill The world 's 
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PromotionMapN 
Accurately 
determine your 
most effective 
promotional offer. 

Reach the 
optimal design 
for a package 
or product. 

Draw meaningful 
results from development the holes most advanced 
the children 's 
market. 

technology used in your testing 
around the world. market. facilities. 



• • • 

T n the age of electronic everything, no pencil is safe. Not even the pencil 

1 that has served us in the market research business so well for so many years 

filling out so many questionnaires. C&.R Research has developed CRIMSON, •••....:a computer-administered survey system, to do things ordinary pencil and paper 

studies simply cannot do. Like create virtual prototypes for new products and 

packaging. Test commercials in live-action video. Or conduct studies with utter 

consistency, in dozens of cities at once. It's enough to make even market 

research purists want to switch, from regular to leadjree. 

C&_R 

Research 

Services 
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Bernett Research brings data 
collection down to the wire. 

Why call it interviewing on the Internet when you can 

simply say 11 Cybercept 11
• Introducing Cybercept, the 

marketing research industry's new and cost efficient 

way to capture market data. Bernett Research can now 

deliver better, richer, and faster data than traditional 

research approaches. Use Cybercept as a supplement to 

other methodologies or as a stand alone piece. Visit 

www.bernett.com and let the professionals at Bernett 

show you the way. Suggested Cybercept services include 

customer and employee satisfaction, CATI recruit to web, 

web site feedback, customer service, and many more. 

Enhance your data capture efforts by tapping into 

Bernett's research expertise. 

It's about time. 

www.bernett.com 

Bernett Research Services, 1505 Commonwealth Avenue , Boston MA 02135, 617-746-2700 



Is history also 
herstory? 

Men and women demonstrate sur
prising differences and similarities in 
their views of major events of the 
20th century, according to a study 
conducted by Roper Starch 
Worldwide for The History Channel. 
When asked to choose the one event 

that interests them most, men are 
more likely than women to choose 
wars (26 percent vs. 15 percent), tech
nological advancements (7 percent 
vs. 2 percent), or economic events 
(11 percent vs. 6 percent). For 
women, the Oklahoma City bombing 
(7 percent vs. 2 percent of men), 
major health developments ( 17 per
cent vs. 11 percent) such as AIDS or 

Loyalty programs work 
Customer loyalty programs will increase business for companies, accord

ing to research findings from a study by Carlson Marketing Group (CMG) 
and Total Research CoJPOration. The survey on loyalty marketing and con
sumer spending, conducted during the fourth quarter of 1998 by the 
Minneapolis office of Total Research Corporation for Carlson Marketing 
Group, a division ofMinneapoli -based Carlson Companies Inc., found that 

six out of 10 people claim spending more 
money with the company that offers their 
favorite loyalty program than they did before 
joining the program. Overall, people estimated 
they increased their spending by 27 percent. 

"Brands can no longer depend on price and 
product alone to differentiate themselves," says 
Dick Dunn, vice president-business develop
ment, CMG's Loyalty operations. "Loyalty 

....,...,... program do increase business for a company, 
but for a loyalty program to be worthwhile, it 

-~· --- must be possible to measure its effect on con
sumer spending. If it can't be measured, it's 

...... llii .. lliliil••• likely to be discontinued," adds Dunn. 
The study noted that participant in airline and credit card programs were 

more likely than others to give more business to the company after joining 
its loyalty program. Credit card loyalty programs derived the greatest 
increase in usage, it said with a 46 percent gain. Long-distance phone com
panies, rental car firms and lodging companies were also more likely to use 
such loyalty programs. 

CMG said the survey of loyalty program members showed that rewards 
are the most important feature of any program - followed by special ser
vices, special offers or one-time discounts. The study also revealed that if 
a company were to discontinue its favorite loyalty program, 60 percent of 
the respondents would spend less with that company. Survey respondents 
estimated that, on average, they would cut spending by about 30 percent. 
Credit card companie would be most adversely affected by discontinuing 
their program. 

Consumers reported that they participate in an average of 3.2 loyalty pro
grams. Gender and income influence participation: as household income rises, 
people tend to participate in more loyalty programs, with men participating 
in more programs than women. For more information call612-525-4050. 

the development of antibiotics, and 
events related to women's rights or 
the changing role of women in soci
ety (I 0 percent vs. 2 percent) are 
more interest-
ing than for 
men. The tele
phone survey 
of I ,003 
adults, con
ducted from 
Feb. 24 
through 
March 8, has 
a maximum 
sampling 
error of ±3 percentage points. 

In choosing among major events of 
each decade, women are about as 
likely as men to choose WWI (38 per
cent vs. 43 percent) or the Japanese 
attack on Pearl Harbor (28 percent 
vs. 29 percent). 

Women are less likely to select the 
dropping of the atom bomb on 
Hiroshima (22 percent vs. 33 per
cent), the war in Vietnam (27 percent 
vs. 34 percent), or Desert Storm (21 
percent vs. 36 percent) as the most 
interesting events of the decades in 
which these took place, and they are 
less likely than men to choose a war 
as the single most interesting event of 
the 20th century (15 percent vs. 26 
percent). 

Men are twice as likely as women 
(39 percent vs. 20 percent) to describe 
the stock market crash of 1929 as the 
most interesting event of the 1920s. In 
their choices of most interesting event 
of the century, II percent of men say 
they find one of three major econom
ic events most interesting- the 1929 
crash, the Great Depression that fol
lowed and FDR's New Deal to help 
the nation recover- compared with 
just 6 percent of women. 

While many women find techno
logical advances to be among the 

continued on p. 87 
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The board of directors of Atlanta
based Equifax has elected Thomas 
F. Chapman to be chairman of the 
board , succeeding C.B. "Jack" 
Rogers, who is retiring. Chapman 
will continue to serve as president 
and CEO of Equifax. Rogers will 
continue as chairman of the executive 
committee until his 70th birthday in 
October. 

Kate Feather has been promoted 
to vice president, RONIN Research 
Services, Princeton, N.J. RONIN has 
also appointed Joanne Sonnelitter 
as senior technical research manager 
and Elizabeth Zhou as technical 
research manager. 

The Marketing Research 
Association (MRA) has installed its 
1999-2000 board members. Officers 

installed to the board are: Joanne 
Robbibaro of Lieberman Research 
Worldwide, Los Angeles, Calif., as 
president ; Judith Hominy of Pat 
Henry Market Re sea rch , Inc., 
Cleveland, Ohio, as president-elect; 
Carl Iseman of Assistance in 
Marketing/Baltimore, Towson, Md., 
as treasurer; Judy Dyer of 
Yankelovich Partners, Norwalk, 
Conn., as secretary ; and Donald J. 
Marek, Jr., of Southwestern Bell 
Telephone Company, St. Louis, Mo. , 
as immediate past president. 

Installed as directors at large are: 
Paula Crimmins of Crimmins and 
Forman Market Re sea rch , Inc., 
Southfield, Mich.; Christine Farber 
of Eagle Research Denver; J. Patrick 
Galloway of Galloway Research 
Services, San Antonio, Texas; Gwen 
Kaplan of Survey Sampling, Inc., 

Web-Survent 
CATI ON THE INTERNET 

CIMC 
SURVENT 

COMPUTERS FOR MARKETING CORPORATION 

SAN fRANCISCO: (415) 777-0470 • DENVER: (303) 860-1811 
NEW YORK: (212) 777-5120 • PARIS: (1) 40-84-84-85 

Contact CfMC at ale @ fmc.com 
or vi it om web itc at http:/ /www.cfmc.com 

Fairfield, Conn.; Cathy Kneidl of 
Maritz Marketing Research, Fenton, 
Mo. ; Sheila Lundy of AC 
Nielsen/BASES, Covington, Ky. ; 
Michael Mermelstein · of 
Communications Center, Inc., 
Wa shington, D.C. ; Jane Rosen , 
Nichols Research, Inc. , Sunnyvale, 
Calif.; Peter Van Brunt of ReData, 
Inc. , Bethesda, Md .; and Betsy 
Peterson, MRA executive director. 

Atlanta-based Elrick & Lavidge 
Mark eting Research ha s named 
Duncan Millar director, business 
development group, Los Angeles. 

Burke Marketing Research (BMR), 
Cincinnati, ha s promoted Ray 

Millar Barber 

Barber, Linda Klump and Linda 
Orewiler to senior vice presi dent, 
BMR client se rvice s. Burke 
Customer Satisfaction Associates has 

Klump Boyd 

promoted Tim Boyd to senior vice 
president. 

Karen Stuth has joined Taylor 
Nelson Sofres I nte rsearch, 

continued on p. 105 
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Fieldwork gives you 3 great new places to visit. 
Announcing Fieldwork Dallas, Minneapolis and Seattle. 

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

Fieldwork Dallas, 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 professional staff that knows the market and 
what you need from it. And, of course, the same legendary Fieldwork service and support 

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: 
773-282-29 11 

CHICAGO - O'Hare: 
773-71 4-8700 

CHICAGO- Schaumburg: 
847-413-9040 

DALLAS: 
972-866-5800 

DENVER: 
303-825-7788 

EAST - Fort Lee, NJ: 
201-585-8200 

LOS ANGELES: 
949-252-8180 

fi_eldwork 
Your Focus Group Partner 

www.fieldwork.com 

MINNEAPOLIS: 
612-837-8300 

NEW YORK - Westchester: 
914-347-2145 

PHOENIX- Scottsdale: 
602-438-2800 

PHOENIX - South Mountain: 
602-438-2800 

SEATTLE: 
425-822-8900 



• 

On-line research service 
targets physicians 

Caduceu s Marketing Re earch 
(CMR), Mt. Arlington , N.J. , is offer
ing PCN Online, an on-line research 
vehicle which draws participants from 
its Physicians Consulting Network 
panel of more than I 0,000 members in 
a range of medical specialties includ
ing allergists, pediatricians, neurolo
gists and interni st . Questionnaires 
are programmed on-line on CMR's 
Web site. Clients are able to view and 
approve their questionnaires via the 
Web s ite. After que s tionnaire 
approval , physicians are e-mailed an 
invitation to participate, along with a 
link to the questionnaire. For more 
information call Tom Simpson at 973-
770-4000 or visit the company 's Web 
site at www.cmr-usa.com. 

ARF offers integrated 
marketing book 

The Adverti s in g Re search 
Foundation (ARF), New York, has 
publi shed The ABC's of IMC, a com
pilation of articles on integrated mar
keting communication s (IMC). 
Although it' s one of the most impor
tant developments in marketing, IMC 
has until recently been difficult to 
define, implement and measure. 
These articles are geared to helping 
business practitioners gain a better 
understanding of the factors neces
sary for a s ucce ssful campaign. 
Articles range from the effect of inte
grated marketing communications 
strategy on globalization to address
ing return-on-investment issues. 

The book feature s articles from 
European experts such as professors 
Chri s ti a n Gronroo s and Patrick 
Barwise, and case studie from com
panies like Saturn and 1-800-Flowers. 
The book's 36 articles are divided into 
four categories: So What Exactly is 
IMC?; Marketing in the 21 st Century ; 

10 

Redefinin g th e M a rke tin g 
Communication Di sc iplin es; a nd 
Impl eme nting IMC - Advice and 
Case Studi es . Th e book ca n be 
ordered from the ARF's Web site at 
www.arf ite.org or by calling 2 12-
751 -5656. 

Survey system designed 
for intranet or Internet 

Manta Corporation announces the 
latest release of MantaiNSIGHT, an 
enterpri se-cl ass survey and data col
lection software application with 
design features that a ll ow the rapid 
creation and deployment of surveys 
within a corporate intranet or on the 
Internet. 

MantaiNSIGHT requires no pro
gramming to develop and de li ver a 
complete survey. All e lements of sur
vey development are no more com
plicated than a word processor. Even 
dropping custom graphics or obj ects 
such as a video c lip onto the questi on 
form i a point-and-click procedure. 

Seven question types can co ll ect 
the information required. In additi on, 
Mant a iNSIGHT a llow s s ur vey 
authors to create the ir own question 
type to improve the respondent expe
rience and the results collected. Other 
specialized function s include lookups 
to external data such as Orac le o r 
IBM's DB/2, instructional panel s and 
multilingual surveys. 

Respondents can complete a sur
vey through standard browsers, or a 
Lotus Notes client. Programmable e
mail notification triggers link them 
to the survey database . The system 
will also monitor survey statu s and 
send reminders. MantaiNSIGHT can 
import respondent li sts from external 
sources in multiple formats, including 
demographic information used as a 
bas is for s ub sequ e nt re po rtin g. 
Survey responses can be ex ported in 
a variety of form ats as well. 

M antaiNSIGHT has been tes ted 
to s upport mor e th a n 2 00 ,000 

res ponses, 130 ,000 invited res po n
dents and I ,500 questi o ns w ithin a 
s ing le survey in stance . The under
lyin g a rchi tec ture of th e softwa re 
has bee n op timi zed fo r use o n a 
heav il y used sys tem. For more info r
mati on ca ll Alan Kitty at 609-2 19-
9339 or visit the company' s Web s ite 
at www.mantacorp .com. 

Report analyzes effect 
of deregulation on 
Georgia's natural gas 
industry 

Atl a nt a-base d E ne rgy M a rke t 
Soluti ons has re leased an analys is of 
Geo rg ia's nat ura l gas de reg ul ati on 
process, aimed at answering the ques
tion " H ow will th e eve nt s of 
Georgia's dynamic and bl az ingly fas t 
na tura l gas de reg ul a ti o n c ha nge 
future utility deregul ati on?" 

Georg ia's de regul ati o n mode l is 
se ttin g a new precede nt in utility 
deregul ati on and marketers' trate
g ies. Other states are viewing Georgia 
as a nati onal model to speed the ir cus
to me r co nve r s io n process . In 
Cali fo rni a, I percent of e lectri c cus
tomers sw itched supplie rs afte r nine 
months of competiti on. In Georg ia, 
over 42 percent of natura l gas cus
to me rs sw itc he d afte r o nl y fi ve 
months of competiti on. 

The Energy Market Solutions study 
ex pl ains why and how deregul ati on 
occurred ; the Georg ia deregul ati on 
process; strategies, tacti cs and pricing 
schemes of key pl ayers; deta iled pro
fil es of pl ayer , quitters and influ
encers; and lessons learned. 

Highlighted topics ex plain the effect 
of "anti cherry- pi ckin g" rul es (and 
the ir effect on " in terruptible" gas pri c
in g s tra tegies), th e impo rt a nce of 
understanding the long-term implica
ti ons of the " rules of the game," and 
the impact of non-energy re lated com-

continued on p. 91 
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The management tea m buyo ut at Greenfield Online has 
infused new strength and capabilities into the company 

th at pioneered marketing resea rch on the Internet. 
N ew resources will furth er enhance our great lead in 

technology. Our consumer panel, already the largest in the 
world, will expand into Europe and Asia, opening up new 
global opportunities for our clients with even faster, better 
and richer information. Call us at 888-291-9997. 

Here's what our investors have to say about Greenfield Online: 

"Greenfield Onlin e i de li vering ri ght 
now w hat was o nce o nl y a drea m: to 
ga ther ma rketing da ta w ith the speed 
and cost-effic iency of the Intern et ." 
BURT MANNING, FORMI:.R C I IAIRMAN A D CEO, 
j. WALTER THOMPSON ADVERT I ~ I NG 

"Solid expertise in m a rketi ng research ... 
leading-edge techno logy ... a grea t track 
reco rd and an even brighter fu ture." 
GEORGI:. COLONY, I'RE~IDI: T AND CEO, 
FORRESTER RE~EARCH 

"Crea ti vity and bo undless energy 
underli e the whole structure of 
Greenfield Online." 
j EFFREY HOR I NG, SEN I OR PARTNER, 

I NS IGIIT CA PITAL PARTNERS 

"The ma nagement team is seasoned , hip 
a nd to ta ll y on top of the Internet w ave." 
HYUNJA LA\KIN, PR I NC I PAL, UBS CAP ITAL 

" Thi s is a true 2 1st centu ry company . . . 
way o ut fro nt in using techno logy fo r 
q uicker ma rketing answers." 
j OEL MI:.~Z I K, PRINCIPAL, MESCO, LTD. 

" M arketers need a leading-edge 
company like Greenfield Online if they 
want to stay on top of the latest trends 
in consumer behavior. " 
j OSEPH j ACOBS, PRES I DENT, 

WEXFORD MANAGEMENT, LLC 

Looking for faster, better marketing 
research? Join the Research RevolutionfT"' 
You'll find us right on the leading edge, at 
www.greenfieldcentral.com 

• 
Greenfi ld online 

Leading the Research Revolution™ 



The Marketing Research 
Association (MRA), Rocky Hill, 
Conn., has formed a new council to 
aggressively address the growing tech
nology needs of its membership. The 
Technology Council's key objectives 
are to enhance the existing MRA Web 
site (www.mra-net.org) as an informa
tion resource to its existing and future 
members; to educate consumers and 
government via the MRA Web site 
about the value of research and why it 
is important they participate in research 
projects; to provide cost-effective prod
ucts and services to MRA members via 
the Internet. The members of the new 
council are: Glenn Fishback, council 
chair, director of sales and marketing 
for DBM Associates, Menlo Park, 
Calif.; Jacqueline Herman, council vice 
chair, COO at Pat Henry Market 
Research, Inc., Cleveland; Scott Spain, 
special technology advisor, sales and 
marketing manager with Venture Data, 
Salt Lake City, Utah; Mike Exinger, 
council member, director of research 
administration at Clearwater Research, 
Boise, Idaho; Gene Filipi, council 
member, western regional sales man
ager, Computers for Marketing Corp., 
San Francisco; and Gabe Oshen, coun
cil member, V.P. account services, 
Interviewing Service of America, Inc., 
New York. 

The A. C. Nielsen Center for 
Marketing Research at the University 
of Wisconsin School of Business has 
announced the First Annual EXPLOR 
Award and Competition. The contest 
honors companies that achieve 
"EXemplary Performance and 
Leadership in Online Research." 
Participating research sponsors include 
Digital Marketing Services , ASI 
Market Research, Inc., Custom 
Research, Inc., Elrick & Lavidge, 
Guideline Research Corporation, 
Ml AIR/C and Roper Starch Worldwide. 
A panel of independent industry and 
academic experts, representatives from 
research supplier companies and 
experts from organizations such as the 

12 

Advertising Research Foundation will 
review the submissions, which were 
due July 1. The winning organizations 
will be announced September I and the 
prize and trophies will be awarded dur
ing a market research seminar at the 
University of Wi sconsin-Madison in 
October. 

The management team of Greenfield 
Online, Inc. , a We stport , Conn. , 
research firm, has purchased the com
pany from Andrew Greenfield. Detail s 
of the private transaction were not di s
closed. Funding for the buyout includ
ed the support of an investment group 
led by the New York venture firm of 
InSight Capital Partners. The group 
includes Forrester Research ; Burt 
Manning, former chairman and CEO of 
J. Walter Thompso n Adverti s in g; 
Stephen Friedman, former chairman of 
Goldman, Sachs & Co.; UBS Capital 
and Wexford Management. 

Paradigm Technologies 
International has moved to a new loca
tion at 391 Draco Road, Piscataway, 
N.J., 08854. Phone 732-248-7123. Fax 
732-248-7125. The firm' s e-mail 
address remain s unchanged at 
ravipara@ aol.com. 

SPSS MR, Chicago, has announced 
plans to establish a new standard for 
market and survey research software 
as a part of its Vision 2000 development 
strategy. While continuing ongoing 
maintenance and support of the current 
line of products, SPSS MR has begun 
to focu s development efforts on tech
nologies for the new millennium. 
Vision 2000 will result in open stan
dards for research software, enabling 
the easy movement of data between 
different computer systems or software 
packages, regardless of the source of 
the data or the manufacturer of the sys
tems. 

Amy Davidoff has launched a new 
business analysis firm , Market Voice 
Consulting, LLC, and will serve as its 

president. The new firm focuses on 
helping small-to-midsize companies 
analyze their business operations. The 
firm is located at 333 East Ohio Street, 
Suite 120, Indianapolis, Ind. , 46204. 
Phone 317-635-9640. E-mail 
adavidoff@ market-voice.com. 

John Houlahan , founder and chair
man of FocusVision Worldwide, a 
Stamford, Conn.-based videoconfer
encing firm , forecasts that if current 
growth trends continue, more than 
200,000 focus group interviews will be 
conducted in the U.S. next year. 
Houlahan estimates that 174,000 focus 
groups were conducted in the U.S. dur
ing 1998, a 12 percent increase over 
the prior year. Thi s is a 56 percent 
increase over 1993, when I I 0,000 such 
interviews took place. 

Houlahan believes the dramatic 
increase in qualitative research activi
ty reflects the fierce competition among 
marketers for consumer loyalty and 
spending. In addition, more companies 
are trying to establish stronger brand 
recognition so they can create prefer
ence for their products and services in 
thi s compettttve marketplace. 
Technology and financial service are 
two categories where there has been an 
especially marked increase in the 
amount of branded marketing and 
research activity, Houlahan say . 

The growth in qualitative re earch 
isn' t confined solely to the U.S. "On a 
worldwide basis, we estimate that 
407,000 focus groups were conducted 
in 1998, which is a 14 percent increase 
over the prior year," Houlahan says. 

The analysi indicates that the United 
Kingdom, France, Germany, Italy and 
Spain accounted for 31 percent of total 
world volume. The U.S. represents 43 
percent; Asia, Latin America and the 
rest of Europe account for the remain
ing 26 percent of total focus group vol
ume. For more information call John 
Houlahan at 203-96 1-1715. 

ACNielsen U.S. , an operating unit 
of ACNielsen Corporation, announced 
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that Campbell Soup Company has 
s igned a five-year contract to use 
ACNielsen's market research , infor
mation and analysis services beginning 
August 1, 1999. The agreement will 
cover all product lines in Campbell's 
U.S. Grocery Division and Pepperidge 
Farm Divi s ion. In add ition to 
ACNielsen's core SCANTRACK retail 
measurement service, Campbell's will 
be utilizing the company's Homescan 
consumer panel and its modeling and 
analytic capabilities. 

Opinion Research Corporation, 
Princeton, N.J. , has completed its pre
viously announced acquisition of 
Macro International Inc. , a research, 
consulting and technology company 
based in the Washington, D.C., area. 
The total cost of the acquisition, includ
ing the assumption of pre-ex isting debt, 
was approximately $28 million plus 
certain future payments contingent 
upon performance of the acquired busi
ness . Macro 's EBITDA (earning s 
before interest, taxes, depreciation and 
amortization) is approximately $5 mil-

lion out of revenues of $62 million. 

E lrick & Lavidge Marketing 
Research, Tucker, Ga., is launching a 
series of syndicated information prod
ucts that wi II survey how America 
shops. Featured will be the role of e
commerce in both consumer and busi
ness purchasing. 

Market Facts, Inc. , an Arlington 
Heights, Ill. , market research and infor
mation company, has announced an 
agreement with Harris Black 
International, Ltd., a Rochester, N.Y., 
re search company whereby Harris 
Black will provide Market Facts with 
access to its Harris Poll Interactive 
Panel under a preferred pricing arrange
ment. Market Facts also acquired 4 per
cent of the common stock of Harris 
Black for an investment of $4.1 million. 

America Online, Inc., has acquired 
total ownership of Digital Marketing 
Services, Inc. (DMS), a provider of 
on-line incentive marketing programs 
and on-line custom market research. 

America Online, which previously held 
a majority share of DMS, acquired the 
outstanding minority stake to give the 
company full ownership of DMS. 
Terms of the transaction were not dis
closed. DMS founder Dennis Gonier 
will remain president ofDMS and will 
also become senior vice president of 
America Online in the AOL Interactive 
Properties Group. 

NFO Worldwide, Inc., Greenwich, 
Conn. , and French research firm 
IPSOS, S.A. will pursue independent 
strategies for access panel activities 
within Europe. As part of the agree
ment, the companies agreed to termi
nate their almost four-year joint venture 
relationship, and IPS OS agreed to pur
chase NFO's entire joint venture inter
est. The purchase price was not dis
closed. However, NFO indicated that 
the transaction would not have a mate
rial effect on its financial statements. 
NFO's recently acquired European sub
sidiary, Infratest Burke, currently owns 
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NATIONAL DECISION SYSTEMS CONFERENCE: San 
Diego-based National Decision Systems will hold its annu
al users conference on July 24-28 at Loews Coronado Bay 
Resort in San Diego. In addition to industry and applica
tion-specific breakout sessions, the conference will high
light the company's new products and services. Industry 
tracks will include retail , restaurant, real estate, non-prof
it 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 
mel is sa. barry@natd ecsys .com. 

FROST & SULLIVAN CONFERENCE: Frost & Sullivan 
will hold its second annual Advanced Marketing Research 
Conference and Exhibition, themed Driving Strategy with 
Market and Customer Research and Intelligence, from 
August 9-12 at the Hotel Nikko in San Francisco. The 
conference will feature information about the latest trends 
in quantitative analysis , market research , surveys, and 
new technologies. Forecasting techniques, market 
research on the Internet, and competitive engineering 
will also be of focus. For more information call 212-964-
7000, e-mail cfsales@frost.com, or visit the company's 
Web site at www.frost.com. 

SlATS COURSE FOR MARKETERS: Henry Stewart 
Conference Studies will present a two-stage course on 
statistics for marketers. Stage one, "The Essentials to 
Get You Started ," will be held August 26-27 at the Hotel 
Surf & Sand in Laguna Beach, Calif. Designed as an intro
duction to statistics or a refresher to those familiar with 
some of the techniques, stage one will explain the fun
damentals, show how to use basic analysis and interpret 
the results, and advise paths for additional study. Stage 
two, "Understanding and Applying the Math and Stats 
Used in Marketing ," will be held September 23-24 at the 
Chicago Hilton & Towers. This segment will explain which 
techniques are available, what they can achieve, when they 
should and should not be used, and how they can be 
implemented to raise the bottom line. For more informa
tion call 800-229-2416 or visit the company's Web site at 
www.henrystewart.com. 

September 5-8 at Le Palais des Congres de Paris , France. 
For more information visit the ESOMAR Web site at 
www.esomar.nl. 

INTELLIQUEST BRAND TECH FORUM: lntelliQuest will 
hold Brand Tech Forum Seven from September 22-23 at 
the Palace Hotel in San Francisco. The theme of the forum 
is "Leveraging Your Technology Brand- Maximizing its 
Future Value. " For more information call the firm 's events 
hotline at 800-543-6124 or visit the events page on the 
company's Web site at www.intelliquest.com/events. 

TELATHENA CONFERENCE: New York-based TeiAthena 
Systems will hold its first annual user conference in New 
York City on September 30. TeiAthena has invited all cur
rent and previous users of TeiAthena software products 
to participate in the conference. In addition to new prod
uct demonstrations, the company will outline technical 
objectives it seeks to achieve and solicit the input of 
clients. A new user group committee will also be estab
lished . For more information call 888-777-7565 or visit 
the company's Web site at www.telathena.com. 

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 lat
est geographic and demographic data, spatial analysis , 
and geospatial software tools . For more information 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 , China. 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 

ANNUAL ESOMAR CONGRESS: The European Society Conference from November 28-30 at the Hotel Athenaeum 
for Opinion and Marketing Research (ESOMAR) will stage InterContinental , Athens , Greece . For more information 
its 52nd annual Congress and Trade Exhibition from visit the ESOMAR Web site at www.esomar.nl. 
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Editor's note: Joseph Marinelli is 
president of Chicago-based SP SS MR. 
He can be reached at 212-447-5300 or 
at )marine@ spss. com. 

A
growing company faces just 
as many obstacles as opportu
nities. Covington, Ky.-based 
market researc h provider 
ACNielsen BASES turned an 

obstacle into an opportunity when it set 
out to meet the demands of it increas
ing customer base. The challenge was 
to create a cost-efficient way to con
duct more surveys in a shorter period 
of time without compromi sing fore
cast accuracy. 

BASES found its olution on the 
Web. Using SPSS MR's Quancept Web 
to upport interactive Internet surveys, 
it created BASES e-Panel, a supple
ment to its traditional data collection 
methodology. E-Panel u es a dedicat
ed group of consumers to execute stud
ies on-line, which means an increased 
survey base and response rate. Since e
Pane l respondents are balanced to 
match the respondent sa mple s in 
BASES 's mall-intercept tudies, the 
firm was also able to maintain its fore
cast accuracy. As an added bonu , the 
e-Panel helped the firm boost produc
tivity and save money by centrali zing 
data collection. 

Cast a wider net on the Web 
ACNielsen BASES provides fore

casting and database comparisons for 
domestic consumer packaged goods 
marketers . Clients such as Campbell 's 
Soups, Procter & Gamble, and Pfizer 
use data from BASES studies to esti
mate the likely sales volume of initia
tives before market entry, and to 
improve the sales and profit potential 
of their efforts. 

BASES conducts nearly 300,000 
surveys each year. This volume of sur
vey data comprises a comprehensive 
database of con umer reactions and in
market data available. And it allows 
BASES to offer its clients a forecast 
accuracy of 91 percent. 

July 1999 www.quirks.com 

High-quality survey data is central 
to BASES 's forecasting abilities. So 
naturally, a critical factor in deciding 
how to increase field capacity was the 
abi 1 i ty to replicate the traditional 
results. Each available technology had 
its pros and cons. "We were trying to 
determine how we could re-create the 
survey sample. We looked at several 
alternatives but the results just weren ' t 
the same," says Mark Thatcher, direc
tor, RP/CRT for ACNielsen BASES. 
Because those methods required more 
time and effort from participants they 
produced fewer completed surveys. 

BASES had previously looked into 
the Web as a possible solution, and 
now it looked like the best solution. 
"The Web was more viable because 
people are more comfortable with the 
technology," says Thatcher. Once the 
company decided to use the Internet 
to collect survey data, a whole new 
set of challenges presented them
selve . The first was to find software 
that could upport large-scale Web 
urveys a well as meet BASES's 

standards. And of course the software 
would have to integrate with the data 
collection and analysis procedures 
already in place. 

This technology also presented an 
opportunity for Thatcher and other 
market researchers to influence devel
opment of the product for their indus
try. Thatcher and several of his peers 
formed a users group and worked with 
SPSS 's product development team to 
add features that make Quancept more 
useful for their specific needs. Several 
features were also added to tailor 
Quancept Web to BASES specifica
tions. 

Build a panel 
With the Internet interviewing tools 

in place, the next challenge was to 
build a survey panel whose demo
graphics paralleled those of the mall 
intercept surveys. Thatcher knew that 
e-Panel 's success depended on the con
sistency of the survey panel. 

BASES identified survey partici-

pants with the appropriate demo
graphics and solicited them to become 
part of an e-Panel. Over the next six 
month it conducted more than 20,000 
on-line interviews for 50 initiatives. As 
hoped, results of the parallel testing 
were highly correlated with BASES's 
traditional collection methods. 

On-line data collection has given 
BASES and its clients a number of 
additional benefits. They have com
plete control over production. And 
password protection ensures that 
respondents complete only one survey. 

BASES analysts can begin process
ing survey results immediately, even 
before the interviewing is completed. 
Survey results are automatically linked 
to the firm 's data analysis departments 
for tabulating and coding. Since the 
actual data is collected in one place, 
there 's little handling required, which 
expedites the timing and save on ship
ping costs. 

For clients, Internet surveys offer an 
alternative to traditional data collec
tion methods. They will also provide a 
way for them to access narrower inci
dence groups, such as mothers of teen
age children, for more focused research 
efforts. 

For respondents, on-line surveys 
offer convenience. "Respondents can 
complete the survey at night, when the 
kids are in bed, or start it and complete 
it at another time," Thatcher says. 
Participants can also quit the survey 
and re-enter later right where they left 
off. Convenience is a major factor 
behind the increased participation and 
response times. 

Never replace 
Although Internet surveys have 

proven successful as an alternative 
methodology, they will never replace 
traditional data collection. BASES 
does plan to double its e-Panel size 
over the next year in order to meet 
customer demands. This will also 
give BASES an opportunity to 
explore the full potential of on-line 
data collection. r~ 
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0 
f the man y lessons being 

learned in these heady 
early years of on-line 

re sea rch, one of the best 

I 've come across is: just 
because you can do something does

n ' t mean you should do it. 
Thi s maxim arose from the expe

riences of Atlanta-based Turner 

Entertainment Group a nd it s 

research partner, Cincinnati-based 
Burke Interactive , a division of 

Burke, Incorporated, as they devel 

oped and impl e mente d Burke 's 
Digital Das hboardTM method for 

Web site research . Candid interviews 

with two key participants illuminate 

the shaping of an ambitious idea, the 
efforL to get it off the gro und , and 

the regroupin g that occurred after 

some important realizatio ns . 

In 1997, Burke Interac tive began 

conducting some individual research 
projects on the Web s ites of some of 
the many entities in the Turner 

Entertainment Group , which 

includes cable network s s uch as 
TBS , TNT, Turner Classic Movies 

(TCM), and the Cartoon Network. 

The information from that research 

was valuable in he lpin g the 

Webmasters in the various business 
units change their sites. 

(Viewers visit the Turner s ites for 

eve rythin g from obtaining in s ide 

information on their favorite 
TV shows to participating in 

interactive simultaneo u s 
TV /Web events such as 

NASCAR races during which 
fans can watch the race on 

TV and view the action 

through in-car cameras on 
the Web.) 

In 1998, Burke Interactive 

pitched an idea it called the 
Digital Da hboard, which 

would, in real time and on an 

ongoing basis, answer a host 

of questions about the Web 
sites for several entities with
in the Turner Entertainment 

Group, from Webma ters to 
re earchers to marketing peo

ple. Site visitors would be 
sampled on an nth basis to 

complete a questionnaire 

covering everything from sat
isfac tion with the site they 

were visiting to their media 

consumption habits. 
A main goal was to profile 

the s ite visitors, says Fred Spring, 

director of research for TCM. 

"Assembling an audience profile is 

easier in the TV industry because we 

have Nielsen ratings, but in the Web 
world it 's a little more difficult. You 

can get a sense of it from some of the 
feedback you get but we really want-

ed a more thorough profile," he says. 
"There are a lot of sites out there 

that don't pay attention to who' 
consuming the content," says Dan 
Coates, vice president, Burke 
Interactive. "A media company like 
Turner is all about demographics. So 

continued on p. 95 

Problems in launching ambitious Web reseLlrf'lt 

initiative show Turner Entertainment GrlJLLfJ tl7t:ll 

at this stage, more probabl .. v isn, 't better· 
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Editor's note: Bill Ahlhauser is 
executive vice president of Americom 
Research, Inc., Wartrace, Tenn. He 
can be reached at 931-389-6094 or at 
billa@edge.net. 

This article discusses broad issues 
in Web and other computerized 
interviewing. While it is neces

sarily written at a general level, we 
hope you find it helpful in your spe
cific considerations. 

One could think about issues relat
ed to Internet surveys in five broad 
categories: 1) projectability, 2) 
applicability and sophistication, 3) 
ease of use, 4) purpose, and 5) exten
sion. 

20 

1. Projectability. Normally, market 
research must be credibly projectable 
to the total target population, which 
depends on random sampling. From 
traditional research methodologies , 
we know that no sampling is truly 
random. With declining participation 
rates in all the intercept methods , 
their projectability is subject to 
renewed scrutiny. Internet sampling 
needs the same kinds of adjustments 
between the theoretically ideal and 
the pragmatic, and will ultimately be 
proven viable by the same kinds of 
practical experience, emphasizing the 
fact that samples will demonstrably 
be representative based on key char
acteristics. The remaining differences 

will be resolved by weighting back to 
the target population, and expertise 
on when and how to weight will be a 
differentiating factor in research com
petition. 

In addition, concern about the pro
jectability of Web research follows 
the grand tradition of concern for 
telephone interviewing when it 
emerged. Telephone interviewing 
overcame these concerns by dint of 
the incredible advantages it brings to 
many types of surveys, and propelled 
by the pervasive and transforming 
effect the telephone was having on 
society. We have found that clients 
(end users) have so far driven the 
majority of Web research, not 
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because they have facts that 
researchers don't have, but because 
they envision the effect the Web may 
have on their business. So Web inter
viewing will catch up to soc ietal 
trends. 

Back on the ground, the problems 
look like this. Recent tudies report 
that 26 percent of U.S. homes are on
line (out of 50 percent that have PCs), 
and the number is rising dramatical
ly. It's hard to say you won ' t get a 
projectable sample out of that big a 
proportion, especially for populations 
capable of buying big-ticket or high
tech items. 

Another issue, with permutations, 
is drawing the sample. When a com
pany which has a Web site is inter
ested in its own customer , there is no 
problem recruiting a sample which 
has on-line access from that popula
tion. Nor it is a problem to recruit 
customers of your client 's competi
tors. Among options, you can: 

• run ad banners on industry-inter
est Web sites; 

• run ad banners on search engines 
or portal Web sites; 

• send an e-mail to product-interest 
mailing lists (with appropriate sensi
tivity to spam vs. opt-in lists) ; 

• recruit from malls (to take the 
Web survey). 

Originally, the issue was that no 
matter where (what Web site) you 
recruit from on-line, you are recruit
ing from a specialized group (the 
group that frequents the site you're 
recruiting on). But now there are gen
eral interest sites (the portal sites like 
Yahoo!), other broad usage sites, and 
just plain more and more people vis
iting many of those sites. In addition, 
other approaches are becoming fea
sible, including lower cost (than mail) 
panel options, off-line recruiting for 
on-line work, etc. 

In addition , the issue of pro
jectability tends to recede the lower 
the incidence of the ample being 
sought. There 's clearly a cost factor. 
In the extreme, it may be less expen
sive to run banner ads on a specialty 
Web site which has lower utilization 
but happens to be exactly the popula-

tion yo u're looking for, than to run 
them on a popular but general-inter
est portal si te . There's probably an 
intuitive factor - the fewer of a 
group that ex ists, the more you ' re 
going to have to orient your search to 
the places where they are. 

For perspective, there are approxi
mately 150 million people on-line 
worldwide, about half of them in the 
U.S. 

2. Applicability and sophistication. 
Appropriately wording and present
ing question s in se lf-administered 
interviews on the computer is its own 
art, and doing it on the Web is a spe
cialized subset of this art. 

A further complication arises from 
the fact that computerized surveys, 
while being more reliable in how they 
execute, are, for practical purposes, 
restricted to pre-programmed capa
bilities. You can work with what you 
find , or commission expanded capa
bilities. 

Among the issues of applicability 
and sophistication of research in this 
environment: 

• Size (and visual dynamic) of the 
screen. The sc reen is only so big; 
what you want to show, and to ask, 
has to fit. What are the implications 
for handling stimuli, laying out ques
tions, using rating scales, etc.? 

• Intensity of attention. Statements 
and questions are often shortened for 
this environment. 

• Graphi ca l user interface (G UI). 
This refers specifically to clicking on 
what you want rather than having to 
type answers or codes. More gener
ally, it refers to the researcher 's con
trol over the background, colors, 
fonts, etc. Control over this set of 
variables was not in the researcher 's 
hand before. It 's both an opportunity 
and a burden, following thi s logic: 
The more graphical and live (life
like) the survey presentation is , the 
closer we shou ld be to ge ttin g a 
response similar to what the respon
dent would give in real life . By the 
same token, the more applicable it is 
to one person 's life, the Jess it may be 
to another's. On the Web, there are 



also questions of how much control 
you have over the placement of things 
on screen, what assumption you make 

about how the respondent has set up 
screen resolution (e.g., 640 x 480 or 
800 x 600), whether or not you 
assume the respondent is willing to 
scroll down. 

• Structuring of question types. All 
computerized interviewing depends 
on structuring question types. What 
question types, with what additional 
options? At the simplest level, for 
example, if you have a multiple 
choice question, you still need to be 
able to define a mutually exclusive 
answer, such as "None of the above," 
which is not permitted with other 

answers. These structures constitute 
another level of constraint on - or 
opportunity for- survey design. 

• Control of stimuli. Presentation of 
stimuli operates at multiple levels: 
Can you keep it hidden until you want 
respondents to see it? (Yes.) Can you 
permit respondents to see the stimuli 
while they answer the questions? 
(Yes.) What if it's too big to be on
screen with the question? (There are 
options.) Can you prevent them from 
seeing it? (Sometimes.) Can you time 
the presentation? (Yes, on a central 
location PC interview; no, on the 
Web.) 

• Stimuli constraints. From a tech
nical perspective, graphics are simple 
to incorporate into Web and other 

multimedia surveys. However, on the 
Web, every graphic has to be down
loaded to every respondent separate
ly, so the more graphics, the longer 
the survey will take. Also, the higher 
the resolution of the graphic, the big
ger the file that has to be downloaded. 
Therefore, the extent of graphics 
used, and the resolution quality of 
those graphics, must be considered 
in connection with a) the likelihood 
that respondents have fast modems, 
and b) the incentive for respondents 
to complete the survey. 

One other consideration: you don't 
want to use graphics that are higher
quality than the expected capabilities 
of the respondents' computers. 
Sometimes that's a setting issue, 
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sometimes it's a hardware issue. 
• Rotation. Can you rotate answers 

to a question? (Yes.) Can you rotate 
rating questions? (Yes.) Can you 
rotate graphical stimuli? (Yes.) Can 
you control multiple versions by 
varying the key stimulus page for dif
ferent respondents? (Yes.) 

• Logic. Can you skip from one 
place in the survey to another based 
on the answer given to a single choice 
question? (Yes. For central location 
PC interviews this is no issue because 
they are structured with single ques
tion per page. For Web interviews, in 
the effort to minimize excess down
loads, there are commonly multiple 
questions per page. In that case, the 
page breaks have to be structured 
appropriately to permit the desired 
skip.) Can you skip off complex 
logic? (Yes, within limits.) There are 
more subtle issues such as, on the 
Web, you can't really prevent some
one from backing up, which affects 
certain kinds of recall or ad effec
tiveness research. (But there are ways 
to deal with this issue.) 

• Nature of respondent input. Are 
respondents comfortable using a 
mouse? (In central locations, most 
are; on the Web, everyone is.) Are 
they comfortable typing? (Again, in 
central locations, most are; on the 
Web, everyone is.) 

• Hardware and multimedia. Here 
there's a big difference, at this point 
in history, between the Web and cen
tral location PC interviewing. In a 
central locations, you both a) know 
what the hardware and multimedia 
capability of a system are, and b) you 
can fairly inexpensively ensure that 
you have capabilities for full motion 
video, seamless integration of ani
mation with graphics, etc. On the 
Web, you don't know (unless you are 
pursuing a panel design) what the 
hardware or bandwidth (modem 
speed) of the respondent are, and you 
cannot reasonably hope to do video or 
audio on the Web. (Again, there are 
options, such as sending a CD-ROM 
and having the Web interview interact 
directly with the CD-ROM.) 

• Data. The data for closed-end 

questions is ASCII format, fixed posi
tion, comma delimited, numerically 
encoded. It is written out as a single 
record per respondent. Normally the 
data file excludes data for incomplete 
interviews. There is an automatic 
datamap , header file, and other 
reports. It is easy to pull this data into 
a tabs package, spreadsheet or data
base. Data is available real time, and 
can be available on a password-pro
tected Web site. 

• Dealing with practice or test inter
views. In central location PC inter
views, how do you exclude practice 
interviews? In Web interviews, how 
do you exclude test interviews? There 
are issues of the data itself, and issues 
related to calculating interview com
pletion rates. 

3. Ease of use. At the end of the 
day, all of this must be usable or 
achievable at a cost which facilitates 
making money. It has to be efficient. 
Our firm builds with graphical inter
faces for the survey setup process, as 
well as for the respondent. Therefore, 
we can usually set up and execute 
studies at costs which increase prof
itability for the research company. 

4. Purpose. What types of surveys 
are better suited to Web interview
ing? As you know, nearly all of the 
work, time and cost on the technical 
side of Web surveys is in setting them 
up. Therefore they are more useful 
for projects with larger numbers of 
respondents, or with easy setup. 

Because of the questions related to 
knowing who you are talking to, Web 
surveys are particularly good for 
panel-type applications. 

Because both sending an invitation 
and getting the responses are in real 
time, Web surveys are good when 
speed is of the essence. Depending on 
sampling and complexity issues, a 
Web survey can be written, pro
grammed and executed within a few 
days. 

Because of the geographic spread 
of the Web, it is a good medium for 
interviewing low-incidence samples, 
provided there is time for either pre-
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recruiting or live recruiting. 
Clearly, the Web is a good envi

ronment for interviewing on any 
high-tech product, and perfect for 
interviewing on Web site functional
ity, satisfaction, improvement, etc. 

The Web is not good yet for video, 
audio, animation or high resolution 
graphics. However, in a hybrid mode, 
such as with a CD-ROM, the Web 
can do yeoman's work on multime-

dia. (Currently we're working on 
how we can make such a CD-ROM 
one-play only, for security reasons.) 

The Web is not good for very com
plex (high programming cost) sur
veys to be administered to small (low 
ROI) samples. But even small sam
ples can be done efficiently when the 
survey is efficient enough. 

The Web is terrific for getting cus
tomer feedback over a long period 
(e.g., a year), even when there are rel
atively few interviews per month, 
because of the low cost of mainte
nance for a live survey. 

5. Extension. There are two forces 
that may propel Web research into a 
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more integrated relationship with 
marketing. 

First, Web surveys, because they 
are controlled on a central server, are 
only a hair away from one-to-one 
marketing. This depends on customer 
consent to using research for market
ing purposes and other issues, but the 
extension of Web research into one
to-one marketing- especially on the 
Web itself- is probably inevitable. 

Second, Web panels, because they 

Close 
just doesn't 
count. 

OPINIONS UNLIMITED 
A PREMIER RESEARCH CENTER 

FOCUS GROUP SUITES 
TELEPHONE INTERVIEWING 

Three RiveiWay 
Suite 250 

Houston, TX 77056 
713- 888-0202 

and maintain- due to the lower cost 
per transaction in this environment 
- will probably become prevalent 
for many purposes. Among the 
impact we expect these panels to 
have is a significant increase in the 
number of surveys relevant to day
to-day (at least week-to-week) prod
uct development decision-making. 
We expect the surveys to be shorter, 
maybe incidence levels lower, and, 
over the longer term, the stimuli to 
be richer. r~ 
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what w 've 
ned thus far 

a A. Schuldt and Jeffrey W. Totten 

Editor's note: Barbara Schuldt is associate 
professor, computer information systems, in 
the Business Administration Department of 
Bemidji State University, Bemidji, Minn. She 
can be reached at 218-755-2751 or at 
baschuld1@ vax1.bemidji.msus.edu. Jeffrey 
Totten is assistant professor, business admin
istration, in the Bemidji State Business 
Administration Department. He can be 
reached at 218-755-4122 or at 
jwtotten@ vax 1. bemidji. msus. edu. 

0 ver the past 70 to 80 years, the research 
industry has seen a lot of changes in the 
data collection methods it uses . Basic 

data collection methods (mail survey, tele
phone interviewing, mall intercepts , and per
sonal interviewing) were developed, used, 
evaluated, and improved upon. With the advent 
of computer and communications technolo
gies, researchers developed computer-assisted 
telephone interviewing (CATI), computer
assisted personal interviewing (CAPI), di sk
by-mail surveys, and fax surveys as new data 
collection methods. With the growth of the 
Internet and computer networks, we're see
ing a steady stream of research into the use of 
e-mail as a data collection tool, along with 
Web-based surveys. 

As with fax survey research, most of the 
research on electronic mail as a data collection 
method has been done in comparison with tra
ditional mail surveys . Though Kiesler and 
Sproull did initial work in 1986, most of the 
research has been cond ucted in thi s decade. 
Early re searc h in this decade focused on 
response rates, speed of data collection, and 
advantages and disadvantages of usi ng e-mail 
as a data collection method (see Parker, 1992; 
Wal sh, et al., 1992; Schuldt and Totten, 1994; 
Thach , 1995 ; Oppermann, 1995 ; and Schuldt 
and Totten, 1997). 

Research in the last half of this decade has 
expanded the exploration to include the fol
lowing: re ponse quality (usually measured 
by item nonresponse), survey costs, personal
ization of e-mail, prenotification, and 
reminders (see Tse, et al., 1995 ; Mehta and 
Sivadas, 1995 ; Bachmann, Elfrink and 
Yazzana , 1996 ; Flaherty, Honeycutt and 
Powers, 1998; Tse, 1998; Weible and Wallace, 
1999). E-mail has also been considered in con
ducting quantitative research studies on the 
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Internet, along with Web survey sys
tems, Web CGI programs, and con
verted CATI and disk-by-mail meth
ods (see Eaton, 1997; Watt; 1997; 
Weissbach, 1997; Dodd, 1998; and 
Sudman and Blair, 1999). A number 
of companies now offer both e-mail 
and Web-based survey development 
services. 

E-mail offers researchers a number 
of attractive advantages, the two 
biggest being very rapid surveying 
and low cost. What is questionable at 
this time is the response quantity (i.e., 
response rate) and response quality 
of the e-mail method. Multiple con
tacts of respondents appear to increase 
e-mail response rates, as they do for 
other methods. Given the lack of 
anonymity of e-mail, researchers also 
need to stress confidentiality more 
with this method. Monetary incen
tives are a problem with e-mail, so 
other forms of incentives need to be 
developed and tested. 

Standardization efforts 
Thus far, out of convenience to 

some degree, and the likelihood of 
finding universal e-mail access and 
addresses in this type of industry, col
lege and university faculty and deans 
have been identified as the popula
tions for many of these studies. What 
happens when we look at other indus
tries? Individual companies often 
have their own networks of e-mail and 
other computer technology/software. 
How likely are researcher to find 
companies in the same industry using 
e-mail technology that would facili
tate surveys via e-mail? 

What about consumers? More and 
more people are getting on-line to 
explore the Internet. It is estimated 
that approximately 25 percent of the 
world's population is currently using 
e-mail. How many are likely to be 
using one particular e-mail system? 
How can the researcher get access to 
this system? 

Don Dillman, an expert on the mail 
survey method, has turned his atten
tion to this new data collection 
method. Dillman and his co-author, 
David Schaefer, set out to establish a 

Not just 
Another Pretty Interface. 

Ci3 CAT I for Windows functions with the 
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methodological procedure for using 
the e-mail method, as well as experi
menting with a multiple method strat
egy (see Schaefer and Dillman, 1998). 
Paper and e-mail modes were used in 
different combinations and contacts 
(prenotification, survey, reminder, fol
low-up survey). The mixed-mode 
strategy is recommended for e-mail 
surveys, where the use of paper sur
veys to reach those sample units who 
are not yet reached by e-mail remedies 
the "coverage error" (as Schaefer and 
Dillman call it) encountered by 
researchers who target populations 
other than university professors. 
Intere tingly, Schaefer arid Dillman 
found that e-mail works better than 
mai I as a prenotification device for 
subsequent surveys. Also, they con
firmed what previous researchers had 
tentatively concluded: The survey 
time frame should be speeded up for 
e-mail tudies. In other words, preno
tification, survey, reminder and fol
low-up survey can be done within I 0 
to 14 day , whereas traditionally such 
a time frame would run three to five 
weeks. 

What's next? 
More research, of course! 

Seriously, though, we have much yet 
to learn about using e-mail as a data 
collection method. We need to test 
response quality and quantity on 
more diverse populations and on pop
ulation with le s e-mail access. We 
need to test incentives on e-mail 
respondents. I there some way to 
transmit the equivalent of a monetary 
incentive via e-mail? Perhaps we 
need to work with our information 
systems colleagues to standardize 
electronic mail systems, so con
structing e-mail surveys will be eas
ier, and responding to those survey 
will, more importantly, be easier. We 
also need to test longer question
naires, especially ones that include 
complicated skip patterns. What can 
be done to alleviate the anonymity 
problem and provide some measure 
of privacy for respondents? How can 
we reduce the self-selection bias and 
make the results more generalizable 
to the populations being studied? Our 
work on this new method of data col-
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lection , and its relative, Internet sur
vey , i far from being finished. Also, 
on the horizon is interactive televi
sion. Will interactive televi sion be 
another medium for researchers to 
use for data collection? r~ 
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U
sing e-mail for business-to-busi
ness market research is still in 
its infancy. Consumer research, 

however, seems to be another story. I 
don't know about you, but every week 
at least one survey request lands in 
my e-mail in-box. Several purport to 
be biz-to-biz but are actually con
sumer surveys in disguise (or some 
kind of hybrid). You know the kind: 
"Say, if you've got a home page and 
are looking for more hits, go to 
www.xyzandabc.com and tell us all 
about yourself so we can sell you our 
dirt-cheap services . If you do, we'll 
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throw your name in the hat for our 
drawing of a Palm Pi lot." 

Everyone talks about e-mail as the 
"killer app" for business. Let me tell 
you why I call it the "guerrilla app" 
for primary business-to-business mar
ket research. Yes, it's cool, easy, 
cheap, fast and effective. But it also 
comes with some pitfalls. 

By the way, don't get me wrong: 
the Web i a powerful tool for con
ducting primary and secondary busi
ness research. We daily plumb the 
depths of the exponentially-expand
ing Web's secondary resources- our 
bookmark file has several hundred 
URLs sorted into several dozen cate
gories. We're also aware of the 
numerous vendors who will set up a 
Web-based survey for you (on your 
own site or theirs) and even collect 
the responses and do the analysis for 

you. Web surveys are definitely way 
cool, but it's not a con i tently easy, 
fast, or cheap means of surveying. 
(Although it is the best way to go if 
you're anticipating hundreds of 
respondents: replies can be pro
grammed for easy export into your 
favorite relational database.) And 
they come with their own pitfalls. 
Trade-offs are an inevitable fact of 
life. 

One of the reasons I prefer e-mail 
surveys is that they are a much more 
personal mechanism, i.e., coming 
from me, with my e-mail return 
address, to you, at your personal e
mail address. You don't have to take 
the extra step to fire up your browser 
if you're using Notes, Eudora or 
another non-Web mail program. As a 
bonus, you've got a copy of what 
you've sent (unless you've set your 
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options to "delete on send") to com
pare with the summary of the survey 
re ults you ' ll receive after the tudy 
is completed (a frequently-used 
incentive, noted below). 

The information or intelligence 
we ' re talking about are the usual 
suspects : intelligence on bu siness 
cu tomers and channels , markets, 
industries , technology development 
and legislation. In this globalizing 
environment , this research is not 
limited by geographic boundaries, 
however. Kuala Lumpur and the kid 
next door cost the same to access 
electronically. Many of the tradi
tional processes for developing 
research surveys still hold true in the 
virtual world, i.e., carefully defin
ing objectives and appropriate pop
ulation segmentation. 

E-mail has tremendous value for 
researching " the voice of the cus
tomer" -providing you do it right. 
What's right? And not-so-right? Let 's 
look at some "right" ways of going 
about guerrilla (e-mail) business-to-

OBJECTIVE: 

business research. 
• Finding the right people to survey: 

Who are they? Where are they? If you 
want to contact those in-the-know 
about industry trends, try the on-line 
press. I've found dozens of editors 
and journalists on-line who are ready 
and willing to answer a few e-mailed 
question s . An example : We were 
asked to determine the readiness of 
the American marketpl ace in accept
ing a new safety feature for their cars. 
What better place to start than auto
motive writer s for new spapers? 
Here 's a great resource: American 
Journalism Review, which lists 4,925 
newspaper s on-line at : 
http://ajr.newslink.org/news.html. 

Discussion groups don ' t all focu 
on kinky sex or video game . 
Professionals have been known to fre
quent serious di scussion li sts. How 
do you find busines people who fit 
your desired demographics? One of 
my favorite search engines is HotBot 
(www.hotbot.com). Click on "di s
cu ss ion group s" ju s t under it s 
"search" button to bring up the di s-

Unsurpassed client setVice. 
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cuss ion group search function and 
type in a keyword or phrase such as 
" machine tools" - whi ch I did in 
mid-May, and found several differ
ent f o rum s, in c ludin g 
a! t.machines .cnc, sci .engr.an alysis, 
ott.forsale.other, among a half-dozen 
oth e rs, with to pi cs ra ng in g from 
"wanting to buy" to "he lp wanted" 
and "sol ving mechanical engineering 
problems." 

I maintain multiple li sts by " ni ck
name" in my e-mail address book ; 
many are members of various com
mittees of profess ional , technical and 
trade associations I belong to . With 
their permission, I send periodic sur
veys on a wide vari ety of issues. You 
can build a great resource file thi s 
way. 

Please, please, please ... if you use 
thi s technique, send the urvey "To" 
yourself and " bee" your ni ckn ame 
li st. You don' t want to alienate your 
would-be respondents by broadcast
ing their own and every other Tom, 
Dick and Harri et 's name for all to see 
(not to mention annoying the recipi 
ents who need to scroll down ... and 
down ... and down the page to see what 
it is you 've got to say) . If you' re on 
any personal li sts, you know what I 
mean: forwards of forwards of for
ward , a ll w ith the ir ow n e ndl ess 
stream of names . Si gh. 

• In th e ri g ht numbe rs: Cast of 
thousands? Or smart targeting? How 
many is enough, and what' s a waste? 
If you ' re doin g con sumer surveys , 
you 've got a pretty good idea of what 
numbers you need for stati sti cal sig
nifi cance. Some business-to-business 
research isn' t th at much diffe re nt. 
One company, fo r example, might se ll 
indu stri al suppli es (fairl y low pur
chase order va lue, large number of 
customers and a healthy amount of 
repeat business). Another, an e ng i
neerin g company with major infra
structure contrac ts such as building 
an airport or a dam, needs to obtain 
bu s iness inte lli gence o n each a nd 
eve ry c usto me r - th e prove rbi a l 
market segment of one. 

Let me point you to one of the very 
bes t arti c les I ' ve seen anywhere on 
thi s topi c. It ' s f ro m the Jul y 1998 
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issue of lnte1personal Computing and 
Technology: an Electronic Journal 
for the 21st Century and it 's called 

" What Sample Size is ' Enough' in 

Internet Survey Research ?" 

The Web address 

(http:/ I jan .ucc. nau .ed u/ % 7Ei pet-j 

/1998/n3-4/hill.html) is certain ly a 

handful to type, but well worth it. The 

real beauty of the Internet as a 

reso urce is in its ability to hotlink to 

references, and this article more than 

proves the rule. Go thou and read. 

• Asking the right questions: Ask 

permission first? Or just send them? 

It depends. You don't want to be 

accused of spamming. My ru le of 
thumb is this: for two to five ques

tions, just send them; ask permission 

if the survey is long. 

Here are two (disguised) examples 

of pre-survey inquiries: 

I am conducting an e-mail study on the mar
ketability of high speed gears and would appre
ciate your input. It has 11 questions and takes 
about five minutes. We 're offering a summary of 
the results to those who participate . Please let 
me know if you or any of your staff would like to 
participate . Thanks very much! 
Joanne Gucwa 
President 

Hey game-software designer! We've designed a 
brief survey that 'll be a blast to fill out and will 
help us fine-tune a new product. Please under
stand we 're not selling anything , and because 
we 're not sending this out to the great masses 
in cyberland , we'd sure appreciate if you 'd take 
a couple of minutes to fill in the blanks. We 
promise not to release your address or bug you 
with information on our product once it comes 
out unless you check the [O .K.] box at the end 
of the survey. 
Just hit "reply" and type an X in the [boxes] that 
apply or type in your comments. Once you're 
done, hit "send " and we're out of your hair. 
Enjoy, and THANKS!! 

• In the right way: Set the stage? 

Provide an incentive? Make it easy 

and entertaining? Or get right down to 

bu s iness ? Busy "w ired" executives 

get hit with dozens - more like hun

dreds , actually - of e-mai ls every 

day. With the digital equiva lent of the 

TV remote (the trash icon or de lete 

button), their attention to your mai l is 

in the realm of littl e more than 

nanoseconds. How do you capture 

their attention? 

First, do not shout IMPORTANT 
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MESSAGE!! in your subject header 
- unless you want them to mistak
enly think you're touting a new porn 
site. We've found that "Request for 
assistance, please" gets more atten
tion and results than any other head
er we've tried. Once your respondent 
opens your mail, state your business 
in as few words as possible (see the 
first example in the previous section). 

Incentives are frequently used in 
all modes of business-to-business sur
veys, although the electronic form 
makes it that much easier. There's lit
tle better incentive for a businessper
son to respond than the promise of a 
ummary of the survey results (bye

mail or attachment). 
(A caveat or two about sending 

attachments: these files may be 
stopped in their tracks at corporate 
firewalls as a security measure; those 
that get through to your respondents 
may never get opened for fear of hid
den macros. My virus alarm was actu
ally set off by an Excel attachment 
accompanying a software associa-

tion's mailing.) 
At our corporate Web site, our 

Guestbook form (through which we 
request basic demographic informa
tion) asks an "extra credit question": 
"If there were one thing you cou ld 
do to improve your business, what 
wou ld that be?" We've tried it withe
mail surveys as well. There aren't 
many executives who can resist this 
playful throwback to their dear old 
school days. 

• At the right time: Set a deadline? 
Or ask for immediate reply? Our 
experience has been that for e-mail 
surveys, nearly 95 percent of the 
responses we're going to get (without 
an extra reminder nudge by e-mail or 
phone) are received within 48 hours. 
We've actually received responses to 
short, four-to-six-question e-mailed 
surveys in as little as I 0 minutes after 
sending them out. 

By the way, for customer 'atisfac
tion/customer loyalty surveys, what 
better positive impact than to shoot 
off an e-mail survey soon after a sale 

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

(or even during the life of a longer
term contract)? 

• With the right vehicle: "Cold" but 
targeted e-mail? (That is, e-mail that's 
targeted to a specific person but sent 
without having a prior relationship or 
contact with that person.) Web site? 
Part of electronic newsletter? Mixed 
media? In business, one size doe not 
always fit all. 

"Cold" but targeted e-mai I works 
fine for most, but be flexible. We've 
had cooperative respondents ask us to 
send them a fax version of the survey. 
They didn't want to take the time dur
ing the day and preferred filling it out 
on the commuter train ride home 
(never mind that they could have 
printed out the e-mail version them
selves). Of course, we comply. Just be 
sure to include your return fax num
ber on the document. Interestingly, 
we've never had someone ask if we 
had a Web-based version. 

If you se nd periodic e-mailed 
newsletters to customers or clients 
who also fit your target audience, let 
it do double duty by including your 
survey. Ask that they copy and paste 
the survey portion into a new message 
rather than just hitting the "reply" 
button. Thi s saves electrons and you 
the time it takes to wade through the 
non-survey material. 

A word and big caution about for
matting an e-mailed questionnaire. 
Those nicely aligned boxes and 
columns are not going to translate in 
the plain vanilla ASCII text format 
that many e- mai I programs use as a 
default. Here's a way around that. 

Directions: please place an X inside 
the brackets 

Number of employees (select one) 

[ ]1-1 0 
[ ]41-60 
[]101-200 

[ ]11-20 
[ ]61 -80 
[ l 201-400 

[ ]21-40 
[]81-100 
[ ] More than 400 

You can still dress up an e-mail sur
vey. Use symbols such as asterisks or 
plus signs. Hyphens or underscores 
don ' t work as well visually, and be 
sure not to use equal signs because 
they translate into an awful mess. 
Send it to yourself and keep tweaking 
until it works. 

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



I mentioned reminder nudges ear
lier. Even though virtual is cool, easy, 
cheap and fast, we all live in the real 
world too. Sometimes you've just got 
to pick up the telephone. It 's better 
than 50 percent effective, especially 
with people we already know. 

You can conduct e- mail focus 
groups through an e-mai I di scuss ion 
li st, using majordomo or other soft
ware. While e-mail is not exactly real
time compared with Web-based chat, 
it does offer a number of advantages: 
flexibility for those who aren't avail
able at a set time, and typing speed is 
not a factor. Oneli st is a free service 
that allows you to create your own 
li st or join a current one. It boasts of 
more than 17 million daily e-mail 
exchanges. Check it out at 
www.onelist.com. 

• To get the right re s ult s : 
Confidence level and validity. It 's 
important to understand that the on
line population is a segment, it is not 
the total population in most cases. 
There is real dan ger in trying to 
extrapolate to the whole of the seg-
ment what is just the on-line portion, 
i.e., food proces. ors who are also 
wired. 

Another caveat: there is sti II a siz
able population of middle-aged exec
utives with e-mail addresses who 
never touch the keyboard . Their sec
retaries print out important e-mails 
for dictated repli es to be typed and 
sen t. Sometimes thi s is not relevant, 
but oftentimes it is. This is why I like 
posting to discussion groups or con
tacting active participants privately. 
At least I know the respondents aren't 
hiding behind secretarial skirts (or 
trousers). So, depending upon your 
need to apply your findings to the 
entire population , both wired and not
yet, you may want to incorporate tra
ditional processes in your survey mix. 

One of the reported drawbacks of e
mail surveys compared with Web ver
sions is that transferring the data for 
analysis is a far more tedious process. 
Working with e-mail responses does 
take a few more steps , but it 's not 
nearly as labor-intensive or prone to 
key- stroke error as working with 
paper. You can individually copy and 
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paste each data element of every 
response into a spreadsheet or rela
tional database, but that 's still a lot of 
work. 

Here's what we do. We et up a new 
mailbox and create filters in our e
mail program (Eudora Pro, Version 
4.1) so all incoming surveys auto
matically transfer into that mailbox. 
Once the targeted number of replies 
are received, we open the entire mail
box in a spreadsheet program such as 
Excel or Quattro Pro. The next step is 
to create a title and column headings 
for each data point. We then highlight 
and delete the rows with the headers 
and other non-relevant data for each 
record. 

For "select one" questions in a row 
format (as in the "number of employ
ees" example above), de lete a ll 
options other than the one selected. 
Now, highlight each record and select 
the "switch columns and rows" to 
align the responses to fit under the 
correct column heading. The data can 
now be sorted or the spreadsheet can 

be saved in comma-delimited form 
for exporting into a relational data
base (already set up with matching 
column headings and data type). 

This process will not work as eas
ily for "check as many as apply" 
questions. You wi ll need to work with 
those questions separately, placing 
the mu ltiple re pon es in the appro
priate column, directly under each 
other. You will also need to create 
your database with mu ltiple tab les, 
linked in a "one-to-many" format and 
then copy and paste the re ponses 
into each appropriate table or into a 
main/subform template. 

Pleasantly surprised 
All in all, e-mail surveys are more 

of a do-it-yourself, quick-and-dirty 
means of conducting business-to
business market research. When your 
need to know is urgent and number 
you are surveying is small, give the 
guerrilla app a try. Dollar for dollar 
and hour for hour, you'll be pleas
antly surprised. r~ 

.-------------------------------------------------------------

Lots of questions? 
We have answers. 

Our Customer Satisfaction 

Surveys will keep you informed on 

how your customers fee l about 

you . Us ing advanced data mining 

and modeling, we can uncover Hidden 

Loyalty Drivers, so you can manage your 

custome rs wisely. We can Find Your Lost 

Customen, determine why they left and what 

will get them back. We will help protect and expand your existing customer base, 

and Define New Markets for your services and products using proven research 

t echniques and Quality Data Collection within specific markets or an entire 

industry. 888-816-8700 

POLARIS MARKETING RESEARCH 
www.polarismr.com Your compass for the marketplace. 
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Editor's note: David Bradford is 
vice president/director of VRROOM, 
the Virtual Research Room, a New 
York-based provider of on-line quali
tative market research resources. He 
can be reached at 212-390-5633 or at 
dbradford@vrroom.com. 

T
he growth of Internet usage, com
bined with technological 
advancements, has re ulted in a 

rich source for highly targeted market 
research subjects. Recruiting for on
line tudies has become more sophis
ticated and diversified than the options 
available in the early days of Internet
based market research. Recruiting for 
on-line studies using the variety of 
options available i not recommended 
for those unwilling to devote the 
resources required. The choices avail
able include recruited panels, opt-in e-
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mail list rentals, numerous Web-based 
incentive marketing programs, ran
dom intercepts of Web site visitors, 
and Web sites that have collected per
sonal information from their users. 

There are advantages and disad
vantages to each method of recruiting 
which determine how appropriate 
they are for each study. 

• Panels recruited for market 
research. In the early days of Internet 
recruiting, panels were created using 
Web-based advertising, or postings, 
that offered compensation for partic
ipation in on-line studies. This method 
allowed a market research firm to 
build large pools of indi vidua ls avai l
able to respond quickly to the 
demands of on- line market research. 

It soon proved that these specially 
constructed panels had certain draw
backs. Advertising to recruit the panel 

and a system to collect, store, and 
update this information were unavoid
able expenses. To keep the panel 
members sat isfied, it was essential to 
provide them with enough studies, or 
they were likely to drop out of the 
program. Many panels experienced 
rapid growth, but also massive churn 
rates , as unmotivated prospective 
respondents moved on to other panels 
for compensation, or changed e-mail 
addresses. Some recruited panelists 
were " profess ional" survey takers, 
and would supply whatever informa
tion they thought would make them 
more attractive for studies. Personal 
Web sites and newsletters promoted 
these panel s as a way to earn easy 
money. 

To prevent oversensitizing panel 
members, it became important to limit 
the number or frequency of studies, 
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You just can't get more accurate, on-target results than those from OAC. We are the one
stop-shop for your telephone interviewing, data management and data processing needs. 

We know what is important to you. Accurate, reliable data that is delivered on time and 
within budget. It is that simple. In order to give you what you need, we make the calls, 
penetrate your sample, process the collected data, then give you trackable results to 
ensure the success of your project. 

OAC is the leader in CATI/Predictive Dialing integration. This means we offer the 
latest and the fastest technology available which translates to cost-effective interviewing. 
Our high technology means greater talk time for better results. All this combined 
guarantees you one-complete-package that can stop on a dime. 

If you're considering telephone interviewing firms, consider OAC. 

We're OAC-Opinion Access Corp. 
We hear you. 

Telephone Interviewing 

Data Management 

Data Processing 

Data Collection 

CAT/ System 

Predictive Dialing 

Bi-lingual Capabilities 
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even if it resulted in higher attrition. 
The use of contests offering cash 
awards or prizes instead of paying for 
a completed study helped establi sh a 
fixed incentive co st for a study. 
However, this reduced the numbers of 
people willing to participate for a 
chance to earn something instead of 
the instant gratification for their time 
invested . 

A number of panel s created specif
ically for market research studies 
exist. It is important to have a good 
understanding of how often they 
update member data, remove dupli
cate listings, and how it i validated 
for accuracy of supplied information . 

• Recruiting from opt-in li st rental s. 
As the Internet population increased, 
a new opportunity for recruiting 
emerged with widespread use of e
mail. E-mail is a powerful new way to 
reach the on-line user, but unsolicit
ed e-mail , or spam, has proved to be 
a very negative method of recruiting. 
The acceptable alternative method to 
reach on-line users is opt-in li sts of e
mail users who sign up for various 

Web-based se rvices and ag ree to 
rece ive sel ecti ve e-mail s from the 
provider as they register. A number of 
highl y targeted opt-in e-mail li sts are 
avail able which can provide indi vid
ual s willing to participate in on-line 
studies . The cost to rent the li st adds 
to the bas ic costs of recruiting, and 
may increase the time required fo r 
both screening and validati on. Due 
to the pri vacy agreements assoc iated 
with these li sts, there are usuall y strict 
limitations on their usage, and access 
to personal information is restri cted. 

If you plan to use such a li st fo r 
recruiting, investigate the company 
carefull y, find out how long they have 
been doing thi s, and veri fy they are 
using only opt-in individuals. 

• Recruiting from opt-in panels. 
The emergence oflnternet-based loy
alty marketing or incenti ve programs 
has resulted in large databases that 
are rich in personal informati on mak
ing it easy to locate highl y targeted 
individuals. In these programs, users 
earn points, frequent fli er mil eage, 
credits, and other types of Internet 

If your 
I; '' 

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

Consumer Opinion Services 
................ -. ... vveanswertoyou 

12825 1st Avenue South Seattle WA 98168 
206-241 -6050 FAX 206-241 -521 3 
Ask for Jerry or Greg Carter http ://www.COSvc.com 

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

currency by visiting Web sites, read
ing targeted e- mail s, and purchas ing 
fro m parti cipat ing sponsors. These 
rapidl y growing, self-sustaining pro
grams feat urin g buil t- in in ce nti ve 
prog rams are potenti al sources of 
hi ghl y targeted on-line use rs with 
multipl e f il te rin g a ttribu tes . 
Incenti ves fo r market research study 
parti cipati on can prov ide members 
with additi onal point-earning oppor
tuniti es, and a new revenue stream 
for the programs. Many of these indi 
viduals wo uld be di ffi cult and time
co nsumin g to rec ruit usin g oth er 
methods. 

It is importa nt to determine how 
reli able these database are, and how 
fas t prov iders can respond fo r studies 
requiring fas t turnaround . There is 
usuall y a set-up charge to use the 
panel, and the conversion rate for dol
lars to in ce nti ve poi nts will va ry 
widely. Another consideration is the 
time and effort required to establi sh 
the relati onship and negoti ate terms 
fo r use in market research tudies. It 
is also more complicated to conduct 
lo ng itudi na l s tudi es unl ess th e 
researcher is able to capture person
al info rmation fro m the respondent. 

• Recrui ting fro m random Web site 
intercepts. A valuable way to prov ide 
research from ex isting Web site traf
fic evo lved with the use of random 
intercept banners inviting visitors to 
parti cipate in surveys . These banners 
pop up fo r the user who visits the site 
in a preset rando m pattern . Thi s ban
ner asks if the visitor woul d like to 
part icipate in a short survey. If they 
accep t, th ey are I in ked to a page 
where the use r fill s out sc ree nin g 
questions tha t can be used to identi 
fy and qualify potentia l respondents 
fro m ex isting Web site traffic. The 
survey has to be short since most peo
ple will not be motivated to parti ci
pa te w it ho ut co mp e nsa ti on . An 
exception to thi s is when the indi vid
ual fee ls strongly enough about the 
subject and wants to prov ide their 
inpu t. A number of methods ex ist for 
cap turin g th is in fo rm at ion on an 
ongo ing basis fo r a va ri ety of appli 
cati ons. 

Thi s may not be an effective way to 
rec ruit certa in ty pes of s tudi es . 
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Unless the site traffic is sufficient, it 
may not be possible to determine the 
time required to locate adequate sam
ple sizes. It differs from placing an 
ongoing invitation on the site to par
ticipate in a survey, where there is 
not random sampling. It is also 
important to determine where the vis
itors are in a ite when presenting the 
banner, as people come to the Web 
site for a variety of reasons that may 
be important in the design of the 
study. 

• Recruiting using Web data cap
ture. As Web sites grow more sophis
ticated and valuable for a company, 
an increasingly important source for 
individuals to study is their site's vis
itors. These visitors can be organized 
and utilized to study a variety of 
issues including customer service, 
consumer needs, customer satisfac
tion, proposed site redesign and 
developments, core customer con
cerns, and a multitude of others. 
Methods exist that will help a Web 
site better serve its visitors while at 
the same time building a variety of 
prospective panels for future studies. 
These panels wi ll grow ever more 
important for companies to increase 
their understanding of these cus
tomers in the digital age. 

Continue to emerge 
Recruiting for on-line stud ies is 

now avai lable from a variety of 
sources, and new ones will continue 
to emerge as the Internet grows and 
evolves. The purpose of a study and 
the type of indi vidual attributes 
desired wi ll influence the se lection 
of sources that are avai lable to 
accomplish the object ives. 
Validation of any on-line recruiting 
source and the prospective individu
als it produces will remain an impor
tant cons id eration in on-line 
research. On-line recruiting requires 
careful planning and proper alloca
tion of resources to be successful. 
More sophisticated recruiting meth
ods and advancements in technology 
herald even greater opportunities for 
future market research studies with 
ever-greater numbers of potential 
respondents. r~ 
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If you collect 
it, MERLIN will 

tabulate it! 
• No other tabulation and analysis software on the market approaches 

tasks in the powerful way of the MERLIN Tabulation System;M the 
"industrial-strength" solution for market research. 

• No other tab system allows full manipulation of tables as well as 
of variables. 

• No other tab system has all of the "extras" already built in. 

• No other tabulation system will increase your company's tabulation 
productivity and flexibility like MERLIN, both today and in the future. 

A wide variety of data formats 
can be imported into the 
MERLIN Tabulation System™ 
Because MERLIN does not have a CATI inter
viewing component, we have to try harder to 
interface with existing CATI software. 
MERLIN will import a wide variety of 
standard PC file formats and text from 
many different CATI software suppliers. 
The import of standard fixed and "free
format" data files handles many situa
tions; MERLIN can exploit data in 
dBase, Excel and SPSS formats. CATI 
data and text can be imported from 
ci2/ci3, Research Machine QSL, 
QUANTUM Axis definitions, TELE
SCRIPT, QUERY and the world
wide SSS standard. In addition, 
MERLIN MAP and DLB (Title/ Labe1J 
file standards allow easy cus
tomized MERLIN setup of almost 
any survey data source. If MERLIN 
does not import your data for
mat, he can be taught to do it. 

MERLIN will read and edit Web 
survey data, no matter what ••• 
With the advent ofWeb Interviewing, we are 
seeing data files that contain very large and 
often disorganized data records. The people 
writing the Web surveys are not necessarily 
research professionals! The MERLIN MPE 
editor will read and edit data records up to 

32,000 characters in size. MERLIN has the 
ability to derotate, unscramble and 
otherwise extract the information 

from the mass of data that is 
often dumped into HTML -pro

duced survey data files. 

The DAYAN guarantee 
We at DATAN guarantee that MERLIN 
will meet or exceed your expec

tations on Price, Performance and 
Support. Please contact us to discuss 
our total commitment to maximizing 

the quality of your tabulation and 
analysis activities. Of course, user 

references are available upon request. 

DATAN,Inc. 
Princeton NJ USA 

Data Analysis Systems and Services 

FOR MORE INFORMATION, CALL TOLL FREE 

1-800-220-7036 
39 



Editor 's note: Bill MacE/roy is pres
ident of Socratic Technologies, Inc. , a 
San Francisco-based research firm. He 
can be reached at 415-648-2802 or at 
bill. mace/roy@ so tech. com. 

A 
the demographics of the Web 

inch closer to resembling those of 
the general population , the use of 

new on-line form s of marketing 
research is growing rapidly. With it 
grows the sophistication of the tech
niques used to conduct these studies. 
Unlike the early ' 90s, when the array 
of on-line survey development tool s 
was extremely limited , many more 
options are now available. 
Researchers are now less con trained 
by the shortcomings of the medium 
and can once again concentrate on the 
higher value-added functions: 
research design and analysis of 
results. Better matches between the 
research objectives, technology and 
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budget are now available. 
This article will describe some of 

the common forms of both quantitative 
and qualitative on-line re earch be ing 
used for commercial applications and 
will discuss specific trade-offs between 
research design flexibility, degree of 
control, relative cost and speed. 

In general, there are seven current 
methods/technologies for conducting 
on-line research projects. These range 
from the most basic, least costly meth
ods (e.g., text e-mail) through hi ghly 
sophisticated, and relatively expensive 
form s: 

• e-mail (text); 
• bulletin boards; 
• WebHTML; 
• Web fixed-form interactive; 
• Web customized interactive; 
• downloadable surveys; 
• Web-moderated interviewing : chat 

interviewing and other discussion 
formats (qualitative). 

E-mail (text) 
One of the earli est methods for con

ducting surveys over the Internet or 
ove r a company's internal system 
(intranet) is the simple text-based e
mail survey. These surveys can be gen
era ll y thought of as on-line paper-and
pencil surveys. 

Like a traditional mail survey, there 
are few, if any, interactive contro ls or 
logic testing. The who le survey can be 
seen by the respondent at once; there is 
no ability to screen out unqu alifi ed or 
sec urity-risk respondents during the 
survey. Respondents can change their 
answers at any point in the survey and 
can actuall y change the word ing of the 
questions to reflect what they fee l is a 
"better question." 

Early forms of text e-mail surveys 
had no automated data accumul ation. 
Thi s meant that the researcher had to 
receive thee-mails, print them out and 
re-enter the data into standard data-

www.quirks.com Quirk's Marketing Research Review 



BELLVIEW WEB. RAISING 
THE STANDARD OF ON-LINE 
INTERVIEWING. 

The standard of on-line interviewing has been set 

for all others to follow. Our new Bellview WEB open 

software lets you take full advantage of low-cost, fast 

and easily accessible interviewing on -the Internet. 

Bellview WEB is the future of internet interviewing. 

Surveys are written in Questionnaire Specification 

Language (QSL). This means that you need no specialist 

knowledge of HTML to design a survey, and makes 

Bellview WEB fully compatible with the entire range of 

Pulse Train software. As a result, a wide variety of survey 

methods such as CATI and CAPI can be used together 

with Bellview WEB to conduct your interviews. And you 

gain from far more powerful features than you would if 

you created your questionnaire using HTML alone. Plus 

almost any browser gives an individual access to your 

on-line survey. 

Click onto Bellview WEB for total flexibility. You can 

view up-to-date results and carry out instant analysis, 

the minute an interview is completed. With information 

stored in an ODBC compliant database, data can be 
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base format. Newer software allows ferences are useful for a "modified graphics and other vi ual sti muli can 
the researcher to encode a survey for Delphi method " for collecting be incorporated in the original ques
semi-automatic data accumulation as responses over time. The technique tion , the format of the reply system is 
the return e-mail is received. involves inviting people to a specific fixed and not very flexible. 

On the plus side, e-mail surveys are Web site where a di cu sion topic is Thi s technology is very good when 

very easy, cheap and very li3WIIINIIIIIIII!Irlllmi-----------------~J:i:i'CI~·, a panel of experts or beta 
fast. Almost anyone can doe- testers need to po t quick 

mail surveys with little or no ,_ ·---~ reaction s or discuss 
formal training. The costs are ,., ·-·- impression with others. 
very low and the return speed ~--·---vH_tCS~..a.V'JI.f6535& - do... The method combines 

is very fast. (In some cases, ·-s.:.'::...."-:'.;::"..;;.";.::"'~.:':.. ... .::: e lements of both quanti-
"'"Y"•J1'Uf~ Mak•tt.nlht,.Pycooc~~n~thetun~ty 

we 've seen e-mail surveys ......... ..,m...... tative and qualitative 
completed and returned with- techniques and the con-
in 12 minutes of the initial versational transcript 
sending.) provides extremely rich 

The ideal use of this form data. Intere st ingly, 
of on-line research seems to respondents taking on-
be for internal corporate sur- ould':~ ... ..., ...... "'"' •. -..,ho,... ............. ....., line surveys of any type 
veys. This is primarily 3 Tho,.......,,".-' tend to give much longer 

lla)Too_, 

because these audiences tend II:::--.,:,:.,,........... verbatim comments in 
to behave better (e.g., follow • v ................ ? response to open-ended 

II a)TooMuc:h ~ 

instructions , fill-in relevant questions than tradition-
information, skip questions An example of an e-mail survey. (Source: Socratic Technologies/Decisive Survey) al method survey takers. 
that don't apply, not change 
questions, etc.) than external audi
ences. Even with these groups, an e
mail survey should be short (i.e., less 
than 20 questions). When respondents 
have been asked about likelihood to 
participate in future surveys using var
ious on-line techniques, e-mail has 
the lowest rate of future participation 
interest. When probed for reasons as 
to why future participation likelihood 
is low, "too boring" is a frequent com
ment attributed to e-mail surveys. 

Bulletin boards 
Another on-line research form that 

falls into the "moderately easy, fast 
and inexpensive" category is bulletin 
board research. Bulletin board con-
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posted. As people respond to the ques
tion(s), others can eventually ee what 
others have written and respond to the 
original responses. In this way, the 
thread of the conversation weaves 
back and forth like a low-motion 
focus group. 

Putting up a bulletin board is not 
difficult, but does take more ski II than 
creating an e-mail survey. Unlike 
other forms, there is no automated 
data accumulation of which we are 
aware. Consequently, the cost of this 
technique is somewhat higher thane
mail - particularly due to the time 
needed to handle the comment tran
scripts and code responses for any 
quantitative appraisal. Although 

WebHTML 
The most common form of on-line 

surveying is the flat HTML survey 
form. By our est imates, almost 80 
percent of all survey data being col
lected on-line is being done using 
these forms. Almost everyone who 
has regi stered at a Web s ite is famil
iar with these types of s urvey s. 
Characteristically, these surveys take 
the shape of a long, s ingle page on 
which the respondent clicks buttons 
and boxes, fills in text boxes, and 
eventually submits the information 
all at once. 

The HTML form survey requires 
additional programming skill to cap
ture the data upon its ubmi ss ion. 
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Why do vlafton come to a webllte? 

We'll JUr1 by erkitwyou to !'lUbow uteftll itwouldbetoyou oryourorplizationto undcntnlwltiml)'pel ofwebtitawori<bett 
IN why ll'om their um pcnpcctivet. Plaoerllte how uteftll it would be to you to have IIWWen to nc:h of the followinl IJielliOIII 
about u1er prefa-enca for the dift'ern typet of webtite? P~ utc the ~e~~en poirt ecole ll'om Not • •II ueei\JI up to l!xlnmely 
U1e:t\JI. 

Whir we uletl' fiVorite !)'pel ofWWW 1ita IN why do they fl\lor tbem1 
Not at all Utcfld r r r r r r r Extremely Uld\JI r Don't Know 

Whir proportion of web UICI'I make on-line tnn11ctio111. on whim !)'pel of 1itet lmd how often do they do they make tnllllcti0111? 
NotatiiiUieful r r r ,.. r r Exttemelytlleful r Don't'Know 

Whieh kindl of 1itet will UICI'I ecpect to UIC for purclwe tnllllcti0111 over the IICld 12 mondll1 
Not.at•IIU1e:t\JI r r r r r r r l!xlranelyUICIIJI r Don'Know 

Whieh kindl of1itet do UICI'I expect to bepenonlliad-·thlt I• to brina topther the Illest infonnllion from elltepiet theUICI'hll 
pre-1elected in • perlonllized paae on your 1ite1 
Not at all UICIIJI r r r r r r r E>Citandy Uae:t\11 r Don't 'Know 

Whim kindl of 1itet do u1er1 expect to ~n<k their previou• vi1i11 and IUaaeot ,_ p .... to vi1it? 
Not at all U1e:t\JI r r r r r r r &tremely Uae:t\11 r Don't Know 

How widapread i1 rurrert vi1itor UIII&C of "pulh" tecmology and how well do u1e11 like It? 

Although 
these surveys 

· have no true 

J 
interactive 
controls (no 
true skipping, 
no way to 
limit answer 
changes, no 
real-time error 
checking, etc.) 
these 1 i mi ta-
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An example of a fixed question format survey. (Source: Website Surveys & Sales) dous flexibili-

This is usually done using CGI (a 
scripting-language that reads the data 
into a database when it is received). 
As an alternative, some new hybrid 
software packages can be used to 
both generate the HTML code and 
automate the accumulation of data 
upon its submission. Either of these 
extra steps adds to the time and cost 
needed to field a survey using this 
technique. 
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ty of design 
that can be achieved. Graphics, audio 
and video clips , animation and many 
other multimedia forms of stimuli can 
be used. For quick studies that don't 
require complex logic, the HTML 
form-based survey can be a faster, 
lower-cost alternative to more sophis
ticated techniques. 

We find that these types of surveys 
are very good for user registration 
and profiling studies and/or for stud-

ies requiring exhibits, but no com
plex logic or controls. 

Web fixed-form interactive author
ing tools 

Another new form of on-line 
research is being driven by survey 
authoring tools. Many of these tools 
have been developed from previous 
generations of software used to con
duct computer-assisted telephone 
interviews (CATI) or disk-by-mail 
(DBM) studies. They have been 
adapted to "play" questions on the 
Web the same way they would play 
for an interviewer at a tele-polling 
station. 

The big innovation is the option of 
allowing the individual researcher to 
construct highly sophisticated studies 
for the on-line environment. These 
software packages put many of the 
sophisticated controls that have been 
available for phone studies since the 
late '70s directly into the researchers' 
hands. Most of these tools exist as 
packaged software programs that the 
researcher uses on his or her own PC. 
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As an alternative, several interesting 
new Web sites have emerged which 
allow the author to design the 
research on-line without the need for 
loading the de ign software. 

The reason why these tools are 
referred to as "fixed format" is that 
they typically limit the range of 
options in which the urvey can be 
displayed. Some packages have a 
very specific way in which each type 
of question must be designed and/or 
displayed. Others are more flexible in 
terms of layout, but limit the number 
of questions that can be displayed on 
each Web page. Either of these alter
natives limits the design flexibility 
of these tools. Software in this cate
gory ranges from very easy to use 
(but not very powerful) to extremely 
powerful (but not easy to use). For 
now, the individual researcher will 
have to choose between these two 
problematic alternatives. 

Using these tools to create the sur
vey does not always mean that the 
researcher can control the whole 
research process. Few of these tools 
allow the researcher to "host" the sur
vey they've created on their own 
internal servers (the equipment used 
to directly connect to the Internet). 
Most software firms will offer low
cost hosting services on their own 
ervers, but won't (usually can't) 

allow self-hosting. Of those software 
manufacturers that do allow self-ho t
ing options, the cost i usually quite 
high (in the range of $30,000 to 
$60,000). Unless the researcher is 
doing 10 to 20 medium-sized surveys 
per year, the economics of self-host
ing are usually prohibitive. 

Web customized interactive pro
gramming 

The most powerful and flexible of 
all on-line surveying options are 
those that involve the custom pro
gramming skills of highly skilled 
technical people. They also tend to 
be the most expensive. Like the 
fixed-form tools, custom program
ming provides all of the modern 
technical controls (screening, skip
patterns, logic, error-checking, etc.), 
but also offers many other tricks and 
options that allow the researcher the 
highest level of flexibility currently 
available for design and functional
ity. 

Flexibility in layout is one of the 
chief benefits of this option. Unlike 
fixed-form tools, question/response 
styles, backgrounds, graphics, etc., 
can be more flexibly chosen to best 
meet the aesthetic wishes of the 
researcher. There are also benefits 
associated with extended function-
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ality such as running a live Web site 
for evaluation within the survey 
frames, running procedures such as 
file downloads during the survey or 
creating dynamic and more descrip
tive navigation messages. 

Increased flexibility and control, 
however, come at the expense of 
time and cost. Custom designed sur
veys take about twice as long to pro
gram as those using fixed-form tools 
and can be twice as expensive as sur
veys authored using fixed-form 
tools. Time and cost can also be 
affected by the degree to which cus
tomizations yield complex data 
structures which must usually be 
manually tested. Hosting custom 
programmed surveys is almost 
always done on the programmers' 
servers. 

Downloadable surveys 
Another on-1 i ne survey method 

attracting attention are surveys that 
are downloaded from the Web and 
run on previously installed software 
provided by the researcher. This 
shifts the computing tasks from the 
on-line server to the respondent's 
PC. Once pre-loaded, the survey 
software can then read much small
er files that the respondent down
loads from the Internet. The result is 
surveys that run in a very similar 
manner to the fixed-form interactive 
surveys. Once the survey ha 
"played" on the respondent's PC, a 
data file is created which can then be 
uploaded the next time the Internet is 

accessed. 
Another variant of this methodol

ogy are completely custom pro
grammed surveys that can be down
loaded for single-use surveys. This 
technique give the research the 
most control and flexibility of any 
option mentioned in this article -
primarily because the survey can 
take full advantage of controls, logic 
and other functions available with 
the PC's operating system that might 
not be supported on the Web. 
Examples of this type of functional
ity might include time exposures or 
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live color calibration. 
All downloadable studies tend to 

be more costly and time-intensive 
than other form of on-line research. 
In some instances, they can also 
require a greater level of respondent 
sophistication in order to install soft
ware and correctly handle the data 
upload process. If the survey soft
ware must be downloaded in order to 
take the survey, the time requirement 
(from 20 minutes to two hours) may 
di courage some respondents. 
Allowing the respondent to complete 
the survey off-line (rather than col
lecting the data I i ve) and then re
establish the data up load connection 
can also lead to delays and lost sur
veys. 

Typically, we see this form of on
line re earch being used with panels 
or pre-recruited groups who regu
larly communicate with the survey 
organizer. 

Web moderated interviewing: chat 
interviews and other discussion 
formats (qualitative) 

The last form of research that is 
taking place on-line are the qualita
tive, real-time chat interviews. 
Although some people refer to these 
as on-line focus groups, we believe 
that they are significantly different 
in style and output to warrant a dif
ferent cia sification. 

In the e chat interview , the logic 
and control mechanisms are supplied 
by a highly skilled human modera
tor. People enter the interviewing 
chat session and then type the 
answers to questions posed by the 
moderator. While the re ults from 
traditional focus groups can be high
ly influenced by the skill of the mod
erator, these on-line chat sessions 
are doubly tricky. Just as the tradi
tional moderator must control the 
overly enthusiastic participant, the 
on-line moderator must control the 
"tyranny of the fastest typist." 

The key benefits of chat inter
views are highly related to the non
physical nature of the medium. By 
conducting these discussion on-
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I i ne , respondents from far-flung 
regions can be brought quickly 
together with no facility or travel 
expense. Session moderation fees 
are generally higher than tho e for 
traditional focus groups (due to the 
increased technical kill require
ments), this is usually offset, how
ever, by the previously mentioned 
cost savings. Pre-recruiting non
panel participants to any form of on
line study remains as expensive as 
recruitment for traditional studies. 

Broader range 
New methods and technologies are 

giving researchers a much broader 
range of options for conducting 
research on-line. Expense and timing 
considerations can be better matched 
with need for controls and flexibili
ty in questionnaire design i sues. At 
last, the objectives of the research 
can be the key focus of the activity 
without the limitations of the medi
um playing a dominant role in the 
assessment of options. r~ 
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Editor's note: Beth Clarkson is a 
Wichita, Kan. -based independent 
consultant. She can be reached at 
316-688-0729 or at beth@jeist.com. 

s a researcher, you know how 
time-consuming and expensive 
it can be to conduct surveys. The 

Internet is changing that fact by pro
viding a fast and inexpensive way to 
contact people with your questions 
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and get their response . People 
answer by computer, so their 
responses can be automatically added 
to your database ... no data entry has
s le and no waiting. Finally, the 
Internet allows you to build an 
unprecedented amount of flexibility 
into your surveys. You can collect 
data from a broad variety of people, 
yet still get the kind of detailed infor
mation usually available only through 

extensive pre-screening of respon
dents. 

Of course, there are some difficul
ties. Aren't there always? Internet 
respondents may and probably do 
form a biased group. Therefore you 
can't automatically extrapolate the 
results to a more general population. 
Anonymity is harder to guarantee and 
a lot of people won't believe you even 
if you do promise it. And if you 
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Where do you get your data? 
Online research takes connections. 

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

With over 20 years of traditional research 
experience and four years of Web-based 
research, we know how to field your 
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suite of research tools built specifically to 
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interface to test Web sites, ads, concepts, 
and other visual and audio creative. 

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

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

Contact Amy J. Yoffie at: 908-232-2723 or 
ayoffie@researchconnections.com 
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live demos of our tools. 
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haven't worked with the Web before, 
it can be difficult to get started. 

Luckily, there are ways to deal with 
all of these problems. 

Who's doing surveys and why 
There are a variety of reasons to 

put a survey on the Internet. A com
mercial site may want to establish the 
demographics of those who visit in 
order to help sell advertising on their 
site. Some Web surveys are aimed at 
researching the potential market for a 
new product or service, while others 
are establishing whether or not cur
rent customers are satisfied. 

Dr. William Hammers of the 
Clearwater, Kan.-based Advanced 
General Aviation Transport 
Experiment (AGATE) consortium 
says the organization decided on an 
Internet survey to conduct market 
research after determining that the 
profile of people who buy and fly air
planes and the profile of people who 
are on the Web are a very close match. 

Drug tore.com, a Bellevue, Wash.
based Internet retailer, is using peri
odic surveys to stay in touch with 
its customers. Such surveys, says 
Stephen Jensen, Drugstore. com's 
market research manager "are a nat
ural extension of how we would 
communicate with our customers. 
It's not as intrusive as a phone sur-

vey, it allows customers to complete 
the survey on their own and when 
it's convenient for them. It's given us 
some great feedback on our cus
tomers." Jensen is very pleased with 
the response rates of 30 to 40 per
cent. 

Internet surveys are becoming 
common as more and more compa
nies are providing computers, e-mail, 
and Internet access to their employees 
as a standard part of doing business. 
Many organizations are finding that 
such surveys are a fast and inexpen
sive way to reach their employees and 
solicit their opinions. The University 
of Wisconsin- Madison used eListen 
software from Tustin, Calif.-based 
Scantron to set up a survey on the 
workplace for its information and 
technology group. The Internet was 
considered a natural choice because 
everyone already had access to the 
Internet, so it was easy and conve
nient to send the invitations by e
mail. 

Tara Wolfe, president of 
International Survey Systems (ISS), 
Bellingham, Wash., has a client using 
Internet surveys to assess the return 
on investment for training and evalu
ate the effectiveness of different 
courses. Because the client's employ
ees are used to working on their com
puter desktops, an electronic survey 
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fit nicely into their flow of work. 

Hosting the survey 
There are a number of problems 

that can come up with hosting the 
survey, including making sure that 
your survey will work with a wide 
variety of browsers, some of which 
may be quite old. One way to avoid 
these problems is to have a vendor 
host the survey. Drugstore.com chose 
to have Scantron host its surveys. "At 
some point we will move to hosting it 
on our site, but right now we are 
focused on our Web store," Jensen 
says. 

An additional consideration for 
intracompany surveys is confiden
tiality. "People still have the same 
old confidentially issues ," says ISS 's 
Wolfe. "They are probably a little 
more nervous about electronic sur
veys." Given the current publicity 
about privacy on the Internet, partic
ularly when using your company 
computer and account, this is a real
istic concern. One of the ways Wolfe 
decided to help her client with that 
issue was to host the surveys through 
an outside company, which helps 
people to feel more confident that 
their comments will remain confi
dential. 

Internet survey design 
The usual steps in doing a survey 

are slightly different for Internet sur
veys. The first phase - developing 
the survey itself - is still there, but 
surveys designed for the Internet are 
usually a little different from those 
developed for other media such as 
pencil-and-paper. Sure, you can take 
a paper-and-pencil survey and load it 
onto the Web, but you're not taking 
advantage of the Internet 's unique 
capabi I i ties. 

The administrative step is sti II there 
too, but with the right software, it 's 
easier. Wolfe found this to be one of 
the key advantages of using software 
to develop Internet surveys. "Once 
the set-up and prework is done, the 
administration is really fast and easy 
compared with traditional paper and 
pencil. Input and analysis of results 
and even the distribution is so much 
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easier." 
If you want to get a good response 

to your survey, it needs to load as 
quickly as possible. People won't 
wait ; they ' ll move on to another Web 
site. Graphics and other fancy stuff 
increase the time it takes the survey 
to load. Although it 's tempting to 
make your backgrounds beautiful , 
a ll those graphics can be a problem. 
What wil l the background and font 
look like on different browsers and at 
different font sizes? Best to choose 
something that will look good and 
load quickly no matter what kind of 
computer set-up the respondent has. 

"Our own reaction at the beginning 
was to design a fairly fancy ques
tionnaire," says Bob Tortora, chief 
methodologist at The Gallup 
Organization . " You ' re much better 
off using a very plain questionnaire 
- something that looks like a mail 
questionnaire. When you start getting 
fancy, you start slowing down trans
mission times." 

Make it easy to respond as well. 
It's a lot easier to click on a response 
than it is to type one in. Match the 
entry mechanism to the question . Use 
radio buttons or drop-down menus 
for a single response, check boxes for 
multiple answers . It's useful to 
include an option for "other" respons
es , but few people will use it, so it 
needs to be supplemental , not part of 
your core data . 

Radio buttons are best with five or 
fewer answers to choose from. More 
than that, and a drop-down menu is 
easier to use. For really lengthy li sts 
with short identifiers , such as the 50 
states, it's wise to all ow respondents 
the option of typing in the two-letter 
abbreviation rather than forc ing them 
to scrol l through the li st all the way 
down to Wyoming. 

Make sure you ' re aware of any 
default answers. A common mistake 
for inexperienced Internet survey pro
grammers is to unintentionally have 
the first response in a li st become the 
default answer. This can serious ly 
skew the results. It isn't a problem if 
you use survey design software that 
avoids such errors automaticall y, but 
if you're doing the programming 
yourself, you' ll need to test for thi 
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potential flaw. 

Advantages of Internet surveys 
Internet surveys have some real 

advantages over other methods of col
lecting data, particularly with regard 
to interactive branching. Such branch
ing allows you to target the questions, 
or even which urvey the respondent 
receives, based on the answers they 
give to earlier questions. 

The survey I developed for the 
AGATE consortium presents pilots, 
former pilots, and potential pilots each 
with a different set of questions. Such 
branching is transparent to the respon
dent. They answer a question at the 
beginning regarding their experience 
and desire to be a pilot and thereafter 
they only see the questions that are 
applicable to them. 

ISS is using 60 different surveys in 
one current project. "Each of those 
surveys is customized for the course 
taken," Wolfe says. "It's very easy to 
do a lot of customization and not as 
confusing to administer that volume 
of surveys. If a person responds with 
option A on particular que tion, the 
software allows you to open up a dif
ferent set of questions. It's really user
friendly for the respondents." 

How easy it is to do such branching 
depends on the software you are 
using. Some programs can't do inter
active branching. You can program 
branching logic for a urvey in Java 
(this is what the AGATE team did) 
but it may require a considerable 
amount of time and effort to do so. 

Another technique developed for 

the Internet is to use random numbers 
to present each respondent with a par
ticular subset of questions rather than 
expecting each person to answer all 
questions. It allows the surveyor to 
collect a large amount of information 
without burdening respondents with 
excessively long questionnaires. 

This technique is particularly useful 
in determining prices. Given a selec
tion of prices and asked "What would 
you pay?", people typically give 
answers at the low end of the price 
range. A yes/no question about a spe
cific price, whi le more accurate, only 
yields information about that particu
lar price. By using random numbers to 
present each survey respondent with a 
specific price, and asking if they 
would pay that much, you can build a 
pricing curve for the market potential 
of the product or service by looking at 
the percentage of positive responses at 
each amount. 

The AGATE survey at 
http://apats.org/ uses a combination 
of such techniques to tailor the ques
tions presented to each survey taker. 
The result is that, while the survey 
comprises over I 00 questions, no one 
person see more than a few dozen. 
"It's very efficient for people to take 
the survey," says Hammers, "yet we 
gather a large amount of data." 

Internet surveys virtually eliminate 
data entry. Responses can go directly 
into your database. Essentially, the 
people taking the survey are perform
ing the data entry task for you, includ
ing typing in any text responses. 

Because users are putting their data 

directly into a computer, the answers 
can be automatically checked for 
validity. You can make sure that a par
ticular question has been answered if 
that data is crucial, or check to make 
sure that the response falls within pre
defined values. While you can't 
screen out all errors, you can elimi
nate a great many, up front. If the 
respondent has neglected to answer a 
key question, the program can let 
them know and they can make a cor
rection on the spot. 

You can program your survey to be 
availab le in a variety of languages if 
you feel that the app li cation warrants 
it. Some programs will facilitate this 
and allow you to store phrases that 
are used regularly in your surveys. Of 
course there are Internet tools which 
al iow users to tran late Web pages 
into their native tongue if necessary, 
although the automatic translators do 
sometimes come up with some inter
esting interpretations. 

Explanations and graphics can be 
integrated into your survey without 
detracting from the overall flow. This 
can help confused respondents under
stand questions, terminology, and lit
erally see what you mean. On the 
other hand, since tho e explanations 
are on ly accessed when needed, those 
who don ' t need them are not distract
ed or slowed down by having to read 
through definitions of terms they are 
already familiar with. 

Biased results 
Biased results are the most poten

tially devastating problem associated 

POWER TOOLS FOR SURVEYING 
·~ Questionnaires to Analysis 

"- Paper - Web - Phone 
\.... il 

·· .~ 

50 

Survey Pro'' and SurveyHost. com'' 

Whether you're a market research consultant or Fortune 100 manager, we have tools for streamlining 
and powering up your projects. For 8 years we've been tuning survey software and Web survey hosting 
services-always with an emphasis on real-world projects and guided by user feedback. It's gotten to the 
point where an ad isn't enough room to say what we do, so drop us a line, give us a call or visit our web 
site to see how we can save you time, money, and a whole lot of frustration. 

c2Apian Software (800) 237-4565, (206) 547 - 5321 \) sales@apian.com 1 www .apian .com1 www.surveyhost.com 
Source 46 7 

www.quirks.c!lm Quirk's Marketing Research Review 



with Internet surveys. They can be 
handled , but the expense and effort 
involved with th e survey rises. 
However, in a lot of cases, it simply 
isn't an issue. A survey that's placed 
on the Web in order to receive feed
back from Web site customers, such 
as the ones that Drugstore.com is run
ning, is an example of such a situa
tion. 

In other s ituation s , it may be 
acceptable if the demographics of the 
Web are close to the demographics of 
the people you're tryin g to reach , 
such as for the AGATE survey. It was 
felt that the data collected would lead 
to good insights regarding the poten
tial market and the skewed demo
graphics could be corrected by using 
statistical techniques to weight the 
actual responses to bring them in line 
with the demographics of the popu
lation at large. 

If you do need scientifically accu
rate results, it is poss ible to obtain 
them , but the costs go up consider
ably. Gallup is meticulous in its use of 

the Internet in order to guarantee the 
authenticity and scientific validity of 
their results. The company first qual
ifies all respondents with a short 
phone interview. After that , the qual
ified recruits are sent a letter with the 
site address and a personal identifi
cation number (PIN). The firm also 
sends them $5 cash for completing 
the survey. All of that is done to 
increase the response rate. Using the 
PIN, Gallup can determine who has
n' t completed the survey. After two 
weeks, they receive an e-mail 
reminder. If they stopped before com
pleting it, they can log back on and 
finish. 

An internal corporate survey may 
or may not be appropriate to place on 
the Web, depending both on the com
pany and the employees being sur
veyed. Boeing Company, for exam
ple, has used the Internet for surveys 
designed for managers and profes
sional workers who are provided with 
computers and Internet accounts by 
the company, but when surveying fac-

tory floor employees who may not 
have the access and equipment, the 
more traditional pencil and paper 
methodology prevails. 

A matter of time 
If you're not using the Internet to 

conduct surveys yet, it's only a mat
ter of time. While the Internet will 
never entirely replace the more tradi
tional forms of communication, for 
surveys or anything else, if you plan 
on doing market research in the 
future , you need to be looking into 
how to make use of the Internet now. 
Sure, problems exist, but that 's true 
with every methodology. The prob
lems can be dealt with. 

The combination of access, conve
nience, and low cost give the Internet 
some major advantages in collecting 
information. Add to that the flexibil
ity and ease of use that can be pro
grammed into Internet surveys and 
it 's a winning combination for market 
researchers. r~ 

HOW MUCH CAl YOU SAVE 
AT A NICKEL A lUMBER? 

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

SAMPLES 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. 
Call STS now at 1-800-944-4-STS. 
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Editor 's note: Steve Wygant works 
in the assessment office of Brigham 
Young University in Provo, Utah, 
teaches research methods at B YU, 
and consults on Web/e-mail research 
methodologies for clients of Western 
Wats Center, a Pro vo-based data col
lection and processing company. Ron 
Lindorf is president of Western Wats 
Center. 

When Yahoo! released its li st 
of Most-Wired Colleges in 
May 1999, one uni versity in 

Utah pushed the top of the national 
li s t. Bri g ha m Youn g University 
(BYU) shines as an example of net
work infrastructure. The majority of 
its dorm rooms are wired and two
thirds of its on-campus computers 
are available 24 hours a day for its 
nearly 30,000 students. The unprece
dented access to thi s highly wired 
and relatively stable population of 
18-24-year-olds allowed researchers 
to investigate some of the most hotly 
debated topics in the emerging arena 
of Internet research. What they found 
about response rates, turnaround 
times and data validity might sur
pri se you. 

There is no question that data col
lection via the Internet has been gain
in g popul ar ity, yet no one see ms 
completely sure what to make of data 
gathered usi ng the Web. Harri s Black 
and a handful of other industry lead
ers have staked the ir future on Web 
s urveyin g, but other mark e t 
researchers are more caution in their 
approach to Web surveyin g method
ology. It isn' t the degree of difficul
ty -gathering data via the Internet 
is technologically easier than tradi
tion a l meth od . The mo st heated 
debate ri ses around validity - are 
data gathered via Web s ites as valid 
as data gathered through more tradi
tional means? Are self-selection bias
es and other sampling errors intro
duced by collecting data in a self-
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administered, electronic venue? Can 
the projectability of data gathered this 
way be trusted? 

Last October, researchers in BYU's 
assessment office set out to test some 

..... __ , .,.~- ;.... - _. ·"DamOI ~ i..'" . 
---~ - ..- .-

Percent male 
Percent female 
Age 

boxes and a self-addressed, postage
paid return envelope. 

Web versus mail respondents 
The demographic data gathered 

Web ---- -.ar 
39% 34% 
61 66 
18.5 18.6 

Rating of comfort using computers (1-7 scale) 5.8 5.6 
Hours using a computer per week 

of the e issues. By conducting a split
method survey of the school's on
campus residents, they were able to 
te t the impact of two different meth-

Table 2 

N (sent out) 

Returns 

Response rate (Final) 

Days elapsed until 80% of final 
response total was received 

ods of data collection on self-selec
tion and sampling bias. Identical 
questionnaires were constructed, one 
electronic and the other on paper. The 
questionnaires were split randomly 
between electronic and mail admin
istrations and sent to 2,600 BYU dor-

llllit ~ 3 ·' '· ·:;' ·.-

10.9 9.4 

show some interesting differences 
between the two respondent groups. 
Both samples included a greater pro
portion of females, reflecting the 

Electronic Mall 

1,270 1,299 

629 410 

50% 32% 

2 22 

same proportions found in campus 
housing in general. However, a slight
ly higher proportion of males 
returned the survey in the electronic 
mode than the paper mode, suggest
ing a greater likelihood for 18-24-age 
males to respond to a survey elec-

El ctronlc Mall 

Percent responding to all four open-ended items 93% 93% 

Average words per response to open-end items 31 .1 22.1 

mitory residents. All potential respon
dents had both private university-pro
vided post office boxes and e-mail 
accounts. Respondent in the elec
tronic sub-sample received an e-mail 
invitation to complete the question
naire, with an embedded hyperlink 
that, when selected, linked immedi
ately to the Web-site containing the 
questionnaire. Respondents in the 
paper-pencil sample received the 
standard printed invitation letter and 
questionnaire in their campus mail-

tronically. Interestingly, while stu
dents who responded via the Web or 
mail report similar levels of comfort 
u ing computer , tudent who 
responded electronically report using 
the computer about an hour-and-a
half more per week than their paper
pencil counterparts. This might sug
gest that those who are heavier com
puter users are more like ly to answer 
an electronically administered sur
vey. However, it more likely reflects 
the greater proportion of male respon-
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dents (who reported more hours of 
computer usage) in the Web sample. 

Benefits of Internet-administered 
surveys 

On analysis, several definite bene
fits to Web-administered surveys 
emerged. Of particular interest is the 
response rate, the turnaround time, 
and the open-end quantity. 

• Response rates. As shown in 
Table 2, a sign ificantly greater por
tion of respondents comp leted the 
questionnaire via the lnternet. Of 
I ,270 respondents solicited via e
mail, a lm ost 50 percent (629) 
returned the survey. The numbers 
were significantly lower for the mail
out group, only 32 percent (4 1 0 of 
I ,299) of respondents returned the 
questionnaire. Findings prove that 
Web-based surveys are convenient 
for the respondent as we ll as the 
researcher. 

• Turnaround time. Wh il e 80 per
cent of the total Web surveys 
returned were done so within two 
days, it took 22 days to reach the 
same sample penetration point in the 
self-administered paper-pencil for
mat! Furthermore, the e lectronic 
methodology returned an abundant 
64 percent more completed ques
tionnaires than via the mail method 
(see Table 2). 

• Beefier open-ends. As shown in 
Table 3, the same percentage of 
respondents in the two groups 
answered al l four open-ended items 
on the survey (93 percent). However, 
the total open-end word count on the 
Web questionnaire averaged almost 
50 percent higher than those from 
the paper-pencil group! For 
researchers who are constant ly bat
tling to get more verbatim informa
tion using self-administered ques 
tionnaires, Web-based administrat ion 
may provide this additiona l benefit. 

Checking data validity 
Of course , none of the practical 

benefits of electronic data co llection 
would mean much if the data from an 
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electronical ly administered survey 
were of questionable val idity. To this 
end, researchers analyzed the mean 
responses from the Web-adminis
tered questionnaires with those from 
the mailed surveys. Comparison of 
responses to the closed-ended items 
between the two methodologies 
revealed nearly identical patterns and 
the study methodology was not 
shown to influence responses in any 
way. Therefore, for this population, 
data from an electron icall y adminis-

tered ver ion of the survey has hi gh 
projectability across the study popu
lation. 

Conclusions for research practi
toners 

Several co mpelling benefits of 
using electronic data collection 
methods to gather data from an 18-
24-year-old, computer-conversant 
and educated population, are appar
ent for astute research practitioners. 

• Imm ediacy : Using this e-

Announcing Choice-Based 
. Conjoint (CBC) 2.0 

The most advanced system for conjoint/choice analysis 
from Sawtooth Software is now also the easiest to use. 

Interview Paramete1s 
Questions 
Accumulate AddihoMI 
Tables 
Counts 
Compute Uhhhes 
Run Manager 
M111ke! Sildat01 

Markel Srmulator 

r--~-~-:---,. Scenerio: Scenerio2 

Utility Run: Main Effects Only 

Product Simulation Settings 
Simulation Mode. Simulation 

Model: Share of Preference 
NoneWeigti: 1 

Exponert: 1 

Product Specifications 

Brand Performance Price 
Product 1 2 2 1 
Product 2 2 

Product 3 

Shares of Preference for Products 

Product 1 21 .13 

Product 2 29.65 
Product 3 44 .20 

None 4 63 

• System capacity: 10 attributes/15 levels each, described with text, graphics, video or 
sound; 10 demographic questions or link with Ci3 for more 

• Four randomized design methods. Fixed choice tasks also may be specified 
• Generates computer-based or paper questionnaires 
• Analysis via Counts or Logit (including interactions) 
• Flexible market simulator for investigating share predictions and what-if scenarios 
• Advanced modules available: Latent Class and hierarchical Bayes estimation (CBC/HB) 
• Download free demo at http:/ /www.sawtoothsoftware.com/trial.htm 

Sawtooth Software Inc. 
530 West Fir Street • Sequim, WA 98382-3209 

360/681-2300 • 360/ 681-2400 (fax) 
http:/ /www.sawtoothsoftware.com 

Computer Interviewing • Conjoint • Cluster Analysis 
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mail/Web-ba se d approach, ly one-sixth the cost of the mail try. As demographics of Web users 

researchers at B YU have been able to 

provide near real-time data for last

minute information needs and for 

major policy deci sions within just a 

day or two of request. Recovering 80 

percent of response data within two 

days could become the client bench-

administration. 

• Project execution: E-mail recruit

ment and Web-based data co ll ec ti on 

has allowed a small assess ment team 

to cover a lot of g round in a short 

time. From June 1998 throu gh May 

1999, two full-time researchers have 

mark for data delivery in the near conducted 27 e lectronicall y-admin -

future. 

• Response rates: Response rates 

for survey research are of course 

dependent on many more factors than 

mode of data collection. Instrument 

length , sample characteristics and 

interest in topic all affect how willing 

people are to respond. However, the 

higher response rate in thi s matched 

sample suggests the potential for a 

powerful benefit from electronic data 

collection. 

• Cost reduction: Make no mi stake, 

there is substantial initial investment 

in setting up shop to collect survey 

data electronically. Software pur

chase or development, server acqui

sition and maintenance and technical 

staffing are all significant expenses. 

However, over the long run electron

ic data collection seems more cost 

effective - in thi s case, total esti

mated project costs for the electron

ic administration were approximate-

istered survey projects, from inst ru 

ment des ign throu gh data analysis. 

In thi s 12-month time span, they have 

delivered a combined tota l of over 

50,000 questionnaires to a wired 

popul ation 35 ,000 students, faculty 

and staff, and completed data anal y

s is a nd reporting of over 12,000 

respondents; with a staff of two, and 

a minimal budget to match ! 

For market researchers, thi s is a 

comparative study amon g a narrow 

but important segment of Web users, 

with an arguably dated , yet proven 

technology - m a il s urveys. But 

hasn ' t the Web in recent years been 

made up of hi ghl y fragmented and 

pre-disposed sets of people , be th ey 

home computer ow ners , the hi ghl y 

educated, s li ghtly more mal e, e tc. ? 

Census Bureau and Harri s Bl ack fig

ures suggest th at the population of 

Internet users is becoming inc reas

ing ly similar to the rest of the coun-

... We Solve Research Problems. 

A team of experienced Web professionals 
and market researchers, working with 

our own advanced Web software, 
delivering hassle-free results for 

you and your clients. 

Call us. We have the answers. 

SWI T T 
••s•••·• ·••••·•• 

www.swiftinteractive.com 
(508) 497-2545 

are found more truly representative 

of the American population, smart 

researchers will take adva ntage of 

Web research to provide timely 

Census Bureau 
and Harris 
Black figures 
suggest that 
the population 
of Internet 

• users 1s 
becoming 
increasingly 
similar to the 
rest of the 
country 

in for mation inexpensively to their 

c li ents. 

The result s of this BYU study 

show that research practitioners can 

have increasing confidence in their 

cyberspace data co ll ect ion, at least 

for those target audiences on the Web 

that can be identified and reached 

e lectro ni cally. Coupled with some of 

the practical adva ntages to Web 

research - at least compared to 

P o ny Express mail methods

greater confidence in the va lidity of 

data might mean researchers can 

have their cake and eat it too. r~ 
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Internet researcfi 
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Editor's note: Chris Grecco is 
director, quantitative & Internet 
research, and Hal King is managing 
partner, at King, Brown & Partners, 
a San Francisco-based full-service 
research firm. Grecco can be reached 
at 606-335-1006 or at chris@king
brown.com. King can be reached at 
415-512-1040 or at hal@king
brown.com. 

I
ndustry analysts estimate that more 
than a third of U.S. households 
currently have and use an Internet 

connection. When home penetration 
is added to work-based access, at 
least half the adults in America use 
the Internet on a regular (daily or 
weekly) basis for a growing variety of 
information communications, enter
tainment, and transaction purposes. 
The Internet is now much more per
vasive than televisions or telephones 
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were at a similar stage in their devel
opment, and is clearly becoming 
much more of a part of people 's dai Iy 
li ves than could have ever been imag
ined by its inventors. 

Until recently, much of the 
Internet's appeal has been based sole
ly on e-mail communication and 
searches for per onal and profession
al information . Indeed, many people 
only use the Internet to receive and 
send e-mail. For example, AOL's chat 
rooms are among the most popular 
of its many services. Our own Web 
usage surveys now find " personal 
research" as a leading application of 
the Internet. Increasingly, the Internet 
is used as source of "pre-transaction" 
information to discover details about 
products and services even when the 
actual purchase is made through tra
ditional distribution channels. 
However, using the Internet routine-

Iy for broad scale e-commerce and 
entertainment purposes still lags 
information and communication 
applications for important reasons. 

While the internet - and specifi
caJiy the Web- has held the promise 
of delivering highly interactive mul
timedia content, until recently these 
widely publicized benefits were sim
ply not available because of reliabil
ity, bandwidth , privacy, and security 
constraints. Even though leading
edge Web sites began delivering 
audio and vi deo files three or four 
years ago, including on-line gaming 
and music "'channels," most Internet 
users did not have fast enough 
modems or pipelines to have realistic 
access to thi s rich multimedia con
tent. What Web designers and devel
opers discovered is that no matter 
how cool or interesting a digitized 
two-minute video clip might be, most 
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mainstream users were loath to wait 
an hour or two for downloading. 

Playing with fat pipes 
Now, cable, telephone, and other 

communications companies are 
ramping up to deliver new transport 
technologies as quickly as possible. 
Their aim is to provide Internet users 
with the richest experience possible 
- a full VDV (voice, data, and video) 
Monty. In the coming years, more and 
more people will subscribe to high
speed cable modem services like 
@Home and Road Runner or tele
phone based services like DSL, join
ing businesses and institutions that 
have dedicated Internet connections 
through high capacity Tl or T3 lines. 

All of this is especially important 
as we consider the changing compo
sition of the Internet audience. While 
these high-speed services will cer
tainly be of interest to current users , 
they will also be important in bring
ing the next wave of customers to the 
Internet. Today's Web surfers have 

accrued their experience using per
sonal computers at work and at home, 
but most of those who initiate access 
in next few years will be PC novices 
at best. Many others may not use PCs 
at all and instead will employ any of 
a number of alternative devices like 
WebTV, Worldgate, or gaming plat
forms like Sega's new Dreamcast to 
access the Web. 

Multimedia research needs 
High-speed access will necess itate 

a substantial reconfiguration of the 
Internet 's content. Multimedia files 
will certainly become much larger 
and more complex. Currently hun
dreds of companies provide special 
software or browser plug-in s that 
allow Internet users to access any 
number of advanced applications like 
large audio and video files, 3D graph
ics, and streaming media. In most 
cases, plug-ins must be downloaded 
and installed before certain multime
dia and graphics files can be viewed 
or heard. An increasing number of 

C:ON...JOINT ONLINE 

Conjoint Online has adapted Sawtooth Software's 
ACA interviewing module for use on the Web. 

HERE'S HOW IT WORKS 

>- DESIGN AN ACA SURVEY AT OUR WEBSITE FREE 

>- TEST IT IN REAL TIME FREE 

>- GIVE LIMITED ACCESS TO COLLEAGUES, CLIENT FREE 

>- CONTACT CONJOINTONLINE.COM TO HAVE THEM POST YOUR FINALIZED SURVEY 

>- EITHER CONJOINT ONLINE OR ANY OTHER WEB SERVICE CAN COLLECT 
REGULAR CLOSED AND OPEN-ENDED INFORMATION 

>- CONJOINT ONLINE GATHERS THE FINAL ACA SURVEY DATA, WITH IMMEDIATE 
OR BATCH DATA TRANSFERS FOR ANALYSIS 

QUICK • EASY • INEXPENSIVE 

Do it yourself, or Conjoint Online can help you at any stage. 

Great for pretests-get respondents' verbatim comments too! 

CCJN~CJINTCJNLINE.CCJM 

standard plug-ins are already includ
ed with the latest versions of Web 
browsers, such as Microsoft's Internet 
Explorer or Netscape's 
Communicator. 

Keeping track of plug-ins is a job in 
itself. The number of choices has lit
erally exploded, as have sites where 
they can be obtained. Netscape li sts 
more than 200 in its browser plug-in 
download area. 

As bandwidth and available media 
options continue to increase, it 
becomes even more important for 
companies of various types to under
stand what multimedia capability 
users have . Further, companies will 
need to know how the need s and 
motivat ion s of Internet use affects 
how sophi sticated users' multimedia 
capabilities are. 

Examples of companies that need 
information on users' plug-in capa
bilities include: 

Portal s and directory sites - Web 
sites that accept advertising from 
many different clients need to know 
what kinds of multimedia ads they 
should be willing to accept si nce they 
will not be able to accept all formats. 

Web advertisers- companies that 
use the Web as an advertising medi
um need to know what multimedia 
formats can be seen and heard by 
users so they can distribute resources 
and efforts accordingly. 

Content providers- Web sites that 
provide content to users need to know 
what types of audio , video, and 
streaming media their site users can 
access. 

Browser companies -companies 
like Netscape and Microsoft need 
information about what the most pop
ular multimedia applications are so 
they can make decisions about which 
plug-ins to include with their 
browsers and which to offer as sepa
rate downloads . 

Users don't know 
Our company, Kin g, Brown & 

Partners, has been conducting on-line 
surveys for three years, and many of 
our projects have focused on helping 
Web sites and Web content providers 
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understand who is visiting their site, 
how atisfied they are with the con
tent, and how the content could be 
improved. In addition to needing 
demographic characte ri s tic s for 
crosstabular or audience segmenta
tion purposes , many sites would I ike 
to know details about how users are 
accessing their site . Thus, we have 
been asking questions about modem 
speed, browsers, and types of plug
ins users have installed. 

In many cases, the result of these 

information against several demo
graphic and behavioral characteris
tics. 

Because of the dismal response lev
els we experienced in asking detailed 
plug-in configuration questions, we 
decided to structure the questionnaire 
a an on-line multimedia test. Web
based survey pages were created 
us ing a series of selected images in a 
broad range of plug-in file formats 
for the test. After giving the page a 
few seconds to load, users were asked 

to answer a very simple yes-or-no 
question: Can you see an image? In 
this way, users who could see the 
image after it loaded clicked "yes"; 
those who could not see the image 
clicked "no" without ever having to 
know or report any technical details 
about their brow er's configuration. 

After each response, the site vi i
tors were moved automatically to the 
next question, that is, the next plug
in test. Because browsers notify users 
if they do not have a plug-in installed 

inquiries have been less than satis- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

factory s i nee most user s s i m pi y 
don't know or care about the inter
nal s of their Web brow ing software. 
In many of the studies we conduct 
for Web sites, "Don ' t Know" or non
response is in the range of 30 to 40 
percent for these configuration ques
tions. Trying to obtain detailed and 
accurate plug-in information is espe
cially difficult since even sophisti
cated users rarely remember which 
plug-ins they have downloaded or 
know which came pre-installed with 
their browsers. Further sti II , obtain
ing information on which versions of 
browser or plug-in software is virtu
ally impossible. Even people who 
know their browser brand (i.e., 
Netscape or MS Internet Explorer) 
have little idea of its vintage. Many 
assume they are using the most up
to-date browser because they have a 
fairly new computer. What they 
don't realize is that new browser ver
sions can be released several times a 
year. 

To obtain more accurate and action
able information about plug-in use, 
we have worked with clients and out
side programmers to devi se new ways 
to obtain important configuration 
data. The following are a couple of 
examples of our new approaches. 

Exampl e 1: obta ining active 
information - taking the plug-in 
test 

King, Brown was approached by a 
client that wanted to know what pro
portion of Internet users could use 
various multimedia plug-ins and 
needed to be able to compare that 
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to play a certain multimedia file, the 
survey programming included 
detailed instructions so that respon
dents would not download the media 
players they needed, to ensure an 
accurate determination of what capa
bilities were actually instalJed. 

We also experienced some of the 
highest survey completion rates that 
we had ever seen. Clearly, viewing 
the plug-in images made the survey 
much more entertaining and interest
ing, helping to accelerate response 
rates. 

Example 2: Obtaining informa
tion passively 

Much of our Web-based research is 
used to build behavioral profiles that 
help determine the utility and appeal 
of site content, as weJJ as navigation 
and performance reactions. When this 
information is combined with other 
assessments, we are able to provide 
our clients the resources for creating 
useful "knowledge bases" about site 
visitors' interests, usage motivations, 

OBJECTIVE: 

and overall satisfaction. When that 
learning is matched with demo
graphic descriptor , a much more 
complete picture of a site 's appeal 
can be developed. 

We have now begun to apply and 
refine a process that goes well beyond 
collecting data by just using a Web 
urvey. Depending on how they are 

programmed, Web servers can pull 
information from users' browsers 
when they visit a site. Browsers can 
reveal important and useful informa
tion about how a site is being used. 
When a user visits a Web site, prop
erly programmed site can determine 
user information such as which Web 
browser and version they are using 
and which, if any, plug-ins they have 
installed. 

We have used a process that wi II 
"poll" survey respondents ' browsers 
when they enter our survey and will 
attach information about their 
brow ers and plug-ins to their indi
vidual survey data files . Attaching 
this information allows us to obtain 

a. 
c 

Immediate access to sample any time of the day or night. 

551 SOLUTION: 
Debra Rosenthal (Director of Field Operations at KRC Research 

& Consulting) - "If the study is for a crisis in communications 
research, we don't have the luxury of time. We need a response 
inunediately. I appreciate the timing that SJ AP offers and its ease 

The orher thing I really like about SNAP is that I can sit 
down at 7:00 in the evening, when 

things calm down. and order 
sample. NAP is there fo r me 
when I'm ava ilable. SNAP is 

wonderful and it's 99.99% 
foolprooP." 

Call SSI for sampling 
solutions at 203-255-4200 or 

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

P Cirtnel s w ilh !) UI l 'ey 

re,earche1s s ince 19 77 

information on multimedia use for 
frequency and crosstabular purposes 
without having to worry about 
whether re spondents know which 
browser or plug-ins they currently 
have installed. In addition to the 
increased accuracy, collecting this 
usage data then becomes a continuous 
process, rather than a random event. 
We believe that fully half the value of 
Web site market research is revealed 
in analysis of trends, for which this 
information is a key contributor. 

Looking forward 
We used to be more cautious about 

forecasting the rate of technology 
innovation, but Web capabilities have 
continued to develop at an astounding 
pace. Still, the speed of innovation 
far exceeds adoption rates , especial
ly since nascent technologies are 
often expensive and unstable. In the 
near future, high-speed Internet con
nections and server-based software 
capabilitie s will sharply reduce 
reliance on users to download and 
in tall new resources. Automated 
updates will certainly become perva
sive as Web marketers build more 
substantial franchises that rely upon 
sophisticated multimedia delivery 
systems. 

The rudimentary nature of Web
based market research is also des
tined to change in response to these 
new capabilities. Researchers will 
need to be as creative and informed 
about Web technologies as their 
clients in order to provide pacing 
market intelligence. 

In our practice. Web designers and 
developers are moving from project
based outsource relationships to full
time staff members. In the near 
future, we expect to deploy fully 
instrumented servers that can be used 
as real-time, interactive laboratories 
to test all or part of a client site . 
Market research has been criticized as 
being too expensive, slow and diffi
cult to apply . We expect that the 
Internet will allow firms to finally 
deliver timely, hi gh-quality, and low
cost market information. r~ 
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Advertorial 

5°/o of consumers account t·or most surveys 
"The research industr;) may be burning out the small 

fraction of heavy responders" (JMR). In-store research 
provides ready access to the rest of· the population. 

Editor's note: Dr. Sorensen lias been a 
market research consultant sillce 1972. 
His jimt, Sorensen Associates Inc, 
specializes in in-store research. 

A
recent study in the Joumal of 
Marketing Research (May 1999) 
shows that "a small percentage 

of the population is comp leting the 

majority of surveys." 

Refusal of consumers to pa11icipate in 
surveys has been a major and growing 
problem for the research industry. In 
Marketing Research (Spring 1998), 

Bearden says that the pool of qualified 
respondents is drying up: "Lack of rep
resentativeness resulting from refusals to 
participate jeopardizes the accuracy of 

survey results. Evidence suggests that 
the decline ill participation rates is 
already occurring and may accelerate." 

This same concern was addressed by 

Brooks in Marketing News (June 8, 
1998): "Consumer cooperation with 
surveys is critical to the accuracy and 
credibility of market research data, and 

the refusal rate continues to climb. Yet, 
no one's really complaining about it. 

No one's losing business over it, so we 
all continue to pretend it isn 't 
happening." 

What to do? 

The CMOR PR approach. The 
Council for Marketing and Opinion 
Research (CMOR) is undertaking a 
major initi ative to increase consumers' 
understanding of research and their 
willingness to pmiicipate. There is both 
a PR component, trying to convince 
consumers that what we are doing is 

good for them; and an improvement 
component, trying to make what we do 
more palatable to the consumer. It is 
suggested that al l quantitative surveys 

include a final standard "satisfaction" 
question. This will be an aid in 
assessing the "respondent-friendliness" 
of studies, which may then be con·elated 

with survey characteristics like time, 
topic, location, etc. 

By Herb Sorensen 

The "already there" approach. Is of what they themselves are thinking 
there a method that already receives a about at the time- RELEV ANCEl And 
high response rate from basically Sorensen's shopper-friendly question
"virgin" respondents? In-store surveys naires are introduced to store patrons by 
as optimized by Sorensen Associates "Consumer Relations Specialists," inter
receive about a 50% initial cooperation viewers specially trained for the retail 
rate, vs. about 5% for simi lar studies in environment. 
malls . This indicates a ten times greater 
sampling penetration for supermarkets 
vs. other research milieus . (For 
shoppers receiving products for in-home 
evaluation, the response rate is typically 

80-90% for this second phase.) 

Why are shoppers more receptive to 
interviews in-store? Survey questions 

make more sense to consumers in terms 

Portland, Oregon Headquarters 
800-542-4321 

Many researchers consider in-store 
methods only when they need access to 
store shelves for purchase behavior, 
category management, etc. However, 

75% of Sorensen's in-store research 
(concept tests, home use tests and other 
consumer focussed research) is done 
solely to reach high quality respondents, 
quickly and efficiently. 

Minneapolis Client Service Office 
888-616-0123 

Check our web service- http://www.mr-online.org 



Editor's note: Jeff Rosenblum is a 
partner in Questus New Media, a 
Sausalito, Calif -based interactive 
marketing agency. He can be 
reached at 415-339-2710 or at 
jeff@ questus. com. 

n the Internet, as in any other area 
of business, to compete success
fully, you must exploit every 

available competitive advantage. One 
way to do this is by using the strategic 
guidance generated by researching 
your target audience. 
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In helping our clients develop their 
Web sites and strategies, our firm , 
Que tus , typically uses a multi-phase 
approach to integrating market 
research. It starts with building a broad 
under tanding of the target audience 's 
perceptions of the overall site concept. 
We then focus on more granu lar issues, 
such a feature development and inter
face design. The methodologies typi
cally u ed are as follows (in chrono
logical order): 

• Focus group exploration: u ed to 
generate responses to a site's overall 

concept, features, content, brand iden
tity and interface designs. 

• Quantitative measurement: used to 
obtain projectable data that assists in 
market sizing, audience segmenting, 
feature set development, interface 
design and site marketing. 

• Usability testing: used to identify 
ways to make the site easier to use by 
modifying the its graphics, icons, lay
out and terminology. 

• On-site surveys and proprietary 
panels: used to provide ongoing feed
back after a site is up and running. 
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The smart 
source for data 

collection. 
Location llhii·fU'I@Ji•Sfi•1ul 
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Connect with QCS. It's the one company that 
best meets your marketing information needs. 

QCS offers Focus Groups, Telephone Interviewing, 
Pre-recruited Central Location Testing ( CL T), 
Auditing, and Mystery Shopping. All are available 
nationwide from one source, with consistent, 
reliable data, and quality service. 

Our Central Project Management Team can also 
coordinate every aspect of fielding your project, 
including pricing, scheduling, field management, 
and tabulations. We free you to concentrate on 
your business, and your client needs. 

Whether your project is large or small, you can 
be assured that QCS is the smart source with the 
resources, skills, and experience to handle it right. 

So connect with QCS. 
Call 1-800-325-3338. 

Quality Controlled Services® 
Pay us a virtual visit at http://www.qcs.com 



group exploration. Focus 
groups are a highly effec
tive tool for as essing a 
target audience's overall 
perceptions of a site and 
identifying ways to refine 
the concept to meet their 
needs. 

Using storyboards and 
interactive demonstrations 
when demonstrating a 
new site concept gives 
focus group respondents 
a tangible understanding 
of the site's overall con
tent and objectives. For 
example, while recently 
developing a new e-com
merce site, our firm surfed 
the Web with respondents 
and had them use compet-

shoppers' unfulfilled needs and under
stand what features will meet those 
needs . 

In this project, as with most focus 
group explorations, the primary areas 
that were explored included: 

• assessing the audience's interest in 
using the site; 

• understanding needs that compet
itive sites are not currently fulfilling; 

• identifying barriers to using the site 
and understanding how to break down 
the barriers; 

• generating responses to interface 
design ; 

• obtaining input into site marketing 
and branding. 

Overview of pre-launch quantitative 
surveys 

itive Web sites. Then, a 
~e:~~~-~:~~-e research approach is ideal for assisting Web site prototype Web site was 

used to demonstrate the 

After conducting the initial focus 
group exploration, it is necessary to 
measure issues that were exposed, but 
not quantified in the focus groups . For 
example, in the series of recently com
pleted focus groups, respondent sug
gested eight good ideas for site fea
tures, but the site on ly had enough time 
to initially launch three major new fea
tures. Using on-line quantitative sur
veys, Questus generated detailed feed
back from thousands of on-line shop
pers from around the country. Thi 
input wa used to measure which three 
features were most appropriate for the 
site's launch. 

The development of a new Web site 
concept typically begins with a focus 

prospective new site. Using this stim
ulus, we were able to identify on-line 

Usability testing helps make Web sites more user-friendly. 

To get respondents for the survey, we 
worked with OnlineSurveys.com, an 
on-line research panel comprised of 
respondents from virtually any target 
audience. By speaking with a statisti-
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BUSINESS TO BUSINESS 
DATA COLLECTION 

8593 
~~~~~~~~~~~:__...,.iiiiillf"l_..,:.;..liiiiil'lii~'·"r· Directio sIn Research, Inc. 

• Meticulous Project Management 8593 Aero Drive 
• Accurate Reporting San Diego, CA 92123 
• Highly Trained Interviewer. soo 676-5883 
• Excellent Gatekeeper Techniques Fax: (619) 299-5888 
• Convenient Remote Monitoring info@DIResearch.com 
• 100+ CATI Stations http://www.diresearch.com 
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cally valid number of respondents, it 
wa feasible to make strategic deci
sions with confidence that they were 
consistent with prospective users ' pref
erences. 

The survey, as with most on-line sur
veys , comprised 20 que s tion s. 
Respondents were compensated for 
their participation with a chance to win 
a prize. Because the interviews were 
conducted on-line, it only took a few 
days to collect the data and download 
it into a statistical package for analysis. 
Virtually no time was lost in the devel
opment of the site because the entire 
re search phase was completed so 
rapidly. 

In thi s quantitative survey, a with 
mo st pre-launch s urveys, we 
researched several issues related to site 
development, including: 

• measuring likelihood of using the 
site and conducting a market sizing 
analysis; 

• measuring the likelihood of pur
chasing specific products on the site; 

• creating a demographic and psy
chographic profile of likely users; 

• identifying which feature s and 
functionality are viewed as the most 
appealing; 

• measuring preferences for names, 
logos, taglines and site interface 
designs. 

Overview of usability testing 
Difficult navigation is the most 

common barrier to frequent usage of 
a site. If end users can ' t find what 
they are looking for, the appeal of 
content and products is irrelevant. 

A proprietary panel helps Web sites get long-term feedback from site visito rs. 

Unfortunate ly, most sites are simpl y 
not suffi c ientl y easy to use. 

Usability tes ts are an ideal too l fo r 
helping make a site use r- f riendly. 
When developing the e-co mmerce 
site, as with most major sites, we con
ducted thi s phase of research in two 
stages. In each stage, 10 respondents 
participated in a one-hour interview. 

In the first stage, respondents were 
shown a series of static screen shots 
and asked to provide feedback on the 
overall design and specifi c nav iga
tional elements. By using storyboards 
as stimulus, we generated ex tensive 
feedback into improving the des igns 
before investing in any programming. 

Prefe rence fo r vi ual themes, co lor 
sche mes, iconograph y, terminology 
and content were all assessed before 
the programming team inves ted any 
time in deve loping the site's code. 

The nex t stage of the research con
sisted of full usability tes ts conduct
ed with respondents whil e they inter
acted with a full y functioning beta 
version of the site. The on-line shop
pers worked with a Questus modera
tor as they explored the site and com
pleted tas ks. During the process, the 
moderator used a combination of pas
sive observation and acti ve probing to 
ide nti fy specif ic areas of the site's 
des ign and content needing improve
ment. 

U s in g thi s two-staged usability 
testing process, the fo ll owing obj ec
ti ves were acco mpli shed: 

• We measured use rs' abi I i ty to 
understand the site's overall design 
and the des ign of spec if ic site fea
tures. 

• We assessed ease of nav igati on 
and identi f ied ways to make the site 
eas ier to nav igate . 

Ylrtua Research ROOM, Inc. 
23 West 17th Street, New Yort, NY 10011 
telephone: 212-390-5633 email: info@vrroom.com '&oOM'" 

• We generated feedbac k into site 
termin ology and iconograph y. 

V1sit our Web site www.vrroom.com for more mformation. 

Conducting ongoing site research 
After a site is launched, it is criti 

ca l to reg ul a rl y o bta in a de ta il ed 
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understanding of site visitors' usage 
and sati sfaction , to ensure that the 
site is developed in a way that meets 
end-u ers' need and produces long
term loyalty. 

Measuring usage and atisfaction 
is accompli shed by conducting quan
titative surveys with ite vis itors. The 
quantitative surveys are periodicall y 
avai lable on the site and respondents 
are typically enticed to participate in 
the survey by offering donations to 
charity and/or chances to win prizes. 

speed, content and usability; 
• assisting in the development of 

marketing concepts or off- line ser
vices; 

• generating responses to new site 
features, tool s and content. 

Powerful advantage 
Integrating market research into the 

development of a Web site provides 
the site strategists and developers 
with a powerful competitive advan
tage. Web use rs are increasingly 

sophisticated and demanding. More 
importantly, they are not loyal. By 
leveraging various market research 
techniques, site developers can assess 
end-users' demands and continually 
improve the site's ability to provide 
value and increase user loyalty. Given 
that million s of dollars are being 
made and lost on the Web every day, 
it is clear that the question is not 
" What sites should use market 
research?" The question is "What site 
can afford not to?" r~ 

The surveys typically take respon- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

dents five to 10 minutes to complete 
and cover detailed issues related to 
virtually any aspect of the site 's per
formance. 

One of the powerful aspects of con
ducting surveys is that the informa
tion gathered can be used to create a 
panel of site use rs. For examp le, 
when the e-commerce si te is com
pleted, surveys wil l be available once 
eac h quarter on the s ite. When 
respondents participate in the sur
veys, all of their information wi ll be 
downloaded into a proprietary panel. 
This panel wi ll then become the back
bone of a two-way communication 
system between the ite and its end 
users. Whenever needed , panel mem
ber wil l be contacted to provide 
extremely rapid quantitative and 
qualitative input into the development 
of the site. Thi s wi ll be a part icu larly 
powerful tool given the rapid changes 
in the on- line marketplace , whi ch 
make it imperative to quickly acquire 
accurate strategic input from site 
users. 

U ing periodic on-site surveys and 
ad hoc projects conducted with panel 
members, it is feasib le to explore vir
tually any aspect of a site's perfor
mance. Some of the areas that will 
likely be explored on the new e-com
merce site will include: 

• measuring sati sfacti on with the 
si te and identifying key drivers of sat
isfaction ; 

• understanding usage and percep
tions of competitive sites; 

• creating a segmentation of site 
users and understanding the needs 
and moti vations of each egment; 

• measuring perceptions of specif-
ic site elements, such as appearance, 
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with MrSurvey.com 
Interview anywhere on Earth or beyond via the Internet. MrSurvey.com 

is an easy way for companies to conduct interviewing on the Internet or 
an Intranet using Worldwide Web interviewing technology. 

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 comprehensive data processing service. We 
do everything from setting up a survey for interviewing to providing data, 

final tables , charts and graphs, and desktop analysis software. Find out 

how easy Internet interviewing can be by calling us today. 

Chicago 
6232 N. Pulaski Rd. 

Suite 400 
Chicago, IL 60646 

Phone: 773-794-0400 
Fax: 773-794-0732 

star data systems, inc. 

West Palm Beach 
631 US Hwy One 

Suite 406 
N. Palm Bch., FL 33408 
Phone: 561-842-4000 

Fax: 561-842-7280 

MrSurvey is the Perfect Start to Web Interviewing 
Visit Us at www.MrSurvey.com 
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Internet resear~-

Editor's note: Susan Meier Roth is 
a product manager at Greenfield 
Online, Inc., a Westport, Conn., full
service marketing research firm. She 
can be reached at 888-291-9997 or at 
sroth@ greenfieldcentral.com. 

hat do a high-tech company, a 
gift shop that features items 
from the movie Austin 

Powers: The Spy Who Shagged Me, 
and a giant telecommunications com
pany have in common? Like all suc
cessful companies in today's business 
world, they want to know what will 
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motivate consumers to buy their prod
ucts and come back for more. And 
they want to get this information at a 
good price and quickly enough to 
show results in the next business 
quarter, if possible. 

Whether your challenge is to 
improve marketing strategies for con
sumer goods, hard goods, financial 
services, telecommunications or 
high-tech products and services, the 
common message in this issue of 
Quirk's is that on-line marketing 
research will help you get closer to 
your consumers and stay ahead of the 

competition. 
Last year in this space we whole

heartedly endorsed on-line research 
and posited that it would revolution
ize how consumer marketing research 
is conducted. Now, major corpora
tions across the globe have embraced 
the Internet to conduct traditional 
quantitative studies and focus groups. 
In the last six months, we have seen 
acceptance levels by major corpora
tions skyrocket. They now agree that 
Internet-based research methods can 
deliver accurate information needed 
to underpin so lid marketing deci-
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Genius is just seeing a pattern sooner than everyone else. 

We make it easy to see patterns. 

DATA RECOGNITION CoRPORATION has been designing and 
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Whether it's a traditional paper survey or one of our new 
InstantAccess World Wide Web surveys with on-line reporting, 
our experience ensures the integrity and the security of your 
information. 
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project management and production staff, the survey process is 
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or 360° survey project. 
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D - Greenfield Online 

~ 
~ Back • 0 Q ~ A A~ 121 

Refresh Home Se.:wch Mail Ne .·rs Favorito?s Larger Smallo?r PrE>fo?rE>nces 

~ Address : ~ f http ://mindstorm.QreenfieldonlinE> .com 

Subject: Most important ice cream attlibutes 

~In order of importance, list all the attributes of ice cream that are most important to you -
susan - 11117/98 9:56:24 AM 

~ *flavor* consistent~/ (creaminess)"' texture (does it have chunks of"stuff'?) *ease of 
scoop ability - aileen. - 11118/98 10:22 :38 AM 

Richness, Just how much flavor can be put into the ice cream- vincenJ:y - 11/19/98 
11:25:45AM 

I agree, ricl.ness is so important, the flavor to me has to be so intensely 
delicious that you forget calories, fat, etc. fmdjust bask in that wonderful 
flavor. -<kbrawoike - 11119/98 12:09 14 PM 

Forme, ease of scoopability is a vePJ close second behind flavor. I can't stand it 
when it takes an hour just to get the ice crearn out of r.he container. -;erseyg1.rl 
11/19/98 2:24:41PM 

Would the hardness of the ice cream keep you from buying a favorite flavor? -
Davi.ll 11119/99 2:28 :41 PM 

If the ice ctea:cn tastes good enough, I'll put 1J.p with it being hard to scoop . 
Ten seconds in the rnictowave works wonders too . - h~JSkete - 11120/98 2 06 13 
AM 

~ cre.emy and smooth, rich and flavorful, using only the ve.PJ best ingredients - if.PJmey 
11/18/98 10:28:25 AM 

~ Flavor, ctearn.iness, natural ingredients, how closely the flavors "match" what rlLe 
supposed flavor - l:mi'.frtm • 11118/98 10 ·47 .24AM 

flavors listed need to vePJ closely match the list of ingredience. Crearniness of ice 
aeam and texture ate Ve:ttf important. · mmyaki.n.g · 11118/98 2 48 .14PM 

TILe trUe test of cteaminess is when the flavor lingers in your mouth · <kbrawCil~ 
• 11119/98 12:12.19 PM 

C:cearniness is vePf important. It ~oes alonS?: wirlt richness and connotates 
expensive indulgence!! bincr • 11118/9811 .57:13 AM 

I 
An example of what a MindStorm session looks like on a PC screen. 

sions. In fact, recently we have seen 
a trend toward "quasitative" solutions 
in which on-line surveying is com
bined with on-line focus groups to 
deliver hard and soft data as a pack
age. 

But when it comes to Internet tech-

nology, there is always something 
new to consider. A hot approach 
today is to let the Internet tie you 
directly to the consumers who can 
give you the answers you crave. Like 
pennies from heaven, let the ideas 
flow directly from users or potential 

users directly into your corporate 
headquarters, R&D department, or 
advertising agency. Our firm calls this 
cap a b i I i t y M i n d Storm TM - the 
Online Think Tank™. 

We will discuss three examples of 
companies that successful ly used 

ENTERING DATA FROM Remark Office OMR® makes it easy 
and affordable to create, print, process 
and analyze your own scannable surveys. 

SURVEYS DOESN'T 

HAVE TO BE LIKE 

PULLING TEETH PRiNCiPi~ ,_ .......... - .... . 
1-800-858-0860 Dramatically reduce the costs of gaining 

valuable survey data. 
NO manual data entry NO pre-printed forms www. PrincipiaProducts. com 
NO dedicated scanners NO temporary staff 16 Industrial Blvd., Suite 102, Paoli, PA 19301 

Phone: ( 610) 64 7-7850 
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MindStorm to solve a business prob
lem- Spencer Gifts Online, a divi
sion of Universal Studios Online; 
Cross Pen Computing; and Media 
One - and also provide guidance 
about when to use on-line brain
storming vs. on-line focus groups. 

How it works 
With MindStorm, Greenfield 

Online assembles a group of on-line 
participants meeting the client's 
specifications. These participants are 

The respondents are able to provide 
more information because they are 
logging in at their lei sure and spend
ing as much time as they want on 
each question. 

Case study #1 - How Cross Pen 
Computing Group repositioned its 
new product, Cross Pad 

The Cross Pen Computing Group 
and its New York advertising agency, 
Ellenson Group, wanted to improve 

the customer appeal of a new prod
uct, CrossPad. A MindStorm session 
was conducted to supplement other 
off-line qualitative marketing 
research. 

Launched last April, CrossPad is 
an electronic notepad that comes in 
two sizes, letter-size and 6x9 inches. 
A special digital pen transmits hand
writing electronically to the pad, 
allowing the user to draw or take 
notes that can be instantly uploaded 

asked to log on to a special part of .------------------------------
our Web site to view a series of ques
tions that evolve over a period of 
days. MindStorm uses a threaded 
response procedure. This means that 
respondents can react to and build 
upon each other's ideas. 

It is possible to insert graphics, and 
audio or video for feedback. Or the 
client can ask us to have respondents 
check out other Web sites- such as 
the client's competitors- and com
ment on what they like or dislike 
about the other company's products 
or services. 

Sessions are monitored by facili
tators experienced in leading inter
active on-line ses ions. Generally, 
the client also is ab le to monitor, 
direct and stimulate new que tions 
and directions. 

Brainstorming on-line vs. on-line 
focus groups 

In choosing between on-line brain
storming and on-line focus groups, 
it's helpful to know the advantages of 
each and apply the one that best 
meets the objectives of your study. 

An on-line focus group is a real
time interaction , which lasts about 
90 minutes or so. Focus groups work 
to your advantage when you are look
ing for initial reactions to concepts, 
graphics, Web sites, etc. Respondents 
can be pretty succinct in on- lin e 
groups because of the nature of the 
methodology. 

If you want in-depth responses and 
have a weighty agenda, on-line brain
storming may be a better opt ion 
because you will be able to spend 
more time and cover more material. 
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1:1 Welcome to Spen~C! G1!ts Onlme!_:_!}1Jcrosoft Internet Explorer l!lfiJEI 

A look at the home page of Spencer Gifts Online's Austin Po wers-themed Web site. 

into a personal compute r. 

The company and its agency want

ed to ge t feedbac k about potenti a l 

new product uses, target opportuni 

ties, and reactions to CrossPad 's cur

rent adverti sing. Pri c ing a lso was an 

issue. 

The company wanted input from 

s om e "c rea ti ve c on s um e rs ." We 

assembl ed an on-line g roup of 20 

con sumers who were known to be 

early adopters of hi gh-tec h products 

for the on - lin e di a log a b o ut 

CrossPad 's features and benefits . 

We arranged for di g ita l copies of 

The Ellenson Group 's CrossPad ad 

layouts to be placed into the pass

word-protected MindStorm area of 

o ur We b si t e. E ri k Ol so n , a 

Greenfie ld Consultin g Group mod

e rator, guided th e week- long on- line 

bra insto rm ing sess ion. The sess ion 

e li c ited a wea lth of produ ct concept 

and be nefit ideas . The key f inding 

was that marketin g messages should 

emphas ize the product 's usefulnes 

to consumer who were act ive note

takers . 

The o ri g inal ad verti sing campaign 

had targeted heavy compu te r users, 

using compu te r usage as the log ica l 

"door in" for any computer periph

e ra l. Th e resea rc h , co upl e d. w ith 

some add iti ona l on-line quantitat ive 

researc h and off- lin e q ua li ta ti ve 

research, he lped evo lve the CrossPad 
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ta rget to "heavy note- taker ,"people 
who take a lot of notes and freq uent
ly refer back to them . This was cri t
ica l learnin g, w hi c h proved very 
valuable in developi ng second-phase 
strategies. 

"We were impressed by the fre h 
pe r pec ti ves a nd o ut-of- th e-box 
th inkin g f ro m th e 'creat ive co n
sumers' and have incorporated some 
of thi s new thinking in our work," 

says Bri an Mullins of the Cross Pen 
Compu ting Group . 

Case study #2 - How Media One 
Express launched the Music Zone 
Web site with consumer f eedback 

The company had a very tight bud

get and time line to get thi s e-com
merce site launched, yet it be li eved it 

was crucial to have customer feed

back so the s ite would meet ex pecta
tions and be successful right away. 

Mu sic lovers of the ty pe M edi a 

One wanted were identi fied fro m the 

Greenfield Online research pane l. 

T h e ini t ia l MindS torm sess io n 

probed musical preferences, initi a l 

reactions to the Mu sic Zone concept 

a nd fee db ack o n some ex is t ing 
mu sic- re lated Web sites. Later, the 

co mp a ny re- rec rui ted t he sa me 

respondents and had them visit a beta 

vers ion of the Music Zone si te to get 
feedback. 

Thi feedback, at a critical moment 

in development, proved invaluable to 

the final des ign. Medi a One was able 

to compare ideas based on res pon

de n t react io ns to rea l We b s ites 

linked in to the di scuss ion . The com

pany fe lt parti cipants were very open 

and articul ate about issues crit ica l to 
the future success of the site. Just a 

week pri or to launch, the company 

was able to make adj ustments to the 

si te so that it trul y met consume r 

needs and expectatio ns. 

Case study #3- How Spencer Gifts 
Online fine -tuned its Web site 

Imagine you are try ing to develop 
a Web site that will appeal to a very 

h ip a udi e nce . You want no t o nl y 
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Generati on X (mid-20s+) but al so 
Generati on Y (teens to earl y 20s) . 

Spencer Gifts Online, a division of 

Uni versa l Studios Online, created a 

Web s ite (www.spe nce rgifts.com) 

that bill s itself as "Your Shagadelic 
Online Shopping Source !" and fea

tures the character Au stin Powers 

from the film Austin Powers: The Spy 
Who Shagged Me. 

T he co mp a ny r a n a double 
MindStorm session that las ted five 

days; one session to assess what cur
rent cu s tomers th o ug h t of their 
approach and the gift items offered 
and one session to test the site with 
non-customers who had never visit
ed before. Tracy Wain of Spencer 
Gifts told us that the tran scripts 
delivered after the sessions were over 
were very helpful in positioning the 
site. Our response to the company's 
enthu sias m was, to q uote Au stin 
Powers, "Smashing, baby! " r~ 
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Feedback 
from on-line 
conjoint 
interviews 
satisfies 
respondents' 
intrinsic motivation By Sam Kingsley 

Editor's note: Sam Kingsley is pres
ident of New York-based Kingsley 
Research, Inc. He can be reached at 
212-719-1211 at sam@conjointon
line.com. 

Some readers may be old enough to 
remember a time when con
sumers were flattered to be 

stopped in a shopping mall and asked 
their opinions or to be called on the 
phone. Completion rates of 60 percent 
or more were attainable. No more. 
Why not? Consider the following 
intrinsic motivations for participating 
in a survey: 

• self-understanding- respondents 
can get feedback about themselves, 
individually and in how they stand 
compared to others; 

• influence and control - respon
dents' views of the world are under
stood and their opinions valued; 

• innovation - sometimes, respon
dents have a chance to learn about new 

products or services being developed. 
With few exception , current prac

tice in market research doesn't meet 
these needs of respondents . One excep
tion is well-designed customer satis
faction research, which can provide 
respondents a sense of int1uence and 
control and generate high levels of 
cooperation. 

Another exception is on -1 i ne 
research, particularly conjoint, which 
provides an opportunity to meet 
re pondents ' intrinsic needs . 

• In conjoint, respondents are asked 
to make thought-provoking trade-offs 
based on what they value. The answers 
are sometimes surprising to respon
dents, and the final results aren ' t 
alway obvious. 

• Because individual-level conjoint 
results can be revealing, there isn ' t a 
need to provide normative data, which 
may be difficult in some competitive 
situations. 

• In Adaptive Conjoint Analysis, 

respondents ' answers are proce sed as 
they are given, so that individual-level 
results are automatically available at 
the end of the interview. 

Case study 
The potential power of giving feed

back to respondents can be seen in a 
recent application of conjoint to 
matching candidates with job open
ings. Futurestep , a subsidiary of 
Korn/Ferry International, is an on-line 
matching service that uses direct ques
tions and adaptive conjoint to profile 
potential job candidates. Candidates, 
including those who may not be 
actively looking for career changes, 
register with Futurestep because of the 
personal information and feedback 
they receive. 

Futurestep was the first company to 
use ConjointOnline, a Web adaptation 
of the DOS interviewing module of 
Sawtooth Software's Adaptive 
Conjoint Analysi (ACA). 
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To recruit a base of candidates, 
Futurestep launched a nationwide radio 
and print advertising campaign. The 
Wall Street Journal is an important 
partner with Futurestep because of its 
recognition among potential candi
dates and clients. Within a month there 
were over 50,000 registrants. These 
individuals are generally mid-career 
managers and higher. 

In addition to the conjoint data, 
Futurestep uses a battery of validated 
self-assessment instruments to better 
match personal preferences in deci
sion-making and managerial styles. 
This data is matched with information 
provided by hiring managers and 
potential peers of the candidate who fill 
out a set of mirror instruments prior to 
the search. 

Candidates come to Futurestep 
because they receive: complimentary 
career and market value feedback; 
guaranteed confidentiality of candi
date's information; the credibility of 
Korn/Ferry International and the Wall 
Street Journal; and consideration for 
exclusive, non-advertised positions 

from blue chip organizations as well as 
smaller, high-growth firms. 

Some of the feedback from candi
dates illustrates their level of involve
ment with the process. 

"This whole process ... provides an 
opportunity to establish a personal 
relationship in a high-tech world. The 
business world rarely sees technology 
as an enabler and technology rarely 
sees beyond its owns bits & bytes." 

"Thank you! What a great way to 
get to know your business style. The 
more I know, the better I can commu
nicate my needs in a job interview." 

"The characteristics described 
above are the person I am. I did not 
believe the questions asked could 
reveal so much. This indeed is very 
interesting and exciting. Thank you." 

"Absolutely amazing! You have 
drawn a very accurate picture of my 
personality, characteristics and per
sonal goals." 

Motivating to many 
Surveys that educate and inform 

respondents about themselves or their 

Hagler Bailly'" 
A WORLD AHEAD 

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

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

Ours does. 

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

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

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

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

world can be motivating to many peo
ple, as the comments above illustrate. 
Our firm's experience in on-line 
research with doctors shows that once 
respondents agree to participate, 85 
percent are willing to complete short 
surveys with little notice. Many of the 
doctors comment about learning of 
developments in their field via the sur
veys. 

Comments made by respondents 
indicate many are highly motivated to 
give honest, complete self-portraits
if only the questions and answer choic
es would let them! This is particularly 
true in conjoint, because the questions 
require some thoughtful reflection by 
respondents on what they really value. 
Re pondents hold Web surveys to high 
standards - this is no place for slop
py thinking, inaccurate wording or 
erroneous analysis. 

In ConjointOnline, respondent are 
given the opportunity to review their 
final profil e, and to comment on 
whether it matches their self-percep
tions. The addition of real-time check
ing for inconsi stent respon ses (i.e., 
where a response might vary signifi
cantly from what was predicted ) 
strengthens the bond between the 
respondent and the survey proces . 

Being able to start and complete a 
task at one time is a positive factor in 
motivation . From the respondent's per
spective, the task isn't complete until 
the answers have been correctly regi s
tered and implications drawn. 

Cooperation improved 
To return to the original question , 

well-executed on-line research indi
cates that cooperation level s can be 
improved. In many surveys there is lit
tle indication that the research recog
nizes that true communication is a two
way street. 

As long as our profess ion tries to 
pump more data out of people, those 
being pumped will increasingly view 
surveys as an economic transaction , 
for which they should be compensated. 
When there is true two-way commu
nication , respondents' intrinsic needs 
are met. The implicit contract with sur
vey respondents is reaffirmed, leading 
to a more satisfactory relationship for 
both researchers and respondents. r~ 

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





Persuasive 

Editor's note: Michael 1. Rabuck is 
senior vice pres ident at rsc, The 
Quality Measurement Company, an 
Evansville, Ind., research firm. He can 
be reached at 812-425-4562. 

eled by strong television adver
ising and product innovation, 
ales for the toothbrush category 

have recently shown dramatic increas
es. Annual toothbrush sales topped 
three-quarters of a billion dollars in 
1998, up 12 percent from the previous 
year and 23 percent versus 1996 
(Exhibit 1). 

In 1997 and 1998, the top five brands 
in this category enjoyed sales growth, 
with the strongest growth coming not 
from the largest brands but from the 
entries of the world's two largest tele
vision advertisers, Procter & Gamble 
and Unilever (Exhibit 2). During this 
time period, each of the top five brands 

80 

aired sales-effective ads, with the 
largest sa les increases achieved by 
Mentadent and Crest, the two brands 
·with the strongest ads. 

Persuasive advertising drives cate
gory growth 

Our firm , rsc, tracks the toothbrush 
category throu g h it s CATS 
(Comprehensive Advertising Tracking 
Service) system. Thi s syndicated ser
vice provides ARS Persuas ion scores 
(a proven indicator of sales effective
ness- see sidebar for more informa
tion) for commercials that air in a given 
category. In 1997 and 1998, CATS data 
revealed that the toothbrush category 
had the benefit of strong advertising, 
which previous studies have shown to 
affect not only the advertised brand 's 
growth but the category as a whole 
(A hley, 1998; Mondello, 1996). In her 
1998 Journal of Advertising Research 

article, Ashl ey related the conclusions 
from an rsc study which used CATS 
data from four categories (dentifrice, 
margarine, glass c leaner, and spaghet
ti sauce) to examine the effect of per
s uasive advertising on category 
growth: 

Although an individual brand's 
advertising generally has the purpose 
of increasing the advertised brand's 
sales (and share), the aggregate effect 
of persuasive advertising in a catego
ry is an increase in total category vol
ume (the more sales effective the adver
tising, the greater the increase). 

Likewi se, Monde ll o ( 1996) noted 
the po s iti ve effec t of pers ua s ive 
Celest ial Seasonings advertising on 
that category: 

Our advertising didn't just steal 
share from competitors; it grew the 
herbal tea category. While tonnage for 
rnost other hot beverages was· declin-
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ing during this time period, herbal teas Exhibit 1 

sales were up, with increases as high as --~----------------------
12 percent in one of the spot television Toothbrush Category Enjoying Rapid Growth 

markets. 

Persuasive advertising drives brand 
sales 

As shown in Exhibit 2, a review of 
CATS data revealed that adverti ing 
was driving Mentadent and Crest 's 
remarkable sales growth in 1997 and 
1998. This finding is consistent with 
the results of rsc's 1998 Global Validity 

"Mu lti-Fu ncti on" 
Web Survey 

Software 
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Results for the Net_$ is the only web 
survey software you need for high 
quality interviewing. 

·Multi-lingual 
Respondents can switch to their 
preferred language at the click of a 
button. control. 

·Multi-mode 
Use the dynamics of the web with 
the control of CATI. 
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location independence becomes 
reality 

·Multi-Media 
Mix graphics with audio, video and 
text for complex studies and 
concept tests. 
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even script, host and field manage 
your Internet survey for you. 

Call today! 

RON IN 
CORPORATION 

RONIN Corporation 
103 Carnegie Center 
Princeton, NJ 08540 
800.352.2926 
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600 
1996 1997 

SOurce: AC. Nielsen SCANTRAC~. 

Study of 155 ARS Persuasion to in
market cases, which suggest that the 
higher an ad's ARS Persuasion score, 
the higher the sales increase expected 
(Exhibit 3). Recently these find ings 
were described in The Advertiser 
(Shirley, 1999): 

Exhlblt2 

1998 

dent of maintaining or growing the 
brand, ads scoring +4 and above will be 
aired. 

Given thi s empirical knowledge 
about how advertising effectiveness 
relates to sales and share growth, the 
fo ll owing sections wil l review the 

Growth of Top Five Toothbrush Branda and ARS Persuasion Levels of Advertising Aired 
(1997 and 1898) 

• Sourat: A. C. Nielsen SCANTRACK". 

While this method has been rigor
ously managed and validated in over 
2,000 cases, the most recent study 
show the metric's predictive and 
straightforward nature: 

• Ads scoring + 7 and above have a 97 
percent likelihood of moving the busi
ness ahead at least a half share point. 

• Ad scoring under +2 wi ll probably 
not (82 percent odds) even maintain 
the brand's market position. 

• If you want to be 80 percent confi-

11.2 

Dollar sales Increase (1998 versus 1996)* 

- HghARS ~ ed IIRd (1887-1888} 

Mentadent and Crest commercials to 
gain some insight about what might 
have made them so successful at build
ing brand preference, sales, and market 
share. 

Mentadent ProCare Toothbrush 
According to Mentadent's Web site, 
"Nearly a quarter (22 percent) of den
tists believe that their patients brush 
their teeth and gums too hard." Based 
on this premise, Unilever is marketing 
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Exhibit 3 

ARS Persuasion Scores to Market Results 
Simple, Straightforward, Empowering 

ARS Positive share-point difference* 
Persuasion ~0+ 

of at least: 

2~ level 0.5+ 1.0+ 

12.0+ 100% 100% 92% 80% 

7.0-11 .9 100 97 69 43 

4.0-6.9 80 55 43 20 

2.0-3.9 60 26 11 0 

< 2 .0 18 9 0 

* Period after onset of advertising, versus period before advertising. 
Source: Blair and Rabuck (1998) 

its $3.00 Mentadent ProCare tooth
brush as the one that will help con
sumers be more gentle when they 
brush. 

Ammirat i Puri s Lintas used this 
"gentle on teeth and gum s" se lling 
proposition to produce the hi ghest
scoring toothbrush ad over the two
year period. "Miles Rubin 's Dad 's a 
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Denti st :30," which began airing in 
Au g us t 1998 , achieved an ARS 
Per uasion score of+ 11.2 (at the 92nd 
percentile of all ads tested by rsc) . 

The commercial, a testimonial by 
Miles Rubin , uses a problem/solution 
format to spotlight Mentadent ProCare 
toothbrush's brand-differentiating fea
tures: "a fully flexible handle" and 

"special bristles (that) clean teeth and 
massage gums." The tagline urges 
viewers to "Brush smarter. Not harder." 

While much of the ad 's strength is 
probably due to a strong selling propo
sition, its success may also come in 
part from its strong diagnostic profile 
(Exhibit 4). The commercial includes 
10 of the 17 known strategic and exe
cutional elements (or rsc Validated dri
vers [see sidebar for rsc Validated dri
vers methodology]) which have been 
quantitatively demonstrated to relate 
to sales-effective advertising. The most 
important of these is Mentadent's 
brand-differentiated key message, fol
lowed by its strong brand name which 
is both double-branded and reinforces 
the brush's unique benefits. The inclu
sion of three positive executional ele
ments points to the commercial's 
strong product focus: the product is on 
screen for more than a third of the com
mercial, and the ad both demon trates 
the use of the product and gives infor
mation on the re ults of that use. 
Finally, the execution avoided four of 
the five negative factors that tend to 
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Exhibit4 

A Comparison of rsc Validated• Drivers for Top Three Toothbrush Ads 

I Percent of ads with superior' 1 I ARS Persuasion results 

I 
When element When element [ 

is present is absent 
Menta dent 
ProCare 

Crest Oral-S 
Extender CrossAction 

Strategic elements: 

Brand-differentiating key message 30 16 ./ ./ ./ 

New producUnew feature information 33 14 ./ ./ 

Product convenience information 31 22 

Competitive comparison 26 22 ./ 

Superiority claim 25 22 ./ 

Brand name reinforces benefit 31 18 ./ 

Product is double-branded 34 21 ./ ./ 

Positive executional elements: 

Time actual product is on screen• 30 18 ./ ./ ./ 

Demonstration of product in use 27 16 ./ ./ ./ 

Information on results of using 24 17 ./ ./ ./ 

Setting directly related to use 26 21 ./ 

Product benefits main message 23 22 ./ ./ 

Negative executional elements (the absence of a negative element is noted by an " X " ) 

Slice-of-life format 14 24 X X X 

Male main character(s)5 18 24 X X 

Number of on-screen characters (4+) 20 25 X X 

Number of vignettes (2+) 19 23 X X X 

Background cast 22 25 X X 

' Superiority is judged as a signWicant difference at the 90 percent confidence iellel relatil.1l to the Fer Share" degr!MHlf-diffteulty benchmark. 
' The 23 percent threshold was empirically determined to be the Related Recall 181181 which yielded the best discrimination ri superior and Inferior ARS 

' ~~:~:~~~~~~he sales point that is repeated most riten or emphasized most strongly in the execution. The 16 percent threshold was empirically 
determined to be the playback iellel which yielded the best discrimination of superior and inferior ARS Persuasion outcomes. 

• Produd is on sctaen for more than on&-third d the commercial. 
• May only be applicable in categories for which women purchase more frequently than men. 
Source: rae. Summary of rae Validated Drivers for th6 ARS Persuasion Measure. EwnsVIIIe, IN: rae, 1997. 

detract from a commercial 's message. forces Extender' benefits (Exhibit 4). 

Crest Extender 
Leo Burnett used a very different 

approach in Procter and Gamble 's 
humorous introductory ad for the Crest 
Extender toothbrush. The commercial 
features a family that uses dental floss 
for tying fi shing lures, hanging model 
airplanes, stringing beads - every
thing except flo ss ing their teeth . It 
highlights the toothbrushes "gentl e 
extender fibers to help clean deep 
between teeth" and closes with the 
tagline "The new Crest Extender fits 
between to get teeth clean." 

The commercial scored +9.8 (at the 
88th percentile of ARS Persuas ion 
scores) and began airing in June of 
1998. Like the Mentadent ad, "Need to 
Floss :30" has a strong diagnostic pro
file, with 11 of the 17 rsc Validated dri
vers including a brand-differentiating 
mes age and a brand name which rein-

The ad 's executional content is al so 
very strong; it u ed all fi ve positi ve 
elements and avoided three of the neg
ative el e me nt s, indicatin g a very 
strong product focu s with some di s
traction due to the ad 's four-person 
cast. 

Oral-B CrossAction off to a strong 
start in early 1999 

1998 was a blockbuster year for the 
toothbrush category, but 1999 is also off 
to a very strong start. Category leader 
Gillette scored early with their new $5 
Oral-B CrossActi on, the most expen
sive mass-marketed toothbrush in his
tory. 

The CrossAction introductory ad 
"Intra: Three Years" achieved an ARS 
Persuasion score of 8.7 , the strongest 
toothbrush ad aired in early 1999. Lowe 
& Partners/SMS was behind thi s prod
uct-as-hero introductory spot for the 
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Exhibit 5 

Orai-B Share Jumps With Airing of Persuasive Introductory Ad 
for CrossActJon Toothbrush 

"lntro: Three Years :30" 
begins airing 

(ARS Persuasii score= +8.7) 

Four-week period ending 

• Source: A .C. Nielsen SCANTRAC~. 

"revolutionary" new Oral-B product. 
The ad focuses on CrossAction 's 
"unique crisscross bristles (which) pen
etrate to lift out and sweep away more 
plaque than any other brush." Like the 
Mentadent and Crest commercials, this 
very product-focused ad has a strong 
diagnostic profile, with 14 of the 17 rsc 
Validated Drivers (Exhibit 4). The com
mercial used five of the seven strategic 
elements related to strong ARS 
Persuasion scores: brand differentia
tion, new-product information, a com
petitive comparison, a superiority 
claim, and a double-branded product 
name. It also used four of the five pos
itive executional elements and avoided 
all five negatively-related elements. 

With this introductory advertising 
extolling CrossAction's strongly dif
ferentiated feature and superior bene
fits, Oral-B market share jumped to a 
3+ year high of 27.9 percent as the ad 
began airing in late February 1999 
(Exhibit 5). 

Looking to 1999 and beyond 
According to an October 1998 arti-

How To Find The Best Deal 
On WATS Interviewing. 

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

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

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

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

What makes 1/H/R the best'? Some say it's our on-going training program or our great supervisors ... But , 
what seems to make our clients even happier are the really competitive prices. We're growing, so we can 
afford to bid very aggressively. 

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

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

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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Measurement methodology 
ARS Persuasion metric: The ARS Persuasion measure is based on a pre-post shift in brand choice obtained in a 

secure, off-air, simulated-purchase environment. It is calculated by subtracting the percent of respondents choos

ing the advertised product over competition before exposure to the television material from the percent choosing 

the advertised product after exposure- the net effect of retention and attraction as a result of the advertising stim

ulus. In the U.S., theARS Persuasion sample consists of 800- 1,000 respondents (aged 16+) randomly recruited by 

mail from eight geographically-dispersed markets. 

The quality of rsc's ARS Persuasion measurement is continuously monitored through our ongoing Measurement 

Hygiene programs: about 2,500 test-retests have been conducted to manage and improve the metric 's reliability and 

precision over time, and about 2,000 tests have been compared to market performance for validating and calibrat

ing. 

Rsc Validated drivers: The rsc Validated drivers are made up of seven strategic elements and 10 executional con

tent elements which are related to superior ARS Persuasion results (a li st of these elements is shown in Exhibit 4). 

The rsc Validated drivers are identified using a database of over 14,000 ARS tests and 5,000 recent tests conduct

ed on more than 1,300 brands in over 150 product categories. Each commercial is coded according to 35 strategic 

and 122 executional content dimensions . Each of the dimensions is then examined across all current ads to deter

mine whether it is associated with higher or lower ARS Persuasion scores . 

c le in The Boston Globe , Oral-B 
President A. Bruce Cleverly expects 
that oral care may be a $2 billion dol
lar business for Gillette by the year 
2000. Following Oral-B 's success at 

"trading customers up," Uni lever and 
Colgate Palmolive are introducing 
their own premium brushes into this 
fast-growing category. Uni lever is 
unveiling its $3.50 Mentadent 

NETWORK 
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THE FUIUILIODAY 
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Data Collection Sc:rv1ces 

NETWORK exists to provide exce llence. Partner with 

this elite consortium by lening NETWORK manage 

your qualita ti ve and quantita ti ve data co llection needs. 

Luth Research, Inc. 

San D•ego, CA 

Margaret Yarbrough & Associms, Inc. 

San Francisco. CA 

Irwin Research Services, Inc. 

JacksonVIlle, FL 

jackson Associates, In c. 

Atlanta, GA 

Con umer Surveys Company 

Chicago, IL 

Dennis Research Service, Inc. 

Fr. Wayne, IN 

Performance Plus 

Boston, MA 

Bay Area Research, Inc. 

Baltimore, MD 

Superior Surveys of Sr. Louis 

Sr. LoUis. Mo. 

Pat Henry Market Research, Inc. 

Cleveland, OH 

JRA U. Reckner Associates, Inc.) 

Phdadelph~a, PA 

McMillion Research Service 

Charleston, WV 

50 1 Main treet Suite 50 Covington, KY 41 011 PHO E (606) 431-543 1 FAX (606) 431 -5838 E-MAIL NETWO RK@Caii NET\VORK.com 

Surround with a $15 million dollar 
media budget, and Colgate-Palmolive 
is planning a $10 million summer 
launch of the Navigator (priced at 
$3 .29). Dynamic product innovation 
and abundance of persuasive advertis
ing promise to keep this category grow
ing into the new millennium. rsc will 
continue to track this and other cate
gories to determine advertising's 
impact on brand preference and market 
share as well as category sales. r~ 
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Survey Monitor 
continued from p. 6 

more interesting events of the centu
ry, men are at least three times as 
likely as women (7 percent vs. 2 per
cent) to select a technology event as 
the most interesting of the period. 

Henry Ford's introduction of the 
Model-T ri ses to the top as the most 
interesting event of the firs t decade 
for 31 percent of men and only 18 
percent of women. Similarly, 25 per
cent of men believe the first coast-to
coast phone call is the most interest
ing event of the second decade , as 
opposed to 19 percent of women. 

Women are five times as likely as 
men (1 0 percent vs. 2 percent) to feel 
that the most interesting event of the 
entire 20th century was an event 
related to women's ri ght s or the 
changing role of women. By a mar
gin of nearly two to one, 51 percent 
of women (vs. 27 percent of men) 
feel the most interesting event of the 
1920's was women begin ning to vote 
in national elections. 

Half a century later, in the 1970's, 
51 percent of women again say the 
most compelling event of the decade 
is the women's movement for equal 
pay and job opportunity (vs. 33 per
cent of men). In their choice for the 
No. 1 event of the 20th century, 
women are more inclined than men 
(17 percent vs. 11 percent) to cite 
AIDS or the advent of antibiotics. 

When it comes to crises and disas
ters, women are much more likely 
than men ( 48 percent vs. 31 percent) 
to recognize the Oklahoma City 
bombing of the 1990's as the most 
compelling event of the decade. 
JFK 's assassination drew much more 
attention from women than men (36 
percent vs. 25 percent), in the 1960's, 
when men are more concerned with 
the Vietnam War (34 percent vs. 27 
percent of women). 

Nearly equal numbers of men and 
women believe that the most inter
esting events of the first decade (25 
percent of men and 29 percent of 
women) , the 1950's (50 percent and 
54 percent) and the 1960's (26 per-
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cent and 28 percent) are the periods' 
civil rights movements. The strug
gles for social equality are also envi
sioned by virtually identical numbers 
of men ( 17 percent) and women (16 
percent) as the most interesting 
events of the entire 20th century. 

Make mine a 
microbrew 

According to a recent Maritz 
AmeriPoll from St. Louis, Mo.-based 
Maritz Marketing Research , 51 per
cent of all Americans have had at 
least one serving of beer in the past 
month. Of those who drink alcohol, 
84 percent have hoisted at least one 
mug of suds during the past month. 
The urvey of 996 American adults 
over the age of 21 also finds that the 
average number of servings of beer 
consumed monthly (among those 
who drink beer) is 18.7. Men who 
drink beer drink twice as much as 
women, averaging 22.8 servings 
monthly , compared to 11.3 for 

women. The highest average number 
of beers consumed monthly, 23.3, is 
found among the youngest drinkers 
age 21-24, while the lowest average, 
12.5, is among seniors age 65 and 
older. 

Sixty-three percent of beer 
drinkers say they have drunk at least 
one regular beer in the past month; 
numbers are slightly higher for men 
(67 percent) than women (56 per
cent). Light beer has an edge among 
female beer drinkers, 53 percent of 
whom have had at least one in the 
past month, compared to 46 percent 
of men. Just 4 percent of beer 
drinkers have consumed a non-alco
holic beer in the same time period. A 
majority of that beer, 63 percent, is 
drunk at home, with the rest con
sumed at bars, restaurants, and other 
establishments. 

Younger groups tend to do more 
of their beer drinking socially, away 
from home, with 21-34-year-olds 
consuming approximately 52 percent 
of their monthly beer intake in bars 

Having Tro Communicating 
With Your Field Service? 
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and restaurants. Older age groups 
(age 35-54 ), on the other hand, go 
out for about 37 percent of their 
beers. O ver half (58 percent) of 
American beer drinkers say their 
household beer consumption has 
stayed about the same compared to 
last year, while 11 percent say it has 
increased, and 31 percent say it has 
decreased. More women say their 
beer intake has increased - though 
only slightly ·(13 percent compared 
to 10 percent of men). 

M aritz AmeriPoll asked several 
questions regarding advertising and 
purchasing habits. Just over half (54 
percent) of all respondents say they 
can recall seeing or hearing televi
sion, radio, print, or billboard beer 
advertising during the past month. 
Men tend to have greater recall of 
beer ads than women (59 percent vs. 
49 percent). Recall was highest at 
60 percent among younger people , 
age 21-34. Most respondents who 
drink or buy beer (88 percent) say 
they are not likely to purchase a par
ticular brand of beer based on adver
tisements they have seen. About 9 
percent say they are somewhat like
ly, and just 2 percent say they are 
very likely. In-store displays do not 
seem to be effective either, as 83 per
cent say these displays are not like-

ly to sway their choice of beer pur
chases. 

Price appears to be a bit more 
motivating. While 60 percent of beer 
drinkers/buyers say that di scounts , 
sales, or price promotions are not 
likely to affect their choice of beer, 
40 percent say that price is some
what or very likely to affect their 
decision. Men are more swayed by 
price than women ( 18 percent of 
men say price is very likely to affect 
their choice, compared to 13 percent 
of women), as are younger buyers 
age 21-24 (20 percent say price is 
very likely to affect their choice of 
beer) . 

Nearly 70 percent of those who 
drink and/or buy beer say they gen
erall y base their choice of beer on 
brand , not price. Men tend to be 
more brand conscious than women 
(73 percent vs. 67 percent) . Brand 
preference over price also tends to 
increase with income. 

When it comes to beer, men are 
much more willing than women to 
try new things: 22 percent of men 
who drink beer say they are very 
likely to try a new brand , compared 
to just 9 percent of women. Overall , 
about half (51 percent) of beer 
drinkers say they're not likely, 32 
percent say they 're somewhat likely, 
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and 16 percent say they are very like
ly. Adventurousness also decreases 
with age, with 21 percent of drinkers 
age 21-34 very likely to try a new 
beer brand , co mpared to just 8 per
cent of tho se age 55 and older. 
Respondents with lower incomes are 
also more cautious with their beer 
money, and tend to be less willing to 
try new brands than respondents 
with higher incomes. A few survey 
respondents Uust 8 percent) have 
tried brewing their own beer, most of 
them men. 

Of those who have a favorite brand 
of beer, the following are the rank
ings of their choices: 

#1 Budweiser Brand . .. .. 27 percent 
#2 Miller Brand ... ... .. . 17 percent 
#3 Coors Brand ......... 11 percent 
#4 Michelob Brand ....... 9 percent 
#5 Busch Brand ......... 4 percent 

Corona Brand ........ .4 percent 
#6 Heineken Brand ....... 3 percent 
#7 Molson Brand ...... .. 2 percent 

Samuel Adams Brand .. . 2 percent 

For more information call 800-
446-1690 or visit the AmeriPoll Web 
site at www.maritz.com/apoll/. 

A look at air travel 
patterns among 
Hispanics 

Two Hi spanics in five ( 40 percent) 
traveled by air during the last 12 
months , accord ing to Hi s panic 
Express, a product of Taylor Nel on 
Sofres Intersea rch , a survey firm 
headquartered in s uburban 
Philadelphi a. Past-year airline trav
el was hi ghest among bilingual 
Hi spanics ( 4 7 percent) and lowest 
among Spanish-dominant Hi spanics 
(36 percent) . 

Two-thirds of Hispanic airline pas
sengers took two or fewer trip by 
air. Slightly more than half of these 
trips were to U.S. cities and 45 per
cent of the travelers had Latin 
American destinations. Spani sh-lan
guage usage appeared to be strong
ly related to a Hi panic traveler 's 
destination. Spanish-dominant 
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Hi panics most often flew to Latin 
America. Most bilingual and 
English-dominant Hi spanics visited 
U.S. cities. Almost three-fourths of 
all Hispanic travelers ' (71 percent) 
air travel was for personal reasons . 
Business-only trips accounted for 16 
percent of all trips, while 13 percent 
of all trips were for both business 
and personal reasons. 

Among Hispanics , American 
Airlines i the best-known airline by 
far. Three-fourths of the sample (76 
percent) are aware of the carrier on 
an unaided basis. Continental is a 
distant second (39 percent), followed 
by Delta (32 percent), Southwest (31 
percent) and United (21 percent). 
Hispanics usage of airlines during 
the past year replicates the findings 
for awareness. More than one-third 
of Hispanic (37 percent) have flown 
American Airlines during the past 
year, while only 17 percent flew 
Southwe t Airlines and 16 percent 
flew Continental. Delta (9 percent) 
and Aero Mexico (8 percent) follow. 

The carriers' presence in the five 
markets reflects the regional nature 
of the airline competition. The car
riers are strongest in the markets 
they either serve directly or have 
hubs, and weakest in markets in 
w h i c h they have few f l i g h t s . For 
example, three-fourths of San 
Antonio Hispanics (77 percent) and 
two-fifths of Houston Hispanics ( 41 
percent) are aware of Southwest 
Airlines- a Texas-based carrier. In 
contrast, only 9 percent of Miamians 
and I percent of New Yorkers men
tion Southwest- markets the airline 
does not serve. 

The other airlines' regional 
strengths among Hi panics are as 
follows: American- Miami (93 per
cent), New York (89 percent) and 
San Antonio (86 percent); 
Continental- Houston (78 percent); 
Delta - San Antonio ( 4 7 percent); 
T~A - New York (4 percent); Aero 
Mexico and Mexicana - Los 
Angeles. United awareness varied 
little across the five markets exam-

ined. It was slightly stronger in Los 
Angeles and Miami. (Chicago, 
United's headquarters, was not 
included in this wave of Hispanic 
Express.) 

Advertising, particularly Spanish
language advertising, appears to 
drive awareness and usage in this 
category. Two-fifths of Hispanics 
( 42 percent) recall advertising for 
American Airlines. In contrast only 
11 percent recall Southwest Airlines 
ads and 10 percent recall Continental 
Airlines ads. Approximately half 
Spanish-dominant and bilingual 
Hispanics recall American Airlines 
ads, while only approximately one
fourth of English-dominant 
Hispanics recall American ads. T his 
suggests that the carrier's Hispanic 
advertising campaign has made a 
strong impact. In contrast, only 2 
percent of Spanish-dominant 
Hispanics recall Southwest Airlines 
advertisement , while 25 percent of 
English-dominant Hispanics recall 
Southwest Airlines ads. 

~hileAmerican's strong presence ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
in the Hispanic market is consistent 
by language usage , Southwest 
Airlines, Delta and T~A are much 
stronger among English-dominant 
Hispanics. Continental's presence 
among each " language" group varies 
only somewhat. Airline usage fol
lows the same general tendency. 

Hispanic airline travel is highest 

with New York and Miami 
Hispanics, two markets with 
Caribbean populations. Past year air 
travel is lower in the three cities with 
large Mexican populations - Los 
Angeles, San Antonio and Houston. 

New Yorkers and Miamians more 
often traveled to Latin American 
de tinations. Almost three New York 
Hispanics in five (58 percent) and 
55 percent of Miami Hi spanics flew 
to Latin American cities during the 
past year. In contrast, less than one 
San Antonio Hispanic in five ( 18 
percent) flew to Latin America dur
ing the past 12 months . Mexico's 
proximity to San Antonio's over
whelmingly Mexican-American 
population may explain this finding. 
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Each month Hispanic Express 
covers New York , Miami, Los 
Angeles and San Antonio , and 
includes one bonus market per 
month. Each sample contains an 
equal number of male and female 
respondents. For more information 
call Daniel Bloom at 215-442-9601. 

Greeting cards serving 
as gift substitute 

Half of all adult Americans pur
chased greeting cards in the past 
year, while cards are more accepted 
as a substitute for a gift, a new mar
ket research report shows. 

The greeting card and stationery 
market reached $12.1 billion in retail 
sales in 1998, according to the report, 
The Greeting Card and Stationery 
Report: The Market, The Industry, 
The Trends , published by Unity 
Marketing. Greeting cards alone, 

which account for over 60 percent of 
the total category sales, rose 3 per
cent over 1997 levels to reach $7.5 
bi llion in sales. 

"Greeting cards and stationery are 
one of the most important consumer 
categories within the overall giftware 
industry," says Pam Danziger, presi
dent of Unity Marketing. "Half of 
the adult consumer urveyed in our 
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nationwide resea rch purchased a 
greeting card in the pas t year from 
either a specialty retailer, a mass 

merchant or by mai I order. The 
research also shows that more con
sumers are using a greetin g card as a 
substitute or replacement for a g ift." 

The prime market for g reet in g 
card and other stationery products is 
an individual betwee n 25 and 44 
years of age, living in a multipl e-per
son hou sehold . Wom e n purch ase 
cards only slightly more frequently 
than men. The typical greetin g card 
consumer purchases 12 indi vidua l 
cards per year and two boxed sets of 
cards. While the g rowth prospects 
for the greeting card and stationery 
market continue to be po s iti ve, 
Unity 's research reveal s shifts in con
sumer attitudes that can represent 
significant changes to the market 's 
growth prospects in the future. 

The re earch uncovered four dif
ferent type of greeting card con
sumers based upon diffe re nces in 
purchase motivation s and buyin g 
behavior. The largest consumer seg
ment, accounting for about one-third 
of greeting card consumers, is called 
a Downtrender. These individuals are 
buying fewer greeting cards today 
than they did in the past. They tend to 
be older and are more likely to be 

re tire d . Th e Sentimentalists, just 
under 30 percent of the market, rep
resent the av id g reet in g ca rd con
sumer, who purchases 15 card s per 
year and tends to shop for cards once 
a month or more frequently. Th e 
Prac tica ls, 2 1 pe rce nt of card con
sum e rs, purchase about th e sa me 
numbe r of ca rd s per year as th e 
Sentimentalists, but are more like ly 
to bu y boxed sets of ca rd s . Th e 
Practi ca ls also co ns ider a g reetin g 
card an acceptabl e subst itute for a 
g ift. The Technologist, about 17 per
cent of the market, is an e merg ing 
segment in the g reetin g card market. 
These computer-savvy greet ing card 
consumers view e- mail as a subst i
tute for a traditional card. This seg
ment is more like ly to be male, sin
g le, and between the ages of 25-to-
34. 

"The Techno logist is the prime tar
get market for g reeting card publi sh
ers exploring the Internet as a di stri 
bution channel," says Danziger. "For 
continued growth, greeting card mar
ke te rs mu st continue to meet th e 
need s of the Sentimentalists a nd 
Prac tical cons umer segments, while 
s tri v in g to capture th e declining 
interest of Downtrenders and pro
viding e-commerce-based so luti ons 
for the Technologists." 

In response to shifts in consumer 
trends, g reet ing card publishers are 
offering a wide range of new a lte r

nati ves to consu mers . "New subj ects 
such as cards to and from the house
hold pet, cards showcas ing favorite 
I icen sed cha racte rs from ca rtoon s 
and movies, as well as the popul ari 
ty of ethni ca ll y-oriented cards are a ll 
contributing to th e ri se in sales of 
g ree tin g ca rd s," says D a n z iger. 
" Publi shers are a lso presenting cards 
des igned to be more re levant to the 
soc ia l trends impac tin g th e family 
and the workplace, such as card for 
children of divorce, step-parent cards 
and working mother and parent-trav
e ling card s." 

For mo re information call Pam 
Dan ziger at 717-336-1600 or v isit 
the company's Web site at www.uni
tymarketin go nl ine .com . 
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petitors, such as Amway, entering a 
traditional utility game (an example 
of the long talked about "externa l 
threat"). 

The Natural Gas Deregulation Study 
is phase one of a two-phase project. 
The second phase, scheduled for fa ll 
1999, will quantitatively survey both 
residential and commercial natural gas 
customers' switching characteristics, 
perceived performance and satisfac
tion ratings of the gas marketers and 
Atlanta Gas Light. Phase two will also 
identify interest in new services/prod
ucts from gas marketers (bundling), 
and perception of deregu lation as a 
whole. For more information ca ll 
Nikki Eriksson at 770-455-6994 or 
visit the company's Web s ite at 
www. Energy M arketSo I uti ons.com. 

Data management service 
for research firms 

Search engine accesses 
hidden Web sites 

Linthicum, Md.-based 
powerize.com has relaunched its Web 
site (www.powerize.com) and intro
duced two Internet appli cations: a free 
business intelligence and research 
center, and a helper application for 
the major Web portals, including 
Yahoo!, Excite, Lycos, MSN, 
Netcenter, Go Network, Altavista, 
HotBot, Snap.com, and AOL.com. 
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Powerize.com is an aggregation of 
business content, featuring more than 
32 million articles, profiles, reports, 
analyses. and other documents from 
more than 8,000 sources worldwide 
and including information about more 
than II million public and privately
held co mp a ni es in the U.S. and 
abroad. Free extensive summaries are 
avai lab le fo r all documents, which are 
organ ized in 20 industry segments. 

Powerize.com also provides access 
to scores of "hidden" Web sites which 
the major Web search portals can't 
access . These database-driven sites 
can't be indexed by the "spiders" the 
portals use to catalog the Web, but 
they can be searched in real-time by 
powerize.com 's proprietary 
PowerLink technology. Among the 
hidden Web sites that are searchable 
through powerize.com are the U.S. 
Patent and Trademark Office data
base, the U.S. Securities & Exchange 
Commission's EDGAR database, and 
industry-specific s ites such as 
A pparel.Net, Hosp ita l i ty.N et, the 
In surance News Network, and 

Manufacturing Marketplace. 
To complement the free power

ize.com site, powerize.com has also 
released ver ion 1.0 of Powerize, a 
freely-downloadable software pro
gram that is a helper application for 
the Web's major search portals. The 
Powerize oftware powerizes the 
major search portals to find the busi
ness and inve tment information peo
ple need. With Powerize, users can 
simultaneously search powerize.com 
and their favorite search portal, and 
receive results from both in separate 
browser windows. The free software 
is available for immediate download 
at www.powerize.com. For more 
information contact Cheri Pender at 
703-438-3500 ext. 8117 or at cpen
der@powerize.com. 

New QDA software from 
Trag on 
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designed to determine product differ
ences and evaluate panel performance. 
Most data capture systems produce 
files compatible with this program. 
Computer generated calculations 
simplify panel performance tracking 
and product decisions. Interactive 
plots are generated for direct color 
printing. Analyses include analysis 
of variance, discriminant analysis, 
factor analysis, correlations, and var
ious mean separation tests. The new 
software, based on the S-Plus statis
tical package, automates the analy
sis, interpretation, and presentation 
of Quantitative Descriptive Analysis 
(QDA) research. For more informa
tion call 650-365-1833 or visit the 
company's Web site at 
www. tragon .com. 

Windows-based CBC 
from Sawtooth Software 

Sawtooth Software, Sequim, 
Wash., has released Choice-Based 
Conjoint (CBC) version 2 for 

Window . All aspects of que tion
naire development and analysis are 
managed through the intuitive, point
and-click interface. Graphics and 
multimedia elements can be included 

in the conjoint interview. Capacity 
has been expanded to accommodate 
10 attributes with up to 15 leve ls 
each. In addition to the logit module 
included in the base CBC sys tem, 
data can be analyzed using CBC's 
advanced analysis modules: Latent 
Class and CBC/HB for hierarchical 
Bayes estimation. A demo ver ion of 
the software is available from 
Sawtooth Software by calling 360-
681-2300. 

Hierarchical Bayes software for 
estimating part worths from choice 
data called CBC/HB is now also 
available from Sawtooth Software. 
Users do not need to own Sawtooth 
Software 's CBC System for Choice
Based Conjoint to use this tool. The 
CBC/HB Module reads choice data 
from and saves results to ASCII files. 

Your chance 
to make 
history 

... a case history, that is. 
As a QMRR 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 QMRR and we're looking for research projects 
in the following areas to profile: 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 QMRR 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 , QMRR 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 

It can analyze Choice-Based 
Conjoint, attribute-specific DCM, or 
partial-profile choice designs. A free 
technical paper describing the soft
ware is availab le for downloading 
from Sawtooth Software's home page 
at www.sawtoothsoftware.com. 

ln2form and ln2quest 
updates from SPSS MR 

Chicago-based SPSS MR ha s 
enhanced its In2form and In2quest 
software packages. For the first time, 
In2form i being offered as a stand
alone product that can be used as a 
front end, or interface, for any data 
collection package. In addition, 
In2form remains integrated with 
In2quest, the computer-assisted per
sonal interviewi ng (CAPI) package 
that employs a suite of software tools 
for designing and conducting surveys. 
With paper surveys being the most 
popular survey method worldwide, 
In2form also produces paper que -
tionnaires in Microsoft Word , either 
through installed templates, or in tan
dem with a house sty le. Benefits of 
the upgrade include: availability of 
In2form a a stand-alone product; 
improved paper-a sis ted per anal 
interviewing (PA PI ) function ; 
enhanced import and export func
tions. For more information vi it the 
company's Web ite at 
www.spss.com. 

New versi on of 
Perception Analyzer 

Columbia Information Systems 
(CIS), a Portland, Ore. maker of inter
active g roup commu nication tech
nology, has released WinPA Version 
6.0 for the Perception Analyzer (PA), 
a wireless, dial-based system. The PA 
is used for focus groups and mixed 
quantitative/qualitative essions in the 
fields of media and political research, 
ad testing, and almost all other types 
of research. The WinPA 6.0 software 
up grade offers adva nc ed survey 
re sea rch opt ions, changes and 
enhancements for the moment-to
moment (MTM) question type, and 
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several additions in the realm of ease 
of use and operation. One example 
of an advanced su rv ey re sea rch 
option is the new Seating Chart result 
scree n. It show s resu lts for each 
respondent in the relati ve positions 
he or she occupies around the focus 
group table. Thi s makes it easy for the 
moderator, as well as the clients 
behind the glass, to vi ualize indi
vidual answers and opinions. Another 
example is the "Not Applicable" 
(NA) option for both scale and di s
crete question types, which removes 
NA respondents from the percentage 
base . Also new are user defined scale 
options for scale questions, a multiple 
response summary creen, and live 
data weighting. For more informa
tion , or to receive a demo CD, e-mail 
Geoff Atwill at gatwill @cinfo.com 
or call 800-769-0906. Or visit the 
company's Web s ite a t 
www.cinfo.com. 

Study profiles Israeli 
tech firms 

BetaSphere, Inc ., Pal o Alto, Calif., 
has released results of an in-depth sur
vey of 65 Israeli technology compa
nies attempting to penetrate the U.S. 
market. Israel , a country le s than half 
the size of Maine, i home to nearly 

New on-line tool for 
researching physicians 

London-based IMS HEALTH has 
launched FASTview, a high-speed 
research tool that enables 
pharmaceutical and health care 
companies to perform on-line 
phy ician research over the Internet 
and obtain survey results within 24 
hours. In partnership with 
Tarrytown , N.Y.-based Physicians ' 
Online (POL), an on-line medical 
information and communication 
network for physicians , IMS 
HEALTH 's latest technology 
so lution combines its pool of 
presc riber-level profiling 
information with POL's Internet 
access to 200,000 doctors in the 
United States. IMS HEALTH is a 
provider of information solutions to 
the pharmaceutical and health care 
industries. 

FASTview delivers broad 
phys ician access and focused 
targeting of specific sample groups. 
It provides companies with answers 
to business questions that require 
quick market feedback - from 
introducing a new pharmaceutical 
product and testing a new 
promotional message to responding 

to negative publicity and fending off 
competitive threats. 

In addition to providing rapid 
responses, the alliance between IMS 
HEALTH and Physicians' Online 
provides the opportunity to target 
specific physician groups for 
Internet research projects. This new 
targeting capability allows 
pharmaceutical companies to create 
customized samples that focus on 
the highest-value physician 
audience for their research needs . 
Through IMS HEALTH's Xponent 
Profiler - a source of physician
level prescribing activity - clients 
are able to select the exact physician 
audience to include in a research 
project. For more information visit 
the company's Web site at 
www.imshealth.com. 

Name Creation: 
Name Testing. 

Best New Product Brooding 

~@N 
For Information Contact: John P. Hoeppner 

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

e-ma il: namequest @ aol.com 

11a1ng L1ul":!st ® 
The Science of Nome Creation 

3, 000 high- tech companies. The ,...------------ ---....1....------------
majority have fewer than 100 employ
ee , and many identify the U.S. a 
their primary target market. Since lit
tle has been written about the role of 
U.S. customer feedback in Israeli 
product development and marketing, 
BetaSphere surveyed Israeli compa
nies to unders tand how they find 
prospective customers, beta users, and 
partners; how U.S. customer feedback 
influences product development; and 
how Israeli marketers assess U.S. 
acceptance of their products and ser
vices. Re s ult s can be found at 
www. betasphere .co m/i s rael _s ur
vey/contact.html or by calling Paul 
Allen at 888-238-2243 x 106 or send
ing an e-mai I to rep ort @betas
phere.com. 
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Elliott(> Benson 

Alorkeling, Public Pol icy 
8. Opinion Research 

916/325.1670 
www.elliottbenson.com 

An Excellent Market 
to Research 
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Research Industry News 
continued from p. 13 

and operates two access panel compa
nies - tpi in Germany and Infratest 
Burke at Target-On-Line in France. In 
addition, Infratest Burke continues to 
be part of the Target Access Panel 
Consortium in Europe, which provides 
access panel services in five European 
countries. NFO and IPSOS will con
tinue to cooperate on client projects 
currently in progress, as well as in 
areas of activity other than access pan
els. 

Macro Consulting has moved to 
1900 Embarcadero Rd. , Suite 110, 
Palo Alto, Calif., 94303. Phone 650-
812-7550. Fax 650-812-7551. 

Decision Making Research , 
Washington , D.C., has received the 
Fairfax County Chamber of Commerce 
"Best Service Company of the Year" 
award, which is presented annually to 
the company judged as "providing the 
highest quality of service excellence 
above and beyond industry standards." 

James Madden and Doris Walsh 
have formed Paramount Market 
Publishing (PMP), a publishing house 
that will focus on books by experi
enced market researchers. Besides 

publishing its own line of books, PMP 
will also sell books of other publishers 
who focus on market segments and 
marketing tool . Potential authors can 
contact PMP at 607-275-8100 or visit 
its Web site at www.paramount
books.com. 

Jeri Meola , co-founder of 
Satisfaction Management Systems, 
Inc. , Minneapoli s, has received the 
1999 Lucent Technologies "Enhanced 
Business Through Communication 
Technology" award. She received the 
award as part of the National 
Association of Women Bu si ness 
Owners ' 1999 Annual Awards Gala 
honoring achievements of Minnesota 
women bu s ine ss owners. Lucent 
Technologies sponsored thi s award for 
the woman-owned business that best 
use technology to enhance overall 
business performance. 

Decision Data ha s moved to 
Lakeside Office Center, 7962 Madison 
Ave., Suite A, Burr Ridge, Ill. , 60521. 
Phone 630-734-8244. Fax 630-734-
8245. 

Ebony Marketing Research has 
opened a new full-service marketing 
research and focus group facility at 
666 11th St. , N.W., in Washington, 
D.C. For more information call 202-

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

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

628-4640. 

The Fieldwork Network has added 
three locations: fieldwork Dallas (972-
866-5800) ; fie ldwork Minneapolis 
(6 12-837-8300) and fieldwork Seattle 
(425-822-8900). 

Lockheed Martin/EDS has contract
ed Optimum Solutions Corp. , 
Rockvi ll e Centre, N.Y., to provide its 
proprietary FAQSS data capture sys
tem for processing the United States 
Census 2000 project. 

Allting, Inc. has acquired San 
Francisco-based Socratic Software's 
Visual Q software for interactive Web
based surveys. The transaction, valued 
at approximately 2 million , consists 
of both cash and royalty payments. 
Allting is a software firm whose prin
cipals have been key members of the 
Visual Q development and quality 
assurance team since the product's 
introduction in 1997. The company 
will continue to provide customer sup
port and product assistance to existing 
as well as new customers and will con
tinue developing the product. 

Focus Groups of Cleveland Survey 
Center has opened its third research 
suite. The new suite features a large 
multi-purpose respondent room with 
multiple lines for access to videocon
ferencing, teleconferencing and 
Internet usage. For more information 
call Betty Perry at 2 16-90 1-8075. 

Milwaukee, Wis .-based Market 
Probe, Inc. , has formed Market Probe 
India, a new subsid iary located in New 
Delhi , India. 

Wirthlin Worldwide, a McLean, 
Ya. , research firm , and DS Griffen & 
Associates, a Scottsdale, Ariz., orga
ni zational development consu ltin g 
group, have entered into an agreement 
for the continued delivery and further 
development of Advanced Strategy 
Lab, a technology which facilitates 
group interaction using networked lap
top computers and electronic brain
storming software. 
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Turner 
continued from p. 19 

for Turner, it all begins with looking 
at who is visiting their site and see
ing if that aligns with their on-air 
market." 

Spring also wanted to get satisfac
tion readings, understand why visi
tors came to the site, uncover any 
gaps between what site visitors want
ed and what they were ge tting , and 
also examine functional , navigation
al and design issues. 

Gauge interest 
Adopting the role of champion of 

the Digital Dashboard idea within 
the Turner Entertainment Group , 
Spring began meeting with the vari
ous factions throughout the company 
to gauge their interest level and buy
in for s uch a comprehensive 
approach . "Digital Dashboard was a 
departure from the one-time studies 
we had conducted. It looked at col
lecting, on an ongoing basis, 5,200 
surveys year [I 00 per week] for each 
site, rolling them up and presenting 
them against so me benchmarks ," 
Spring says. 

"After collecting a ton of informa
tion ," Coates says, "we would be able 
to give the particular audiences with
in Turner Entertainment Group the 
ability to drive the car, as it were. 
That ' why we used the digital dash
board metaphor. They could make 
changes to their content in week one 
and be able to see how that impacted 
their audience profile and site satis
faction ratings in week two." 

Practical problems 
As early iteration s of the 

Das hboard idea were circulated 
around Turner Entertainment Group, 
so me bas ic , technical problems 
cropped up. People didn ' t have the 
latest versions of Netscape Navigator 
or Internet Explorer, which were 
needed to use the Di gital Dashboard 
sys tem. The interface didn't work 
well on Macintosh computers. 

Burke worked to overcome these 
hurdles but the problems raised early 
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flag s with people in the 
organization who were 
already skeptical, Spring 
says . 

The Webmasters of the 
individual sites balked at 
the sheer amount of data 
the research would gen
erate. Their perception 
was that having to moni
tor and react each day to 
information about their 
site would add more work 
to their already over
loaded schedules. 

In addition to being 
unders taffed and over
worked, the Web units 
were also underfunded 
and as they learned more 
about the cost structure 
for Digital Dashboard , 
they realized they didn ' t 
have money in their bud
gets for a significant 
re sea rch function. 
"A nything higher than 
free was too high," Spring 
says. " I tried to marshal 
some resources and cre
ate so me structures 
around it to make the 
costing more efficient but we could
n' t get it down to a level that would 
work for the Webmasters." 

And without a push from each net
work's research department, the 
Webmasters couldn't be convinced 
that Digital Dashboard deserved their 
support , Spring says. "Early on , I 
didn't get the buy-in from 
researchers at those respective net
works to push the idea forward. The 
Webmasters didn't see the value 
becau se they were so caught up in 
their day-to-day work." 

In the end, the mountains of real
time data proved to be too much , 
Coates says. " I would say the epi
taph on this experience was: over
whelming. The Turner people were 
on all fronts overwhelmed with all 
the data they didn ' t need instead of 
receiving the nugget that they did 
need. 

"One of our outcomes from this 

project was, just because you can 
incorporate all of this stuff and cre
ate one large on-line report that 
encompasses everything, doesn't 
mean you should. You start linking 
together audience profile and satis
faction and tactical performance and 
media consumption and you end up 
with this big unwieldy thing. And 
from Turner's point of view it 
became too complex too quickly." 

Rather than a real-time monitor
ing of visitor opinions on their sites, 
the Webmasters said they would be 
content with an occasional research 
check-in, once a year or twice a year 
at most, to do some audience profil
ing and obtain feedback on critical 
issues. 

"The Webmasters wanted the audi
ence profile ," Coates says. "The 
research department was certainly 
interested in some of the other stuff. 
Their executive management was 
interested in the consumption aspect. 
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But to put all those things together 
and throw them into the Digital 
Dashboard initiative was certainly 
ambitious. What held us back in 
terms of realizing the potential of the 
real-time reporting was the fact that 
we were trying to report not on a sin
gle car but on a whole freight train." 

Not soured 
The trials of shepherding Digital 

Dashboard certainly haven't soured 
Spring on the merits of on-line 
research. In his experience, it's been 
"phenomenally successful." 

Cooperation rates are high - tests 
for Digital Dashboard earned a 41 
percent rate in some cases. And 20 
percent of first-time visitors to the 
sites, who weren ' t taken through the 
survey due to their lack of experi
ence with the site, cooperated and 
took the survey later after being con
tacted by e-mail with a second 
chance to participate. 
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Participation levels also 
can depend on the reason 
people are visiting the site, 
Coates says, adding that 
the Turner s ite s benefit 
from their entertainment 
orientation. "We've done 
similar methodologies with 
Intel 's support s ite and 
with a situation like that , 
where people are having 
actual problems with their 
PC or chip set, they don ' t 
want to complete a survey. 
The participation rate s 
were lucky to climb into 
the double digits on that 
site. So a lot of the success 
in terms of participation 
has to do with whether 
people are actively 
engaged in a specific task 
that they really need to get 
through or, as is the case 
with the Turner s ites, if 
they're just surfing or plan
ning their television view
ing ." 

As the novelty of Web 
research wears off, incen
tives are going to play a 

bigger role in enticing participation. 
Spring says that the old standby, a 
cash sweepstakes, has worked well, 
but charitable contributions have also 
been popular. They make the most 
sense, of course, if they ' re related to 
the subject of the research or are tied 
into the entity spon oring the 
research. For example, the Turner 
Classic Movie network has conduct
ed studies which give two dollars for 
every completed survey to a fi I m 
preservation fund in the respondent 's 
name. 

Spring has tried to gather feedback 
from potential ite visitor as well as 
regular visitors. "You can use panel s 
for that ore-mailed site feedback that 
you have saved or other areas of reg
istration where you have asked peo
ple if they would participate in 
research ... any resource that you can 
use to locate people who have the 
criteria of your site visitors but 
haven't visited it yet. Be sure to par-

allel that with the research with reg
ular visitors so that you're not work
ing in a vacuum. Thi s way you have 
a potential to grow your site traffic 
rather than maintain it." 

Needs change 
A Web s ite's research needs will 

change depen ding on who claims 
ownership of the site within the com
pany or organization, Coates says . 
For those on the system administra
tion side, research may mean ana
lyzing the server log file and mea
suring and evaluating the hits and the 
click stream. "As the Web s ite 
becomes more a major part of the 
corporate entity, then the traditional 
marketing, advertising, and research 
forces begin to play a dominant role," 
he says. 

And the amo unt of research you 
do may also depend on how much 
traffic your site gets and how often it 
changes. "If your Web site is growing 
by leaps and bounds with people vis
iting more often and staying longer, 
you might want to take on more fre
quent research. In our case, for some 
of the incrementally-growing s ites, 
the perceived need was much less," 
Spring says. 

Coates says watching media com
panie s come to terms with the 
Internet has been a very interesting 
experience. "In theory, they should 
be the best-equipped to deal with the 
immediate implication s of the Web 
becau se it 's just another medium, 
after all. Early on it was difficult to 
tell to what extent thi s new medium 
i go ing to upset traditional media 
and so the false hope that the Web 
was a simpli stic secondary format to 
the main format was an understand
able initial reaction." 

Necessary tools 
As the Di gital Dashboard example 

shows , at thi s point the reach of real
time Web-based research may exceed 
its grasp. "You can report things in 
real time ," Coates says, "but does 
that mean that the client will have 
the need or all the necessary tools to 
take advantage of it?" 
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The technology ex ists to capture 
and manipulate a hu ge amount of 
data from on-line research. But to 
truly take advantage of the data, plain 
old hardware issues will have to be 
overcome. In many cases, on th e 
client side, computer systems need to 
approach state-of-th e-art to take full 
advantage of the data process ing and 
analysis. And on the respondent side, 
colorful g raphi cs a nd s trea min g 
medi a will make a snazzy survey 
exp erienc e but not whe n th ey' re 
being forced through 28.8 modems 
into ag ing PCs. 

"Th ere's a lot of potenti a l sur
rounding what the Internet can do for 
our industry," Coates says. "As yo u 
develop your capabilities, you rea li ze 
that there 's more that needs to be in 
place before the true promi se of the 
Web is realized within our industry. 
There are a lot of research companies 
that have a strong fun cti onal capa
bility on the data collecti on side with 
emerging on-line reporting capabili 
ties, but in term s of rea ll y revo lu

we' re trying to qui ckl y develop the 
capability too. Alon g the way we 
have to as k ourse lves whether all of 
the capabiliti es that we are develop
ing are resulting in better research. 
Whil e the rush to the Web has tem
poraril y bypassed some important 
va lid ati on issues fo r some compa
nies, I think that validati on is a strong 
and recurring theme for thi s yea r. It 
seems like some of us earl y pi oneers 
in the Web took giant strides forward 
and now we' re stepping back to make 
sure we' re heading in the ri ght direc
ti on." 

Still alive 
The Di gital Das hboard idea is still 

a li ve , but , a t leas t in th e case of 
Turner Entertainment Group , it may 
be used on a small er sca le . "With 
adaptati on it could be valuable on a 
small er sca le, as a slimmer, toned 
dow n profi I i ng trac ker th at is less 
ongoin g and more opportuni sti c," 
Spring says . 

"At so me point we may in fac t 

wind up with something that is very 
clo e to what we started off with," 
Coate say s . "After people have 
made their way up the learning curve, 
after the Webmasters have gotten 
comfortable with seeing their demo
graphic profile day-to-day and seeing 
it change and seeing how what they 
do impacts sati sfaction , they might 
be interested in finding out more." 

The real-time benefit didn ' t really 
reach fruition , but it will , Coates 
says. "Overall , the data collection 
went smoothl y, Di gital Dashboard 
wo rked as a conve nient reportin g 
capability. But as for the notion of 
creating this real-time dashboard that 
would allow people to dri ve as they 
go and see how the decisions they 've 
made have impacted things and then 
feed that back into the process, more 
work needs to be done by both clients 
and research vendors to refine thi s 
capability. But I think the industry is 
aiming towards that and when we get 
there it ' going to change the nature 
of re earch forever." r~ 

tionizing our industry and bypass ing ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

the traditional mechani sms with an 
end-to-end Web soluti on, the re is 
more that needs to be in place." 

Quick to react 
Coate s say s th a t th e resea rch 

industry has been quick to react to 
the promi se of the Web, contrary to 
what its members may fee l. " In the 
research industry we ' re often hard 
on ourselves but we ' re very qui ck to 
react. While many industri es are just 
comin g to term s with the Web, I 
can't name a single r research] com
pany that hasn' t gotten invo lved at 
some level. Every major organi za
tion that you talk to has got some
thing underway, or they've got a part
nership th at g ives them th e [Web 
research] capability." 

But in the rush to embrace a new 
medium and meet cli ent wants and 
needs, the industry can' t lose sight of 
the need to conduct methodolog ica l
ly-sound research. "Our industry is 
so client-dri ven that when the issues 
touch the Web we' re there and when 
real-tim e reportin g is a necess ity 
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OBJECTIVE: 
Instant samples that are truly representative. 

SSI SOLUTION: 
Mickey Blum (President of Blum & Weprin Associates Inc. in 
New York City)- "When one of my media clients calls, I 
typica lly need a sa mple within rwo hours. We need to be in the 
field the day of the news event and have the results available the 
next morning. T need an instant sample fo r an instant response. I 

can get that from Swvey ampling. And I 
can get the sample screened for 

disconnects! That has been 
inva luable to me. The most 
important thing is a quality 

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

Ca ll SSI for sampl ing solutions 
at 203-255-4200 or send e-mail 

to info@ssisamples.com. 

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

Partners with sur vey 
researchers s ince 1977 
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Advanced Insights 
1118 Pendleton St. 
Cincinnati, OH 45202 
Ph. 513-381-1450 
Fax 513-381-1 455 
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 941 18 
Ph. 415-263-0918 
Fax 415-751-3620 
E-mail : alexpark@compuserve.com 
Contact: Sherry Parker 
Full-Service Qualitative. Most Industries. 

t 
Jeff 

Ander so n 
Consulting 

Jeff Anderson Consulting , Inc. 
1545 Hotel CircleS., Ste. 130 
San Diego, CA 921 08 
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. 

HJ SPAN I C& A S IA 

MARKETING COMMU !CATION 

RESEAR C H, [ 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. 
Quai./Quant. Full-Service Research In 
U.S. & Asia. Cantonese, Mandarin, 
Japanese, Korean, Vietnamese, Tagalog. 

Automotive Insights, Inc. 
Sports Insight 
58 Egbert St. 
Bay Head, NJ 08742 
Ph . 732-295-2511 
Fax 732-295-2514 
E-mail : Autoins@aol.com 
Contact: Douglas Brunner 
Full-Service Research For Automotive 
and Sports Industries. Focus 
Groups/Product Clinics/Sports Events. 
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AutoPacific , Inc. 
2991 Dow Ave. 
Tustin, CA 92780 
Ph . 714-838-4234 
Fax 714-838-4260 
E-mai l: karxprt1 @ix.netcom.com 
Contact: George Peterson 
Auto Marketing & Product Experts. 
1,300 Groups Moderate & Recruit. 

BAIGioballnc. 
580 White Plains Rd . 
Tarrytown, NY 1 0591 
Ph . 914-332-5300 
Fax 91 4-631-8300 
E-mai l: kpermut@baiglobal.com 
Contact: Kate Permut 
Maximize The Power Of Your Qualitative 
And Get The Clear, Concise Results You 
Need For Real Business Decision-Making. 

Behavior Research Center, Inc. 
1101 N. FirstSt. 
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-mai l: 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. 

RESEAR C H 

C&R Research Services, Inc. 
500 N. Michigan Ave. 12th fl. 
Chicago, IL60611 
Ph . 312-828-9200 
Fax 312-527-3113 
E-mai l: 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. 
3521 W. 24th St. 
Minneapolis, MN 55416 
Ph. 612-525-2011 
E-mail : CamReslnc@aol.com 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To
Bus., Ag., Specifying Engineers. 

CAMPOS 
MARKET RE SE AA C ii , I N C 

Campos Market Research , Inc . 
216 Blvd . of the Allies 
Pittsburgh, PA 15222 
Ph . 412-471-8484 
Fax 412-471-8497 
E-mail : campos@campos.com 
Contact: R. Yvonne Campos 
Full-Service Market Research Firm 
Offering Proven Expertise In Customized 
Qualitative and Quantitative Research 
Design and Analysis. 

Catalyst Research Network 
PO. 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/IVR 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 . 608-246-3010 
Fax 608-246-3019 
E-mai l: crc@crcwis.com 
www.crcwis.com 
Contact: Sharon R. Chamberlain 
Full-Service. Have Moderated 
Thousands of Groups. 

COMMON 
KNOWLEDGE 

MARKETING INFORMATION FOR THE 21ST CENTURY BUSINES! 

Common Knowledge Research Svcs . 
16200 Dallas Pkwy., Ste. 140 
Dallas, TX 75248 
Ph. 800-710-9147 ext. 102 
Fax 972-732-1447 
E-mai l: SRLavine@sprintmail.com 
www.commonknowledge.com 
Contact: Steven R. Lavine, President 
Affordable, Flexible & Fast! 20 Yrs. 
Experience. Groups, Depth, Virtual
Online. Nationwide. References. 
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Consumer Opinion Services 
12825-1 stAve. South 
Seattle, WA 98168 
Ph . 206-241-6050 
Fax 206-241-5213 
E-mai l: cos-info@cosvc.com 
www.cosvc.com 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones 

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

(((!; ';~:~:~il~~ 
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Creative Focus , Inc. 
209 The South Chace 
Atlanta , GA 30328 
Ph . 404-256-7000 
Fax 404-231-9989 
E-mail : vardis@mindspring .com 
www.creativefocus.net 
Contact: Harry Vardis 
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. 

Cunn ingham Research Associates 
500 Ashwood Lane 
Fairview, TX 75069 
Ph . 972-596-4072 
Fax 972-529-1285 
E-mai l: markc@craresearch.com 
www.craresearch .com 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch., Consumer, Advg., 
Bus./Bus .. Hi-Tech. 

Daniel Associates 
49 Hill Rd ., Ste. 4 
Belmont, MA 02478 
Ph. 617-484-6225 
Fax 800-243-3493 
E-mail: sdaniel@earthlink.net 
http:/ /home .earthlin k. neU - sdan iel/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 
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Moderator MarketPlace TM 
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: Billliff-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 
PO. 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 Qualitative Services, Inc . 
94 Lincoln St. 
Waltham, MA 02451 
Ph . 781-647-0872 
Fax 781-647-0264 
E-mail: reva@doloqual.com 
www.doloqual.com 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. For 20+ Years. 

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 & Lavidge 
1990 Lakeside Parkway 
Tucker, GA 30084 
Ph. 770-621-7600 
Fax 770-621-7666 
E-mail: skimbro@elavidge.com 
www.e lavidge.com 
Contact: Susan Kimbro 
Full-Service Qualitative. Four Full-Time 
Moderators. 

Ergo Research Group , Inc. 
83 East Ave ., Ste. 208 
Norwalk, CT 06851 
Ph . 203-838-0500 
Fax 203-853-0369 
E-mail : peter@ergoresearchgroup.net 
www.ergoresearchgroup.net 
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. 
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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. 

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

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

FOCUStPLUS 
Focus Plus , Inc. 
79 5th Avenue 
New York, NY 10003 
Ph. 212-675-0142 
Fax 212-645-3171 
E-mail : focusplus@msn.com 
Contact: John Markham 
Impeccable Cons. & B-B 
Recruits/Beautiful New Facility. 

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 
179 Inverness Rd. 
Severna Pk. (Balt./D.C.), MD 21146 
Ph . 410-544-9191 
Fax 41 0-544-9189 
E-mail : bhammer@gohammer.com 
www.gohammer.com 
Contact: Bill Hammer 
15th Year. Business-to-Business and 
Consumer. 

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

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

HI SI'AN I C & ASIAN 

MARKET! C COMMUNICATION 

R ESEA RCH, I NC. 

Hispanic Marketing Communications 
Research/Div. of H&AMCR, Inc. 
1301 Shoreway Rd ., Ste. 100 
Belmont, CA 94002 
Ph . 650-595-5028 
Fax 650-595-5407 
E-mail : gateway@hamcr.com 
www.hamcr.com 
Contact: Felipe Korzenny, Ph.D. 
QuaiJQuant. 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 1 0538 
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 
www.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. Brand Retail.com 
Contact: Michael C. Sack 
Specialist In Image-based Projective 
Qualitative Research, Small Sample/Red 
Flag Testing & Package Design 
Evaluation. 
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In Moderation 
3801 Conshohocken Ave., #816 
Phi ladelph ia, PA 19131 
Ph. 215-871-7770 
Fax 215-871-7773 
E-mai l: in moderation@erols.com 
Contact: Dean Bates 
Qualitative Research Focus Groups For 
All Industries. 

Irvine Consulting , Inc. 
2207 Lakeside Drive 
Bannockburn, IL 60015 
Ph. 847-615-0040 
Fax 847-615-0192 
E-mail : IRVES224@msn.com 
www.irvineconsulting.2e.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 11 1 01 
Ph. 718-786-9640 
Fax 71 8-786-9642 
E-mai l: 72114.1500@compuserve.com 
Contact: J. Robert Harris II 
Founded 1975. Check Out The Rest But 
Use The Best! 

JUST THE FACTS! •• 
YOUR INFORMATION SOU R CE •ilt 

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

Kerr & Downs Research 
2992 Habersham Dr. 
Tallahassee, FL 32308 
Ph. 850-906-3111 
Fax 850-906-31 12 
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-mai l: norm@kiassociates.com 
www.h iassociates.com 
Contact: Norman P lshimoto 
RIVA-Certified; Full-Service 0&0 
Research Firm. 
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Knowledge Systems & Research, Inc. 
500 South Salina St. , Ste. 900 
Syracuse, NY 13202 
Ph. 315-470-1350 
Fax 315-471-0115 
E-mail : HO@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 1 0036 
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. 

Leflein Associates , Inc. 
One Bridge Plaza 
Ft. Lee, NJ 07024 
Ph. 201-363-1661 
Fax 201-363-1663 
E-mail: bleflein@leflein.com 
www.leflein.com 
Contact: Barbara Leflein 
Latest Techniques. Consumers, 
Business-to-Business, Doctors. 

Lewis Consulting Inc. 
2016 Cameron St. 
Raleigh, NC 27605 
Ph. 919-835-2044 
Fax 91 9-835-2257 
E-mail: jamesdlewis@mindspring.com 
Contact: Jim Lewis 
20+ Years Experience Across Many 
Markets. 

London Research 
180621rvine Blvd. , Ste. 200 
Tustin, CA 92780-3328 
Ph. 714-505-0920 
Fax 714-505-087 4 
E-mail : LRL@LondonResearch.com 
www.londonresearch.com 
Contact: Ray W London, Ph.D., M.B.A. 
Camp. Stratg. Conslt. Quai./Ouant., 
Prep./Mod./Anlys. , Focus, Mtg. 
Facilitation, Bus./Med.!Litg./Fin./Pol. Pros. 

Low+ Associates , Inc. 
5454 Wisconsin Ave ., Ste. 1400 
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 Be ltsville Dr. 
Calverton , MD 20705-3119 
Ph. 301-572-0200 
Fax 301-572-0999 
E-mail: halverson@macroint.com 
Contact: Lynn Halverson 
Large Staff of Trained Moderators 
Available in Many Areas. 

Market Access Partners 
25107 Genesee Trail Rd. , Ste. 300 
Golden, CO 80401 
Ph . 303-526-1900 
Fax 303-526-7920 
E-mail : marygpatton@juno.com 
Contact: Mary G. Patton 
Research For Medical/Surgical and 
Pharmaceutical Products. 

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

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

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

Market Research Associates 
2082 Business Center Dr. , Ste. 280 
Irvine, CA 92612 
Ph. 714-833-9337 
Fax 714-833-211 0 
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-mai l: mjrichards@aol.com 
Contact: Marilyn Richards 
New Product Development/Hi
Tech/Multimedia!Telecomm. 
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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 
1 00 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™ Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECASTsM & 
SHAREMAPsM. 

The Mercury Group , Inc. 
8 W. 38th St. , 8th fl. 
New York, NY 10018 
Ph. 212-997-4341 
Fax 212-768-7105 
E-mail : TMGDB@aol.com 
Contact: David Berman 
Medical Mkt. Research By Marketers. 
W/Fu/1 Reports. 

..dt11chelson 
~~ociates,Inc. 
Strategic M arket ing Research 

Mich elson & 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 '/. Fu/1-Svc. Ouai/Ouant. 

Francesca Moscatell i 
506Ft. Washington Ave ., 3C 
New York, NY 1 0033 
Ph . 212-740-2754 
Fax 212-923-7949 
E-mail : francesca@bigplanet.com 
http / /dwp.bigplanet.com/qualitative 
Contact: Francesca Moscatelli 
Latino Bi-Lingual/Bi-Cultural Groups; 
ORCA Member. 
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R ESEARCH C ENTER 
A Division of HJtAMCR.. Inc. 

Multicultural Research CentersM 
A Div. of H&AMCR, Inc. 
1540 E. First St. , Ste . 200 
Santa Ana, CA 92701 
Ph. 714-560-1 120 
Fax 714-560-1121 
E-mail: ResearchCenter@hamcr.com 
www. hamcr.com 
Contact: Ricardo Flores 
Quai./Quant. Rsch. in Spanish, 
Portuguese, Asian Languages; Field 
Rsch. and Data Collection Svcs.; Focus 
Groups, CAT/. 

Northwest Research Group , Inc. 
400 108th Ave ., N.E. , Ste. 200 
Bellevue, WA 98004 
Ph . 425-635-7 481 
Fax 425-635-7 482 
E-mail : ethertn@nwrg .com 
www.nwrg.com 
Contact: Jeff Etherton 
Facilities, Moderating, Full-Service 
Market Research. 

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

Perception Research Services, Inc. 
One Executive Dr. 
Ft. Lee, NJ 07024 
Ph. 201-346-1600 
Fax 201-346-161 6 
E-mail: jschurtz@prsresearch .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. 

REs E A R€QNNECTIONS ~ 

Research Connections, Inc. 
414 Central Ave. 
Westfield, NJ 07090 
Ph . 908-232-2723 
Fax 908-654-9364 
www.researchconnections.com 
Contact Amy J Yotfie, President 
Online Focus Groups. Nat '/.1/nt'/. Recruit 
By Web Intercept, Phone, Email, Internet 
Panel. Test Web Sites, Ads, Products, 
Concepts. E-Commerce Studies. 

The Research Department 
220 E. 73rd St. , Ste . 7-D 
New York, NY 1 0021 
Ph. 212-717-6087 
Fax 212-717-6382 
E-mail : alexabsmith@earthlink.net 
Contact: Alexa Smith 
Experienced Specialist in Fuii-Svc. Qual. 
Rsch.- Focus Grps. , lndiv. Depth 
Interviews, Mini Grps. Skilled High 
Quality Moderating. Over 25 Yrs. Exp . 

The Research Edge 
1711 W. County Rd . B, Ste. 107S 
Roseville , MN 55113 
Ph. 612-628-9196 
Fax 612-628-9198 
E-mail : research .edge@worldnet.att.net 
Contact: Cheryl Schwich/enberg 
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-mai i: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-mai l: jrothenbg@aol.com 
Contact Joyce Rothenberg 
Specializing In Service Businesses With 
13 Years Experience In Restaurants And 
Hospitality 

ScHNELLER 

~ ualitative 
'"'-

Schneller- Qualitative 
300 Bleecker St. , 3rd fl. 
New York, NY 1 0014 
Ph. 212-675-1631 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx/B-to-B/ 
Consumer (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. 
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Sll: Worldwide Marketing Services 
7601 N. Federal Hwy. , Ste. 205-B 
Boca Raton, FL 33487 
Ph . 561-997-7270 
Fax 561 -997-5844 
E-mail : sil@siltd.com 
www.siltd .com 
Contact Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

James Spanier Associates 
120 East 75th St. 
New York, NY 1 0021 
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, Ml 49441-5882 
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, I L 60626 
Ph. 773-973-7573 
Fax 773-973-0378 
E-mail : DonaJ@aol.com 
Contact: Dona Vitale 
Brand & Organizational Development 
Strategy, Target Audience Analysis, 
Message Communication Research. 

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

Sunbelt Research Associates, Inc. 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph . 561-7 44-5662 
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-mail : SuperDatos@hamcr.com 
www.hamcr.com 
Contact: Jennifer Mitchell 
Fuii-Svc. Research to U.S. Standards 
Throughout Mexico. Focus Grps., In
depth Interviews, Intercepts. Luxury 
Facility 

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

Thorne Creative Research 
2900 Purchase St. , Ste. 2-1 
Purchase, NY 10577 
Ph . 914-694-3980 
Fax 914-694-3981 
E-mail : gthorne@thornecreative .com 
www.thornecreative.com 
Contact: Gina Thorne 
Sensitive Issues/Actionable Results With 
Kids, Teens, and Hi- Tech. 

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

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

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

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

Wolf/Aitschui/Callahan , Inc. 
60 Madison Ave. 
New York, NY 1 0010 
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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Moderator MarketPlace TM 

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. In Moderation 

Alexander+ Parker Leichliter Assoc. Mktg. Rsch ./ldea 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. Leflein Associates, Inc. 
AutoPacific, Inc. MCC Qualitative Consulting 

Performance Research 
Erlich Transcultural Consultants Indiana Perception Research Services, Inc. 
Hispanic Marketing Research Connections, Inc. Tennessee 

Communication Research The Farnsworth Group Treistman & Stark Marketing, Inc. Direct ions Data Research In Focus Consulting 
Kfyomura-lshimoto Associates Iowa New York 

Rothenberg Consulting Group 

London Research 
Market Research Associates Essman/Research BAIGioballnc. Texas 
Marketing Matrix, Inc. Cornerstone Research & Marketing, Inc. 

Kentucky Decision Drivers Common Knowledge Research Svcs. 
Meczka Mktg ./Rsch./Cnsltg., Inc. 

Fader & Associates Cunningham Research Associates 
Multicultural Research Center M Cultural Insights, Inc. Linda Fitzpatrick Rsch . Svcs. Corp. Decision Analyst, Inc. Yarnell , Inc. Image Engineering , Inc. Focus Plus, Inc. First Market Research Corp. (Heiman) 

Colorado Horowitz Associates, Inc. 

Cambridge Associates, Ltd . Maryland JRH Marketing Services, Inc. Virginia 
Market Access Partners Hammer Marketing Resources Knowledge Systems & Research, Inc. 

Market Connections, Inc. 
Low+ Associates, Inc. Langer Associates, Inc. 

Connecticut Macro International Market Navigation, Inc. 

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

Suzanne Higgins Associates 
Francesca Moscatelli Burr Research/Reinvention 

Massachusetts The Research Department Prevention 

Florida Daniel Associates 
Jay L. Roth & Associates, Inc. Catalyst Research Network 
Schneller- Qualitative Consumer Opinion Services AnswerSearch , Inc. Dolobowsky Qualitative Services, Inc. James Spanier Associates Northwest Research Group, Inc. Findings International Corporation Rrst Market Research Corp. (Reynolds) Thorne Creative Research 

Kerr & Downs Research View Finders Market Research Wisconsin Schwartz Consulting Partners Michigan Wolf/Aitschui/Callahan , Inc. 
SIL: Worldwide Marketing Services 

Stellar Strategic Services 
Chamberlain Research Consultants, Inc. 

Strategy Research Corporation North Carolina 
Sunbelt Research Associates, Inc. 

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

Cambridge Research , Inc. Wilson Qualitative Research Consultants 

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

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

ADVERTISING WB&A Market Research ARTS & CULTURE C&R Research Services, Inc. 

Advanced Insights Wolf/Aitschui/Callahan, Inc. Strategic Focus, Inc. Erlich Transcultural Consultants 

Jeff Anderson Consulting, Inc. Matrixx Marketing-Research Div. 

C&R Research Services, Inc. AFRICAN-AMERICAN ASIAN 
Cambridge Associates, Ltd . Advanced Insights Asian Marketing 

BIO-TECH 
Cambridge Research, Inc. Erlich Transcultural Consultants Communication Research Irvine Consulting , Inc. 
Common Knowledge Rsch. Svcs. JRHMarketing Services, Inc. Asian Perspective, Inc. Market Navigation, Inc. 
Creative Focus, Inc. Data & Management Counsel , Inc. MedProbe, Inc. 
Decision Drivers AGRICULTURE Erlich Transcultural Consultants 
Erlich Transcultural Consultants Cambridge Associates, Ltd. Kiyomura-lshimoto Associates BRAND/CORPORATE 
Fader & Associates Cambridge Research, Inc. Multicultural Research Center5

M IDENTITY First Market Research Corp. (Reynolds) Doane Marketing Research , Inc. Perception Research Services, Inc. Suzanne Higgins Associates Lewis Consulting Inc. ASSOCIATIONS Market Connections, Inc. Market Directions, Inc. BUS.-TO-BUS. Outsmart Marketing Low+ Associates, Inc. 

The Research Department ALCOHOLIC BEV. 
Market Directions, Inc. Access Research, Inc. 

Jay L. Roth & Associates, Inc. Asian Marketing 
Rothenberg Consulting Group C&R Research Services, Inc. AUTOMOTIVE Communication Research 
Schneller- Qualitative Strategy Research Corporation Automotive Insights/Sports Insight BAIGioballnc. 
Strategy Research Corporation AutoPacific , Inc. Behavior Research Center, Inc. 
Treistman & Stark Marketing, Inc. 
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. Moderator MarketPlace TM 
C&R Research Services, Inc. Pat Henry Market Research , Inc. Strategy Research Corporation Rothenberg Consulting Group 
Cambridge Associates, Ltd . Just The Facts, Inc. Strategy Research Corporation 
Cambridge Research , Inc. Knowledge Systems & Research, Inc. FINANCIAL SERVICES WB&A Market Research 
Campos Market Research , Inc. Langer Associates, Inc. Jeff Anderson Consulting, Inc. 
Common Knowledge Rsch . Svcs. Lewis Consulting Inc. BAIGioballnc. HIGH-TECH 
Consumer Opinion Services Macro International Burr Research/Reinvention Jeff Anderson Consulting, Inc. 

Creative Focus, Inc. Marketeam Associates Prevention Asian Marketing 

Data & Management Counsel , Inc. Marketing Advantage Rsch. Cnslts. C&R Research Services, Inc. Communication Research 

Fader & Associates The Research Department Cambridge Associates, Ltd. Common Knowledge Rsch. Svcs. 

First Market Research Corp. (Heiman) Jay L. Roth & Associates, Inc. Cambridge Research, Inc. Ergo Research Group, Inc. 

Linda Fitzpatrick Rsch . Svcs. Corp. 
Schwartz Consulting Partners Common Knowledge Rsch . Svcs. Hispanic Marketing 

Communication Research 
Pat Henry Market Research, Inc. CORPORATE 

Elrick & Lavidge 
Market Connections, Inc. 

JustThe Facts, Inc. Fader & Associates 
Market Navigation, Inc. 

Kiyomura-lshimoto Associates SPONSORSHIP Low+ Associates , Inc. 
Research Connections, Inc. 

Knowledge Systems & Research, Inc. Performance Research Marketing Matrix, Inc. Jay L. Roth & Associates, Inc. 
Langer Associates, Inc. Matrixx Marketing-Research Div. Perception Research Services, Inc. 
Market Connections, Inc. CUSTOMER MCC Qualitative Consulting Thorne Creative Research 

The Research Department 
Market Directions, Inc. SATISFACTION Jay L. Roth & Associates , Inc. HISPANIC MCC Qualitative Consulting 

BAIGioballnc. WB&A Market Research Behavior Research Center, Inc. The Research Department 
Common Knowledge Rsch. Svcs. Data & Management Counsel, Inc. The Research Edge Elrick & Lavidge FOOD PRODUCTS/ Erlich Transcultural Consultants Jay L. Roth & Associates, Inc. Low+ Associates, Inc. NUTRITION Findings International Corporation Schneller- Qualitative 

SuperDatos de Mexico 
SuperDatos de Mexico 

BAIGioballnc. Hispanic Marketing 

Yarnell , Inc. C&R Research Services, Inc. Communication Research 
DIRECT MARKETING Common Knowledge Rsch. Svcs. Hispanic Research Company 

CABLE BAIGioballnc. JustThe Facts, Inc. Francesca Moscatelli 
Perception Research Services, Inc. Macro International Multicultural Research CentersM 

C&R Research Services, Inc. 
Horowitz Associates, Inc. Outsmart Marketing Strategy Research Corporation 

DISCRETE CHOICE/ The Research Department Target Market Research Group, Inc. 

CHILDREN CONJOINT Jay L. Roth & Associates, Inc. 
HOUSEHOLD Rothenberg Consulting Group 

C&R Research Services, Inc. Yarnell , Inc. 
Schneller- Qualitative PRODUCTS/CHORES 

Doyle Research Associates 
The Research Department Fader & Associates DISTRIBUTION FOOTWEAR Image Engineering , Inc. Schneller- Qual itative 

Burr Research/Reinvention 
Best Practices Research Just The Facts, Inc. Prevention HUMAN RESOURCES Macro International 

Market Navigation, Inc. EDUCATION GENERATION X ORGANIZATIONAL DEV. 
Matrixx Marketing-Research Div. 

Cambridge Associates, Ltd. 
Primary Insights, Inc. Primary Insights, Inc. 

Outsmart Marketing 
Thorne Creative Research Just The Facts, Inc. 

HEALTH & BEAUTY IDEA GENERATION Marketing Advantage Rsch . Cnslts. 

COMMUNICATIONS WB&A Market Research PRODUCTS Analysis Research Ltd. 

Advanced Insights BAIGiobal Inc. 
RESEARCH ETHNIC BAIGioballnc. C&R Research Services, Inc. 

Access Research , Inc. Multicultural Research CentersM Suzanne Higgins Associates Cambridge Associates, Ltd. 

Cambridge Associates, Ltd . Schneller- Qualitative Creative Focus, Inc. 

Creative Focus, Inc. ETHNOGRAPHIC Thorne Creative Research Doyle Research Associates 

Jay L. Roth & Associates, Inc . Elrick & Lavidge 

Rothenberg Consulting Group RESEARCH HEALTH CARE 
Just The Facts, Inc. 
Matrixx Marketing-Research Div. Alexander+ Parker Alexander + Parker Primary Insights, Inc. 

COMPUTERS/MIS Asian Marketing Jeff Anderson Consulting, Inc. 
C&R Research Services, Inc. Communication Research Chalfont Healthcare Research, Inc. IMAGE STUDIES 
Cambridge Associates, Ltd. Hispanic Marketing Directions Data Research Cambridge Associates, Ltd. 
Catalyst Research Network Communication Research 

D/R/S HealthCare Consu ltants Image Engineering , Inc. 
Daniel Associates 

EXECUTIVES 
Erlich Transcultural Consultants Langer Associates, Inc. 

Fader & Associates First Market Research Corp. (Reynolds) Rothenberg Consulting Group 
First Market Research Corp. (Heiman) BAIGioballnc. I+G Medical Research International 
Marketing Advantage Rsch . Cnslts. C&R Research Services, Inc. Irvine Consulting, Inc. INDUSTRIAL 
James Spanier Associates Common Knowledge Rsch. Svcs. Knowledge Systems & Research, Inc. First Market Research Corp. (Heiman) 
Yarnell , Inc. Decision Drivers Low+ Associates , Inc. Market Navigation, Inc. 

Fader & Associates Macro International 
CONSUMERS First Market Research Corp. (Heiman) Market Access Partners INSURANCE 
Behavior Research Center, Inc. Kiyomura-lshimoto Associates Market Navigation, Inc. Burr Research/Reinvention Marketing Advantage Rsch . Cnslts. C&R Research Services, Inc. 

The Research Department 
Matrixx Marketing-Research Div. Prevention 

Common Knowledge Rsch . Svcs. 
Jay L. Roth & Associates, Inc. 

MedProbe™ Inc. Erlich Transcultural Consultants 
Consumer Opinion Services The Mercury Group, Inc. Low+ Associates, Inc. 
Decision Drivers Rothenberg Consulting Group 

The Research Edge Schneller- Qualitative 
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Moderator MarketPlace TM 

INTERACTIVE PROD./ OBSERVATIONAL PUBLIC POLICY RSCH. Elrick & Lavidge 

SERVICES/RETAILING Alexander + Parker Cambridge Associates, Ltd . Ergo Research Group, Inc. 
Erlich Transcultural Consultants 

Ergo Research Group, Inc. Doyle Research Associates JRH Marketing Services, Inc. 
First Market Research Corp. (Heiman) Kiyomura-lshimoto Associates Research Connections, Inc. 

ON-LINE FOCUS Hispanic Marketing 
Communication Research 

INTERNET GROUPS PUBLISHING Knowledge Systems & Research , Inc. 
Common Knowledge Rsch . Svcs. Catalyst Research Network 

Cambridge Associates, Ltd. Linda Fitzpatrick Rsch . Svcs. Corp. 
Ergo Research Group, Inc. Common Knowledge Rsch . Svcs. 

Cornerstone Research & Marketing Horowitz Associates, Inc. 
Horowitz Associates, Inc. Research Connections, Inc. 

First Market Research Corp. (Heiman) Market Connections, Inc. 
Knowledge Systems & Research, Inc. Thorne Creative Research 

Langer Associates, Inc. Marketing Advantage Rsch . Cnslts. 
Research Connections, Inc. Market Connections, Inc. MCC Qualitative Consulting 

PACKAGED GOODS 
Marketing Advantage Rsch . Cnslts. The Research Department 
James Spanier Associates INTERNET SITE Advanced Insights 

Jay L. Roth & Associates, Inc. 

CONTENT & DESIGN BAIGioballnc. RETAIL Strategy Research Corporation 

Perception Research Services, Inc. C&R Research Services, Inc. First Market Research Corp. (Reynolds) 
TELECONFERENCING Doyle Research Associates Pat Henry Market Research, Inc. 

LATIN AMERICA Suzanne Higgins Associates Knowledge Systems & Research, Inc. Cambridge Research, Inc. 

Best Practices Research 
Just The Facts, Inc. Market Directions, Inc. 

Hispanic Marketing 
Jay L. Roth & Associates, Inc. MCC Qualitative Consulting TELEPHONE FOCUS 

Communication Research 
Thorne Creative Research Rothenberg Consulting Group GROUPS 

Strategy Research Corporation 
PACKAGE DESIGN SENIORS C&R Research Services, Inc. 

SuperDatos de Mexico 
Fader & Associates Cambridge Associates, Ltd . 

RESEARCH Suzanne Higgins Associates Doane Marketing Research , Inc. 
LAW/MOCK JURY Alexander+ Parker Primary Insights, Inc. Doyle Research Associates 

Marketeam Associates Image Engineering , Inc. Lewis Consulting Inc. 
Perception Research Services, Inc. SERVICES 

Market Navigation, Inc. 

MEDICAL PROFESSION The Research Department MedProbe, Inc. 
Treistman & Stark Marketing, Inc. The Research Edge 

Cambridge Associates, Ltd . TOURISM/HOSPITALITY Chalfont Healthcare Research, Inc. 
PARENTS SMALL BUSINESS/ Rothenberg Consulting Group D/R/S HealthCare Consultants 

Pat Henry Market Research, Inc. Fader & Associates ENTREPRENEURS Schwartz Consulting Partners 

ltG Medical Research International Linda Fitzpatrick Rsch . Svcs. Corp. 
Matrixx Marketing-Research Div. PET PRODUCTS Kiyomura-lshimoto Associates TOYS/GAMES 
MedProbe™ Inc. Cambridge Research, Inc. Strategy Research Corporation Fader & Associates 
Schneller- Qualitative Common Knowledge Rsch. Svcs. Yarnell , Inc. 

Doane Marketing Research , Inc. 
SOFT DRINKS, BEER, 

TRANSPORTATION 
MODERATOR TRAINING Primary Insights, Inc. SERVICES 
Cambridge Associates, Ltd . WINE Low + Associates, Inc. 
Macro International PHARMACEUTICALS C&R Research Services, Inc. Strategic Focus, Inc. 

BAIGioballnc. Cambridge Associates, Ltd . 
MULTIMEDIA C&R Research Services, Inc. Grieco Research Group, Inc. TRAVEL 
Catalyst Research Network Cambridge Associates, Ltd . Jay L. Roth & Associates, Inc. 
Marketing Advantage Rsch. Cnslts. 

Chalfont Healthcare Research, Inc. Strategy Research Corporation Cambridge Associates, Ltd . 
D/R/S HealthCare Consultants Rothenberg Consulting Group 

NEW PRODUCT DEV. 
ltG Medical Research International 

SPORTS James Spanier Associates 
Irvine Consulting, Inc. 

BAIGioballnc. Lewis Consulting Inc. Automotive Insights/Sports Insight UTILITIES 
C&R Research Services, Inc. Macro International Performance Research 

Cambridge Associates, Ltd . 
Cambridge Associates, Ltd. Market Navigation, Inc. 
Data & Management Counsel , Inc. MCC Qualitative Consulting STRATEGY 

Knowledge Systems & Research , Inc. 

Doyle Research Associates MedProbe™ Inc. 
DEVELOPMENT Elrick & Lavidge Schneller- Qualitative VIDEO CONFERENCING 

Fader & Associates Schneller - Qualitative Schwartz Consulting Partners 
First Market Research Corp. (Heiman) POLITICAL/SOCIAL 
Just The Facts, Inc. RESEARCH TEENAGERS VETERINARY MEDICINE 
Marketeam Associates Cambridge Associates, Ltd. C&R Research Services, Inc. Common Knowledge Rsch . Svcs. 
Marketing Advantage Rsch. Cnslts. Cultural Insights, Inc. Doyle Research Associates Doane Marketing Research, Inc. 
Outsmart Marketing Kiyomura-lshimoto Associates Fader & Associates 
Primary Insights, Inc. Francesca Moscatelli Matrixx Marketing-Research Div. WEALTHY 
The Research Department MCC Qualitative Consulting 

Strategy Research Corporation Jay L. Roth & Associates, Inc. POINT-OF-SALE MKTG. Thorne Creative Research 
Schneller- Qualitative 

Perception Research Services, Inc. YOUTH TELECOMMUNICATIONS 
NON-PROFIT POSITIONING BAIGioballnc. Fader & Associates 

Macro International Cultural Insights, Inc. 
RESEARCH Catalyst Research Network 

Doyle Research Associates Creative Focus, Inc. 
Strategic Focus, Inc. Schneller- Qualitative Daniel Associates 

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



Names of Note 
continued from p. 8 

Monument, Col., as a vice presi
dent. In addition, Collette N. 
Kakuk has joined Taylor Nelson 

focused e-busi nesses, has named 
Cathy Peterson senior director -
Strategic Research Services. 

After 34 years in the research and 
polling industry, Barry Jacobs has 

Sofres Intersearch in Southern announced his retirement. Jacobs 
California as a vice president. 

John C. Holt, former chairman 
and CEO of ACNielsen has joined 
the board of advisors of Stream ware 
Corporation. Norwood, Mass.
based Streamware is a market 
research and management software 
firm specializing in the information 
needs of the vending and food ser
vice industries . 

Bart Zehren has joined Applied 
Marketing Scienc e, Waltham, 
Mass., as a principal. An indepen
dent consultant in marketing 
research the past four years, Zehren 
is a former vice president of mar
keting research, Information & 
Planning Services for Citicorp (now 
Citigroup) Diners Club. 

Gregory C. Ellis, executive vice 
president and chief operating officer 
of Princeton, N.J.-based Opinion 
Research Corporation , was elected 
to the company's board of directors. 

Dane May has been named chief 

financial officer of Clearwater 
Research at the company's Boise, 
Idaho, office . At the firm's Council, 
Idaho, office, Janette Schill has 
been promoted to data collection 
assistant supervisor, and Jennifer 
Madsen and Leola Rice have been 
promoted to data collection helpers. 

Children's Television Workshop, 
New York , has appointed Susan 
Royer to the newly created position 
of vice president for research strat
egy. 

Modem Media, a Norwalk, Conn., 
builder and marketer of customer-
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worked as research director at 
Pepsi-Cola Company in the '70s, 
co-founded Moskowitz Jacobs Inc. 
in 1981 and finished his career as a 
vice president of Phoenix-based 
Behavior Research Center. 

Walter Lindenmann, SVP/direc
tor of research at Ketchum, a New 
York public relations firm, will 
retire early next year. He will begin 
a part-time schedule this fall as 
Ketchum conducts a search for a 
new director. 

Robert Costantini has been 
named chief financial officer at 
FocusVision Worldwide, Stamford, 
Conn. 

Sigma: Research Management 
Group, Cincinnati, Ohio, has named 
Steven Schulz vice president in 

charge of quantitative services. 

Stamford, Conn.-based ACNielsen 
Corporation has named Brian D. 
Chadbourne president of 
ACNielsen Europe. He will be based 
at the company 's Waterloo, Belgium 
European headquarters. 

George Gubert has been named 
president of SNAP Software, which 
supplies a tool used to analyze 

Nielsen Sweeps ratings data. 

Information Resources, Inc., 
Chicago, has appointed Rick Kurz 
division president, strategic busi
ness development and planning. 

The Council for Marketing and 
Opinion Research (CMOR) recog
nized the contributions of its early 
leadership at a commemorative cer
emony held at the Helmsley Hotel in 
New York City in May. "These indi
viduals stepped forward to lead the 
industry in tackling our two most 
critical issues - restrictive legisla
tion and declining respondent coop
eration," says CMOR President 
Diane Bowers. 

"From a handful of founding sup
porters, these leaders made CMOR, 
Bowers says. "While we have many 
challenges before us, thanks to these 
individuals we now have the foun
dation and armament in place to con
tinue CMOR's good and important 
work." 

Those honored were: Harry 
Heller, chairman of The Heller 
Research Group, who served as 
CMOR co-chair, 1992-1994; Tod 
Johnson, chairman and CEO, The 
NPD Group, Inc., cited as founding 
co-chair, 1992-1994; Larry Mock, 
vice president, consumer & market 
knowledge, Procter & Gamble, rec

ognized as CMOR co-chair, 1997-
1998; Mimi Nichols, president, 
Nichols Research, cited as CMOR 
secretary/treasurer, 1992-1994; Amy 
Pizzarello, vice president, market
ing research, American Express 
Corporation, noted as CMOR co
chair, 1994-1995; Arthur Shapiro, 
executive vice president, marketing 
and strategy, Seagram Americas, 
division of Seagram Spirits and 
Wine Group, who served as CMOR 
co-chair, 1992-1994. 

Patrick Quigley has been named 
director of sales of the U.S. opera
tion of SPSS MR, Chicago. 
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Do you have something to say? 

The Quirk's Researcher Forum 
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Classified 

THE 
QU~OTION 
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 

IF YOU'RE GOING TO DO IT • •• 
DO IT RIGHT! Next time you face a marketing challenge, 
bring in a knowledgeable specialist from THE MARKETING 
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Trade Talk 
continued from p. 110 

the legitimate ones. 
It 's clearly something that needs to be addressed and the 

research organizations are actively engaged in figuring out 
how to do so. The Field and Joint MRA/QRCA committees 
are developing task forces to examine and implement the 
following measures: I) require respondent identification as 
an industry standard ; 2) develop better screening and 
rescreening instruments to detect cheaters/repeaters; 3) 
establi c h centralized tracking of respondent participation in 
major cities; and 4) measure and monitor cheating and 
repeating to see if the implemented measures are effective. 

Reporting research results 
Terry McCarthy from Directions Research gave a nice 

talk on reporting and presenting research results. Here are 
some of hi s best tips: 

• Get the dull stuff over with right away. Your audience 
will give you a few minutes to be boring, but after that, you 
had better hold their interest. 

• When planning the presentation development process, 
budget I 0 percent of your time for analyzing the results, 30 
percent for assembly and rehearsal, and 60 percent for 
putting the charts together. 

• The perfect chart is one that doesn't have to be explained 
and in which the most critical finding is the first thing 
everyone notices. 

• Some don ' ts: don't detail your valiant-but-failed 
attempts to uncover the truth in the data; don ' t include 
beautiful charts that confuse or contain no value; don ' t use 
jargon-laden chart ; don 't include data that conflicts with the 
overwhelming majority of the evidence; don ' t beat bad 
news to death . 

Going overseas 
On Friday morning I attended an information-packed 

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

Ethridge & Associates . LLC 
751 Walnut Knoll Ln . 
Cordova. TN 38018-6301 
Ph . 901-754-9437 
Fax 901-755-8075 
E-mail: steven@ethridge.com 
www.ethridge.com 
Steven Ethridge, President 
38-38-38-38 
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primer on conducting international research delivered by 
Simon Lunn of Research International USA. While theses
sion was geared more toward those on the research suppli
er side, Lunn did have some good advice that applies to 
client-side researchers who may have to choose an overseas 
research supplier. When you find a supplier you're consid
ering working with: 

• ask for the names of some of their other U.S. clients and 
get references; 

• ask them to describe exactly how they propose to sam
ple and why; 

• ask them how they validate; 
• ask them who does their interviewing (is it students, 

stay-at-home moms?); 
• get a feel for their business (don't be afraid to ask ques

tion ); 
• make sure they ask you the right questions back. 
Lunn 's overall message was to assume nothing and ver

ify everything. Though researchers share a common lan
guage, keep in mind that research is not the same in every 
country. There are a host of cultural, infrastructural, and 
political factors to consider and if you leave room for ami -
understanding, you'll probably get one. 

* * * 

War Stories needs your help! 
As some of you may have noticed, War Stories has been 

absent from our June and July issues. Fear not! War Stories 
compiler Art Shulman assures me he'll be back with mate
rial in our October issue. Between running his own research 
company and moonlighting as a playwright (his latest, The 
Rabbi and The Shiksa, has received some nice reviews 
from the L.A.-area press!), he hasn't had time to track down 
those humorous research anecdotes we all know and love. 
Why not help him out? If you have a good story, or know 
someone who does, drop Art a line (phone 818-782-4252, 
fax 818-782-3014, e-mail artshulman@aol.com). r~ 

Headquarters: Evan Tweed, Quirk 's 

Marketing Research Review, 8030 Cedar Avenue 

South, Suite 229, Minneapolis, MN 55425. 

Phone 612-854-5101. Fax 612-854-8191. E

Mail: evanqmrr@mn.uswest.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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Notes from the MRA 
conference in Boston 

In early June I traveled to Boston to attend the Marketing 
Research Association 's annual conference. Thankfully, by 
the time I arrived, temperatures had cooled back into the 

60's from the 90+ readings that had scorched the city dur
ing the previous week (though I of course packed for trop
ical conditions and thus needed to borrow a jacket during 
the chilly evenings). At the various presentations, meals, and 
events I attended during the three-day conference I had fun 
meeting people whom I've spoken to on the phone, putting 
faces to name and voices. As always, I found the folks in 
the research industry to be engaging, enthusiastic and com
mitted to their profe sion. 

When I wasn't traipsing along the Freedom Trail to learn 
more about our nation's history or trying to comprehend the 
scale of the Big Dig, I sat in on some very interesting con
ference se sions. 

Cheaters/repeaters 
Anndel Martin of Opinions Unlimited and Val Maxwell 

Oil bert 

of National Data Research led a di scussion on findings 
from a joint MRA/Qualitative Research Con sultants 
Association (QRCA) study on cheaters and repeaters. 
Cheaters are focu s group respondents who don't meet study 
specifications as shown on the screener and lie in order to 
participate in the focu s group and receive the incentive 
payment. Repeaters attend focus groups more often than 
once every six months but don ' t admit it when asked dur
ing the screening process. 

While the exact scope of cheating/repeating is tough to 
quantify, anecdotal evidence suggests the problem is com
mon. Using a system like Sigma Validation to track and 
identify research respondents can help weed out the so
called profess ional respondents who participate in research 
for the monetary reward . But until its use somehow becomes 
mandatory, unscrupulous respondents will still mingle with 

continued on p. 109 
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The largest marketing research company in the world plus 
The most experienced marketing research training organization in the world equals ••• 

'<:;R 

))1\C~ielsen Burke Institute 
Formerly The Burke Institute 

We cordially invite you to experience our unequalled commitment to excellence. 

http:/ /www.Burkelnstitute.com 
Schedule of Marketing Research Seminars July-December 1999 

101. Practical Mar1<eting Research 
Miami ............................... .July 7-9 
Cincinnati ........................ Aug. 2-4 
Minneapolis ................ Aug. 16-18 
New York .. ............ Aug. 30-Sept. I 
Chicago .... .. ........... ....... Sept. 27-29 

103. Mar1<eting Research for Decision Makers 
HoChiMin City, Vietnam . .July 22-23 

104- Questionnaire Construction Workshop 
NewYork ....... .... ..... ......... .July 12- 14 
Cincinnati .......................... Aug. 9- 11 
Boston ............................ Sept. 13-15 

105. Questionnaire Design 
NewYork ......................... .July 15-16 
Cincinnati ....................... Aug. 12-1 3 

106. Online Research 
• Dates and locations to be announced 

201. Focus Groups: An Introduction 
New York ....... ....... ............ .. Sept. 8-9 

202. Focus Group Moderator Training 
Cincinnati.. ..... ................ .. July 20-23 
Cincinnati ............. ........... Aug. 24-27 
Cincinnati ........................ Sept. 21-24 

203. Focus Group Applications 
Cincinnati ...... ... .. .............. .July 26-28 

204- Qualitative Research Reports 
Cincinnati ..................... .... .July 29-30 

205. Qualitative Research with Children 
New York .............................. Sept. 10 

301. Communicating Mar1<eting Research 
San Francisco ....................... .July 6-8 
Cincinnati ........................ Aug. 23-25 
Chicago .... .... ...... .................. Oct. 6-8 

401. Managing Mar1<eting Research 
Cincinnati ........................ Aug. 26-27 

501. Applications of Mar1<eting 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 

503. New Product Forecasting Models 
• Dates and locations to be announced 

$1,]00 
Seattle .... .... .................. Oct. 25-27 
San Diego .................... Nov. 15-17 
Taipei,Taiwan .. ...... Nov. 29-Dec. I 
New York .................... Dec. 13-15 

$1,300 
Cincinnati ............................ Oct. 4-5 

$1,]00 
Miami .......... .................. .. Oct. 18-20 
San Francisco .................... Dec. 6-8 

$1,300 
Miami ...... ........ ............ .. .. Oct. 21-22 
San Francisco .................. Dec. 9- 10 

$1,300 
Taipei , Taiwan .................... Dec. 2-3 

$2,300 
Sydney, Austrdlia .......... Sept. 21-24 
Cincinnati .......................... Nov. 2-5 
Cincinnati ...................... Dec. 14-17 

$1,700 
Cincinnati ........................ Nov. 8-10 

$1,300 
Cincinnati .......... .. .......... Nov. 11 -12 

$1,]00 
Stockholm, Sweden ...... Oct. 18-20 
New York .................. Nov. 29-Dec. l 

$1,300 
NewYork ............................ Dec. 2-3 

$1,300 
San Diego ...................... Nov. 18-19 

$1,]00 
Cincinnati ...................... Nov. 22-23 

504- Advertising Research $1,300 
Sydney, Australia ............. .Ju1y 19-20 Singapore ...................... Aug. 23-24 
San Diego ...... ................. Aug. 12-13 Cincinnati ..................... .Nov. 11-12 

sos. Mar1<et Segmentation Research $1,300 
San Diego ........................ Aug. 10-11 Cincinnati ........................ Nov. 9-10 

506. Customer Satisfaction Research $1,300 
Singapore ....................... Aug. 25-27 Cincinnati ...................... Sept. 14-15 
Auckland,NewZealand ........ Sept 1-3 Atlanta ................................ Dec. 6-7 

507. Analysis and Interpretation of Customer Satisfaction Data $1,300 
Cincinnati ........................ Sept. 16-17 Atlanta ................................ Dec. 8-9 

soS. Positioning Research CD Dates and locations to be announced 

509· Pricing Research 
• Dates and locations to be announced 

6o1. Translating Data into Actionable Information $1,300 
Cincinnati.. ....................... July 26-27 NewYork ........................ Dec. 16-17 
Chicago ................................ Oct. 4-5 

6o2. Tools and Techniques of Data Analysis $2,100 
New York .......................... July 20-23 Chicago .......................... Oct. 12-15 
Shanghai, China ............. .July 26-29 Dallas ....................... ...... Nov. 15-18 
Cincinnati ........................ Aug. 17-20 

6o3. Practical Multivariate Analysis $2,100 
Cincinnati ................. Aug. 31-SeptJ Atlanta .................... Nov. 30-Dec. 3 
Chicago .. .......................... Oct. 19-22 

6otr Data Analysis: A Hands-On PC Based Workshop $1,700 
Cincinnati ......................... .July 28-30 Cincinnati ........................ Oct. 25-27 

6os. Practical Conjoint Analysis and Discrete Choice Modeling $1,300 
• San Francisco ................. July 22-23 Cincinnati. ................. Sept. 30-0ct.l 

701. International Mar1<eting Research 
Miami .................... ............. Nov. 4-5 

702. Business to Business Mar1<eting Research 
New York ........................ Sept. 27-29 

Certificate of Proficiency in Mar1<eting Research 
Methodology & Applications 

Cincinnati ......................... .Aug. 2-27 

$1,300 

$1,700 

Certificate of Proficiency in Qualitative Research $4.500 
Cincinnati ......................... July 20-30 Cincinnati .......... .............. Nov. 2- 12 

Certificate of Proficiency in Quantitative Analysis 
Chicago .............................. Oct. 4-22 

Certificate seminars IIUlJ be taken back-to-back during scheduled dates or in 
various cities over an extemled period of time. 

$6,000 

All the above ACNielsen Burke Institute seminars are available for in-house presentation. 

TO REGISTER PLEASE CONTACT US AT: 
Voice: 800-543-8635 or 606-655-6135 • Fax: 606-655-6064 • E-mail: Burkelnstitute@BASES.com 

FOR ADDITOINAL INFORMATION OR DETAILS ABOUT OUR SEMINARS: 
Please contact Mr. Jim Berling, Client Service Manager, or Dr. Sid Venkatesh, President, or visit our web site at http://www.Burkelnstitute.com 
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