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There's treasure waiting to be found in your marketplace... category as it really is, not as it is thought to be. It reveals promising 
a Big Idea that opens a rich new vein of consumer gold. segments you never knew existed - and shows you how to exploit 
Let ldeaMap®'s concept development studies lead you to it. these lucrative new opportunities with maximum impact. 
Gain Comprehensive Power. With ldeaMap®'s powerful, computer- Lower Your Costs. One moderately-sized ldeaMap® study yields 
based conjoint technology, you examine as many as 400 more complete and more actionable results, more rapidly, than a 
elements - words or phrases describing benefits or features; large and expensive study with any alternative methods. 
pictures; even videoclips - with a relatively small, efficient Discover where the real treasure is buried. For more information 
sample of respondents. Uncover the most compelling of all possible write or call: 
elements - and develop yourself a sure-fire advertising or Moskowitz Jacobs Inc. 
product concept. w 1025 Westchester Avenue, White Plains, N.Y. 10604. 
Discover New Opportunities. ldeaMap®'s stimulus-response Telephone 914.421.7400 or Fax 914.428.8364. 
testing and powerful attitudinal segmentation lets you see the Or visit our web site at: www.mji-designlab.com. 

Moskowitz Jacobs Inc. 
Strategic Brand Developers: Research Et Consulting 

PromotionMap~ StyleMap~ MessageMap'" KidsMap~ ProductEnginee Design lab'" 

Accurately determine 
your most effective 
promotional offer. 

Get the competitive 
edge in the ethical 
pharmaceutical market. 

Draw meaningful 
results from 
the children 's market. 

Find and fill the 
holes in your 
market. 

The world's 
most advanced 
testing facilities. 

ldeaMap® is part of Moskowitz Jacobs lnc:s Accelerated Integrated Development Process 



ARE YOU STILL BUYING MARKETING RESEARCH 

DONE THE OLD-FASHIONED WAY? 

02000 Greenfield Online, Inc. 

Do it better on the Internet with the company that pioneered online marketing research. 

Our panel of more than one million consumers from all across the Internet is the largest of 

its kind. It produces robust samples of any demographic or lifestyle you choose. You'll get 

richer, more actionable information quicker than you can say dot com. 

Join the Research Revolution!™ Contact the world's most experienced Internet marketing 

research company for studies online, on time, on target and on budget. 

www.greenfleld.com 888.291.9997 

Greenfield Online 
Lead ing the Research Revolution® 
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~acusVisian™ ... 
M EM B E R FA c 1 L 1 T 1 E s The largest network of top-rated facdtttes. 

* Online Now 

tlJ!~~A 
FIELDWORK PHOENIX 
FIELDWORK PHOENIX 

SCOTTSDALE 
* FOCUS MARKET RESEARCH, INC. 

-GroupNetTM 
CALIFORNIA 

W!fl~'i:!:nu:o: * CONSUMER RESEARCH 
ABBOC./BUPEAOOMB 

ECKER AND ABBOCIATEB * FLEISCHMAN FIELD 
RESEARCH, INC. * NICHOLS RESEARCH, INC. 
-GroupNetTM 

PLAZA BAN FRANCISCO 
San Francisco (suburban}: 
* NICHOLS RESEARCH, INC. 

-GroupNetTM 
San Jose: * NICHOLS RESEARCH, INC. 

-GroupNet•M 

~ 
Los Angeles * ADEPT CONSUMER TESTING, INC. 

-GroupNetTM 
ADLER-WEINER RESEARCH 
MECZKA MARKETING/ 

RESEARCH/CONSULTING 
MURRAY HILL CENTER WEST 

NAnONAL QUALITATNE 
NETWORK (Quick Test) 

PLAZA LA 
SAVITZ FIELD & FOCUS * SCHLESINGER ASSOCIATES * TROTTA ABBOCIATEB 

L.A. Orange County * ADEPT CONSUMER TEBnNG, INC. 
-GroupNetTM 

FIELDWOAK,L.A. -
IN ORANGE COUNTY 

TROTTA ASSOC. IRVINE 
San Diego 

LUTH RESEARCH BAN DIEGO * TAYLOR AEBEAACH-GroupNetTM 
§OLORADO 

enver 

* ACCUDATA MARKET 
RESEARCH, INC.-GroupNetTM * COLORADO MARKET RESEARCH * FIELDWORK DENVER, INC. 

INFORMATION RESEARCH 
PLAZA DENVER 

go~NECTICUT 
an ury 

MAAKETVIEW, INC. 
Stllmford * FOCUS FIRST AMERICA 

~LO~ID~ ort BU erda/a 
PLAZA RESEARCH * WAC OF SOUTH FLORIDA, INC. 

Jsck::~:~G:•t•M 
IRWIN RESEARCH SERVICES 

Miami * NAnONAL OPINION 
RESEARCH SERVICES 

Orlando * SCHLESINGER ASSOCIATES 
Tampa 

SUPERIOR RESEARCH * TAl-TAMPA BAY INC. 

* THE HEARON GROUP OF 
TAMPA, INC.-GroupNetTM 

i50RGIA 
tents 

* FIELDWORK ATLANTA * JACKSON ASSOCIATES, INC. 
-GroupNetTM 

PLAZA RESEARCH-ATLANTA 
SUPERIOR RESEARCH 

~~INOI!, h csgo- owntown 
ADLER-WEINER RESEARCH 
CHICAGO FOCUS 
MURRAY HILL CENTER * NAnONAL DATA RESEARCH, INC. 

-GroupNetTM 
PLAZA RESEARCH CHICAGO 
SAVITZ FIELD AND FOCUS * SMITH RESEARCH 

Chicago- Suburban 
FIELDWORK CHICAGD-NOATH * FIELDWORK CHICAGD-O'HAAE 
FIELDWORK CHICAGo-

WEST SCHAUMBURG 
FOCUBCOPE, INC. * NATIONAL DATA RESEARCH, INC. 

FocusVision Worldwide, Inc. 1266 East Main Street, Stamford, Connecticut 06902-3562 • Tel: 800-433-8128 



* OAKBROOK INTERVIEWING CENTER 
QUALITY CONTROLLED SERVICES * SMITH RESEARCH 

INDIANA 
lndtanapolis * HERRON ASSOCIATES, 

INC.-GroupNetTM 
KANSAS 
Kansas City 

THE FIELD HOUSE 
QUALITY CONTROLLED SERVICES 

MASSACHUSETTS 
Boston * BERNETT RESEARCH * BOSTON FIELD & FOCUS 

PERFORMANCE PLUS-GroupNetTM 
FIELDWORK BOSTON 
FOCUS ON BOSTON 
FOCUS POINTE BOSTON 

MARYLAND 
Balttmore * CHESAPEAKE SURVEYS, INC. 

-GroupNetTM 
* HOUSE MARKET RESEARCH 
MICHIGAN 
Detrott 

QUALITY CONTROLLED SERVICES 

New FocusVision Internet and Videoconferencing 
services both offer a great viewing experience without 
the wear & tear and time it takes to travel. 

1. You'll get a superb viewing experience. Our 
exclusive two-camera system and special soft
ware faithfully capture the dynamic of the focus 
group experience. New picture-in-picture tech
nology lets you zero in for close-ups of packag
ing, ads or visual material while you see how 
the whole group reacts (often better than being 
there behind the one-way mirror!). 

4. You'll get end-to-end service and technical sup
port-just make one call to FocusVision and 
we'll take care of the rest. You'll also have the 
flexibility to combine Internet service with 
videoconferencing, or to use them separately. 
Focus Vision Online also lets you archive your 
focus group for PC viewing at a later time if it:S 
more convenient. 

2. You'll get higher level exposure for your 
research, if you wish, and quicker buy-in 
because you can involve many more colleagues 
who can't afford travel for days at a time. 

5. Finally, you'll have a life-or at least a better 
balanced life-since you can contribute more 
than ever without being on the road all the time. 

3. You'll get to choose from the largest network of 
focus facilities, all with excellent recruiting and 
all top-rated by moderators (see list below). 

These are some of the reasons 302 major marketing 
companies use Focus Vision to get more out of their 
qualitative research. Call (800) 433-8128 or visit 
www.focusvision.com to find out more. 

FocusVision OnlineT· FocusVision Videoconferencing 
FocusVision's advanced picture-in-picture technology allows you to view extreme closeups while seeing how the whole 
group reacts. Many regular clients say the viewing experience is often better than being behind the one-way mirror. 

"91=acusVisian™ 
The best way to view live focus groups. 

MINNESOTA 
Mtnneapolis 

FIELDWORK MINNEAPOLIS * FOCUS MARKET RESEARCH * ORMAN GUIDANCE ASH. 
MISSOURI 
St. LOuts 
* PETERS MARKETING 

RESEARCH, INC. 
QUALITY CONTROLLED SERVICES 

NEW JERSEY 
FIELDWORK EAST, INC. 
MEADOWLANDS CONSUMER 
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PETERS MARKETING 

RESEARCH, INC. 
PLAZA PARAMUS 

* SCHLESINGER ASSOCIATES * TAl - NEW JERSEY, INC. 
NEW YORK 
New York Ctty 

FOCUS SUITEs-NEW YORK 
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NEW YORK FOCUS * SCHLESINGER ASSOC. * WAC OF NEW YORK, INC.-GroupNetTM 

New York.Suburban 
FIELDWORK NY-WESTCHESTER 

NORTH CAROLINA 
Raletgh * L & E RESEARCH 
Charlotte * LEIBOWITZ MARKET 

RESEARCH ASSOC., 
INC.-GroupNetTM 

20/20 RESEARCH 
OHIO 
Ctnctnnati 

THE ANSWER GROUP * QFACT MARKETING 
RESEARCH, INC.-GroupNetTM 

Cleveland 
* PAT HENRY CLEVELAND 

FOCUS GROUPS OF CLEVELAND 
SURVEY CENTER 

Columbus 
QUALITY CONTROLLED SERVICES 

PENNSYLVANIA 
PHILADELPHIA- Downtown * GROUP DYNAMIICS IN FOCUS, INC. 

-GroupNetTM 

* JRA 
Philadelphia-Suburban 

FOCUS POINTE-BALA CYNWYD 
FOCUS SUITES OF PHILADELPHIA 
FOCUS POINTE * PLAZA MARLTON 

QUALITY CONTROLLED SERVICES 
TEXAS 
liiiT1iiil * CONSUMER RESEARCH 

ASSOC./SUPEROOMS 
FIELDWORK DALLAS * FOCUS ON DALLAS, INC.-GroupNetrM 
PLAZA RESEARCH DALLAS 

* QUALITY CONTROLLED SERVICES 
SAVITZ RESEARCH CENTER 

Houston * CQS RESEARCH, INC. * OPINIONS UNLIMITED 
PLAZA RESEARCH 

WASHINGTON 
Seattle 
* CONSUMER OPINION SERVICES, INC. 

-GroupNetTM 
GILMORE RESEARCH GROUP 
FIELDWORK SEATTLE 

WASHINGTON DC * HOUSE MARKET RESEARCH * SHUGOLL RESEARCH, INC. 
-GroupNatTM 

CANADA 
Toronto 

FOCUS FIRST 
TORONTO FOCUS 

• Fax (203) 961-0193 • E-mail: info@focusvision.com • Web Site: www.focusvision.com 
©2000, FocusVision Worldwide, Inc. 



Home decor is a chore What drives telecommuting? 
Two-thirds (67 percent) of 

Americans say that they are unhappy 
with their home decor- a majority of 

A survey of over 200 networking professionals conducted by Sage 
Research, Inc., Natick, Mass., has uncovered the drivers of telecommuting. 
Telecommuting advocates often cite savings in real estate costs as a key 
telecommuting benefit. However only 30 percent of respondents agree that 
telecommuting allows their organization to reduce real estate costs. Based 
on this study of U.S. organizations, the most widespread driver of 
telecommuting is that it can be used as an incentive to hire and/or retain 
skilled workers. In fact, 75 percent of respondents agree that 
telecommuting allows their organization to retain skilled workers. 

them grade their 
home furnishing 
efforts with just a 
C+, according to a 
survey of 1,000 
consumers by 
Furniture.com, a 
Framingham , 
Mass. , on-line 

.__ __ _..;;:o_ ;....._. _ __. home furnishings 

With today's low unemployment rates, hiring and retaining skilled work
ers is difficult. "One of our hypotheses was that organizations use telecom
muting as an incentive to attract employees," ays David Borden, Sage 
Research market research analyst. "We were surprised that it was the most com
monly cited benefit of telecommuting programs." In addition, employee reten
tion received higher ratings than improved productivity - 63 percent of 
organizations agree that telecommuting improves worker productivity. 

retailer. 
Compared to their older counter

parts, younger and middle-aged con
sumers (40s and younger) are even less 
satisfied with their home decor. While 
less than half ( 46 percent) of respon
dents over 50 feel good about taking 
people on a tour of their homes, they're 
still more satisfied than younger age 
groups, where just a third (30-34 per
cent) would feel good about offering a 
tour. 

Based on the results, organizations recognize that while some costs (i.e., 
human resources) are reduced, other costs may stay the arne or perhaps even 
increase. In particular, remote access technology and internal IS support costs 
increase. Less than 20 percent of organizations agree that telecommuting 
allows their organization to spend less on LAN infra tructure and reduce 
internal IS support. In fact, the majority (72 percent) agree that less expen
sive remote access technologies would promote telecommuting at their 
organization. These results are available, along with other telecommuting 
and remote access technology related data, in Sage's latest Reality Check 
report, "Opportunities in Telecommuting." For more information call 508-
655-5400 or send an e-mail to cathyl@sageresearch.com. 
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The survey found consumers wanting 

continued on p. 64 

On-line apparel shopping hits snags 
While more and more consumers are shopping on-line for items such as books and electronics, many retailers are 

wondering where apparel fits into the picture. According to data from E-BuyersGuide.com, a Burlington, Mass., research 
service, there are still some serious barriers to overcome before apparel shopping over the Internet is 
fully accepted. 

Data collected from 941 consumers who completed surveys at E-BuyersGuide.com's Web site 
between January 10 and January 19 indicate that 28 percent of shoppers did not buy apparel on-line 
because they were unsure about accurate sizing. A further 18 percent were concerned that returning an 
item could be a problem. Other top reasons cited for not shopping for apparel on-line include quality 
concerns and delivery costs. 

For those who did buy apparel on-line in 1999, low prices (52 percent), free delivery (46 percent), 
large merchandise selection ( 42 percent), and ease of return ( 40 percent) topped the list of most impor
tant features when selecting an on-line apparel merchant. Familiarity with the brand/store (28 percent), 
having shopped at the retailer before (13 percent), and thee-retailer also having a traditional store (10 
percent) were less important to e-apparel shoppers. 

The data also confirms previous studies by E-BuyersGuide.com: e-mail promotions (34 percent), cat
alogs (30 percent) and click-through advertising banners (16 percent) were more successful than traditional advertis
ing (TV- 7 percent, newspaper- 3 percent, radio- 2 percent) in encouraging people to make an on-line apparel pur
chase. The majority of survey respondents were between the ages of 35 and 54 (51.4 percent), female (83 percent) and 
tend to shop on-line at least once a month (80 percent). 

www.quirks.com Quirk's Marketing Research Review 



Announcing the merger of two leaders 

in marketing research innovation 

Socratic Technologi-es 

+ Markt & Daten 
And introducing 

A global research agency 

specializing in interactive 

marketing research and model

ing techniques for product 

development and customer 

satisfaction measurement. 

Modalis Research Technologies 

modeling global business markets .. . modalis 
research technologies 

• Proprietary systems for state-of

the-art Internet ·and online 

research and real-time reporting 

• Customer Satisfaction programs 

and Market Performance 

programs 

• Advanced statistical and 

modeling expertise 

• Consulting: finding the best 

approach - converting results 



The Limited, In c., Columbus, 
Ohio , has promoted Brett 
Polenchar to director of brand 
re earch & analysis. 

Polenchar Serie 

Satisfaction Management Systems, 
Minneapolis, has named Wayne 
Serie vice president and chief finan

cial officer. 

Juliet J. Goodfriend, chairman 
and CEO of Strategic Marketing 
Corporation (SMC), a Philadelphia 

research firm , has been named the 
2000 Paradigm Award winner by the 

Greater Philadelphia Chamber of 
Commerce. The Paradigm Award is 
presented annually to a business-

woman whose outstanding profe -
sional and personal achievements 

serve as a model for success. A nom
inee is distinguished as an influential 

executive of a profit-making enter
prise with a strong local impact. 

Janine Carlson has been named 
vice president of Leemis Marketing, 
a Chicago research firm. 

Kristin Curtis has been named 
director of Focus Portland, a new 
focus group facility in Beaverton , 

Ore. 

Henry H. Harteveldt has been 

A new reason to bring 
your researc,h to Portland. 

Introducing Focus Portland, the newest focus group facility in the North
west. Built from the ground up, Focus Portland incorporates the most 
requested amenities and services found in the top facilities in the country. 

(~~~~~ 
~ 

• Three spacious group rooms 
• Large multi-purpose room 
• Large viewing rooms 
• Six inches of insulated walls 
• Double-pane one-way mirrors 
• Lounges with closed circuit video 
• State-of-the-art audio/ video system 
• Time stamped video , 
• S-DSL connections for web interface testing 
• On-site multi-lingual recruiting 
• Multi-point videoconferencing 

4915 SW Griffith Dr. Ste. 210 I Beaverton OR 97005 I 503-350-4829 

focusportland .com 

named senior analyst and will lead 

the Technographics Travel research 
group of Cambridge, Mass .-based 
Forrester Research. 

Communications Center, In c., a 
Lombard, Ill., data collection firm, 
has promoted Sascha Vetter to client 
services manager and Pam Bruns to 
vice president. 

Princeton , N.J.- ba se d Total 
Research has launched it s media 

brand practice, expanding its existing 
multi-indu s try brand practice . 
Sharon Polansky has joined the firm 

a a senior vice president to manage 
the media brand practice. 

Chicago-based SPSS MR, the mar
ket research arm of SPSS Inc., has 
named Richard Scionti senior direc

tor for new bu ines implementation. 

Richard Miklautsch has joined 
Cincinnati-ba ed Cooper Research 
as vice president. 

Miklautsch Henry 

Charles Henry has joined 

Marietta, Ohio-based Markin etics 
Inc. as a senior consultant. 

Larry Rosinski has been named 
market research and planning man

ager at Land Rover North America, 
Lanham , Md. 

Frances Grubb, president of JRA, 

continued on p. 78 
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Find Them Faster and Easier. 
And Find Them for Less. 

POLK'S RESEARCH SAMPLING 

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

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

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

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

and data delivery options. Faster, easier and for less. For more information on Polks Research Sampling call toll free 888-225-14 34. 

~k® 
Multi-Dimensional lntelligence 'M 



Teen omnibus now 
available on AD L 

Lewisville, Texas-based research 
firm Digital Marketing Services, Inc. 
(DMS), a division of America Online, 
Inc., has launched its Opinion Place 
Kids & Teen Omnibus Survey on 
America Online. The survey allows 
marketers to assess the aggregate 
behaviors and interests of kids and 
teens through a shared on-line survey 
combining the questions from multiple 
marketers into a single survey. As with 
all Opinion Place youth surveys, 
Opinion Place Kids & Teen Omnibus 
requires parental permission and is 
fully compliant with Federal Trade 
Commission children's on-line priva
cy regulations, as well as AOL's pri
vacy policy. The monthly survey is 
answered by 1 ,000 boys and girls, ages 
7 to 17, among a national sample of 

12 

randomly selected Opinion Place vis
itors. DMS separates each marketer's 
results and delivers the information 
within 10 days of question submission. 
Incentives to complete surveys are pro
vided through DMS' umbrella pro
gram, AOL Rewards. Participating 
AOL members, now including kids 
and teens, can earn AOL Rewards 
points toward AOL fees, books, elec
tronics, travel, software and more. For 
more information call Shelly Bracken 
at 972-874-5080. 

Total Research debuts 
on-line brand equity 
product 

Total Research Corporation, 
Princeton, N.J., has launched 
EquiTrend Online, a measurement of 
brand equity that utilizes Internet tech-

nology to provide an immediate, in
depth survey of 30,000 Internet users 
on their perceptions of the quality of 
I ,200 brands across 21 categories. 
EquiTrend Online builds on the brand 
equity database that Total Research has 
collected during the I 0 years of its 
EquiTrend survey of consumer brand 
perception. In conjunction with the 
launch of EquiTrend Online, Total 
Research will initiate the EquiTrend 
Online Annual Awards Program. Each 
year, the brands with the highest brand 
equity ratings will receive nationwide 
recognition. For more information visit 
www. totalres.com. 

Update of Remark Web 
Survey now out 

Principia Products, Inc., a Paoli, Pa., 

continued on p. 68 
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A nd rew Jeavons, former 
pres ide n t of Surveycraft 
Systems Inc, and Ed Ross, 
fo under and former chairman 
of Quanti me Ltd ., have 
founded OpenSurvey, a non
profit organization dedicated 
to the development, di scussion 
and distri bution of open 
source software and open stan
dards for survey research. 
OpenSurvey will also serve as 
a forum for the debate of any 
issues relating to survey soft
ware and open standards with
in survey research, both com
mercial and non-commercial. 
OpenSurvey aims to facilitate 
the development of a core tool 
kit of open source software for 
use wi thin survey research 
(see www.osf.org for a more 
detailed discussion of open 
source software). OpenSurvey 
will also assist and initiate the 
development of open stan
dards for the survey research 
industry. OpenSurvey will be 
made possible by donations of 
funds or resources from the sur
vey research community. 
Initially the Technical Council 
that will guide OpenSurvey will 
comprise Jeavons, Ross, and 
William Connett, director of 
computing at the Institute of 
Social Research, University of 
Michigan ( www.isr. urnich.edu). 
The membership of this coun
cil will increase as 
OpenSurvey develops. For 
further information or pledges 
of funds and/or resources con
tact andrewje@ one.net or 
esr@edross.com or visit 
www.opensurvey.org. 

Data Based Marketing, a 
San Luis Obispo, Calif., market
ing agency specializing in cred
it unions, is now offering Web-

14 
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MARKET RESEARCH SOCIETY CON
FERENCE: Britain 's Market Research 
Society will hold its annual conference on 
March 15-17 at the Brighton Metropole, 
Brighton, England . For more information 
visit www.marketresearch.org.uk. 

SAWTOOTH SOFTWARE CONFERENCE: 
The eighth Sawtooth Software Conference 
on Acqu isition and Analysis of Market 
Research Data will be held March 21 -24 at 
the Hyatt Regency in Hilton Head, S.C. 
Scheduled speakers will cover topics such 
as conjoint/choice analysis , Web-based 
interviewing and classification/segmenta
tion algorithms. Speakers have been chal
lenged to emphasize practical rather than 
theoretical topics. Prior to the general ses
sion tutorials will be offered on market 
rese~rch over the Internet, Hierarchical 
Bayes, using SPSS and SAS softwar~ , and 
an introduction to CBC. For more mfor
mation call Marilyn Stanford at 360-681-
2300 or visit www.sawtoothsoftware.com. 

IRI ANNUAL CONFERENCE: 
Information Resources Inc. , Chicago, will 
hold Consumer Connect ion 2000 on 
March 19-22 in Orlando, Fla. Program 
topics include e-commerce initiatives, 
changes in the global retail environment, 
category management and shelf space 
management, and new ways to manag_e 
new product launches and consumer-dn
ven programs. For more information call 
312-726-1221 or visit www.infores.com. 

AUTOMOTIVE BRANDING CONFER
ENCE: Marketec Systems, Inc. , Allison
Fisher, Inc., and McKinsey & Company are 
jointly presenting "New Insights Into 
Automotive Branding," on March 30 at the 
Westin Hotel , Long Beach , Calif. Topics 
include 3D brands, a proposal for new 
brand metrics, and the Internet and com
moditization of brands. For more infer-
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AMA RESEARCH EVENT: The American 
Marketing Association will hold its Applied 
Research Methods conference on April2-
5 at the Hyatt Lodge - Hamburger 
University- Oak Brook, Ill. For more infor
mation visit www.ama.org . 

FOCUS GROUP BOOT CAMP: On April 
7, the Greeley Institute will present a 
"Focus Group Boot Camp ," a one-day 
workshop for managers who use or 
authorize use of focus group research. 
For more information call800-934-8125. 

INTERNET CONFERENCE: The 
European Soc iety for Opinion and 
Marketing Research (ESOMAR) will hold 
Net Effects 3, its worldwide Internet con
ference on April 1 0-12 at the Burlington 
Hotel in ' Dublin. For more information visit 
www.esomar.nl. 

CANADIAN RESEARCH SOCIETY 
COURSES : On Apri l 13-14 , the 
Professional Marketing Research Society 
(PMRS) , North York, Ontario, will present 
a course entitled "Marketing Management 
for Researchers," which is designed to 
give participants a comprehensive under
standing of the marketing function. On 
April 17, the PMRS will offer a course 
entitled "How to Measure Customer 
Satisfaction , Loyalty and Retention ." The 
April courses wi ll be held at the Corporate 
Seminar Centre in Toronto. On May 1, 8, 
15 and 20 PMRS will hold a four-day 
co~rse called "Fundamentals of Marketing 
Research. " This course will be held at the 
Board of Trade in Toronto. For more infor
mation call 888-815-PMRS or visit 
www.pmrs-aprm.com. 

CONGRESS FOR MARKETING, AD 
EXECS: The International 
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Comm unications for Management 
Group wil l hold the SMART 2000 
Strategic Marketing & Advert ising 
Congress from Ap ri l 14-16 at the 
Banff Springs Hotel and Resort in 
Banff, Canada. The Congress offers 
sen ior marketing an d advert ising 
executives a chance to interact with 
their peers through a variety of semi
nars, th ink-tanks, one-on-one pre-

based surveys. For more information 
visit www.dbmkt.com/future. 

GroupNet, a national alliance of 25 
independent focu s group facilities, has 
joined the videoconferencing network 
of FocusVision Worldwide, Inc., 
Stamford, Conn ., to offer an expanded 
package of videotran mission services. 
Focus Vision will manage all aspects of 
videotran smi ss ion se rvice s for 
GroupNet, including project coordina
tion , technical upport, and sales and 
marketing. 

Fairfield, Conn.-based The Kantar 

scheduled business meetings, recep
tions and other activities . Keynote 
presenters at SMART 2000 include 
commentator Jaclyn Easton , Karen 
Edwards of Yahoo! and Wa rren 
Kornblum of Toys 'R' US. For more 
information on th is complimentary 
event contact Paul Ferreira at 416-
955 -0375 ext. 5639 or at 
paulf@icmto.com. 

Group, the information and consul
tancy division of global marketing ser
vices group WPP, has announced the 
merger of two of it s companies, 
Research International USA and The 
Winona Group. Under the name 
Research International, the new firm 
wi l l form part of the Re search 
International Group. The merged firm 
will be headed by Alex Vayslep, CEO 
of Research International USA. 

Kennebunk, Maine-based Digital 
Research , Inc . ha s acquired 
Davidson-Peterson Associates, Inc. 
(DPA), a travel , tourism, and hospital-

i ty re searc h firm also b ased in 
Kennebunk. Karen Peterson, formerly 
president of DPA, will stay with the 
firm as managing director. 

Opinion Research Corporation, 
Princeton, N.J., reported that revenues 
from its Internet-related activities 
around the world totaled $6.6 million 
in 1999. 

T he Arbitron Company, New 
York, has released Webcast ratings for 
the month of November 1999, extend
ing its broadcast-style audience mea
surement to an additional streaming 
media provider, Access 21. The 
November edition ofinfoStream com
piled li stening estimates for over 
850,000 listeners. The second report 
included 255 channels of audio pro
gramming offered by six participating 
streaming media services - ABC 
Radio Networks, Acces s 21 , 
BroadcastAmerica.com , LaMusica, 
Magnitude Network, and 

continued on p. 70 

It's a$WtiiU world ... 
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Editor's note: Bryan Orme is vice president of Sawtooth 
Software, Inc., Sequim, Wash. He can be reached at 360-
681-2300 or at bryan@sawtoothsoftware.com. The author 
wishes to thank Richard M. Johnson for his helpful com
ments and technical papers on Hierarchical Bayes that 
made this article possible. 

I f you've been to a technical market research conference 
lately, you've likely heard presentation advocating a 
technique called Hierarchical Bayes estimation (HB). 

The possible applications for HB are far-reaching. If there 
is heterogeneity among individuals, HB can significantly 
improve upon traditional aggregate models such as OLS 
regression or logit for conjoint/choice analysis, customer 
satisfaction, brand image studies or any other situation in 
which respondents provide multiple observations. 

Until recently, the individuals advocating HB were aca
demics and a few practitioners expert in statistics. HB is 
demanding both in terms of computational time and com
plexity. For realistic market research data sets, the run 
times were counted in days rather than minutes or hours. 
Given that no easy-to-use HB software existed and com-

16 

puters were not fast enough to deal with real world prob
lems in a reasonable time frame, it is not surprising that 
some practitioners were skeptical of HB and the hype sur
rounding it. 

Until recently, we too at Sawtooth Software were doubt
ful that HB would soon achieve very widespread use in 
the marketing research community. But recent advances 
in the processing speed of PCs have exceeded our expec
tations and knowledgeable academics such as Greg 
Allenby of Ohio State have taught tutorials, published 
algorithms on HB estimation, and have supported the 
efforts of individuals such our ourselves in creating off
the-shelf HB software. 

What is Hierarchical Bayes? 
The Hierarchical Bayes model is called "hierarchical" 

because it has two levels. At the higher level, we assume that 
individuals' parameters (betas or part worths) are described 
by a multivariate normal distribution. Such a distribution is 
characterized by a vector of means and a matrix of covari
ances. At the lower level we assume that, given an individ-

continued on p. 58 
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Focus groups slia e ads design o expand 
f r Federal Duck Stamp Pr gram 

By Joseph Rydholm 
QMRReditor 
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I 
n many ways, it's a common mar
keting situation: a manufacturer 
faces dwindling ales of a venera
ble product due to a shrinking core 
market; an ancillary market holds 

some promise but it growth potential is 
hindered by pricing is ues. 

In other ways, it's almo t unique: 
most of the people who buy the product 
do so because they have to, not because 
they want to; and most of them have no 
idea what the product is u ed for. 

Then there's the product itself: duck 
stamp . 

Duck stamps? Well-known to duck 
hunters and stamp collector , the U.S. 
Fish and Wildlife Service ' Federal 
Duck Stamp Program has, since 1934, 
helped fund the preservation of over 
five million acres of wetlands in the 
U.S. Unlike many government pro
grams, this one is a model of efficiency: 
well over 90 percent of its revenues go 
directly to the purchase and preservation 
of wetlands. The rest is used for pro
duction and distribution of the stamps. 

Known in official parlance as 
Migratory Bird Hunting and 
Conservation Stamps, duck stamps are 
a required annual purcha e for duck 
hunters. (Most hunters say they have 
little idea of what duck stamp fees are 
used for. They just know that you have 
to buy a stamp if you want to hunt 
duckS.) But the number of hunters is 
decreasing, and though the tamps are 
sought after by collectors, their hefty 
price (last year's stamp was $15) makes 
accumulating them an expensive propo
sition for the garden-variety philatelist. 

"We needed to find a way to reach a 
new audience, to broaden our market, as 
with any product," ays Margaret 
Wendy, manager of sale and market
ing, Federal Duck Stamp Office, 
Department of the Interior, U.S. Fish 
and Wildlife Service, Washington, D.C. 

So the government has embarked on 
a test print and TV ad campaign appeal
ing to conservation-minded individu
als by offering them a chance to pre-
erve wetlands simply by purchasing a 

duck stamp. For $30, they receive a cer
tificate (bearing a duck tamp) which 

www.quirks.com 

proclaims that their money has gone to 
preserve 1110 of an acre of wetlands. 
"We're hoping to attract bird watchers, 
hikers, and others who understand what 
is happening to wetlands but don't know 
that there is a way that they can easily 
and cheaply do something to help," 
Wendy says. 

Focus on the stamp 
Initially, the idea was to focus the 

marketing campaign on the stamps 
themselves, their beauty and the value 
of collecting them. But in focus groups 
conducted during the development of 
the campaign by The Ball Group, a 
Lancaster, Pa.-based research and 

environmentally active but who were 
not predisposed against environmental 
issues. (In addition, a telephone survey 
with a random national sample was con
ducted to determine awareness of the 
Duck Stamp Program and to gauge 
interest and participation in environ
mental issues.) 

As part of a process The Ball Group 
calls Creative Regression Analy · 
which is designed to identify the 
ative appeals and support factors 
create a sale - a range of creative 
appeals was tested in the focus groups, 
including: buying the stamps as a way 
to save the environment; buying and 
collecting them as a form of investment; 

Thi.s certifies th.u: the above mentioned per5<>n Jw provided IU with the funds w 

purchase approxinute!Y one-tenth of m acre of endangered Amerian wetimd.s. 

A natural resource, these wetLmd.s act a.s a watershed, helping to fdtu our drinking 

water; and serve a.s a home for one-third of Amerio$ threatened md 

endangered species. Without the hdp of concerned citizens like you, these 

wetlands would be irrevocab!Y lost. Tlte people of America thank you. 

Something in return: The idea for the certificate grew out of research findings that consumers weren't 
motivated purely by the desire to preserve a valuable resource. They wanted a way to show friends and 
relatives that they were environmentally-aware. 

adverti ing firm, the stamps themselves 
weren't enough to make the sale. "The 
collecting aspect was of minimal inter
est," says Wes Ball, the firm's presi
dent. "People are more interested in sav
ing Beanie Babies." 

Hence the certificate idea, which 
came directly from research. More on 
that later. 

Focu groups were held in cities 
around the country, two groups per city, 
one with environmentally active people 
and the other with people who were not 

and giving stamps as gifts to friends or 
relatives interested in stamp collecting 
or in preserving the environment. 

Each appeal had its own set of po -
ble approaches. For example, in testing 
the environmental appeal, tacks includ
ed playing off respondents' fear of 
unchecked development, extinction of 
animals that live in the wetlands, and 
contaminated water. 

"After the initial discu sion about 

continued on p. 7 4 
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AdvertisinoResearch 

F
r the past 15 years, Chevron 

Corporation has been doing the 
mpossible: proving to con
umers that the phrases "major 
il company" and "environ-

mentally sensitive" belong in the same 
sentence. 

Through its long-running print and 
TV campaign, called "People Do," the 
firm has highlighted its efforts to pre
serve and protect the environment near 
its facilities around the world. The ads 
appear in markets in which Chevron is 
a gasoline marketer or has production 

or exploration facilities, chiefly 
California, Texas and parts of Florida. 

Rather than trumpet a broad "we 
care about the environment" message, 
the ads take a case history approach, 
relating specific tories of the firm's 
environmental activities. 

Theprintadsaresubtle.Forexam
ple, the copy for the ad "The Wetlands 
That Almost Disappeared" reads: 

"In southern Louisiana, a vital 
wildlife breeding ground was endan
gered. Freshwater wetlands were van
ishing. Leveeing along the Mississippi 

River had reduced the influx of fresh 
water and silt. But then, people work
ing nearby partnered with the Fish and 
Wildlife Service to carve channels into 
the levees. Hundreds of acres in the 
Delta National Wildlife Refuge were 
restored. And so was nature's glorious 
nursery." 

Only a Chevron logo following the 
text indicates who the "people" 
referred to in the copy are. 

The firm had a sense that the case 
history approach was the way to go, 
and the research it has conducted dur-

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



ing the ~ampaign's life Chevron 
span, wtth the help of 

Corporation, San Francisco. 
The research has shown 

that deviating from that 
approach, even with similar, 
environment-related mes
sages, isn't as effective. 
"There were some attempts 
to move out of that mode 
and perhaps involve fewer 
examples of wildlife and 

Communicus, a Santa 
Monica, Calif., research 
firm, has shown that 
instinct was right. "We 
know from the research 
that specific stories about 
what we do are more 
effective than anything 
about the general philosophy of the 
company," says Lewis Winters, man
ager of opinion research, Chevron 
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focus more on things like our tank 
integrity program, which entails 
putting double-hulled tanks under the 
gas stations," Winters says. "Those 

tended to not be as effective in the 
Communicus procedure in conveying 
our environmental concern, even 
though they are obviously important 
programs. 

"It's interesting that things we spent 
an awful lot of money to do- such as 
making our refineries more environ
mentally friendly - if you try to 
advertise them, consumers don't give 
you as much credit as some less expen
sive thing you might do to convey your 

continued on p. 76 
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Editor's note: Tim Huberty is president of Huberty 
Marketing Research, St. Paul. He can be reached at 
thuberty@uswest.net 

We're all familiar with retailer John 
Wanamaker's famous quote which introduces 
the advertising chapter of countless market

ing textbooks: "Half the money I spend on advertis
ing is wasted. I just wish I could figure out which 
half." 

If Mr. Wanamaker- or any of us- could figure 
out the answer to that ageless question, we would 
attain enlightenment. Marketers and advertising agen
cies have grappled with this conundrum since form 
was created out of chaos. Even the prophets in the Old 
Testament oftentimes didn't know how much of a 
good thing was too much as they stumbled around the 
countryside touting the message of the Big Guy. 

A company throws its advertising message out there 
and then - poof! - it's gone. So after paying the 
bills, clients are left wondering: Do I get any reward 
-earthly or otherwise- for that? Are there better, 
i.e., more cost-effective ways, of getting that same 
message out to more people for less money? 

One of the problems with advertising is that one 
only rents awareness. So you can't be too sure if 
you're spending too little, the right amount, or too 
much. 

The ultimate gospel of marketing efficiency is sales. 
But, as we all know, marketing is the "big picture" 
strategy of selling products and services, whereas 
advertising is one tactic, one of many tools which may 
lead to eternal salvation. Marketing includes deals cut 
in the back room, the cents-off coupons from 
Sunday's newspapers and even the public relations 
fluff which keeps cropping up on the nightly news. It's 
easy to measure the impact of marketing - look at 
the bottom line. On the other hand, it's not so easy to 
measure the effectiveness of advertising. After all, 
over the last two millennia one thing we've learned 
is that people don't behave the way you expect them 
to just because you tell them to. 

But do not despair, seekers of the truth. There is a 
tried and true way of measuring advertising effec
tiveness, merely by living The 10 Commandments of 
Advertising Tracking. 

1. I am the Lord God of Advertising Tracking; thou 
shalt not have strange objectives before me. 

When it comes to tracking the effectiveness of 
advertising, track the effectiveness of advertising. 
Nothing else. Nothing is (more) sacred. More often 
than not, advertising tracking gets polluted by other 
false gods. Last year, I did a project for a chain of 
restaurants. In one study, my client wanted to figure 
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Decision Analyst, an innovator 

in Inarl<eting research methods for over 

two decades, inh·oduces Copy T racl< n t, 

a COinprehensive Internet-based 

advertising tracl<ing system. In addi

tion to traditional awareness and recall 

measures, Copy T racl<n 1 includes: 

• Ad recognition 
Actual video of th e co mme rc ial is down loaded 

over t l1e Inte rn e t to measure recognitio n . 

• Ad evaluation 
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brand image da ta f rom Internet surveys arc m o re 

precise, with less "no ise" than image data 

fro m t e lepho ne interv iews . 

• Media usage 
The Internet permits lo nge r questi onn aire than 

te lepbone, so media usage can be m easured for 

added analytical sensitivity. 

The Internet is a way to more accurately 

monitor the impact a/ your advertising. 

We have over 1, 000,000 consumers 

in our wo1-/dwide Internet panel ready 

to track your advertising. 
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for 1nore information 
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out the one unique, distinguishing 
characteristic that makes a customer 
come back or not come back to the 
restaurant. He also wanted potential 
customers, current customers and past 
customers to grade the food, to tell us 
where they would have gone if the 
restaurant had been closed, to tell us 
why they do or don't use takeout. To 
top it all off, the client added, "And, oh 
by way, we ran some radio and bill
boards. See if the advertising is work
ing." 

This is not the way things are done! 
Advertising should be its own unique 
study, its own unique survey. No "false 
objectives" please. To want to do oth
erwise is promulgating heresy! 

2. Thou shalt not take the name of 
quantitative tracking in vain. 

Advertising is measured quantita
tively, not qualitatively. Advertising 
is measured among the faithful or 
soon-to-be faithful, not among a select 
group of opinionated Pharisees who 
sound like a clanging cymbal. 
"Getting feedback" from focus group 

participants is another one of those 
add-ons which frequently soils a dis
cussion guide. Focus group partici
pants should never be entrusted to pro
vide advertising recall. More often 
than not, participants cannot remem
ber any advertising, let alone your 
advertising. (Rule of thumb: 
Consumers always remember humor 
- but that's a topic for another arti
cle.) And, the opinions of those con
sumers are not projectable. It's "group 
think," the blind leading the blind. 
Focus groups are for getting guidance 
before producing creative, not after it. 

3. Keep holy the start of the advertis
ing campaign. 

Advertising tracking is done before 
the campaign begins, not after it's been 
out there for a few months, a year or 
two or even a decade. You have to 
know the awareness level and attitudes 
toward your products and services 
before you start tempting the 
unwashed with advertising messages. 
It's really a huge waste of money to 
track the effectiveness of an advertis-

Strong healthy marketing efforts start with pure, 
wholesome data. That's why L&S TeleServices 
has been delivering clean, accurate, high-integrity 
data for more than a decade. Our professional 
research team follows strict quality and data 
collection protocols to ensure the high standards 
you expect on projects like ... 

• Attitude and usage • Image and positioning 

• Benchmark studies • New product research 

• Market share • Customer satisfaction 
and loyalty 

·~ 
L&.S TELESERVICES 
America's Most Responsive Call Center"' 

ing campaign which is "old news." 
After all, follow the example set by the 
Original Campaign. God began with a 
clean slate and only began chalking up 
saints and sinners after the First 
Couple had succumbed to the ser
pent's Original Advertising Message. 
Tracking a campaign after it begins 
can only lead to two catastrophes: The 
numbers can be low/high (take your 
pick) and the client will be excited/dis
appointed because he has done so 
well/poorly. Unfortunately, no person, 
no matter how holy, has any idea if the 
numbers have declined/increased, 
because you never knew if they were 
high/low to begin with. 

4. Honor thy telephone. 
Advertising is tracked with a tele

phone and by an interviewing minis
ter. It is an methodological mortal sin 
(not a mention a waste of money) to 
send consumers a mail survey -
where they can sit and mull over their 
answers or even "study up" before 
recording results. A personal interview 
isn't much better due to the myriad of 
other distractions respondents face. 
Once upon a time, I was working on a 
liquor account and ventured out into 
the wilderness with several liquor ads 
-with the client's name blotted out. 
Sure enough, consumers recogniz~d 
that the client's name had been blotted" 
out. 

Instead, "hit 'em where they live" 
-at home, with the phone. That' the 
place where they make their faith com
mitments anyway. 

5. Thou shalt not stop with "phantom 
awareness. 

Basically, tracking advertising 
involves a trinity of questions which 
form the basis of the three types of 
ad verti sing awareness: phantom 
awareness (good), prompted aware
ness (better) and proven awareness 
(best). Here's your first question -
pure, plain and profitable: 

Let's talk for just a minute about 
advertising. Do you recall seeing or 
hearing any advertising about 
(INSERT PRODUCT OR SERVICE 
HERE)? This would include any type 
of advertising such as television and 
radio commercials, newspaper ads, 
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billboards or written materials. 
This is just a yes/no question. 

Nothing too complicated. Nothing too 
threatening. A "simple commitment" 
will do. You don't want to spook the 
consumer with the first question. 

The question includes several kinds 
of media. I have found that when peo
ple hear the word "advertising" they 
only think of television advertising. 
So you have to remind them of all the 
near occasions of sin. 

Of course, this is a question which 
everyone can answer - and most will. 
No one wants to appear stupid when 
talking to a stupid marketing research 
interviewer. So, people "pretend" 
awareness- a venial sin for sure. So 
this number is really a phantom num
ber and isn't worth a whole lot, except 
that it forms the base from which all 
the wheat is separated from the chaff. 
Any respondent who cannot answer 
this question is spared the next few 
questions and is shuttled immediately 
to the limbo of the demographic ques
tions. 

6. Thou shalt not commit adulteration. 
Thou shaft prove that thou hast seen 
the Light. 

The next two questions, by far, are 
the most important. They are the ques
tions which actually determine 
whether or not the advertising is work
ing. Together, they make up "proven 
advertising." 

FOR EACH RESPONDENT WHO 
CLAIMED AWARENESS, ASK: 

• Please describe that advertising 
to me. PROBE: Anything else ? 

• Who was the sponsor of that adver
tising ? 

Within these open-ended questions, 
respondents have to prove that they 
actually remember the advertising. No 
fibbing here; it 's time to step up to the 
altar. No open-ends were ever more 
important to you and your money. The 
respondents have to come up with 
something specific. And then, just as 
important, they have to come up with 
your name. 

How do you compute "proven 
awareness"? How do you distinguish 
the Saved from the Sinners? You begin 
with the congregation of "yes men" 
from the previous question . If they 
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What makes people 
do vvhat they do? 

No one has all the right answers . 
At least you can learn all the right questions. 

Call Kim Barnette at 1-800-806-0183 for a course catalog. 
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cannot name something specific that 
proves they saw/read/heard the ad, 
they are terminated. Cast out, nothing 
short of eternal damnation awaiting 
them. 

ness I have ever seen wa for a bank 
campaign. A national bank based here 
in the Twin Cities used Bob Newhart 
as a spokesman for many year . And 
yet , when asked to describe bank 
advertising they had seen or heard , 
only 18 percent of that bank 's cus
tomers spontaneou s ly mentioned 
Bob. So , everything - includin g 

especially if you' re put on the spot. 
So, just I ike any rei igion worth its 
weight in inner , we have to give 
consumers a second - and a third , 
and a fourth- chance. So we' ve cre
ated prompted awareness. Just like 
grace, thi s is actually good stuff, but 
it 's just not as sanctifying as proven 
awareness. 

But consumers not onl y have to 
come up with a specific executional 
element and/or salvation message, 
they also have to know who their 
Savior is. However, do not despair. 
The Sinners only go to Tracking Study 
Purgatory; they will still get a second 
chance. 

FOR EACH RESPONDENT WHO CLAIMED AWARENESS, ASK: 
Now I'd like to ask you some specific questions about this advertising. After I read each item, please 
tell me whether or not you have seen or heard this advertising. 

READ SCENARIO. ROTATE ORDER. 

SCENARIO AWARE 
Proven awareness is , far and away, 

your most important figure, since it 
includes only those who had made the 
Faith Commitment, who can actually 
prove that they know your advertising. 
Isn't this really what you're on this 
earth for anyway? 

A INSERT SPECIFIC EXECUTIONAL OR MESSAGE ELEMENTS y N 

Actually, "many are sent, few are 
remembered ." It is extremely diffi
cult for people to specifically remem
ber anything about any ad , ince, as 
we've all read, consumers are bom
barded with 50 gazillion advertising 
messages a day. One of the highest 
levels of proven adverti ing aware-

B "" 

c "" 

D "" 

E "" 

proven advertising awareness - is 
relative. 

7. Thou shalt be prompted. 
An important me ssage bear s 

repeating: It is extremely difficult to 
remember anybody 's advertising -

has become 

Stil l the inte ll igence of a best pract ices researcher. 

Still the best CATI va lue on the market. 

Now also: 

• Support for Wide Area Networks (WAN) 

t 

Beauty, Brains • nd Brawn. Call us. 
84 7-866-0870 www.sawtooth.com 
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As shown above, you want to tempt 
the consumer with between eight and 
I 0 executional and message prompts 
from actual ads, taken from all media 
used. You might want to stick in ele
ments and messages about your com
petitors' ads too , just to keep things 
interesting. 

Prompted awareness is OK, but it 's 
not the not key to e ternal life . 
Con sume rs can delude advertisers 
with claims of awareness. Hey, con
sumers do li e. And here, once again, 
the numbers can be good - or bad. 
For example, in a project I recently 
conducted, 45 percent of a targe t 
audience remembered see ing or hear
ing an ad for the Minnesota Office of 
Environmental Ass istance- before 
the campaign even began. 

8. Thou shalt covet thy neighbor's 
advertising. 

Both proven and, especially, 
prompted awareness provide great 
opportunities to throw in some of 
your competitors' ads, just to see how 
well they are- or are not- doing. 
We can only measure how good we 
are by measuring how good they are. 
Adverti sing isn' t done in a Garden of 
Eden. We 're only as saintly as the 
sinners- or vice versa. 

Thi s i also an excellent chance to 
compare the co t-effecti veness of 
your advertising vs. theirs. Thi s is the 
time to have the media priest and 

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



priestesses compare what you paid 
for your awareness vs. what they paid 
for theirs. Once upon a time I worked 
on an account for a manufacturer of 
tennis balls. I always let the client 
beat his chest over the fact that the 
advertising awareness of his tennis 
balls was twice that of his closest 
competitor. I never did have the 
courage to remind him that he spent 
I 0 times more on advertising than 
that same competitor. 

9. Thou shalt bear true witness for 
attitudes and behaviors. 

Advertising is more than just 
remembering clever messages and 
ingenious executions. After all, if that 
were so, all those award-winning hot
shot ad agencies would hold onto all 
their accounts forever. But advertis
ing is more than memorable snippets, 
it's also about changing attitudes and 
behaviors. It's about saving the unen
lightened, even if they don't know 
what got them saved . 

With that in mind, it should be sec
ond nature to include attitudinal 
statements and behavioral questions 
in an advertising tracking study ques
tionnaire. I had a client whose adver
tising was pretty staid (read: boring). 
Yet, over time, when prompted, cur
rent customers and potential cus
tomers rated the client's product 
higher. More importantly, their pur
chase intent increased significantly. 
And yet, awareness of the client ' s 
advertising remained lower than the 
Dead Sea. Maybe the advertising 
somehow had an impact upon that 
shift. Who knows? The ends justify 
the means. 

10. Thou shalt track thine adver
tising on a regular basis. 

Perhaps what frustrates me most is 
the large number of clients who can
not be convinced of the importance of 
tracking their advertising on an ongo
ing basis. Salvation isn ' t a one-time 
occurrence. One alway s has to be 
wary of backsliding. "It 's an invest
ment," I preach. "Think of how much 
you paid to produce the ads. Don't 
you want to know what your ROI is?" 
Oftentimes, clients can be convinced 
to monitor their adverti sing once, and 
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sometimes even twice. But then they 
resort to their old habits and fall into 
untracking ways. Maybe they get dis
tracted ; maybe they get bored. But 
little do they realize that certain hell
fire and damnation is just a short step 
away. 

Tracking advertising, like the 
advertising itself, is a long-term com
mitment. The advertising· must be 
tracked at periodic intervals. On a 
consistent basis. And definite money 
should be budgeted at the start of the 
advertising to continue the monitor
ing. We worship on a fairly regular 
basis, to keep on the straight and nar
row. But unless one is ever-vigilant, 
a competitor may be tempted to come 
and lead some customers astray. And, 
chances are, if we're not watching, 
we wouldn't even know about it. 

Revelations 1:1 
Following these 10 commandments 

should keep you in the state of grace 
for a long time. These rules should 
tell you to follow the current cam
paign or to search out another prophet 
(profit?). They should tell you when 
to give thanks to your agency, to 
repent for selecting a strategy or even 
when to call down the wrath of God 
when consumers start flailing after 
other golden calves. 

Although I've made a valiant 
attempt, proselytizing can only go so 
far. I know there are a lot of doubters 
out there who really want to believe, 
but they need a good example to con
vert them, to put them on the stairway 
to heaven. I know I'm preaching to a 
tough crowd, one that's paid to be 
cynical. So, I invite anyone from this 
unconvinced contingent to e-mail me 
and I'll send you a copy of an actual 
tried-and-true advertising tracking 
study questionnaire. 

Tracking advertising isn ' t as ful
filling as copytesting, but it won't get 
you martyred either. So when 
Judgment Day comes , it pays to have 
these commandments in your hip 
pocket. After all, advertising tracking 
leads to information, which leads to 
power, which leads to the opportuni
ty to I i ve the One True Tenet of 
Marketing Enlightenment: 
"Recommend more research!" r~ 

no More Problems. 
Dnlv Solutions. 

When it comes to choosing a WATS 

telephone research house, we have 
your solution. PhoneSolutions. Our 

standard is to provide impeccable 
survey results, on time, and at a 
competitive price. We offer: 

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

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

THE TRIAD OFA PHONE SOLUTION 

Quality 

Let us show you the 
perfect solution to your 

field service needs. 

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

michael@phonesolutions.com 

PhoneSolu1i6ilS 
Tucson • Albany • New York 
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The Business ofResearch 

Editor's note: Herb Sorensen is 
president of Sorensen Associates 
Inc, a Troutdale, Ore., research 
firm. He can be reached at 
herb@sorensen-associates.com. 

For many years, the twin guards of 
integrity at the doors of market 
research have been security and 

past participation screening of respon
dents. Both are geared to eliminate the 
"wrong" kind of respondent from 
research studies: security to eliminate 
competitive leaks; and past participa
tion to eli min ate "professional" 
respondents - those who are too 
familiar with the research process. On 
reflection, these two screening criteria 
are closely allied. 

Regardless of the merits of this or 
that approach to security and past par
ticipation, long-standing suspicions 

and anecdotal reports of failures of 
these twin guards have recently been 
confirmed by solid research. Careful 
studies demonstrate that less than 5 
percent of the population produces 
more than half of all the responses used 
in market research (Bickart and 
Schmittlein, Journal of Marketing 
Research, May 1999). 

One response to plummeting cooper
ation rates by consumers has been to try 

to educate and persuade the public that 
their self-interest is involved in market 
research; as well as to identify consumer
friendly research practices (CMOR, see 
www.cmor.org/cmorrespach.htm). 
Another is to conclude that past par
ticipation doesn't matter and to 
accept "professional" respondents as 
the norm. This latter position has 
been given powerful impetus by the 
on-line survey community, who tout 

fl in the m rket 
By Herb Sorensen 

huge respondent panels but are in fact 
repeatedly surveying what must be a 
very small slice of their panels. A 
minimum of monthly surveys are rec
ommended by these practitioners, and 
some of their respondents are actual
ly being queried multiple times per 
week! 

However, it is not necessary to 
acquiesce to the slumber of the sleep
ing guards. Both security and past 
participation criteria can best be 
attained through a sensible statistical 
approach. Some caveats and obser
vations are appropriate: 

1. Absolutely secure consumer 
research is very nearly an oxymoron. 
"You mean you want me to find out 
what a thousand people think about 
this new idea, but you don't want 
anyone to know about it?'' 

2. Standard security questions on 
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Connect with QCS. It's the one company that 
best meets your marketing information needs. 
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Pre-recruited Central Location Testing ( CL T), 
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Our Central Project Management Team can also 
coordinate every aspect of fielding your project, 
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your business, and your client needs. 
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1-800-325-3338. 
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intercept screeners are probably near
ly worthless. The very people you 
most want to eliminate from a study 
are the ones most likely to misrepre
sent themselves in order to get access 
to the study. Reporting on a recent 

OBJECTIVE: 

MRA/QRCA discussion and study in 
the July 1999 issue of Quirk 's, Joseph 
Rydholm noted that: "While the exact 
scope of cheating/repeating is tough 
to quantify, anecdotal evidence ug
gests the problem is common." 

The ucce ful 

suite of iLe software 

now does what it 

says on the packe t. 

E-Tabs 
www.e-tabs.com 

Re-launched as E-Ta b , our 

produc ts for managing and haring 

electroni c tabulations continue Lo 

be availabl to market research 

companies and their cli ents 

worldwide. 

To find out more come a nd vi it our 

stand at the ESOMAR e l Effec ts 

Confere nce in Dublin , April 9-ll. 

Contac t us by e mail at 

info@e-tabs.com or te lephone 

u Loll free on l-888-82-ETABS. 

med E-Tabs 

Use the most efficient and productive RDD samples 
available. 

551 SOLUTION: 
Kean Spencer (President of Eastern Research Services) -
"We conduct telephone surveys for many of the nation's largest 
research companies, interviewing over 1,000 WATS hours per 
day. We use a lot of random digit samples. Samples provided 

by urvey ampling are by far the be t -
more effi cient and productive. And I 
employees are quick and responsive. 
It's no wonder that four out of five of 
Eastern's clients choose Survey 
Sampling when buying RDD samples." 

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

info@ssisample .com. 

_...-: Survey 
• j Sampling, 
=...... Inc.® 

Partne rs with survey 
researchers s ince 1977 

3. Several year ago a major pack
aged goods company was conduct
ing a "highly secure" study on the 
eastern seaboard. Research facilitie 
were carefully selected and audited 
for security to assure the tightest pos
sible restrictions. All evidence ug
gested that these precautions were 
effective, until the firm's own sales 
manager in one region submitted a 
detailed report on the new concept. 
No one in the sale chain (including 
this manager) was privy even to the 
existence of the research. This man
ager's wife , by chance, had been 
asked to participate in the study and 
provided the detail for the report, 
making it appear the firm had tum
bled onto some major competitive 
initiative. 

4. Approximately 10 percent of the 
staff of our firm has access to studies 
fielded through the largest mail panel 
company in the country. This is 
through mothers-in-law, wives, etc. A 
client who works with us regularly 
felt that they needed the "added" 
security of a mail panel for a sen itive 
new product concept. We, of course, 
were unaware of the study's existence 
until we received a full set of the sur
vey materials through one of these 
back-door sources. It's hard to tell 
whether the client was glad to learn of 
this lapse, or preferred to bury it and 
continue to pretend that they were 
operating with very tight security. 

5. Anytime you interview at a site 
that is frequently used for market 
research, by your elf or other , you 
can be sure you are getting a lot of 
"professional" respondents. The field 
services are glad to get these people. 
They cooperate to fill any quota and 
are skilled at cheating on security and 
past participation questions. Reuse of 
the same site over and over by the 
research community is guaranteed to 
produce this problem. One facility in 
the New York metro area (operated by 
one of the largest field service chains) 
is o large that one might conclude 
that they are an anchor for the mall. 
(The same principle operates but is 
controllable in an ethically operated 
mail panel. By the way, who is inde
pendently checking these panels?) 
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This is just a brief overview of 
potential and actual security and past 
participation problems. 

The statistical approach to securi
ty recognizes that we are unlikely to 
reduce potential lapses to zero. The 
method depends on decreasing the 
odds that undesired parties wi ll acci
dentally get involved in a research 
study; and insuring that we will have 
access to as wide as possible a sam
pling of our target market. 

Begin by thinking about where you 
plan to conduct your next survey. OK, 
how many other researchers, possibly 
competitors, are planning to go to the 
same place (site or li st) for their stud
ies? Rule #1, you shouldn't be there. 

This rule has been virtually ignored 
by the research industry for decades. 
Rather, access to respondents has 
been organized to facilitate the pro
duction of large quantities of data in 
a milieu convenient to the 
researchers. For the most part, this 
means data collection occurs in an 
office environment: the mall "office," 
the telephone center "office" or the 
post "office." 

Why not do your market research 
in the market where you sell your 
goods? There you would likely avoid 
competitive security interests, as well 
as the pesky "professional" respon
dent. This would require working 
evenings and weekends in retail 
stores to meet the shoppers and avoid 
tradespeople. Moreover, do not work 
in the same store more than once in a 
three-month period. This would typ
ically solve both the security and past 
participation requirements of the 
study in a natural way. 

Have you ever personally been 
interviewed in a store? Or have you 
been "mailed," as one client put it? 
The first event almost never happens, 
the second is common. Thus in -store 
interviewing is the essence of statis
tical security, and it also solves the 
problem of past participation. If you 
collect your data in the market, you 
are statistically unlikely to have prob
lems with either of the twin guards . 

If you are serious about market 
research, get out of the office and into 
the marketplace. 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'M 
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 CAT I 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/ Label) 
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 DATAN 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 
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Advertising Research 

Editor's note: Harold Spielman is 
CEO of MSW Group, the holding com
pany for Great Neck, N.Y. -based 
McCollum Spielman Worldwide and 
its subsidiaries and services. He can be 
reached at 516-482-0310. 

A dvertising management has 
the major task of protecting a 
company's brands, increasing 

profitable sales, and maximizing the 
efficiency of the media budget. 
Certainly, a complex task made even 
more challenging by the fact that pro
ducing effective TV advertising is 
quite difficult. In the short span of 30 
or 15 seconds, the producing agency 
must: 

• attract attention and hold the 
viewer; 

• establish the brand name; 
• communicate pertinent informa-
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tion and/or create a mood or feeling; 
• bring about a change in state of 

mind or attitude; 
• persuade to behave in a prescribed 

way (e.g., buy the brand). 
The difficulty of this task is clearly 

seen in a very large study that the 
MSW Group did a few years ago for 
the Association of National Advertisers 
(ANA). We reviewed the results of 
4,600 commercials that had been taken 
off-air and tested through our firm 's 
AD*VANTAGE/ACT system. (See 
sidebar for description of AD*VAN
TAGE/ACT.) Each commercial was 
measured on two key criteria. One was 
awareness, or the ability of the com
mercial to break out of the cluttered 
environment of today's TV. Second 
was persuasion, or the abi lity to bring 
about some positive changes in pur
chase behavior or brand/product atti-

tudes. We compared each individual 
commercial with the norms within its 
specific product field. As you can see 
in Fig. I , the bulk of the advertising 
was average, which was not very sur
prising. On the other hand, only 16 
percent performed ignificantly above 
the norm in their respective product 
field. Mediocrity is, in fact, the norm. 
But perhaps the most disturbing figure 
was that 34 percent of the commer
cials that were on-air failed to meet 
basic competitive goals. Essentially, 
this represented millions of dollars of 
media time that were wasted. 

Clearly, anything that can be done 
to reduce the number of ineffective 
commercials that are put on the air 
and increase the number of effective 
ones will vastly improve the efficien
cy of the ad budget- no matter what 
size it is. 
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MORPACE International 
FOCUS GROUP STUDIOS 

"Michigan's Finest Focus Group Facility!" 

Observation Room 

Focus Group Studio Services: 
• FULL RANGE OF SERVICES include moderating and 

multiple city project management. 

• MICHIGAN'S FINEST FACILITY includes one large 
CL T studio, two spacious focus group studios and two 
one-on-one interviewing rooms. 

• SPACIOUS VIEWING ROOMS combine tiered seat ing 
and writing tables with living room comfort. Floor-to
ceiling observation mirrors, wet bar, refrigerator and 
private office. Private cli ent exit. 

• STATE-OF-THE-ART TECHNOLOGY includes 
broadcast quality video equipment with time code ~ 

capabilities, LCD data projectors, full-duplex Polycom® ~ 
SoundStation®, high-speed internet connection and 
Perception Analyzers. 

• MEMBER GroupNet™ providing videoconferencing 
utilizing PictureTel Concorde4500. 

• FULL SERVICE KITCHEN, gourmet catering. 

• QUALITY RECRUITING to your specifications, 

Additional Capabilities Include: 
• HOLLYWOOD HOUSE STUDIO, new state-of-the-art focus 

group facility in London, UK. Member GroupNet™ 
VideoconferencingAlliance. 
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interviewers, sophisticated in-house data processing. 

Farmington Hills 
Focus Group Facility Floor Plan 

SIGMA VALidATION. 
For more information , call Amie Saltzman at: 

MORPACE International, Inc. 
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FIRST, 
MARKET 

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

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

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

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

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

www.firstmarket.com 

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

First 
Market = Research 

656 Beacon Street, Boston, MA 02215 
(800) 347-7811 or (617) 236-7080 

2301 Hancock Drive, Austin, TX 75756 
(800) 347-7889 or (512) 451-4000 
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But this creative prob
lem can be overcome, as 
seen in the second part 
of this study. The di stri
bution on the bottom of 
Fig. 2 is the percentages 
of commercials our 
clients put on-air after 
they have gone through 
a pre-test program. The 
differences are not only 
statistically significant, 
they are mind-boggling 
when translated into the 

Figu re 1 

CHANCES OF SUCCESS WITHOUT 
PRE-TESTING 

Distribution of 4,637 Randomly Selected Non-MSW Client 
On-Air Commercials 

On Both Awareness & Persuasion 

SignfftcanUy Below 
Product Field Nonns On 
Both Measures 

47'4 

Significantly Above Product 
Field Norms On Both Measures 

efficiency improvement L--- ----------- - --------" 
in the use of your media .------------- ------ ----, 
dollars. Interestingly, 
about one third of the 
commercials that come 
into our shop are sim
ply not going to make 
it. Again , that 's indica
tive of the great diffi
culty that exists in pro
ducing effective adver
ti sing. However, our 
concern is selecting the 
ones that are worth pro
ducing for upwards of 
$600,000 and airing as 

Figure 2 

CHANCES OF SUCCESS WITH MSW 
GROUP'S PRE-TESTING 

All 
Cmcl' s: 

MSW 
Cliert: 

MSW Client Commercials (3.742) Resulting From 
Pre-Testing with AD*VANTAGE/ACT 
On Both Awareness & Persuasion 

Significantly Below 
Product Field Norms On 
Both Measures 

vs. 
SignHicanrJy Below 

Signif icantly Above Product 
Field Norms On Both Measures 

vs. 
Significanriy Above 

part of a multi-million L-----------------------' 
dollar media expendi
ture. Figure 3 

VALIDATION STUDIES 
Encourages creativity 

From time to time, we hear 
that pre-testing inhibits cre
ativity. Our view is quite the 
opposite. It encourages cre
ativity. Why ? Becau se we 
have never seen creative peo
ple who lack ideas. The man
agement problem is to sort 
those out. Pre-testing allows 
the client to encourage exper
imentation and then use the 
pre-test research to sort out 
the s tron g and the weak. 
Following is a dollar compar

STUDY 
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ative of pre- and post-testing '---------------------' 
derived from the success/failure rate. 
From the ANA study, we know that on 
average one in three commercials wi II 
very likely fail. Consequently, to get 
two successful commercials on-air, 
you should be producing three and 
expect to di scard one. If you produce 
the three commercials as "fini shed" 

executions at a very conservative aver
age cost of $600,000 per "fini shed" 
commercial, plu s the research cost 
(three commercials tested at $ 17,000 
each = $5 I ,000) that would sort out 
the relative effectiveness of those three, 
you would have an expenditure of 
$ 1,85 l ,000. 
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Figure 4 
AD*MAP 

MARKETPLACE PREDICTIVENESS 

Percent of 
executions 

IJ) 

that met or IJ) 
LIJ 

exceeded z 
LIJ 

clients' sales a: 
<( 

expectations ~ 
<( 

111-40% 1-91% 
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JAR, Oct 1913 
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Clutier Aw~reness 100 
1nd Persuas ion 
given equ•l wevht. NORM •100 

CCP PERSUASION 
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phase. 
You now have the 

total expenditure of 
$1,326,000 and you 
have pocketed a savings 
of $525,000. Most 
important, you know 
that your advertising 
dollars will be app lied 
to your strongest mes
sage . This littl e exer
cise deals with just one 
brand. For companies 
marketing multiple 

....__ __________________ __. brands, the sav in gs 

However, if you produce the same 
three in one of the pre-te t forms at 
$25,000 per commercial, plus the same 
cost of research, your total expendi
ture is $126,000. Now, having select
ed the two that are most effective from 
the pre-test research results, you pro
duce only the two strongest in "fin
ished" form, adopting appropriate cor
rections learned from the pre-testing 

would be appreciable. 
While producing TV advertising is 

close to an art form, copy research can 
make a real contribution to the creative 
development proces by bringing the 
consumer into the process. But does 
this effort reflect itself in marketplace 
performance? The MSW Group and 
its client have, over the years, done 
substantial work in inve tigating the 

AD*VANTAGE/ACT combines validated evaluation measures to 
provide advertisers and agencies with an information package of 
measures of effectiveness and in-depth diagnostics (standard and 
custom) to better understand consumer reactions. The use of mul
tiple exposure gives a new commercial a better opportunity to deliv
er its message. The measurements are: 

First exposure - evaluative 
• Clutter awareness/brand recall (breakout) 
Second exposure - evaluative 
• Customer commitment persuasion 
- Brand shift 1st choice 
- Relevant/consideration set 
- Penetration 
- Share of occasions 
-Share of requirements (loyalty) 
Third exposure - diagnostic (standard and custom ques-

tions) 
• Communication 
-Main idea playback 
-Message involvement profile (MIP) 
• Brand 
-Imagery (both brand and corporate) 
-Attributes (both brand and corporate) 
- Comparative brand ratings 
• Execution 
- Recall of visuals/icons 
-Likes/dislikes 
- Reactions to demonstrations 
-Executional involvement profile (EIP) 
Plus customized options 

predictive relationship of pre-test 
advertising research measures to in
market performance. Fig. 3 lists a vari
ety of these studies. 

One of the most useful and com
pelling studies was published in the 
Journal of Advertising Research by 
Klein & Tainter. Based on MSW 
AD*VANTAGE/ACT studies of over 
1, I 00 commercials, a guide to in-mar
ket performance was developed. 
Essentially, as shown in Fig. 4 , we 
found that those campaigns with com
mercials in quadrant I (high 
clutter/awareness breakout and high 
persuasion, upper right corner) met or 
exceeded the advertisers' sales goals in 
91 percent of the cases. Those that fell 
in quadrant IV (low clutter/awareness 
breakout and low persuasion, lower 
left) only met the goals in 30 percent of 
theca e . As to the relative influence 
of clutter/awareness and persuasion, it 
was clear that for established products, 
persuasion was the more important fac
tor. 

The above study is one of a large 
number of validation studies carried 
out based on MSW Group's data. 
(Details on these studies are avai lab le 
upon request.) 

Working with our clients, we have 
developed a multi-step process we call 
The CONTINUUM for the develop
ment of effective advertising. There 
are appropriate tools we can bring to 
bear at each stage in the process; the 
learning from each stage flows to the 
next. It is a circle with a feedback sys
tem. 

Reduce the failure rate 
Today we have in hand highly accu

rate tools for predicting the consumer's 
response to advertising. A systematic 
approach to pre-testing will sharply 
reduce the one-in-three failure rate that 
we've seen in past studies. Most 
importantly, pre-testing gives the ad 
agency the opportunity to experiment 
and try out the unusual and offbeat, 
with little risk to the advertiser's brand 
or budget. In the process, great-looking 
and sales-effective adverti ing can 
come on-air and meld the imaginative 
needs of the agency and the sales 
demands of the advertiser. r~ 
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Editor's note: Dave Langley is direc
tor of strategic research and analysis, 
and Lori Cook is a senior project man
ager, at Blue Cross Blue Shield of Maine, 
Portland. They can be reached at 
david_langley@ bcbsme. com and 
lori_cook@ bcbsme. com, respectively. 

This article is the second in a three
part series designed to provide real
world business examples of the effec
tive use and application of research and 
statistical tools for supporting resourc
ing and priority-setting decisions. These 
research application issues have arisen 
through the authors' work with region
al and national studies in health care 
and other industries. Each of the three 
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articles in the series provides a summa
ry review and example of how market
ing research, when approached as a 
credible discipline and with a clear view 
of specific decision support needs, can 
very effectively inform executive deci
sion making. 

The first article in this series, 
"Effective uses of 'effect size' statistics 
to demonstrate business value," 
appeared in the October 1999 issue of 
Quirk' . The third article, "Impact of 
health on satisfaction," slated for June 
2000 issue, will discuss an example of an 
effective approach to segmenting the 
customer base for refining satisfaction
based initiatives and related resource 

allocations and decision-making. It will 
include a review of the technique's busi
ness value and use in decision making 
along with discussion of how opera
tional and survey-based data can be 
integrated to demonstrate the validity 
and practical nature of customers' 
responses on surveys. 

Wen advertising, promoting, and 
esting brand concepts, how can 
we ensure that we are consis

tently delivering a clear and under
standable me sage to our advertising 
audiences and our survey respondents? 
In one company's recent experience, 
apparent contradictions in consumers' 
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Table 1 
Direction of contradictions (Series 1 • Series 2) 

Positive • 
Negative/Don't know 

Attribute A ("value") 52% 

Attribute B 34% 

Attribute C 25% 

AttributeD 25% 

Attribute E 27% 

perceptions of brand concepts - as 
ob erved in responses to survey ques
tions regarding selected brand attribut
es-raise a number of challenges and 
que tions in this area for both 
researchers and marketers . For the 
researcher, issues raised include those of 
survey methodology (e.g., question 
wording, order, and scales) as well as the 
analysis and uses of survey data. For the 
marketer, the presence and magnitude of 
these contradictions emphasize the 
importance of me age intent and clar
ity when advertising and promoting the 
brand, particularly among key target 
egments. 

The appearance of contradictions 
Respondents to a 1999 advertising 

effectiveness study were asked to rate 
each of five key brand attributes at two 
points during the course of a telephone 
survey interview. In the first serie of rat
ings, near the beginning of the survey 
interview, the attrib-

Negative • Don 't know • 
Positive/Don 't know Positive or Negative 

22% 26% 

36% 30% 

47% 28% 

50% 25% 

57% 16% 

adjective were presented to respondents 
was randomly rotated). Respondents 
were asked to dichotomously rate (i.e., 
yes/no) whether each adjective 
de cribed the sponsor. 

Example: "The following are a list of 
features which may or may not describe 
{company]. Please indicate which fea
tures you feel describe it . .. Best value 
in {product]." 

When analyzing data from the sur
vey, contradictions were discovered 
between how respondents rated the 
brand attribute in the first series of rat
ings and how they rated the arne attrib
utes in the second series of ratings. For 
example, so me respondents who 
"agreed" (i.e., a top-two box rating) with 
a statement in the first series of ratings 
disagreed (i.e., a "no" response) that the 
adjective descri bed the company in the 
second serie of ratings. Conversely, 
some respondents who "disagreed" (i.e., 
a bottom-two box rating) with a tate-

utes were presented 
as statements 
de cribing the com
pany; respondents 
were then asked to 
rate their agreement 
or disagreement 
with the statements 
on a five-point 
Likert scale: 

Figure 1 
Attribute-Specific Contradictions 

Example: "On a 
scale of one to five, 
where one means 

Attribute A 
"Value" 

Attr1bute B 

Attribute C 

AttributeD 

you strongly dis- Attribute E 

agree and five 
means you strongly 
agree, how strongly do you agree or dis
agree that {company} offers a best value 
in {product] ?" 

In the second series of ratings, pre
sented toward the end of the survey, the 
attributes were included among a list of 
20 adjectives (the order in which the 

7.0% 

ment in the first series of ratings agreed 
(i.e., a "yes" response) that the adjective 
described the company in the second 
series of ratings. 

In further analysis conducted to deter
mine the extent of these contradictions 1

, 

it was determined that contradictory 
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responses occurred among 45 percent of 
the respondents (i.e., 45 percent of 
respondents had a least one contradic
tory response when rating the five attrib
utes) . 

At the attribute-specific level, the per
cent of contradictions ranged from II .3 
percent to 17 percent (see Figure I). 

It was also determined that the direc
tion of the contradiction (e.g., positive 
rating in the first series shifting to neg
ative or "don ' t know" ratings in the sec
ond series, vs. negative ratings in the 
first series shifting to positive or "don't 
know" ratings in the second series) dif
fered depending on which attribute was 
being rated (see Table I ). Attribute A 
("value") ratings were more likely to 
shift from a positive rating in the first 
series to a negative or "don ' t know" rat
ing in the second series. The direction of 
contradictions was more or less evenly 
di tributed for Attribute B . Among 
Attributes C, D, and E, ratings were 
more likely to shift from a negative rat
ing in the first series to a po itive or 
"don ' t know" rating in the second series. 
For all attributes, a substantial portion of 
the contradictions occurred when a 

"don ' t know" rating in the first series 
shifted to a positive or negative rating in 
the econd series. 

"Contradictors" systematically differ 
from "non-contradictors" 

Further analysis was conducted to 
ascertain whether there were any sys
tematic differences (e.g., attitudinal, 
demographic) between re pondent with 
contradictory responses and respondents 
with consistentresponses2

• The presence 
of systematic differences between these 
two groups would suggest that the 
occurrence of contradictions should not 
simply be attributed to random "noise" 
or measurement error. A number of ig
nificant differences were found. 

Attitudinal indicators: lower ratings 
by "contradictors" 

Responses of the two groups were 
compared on the items that - including 
the five attributes- comprise the 20-
adjective eries that was presented to 
respondents at the end of the urvey. On 
all 20 items, the ratings of the "contra
dictory group" were significantly lower 
(p:::; .05) than the ratings of the "cons is-

tent group." 
Responses of the two groups were 

also compared on four satisfaction mea
sures that came in between the first 
series of ratings and the second series of 
ratings. These items measured overall 
perception of and satisfaction with the 
company. Again, the ratings of the "con
tradictory group" were significantly 
lower (p :::;.05) than the ratings of the 
"consistent group" on all four mea ures 
(see Fig. 2). 

Demographic differences: unique 
contribution of gender 

The two groups were compared on 
income, age, education level, region, 
customer status (i.e., customer vs. non
customer), and gender. 

While the two groups did not differ on 
income, age, education level, and region, 
non-customers were somewhat more 
likely than customers to have contra
dictory responses (32.4 percent of non
customers compared to 26.8 percent of 
customers). 

In addition, women were more likely 
to have contradictory response (32.8 
percent of women compared to 27.3 per-

HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

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

• Current Historical, 
Physician Data 
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Table 2 

Positive Rating (% "Yes") 

Consistent Group 

Attribute A ("value") 93.2% 

Attribute 8 95.2 

Attribute C 88.2 

Attribute 0 93.1 

Attribute E 88.4 

Attribute F 87.6 

Attribute G 90.7 

Attribute H 94.2 

Attribute I 90 .7 

Attribute J 95.6 

Attribute K 90.9 

Attribute L 95.5 

Attribute M 89.5 

Attribute N 84.5 

Attribute 0 92.0 

Attribute P 86.3 

Attribute Q 89.3 

Attribute R 96.8 

Attribute S 92.6 

Attribute T 83.3 

Attribute U 93.5 

cent of men)3
. This gender difference 

cannot be accounted for by other attrib
utes related to "contradictors." That is, 
while contradictors tend to have les 
favorable views of the company, be less 
satisfied with the product, and be non
customers, women do not 

Contradictory Group 

76.2% 

80.5 

81 .5 

80 .1 

80.5 

81 .9 

82.4 

81 .6 

81.4 

83.5 

84.4 

85.5 

84.9 

71 .3 

80.0 

80.5 

80.3 

83.7 

83.4 

72.4 

87.7 

cent of men had contradictory "value" 
responses. 

• For the "value" attribute, women 
were also more likely than men to shift 
from a negative to a positive response 
(61 percent of women compared to 49 

necessarily share these same 
features (i.e., they are not 

Figure 2 
Satisfaction Rat ings (Top-2 box) 

more likely than men to be -----------------
non-customers, nor are they 
are systematically less at- satisfaction Item 1-----, 

isfied). Therefore, it can be A _. ••••••••• 95.5% 

assumed that there is a 
unique relationship between 
gender and the likelihood of 
contradiction occurring. 

Other gender differences 
include the following: 

Satisfaction Item • Women were more like
ly than men to shift from a 
"don't know " to having 

0 --~~~~--~~1!~~~9~1 .~7°~Yo---, 
o "Contradictory'' Group 

some opinion (for example, 
for Attribute C, 32.5 percent of women 
who contradicted themselve shifted 
from a "don ' t know" to a "yes" or a "no" 
response, compared to 18.9 percent of 
men). 

• Women were particularly more like
ly than men to have contradictory 
responses for Attribute A ("value"): 1 5 
percent of women compared to 10 per-

• "Consistent" Group 

percent of men), while men were more 
likely than women to shift from a posi
tive to a negative response (23.5 per
cent of men compared to 16.7 percent of 
women). 

• On the 20-adjective list, women 
were consistently more likely than men 
to give "don ' t know" responses. 
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Unintentional learning 
Analysis of the data points to sys

tematic attitudinal and demographic 
differences between contradictors and 
non-contradictors. As noted previous
ly, contradictors have less favorable 
views of the company, lower levels of 
sati faction with the product, and are 
somewhat more likely to be non-cus
tomers and women. These findings 
suggest that these contradictory 
response cannot simply be attributed 
to measurement error. 

It is hypothesized that during the 
course of a survey interview, there 
was a degree of "unintentional learn
ing" for the respondent/consumer; 
that is, through presentation of the 
survey questions that followed the 
fir t series of brand attribute ratings 
(i.e., the fo ur satisfaction measures 
and the 20-item adjective list) respon
dents obtained and thought about 
"new information" to define and inter
pret the brand and its attributes . This 
new learning was then reflected in the 
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(sometimes contradictory) attribute 
ratings at the end of the survey. 

"Value" attribute 
Although the Attribute B through E 

contradictions are interesting and of 
some concern, primary attention needs 
to be turned to Attribute A ("value") con
tradictions. For researchers and mar
keters, the importance of the finding of 
contradictions related to this attribute is 
due to the following: 

a) the brand attribute "value" plays a 
critical role for competitive advantage 
and brand strength; 

b) consumer-based testing used as a 
basis for the tested advertising design 
has articulated the importance of this 
attribute to purchase decisions. 

As noted earlier, one-in-six of sur
veyed consumers held contradictory 
views of the value attribute (Attribute 
A). Over half of these value-contradic
tors moved from a positive to a negative 
position during the course of the inter
view. The overall tendency of ratings to 
move from positive to negative suggests 
the pre ence of problematic "uninten
tional learning" about this attribute dur
ing the course of the survey interview. 

Key market segments 
Another area of interest is the higher 

likelihood of contradictions in key mar
ket segments. 

Gender 
As noted earlier, findings related to 

thi s market segment include the follow
ing: 

• Contradictions were more likely to 
occur among women than among men. 

• Women were more likely than men 
to shift from a "don ' t know" response to 
having some opinion. 

• Women were particularly more like
ly than men to have contradictory 
responses for the value attribute. 

The importance of these findings 
relates to the role of women as key deci
sion makers in the market area repre
sented by thi s advertising study (i.e. , 
health care). The findings suggest the 
following considerations for this market 
segment: 

• Women may be giving higher levels 
of consideration to attitudinal ratings. 

• Women, as the key decision makers, 
may be demonstrating a higher level of 
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responsiveness to new info rmation and 
learning in thi s area, particularly as it 
relates to value. 

Customer status 
Contradictions were more likely to 

occur among non-customers than cus
tomers; thi s suggest a higher degree of 
unintentional learning among market 
segments who lack experience with the 
company. 

Conclusions 
Interpretati ons and conside rati ons 

be ing used by fo r ad verti sing and 
research development inc lude: 

• There are identi fiable segments in 
which consumers' understanding and 
perceptions of the value attribute are 
not c learly defined but are able to be 
in fo rm ed thro ug h in fo rm ati on and 
learning . 

• Utili zing the ability to move and 
shape consumer opinion through the 
presentation of info rm at ion is a stan
dard opinion survey practice: thi s can 
be rea dil y leve raged to m a nage 
unfo rmed value perceptions. 

• In the survey development phase 
of adverti sing research, careful con
sideration needs to be given to the clar
ity of ques ti on wording and the poten
ti a l impact of ques ti on placement on 
responses. 

• Non-customers: value perceptions 
among non-customers (who lack expe
ri ence with a company or brand) are 
less defined than those of customers; 
these perceptions and understandings 
can be readil y shaped through infor
mation and intenti onal learning. 

• Pa rti cul ar cons iderati on can be 
given to the des ign of value messages 
fo r women; in health care markets, for 
example, thi s segment has a primary 
role as decision maker; the higher like
lih ood of wo me n to move fro m a 
"don't know" to an opinion position 
(positi ve or negati ve), suggests a high
e r leve l of res po ns ive ness to ne w 
informati on than for men, in thi s case. 

Taken together, these considerations 
po int to the need to th ink carefully 
about "value" concepts (as we ll as 
o th e r co re bra nd attributes) whe n 
designing messages, adverti sing, and 
survey qu es ti ons. Identifi able con 
sumer segments are particul arl y sen
siti ve and responsive to new informa-
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ti on and opportunities for learning. 
Since "value" concepts are reinforced 
by experience with the company and 
its products, building the value dimen
s ion of the brand among non-cu s
tomers requires added attention by the 
adverti ser. Likewise , emphasizing the 
info rm ation al need s a nd learnin g 
styles of selected segments (e.g. , the 
rol e of women as primary household 
decision makers regarding health care) 
is a key area of focus for effectively 
tai Iori ng brand messages and their 
assessments. r~ 

The 

1For the purposes of this analysis, a "contradiction" 
was defined as follows: a) a positive rating on the 
first series (i.e ., a top-two box agreement rating) 
followed by a negative rating (i.e., a "no" response) 
or a "don 't know" response on the second series; 
b) a negative rating on the first series (i.e. , a bot
tom-two box agreement rating) followed by a pos
itive rating (i.e ., a "yes" response) or a "don't 
know" response on the second series; or c) a 
"don 't know" response on the first series followed 
by a "yes" or a "no" response on the second series. 
2Since planned minor question wording differ
ences for Attributes 0 and E offer a possible expla
nation for the contradictions found in these attrib
utes, the definition of the "contradictory" group 
was limited to respondents with contradictions in 
Attributes A, B, or C. 
3p :5.1. 
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Brand Equity 

Editor's note: Robert Passikoff is 
president of Brand Keys, Inc., a New 
York research firm. He can be reached 
at 212-532-6028. This article is adapt
ed from a speech presented as part of 
the American Marketing Associations 
Executive Forum Series "Corporate 
Branding: Leveraging Your Companys 
Key Intangible Asset" in New York in 
February. 

(jet's review the customer 
oyalty/profitability mantras of the 
ast century: 

• It takes seven to I 0 times the cost 
and effort to gain a new customer than 
it does to keep one. 

• In some sectors, an increase in the 
customer base by just one percent is 
otherwise equivalent to a 10 percent 
cost reduction program. 

• Depending upon the category, a 5 
percent increase in customer loyalty will 
lift the lifetime profits per customer by 
up to 95 percent. 

What about this century? What 
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engine will fuel such loyalty? 
Happily, answers for the 20th and 

21st centuries coincide: Brand equity. 
So the increased importance of strate

gic brand management and planning in 
influencing the future of companies 
should come as no surprise. 

The notion of strategic brand man
agement and planning has already 
altered the view sharply with which 
some firms are regarding their business. 
This is especially true in environments 
where consumers have more options, 
where information plays a greater role 
in driving consumer choice, and where 
levels of accelerated gratification have 
reached new heights. 

These days understanding that does
n't narrow the field very much. Most 
acknowledge that brand equity plays an 
essential part in the strategic brand man
agement process, but in our experience, 
however, few firms can clearly define 
where their brand equity lies. In fact, 
even fewer can define their brand equi
ty in the context of the management 

challenges they face. 
Most of the efforts- and definitions 

- devoted to brand equity have con
cerned themselves with image, person
ality, essence, affinity, naming, identity, 
and positioning. Most, if one is truthful, 
have been in aid of communication or 
design-related development rather than 
strategic brand management. 

And let's be honest. Talking about 
brand equity in those terms is easy. But 
if we define the central goal of strategic 
brand management as the creation of 
an expanding pool of loyal customers, 
then, clearly, talk is cheap. 

If every definition of brand equity 
and conception of brand-equity man
agement yielded loyal customers, there 
would be a lot more loyal customers in 
the world! 

If we revisit the ways most companies 
identify brand equity, most of the defi
nitions and examples offered up would, 
once again, reference back to image and 
positioning, which are the advertising 
agencies and design firms' best attempts 
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at creating manifestations of a brand 's 
equity. 

These are creati ve expressions -
entertaining, eye-catching and vi ually 
differentiating even, pretty perhaps, but 
unable to move a brand closer to strate
gic goals. 

This would suggest the need for a 
realignment of - primarily - the def
inition of brand equity, and - secon
darily - a governing application which 
goes beyond the communication arena. 

A definition i required which i : 
• better established within the con

text of the category; 
• better captures the direction and 

velocity of customer values; and 
• far better correlates with the market 

activities and loyalties of the customer. 
That is why we assert that brand equi

ty exists- and only exists- at those 
points where the brand exceeds cus
tomer expectations within the category. 

Correctly measured, customer expec
tations identify how the customer and 
category vaJue come together to form 
the dimensions of purchase and loyalty. 
Correctly measured, customer expec
tations identify precisely how "high" a 
ceiling the brand (and marketer) face. 
And, correctly measured , customer 
expectations provide a yardstick against 
which the brand can be measured. 

To accomplish thi s of cour e, one 
needs to possess statistically reliable 
customer assess ments of cu stom er 
expectations. 

This would normally bring us to a 
fundamental discussion of the benefits 
and deficiencies of various research sys
tems, but that is not our topic. 

Not kept pace 
Suffice to say, however, that research 

systems have certainly not kept pace 
with either the changing dynamics of 
customer values or the new business 
and marketing paradigms we face in the 
new century. 

It is sad to note - but cannot be 
ignored ~ that the most aggress ive 
minds in an organization rarely focus on 
measurement systems, and mo t exec
utives today work with inherited mea
surement systems which di stort their 
business strategies. 

Few, if any, of these ystems incor-

porate brand equity as a critical mea
sure, which makes the care and han
dling of brand equity all th e more 
important. 

Let's examine the three key required 
measures and their import in the iden
tification and planning process: 

I ) Category purchase dri vers. We 
hear talk of changing marketplaces and 
marketing paradigms, the need to meet 
and adapt to customers' needs before the 
competition does, and yet most of the 
traditional research methods are not 
leading indicator of customer purchase, 
let alone accurate portrayals of how the 
customer views the category, makes 
brand compari sons in that category, and 
- ultimately - buys in the category. 

2) Real levels of customer expecta
tions about these drivers. That is to say, 
expectations unconstrained by what lit
erall y exi sts today and a refl ection of 
what people really think (as opposed to 
what they say they think). 

3) A precise measure of a product's or 
service's brand equities. 

This i not, of course, meant to sug
gest that one should ignore traditional, 
reli abl e and va lid marke tin g and 
research techniques. They are general
ly quite helpful in identifying an oppor
tunity for a company, but they are gen
erally not brand-equity based and will 
not reveal what the customer is willing 
to believe about your brand except in the 
broadest of inquiry circumstances. 

Every brand has its own Brand Equity 
Infrastructures~ , , which is based upon 
the composition and configuration of 
category purchase dri vers, real levels 
of customer expectations about these 
dri vers, and a brand 's true equities . 

All of the traditional elements can be 
in place (acceptable product, adequate 
di stributi on, fin ancial wherew ithal, 
attracti ve logos, attention-getting adver
ti sing, etc.) yet we know that some 
brands can' t fulfill the marketing propo
sition. 

Some on-line booksellers (a person
al and professional interest of my own), 
have high-profile sales and share value, 
but don' t generate profits. The conve
nience of electronic purchase and home 
deli very is a major factor in stimulating 
e-commerce, but is convenience the 
prime factor or a contributing factor? 
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The answer to this question could well 
determine the success of e-commerce 
brands. 

The category leader is revolutionary 
newcomer Amazon.com. Neither a 
book shop nor a retail chain, Amazon 
exists only in cyberspace, but boldly 
advertises itself as "Earth ' Largest 
Bookstore." 

By combining shop-at-home conve
nience and speed-of-light transactions 
with an understanding of the evolving e
market, Amazon has built a loyal fran
chise and created a formidab le brand in 
less than five years. In fact, the most 
astonishing thing about Amazon is how 
quickly they became a trusted brand. 

Given the dominance of 
Amazon.com, chased on the net by 
Borders and Barnes and Noble, and a 
howling pack of wannabes, the question 
emerges: Is there enough space for other 
on-line branded booksellers to prosper? 

That depends upon the bookseller's 
brand equity. In order to compete - let 
alone thrive - in the increasingly 
bustling e-marketplace a company must 
know both the market, and con umers' 
changing values in order to build a 
brand. 

Amazon understood that the Internet 
is more than a high-speed cash register. 
It 's a whole new way of connecting with 
customers. The Internet isn't a distrib
ution channel, it 's a community, and 
every community has certain key values 
that govern its behavior. What 's thi 
new community like? What do they 
want? What are their brand values, and 
which of those va lues do we share? 
Which services - based upon these 
values - can we provide, beyond a 
fast, cheap way to buy stuff? 

Amazon made its mark with huge 
selection, easy purchase, good prices, 
and credit card security, all in a way 
which resonated with customers' brand 
values. It is current and coll oquial and 
speaks the dialect of their market. It 
learned which brand values drive its 
purchasing and based its service on 
those values . Amazon was obviously 
fully awake during the early morning 
hours of e-commerce. 

Ask questions 
If you are preparing to make the foray 
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into the brand arena of the 21st Century, 
you must ask the above questions, and 
others. 

You'll get different answers from 
Amazon, because you're asking your 
questions later in history among a dif
ferent brand set and, more importantly, 
among a more attuned customer base. 

Can you do it the same way Amazon 
did it? Yes, but the world has changed 
a lot since 1995. E-commerce has 
exploded. New strategies, based upon 
new consumer-to-brand modeling are 

needed to measure the values that moti
vate the rapidly-changing e-market
place. 

The speed and convergence of social 
and technological change make it diffi
cult to execute anyone else's five-year
old game plan with any hope of repeat
ing their success. Relying upon tradi
tional brand research techniques, some 
of which are over 40 years old, make it 
impossible. 

How, then, to build a strong brand 
("e-"or otherwise)? 

Focus Pointe- where peace of mind is part of the package. 

The Comfort of Quality - If comfort and peace of mind are high on your list 
of priorities, then make Focus Pointe your choice for focus group facilities. 
With three convenient locations in Philadelphia, suburban Philadelphia and 
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companies in the U.S. 

The Comfort of Trust - With Focus Pointe, you can be assured that our staff 
of ski lled professionals has the know-how and specialized understanding to 
meet the challenges of your project. Our in-house recruiting staff uses state
of-the-art telephone screening and controls to ensure integrity and accuracy 
in every aspect of the project. 

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

For the Comforts you deserve, call 800-220-5088 
or visit us online at www.focuspointe.net 
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Central to the process - as previ
ously mentioned - is knowing how 
purchase drivers combine to create a 
perception of your brand. Our studies 
indicate that the four basic drivers for 
on-line book customers are: right prod
uct (has what I want), ease of operation 
(hassle-free Web site), good price-value 
relationship, and system/payment secu
rity (no anxieties). 

Virtual book shops lack the brand 
value dimensions usually associated 
with book buying. Book people enjoy 
the physical process of book shopping 
- the touch and smell of books, the 
chat with other book-lovers, cappuccino 
and the quiet swirl of classical music. 
Convenience isn't the point. Buying on
line may be faster, but it's an entirely dif
ferent experience based on entirely dif
ferent brand values. Which may be why 
the bn.com "brand" isn ' tas highly rated 
as Amazon.com, but Barnes and Noble, 
the store brand, does quite well. 

On-line merchants must address these 
issues in a way that satisfies the value 
system ofthe customer. People aren't as 
easy to study as they were in slower 
times. How they make decisions has 
become more complex, as they're in 
constant motion - often very fa st 
motion - especially those who are 
plugged into the Net. 

And despite increased advertising 
budgets, it's getting harder and harder to 
build a successful brand. Customers 
have more choices and can exercise 
those choices more easily. And the more 
numerous the purchase options, the 
greater the need for concentrated, dif
ferentiating brand management. 

The exercise is even more complex 
given the recognition that to build a 
brand is to develop loyalty among 
increasingly fickle folks. It's not just 
share of market, but also share of cus
tomer that matters. 

Internet brands owe at least some of 
their early success largely to novelty. 
But now, at the high noon of both tra
ditional and e-commerce, the dew is off 
the rose. As competition thickens, only 
the companies that fully understand the 
changing values of the marketplace are 
likely to prosper as viable brands. They 
must continually probe the dimensions 
of customer and brand values, or their 
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prospects wou ld appear to be very ques What is manifest is that the techniques 
developed and handed down over the 
past half-century are no longer equal to 
the task at hand, and if the changing 
dynamics of customer values demand 
new marketing paradigm , they also 

require 21st Century asse sment tool . 
tionable indeed. 

Highly evolved customer-listening 
systems provide the wherewithal to 
effectively track the velocity and direc
tion of cu tomer value - the key ele

As we move into the new millenni
um, it is incumbent upon brand planners 
to capitalize upon the power of their 
brand's equity in its definition and in its 
application. r~ 

mentinbeingabletoactually measure~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

a brand 's equity. 
By doing so, it will allow a brand to 

determine its trajectory as it enters into 
the "world of tomorrow," which was 

Explore new Horizons with 
-as it turns out- yesterday. 

Still a gap 
To review, the three key required 

measure for successful management 
in the e-commerce age are: leading
indicator category purchase drivers; real 
levels of customer expectations about 
these drivers (expectations uncon
strained by what exists today and a 
reflection of what people really think as 
opposed to what they say they think); a 
precise measure of a product's or ser
vice's brand equities. 

What is evident is that there is an 
intellectual gap between what we know 
and what is still practiced. 

Internet Research 

How To Find 'Ihe Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getti ng you down? 1/H/R Research Group can help - wi th the 
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If you· retired of the same old song and dance, give 1/H/R Research Group a call. We ·!!make sure your job's 
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1/H/R Research Group 
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On-lineResearch 

Editor's note: David Nelems is 
president of ActiveGroup, a 
Norcross, Ga., research finn. He can 
be reached at 770-449-5539 or at 
david.nelems@activegroup.net. 

F
lexibility and convenience. Two 
simple words that sum up why the 
Internet is revolutionizing every 

aspect of business. The flexibility of 
the Internet allows you to get the infor
mation that you want, tailored pecif
ically for your needs and the conve
nience allows you to receive that infor
mation wherever and whenever you 
want it. 

Flexibility and convenience are also 
two of the reasons that the marketing 
research industry is now rushing to 
embrace the Internet. Although the 
research industry has sometimes been 
slow to adopt new technology, the 
industry embrace of the Internet is 
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encouraging. 
A third advantage of the Internet is 

streaming media. If you haven't heard 
of it yet you soon will, as this technol
ogy begins to play a more important 
role not only to the Web in general but 
to the research industry in particular. 

What is it? 
With this technology you can listen 

to and watch events live or later when 
your schedule permits it. In the past, to 
view thi type of rich content you had 
to download the file. And since a one
minute video may have taken 30 min
utes to download, few people did it. 
Enter streaming media. Much like TV 
or listening to the radio, you receive the 
image or audio just before you see or 
hear them. 

Paced out over time, the file size of 
the clip becomes less of an issue -
though it is still an issue. Raw digital 

audio and video files are ab olutely 
huge. So to get them down to a size that 
works for a modem or LAN, compres
sion is u ed. The goal of treaming 
compression is to throw away data that 
you don ' t need. That makes the file 
size much smaller. But it also begins to 
degrade the image and sound. 

Media producers, especially those 
with television backgrounds, often crit
icize the quality of streaming media. 
They miss the whole point. Streaming 
media isn ' t about quality. It's about 
access. It's about being able to sit in an 
office in New York and receive content 
on-demand from Los Angeles. 

Fortunately, most Internet users do 
get the point. Throughout the history of 
all forms of media, the new medium 
has often paled in comparison to the 
old one. But the new medium offers 
capabilities that the old one does not. 
With streaming media, it's all about 
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access. The pictures may be fuzzy and 
the sound occasionally garbled. But 
when a Web user click on that link and 
gets media on-demand, that is power. 

Streaming media and research 
So, now the Internet and the research 

industry have thi great technology out 
there. The big que tion is: How does 
this benefit you? In a number of ways. 
One already-available way is using this 
technology to broadcast focus groups 
and IDis over the Web so that clients 

56 

to the 

Specially designed 3,200 square 
foot , free standing focus group facility. 
Large 20' x 20' conference room, two 
level viewing room (seats 15), full 
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Twenty-five line phone center. Na
tional Hispanic market coverage, bilin
gual interviewers, computer assisted 
interviewing, nationwide telephoning, 
media research and children research. 

Please Contact 

Linda Adams 
Owner & Director 

or 

Joy Gallegos 
Associate Director 

(915} 591-4777 
Fax(915)595-6305 

group. My firm began offering this ser
vice and technology in late 1998 and 
has partnerships with facilities across 
the country. (Editor's note: Stamford, 
Conn. -based FocusVision Worldwide 
also offers on-line focus group broad
casting through its Focus Vision Online 
service.) Now, when a client wants to 
watch their qualitative event on the 
Web they simply tell the facility to add 
on that service just like they would if 
they wanted videotaping. It becomes 
simply another service that the facili
ty offers their client. 

With thi s approach we come back to 
the flexibility and convenience issues. 
Client now have the flexibility to 
watch their event either I i ve, or on
demand whenever they have the time 
to do so. They also have the flexibil
ity to have the groups indexed so that 
in addition to having fast-forward and 
rewind controls they can actually 
jump directly to a specific portion of 
each group. This flexibility also is 
appreciated by viewers in other time 
zones or other countries that can 
watch the group when they are ready 
for it rather than having to get up at 5 
a.m. to watch a live videoconferenc
ing event (not to mention having to 
then drive to that videoconferencing 
facility as well). 

And the Internet broadca ting of 
groups allows for more people to be 
involved in the event. Traditionally, 
the people who attend focus groups 
are in the middle management sec
tions of a company. Thi is because 
the executive level does not have the 
time to travel to the groups and the 
junior people do not have the senior
ity to attend them- or the budget. By 
broadcasting the groups on the Web, 
the junior people have access to them 
right on their own computer; and that 
computer can be at the office or at 
home. The same goes for the senior 
level folks. In fact, the on-demand 
video can even be chopped up and 
sent as e-mail attachments. In other 
words you can send the boss an e
mail with the two-minute segment of 
the interview that reinforces the items 
you have been telling them about
and when it comes from their cus
tomer 's mouth and they can see and 
hear their customer talkin g about 

them, it has a big impact. 

Collaboration and more 
With Internet broadcasting of 

groups you also have the ability to 
keep all of the brainstorming that goes 
on behind the mirror, even though all 
of the viewers may be all over the 
world. Client Lounge, our company's 
on-line viewing interface, embed the 
video in a chat room so that all of the 
people who are logged on can interact 
with each other and di scuss ideas as 
the group is occurring. What 's more, 
you do not have to take any notes, as 
a transcript of the session is saved and 
available later. And just as a tradition
al Web page has hyperlinks to other 
relevant information , our service lets 
our clients see the profile sheets, the 
moderator di scuss ion guide, links to 
other Web sites and even their virtual 
M&M's. 

Another benefit of watching group 
over the Internet i that the content is 
now dig itized and can be included in 
presentation s such as PowerPoint. 
Clients get a CD at the facility imme
diately after the groups containing all 
of the content. No more videotapes 
and audiotapes if you don ' t want them. 
Clients also get a CD at the end of the 
job that contains all of the content 
across all markets. 

Other research applications 
So what if you do not want to do 

qualitative research? Another applica
tion for stream ing media would be its 
use for ad verti i ng effectiveness te t
ing. With the Internet as your means of 
di stribution you can allow respondents 
to view ads own their own computer 
and then take a short survey. Thi s 
incorporates the growing popularity 
of Web s ur veys with rich media . 
Regardless of if you solicit there pon
dent via generic e- mail , specific e
mail , tel ephone or snail mail , once 
they get to the page they click a but
ton to see the ad. You can also include 
a number of ads to play one after 
another just like a televi sion experi
ence and you can also have the Web 
se rver automatically rotate the ad 
streams if that is neces ary. By using 
the Web for thi type of research, you 
reach a lot more people a lot faster. 
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There is no need to have them in a 
brick-and-mortar facility, no need to 
send tapes around. 

Security and quality 
Other important issues are quality 

and security. Although the current 
quality of streaming media is not that 
of broadcast-quality television, it will 
be in the next two years . The combi
nation of increasi ng broadband con

company can stream your content 
doesn ' t mean that they can make other 
changes to your supporting Web pages, 
such as the survey or other content. 
The Internet speeds everything up and 
many clients will want to make 
changes to the supporting pages on the 
fly, so make sure your service provider 
has real-time access to the pages for 
your changes. 

of the hype. But the Internet is going 
to have such a profound difference in 
the future that it is, in fact , probably 
underhyped. It is important that the 
market research community keeps 
abreast of new technologies and how 
they can best be used. 

nections to the Web and the continuous Tired of the hype 

Granted, not all clients and projects 
will require streaming media, but as 
the Internet continues to change the 
ways in which you can gather, dis
tribute and report on your data, these 
new technologies will be hard to 
ignore. r~ 

improvements of the streaming media You have probably heard so much 
software will mean that there will be about the Internet that you are tired 

~----------------~----------------------------------------little difference in the quality. But until 
that time, remember one of the big 
words in the Internet: AOL. With over 
20 million subscribers AOL cannot be 
ignored and the fact that their service 
really only supports modem speeds up 
to 52K is a big factor. 

When looking for a s treaming 
media partner make sure that they can 
provide your content to the dial -up 
modem use rs. Content that looks 
great but that can only be delivered 
over a T I I i ne does 98 percent of the 
home users no good whatsoever. In 
fact 70 percent of our clients view 
their g roups over dial-up modems. If 
they have to stay in the office late at 
night to view the content, you throw 
the flexibility iss ue out the window. 
In addition, companies that have 
broadband access to the Web often 
restrict the amount of bandwidth that 
each user can receive in order to let 
other user log on and complete other 
tasks. 

Security is a major concern and 
rightly o. You want to make ure that 
your provider guarantees the security 
of the content, not only with standard 
non-di sclosure agreements but also by 
making sure that your data does not go 
over a third-party network. It will not 
make your client happy if she finds 
out that her groups are streaming 
through a third-party server that also 
hosts I 00 other Web sites. 

Technical skills 
The other important item to consid

er is whether the company you are 
sending your content through really 
understands the technology they are 
providing to you and also understands 
your core bu s iness. Ju st becau se a 
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Data Use 
continued from p. 16 

ual's betas, his/her probabilities of achieving some out
come (choosing products, or rating brands in a certain way) 
is governed by a particular model, such as multinomial 
logit or linear regression. 

Initial crude estimates of betas are estimated for each 
respondent to use as a starting point. New estimates are 
updated using an iterative process called Gibbs 
Sampling. The model estimates individual betas as well 
as the mean and covariances of the distribution of beta . 
In each iteration, an estimate is made for each parame
ter, conditional on current estimates of the others. This 
is done by making a random draw from each condition
al distribution. Eventually, after many iterations , this 
process converges to correct estimates for each para
meter. In other words, the HB algorithm produces betas 
that fit each individual's outcome reasonably well, but 
"borrows" information from other respondents to stabi
lize the estimates. 

After a certain number of "burn-in" iterations (often 
10,000 or more), convergence is assumed and the esti
mates of respondent betas are saved after each or (prefer
ably) every nth subsequent iteration. These aved results 
are called "draws" and they reflect the uncertainty around 
each respondent's estimated betas. Often hundreds or 
even thousands of draws are saved per respondent. Point 
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estimates of betas are computed for each respondent by 
averaging the respondent 's draws. 

Why all of the attention for HB? 
• In application after application where respondents pro

vide multiple-observation data, HB estimation seems at 
least to match and usually to beat traditional models. 
Conjoint analysis is a prime example of an application that 
benefits from HB estimation. 

• HB estimation is robust. 
• HB permits estimation of individual-level models, which 

lets marketers more accurately target/model individuals. 
More pecifically, HB permits estimation of models too 
demanding for traditional methods; even when estimating 
more beta coefficients per individual than there are indi
vidual observations. 

• Aggregate estimation model s confound heterogeneity 
and noise. By modeling individual rather than the "aver
age," HB can separate signal (heterogeneity) from noise. 
This leads to more stable, accurate models whether viewed 
in terms of individual- or aggregate-level performance. 

• The "draws" (replicates) for each re pondent provide a 
rich source of information for more accurately conducting 
statistical tests and, for example, estimating nonlinear func
tions of parameters such as shares of preference. 

We do not ugge t that HB is a panacea. However, we 
have been impressed by the way HB handles numerous 
real-world and synthetic data sets that we have te ted. It gen
erally beats other analytical techniques with which we are 
familiar. We expect HB soon to become a mainstream ana
lytical technique for market re earch. 

The remainder of this article will deal with three common 
research ituations that can benefit from HB estimation: 
regression analysis, choice-based conjoint (discrete choice) 
and adaptive conjoint analysis (ACA). 

Hierarchical Bayes regression 
Regress ion analysis i widely used in marketing research 

for quantifying the relationship between predictor variables 
and an outcome. The predictor variables are termed inde
pendent variables and the outcome the dependent variable. 
As an example, in customer ati faction modeling, the inde
pendent variables can be re pondents' evaluations of brands 
on different aspects such as quality, performance, and ser
vice after the sale. The dependent variable is usually a mea
sure of overall sati sfaction with the brand or likelihood of 
purchasing that brand again. 

Multiple regression model s take the general form: 
Y = b0 + b 1X 1 + b2X2 + ... b11X 11 

where, 
Y = dependent variable 
b0 = constant 

b 1 ... b11 =regression weights (betas) 

x, ... xn =independent variables 

The goal of the model is to minimize the difference 
between the predicted and actual values of the dependent 
variable. The degree of fit is termed R~ . An R2 of zero 
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implies that the predictor variables provide no information 
to predict the dependent variable, and a value of 1.0 implies 
perfect fit. 

Often in marketing research we tend to apply regression 
analysis to a group of observations that individually have 
different relationships between the independent and depen
dent variables. Consider people's opinions toward anchovies 
on pizza. Anchovies are generally either liked or despised. 
It is rare to find an individual who is lukewarm about 
anchovies. The distribution of individuals with respect to 
anchovy preference is not a normal bell-shaped curve, but 
perhaps has two humps, reflecting the mixture of two very 
different populations. 

Consider a hypothetical satisfaction study for pizza in 
which respondents tasted four different pizzas (some with 
anchovies and some without) and then rated each pizza on 
an overall desirability scale. To analyze the data, we apply 
a regression model to predict respondent ' atisfaction for 
pizza based on whether it had anchovies or not. Let's assume 
that the independent variable (X 1) indicating whether a 

pizza had anchovies or not was dummy-coded (O=no 
anchovies; I =has anchovies). Further assume that half of the 
population loves anchovies and their true beta weight b1 (the 

increase in satisfaction due to the pre ence of anchovies) is 
+ 10 (plus or minus some error). The other half of the pop
ulation despises anchovies, b1 = -10, again plus or minus 

some error. 
When we pool the data and estimate b1, we discover that 

b 1 is close to but not significantly different from 0, and the 

R2 is also near zero. (Both values would be exactly zero if 
respondents answered without noise and all used the rating 
scale in the same way.) Without any additional information, 
we'd be tempted to report that anchovies do not affect peo
ple's satisfaction with pizza whatsoever. And we would be 
dead wrong. The aggregate regression model has ignored 
heterogeneity and simply tried to describe the "average" 
respondent. Moreover, because aggregate regression cannot 
distinguish between (confounds) heterogeneity and noise, 
the estimate of b1 is not as precise as it could be. 

Hierarchical Bayes can deal much better with this situa
tion. HB "borrows" information from other respondents to 
compute relatively stable individual-level results when 
respondent provide multiple observations (in our example, 
respondents evaluated multiple pizzas). One can even esti
mate useful individual-level models for more independent 
variables than a respondent has given observations -an 
impossible feat for traditional regression. 

By estimating betas eparately for each individual rather 
than just for the average of all people, HB separates het
erogeneity (signal) from noise. The use ofHB for this prob
lem would reveal that anchovies significantly affect peoples' 
satisfaction for pizza. For HB, the average R2 (the result of 
R" measured at the individual level and then averaged across 
respondents) is significantly greater than 0. If we submit
ted the individual-level betas to a clu ter analysis, we'd learn 
that there were two distinct types of people with opposite 
opinions. We'd note that mean value for b

1 
was near zero. 
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But, because HB has been able to separate the heterogene
ity from the noise, the average estimate of b1 is more pre-

cise, and closer to zero than with aggregate regression. 
Those readers attuned to the assumptions of HB will 

point out that this hypothetical situation is at odds with 
HB 's assumption that respondent betas conform to a normal 
distribution. The beta weights are indeed tempered by this 
assumption, but the observations provided by each indi
vidual still strongly influence the individual-level betas. 
We've analyzed a synthetic data set conforming to the pizza 
example with HB and observed that it deals well with this 
problem. Respondents are separated into their respective 
populations, the individual estimates of beta closely fit the 
true betas, and estimates of aggregate betas are measured 
more precisely than under aggregate regression. 

It is worth noting that latent class methods are also use
ful in dealing with heterogeneous populations. For this sim
ple pizza example, a two-group latent class solution would 
be entirely appropriate. However, latent class solutions are 
subject to local minima, they typically do not achieve prop
er individual-level estimates and, like cluster analysis, the 
analyst must decide how many groups (classes) are appro
priate. 

While the pizza example above is a very simple illustra
tion, the principles are important and relevant to more com
plicated regression problems in marketing research: for 
example, ratings-based conjoint analysis or price-elastici
ty measurement from scanner data, where the unit of analy-

sis is stores rather than individual s. The major take-aways 
are as follows: 

• If respondents (or another unit of analysis such as stores) 
provide multiple observations, HB can be used to estimate 
individual-level betas. 

• HB can distinguish between the heterogeneity and noise 
that aggregate regression modeling confounds. This results 
in more precise estimates of average betas than under aggre
gate regression. 

• The individual-level beta weights can be used to segment 
respondents, using methods such as cluster analysis, neur
al networks, CHAID or AID, or banner points (filters) such 
as in crosstabs. 

Another problematic issue that often derails multiple 
regression models is lack of independence (colinearity) 
among the independent variables. Consider a customer sat
isfaction study in which respondents evaluate multiple 
brands on various product-related features (independent 
variables) and then provide an overall evaluation of the 
brand (dependent variable). The goal of such a study might 
be to derive the weight (importance) each feature has in dri
ving overall satisfaction. If some of the attributes have 
overlap in meaning for many of the respondents, such as 
"reliability" and "durability," regression modeling will have 
a difficult time distinguishing the relative weight of these 
two related items. As a result, colinearity leads to unstable 
estimates of beta weights. HB significantly reduces this 
problem by distinguishing heterogeneity from noise and by 
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leveraging information from respondents whose ratings 
reflect better discrimination between "reliability" and "dura
bility" to improve the measurement for respondents who did 
not make such distinctions. The result is more precise esti
mates of both individual and aggregate beta weights. 

Marketers should be more concerned with profiling 
and targeting indiv iduals and segments rather than the 
market average. HB methods support this strategy and are 
very valuable for problems that have traditionally been 
analyzed using aggregate regression. Whether the 
researcher's interest lies in achieving aggregate- or indi
vidual-level estimates of beta, for studies in which respon
dents provide mu ltiple observations, HB usually beats 
aggregate regression . 

HB for choice data 
Choice-based conjoint (discrete choice) measurement 

has grown in popularity over the last five years. Many 
researchers assert that choice-based tasks are more realis
tic for respondents than ratings- or rankings-based conjoint 
questions. However, choice-based conjoint data don't con
tain as much information per unit of respondent effort astra
ditional conjoint analysis. Respondents evaluate multiple 
products in choice sets, but they typically only indicate 
which one within the set they would choose. We don't learn 
how much more desirable the chosen product is over those 
not chosen, nor do we ascertain the relative values of the 
non-chosen product concepts. As a result, stable individual
level estimation was previously not feasible. Researchers, 
rather, pooled respondent data using method such as logit 
to model the "average" respondent. 

Us ing the logit rule on aggregate data led to IIA (red
bus/blue-bus) problems in imulations. A new alterna
tive in a choice simu lation took share from existing 
products in proportion to their shares. Cross-elasticities 
and substitution rates among competing products were 
assumed to be equal, which certainly wasn't realistic. To 
alleviate these problems, some analysts turned to build
ing more complex mode ls with additional terms to 
account for respondent characteristics, cross-effects, 
avai lability effects and interactions. These models were 
complicated to build, and the specification could balloon 
into a very large number of terms. Estimating so many 

terms ran the risk of overfitting. Still, for the expert 
logit modeler, the results could be quite satisfactory and 
could largely overcome the IIA problems resulting from 
aggregation. 

Other techniques such as latent class analysis were devel
oped to deal with the problems of aggregation and IIA. The 
latent class approach segmented the market into relatively 
homogenous groups and fit an average model within each 
group. Latent class analysis is an important development 
and is very useful for market segmentation. Even though 
latent class helps reduce IIA problems, it fails to provide 
accurate individual-level estimates. 

Then came Hierarchical Bayes. The HB algorithm can 
also be adapted for choice data, where the model is a logit 
pecification and the fit is measured in terms of log-likeli

hood. Its ability to borrow information from other respon
dent to stabilize part worth estimation for each individual 
is particularly valuable for choice data. Rather than rely on 
the logit rule for market simulations, the researcher can 
apply a first choice (maximum utility) rule to the individ
ual-level estimates (or the mu ltiple draws). The first choice 
ru le is immune to IIA difficulties. 

Applying HB to choice data lets analysts largely solve IIA 
problems and capture complex cross-effects (through mar
ket simulation ) using very simple model specifications 
(such as main effects only). 

HB for ACA part worth estimation 
According to a 1997 industry survey conducted by 

Wittink, Vriens and Huber, ACA is the most widely used 
methodology in the world for conjoint analysis. Given its 
popularity, it is not surprising that ACA has been widely 
scrutinized and been the subject of a great deal of debate. 
Most notably, in a 1991 Journal of Marketing Research arti
cle by Green, Krieger and Agarwal, ACA was criticized 
because of potential scale incompatibilities between the 
self-explicated priors and conjoint pairs sections of the 
interview. 

ACA version 4 was released shortly after the 1991 JMR 
article. It used a slightly different technique from earlier 
ACA versions for combining self-explicated priors and 
conjoint pairs information. Even after the upgrade, ACA 
remained an approach that, while having a loyal following 
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and working well in practice, was still based on computa
tional procedures that to some academics and stati sticians 
were not theoretically pure. 

In 1995, Allenby, Arora and Ginter published an article 
also in the JMR reporting improvements for ACA through 
Hierarchical Bayes estimation. Allen by and a number of co
authors' collective work on HB methods has been ground
breaking and important. 

HB provides two major benefits for ACA part worth e ti
mation: 

1) HB improves the quality of each individual 's utility 
estimate by "borrowing" information from other individu
als. This translates to more accurate predictions of both indi
vidual choices and share estimations. We have tested the 
results on dozens of real and synthetic data set . HB at least 
matches and usually beats traditional ACA utility estimation. 

2) HB provides a more theoretically sound way of com
bining data from the self-explicated and paired comparison 
sections of the interview. Because the self-explicated priors 
information can be applied in a purely ordinal way as con
straints, it entirely avoids the issue of combining two sepa
rate sets of metric dependent variables with potentially dif
ferent variances. 

Not only is the technique more defensible, but the results 
are generally better. Notably: 

• HB utilities are less biased toward equal utility increments 
spacing between levels as compared to ACA v4. 

• HB importances reflect slightly more discrimination than 

under ACA v4. 
• HB does a better job of estimating utilities for the levels 

not taken forward into pairs when using "most likelies" and 
"unacceptables." 

In addition to those benefits, ACA surveys can now be 
shorter. HB estimation does not require the calibration con
cept data (unless one wants to calibrate the data for purchase 
likelihood simulations). Therefore, this sometimes confusing 
section can be cut from ACA surveys. Rather than reducing 
the length of the interview, the researcher might decide instead 
to add a few more pairs que tions to further stabilize utilities. 

Coming of age 
Hierarchical Bayes estimation is coming of age for market 

researchers. Academics have published the algorithms and 
off-the-shelf software is available. PCs are now fast enough 
to handle small to medium-sized market research problems 
in a reasonable time (usualJy between 30 minutes to four 
hours). But large marketing research problems may still 
require many hours of processing time. 

By using HB estimation, researchers can improve the reli
ability and predictive validity of their model s. HB e timation 
helps with some common, vexing challenges, including try
ing to estimate stable individual-level models from sparse 
data, multicolinearity and the IIA (red-bus/blue-bus) problem 
in logit simulations. Moreover, the draws generated by HB 
are useful for stati stical testing and e timating non-linear 
functions of the parameters. r~ 
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Survey Monitor 
continued from p. 8 

to shop for furniture more often, but 
respondents say they just don 't have 
the time or find it too difficult to find 
quality furniture at the right price. 

Most people would rather buy new 
furniture or redecorate their homes 
more often- every three years- but 
the greatest barrier is finding the time, 
say a majority (56 percent) of con
sumers. On the average, it takes people 
about seven weeks to shop for a major 
furniture item such as a couch or table, 
with consumers in their 30s averaging 
nearly eight weeks; those in their 40s 
average even longer - nearly 10 
weeks. 

Furniture shopping consists of both 
an emotional purchase (based on aes
thetics) as well as a rational decision 
(based on utility considerations and 
the financial investment). However, 
consumers report that it's often fraught 
with hassles . Of those surveyed, 47 
percent of consumers reported diffi
culty finding furniture at the right 

OBJECTIVE: 

price; 35 percent had trouble finding 
the quality furniture that they wanted; 
28 percent had difficulty identifying 
stores with their favorite styles; 24 per
cent had problems getting the infor
mation they needed to make their 
choices; and 24 percent wanted more 
help and suggestions for redecorating. 

Shopping for furniture on the 
Internet presents a solution to current 
furniture shopping hassles for many 
consumers. One quarter of consumers 
say they will shop on-line for furni
ture (23 percent) and other home fur
nishings (25 percent). That's a 35 per
cent increase in the number of con
sumers interested in moving on-line to 
shop for furniture over the first half of 
1999. 

The study was conducted on behalf 
of Furniture.com by Socratic 
Technologies Inc., Newton, Mass. The 
survey was conducted via the Internet 
with completed interviews from 1,000 
people representing a cross-section of 
the adult U.S. on-line population who 
shop for furniture. Respondents were 
screened to ensure they were at least 18 
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years of age, have shopped for furni
ture for their homes during the past 
five years, or plan to purchase furniture 
for their home s over the next 12 
months. The sample for thi s study was 
drawn from the Socratic Forum, a com
munity of over 12,000 Internet users 
who participate in Web surveys from 
time to time. 

Survey reveals what 
hotel guests steal, leave 
behind 

We' re all gu ilty of it. We check into 
a hotel , and upon departure grab those 
little soaps, shampoos, maybe a hang
er or two. "At these prices, I deserve 
it," we tell ourselves. But what else do 
some of us think we deserve? And 
what do we junk to make room in our 
suitcases for these newly stolen trea
sures? WHERE magazine, the visitor 
publication found in the rooms and 
concierge desks of the better hotel s 
around the globe, conducted a survey 
in 11 of its cities in the U.S. and Europe 
to find out, calling hotel housekeeping 
departments and asking what typical
ly was taken from and left in rooms. 
Hotels were also asked for a list of the 
most unu sual items taken and left 
behind. 

The top five items taken from hotel 
rooms were : 1) towel s; 2) soap; 3) 
shampoo; 4) bathrobes; 5) hangers and 
ashtrays . 

There were some regional differ
ences: Towels are the theft of choice in 
Los Angeles, where it was cited by 80 
percent of respondents , while in New 
York it' s bathrobes that should be 
chained down. Fifty percent of those 
surveyed in Paris mentioned ashtrays, 
and 30 percent of the housekeepers in 
Las Vegas said that bed linens were 
the item most often taken by guests. 

According to the housekeeping sur
vey, the top five "unusual items" were: 
1) TVs; 2) irons and ironing boards; 3) 
pillows; 4) radios and/or stereos; 5) 
pictures and wall hangings . 

A porter at the Hotel Intercontinental 
in Paris actually carried a televi sion set 
in a duffel bag out to a hotel guest's car. 

But what were the most unusual ? 
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Someone stole a reclining chair from 
the Drury Inn Westport in St. Louis, 
while in New York, one guest walked 
out with a sink at the Crown Plaza and 
the safe deposit box from the closet of 
the Essex House. And what would a 
vi it to London's Marriott County Hall 
be without lifting a kettle and teapot? 
But the award for bulkiest theft must 
go to the Las Vegas guest who left the 
Sahara Hotel unchallenged with a 6-
1/2-foot-high tree. 

What do gue ts leave in exchange 
for these stolen items? The top five list 
is made up of: 1) clothes; 2) shoes; 3) 
underwear; 4) cell phones; and 5) toi
letries. 

According to Steven Flans 
WHERE's research director, the item~ 
on the unusual left list had some inter
esting consistencies and geographic 
skews. Sexual paraphernalia ranked 
first overall. "This category," says 
Flans, "was most popular in the 
Midwest, with 70 percent of St. Louis 
hotels reporting this in their lost-and
found, followed by 50 percent of 
Chicago respondents. However, as 
you move toward both coasts, these 
~terns drop down the li t. Interestingly, 
m Las Vegas, sex toy are tied with 
dentures as most unusual." The results 
from London showed that they have 
much in common with their 
Midwestern brethren: Seventy per
cent of those surveyed also discov
ered sexual devices in rooms. In fact 
one guest at the One Aldwych Hotel 
was. bold enough to leave a whip 
behmd - and later ask that it be 
returned to him. 

.Los Angeles heads the list as the city 
With the most unusual items guests left 
behind, including an iguana 
(Disneyland Hotel), bags of marijuana 
(Hyatt Regency), and empty vials of 
Viagra (New Otani). 

What was the story behind the wed
ding gown left at the Adolphus in 
Dallas, or the weapons left at the 
Scottsdale Camelback Resort and the 
Meridien Montparnasse in Paris? Or 
the blow-up doll left at London's 
Sheraton ParkTower? And the ix-foot 
stuffed Odie in the Bellagio in Las 
Vegas or the live goldfish at Harrah's? 
And better not to ask why human eyes 
were left behind at the Essex House in 

New York. Some things just shouldn't 
be explained. 

Americans swoon over 
romance fiction 

At a time when tales of illicit sex 
are standard fare in the daily media, 
many Americans are escaping the scan
dal by reading about passion with a 
happy ending- a romance novel. A 
Maritz Poll conducted by Maritz 
Marketing Research in St. Louis in 
conjunction with the Houston-based 
Romance Writers of America studied 
the popularity of romance novels and 
found that 33 percent of Americans 
currently read romance fiction. 
Although 45 percent of readers are 
women, 16 percent of men also 
indulge. 

Overall, readership is higher in the 
West (36 percent) and lower in the 
Northeast (26 percent). Fans peak at 
the high school graduate education 
level ( 42 percent). For college gradu
ates and for those with less than a high 
school education, readership decreas
es to roughly 25 percent. Neither age 
nor mcome appear to be factors in the 
popularity of romance books. 
. Romance fans cite the following top 

five qualities that most appeal to them 
about romance fiction: fun/enjoyable, 
19 percent; happy endings, 18 percent; 
escapist/entertaining literature, 17 per
cent; romance, 14 percent; fast read, 1 0 
percent. 

Those who abstain from reading 
romances cite the following rea ons: 
prefer other forms of fiction, 36 per
cent; the books are a waste of time, 29 
percent; prefer non-fiction, 10 percent; 
the books are poorly written, 5 per
cent; the books are aimed at women, 4 
percent. 

The study also revealed some gen
eral literary habits of Americans: 62 
percent of people read at lea tone book 
a month, with the average reader fin
ishing 3.4 books per month. People 
who said "none" to the number of 
books read per month were then asked 
about their annual reading habits: 14 
percent read one to three books per 
year; 3 percent read four to six books 
each year; and 20 percent don't crack 
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a single book all year. Women are big
ger readers than men, averaging 3.6 
books monthly vs . 3.1 for men (of 
those who read at least one book each 
month). 

More than half of American s (54 
percent) usually obtain their books 
from a book store , followed by the 
library (33 percent), borrowed from 
friend and family (22 percent), depart
ment and di count stores (9 percent), 
and book clubs (6 percent). Men are 
s ignificantly more likel y to shop at 
book stores (60 percent vs. 49 percent 
of women); women tend to borrow 
from friends and family (25 percent 
compared to 17 percent of men). About 
3 percent of men order books from the 
Internet compared to I percent of 
women. 

Book sellers, publi shers, and mar
keters always want to know what gets 
a reader to buy a book . Maritz Poll 
participants cite the following top five 
reasons that appeal to them most when 
bu y in g a book: author, 29 percent ; 
topic/subject, 25 percent; back cover 
plot summary, 19 pe rcent; word of 

DTC outlay . 
A new analysis from New York

ba ed Cyber Dialogue of the return on 
investment (ROI) from sector expen
ditures reveals a dramatic difference 
in on-line versus off-line effective
ness . According to Cyber Dialogue's 
model , the amounts spent to drive a 
single specific drug request by a con
sumer differs greatly aero s the three 
media studied. The model found that 
the cost to pharmaceutical companies 
amount to : $220 per specific drug 
request for print ads; $197 per specif
ic drug reque t for televi sion ads; $14 
per specific drug reque st for the 
Internet. 

These findings confirm that there is 
a significant opportunity for pharma
ceutical companies to target health care 
consumers on-line and build long-term 
relation ships that are not pos s ible 
through traditional media such as print 
or televi sion advertising. Although the 
per-prescription costs cited above do 
not reflect the total cost of generating 
a prescription request (which includes 
medical journal advertising, sales force 

detailing, public relations, etc.) , they 
are an important indicator of the power 
of the Internet to target and reach the 
growing number of health consumers 
on-line. 

Of those consumers requesting a 
specific drug from their physician, the 
Internet spurred 2 percent of con
sumers to request a specific prescrip
tion drug from their doctor as com
pared to 5 percent who were influenced 
by print ads and 8 percent from TV. 
Cyber Dialogue projects more than 
33.5 million adults will seek health 
info on-line in 2000. 

Among the 89.5 million U.S . adults 
that indicate they take prescription 
drugs, 31 percent are currently on-line 
(9 .5 million adults currently taking 
prescriptions have already ordered 
products on-line). Findings are based 
on in-depth interviews with more than 
2,700 U.S. adults. The study was field
ed in July 1999 and is accurate within 
±2.4 percent at the 95 percent confi
dence interval. For more information 
call Grant Sanborn at 212-651-7047 
or visit www.cyberdialogue.com. 

mouth (media, friends), 13 percent ; ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

packaging/front cover, 5 percent. 
Men are s ignificantly more con

cerned with the topic or subj ect of 
the book (3 I percent vs. 20 percent 
of women), while women rely more 
on the back cover plot summary to 
make the sale (22 percent vs. 15 per
cent of men ). For more information 
call 800-446-1690 or visit 
www.maritzpoll.com. 

Internet cheaper than 
TV, print at driving drug 
requests 

To influence the market of 34 mil
lion adults who request specific pre
scription medications from their doc
tors, pharmaceutical companies spent 
an estimated $915 million on direct-to
consumer (DTC) advertising in the 
first half of 1999. In contrast to the 
$530 million spent on telev ision ads 
and the $370 million spent in print, 
Internet advertising spending totaled 
an estimated $ tO million -account
ing for just over one percent of total 

March 2000 www.quirks.com 

Hierarchical Bayes (HB) Tools 
from Sawtooth Software 

Many cutting-edge market researchers are turning to 
Hierarchical Bayes (HB) instead of OLS and logit for : 

• Conjoint/ choice analysis 
• Customer satisfaction studies 
• Analyzing scanner data 
• Other situations where respondents provide 

multiple observations 

When heterogeneity is present (which is usually the case) , 
HB models usually perform better. Sawtooth Software 
offers easy-to-use HB software to estimate individual-level 
parameters for: 

• Regression-based problems (HB-Reg) 
• Choice-Based Conjoint (CBC/HB) 
• Adaptive Conjoint Analysis (ACA/HB) 

Call today for more information (360/ 681-2300) or 
download free technical papers and demo software 
at www.sawtoothsoftware.com. 

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

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

Computer Interviewing • Conjoint • Perceptual Mapping 
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Product & Service Update 
continued from p. 12 

research software firm has released a 
new version of its Remark Web Survey 
product. Remark Web Survey was 
designed to be an easy way for users to 
create and administer interactive forms 
for the Internet or for an intranet such 
as on-line surveys, evaluations, regis
trations, guest books, etc. The software 
uses wizards to help the user create 
and publish their forms, so no knowl
edge of HTML is required. The latest 
version of this software includes a new 
feature that allows the survey admin
i trator to password-protect the sur
vey. The administrator can assign a 
password to each person asked to com-

Name Creation: 
Name Testing. 

BosiNMrandlng 

E.e~ 

For Information Contact : John P. Hoeppner 
(480) 488-9660 
e-mail : namequest@aol.com 

www.namequestusa.com 
P.O. Box 5587 • Carefree, AZ USA 85377 

lla1na lluast · 
The Science of Name Creation 

plete the survey (or test) and can spec
ify how many times a given password 
can be used for a particular survey. The 
administrator can also see the pass
word when the survey responses are 
retrieved for identification purposes. 

Remark Web Survey works with 
Remark Office OMR, Principia ' 
forms-processing and tabulation soft
ware that uses common PC image 
scanners to collect data. Users can 
convert paper-based surveys into on
line surveys, and combine the results 
from both sources . Remark Office 
OMR then analyzes the data or 
exports it to virtually any stati stics, 
spreadsheet or database package. A 
free, working demonstration version 
of the product is available at 
www.PrincipiaProducts.com, or for 
more information call 800-858-0860. 

Software package tracks 
coupon programs 

Joint Venture Technologie s 
Corporation (JVT) , Las Vegas, has 
released Coupons Plu s, a software 

NETWORK 
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Nolan Research 
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package that u e DBMS technology 
and bar coding to track customer 
response to marketing and advertising 
efforts. Coupons Plus brings together 
graphical layout, database, mail merge 
and bar code technologies to create an 
application for des igning, printing , 
mailing , redeeming , and tracking 
coupons and advertising promotion 
effectiveness. The product make po -
sible evaluation of print media place
ment with group bar codes as well as 
evaluation of direct mail campaigns 
with individualized bar codes. 
Coupons Plus also allows for the inte
gration of external data such as cus
tomer sa les history and transaction 
detail s to be integrated with the 
redemption tracking providing a com
plete picture of the value of the 
redeemed coupons to an enterprise. 

Coupons Plus features include the 
ability to design custom layouts for 
promotional cam paigns; create form 
letters for direct mail campaigns; 
merge customer information with 
coupon or letter data to create indi
vidualized direct mail documents; cre
ate coupon copy for newspaper, peri
odical or other mass media publica
tion; mark each coupon with a bar 
code; track redemption of marked 
coupons to guard against fraud and 
customer mi s use; and generate 
coupon redemption reports to evalu
ate effectivenes of advertising and 
marketing campaigns. For more infor
mation call 888-207-2230 or visit 
www.jvt.com/couponsplus. 

In-market testing 
service from I Rl 

Information Resources, Inc . (IRI), 
Chicago, is now offering In-Store Lab, 
a new in-market testing service that 
provides real -world reaction to new or 
enhanced products. Created to meet 
the needs of consumer packaged good 
manufacture rs, In-Store Lab is 
designed to provide a fast read on con
sumer reacti on to new products and 
in-store merc handi si ng programs. 
Through the service, IRI will introduce 
a new product or other marketing vari
able into select stores with just two 
weeks lead-ti me and track weekly 
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scanned sales for up to eight weeks. At 
the same time, IRI's In-Store Lab part
ner Sorensen Associates will field 
shopper intercept interviews to explain 
the "w hy" behind consumer ' pur
chasing decisions. For more informa
tion 312-726-1221 or visit 
www.infores.com. 

to search the documents for specif
ic keywords using lOK Wizard's 
search capabilities. 

Reports profile 
consumer thoughts on 
fresh produce 

ESRI updates Arclnfo The Packer, a newspaper serving the 
fre h produce industry, has relea ed 

addition to consumption and purchas
ing and consumption information, the 
survey a ked consumers to compare 
branded vs. non-branded produce. It 
also queried respondents about Internet 
usage and awareness of nutrit ion 
guidelines and product promotions 
such a the Five-a-Day program. 
Highlights are available in a 72-page 
magazine. An extended report includ
ing demographic data is also available. 
For more information call Carol Cox at Geographic information system soft- findings from its Fresh Trends 2000 

ware maker ESRI, Redlands, Calif., ongoing consumer research survey. In 
hasreleasedArcln~8.0.l ,a newpla~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
form for creating, managing, dissemi-

913-438-8700. 

nating , and applying geog raphic 

knowledge. The new user interface for 

Arclnfo 8 introduces a new object-ori-

ented data model that allows users to 

add behavior, properties, rules, and 

relationships to their spatial data. The 

product provides a tool set for high

quality cartographic output. It is also 

hardware- and software-independent, 

giving users a number of choices when 

selecting their hardware and software 

platform. Arclnfo operates on both the 

UNIX and NT operating systems. For 

more information call 800-447-9778 

or visit www.esri.com/arcinfo. 

New features at 
usadata.com 

USADATA.com, an on-line busi
ness information resource, has intro
duced its new Bus iness Solutions 
and MediaTarget services on its Web 
si te at www.usadata.com. Bus iness 
Solutions enables new site visitors 
to more quickly and eas ily learn 
about the information options avail
able on the site. MediaTarget is a 
compilation of media indu stry Web 
s ites, including radio , television, 
new s papers and magazi nes, from 
over 60 different local markets. The 
regularly updated M ed iaTarget 
gives marketers and resea rchers a 
first point of contact for determining 
their media options. The company 
has also announced a partnership 
with Dalla s- ba sed lOK Wizard , 
enabling usadata.com v is itors to 
access real-time Securities and 
Exchange Commission filings, and 
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Research Industry News 
continued from p. 15 
RealBroadcast Networks. The service 
determined that for these five streaming 
content providers, Internet listeners 
spent nearly a total of 1.4 million hours 
tuned to Internet audio during 
November. 

Focus Portland, a Beaverton, Ore.
based subsidiary of InfoTek Re earch, 
has opened a new focus group facili
ty in Beaverton. The facility includes 
three oversized group rooms, one large 
multipurpose room, and viewing 
rooms and lounges. For more infor
mation call 503-350-4829 or visit 
www.focusportland.com. 

Harris Interactive, a Rochester, 
N.Y., Internet research firm, has released 
the summary of its client base for 
Internet research. Between July 1 and 
December 31, 1999, Harris Interactive's 
total number of clients for Internet-based 
research expanded from 47 to 186. 

Charlottesville, Va.-based software 
firm AbTech Corporation has changed 
its corporate name to MarketMiner Inc., 
a nod to its MarketMiner Express 3.0 
automated data mining tool 

Sausalito, Cali f.-based MarketTools, 
Inc., an application service provider for 

70 

the e-research industry, has closed $30 
million in financing, including $25 mil
lion in equity and an additional $5 mil
lion in lease and debt financing. 
Separately, MyPoints.com, a developer 
of Internet direct marketing and loyalty 
infrastructure, has cho en MarketTools 
to capture opinions, attitudes, and buy
ing preferences from a targeted audi
ence of more than 4.2 million con
sumers. In other news, the firm has final
ized a two-way partnership agreement 
with marketing consulting firm Peppers 
and Rogers Group in which Peppers and 
Rogers will utilize MarketTool as the 
on-line market research platform of 
choice for their customers. In addition, 
MarketTools will become a Peppers and 
Rogers alliance partner. 

Nielsen//NetRatings, a source of infor
mation on Internet use and advertising, 
will be offered to French customers via a 
joint venture, called Mediametrie 
eRatings.com, which is a partnership 
between Mediametrie, the French audi
ence measurement and survey company, 
NetRatings, Inc., and ACNielsen 
eRatings.com, a subsidiary of ACNielsen 
Corporation. Mediametrie eRatings.com 
will begin measuring the French Internet 
marketplace in the second quarter of2000. 
The new Mediametrie eRatings.com ven
ture is jointly owned by Mediametrie (50 
percent), NetRatings (30 percent) and 
ACNielsen eRatings.com (20 percent). 

Separately, Nielsen Media Research and 
NetRatings, Inc. has announced plans to 
begin Internet audience measurement in 
Canada. The Nielsen//NetRatings service 
will begin reporting data from its Canadian 
research panel in the second quarter of 
2000. 

Focusing on quantifying and under
standing the Internet-based business
to-business market, Boston-based 
research firm The Delphi Group has 
released the findings of a survey among 
end-users and vendors of Internet
based business-to-business tools. A 
summary of the findings is available at 
www.delphigroup.com/e-biz-report. 

Schaumburg, 111.-based ACNielsen 
U.S., an operating unit of ACNielsen 
Corporation has announced an agree
ment with Rite Aid that make s 
ACNielsen a primary insights supplier to 
the nation's third-largest drug retailer. 
Rite Aid will use ACNielsen SCANT
RACK data as its core source of non
prescliption product sales information. 
The company also plans to utilize 
insights from the ACNielsen Homescan 
consumer panel and will have an 
ACNielsen client service representative 
on-site at Rite Aid full time. 

New York-based research firm 
FIND/SVP has signed a collaboration 
agreement to develop find.com, a new 
Web site that will contain search engine 
technology, content and features. As part 
of the agreement, FIND/SVP is also 
as igning the domain name find.com 
and licensing the use of certain rights to 
the trademark "FIND" to a new compa
ny, Find.com, Inc., a wholly-owned sub
sidiary of idealab!, a creator and opera
tor of Internet businesses. Under the 
terms of the agreement, FIND/SVP is 
receiving consideration in the fom1 of 
cash, stock, and royalties. As an initial 
result of the transaction, FIND/SVP 
expects to record pretax income of 
approximately $1.2 million in the fourth 
quarter of 1999. 

SPSS Inc. , Chicago, and Acxiom 
have joined forces to create a customer 
relationship management (CRM) solu
tion by combining the Acxiom Data 
Network with SPSS data mining tech
nology. Effective immediately, this rela-
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Advertorial 

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

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

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

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

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

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

In a recent issue of Marketing Research 
(Spring, 1998), authors Bearden, Mad

den and Uscategui summarized this 
point. In their report they emphasize 
that the pool of qualified respondents is 
drying up . Their concern: " Lack of 
representativeness resulting from refusals 
to participate ... jeopardizes the accur
acy of survey results. Evidence suggests 
that the decline in participation rates is 
already occurring and may accelerate." 

By William J. Hruby 

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

1) What information is needed? 

2) Who has that information? 

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

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

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

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

Purchase-intention surveys 
can take you only so far; 

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

Harvard Business Review 
May-June 1998 

Sorensen Associates 
25 years of in-store research inc 

Portland, Oregon Headquarters 
800-542-4321 

Minneapolis Client Service Office 
888-616-0123 

See us on the web - http://www.sorensen-associates.com 



tion hip combines SPSS ' data mining 
software products with Acxiom 's con
sumer and business marketing data. 
New versions of SPSS' flagship data 
mining product will be enabled for the 

Acx iom Data Network, a data deli very 
system that provides access to Acxiom's 
InfoBase data products. Separate ly, 
SPSS has completed an OEM agree
ment with Hyperion under which SPSS 

Western Wats Tracking Center, LC 

.,... ---.. ........ ~--~:-------l 
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+ Specia lizing in continuous and periodic tracking studies 
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Suite 1100 
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314·726·3403 
Fax: 314 -726-2503 

Our staff provides the 
research tools Fortune 500 
clients need to achieve a 
competitive advantage. 

Let us put our experience to 
work for you in our new facilities. 

RAMS™ (Rapid Analysis 
Measurement System) Dial, an 
interactive electronic response 

technology for large groups. 

Quantitative data collection 
utilizing computer-aided 

phone interviews. 

A state-of-the-art focus 
group facility in St. Louis 
offering FREE videotaping. 

Experienced focus group 
moderators and one-on-one 

executive interviewers. 

Sophisticated database 
technology for analysis 

and warehousing. 

Multivariate analyses, 
including conjoint analysis 
and perceptual mapping. 

will prov ide Hyperion with forecasting 
technologies to extend the analytical 
capabilities of Hyperion Essbase OLAP 
Server. Under the agreement, SPSS will 
integ ra te its rece ntl y re leased 
DecisionTime and Whatlf? Forecasting 
products w ith Hype ri o n Ess base, a 
cross-platfonn open OLAP server. 

Minneapolis-based Net 
Perceptions, Inc., a supplier of real
time pe rsona li za ti on so luti ons, has 
signed a defin itive agreement to acquire 
pri vate ly-held KD I , Inc. (Knowledge 
Di scovery O ne), a prov ider of data 
analysis solutions for multi -channel and 
dot.com retailers. 

Meta Information Services, Inc., 
has moved to 11 8 19 K St. , Sui te 200, 
Sacramento, Cali f., 958 14. Phone 9 16-
325- 1220. Fax 9 16-325- 1224. 

A new We b s ite, 
www.markinetics.com, showcases the 
se rv ices of M a ri e tta, Ohi o- ba e d 
research f irm Markinetics Inc. and 
subsidiaries Markinetics/Fleet Solutions 
Alliance LLC and Call Center LLC. 

Sea ttl e- based DeepCanyon has 
formed a partnership agreement with 
Forrester Research, Inc. to make 
se lec ted Forrester repo rts avai I able 
through the DeepCanyo n We b s ite 
(ww w.deepcanyon. com). Under the 
tenns of the agreement, DeepCanyon 's 
site will serve as a new distribution point 
for Forrester ' base line packages -
bundles of fi ve reports designed to pro
vide comprehensive intelligence on a 
g iven technology topic. Forres ter 's 
research reports have historically been 
available only to its subscribers. 

InterSurvey, a Pa lo Alto, Cali f., 
research finn , has signed an agreement 
with iYillage.com, an on-line women's 
community, to be the exclusive provider 
of polling data on women voters and the 
2000 pres idential election. The poll s 
will track the pres identia l race and 
issue of interes t as part of the new 
interacti ve E lecti on 2000 Channel on 
iVill age.com. Separately, the firm also 
announced that it has c losed a second 
round of financing of$36 milli on. The 
fund s will be used to ex pand the firm 's 
consumer research panel. 
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Duck Stamp 
continued from p. 19 

environmental causes - what was 
important to them, why they were or 

were not involved - we jumped into 
different appeals," Ball says. "We had 
two sets of three so we split the room 
in half and had each person look at all 
of them . We wanted them to judge 

"Dr. McDonald uses hypnosis, sensitizing, 
and regressive storytelling in focus groups 
and personal interviews for breakthrough 

marketing strategies and advertising." 

We specialize in uncovering the real feelings, emotions, and decision 
making of your target customers. Bill's Journal of Business Research 
article "Consumer Decision Making and Altered States of Conscious
ness" shows that without hypnosis people are less able to describe their 
motives and aren't honest about what they think, feel, and do. Take 
this opportunity to understand not only what people say, but how they 
really feel and what your product or service really means to them. Get 
the emotional hot buttons need for s and advert· · ! 

FREE Hypnosis Booklet! CALL 888·488·5008 or FAX 888·453·1772 
Email: info@hypnosisinsights.com Web: www.hypnosisinsights.com 
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whi ch ads made them want to act, 
which turned them off, and what the 
elements were that made them want to 
act or not act." 

Once a range of appeals was identified, 
the focus group questioning centered on 
isolating the elements that made people 
change their minds. "We take them from 
being dead set against the program and 
we watch to see what the key elements 
are that make them change their mind 
and what they repeat back to you about 
that. And then you see where it is that 
they are absolutely sold - that's where the 
certificate came from," Ball says. 

Respondents were very clear that the 
ads shouldn 't feature people enjoying the 
wetlands. "We had some ads that showed 
people in the wetlands- for example, a 
family riding bicycles through them 
and they were very negati vely received. 
People didn 't want to see people in the 
wetlands. They were seen as a sacred 
thing, which surpri ed us. Most of the 
wetlands out there have people around 
them because they are often in parks but 
the respondents saw it differently: let's 
save this pristine resource." 

The focus on wetl ands as a water fil 
tration system also emerged from the 
research. Respondent intere t faded if 
the ads focused on preserving habitat for 
ducks and other migratory waterfowl. 

Credibili ty was a lso key. 
"Respondents wanted to know who 
was behind the program and why, and 
where does the money go. So we knew 
from that di scuss ion that we had to 
build that informati on into the ads," 
Ball says. However, the government 
in volvement couldn ' t be overplayed. 
The research uncovered a 50/50 spli t 
between respondents who thought gov
ernment in volvement in the program 
was a goo d thin g and th ose who 
thought it was a problem. 

The print ads focus on wetlands' abil
ity to filter water (one acre can purify 
7.3 million gall ons of water per year) 
and then segue into the Duck Stamp 
Program's long hi story of preserving 
wetl ands and its efficient use of fund
ing. At the close, readers are invited to 
participate by calling the toll -free num
ber to purchase a certifi cate. 

Unmet needs 
Ball says his firm 's approach centers 
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on ide ntifying respondents' unmet 
needs, finding the elements in the prod
uct and its advertising that can meet 
tho e needs and spur a purchase. In the 
research on the Duck Stamp Program, 
one unmet need was uncovered among 
respondents with a concern for water 
quality. They wanted to help but didn't 
want to spend a lot of money and did
n't want to be seen as supporting envi
ronmental organizations they viewed 
as politically extreme. 

As it turned out, whi le almost every

"When [The Ball Group] came back 
to us with test ads," Wendy says, "the 
feeling among some of the people was 
that they had concentrated too much 
on the environment and not explaining 
the link to the Duck Stamp Program. 
This is an old program and the people 
who are connected with it are very 
proud of it. But we're pleased with the 
campaign." 

Contribute every year 
If everything goes as p lanned, 

hunters and stamp collectors won't be 
the only ones making an annual duck 
stamp purchases . "We discovered a 
huge contingent who are concerned 
about the environment, especially air 
and water quality, and they believed 
that wetlands are a primary water fi lter 
for us, and felt that a $30 contribution 
was not only attractive but one that they 
would actively support again and again. 
We had people say, 'Now that I know 
about this I' II contribute money every 
year,"' Ball says. r~ 

oneexpre sedconcernabouttheenvi- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
ronment, few were willing to help pro-
tect it without receiving some direct 
benefit (other than clean water). In this 
case that benefit took the form of a 
frameable certificate. 

Previous work on philanthrop ic 
issues has shown Ball that people aren't 
as selfless as they would like to think 
they are. In the end, they want orne
thing from their act of kindness, 
whether it 's a good feeling inside, or in 
this case, a certificate they can parade 
before friends as proof of their envi
ronmental awareness. "We had people 
describing how they would take friends 
over and show the certificate to them, 
almost as if they had bragging rights. 
That was one of the critical elements 
that came out of the research." 

Early stages 
The advertising is still in the early 

stages . The print ads have appeared in 
Reader's Digest (to capture a broad 
readership), and National Geographic 
and Audubon (to reach a well-educat
ed, environmentally concerned audi
ence). TV spots have been run in San 
Diego and Baltimore. 

The ads are also designed to drive 
traffic to www.savewetlands.org, a Web 
site that provides information on the 
program and also serves as another 
vehicle for purchasing the stamps. 

"In the markets that we have the test 
going we'll be doing telephone survey 
to measure awareness and perceptions 
of the program," Ball say . "Reader's 
Digest is doing a study for us on that ad 
right now to see how people reacted to 
it. And we are of course tracking the 
sales process. It's all direct response so 
we can tell when an ad ran and how the 
response mechanism i working." 
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It's Not Just a Call
It's a Connection 

As a research professional, you 
have lots to think about without 
worrying about facility details. 

Meadowlands Consumer Center 
understands that. 

Our team approach to every 
project assures you that no detail 
will ever be overlooked. 

And, from the minute you walk in 
the door, you'll notice how our 
warm, friendly "home away from 
home" atmosphere envelops you. 

• MCC is an all-suite facility with choice of large, jumbo 
(seating up to 60) or mini-group settings located in a 
beautiful atrium building 

• Viewing rooms with three-sided panoramic views seating 20+ 

• All rooms are fully sound-proofed with individual HVAC con
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• Fully supervised in-house recruiting from a highly diverse 
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• 15 minutes from Manhattan and Newark International 
Airport 

• Videoconferencing on premises 
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Chevron 
continued from p. 21 
concern." 

have tracked over time, 
vis a vis your objective. 
You know where they 
started and where they 
ended up and you know 
if they saw any ad for 
your campaign in any 
medium. So with those 
data you can look at peo
ple who had and had not 
seen the ads and see how 

Chevron becomes the proved 
awa re ness score for 
each commerc ial. 

Wide-ranging interview 
Under the Communicus approach, 

respondents are first contacted by tele
phone for a wide-ranging interview 
that is structured to mask the study's 
sponsor and its advertising focus. 
Respondents provide attribute ratings, 
overall impressions, and purchase 
information for a number of companies 
and their advertising. 

The same people are recontacted a 
year later to participate in a similar 
interview, this time computer-aided, 
during which they are briefly shown 
ads which have been edited to elimi
nate sponsor identification. "Using the 
reinterview approach allows us to have 
a more sensitive measure of the effec
tiveness of the ads in terms of attitude 
change," Winters says. 

"With that data," says Robert 
Judson, president, of Communicus 
Inc., "you have a sample of people you 

they changed when they saw the cam
paign." 

In testing print ads or another still 
medium, Communicus uses a photo
graph of the ad. "There you let time do 
the masking," Judson says. "You show 
it to the respondent at a quick exposure 
duration , which you have to calibrate 
to the individual. You show it to them 
so fast that if they see it, they won ' t 
learn anything, but slow enough that if 
they have seen it before, they ' ll recog-
nize it." 

If the respondent says he or she has 
seen an ad, they are a ked additional 
questions to make sure they can cor
rectly identify it s s pon so r, which 

OBJECTIVE: 
A flexible sampling system, power-packed with options. 

551 SOLUTION: 
Rick Hoeft (President of Discovery Research Group, one of 
the nation's leading telephone interviewing companies) - "\'\lith 
SSI-SNAP", one of our computers is not tied up while a sample 
is being generated as it was with our old in-house sampling 

Our old system forced us to dedicate a high-end 
computer. Now, we're free to access and 

draw S 'AP samples on any computer in 
ou r company. 

"SSI is ,-ery. very open abour hm,· its 
samples are developed and gives us 
choices. That's something we truly 
appreciate - and our clients 

appreciate, too. " 

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

info@ssisamples.com. 

....-: Survey 
~ ~ Sampling, 
~Inc.® 

Partne rs with sun•e ,· 
researchers s ince I Y77 

Awareness of one or 
more co mme rc ia ls or 
print ads puts a respon
dent into the campaign
awa re g roup and they 
can then be compared in 
terms of vari ables such 
as att ribute ratings , 

brand bought last, favorability ratings, 
etc. 

"It 's the differe nce in the change 
scores between the aware group and 
the change score of the unaware group 
on these dependent variables that dic
tates whether the campaign has had an 
effect," Winters says . "And then with
in that, we look at which commerc ial s 
or print ads have had different scores 
on awareness, spo nsor ID , and the 
effects on the dependent variables and 
also how th e sco res co mp are to 
Communicus norms. That measure lets 
us make all kinds of decisions about 
campaign effectiveness and specific 
execution effectiveness within the 
campaign." 

TV, print interaction 
In addition to measuring the overall 

campaign, Chevron also exam ines how 
the TV ad and print ads interact. As it 
turns out, they work just fine together. 
"The two media are equally persua
sive," says Jack Moore, president of 
Communicus affili ate Carmelita Inc. , 
who has also worked on the Chevron 
campaign research. "Chevron couldn 't 
afford to reach the people they reach 
with print ads via TV. They need the 
print to reach some people and TV to 
reach others." 

The research lets Chevron know 
which executions perform better than 
others, so it he lps determine the allo
cation of media dollars, Winters says. 
"It certainly helps us understand how 
this message positions us in the minds 
of peo pl e. Ind e pe nd e nt of 
Communicus, when we do tracking 
studies, we find out that in markets 
where we have the Peop le Do cam
pai gn, we are positioned in people's 
minds as the number one oil firm with 
regard to the env ironment. Where we 
don 't do the adverti si ng, we aren't 
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The Wetlands 
Tbat Almosl 
Di sappeared. 

pline to stay with the 
program for a number of 
years. "When people see 
that ad format, they are 
well able to associate it 
with Chevron, whereas 
if you don' t have the dis
cipline and you change 
approaches, it 's hard to 
build up that kind of 
advertising equity. They 
keep it fresh with new 
executions but they 've 
been able to maintain a 
campaign architecture." 

Employee pride 
The advertising has 

also had an impact on 
another audience -
those who put the "pea

Keep it fresh: Though Chevron has used the same case history approach, it has kept the campaign fresh by using several ple" in the People Do 
new executions. (Ad reprinted with permission of Chevron Corporation.) slogan _ by making 

thought of in that way." 

Impressions 
Moore says the Chevron campaign 

has been very successful, not just at 
enhancing the impress ions of people 
who were already favorably di sposed 
toward Chevron but also at reaching 
those who had expressed an unfavor
able impress ion . "A lot of consumers 
express a high degree of interest in the 
environment, so firms advertisi ng their 

more damage than having run no cam
paign at all. He ci tes an example of an 
airline that advertised its wonderful in
flight cabin service just as its flight 
attendants were staging a work slow
down. "The people who saw the ads 
got twice as mad as they otherwise 
might have since they experienced the 
exact opposite of wonderful cabin ser-
vice." 

Chevron 's environmen
tal concern a source of pride for its 
employees, Winters says. "Because we 
are out front with that [environmental] 
message, we have established even 
more vigilance in terms of doing what 
we say we are doing in our advertising. 
I think the employees feel a sense of 
pride about that. A lot of the stories for 
the ads come from the employees and 

Also important, Judson says, i the thing they do to be consistent with 
fact that Chevron has had the disci- this positioning." r~ 

en vi ron men tal awareness have a n r--------------------- ---------
audience that is prepared to think well 
of companies who give a credible mes
sage about their participation in pre
serving the environment," he says. 

"The biggest problem is credibi lity. 
Most people are not prepared to believe 
statement from oi l companies. If the 
oi l company comes out and ays 'We 
love the environment,' there i a ten
dency to reject it. But if they come out 
and say, 'Here is something very spe
cific we did,' the interest in the case 
itself brings people into it. And if it is 
done in a credible fashion , it can be 
very effective, as thi s campaign has 
shown." 

Credibility is supremely important, 
especiall y with this kind of advertis ing, 
Moore says, because there is a tenden
cy for the company to build expecta
tions that it can't meet, which may do 
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Counting noses in focus groups 
just got some help! 

res~1ondents "vote" their preferences anonymously 
• Uses wireless, trouble-free interactive devices • Keeps moderator free of technical 

details, allows for adding impromptu questions, changing questions and their presentation, 
etc. during project • Provides a technician throughout projec~ city to city • Compiles sample at the end. 

We handle the details! Call for free 18-minute video presentation. 
Opinion Polling ServicesM 

Tel. 201 -836-2800 or Fax 201 -836-1959 
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Names of Note 
continued from p. 1 0 

J. R eckner Associates, In c., a 
Philadelphia-area research firm, has 

been named to the board of directors 
for the MidAtlantic Employer 's 
Association. Separately, JRA has 
promoted Barbara Ogrizek to direc
tor of field services; and Alice 

FOCUS GROUPS/ 
CLEVELAND SURVEY CENTER 

Over 35 Years Experience 
Three Large Suites plus Multi-Purpose Room 

Litigation Research, Moderator-Reports 
Product Placement, Taste Tests 
Pre-Recruits, Videoconferencing 

Excellent Recruiting 

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

Just 1.5 min. from downtown & Hopkins Airport 

Call: 800-950-9010 or 216-901-8075 
Fax: 216-901-8085 or 216-642-8876 

If your 

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

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

12825 1st Avenue South Seattle WA 98168 

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

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

Keeley to mall manager and 
Jennifer Schmidt to mall supervisor 
at the firm 's Montgomeryville Mall 
facility. 

The Arbitron Company, New York, 
has named Dennis Seely director of 
marketing for radio station ervices. 
In addition , Bill Rose has been pro
moted to vice president and general 
manager of Arbitron Internet 
Information Services (formerly called 
Arbitron NewMedia). 

Informati on R eso urces, In c., 
Chicago, has named David Shanker 
executive vice president- retail client 
ervices . 

Ken Long has joined The Pat 
Henry Group , a Cleveland-based 

Long 

research firm , as director of research 
operations. 

Wainhouse Research, Brookline, 
Mass., has named Andrew Nilssen 
senior researcher and market analyst. 

SAS Institute , a Cary, N.C., inte
grated data warehousing and deci
sion support firm, has named Paul 
Bachteal director of marketing for 
North America. 

Craig Kelly has been named mar
keting director at SunTrust Banks , 
Atlanta. His responsibilities include 
advertising, direct marketing, prod
uct management and development, 
and marketing research. 

Palo Alto, Calif.-based 
InterSurve y has named Marc 
Litvinoff president and chief oper-
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ating officer. Doss Struse is the 
company's new enior vice pres i

dent, marketing and strategy. 

Marcia Leishman ha s joined 

Horsham , Pa. - ba ed research firm 

Taylor Nelson Sofres Intersearch as 

vice president. 

Greenwich , Conn.-based NFO 

Worldwide, Inc. has named Sheryl 
Olitzky pre s id ent of 

Migl iara/Kaplan Associates (MK), 
NFO's health care research special

ty company. Olitzky, formerly exec

utive vice president for MK, replaces 

Jeffrey T. Whittle , new ly named 

NFO group president North America. 

Stratford Associates Marketing 

Research, Inc., Needham, Mass ., has 

promoted Miriam Konz to senior 

consultant; Jessica Bolger to con

sultant; and Lea Ben-Akiva to pro

ject director. 

AFFINA, a Peoria, Ill. , customer 

relationship management firm, has 

named Christine Kowalczyk presi

dent and general manager of AFFI

NA Select, the firm's newly-formed 

business unit. 

Greg S. Bonner has been named 

director of the new Automotive 

Vehicle Foreca s tin g di v is ion of 

Providata Automotive, an Ann Arbor, 

Mich., management consulting/mar

ket resea rch firm focused on the 

global automotive indu stry. 

The Arbitron Company, New York, 

has named Julius Litman vice pres
ident of product de ve lopment , 

Arbitron Intern et Info rm at ion 

Services. In this newly created pos i

tion, Litman is responsible for the 

de velopment of SiteScore, a Web

based syndicated survey. 

Chris Ferrato ha s joined 

Survey.com, a S a n Jo se, C a lif. , 

research firm, as manager of con 

sumer sales . 
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Alexander+ Parker 
30 Almaden Ct. 
San Francisco, CA 94118 
Ph. 415-751-0613 
Fax 415-751-3620 
E-mail: alexpark@compuserve.com 
www.alexpark.com 
Contact: Sherry Parker 
Full-Service Qualitative. Most Industries. 

t 
J eff 

A nderson 
Consulting 

Jeff Anderson Consulting , Inc. 
1545 Hotel Circle S., Ste. 275 
San Diego, CA 92108 
Ph. 619-682-7272 
Fax 61 9-682-7277 
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-mai l: answrsrch@aol.com 
Contact: Catherine Giordano 
Full-Service Qual. & Quant. 
Consumer/Business-to-Business. 

a 
Cheskin 

Research 
Asian Marketing Communication 
Research 
See Cheskin Research 

AutoPacific , Inc. 
2991 Dow Ave. 
Tustin, CA 92780 
Ph . 714-838-4234 
Fax 714-838-4260 
E-mail: gpeterson@autopacific.com 
www.autopacific.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 914-631-8300 
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. 
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Balaban Market Research Consulting 
3133 E. Calaveras Dr. 
Phoenix, AZ 85028 
Ph. 602-765-2172 
Fax 602-765-1873 
E-mail: ReprtWrite@aol.com 
Contact: Caryn Balaban, M.P.H. 
Health, Medical & Pharmaceutical. 
Products. Services. Positioning. Advtg. 
Superb Moderating. Exc. Reporting. 

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

II 
Tile Blackstone (~ro u p 

The Blackstone Group 
360 N. Michigan Ave. 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
E-mail : vmadden@bgchicago.com 
Contact: Vecia Madden 
Contact: Kathi Rose 
Creative Methods For Fast Food, POP, 
Kids, Health, Transportation, Utility, 
Branding, Positioning, Ethnic, lnt'l. 
Research. Dual Language Facility. 

Burr Research/Reinvention Prevention 
4760 Fremont Ave. 
Bellingham, WA 98226 
Ph. 360-671-7813 
Fax 360-671-7813 
E-mail : BURRRESEAR@aol.com 
Contact: Robert L. Burr, FLMI, CLU 
Providing Answers Via Actionable 
Survey, Focus Group, And 1-on-1 
Research. Financial Services Consulting. 
30+ Yrs. Experience. 

RESEAR C H 

C&R Research Services, Inc. 
500 N. Michigan Ave. 12th fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail : info@crresearch.com 
www.cr-research.com 
Contact: Megan Burdick 
Leading Supplier Of Qual. Rsch. In The 
U.S. With Over 30 Yrs. of Experience. 

Cambridge Associates , Ltd . 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: waltkendall@home.com 
www.focusgroupguru.com 
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 
MARK ET RE S EAR C H , I N C 

Campos Market Research , Inc. 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 
E-mail : campos@campos.com 
Contact: R. Yvonne Campos 
Full-Service Market Research Firm 
Offering Proven Expertise In Customized 
Qualitative and Quantitative Research 
Design and Analysis. 

Catalyst Research Network 
P.O. Box 19599 
Seattle, WA 98109 
Ph . 800-918-9301 
Fax 206-281 -8297 
E-mail: info@crni .com 
www.crni.com 
Contact: Evan Riley 
Internet Survey & Interactive Voice 
Response/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. 
710 John Nolen Dr. 
Madison, WI 53713 
Ph . 608-246-3010 
Fax 608-246-3019 
E-mail : crc@crcwis.com 
www.crcwis.com 
Contact: Sharon R. Chamberlain 
Full-Service. Have Moderated 
Thousands of Groups. 
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Cheskin Resea rch 
255 Shoreline Dr. , Ste. 100 
Redwood Shores, CA 94065 
Ph . 650-802-2100 
Fax 650-593-1125 
E-mail: info@cheskin.com 
www.cheskin.com 
Contact: Nancy Shimamoto 
Leading Intercultural Mkt. Rsch. & Cnsltg. 
Firm. We Help Firms Compete In The New 
Global Internet Economy. Multilingual 
Staff/ Represent 20+ Cultures. 

COMMON 
KNOWLEDGE 

MARKETING INFORMATION FOR THE 21ST CENTURY BUSINESS 

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

Consumer Opinion Services 
12825-1 stAve. South 
Seattle, WA 98168 
Ph . 206-241 -6050 
Fax 206-241 -5213 
E-mail : cos-info@cosvc.com 
www.cosvc.com 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones. 

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

((( 
Cr'l?live 
e l•ot'US J Inc. 

Creative Focus, Inc. 
209 The South Chace 
Atlanta, GA 30328 
Ph. 404-256-7000 
Fax 404-231-9989 
E-mail : vardis@mindspring.com 
www.creativefocus.net 
Contact: Harry Vardis 
Business-to-Business, High Tech, 
Executives, Focus Groups, Brand 
Differentiation Sessions, Name 
Development. 
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Cunningham Research Associates 
500 Ashwood Lane 
Fairview, TX 75069 
Ph . 972-529-4965 
Fax 972-529-1285 
E-mail: markc@craresearch .com 
www.craresearch .com 
Contact: Mark W Cunningham 
Dual. & 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 :1 /home .earth link. net/- sdan iel/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

Data & Management Counsel , Inc . 
P.O. Box 1609 I 135 Commons Ct. 
Chadds Ford, PA 19317 
Ph. 610-459-4700 
Fax 61 0-459-4825 
E-mail : info@DMChome.com 
www. DMChome.com 
Contact: Bill lift-Levine 
Extensive Experience In Domestic & 
International Qualitative Research. 

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., Ste . 410N 
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. 

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. 

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.elavidge.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 : info@etcethnic.com 
www.etcethnic.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 
www.eassoc.com 
Contact: Deborah Stearns, Rsch. Dir. 
Fuii-Svc. Dual. & Quant. Rsch./New 
Facilities/Moderators 
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Fader & Associates 
372 Central Park W. , Ste . 7N 
New York, NY 1 0025 
Ph . 212-7 49-3986 
Fax 212-749-4087 
Contact: Linda Hu 
Exp. In Broad Range of Categories, New 
Products, Repositioning, Concept Dev. , 
Creative Diag. 

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 
Contact: Felisa Esquivel 
Hispanic Specialists, Focus Groups, 
One-on-Ones. 

First Market Research Corp. 
656 Beacon St. , 6th floor 
Boston , MA 02215 
Ph . 800-FIRST-11 (347-7811) 
Fax 617-267-9080 
E-mail : jmr1 O@ziplink.net 
www.firstmarket.com 
Contact: Jack M Reynolds 
Hospitals, Physicians, Bio-Tech, 
Advertising, Retail Chains. 
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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 
E-mail: info@fitzpatrickmarketing.com 
www.fitzpatrickmarketing.com 
Contact: Linda Fitzpatrick 
Since 1985, Expert In Marketing/Group 
Dynamics. 

FOCUS PLUS 
Focus Plus, Inc . 
79 5th Avenue 
New York, NY 1 0003 
Ph. 212-675-0142 
Fax 212-645-3171 
E-mail : focusplus@msn.com 
Contact: John Markham 
Innovative, Reliable Full-Service Qual. 
Research. On-line Access & 
Videoconferencing. Spacious Facility - 3 
Suites. Impeccable Recruiting. 

FOCUSED Marketing Research, Inc. 
P.O. Box 290 
Bedminster, PA 18910-0290 
Ph . 215-795-9993 
Fax 215-795-9992 
E-mail : quirks@focused1 .com 
www.focused1.com 
Contact: Vern Dougherty 
Insightful Analysis & Actionable 
Reports. Consumer, B-to-B, Internet, Rx 
& Pets Products. Call Us Today' 

GraffWorks Marketing Research 
1 0178 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! " 

Pat Henry Market Research , Inc. 
Tower City Center 
230 Huron Rd . N.W. , Ste. 100.43 
Cleveland, OH 44113 
Ph. 800-229-5260 
Fax 216-621-8455 
E-mail : sstone@pathenry.com 
Contact: Susan Stone 
Luxurious Facility. Expert Recruiting. 
Central Location. 
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Hispanic Marketing Communications 
Research 
See Cheskin Research 

Hispanic Research Inc. 
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: horoassoc@aol.com 
www. horowitzassociates.com 
Contact: Howard Horowitz 
CableNideo Marketing-Programming
Telecommunications-Internet. 

Hypnosis Insights 
Hypnosis Insights 
555 Univers ity Ave ., Ste. 275 
Sacramento, CA 95825 
Ph . 888-488-5008 
Fax 888-453-1772 
E-mail: info@hypnosisinsights.com 
www. hypnosisinsights.com 
Contact: William McDonald, Ph.D. 
Hypnosis Focus Groups and Personal 
Interviews. Uncover Real Target 
Customer Motives and Emotions. 

I+G Medical Research International 
33 College Hill Rd ., Bldg . 1 DC 
Warwick, Rl 02886 
Ph. 401-823-4900 
Fax 401-823-4903 
E-mail: info@igmedresearch.com 
www.igmedresearch.com 
Contact: Monique Rinner 
New Product Development, Health Care, 
ORCA Member. 

insight europe gmbh 
Turmstr. 5 
60385 Frankfurt 
Germany 
Ph . +49-69-956366-0 
Fax +49-69-956366-11 
E-mail : eva@insighteurope.de 
www.insighteurope.de 
Contact: Eva Caspary 
International Full-Service Institute, 
European Coordination, In-House 
German and French Moderators. 
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Irvine Consulting , Inc. 
2207 Lakeside Drive 
Bannockburn , IL 60015 
Ph . 847-615-0040 
Fax 847-615-0192 
E-mail : IRVES224@msn.com 
www.irvineconsulting.2e.com 
Contact: Ronald J. Irvine 
Pharm/Med: Custom Global Ouan./Oual. 
Res. & Facility. 

JRH Marketing Services, Inc. 
29-27 41st Ave. (Penthouse) 
New York, NY 11101 
Ph. 718-786-9640 
Fax 718-786-9642 
E-mail : 72114.1500@compuserve.com 
Contact: J. Robert Harris II 
Founded 1975. Check Out The Rest But 
Use The Best! 

JUST THE FACTS:::. 
YO R JNFOR\1ATION SOU RCE •:i;: 

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

Knowledge Systems & Research , Inc. 
500 South Salina St. , Ste. 900 
Syracuse, NY 13202 
Ph . 315-470-1350 
Fax 315-4 71-0115 
E-mail : HO@krsinc.com 
www.krsinc.com 
Contact: Lynne Van Dyke 
Fuii-Svce. All Expertise In-House. 
Strategic Foe. Bus. to Bus. Alllnds. 

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 919-835-2257 
E-mail: jamesdlewis@mindspring.com 
Contact: Jim Lewis 
20+ Years Experience Across Many 
Markets. 
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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 
www.lowassociates.com 
Contact: Nan Russell 
Health!Fin./Cust. Sat. Upscale FG 
Facility. Recruit from MD, DC, N. VA. 

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

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. 

Marketing Matrix, Inc. 
2566 Overland Ave., Ste. 716 
Los Angeles, CA 90064 
Ph. 31 0-842-831 0 
Fax 310-842-7212 
E-mail: mmatrix@primenet.com 
Contact: Marcia Selz 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

MarkatRasponsal m (ij; If!,, 
MarketResponse International 
6442 City West Pkwy., #305 
Minneapolis, MN 55344 
Ph. 612-943-2230 
Fax 612-943-2320 
E-mail : decide@marketresponse.com 
www. marketresponse. com 
Contact: Tom Pearson 
Dynamic Groups & Powerful Reports That 
Clients Love! ORCA Member. 

Mature 
.llarkelillg & Nesearcb 

Mature Marketing and Research 
85 E. India Row, Ste. 30A 
Boston, MA 02110 
Ph. 617-720-4158 
Fax 617-723-1254 
E-mail : MMRHarris@aol.com 
www.maturemarketing.com 
Contact: Howard Willens 
Providing Insightful Information on the 
Attitudes & Motivations of Today's Mature 
Market. See Web Site. 

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

Meczka Marketing/Research/Cnsltg., Inc. 
5757 W. Century Blvd ., Lobby Level 
Los Angeles, CA 90045 
Ph . 310-670-4824 
Fax 310-410-0780 
E-mail : adiaz@mmrcinc.com 
Contact: Anthony Diaz 
Contact: Michael Meczka 
Ouai.!Ouant. Rsch. 25 Yrs. Exp. Recruit 
& Facility. 

Medical Moderators, Inc. 
1201 Melton Court 
Raleigh , NC 27615 
Ph. 919-848-3807 
Fax 919-848-2465 
E-mail : george@mmrx.com 
www.medicalmoderators.com 
Contact: George Matijow 
Contact: Carol Welch 
Contact: Kathleen Starr, Ph.D. 
Moderate for Pharm. , Med. Equip., Med. 
Device & Tech. Highly Experienced,. 
U.S.!Int'l. Cost Competitive. 

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

dtY.f1chelson 
~-;;ociates, Inc. 
Strategic Marketing Research 

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

www.quirks.com 

Francesca Moscatell i 
506 Ft. Washington Ave ., 3C 
New York, NY 1 0033 
Ph . 212-740-2754 
Fax 212-923-7949 
E-mail : francesca@bigplanet.com 
http://dwp.bigplanet.com/qualitative 
Contact: Francesca Moscatelli 
Latino Bi-Lingual/Bi-Cultural Groups; 
ORCA Member. 
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Multicultural Research CentersM 
A Division of Cheskin Research 
1540 E. First St. , Ste . 200 
Santa Ana , CA 92701 
Ph. 714-560-1120 
Fax 714-560-1121 
E-mail: ResearchCenter@hamcr.com 
www.hamcr.com 
Contact: Ricardo Flores 
Ouai./Ouant. 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 . 425-635-7481 
Fax 425-635-7482 
E-mail: ethertn@nwrg.com 
www.nwrg .com 
Contact: Jeff Etherton 
Facilities, Moderating, Full-Service 
Market Research. 

Opinions Unlimited, Inc. 
Three Riverway, Ste . 250 
Houston, TX 77056 
Ph . 713-888-0202 
Fax 713-960-1160 
E-mail : amartin@opinionsunlimited.com 
www.opinionsunlimited.com 
Contact: Anndel Martin 
Contact: Richard Fazio 
Contact: Karin Plate 
Qual. & Quant. Strategic Thinkers; Bus. , 
Hi-Tech, Med., Cons. 

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

Perception Research Services, Inc. 
One Executive Dr. 
Ft. Lee , NJ 07024 
Ph . 201 -346-1600 
Fax 201-346-1616 
E-mai l: jschurtz@prsresearch .com 
www.prsresearch.com 
Contact: Joe Schurtz 
Expertise In Packaging, Merchandising, 
Advertising, Corporate Identity, Direct 
Marketing And Internet Marketing. 
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Performance Research 
25 Mill St. 
Newport, Rl 02840 
Ph. 401-848-0111 
Fax 401-848-011 0 
E-mail: focus@perfonnanceresearch. com 
www.performanceresearch .com 
Contact: William Doyle 
Corporate Sponsorship Of Major Sports 
And Special Events. 

Pri mary Insights, Inc. 
801 Warrenville Rd. , Ste. 185 
Lisle , IL 60532 
Ph . 630-963-8700 
Fax 630-963-8756 
E-mail : deb@primary-insights.com 
Contact: Deb Parkerson 
Sensitive Topics. Ideation. In-Depth 
Analysis. Action-Oriented 
Recommendations. 

R E s E A R €0NNECT10NS~ 

Research Connections Talk City 
414 Central Ave. 
Westfield , NJ 07090 
Ph . 908-232-2723 
Fax 908-654-9364 
E-mail : ayoffie@researchconnections.com 
www.researchconnections .com 
Contact: Amy J. Yoffie, President 
Online Focus Groups. Nat '/.1/nt 'l. 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 10021 
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. 

Jay L. Roth & Associates, Inc. 

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

SCHNELLER 

~ ualitative 

"""" Schneller- Qual itative 
300 Bleecker St. , 3rd fl. 
New York, NY 1 0014 
Ph . 212-675-1631 
www.gis.net/- answers 
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. 

SIL: Worldwide Marketing Services 
413 N.E. 3rd St. 
Delray Beach, FL 33483 
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. 

Stellar Strategic Servi ces 
1475 Westwood Dr. 
Norton Shores, Ml 49441-5882 
Ph. 616-799-0084 
Fax 616-799-1 079 
E-mail : cdstellar@aol.com 
Contact: Cheryl A. Dalisay 
Consumer Packaged Goods, Retail, 
Advertising. Near Grand Rapids. 

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

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

Sunbelt Research Associates 
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. 
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SuperDatos de Mexi co 
A wholly owned subsidiary of Cheskin 
Research 
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. 

The TCI Group 
3225 Hennepin Ave. S. 
Minneapolis, MN 55408 
Ph . 612-823-6214 
Fax 612-823-6215 
E-mail : TCigroupbethfischer@netscape.net 
Contact: Beth Fischer 
Unique Fusion of Both Solid Systematic 
Research Techniques & The Imaginative 
Art of Creative Thinking Processes. 
Result- REAL TIME Experience. 

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

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 10965 
Ph . 914-735-7022 
Fax 914-735-7256 
E-mail: JGAINES246@aol.com 
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 
Fax 410-721-7571 
E-mail : info@WBandA.com 
www.WBandA.com 
Contact: Steve Markenson 
Two Mods. on Staff Spec. in Adv. Rsch., 
Health Care, Fin. Svcs., Tourism, Utilities 

Weiss Marketing Research 
27 Manor Hill Rd. 
Summit, NJ 07901 
Ph. 908-273-3497 
Fax 908-273-1865 
E-mail: WMR27@aol.com 
Contact: Debra R. Weiss 
Exp. in Health Care, HBA & Pharm. Cat.; 
All Ages/Seniors; Foe. Grps./ln-Depths. 

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 
For A Full Qualitative Service and/or 
Moderation (French/English): New Tech., 
Auto, Bus. -to-Bus., Advg. Expertise. 

Wolf/Aitschui/Callahan , Inc. 
60 Madison Ave . 
New York, NY 1 0010 
Ph . 212-725-8840 
Fax 212-213-9247 
WACinc@aol.com 
www.wacresearch.com 
Contact: Judi Lippert 
Senior Moderators - 25 Years 
Experience. 

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

Arizona C&R Research Services, Inc. Weiss Marketing Research 

Balaban Market Research Consulting 
Irvine Consulting , Inc. Tennessee 

Behavior Research Center, Inc. Just The Facts , Inc. New York Directions Data Research 
Leichliter Assoc. Mktg. Rschl ldea Dev. BAIGioballnc. 

California Marketing Advantage Rsch. Cnslts. Cornerstone Research & Marketing, Inc. Texas 
Alexander+ Parker 

Primary Insights, Inc. Decision Drivers Common Knowledge Research Svcs. 

Jeff Anderson Consulting , Inc. 
Strategic Focus, Inc. Fader & Associates Cunningham Research Associates 

AutoPacific, Inc. Iowa 
Linda Fitzpatrick Rsch . Svcs. Corp. Decision Analyst, Inc. 

Cheskin Research Focus Plus, Inc. First Market Research Corp. (Heiman) 

Erlich Transcultural Consultants Essman/Research Horowitz Associates, Inc. Opinions Unlimited, Inc. 

Hypnosis Insights JRH Marketing Services, Inc. Washington In Focus Consulting Maryland Knowledge Systems & Research, Inc. 
Marketing Matrix, Inc. Market Navigation, Inc. Burr Research/Reinvention 
Meczka Mktg ./Rsch./Cnsltg ., Inc. Low+ Associates, Inc. Prevention 
Multicultural Research Center5M 

WB&A Market Research Francesca Moscatelli Catalyst Research Network 
Yarnell , Inc. 

The Research Department Consumer Opinion Services 

Massachusetts Jay L. Roth & Associates, Inc. Northwest Research Group, Inc. 

Colorado Daniel Associates 
Schneller- Qualitative 

Cambridge Associates, Ltd . Dolobowsky Qualitative Services, Inc. 
Thorne Creative Research Wisconsin 

Market Access Partners Rrst Market Research Corp. (Reynolds) View Finders Market Research Chamberlain Research Consultants, Inc. 
Mature Marketing and Research Wolf/ Altsch u !/Callahan , Inc. 

Connecticut France 
Ergo Research Group, Inc. Michigan North Carolina 

Wilson Qualitative Research Consultants 
D/R/S HealthCare Consultants 

Florida 
Stellar Strategic Services Lewis Consulting Inc. 

AnswerSearch , Inc. Minnesota 
Medical Moderators, Inc. Germany 

Findings International Corporation insight europe gmbh 

Schwartz Consulting Partners Cambridge Research , Inc. Ohio 
SIL: Worldwide Marketing Services GraffWorks Marketing Research Pat Henry Market Research , Inc. Mexico 
Strategy Research Corporation MarketResponse International SuperDatos de Mexico 
Sunbelt Research Associates, Inc. MedProbe™ Inc. Pennsylvania 
Target Market Research Group, Inc. Outsmart Marketing Campos Market Research , Inc. 

The TCI Group Chalfont Healthcare Research , Inc. 
Georgia Data & Management Counsel , Inc. 

Creative Focus, Inc. New Jersey FOCUSED Marketing Research , Inc. 

Elrick & Lavidge Hispanic Research Inc. 
Michelson & Associates, Inc. Leflein Associates, Inc. 

Rhode Island Illinois MCC Qualitative Consulting 
I+G Medical Research International 

The Blackstone Group Perception Research Services, Inc. 
Performance Research Research Connections Talk City 

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

ADVERTISING WB&A Market Research ASIAN MedProbe, Inc. 

Jeff Anderson Consulting, Inc. Wolf/Aitschui/Callahan, Inc. Asian Perspective , Inc. 
Balaban Market Research Consulting Cheskin Research BRAND/CORPORATE 
The Blackstone Group AFRICAN-AMERICAN Data & Management Counsel , Inc. IDENTITY 
C&R Research Services, Inc. The Blackstone Group Erlich Transcultural Consultants Perception Research Services, Inc. 
Cambridge Associates, Ltd. Erlich Transcultural Consultants Multicultural Research Center5

M 

Cambridge Research, Inc. 
JRHMarketing Services, Inc. 

ASSOCIATIONS BUS.-TO-BUS. 
Common Knowledge Rsch. Svcs. AGRICULTURE The Blackstone Group Access Research , Inc. 
Creative Focus, Inc. Cambridge Associates, Ltd . Low+ Associates, Inc. BAIGioballnc. 

Decision Drivers Cambridge Research, Inc. 
Behavior Research Center, Inc. 

Erlich Transcultural Consultants FOCUSED Marketing Research , Inc. AUTOMOTIVE 
C&R Research Services, Inc. 

Fader & Associates Lewis Consulting Inc. 
Cambridge Associates, Ltd . 

AutoPacific, Inc. Cambridge Research , Inc. 
First Market Research Corp. 

ALCOHOLIC BEV. 
C&R Research Services, Inc. Campos Market Research, Inc. 

(Reynolds) 
C&R Research Services, Inc. 

Erlich Transcultural Consultants Common Knowledge Rsch. Svcs. 
Hypnosis Insights MarketResponse International Consumer Opinion Services 
Outsmart Marketing Strategy Research Corporation Matrixx Marketing-Research Div. Creative Focus, Inc. 
The Research Department ARTS & CULTURE Data & Management Counsel , Inc. 
Jay L. Roth & Associates, Inc. Strategic Focus, Inc. 

BIO-TECH Fader & Associates 

Schneller- Qual itative Irvine Consulting, Inc. First Market Research Corp. (Heiman) 

Strategy Research Corporation Market Navigation, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. 

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



Moderator MarketPlace TM 
FOCUSED Marketing Research, Inc. SATISFACTION Low+ Associates, Inc. 
Pat Henry Market Research, Inc. BAIGioballnc. Marketing Matrix, Inc. HISPANIC 
Just The Facts, Inc. The Blackstone Group Matrixx Marketing-Research Div. Behavior Research Center, Inc. 
Knowledge Systems & Research, Inc. Common Knowledge Rsch . Svcs. MCC Qualitative Consulting Cheskin Research 
MarketResponse International Elrick & Lavidge The Research Department Data & Management Counsel , Inc. 
MCC Qualitative Consulting Low+ Associates, Inc. Jay L. Roth & Associates, Inc. Erlich Transcultural Consultants 
The Research Department SuperDatos de Mexico WB&A Market Research Findings International Corporation 
Jay L. Roth & Associates, Inc. 

FOOD PRODUCTS/ 
Hispanic Research Inc. 

Schneller- Qualitative DIRECT MARKETING Francesca Moscatelli 
SuperDatos de Mexico 

BAIGioballnc. NUTRITION Multicultural Research CentersM 
Yarnell , Inc. 

Perception Research Services, Inc. BAIGioballnc. Strategy Research Corporation 
The Blackstone Group Target Market Research Group, Inc. CABLE 

DISCRETE CHOICE/ C&R Research Services, Inc. 
C&R Research Services, Inc. Common Knowledge Rsch. Svcs. HOUSEHOLD 
Horowitz Associates, Inc. CONJOINT JustThe Facts, Inc. PRODUCTS/CHORES 

Yarnell , Inc. Outsmart Marketing The Research Department CHILDREN The Research Department Schneller- Qualitative 
The Blackstone Group DISTRIBUTION Jay L. Roth & Associates, Inc. 
C&R Research Services, Inc. Burr Research/Reinvention Schneller- Qualitative HUMAN RESOURCES 
Fader & Associates Prevention 

ORGANIZATIONAL DEV. JustThe Facts, Inc. FOOTWEAR 
Market Navigation, Inc. EDUCATION Best Practices Research Primary Insights, Inc. 
Matrixx Marketing-Research Div. 

Cambridge Associates, Ltd. IDEA GENERATION Outsmart Marketing Just The Facts, Inc. GENERATION X Thorne Creative Research 
Marketing Advantage Rsch. Cnslts. Primary Insights, Inc. Analysis Research Ltd . 

BAIGioballnc. 
COMMUNICATIONS ELECTRONICS - HEALTH & BEAUTY 

The Blackstone Group 
C&R Research Services, Inc. RESEARCH CONSUMER PRODUCTS Cambridge Associates, Ltd . Access Research, Inc. MarketResponse International BAIGioballnc. Creative Focus, Inc. Cambridge Associates, Ltd . 

Schneller - Qualitative Elrick & Lavidge Creative Focus, Inc. 
ETHNIC Thorne Creative Research Just The Facts, Inc. MarketResponse International 
The Blackstone Group Weiss Marketing Research Matrixx Marketing-Research Div. Jay L. Roth & Associates, Inc. 
Cheskin Research Primary Insights, Inc. 

COMPUTERS/MIS Multicultural Research CentersM HEALTH CARE IMAGE STUDIES 
C&R Research Services, Inc. Alexander+ Parker 

The Blackstone Group ETHNOGRAPHIC Jeff Anderson Consulting, Inc. Cambridge Associates, Ltd . 
RESEARCH Balaban Market Research Consulting Cambridge Associates, Ltd . 

Catalyst Research Network 
The Blackstone Group MarketResponse International 

Daniel Associates Alexander + Parker Chalfont Healthcare Research, Inc. Fader & Associates Cheskin Research 
Directions Data Research INDUSTRIAL 

First Market Research Corp. (Heiman) 
D/R/S HealthCare Consultants First Market Research Corp. (Heiman) Marketing Advantage Rsch. Cnslts. EXECUTIVES Erlich Transcultural Consultants Market Navigation, Inc. Yarnell , Inc. 

BAIGioballnc. First Market Research Corp. (Reynolds) 

CONSUMERS C&R Research Services, Inc. ltG Medical Research International INSURANCE 
Common Knowledge Rsch . Svcs. Irvine Consulting , Inc. The Blackstone Group Behavior Research Center, Inc. Decision Drivers Knowledge Systems & Research, Inc. Burr Research/Reinvention C&R Research Services, Inc. Fader & Associates Low+ Associates, Inc. Prevention Cheskin Research First Market Research Corp. (Heiman) Market Access Partners Erlich Transcultural Consultants Common Knowledge Rsch . Svcs. Marketing Advantage Rsch . Cnslts. Market Navigation, Inc. Low+ Associates, Inc. Consumer Opinion Services The Research Department MarketResponse International 

Decision Drivers Jay L. Roth & Associates, Inc. Matrixx Marketing-Research Div. INTERACTIVE PROD./ FOCUSED Marketing Research , Inc. Schneller- Qualitative Medical Moderators, Inc. 
SERVICES/RETAILING Pat Henry Market Research, Inc. Strategy Research Corporation MedProbe™ Inc. 

JustThe Facts, Inc. Strategy Research Corporation Ergo Research Group, Inc. 
Knowledge Systems & Research , Inc. FINANCIAL SERVICES WB&A Market Research Research Connections Talk City 
Lewis Consulting Inc. 

Jeff Anderson Consulting, Inc. Weiss Marketing Research 
INTERNATIONAL Marketing Advantage Rsch . Cnslts. 

BAIGioballnc. The Research Department 
The Blackstone Group HIGH-TECH The Blackstone Group Jay L. Roth & Associates, Inc. 
Burr Research/Reinvention Jeff Anderson Consulting, Inc. Schwartz Consulting Partners 
Prevention Cheskin Research INTERNET 

CORPORATE C&R Research Services, Inc. Common Knowledge Rsch . Svcs. The Blackstone Group 
Cambridge Associates, Ltd . Ergo Research Group, Inc. Cheskin Research 

SPONSORSHIP Cambridge Research, Inc. Market Navigation, Inc. Common Knowledge Rsch. Svcs. 
Performance Research Common Knowledge Rsch. Svcs. Research Connections Talk City Ergo Research Group, Inc. 

Elrick & Lavidge Jay L. Roth & Associates, Inc. First Market Research Corp. (Reynolds) 
CUSTOMER Fader & Associates Perception Research Services, Inc. FOCUSED Marketing Research, Inc. 

FOCUSED Marketing Research , Inc. Thorne Creative Research 
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Moderator MarketPlace TM 
I 

Horowitz Associates, Inc. PACKAGED GOODS Cornerstone Research & Marketing Jay L. Roth & Associates, Inc. 
Knowledge Systems & Research, Inc. BAIGioballnc. First Market Research Corp. (Heiman) Strategy Research Corporation 
Research Connections Talk City C&R Research Services, Inc. Marketing Advantage Rsch . Cnslts. 

Just The Facts, Inc. TELECONFERENCING 
INTERNET SITE Jay L. Roth & Associates, Inc. RETAIL Cambridge Research , Inc. 
CONTENT & DESIGN Thorne Creative Research First Market Research Corp. (Reynolds) 

Perception Research Services, Inc. Pat Henry Market Research, Inc. TELEPHONE FOCUS 
PACKAGE DESIGN Knowledge Systems & Research, Inc. GROUPS 

LATIN AMERICA RESEARCH MCC Qualitative Consulting 
C&R Research Services, Inc. 

Best Practices Research Alexander+ Parker SENIORS Cambridge Associates, Ltd . 
Cheskin Research Cheskin Research Lewis Consulting Inc. 
Strategy Research Corporation Perception Research Services, Inc. Fader & Associates Market Navigation , Inc. 
SuperDatos de Mexico The Research Department Mature Marketing and Research MedProbe, Inc. 

Weiss Marketing Research Primary Insights, Inc. 

MEDICAL PROFESSION Weiss Marketing Research TOURISM/HOSPITALITY 
Balaban Market Research Consulting PARENTS SMALL BUSINESS/ The Blackstone Group 
Cambridge Associates, Ltd. Fader & Associates Schwartz Consulting Partners 
Chalfont Health care Research, Inc. ENTREPRENEURS 
D/R/S HealthCare Consultants PET PRODUCTS The Blackstone Group TOYS/GAMES 
FOCUSED Marketing Research, Inc. Cambridge Research , Inc. Linda Fitzpatrick Rsch. Svcs. Corp. Fader & Associates 
Pat Henry Market Research , Inc. 

Common Knowledge Rsch . Svcs. FOCUSED Marketing Research , Inc. 
ltG Medical Research International FOCUSED Marketing Research , Inc. Strategy Research Corporation TRANSPORTATION Matrixx Marketing-Research Div. MarketResponse International Yarnell , Inc. 
Medical Moderators, Inc. Primary Insights, Inc. SERVICES 
MedProbe™ Inc. SOFT DRINKS, BEER, The Blackstone Group 
Schneller - Qualitative 

PHARMACEUTICALS WINE Low+ Associates, Inc. 
Weiss Marketing Research Strategic Focus, Inc. 

BAIGioballnc. C&R Research Services, Inc. 

MODERATOR TRAINING Balaban Market Research Consulting Cambridge Associates, Ltd . TRAVEL 
Cambridge Associates, Ltd . C&R Research Services, Inc. Grieco Research Group, Inc. 

Cambridge Associates, Ltd . 
Cambridge Associates, Ltd . Jay L. Roth & Associates, Inc. 

MULTIMEDIA Chalfont Healthcare Research, Inc. 
Strategy Research Corporation 

UTILITIES 
Catalyst Research Network 0/R/S HealthCare Consultants SPORTS The Blackstone Group 
Marketing Advantage Rsch . Cnslts. FOCUSED Marketing Research, Inc. 

FOCUSED Marketing Research , Inc. Cambridge Associates, Ltd. 
I+G Medical Research International Performance Research Knowledge Systems & Research , Inc. 

NEW PRODUCT DEV. Irvine Consu lting , Inc. 
BAI Gioballnc. Lewis Consulting Inc. STRATEGY VIDEO CONFERENCING 
The Blackstone Group Market Navigation, Inc. DEVELOPMENT Schwartz Consu lting Partners 
C&R Research Services, Inc. MarketResponse International 
Cambridge Associates, Ltd . MCC Qualitative Consulting 

Schneller- Qualitative VETERINARY MEDICINE 
Data & Management Counsel , Inc. 
Elrick & Lavidge Medical Moderators, Inc. TEENAGERS 

Common Knowledge Rsch. Svcs. 

Fader & Associates MedProbe™ Inc. 
C&R Research Services , Inc. 

First Market Research Corp. (Heiman) Schnel ler - Qual itative WEALTHY 
Just The Facts, Inc. Weiss Marketing Research 

Fader & Associates Strategy Research Corporation 
Marketing Advantage Rsch . Cnslts. Matrixx Marketing-Research Div. 

Outsmart Marketing POLITICAUSOCIAL MCC Qualitative Consulting YOUTH 
Primary Insights, Inc. RESEARCH 

Thorne Creative Research 
Fader & Associates 

The Research Department Weiss Marketing Research Market Response International 
Jay L. Roth & Associates, Inc. Cambridge Associates, Ltd . 

Schne ller- Qualitative Francesca Moscatelli TELECOMMUNICATIONS 
Weiss Marketing Research BAIGioballnc. 

POINT-OF-SALE MKTG. The Blackstone Group 
NON-PROFIT The Blackstone Group Catalyst Research Network 

Strategic Focus, Inc. Perception Research Services, Inc. Creative Focus, Inc. 
Daniel Associates 

OBSERVATIONAL POSITIONING Elrick & Lavidge 

Alexander+ Parker RESEARCH Ergo Research Group, Inc. 
Erlich Transcultural Consultants 

Schneller- Qualitative First Market Research Corp. (Heiman) 
ON-LINE FOCUS Knowledge Systems & Research, Inc. 
GROUPS PUBLIC POLICY RSCH. Linda Fitzpatrick Rsch . Svcs. Corp. 
Catalyst Research Network Cambridge Associates, Ltd . Horowitz Associates, Inc. 
Common Knowledge Rsch. Svcs. JRH Marketing Services, Inc. Marketing Advantage Rsch. Cnslts. 
Research Connections Talk City 

PUBLISHING 
MarketResponse International 

Thorne Creative Research MCC Qualitative Consulting 
Cambridge Associates, Ltd . The Research Department 
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Classified Ads 
The experience begins with you! 

Blockbuster Market Research Opportunities 

Come be discovered and join the largest Home Entertainment Company 
in the world . Becoming an employee at BLOCKBUSTER Worldwide 
Headquarters (NYSE BBI) is just the ticket you need for the most 
challenging and rewarding career of your life. Benefits include 
Downtown Dallas, TX location , 401 k, free video/game rentals, casual 
environment and dress, flexible schedule and upward career mobility 
options. Some positions may include stock options and bonuses. 
BLOCKBUSTER is looking for exceptional , fun and dynamic people for 
the following positions: 

• Manager of Market Research 
Manage the completion of custom research projects (qualitative and 
quantitative) across a variety of topics. 7+ years exp. in market 
research required. 

• Manager of Database Analysis 
Manage and direct the analysis of market tests, database research 
projects. Develop/update various statistical models. Strong working 
knowledge of statistics, database design, maintenance and analysis 
is preferred. SAS, SPSS, Oracle, SOL & other software knowledge 
are highly desired. 5+ years exp. is required. 

• Manager of E-commerce Market Research 
Proactively initiate and direct the consumer research for 
blockbuster.com to maximize website effectiveness. Exp. in Internet 
Research desired. 

• Project Manager of Market Research 
Manage the A&U tracking study and custom research projects from 
inception to reporting. SAS, SPSS plus 5+ yrs. market research exp. 

• Sr. Market Research Analyst 
Conduct quantitative, qualitative & secondary research projects to 
support new business opportunities & advertising sales. 2-3+ years 
of market research exp., including background in advertising sales or 
media research is preferred. 

• Market Research Analyst 
Complete fundamental analyses of business performance data, 
compiling routine and various ad-hoc reports & preparing/presenting 
written analytical reports/summaries of findings. Strong quantitative 
skills plus knowledge of PC statistical software packages preferred. 

Qualifications for all positions include BBA (M BA or Masters in Market 
Research Preferred) , excellent verbal and written communication skills , 
ad proficiency in MS Office products. 

BLOCKBUSTER offers a competitive salary with excellent benefits. 
Please send resume and salary history to: 

March 2000 

Corporate Recruiter 
BLOCKBUSTER, Inc. 

1201 Elm Street 
Dallas, TX 75270 
214-854-3195 

Or e-mail your resume to : careers@blockbuster.com 
Reference code # CORMR5652AM 

(Please include reference codes in all correspondence) 

... 
www.blockbuster.com 

www.quirks.com 

Process your own market research 
surveys with Remark Off ice OMR®, 
scanning software that's fast , easy, 

affordable , accurate 

Download a FREE demo at 

www. PrincipiaProducts. com 
or call 1-800-858-0860 

for more informat ion 
16 Industr ial Blvd., Ph : 610-647-785 
Ste. 102 Fax: 610-647-8771 
Paoli PA 19301 

T~E 
QUEOTION 

RYAN REASOR 
President 

OHOP,Inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

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

~-----------------, 
1 Meet Survey Pro· s 1 

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

segments. As an added bonus, you get a great 
I form designer, flexible data collection, and free tech support! I 
I Call (800) 237-4565 or visit www.apian.com. I 
I cSApian Software Practical tools for modem management 469 I 
L-----------------~ 

WNW.statpac.com 

Professional 's choice for survey & 
marketing research software. User

friendly, comprehensive & dependable. 
Best crosstab & banner tables. 
Easiest to learn. Guaranteed . 

StatPac Inc. (612) 925-0159 
4425 Thomas Ave. S., Mpls. MN 55410 

Interested in Advertising in 
Quirk's Marketing Research Review or 

on www.Quirks.com? 

Contact Evan Tweed for further 
information and a 2000 Media Profile. 

Ph. 612-854-5101 Fax 612-854-8191 
Email: Evan@quirks.com 
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The Wats Room , Inc .................... 53 
Ph . 201-845-3100 • Fax 201-845-3131 
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Trade Talk 
continued from p. 90 

the commercials against the 297 PhaseOne 
Communication Variables without knowledge of 
scores. Then the results were compared to stan
dardized consumer test scores utilizing an inde
pendent statistician to provide multivariate analysis. 

The even distribution of the results, as shown in 
the scatter plot, gave PhaseOne a high level of con
fidence that its variables did indeed help explain lik
ability. 

What drives likability? 
PhaseOne found five communication elements 

that are key to developing likable ads: 

• Entertainment- Entertainment is the founda
tion of likable ads. Yet, entertainment is not enough 
on its own. 

• Brand integration - Entertainment must then 
be integrated with the brand and the brand message 
like the fibers of a rope. 

• Meaningful differentiation- It is also important 
to differentiate the brand in a way that is relevant 
and meaningful to consumers. 

• Freedom from turn-offs - What makes ads 

Please add the following firms to the Data 
Processing/Statistical Analysis section of the 2000 
Directory of Statistical Analysis, Data Processing 
and Software: 

San Diego Surveys, Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph . 619-265-2361 
Fax 800-895-1225 

unlikable are turn-offs that offend viewers such as 
insulting language, elements that trigger disgust, or 
appeals to negative emotions such as fear and 
resentment. 

• Freedom from communication issues -
Communication issues (such as trying to do too 
much, jumping around, or asking viewers to supply 
important strategic information) lead to unlikable 
ads. 

Relationship among key measures 
The next step was to determine if there is any 

relationship between the three key measures pro
vided by consumer testing services today - per
suasion, recall , and I i kabi I ity. From a 3x3-correla
tion matrix PhaseOne found an extremely strong 
relationship between persuasion and likability (at 
the .011 significance level). However, no correla
tion was found between either persuasion or lika
bility with recall. 

Further analysis found significant overlap between 
many of the variables that drive performance in 
both likability and persuasion. These overlapping 
variables are those essential to communicating a 
strong brand message. 

Being likable or garnering high likability scores 
means a lot more than just being warm and fuzzy. 
This study has revealed just how complex the road 
to achieving likability is. r~ 

Coming 
• 1n 

Accu-Tab Computer Services 
4950 Yonge St. , Suite 312 
Toronto, ON M2N 6K1 

E-mail : sdsurveys@aol.com 
Jean Van Arsdale 

Ph. 416-226-5344 
Fax 416-226-1062 
E-mail : accutab@direct.com 
Peter Lui 
Services: CD , DE, DT, SC, SA 

Cambridge Associates, Ltd . 
2315 Fairway Lane 
Greeley, CO 80634 
Ph . 800-934-8125 
Fax 970-339-8313 
E-mail : waltkendall@home.com 
www.focusgroupguru .com 
Services: CD, DE, DT, SC, SA 
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Services: CD, DE, DT 

Please add the following firm to the 1999-2000 
Researcher SourceBook: 

Marketing Resource Group 
75 Aires Place N.W. 
Issaquah, WA 98027 
E-mail : rosalind@mrgworld .com 
Rosalind Marinou, Principal 

Ap ri I: 
2000 Directory 

of Ethnic 
Research 

Firms 
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By Joseph Rydholm, QMRR editor 

Study examines ad likability 

Editor's note: This month we have a guest columnist, 
of a sort. In conjunction with our advertising research 
issue, I contacted the folks at PhaseOne, a Beverly Hills 
research firm, for an update on their research into lika
bility in advertising. Rather than edit the material and 
attach it to one of the ad research-related articles in this 
issue as a sidebar, we're running it here in its entirety. 

Advertising is undergoing a transition, accord
ing to findings from PhaseOne, a Beverly 
Hills, Calif., research firm. Advertisers are 

having increased difficulty achieving superior per
formance on the recall and persuasion measures. 
At the same time, there is a growing regard for cre
ativity as the way to break through and differentiate 
parity brands. 

PhaseOne suspected that likability played an 
important role in this transition. Therefore, the 
firm undertook a study to determine what makes 
an ad likable, and what impact likability has on per
suasion and recall. The findings were very differ
ent from what the industry currently believes drives 
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Lik~tbility 
R = .8807 
R2= .1156 

Predicted Lik~tb ility 

21 brands , seven product categories, and scores 
from four testing services. Trained analysts coded 

continued on p. 89 
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The largest marketing research company in the world plus 
The most experienced marketing research training organization in the world equals ••• 

(</~ 

:5'1\C~ielsen Burke Institute 
Formerly The Burke Institute 

We cordially invite you to experience our unequalled commitment to excellence. 

http:/ /www.Burl<elnstitute.com 
Seminar Dates, Locations and Fees for North America through December 2000 
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2os. Qualitative Research with Children 
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301. Writing Actionable Marketing Research Reports 
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New York ......................... .July I 0-12 
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Cincinnati ........................ Mar 23-24 Boston ........................... Nov 16-17 
New York ......................... .July 13-14 

402. Increasing the ROI from Marketing Research 
ew York. .. . ..... ... .. Mar 31 Cincinnati ........................... .. Dec 15 

Chicago .. ...... ............... ... ........ .Jul 27 

so1. Applications of Marketing Research 
Cincinnati ............................. Mar 2-3 Baltimore ........................ Aug 17-18 
Chicago...... . . .... May 11-12 San Francisco ..... Oct 26-27 
New York ....... .. ............... .June 29-30 ew Orleans .................... Oec 21-22 

so2. Product Research 
New York .............................. Mar 6-7 San Francisco ........ .......... Aug 22-23 
Atlanta .............................. May 22-23 Cincinnati ........................ Nov 14-15 

soL+- Advertising Research 
NewYork .............................. May 1-2 Atlanta ................................ Dec 4-5 
Cincinnati ................. .July 31 - Aug I 

sos. Market Segmentation Research 
New York .............................. May 3-4 Cincinnati ............................ Aug 2-3 
San Francisco .................. June 19-20 Atlanta ................................ Dec 6-7 

so6. Customer Satisfaction Research 
New York .......................... May 16-17 Chicago ............ .................. Aug 8-9 
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Denver .............................. Aug 14-15 

6o2. Tools & Techniques of Data Analysis 
Atlanta ........................ Feb 29-Mar 3 Cincinnati ................ Aug 29 - Sep I 
New York ............. .. .. ......... Apr 25-28 New York .............................. Oct 3-6 
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Chicago ............................. .Jul 18-21 Raleigh ............................ Dec 12-15 
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Las Vegas ........................... .June 6-9 Atlanta .................... Nov 28 - Dec I 
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6o4- Data Analysis: A Comprehensive Hands-on PC Based Workshop 
Cincinnati ........................ Mar 29-31 Cincinnati ............ ............ Oct 18-20 
Cincinnati ....................... .June 14-16 Cincinnati ............................ Dec 6-8 
Cincinnati ........................ Aug 16-18 

6os. Practical Conjoint Analysis & Discrete Choice Modeling 
San Francisco .................... Apr 17-18 Atlanta .............................. Oct 24-25 
New York ......................... .July 11-12 

6o6. Data Mining Tools & Applications 
San Francisco .................... Apr 19-20 Atlanta .............................. Oct 26-27 
New York ......................... .July 13-14 

701. International Marketing Research 
Chicago ............................. .Jun 28-29 New York .......................... Oct 25-26 
San Francisco ...................... Aug 8-9 

8o1. Using Marketing Information for Better Decision Making 

New York ...... .................... Mar 29-30 Cincinnati ....................... . Dec 13-14 
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No one expects a little kid tb wa tch the eve,ning news or si t through a boring 

ecture. And yet, market researchers routin ely ask kids to sit throuah l'ery 

grown-up, 11ery tedious pencil and paper ques tionnaires. To help Ol'ercome the 

••-..:.problems if conducting intervieiVs with kids, C&._R offers CRIMSON a kidjriendly, 

computerized interview system. CRIMSO engages kid with fun graphic , 

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

surveys are stretched from near zero to 30 minutes or mora. For a demon tration 

sure to hold your attention too, contact Megan Burdick at C&){ Re earch. 

C&._R 
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Services 
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