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You just can't get more accurate, on-target results than those from OAC. We are the one­
stop-shop for your telephone interviewing, data management and data processing needs. 

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

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

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

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

Telephone Interviewing 

Data Management 

Data Processing 

Data Collection 

CATI System 

Predictive Dialing 

Bi-lingual Capabilities 
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a computer-administered survey system, to do things ordinary pencil and paper _..._ 
studies simply cannot do. Like create virtual prototypes for new products and 

C&J\ 

Research 

Services 

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

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

research purists want to switch, from regular to leadjree. 
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Want to know more? 
Give us a call at 1.800.363.422Q 
or visit our homepage at 
http://www.opinionsearch.com 

With our powerful suite of survey software tools we can program 
for both CATI and the Internet in a single pass. Complex 

branching logic. block and question rotation. randomization 
- if you can do it on the phone. we can do it on the Net 

·; .. lOOO/o transparent research process 
:. RUts you in control. 

'- .f'-. • • • : 

Observe every aspect of the data collection process remotely: 
0 monitor the progress of every call 
0 view dispositions. quotas and completion rates in real time. 
0 Virtual Private Network (VPN) provides ultra-secure Internet access 

for updates and data files. 



~racusVision™ ... 
M EM BE R FA C 1 L 1 T 1 E s The largest network of top-rated facthttes. 

* OnlineNow 
ARIZONA 
Phoenix: 

FIELDWORK PHOENIX 
FIELDWORK PHOENIX 

SCOTTSDALE 
* FOCUS MARKET RESEARCH, INC. 

-GroupNetTM 
PLAZA RESEARCH-PHOENIX 

CALIFORNIA 
Northern 
San Francisco: 
* CONSUMER RESEARCH 

ASSOC./SUPEROOMS 
ECKER AND ASSOCIATES 

* FLEISCHMAN FIELD 
RESEARCH, INC. * NICHOLS RESEARCH, INC. 
-GroupNetTM 

PLAZA SAN FRANCISCO 
San Francisco (suburban]: 
* NICHOLS RESEARCH, INC. 

-GroupNetTM 
San Jose: 

Southern 
Los Angeles * ADEPT CONSUMER TESTING, INC. 

-GroupNetTM * ADLER-WEINER RESEARCH 
MECZKA MARKETING/ 

RESEARCH/CONSULTING 
MURRAY HILL CENTER WEST 

NATIONAL QUALITATIVE 
NETWORK (Quick Test) 

PLAZA LA 
SAVITZ FIELD & FOCUS 

* SCHLESINGER ASSOCIATES * TROTTA ASSOCIATES 
L.A. Orange County * ADEPT CONSUMER TESTING, INC. 

-GroupNetTM 
FIELDWORK,L.A. -

IN ORANGE COUNTY 
TROTTA ASSOC. IRVINE 

San Diego 
LUTH RESEARCH SAN DIEGO * TAYLOR RESEARCH-GroupNetTM 

COLORADO 

* COLORADO MARKET RESEARCH 
FIELDWORK DENVER, INC. 
INFORMATION RESEARCH 
PLAZA DENVER 

CONNECTICUT 
banbury 

MARKETVIEW, INC. 
Stamford * FOCUS FIRST AMERICA 
FLORIDA 
Fort Lauderdale 

PLAZA RESEARCH * WAC OF SOUTH FLORIDA, INC. 

Jack;!~o:tli:et1M 
IRWIN RESEARCH SERVICES 

Miami * NATIONAL OPINION 
RESEARCH SERVICES 

Orlando * SCHLESINGER ASSOCIATES 
Tampa 

SUPERIOR RESEARCH * TAl-TAMPA BAY INC. 

Denver * THE HERRON GROUP OF 

GEORGIA 
Atlanta 

FIELDWORK ATLANTA 
* JACKSON ASSOCIATES, INC. 

-GroupNetTM 
PLAZA RESEARCH-ATLANTA 
SUPERIOR RESEARCH 

ILLINOIS 
Ch1cago- Downtown * ADLER-WEINER RESEARCH 

CHICAGO FOCUS 
FOCUSCOPE, INC. 
MURRAY HILL CENTER * NATIONAL DATA RESEARCH, INC. 

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

Chicago- Suburban 
FIELDWORK CHICAG~ORTH 
FIELDWORK CHICAGO-O'HARE 
FIELDWORK CHICAGO-

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

* NICHOLS RESEARCH, INC. 
-GroupNetTM * ACCUDATA MARKET TAMPA, INC.-GroupNet'M * OAKBROOK INTERVIEWING CENTER 

RESEARCH, INC.-GroupNetTM QUALITY CONTROUED SERVICES 

t=ocu Vision Worldwide, Inc. 1266 East Main Street, Stamford, Connecticut 06902-3562 • Tel: 800-433-8128 



* SMITH RESEARCH 
INDIANA 
Indianapolis 
* HERRON ASSOCIATES, 

INC.-4roupNet""" 
KANSAS 
Kansas City 

THE FIELD HOUSE 
QUALITY CONTROLLED SERVICES 

MASSACHUSETTS 
Boston * BERNETT RESEARCH * BOSTON FIELD & FOCUS 

PERFORMANCE PLUs-GroupNet""" 
FIELDWORK BOSTON 
FOCUS ON BOSTON 
FOCUS POINTE BOSTON 

MARYLAND 
Baltimore * CHESAPEAKE SURVEYS, INC. 

-4roupNetTM * HOUSE MARKET RESEARCH 
MICHIGAN 
Detroit 

QUALITY CONTROLLED SERVICES 
MINNESOTA 
Minneapolis 

FIELDWORK MINNEAPOLIS * FOCUS MARKET RESEARCH 
-4roupNetTM 

New Focus Vision 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 Focus Vision and 
we'll take care of the rest. You'll also have the 
flexibility to combine Internet service with video­
conferencing, 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 Online"' FocusVision Videoconferencing 
Focus Vision Online's advanced picture-in-picture technology allows you to view extreme closeups from the convenience of your PC, 
while seeing how the whole group reacts. Clients say the viewing experience is often better than being behind the mirror. 

liFacusVisian™ 
The best way to view live focus groups. 

* ORMAN GUIDANCE ASH. 
MISSOURI 
St. Louis * PETERS MARKETING 

RESEARCH, INC. 
QUALITY CONTROLLED SERVICES 

NEW JERSEY 
FIELDWORK EAST, INC. 
MEADOWLANDS CONSUMER 

CENTER, INC. 
PETERS MARKETING 

RESEARCH, INC. 
PLAZA PARAMUS * SCHLESINGER ASSOCIATES * TAl - NEW JERSEY, INC. 

NEW YORK 
New York C1ty 

FOCUS SUITEB-NEW YORK 
MURRAY HILL CENTER 
NEW YORK FOCUS 

* SCHLESINGER ASSOC. * WAC OF NEW YORK, INC.-4roupNetrM 
New York..Suburban 

FIELDWORK NY-WESTCHESTER 

NORTH CAROLINA 
Raleigh 
* L & E RESEARCH 
Charlotte 

* LEIBOWITZ MARKET 
RESEARCH ASSOC. , 

INC.-4roupNet""" 
20/20 RESEARCH 

OHIO 
Cincinnati 

THE ANSWER GROUP 
* QFACT MARKETING 

RESEARCH, INC.-4roupNet""" 
Cleveland * PAT HENRY CLEVELAND 

FOCUS GROUPS OF CLEVELAND 
SURVEY CENTER 

Columbus 
QUALITY CONTROLLED SERVICES 

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

-4roupNetrM 
* JRA 
Philadelphia-Suburban 

FOCUS POINTE-BALA CYNWYD 
FOCUS SUITES OF PHILADELPHIA 
FOCUS POINTE * GROUP DYNAMIICS..CHERRY 

HILL, INC.-4roupNet""" * PLAZA MARLTON 
QUALITY CONTROLLED SERVICES 

RHODE ISLAND 
Providence 

* BOSTON FIELD & FOCUS 
PERFORMANCE PLUs-GroupNetrM 

TEXAS 
Dallas * CONSUMER RESEARCH 

ASSOC./SUPEROOMS 
FIELDWORK DALLAS 

* FOCUS ON DALLAS, INC.-4roupNet""" 
PLAZA RESEARCH DALLAS * QUALITY CONTROLLED SERVICES 
SAVITZ RESEARCH CENTER 

Houston 
* CQS RESEARCH, INC. * OPINIONS UNLIMITED 

PLAZA RESEARCH 
WASHINGTON 
Seattle * CONSUMER OPINION SERVICES, INC. 

-4roupNet""" 
GILMORE RESEARCH GROUP 
FIELDWORK SEATTLE 

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

-4roupNet""" 
CANADA 
Toronto 

FOCUS FIRST 
TORONTO FOCUS 

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



Private labels find 
public favor 

Kids not bored with board games 
Research by Simmons Market Research Bureau, New York, shows that the 

No. 1 type of toy owned by kids today is a traditional board game. Even in According to results from the 1999 
MarketLink Shopper Survey, a major­
ity of survey participants (61 percent) 
consider the taste of private label food 
products to be "as good as name 

this high-tech age, the majority of children 
percent) said they like to play most with 
games. And what topped their lists? MolnOJ>Ol)',L 
Guess Who and Twister (which they play 
friends or family up to five times a week). brands." One in 

four consumers 
regard the taste of 
private label 
foods to be "infe­
rior to name 
brands" - the 
lowest percent 

When they are finished with their board ~(UJLJ~,, ...,......._ 

American kids tum to a variety of traditional 
high-tech toys. Here are their top picks: 
tronic home video games (73 percent); cra.voJrtsr..------....;;:~--.r-1 

(72 percent); Beanie Babie (60 percent); stuffed animals (60 percent); puz­
zles (58 percent); hand-held video games (53 percent); and dolls (51 percent). 

with these nega­
tive attitudes in five years. MarketLink, 
a Thomasville, Ga., research firm, con­
ducts the Shopper Survey each year to 
examine food shopping attitudes and 
behavior and the role of brands in food 
shopping decisions. 

When it's time to plead for a new toy, youngsters first tum to mom. The 
majority of kids polled said that she's the one who comes home most often 
with the toys. Just over half said that dad bears the toys, with grandma or 
grandpa following close behind. Youngsters as a whole may like TV, but the 
ads they see don't always send them shopping. A quarter of those polled said 
TV ads make them buy the toys. For more information call212-373-8900. 

The 1999 survey reveals a continu­
ation of a rebound in the claimed 
importance of private label brands that 
was first evidenced in 1998's study. 

The percent of consumers who regard 
private label brands as either very or 
somewhat important now stands at 56 
percent- the highest percent in five 

years. Meanwhile, the percent of con­
sumers who regard them as either not 

continued on p. 65 
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Cleveland loves its baseball 
According to a new study by New York-based Scarborough Sports Marketing, Cleveland (36 percent), St. Louis (31 

percent) and Atlanta (25 percent) score the highest concentration of avid major league baseball (MLB) fans. A quar­
ter or more of the adult population in these three cities have a "high level of interest" in the national pastime, contrasting 

with a national average of 15 percent. 
How do cities without a home team rank? Major league base­
ball is also popular (and above the national average) in a few 

select cities including Hartford, Conn., with almost one­
fifth (17 percent) of its adult population very interested 
in major league baseball; differing by only one percent­
age point is Birmingham, Ala. (16 percent). 

The major league city with the lowest percentage of 
avid baseball fans is Detroit (6 percent); Minneapolis (8 
percent) followed closely. The lowest ranking cities 

without a major league team are Salt Lake City ( 4 per­
cent); Lexington, Ky. (5 percent); and Grand Rapids, Mich. 

(6 percent). 

Top 10 Most-Awl Bas!~tlall Markets 
(percr.nt of aclult populal1on claiminq a 

.. tuol1 level of 111terest" 1n bJsetJJIIJ 
1. Clevelancl 36'~/;, 

2. Sl LOlliS 31";, 
3. AtlantJ 25°0 

4. San 01ecJo 24",, 
5. New York 21 ''o 

6. Balt11nore 19".(, 
7. Seattle 1 8'~o 

8. Hartford. Conn. 17"~) 
9. Denver tr·,, 
10. Boston 16'~n 

The study also revealed that MLB fans tend to be male (63 percent), married (58 percent) and 
a large portion of the group falls between the ages of 35-54 (40 percent). In addition, over half (54 percent) of base­
ball fans have attended college and more than two-thirds (67 percent) own their residence. 

The data for this report was compiled from August 1998 to September 1999 from release two of the 1999 Scarborough 
12-month database. Scarborough Sports Marketing measures local market consumer and lifestyle information by inter­
viewing over 170,000 adults (ages 18+) in 64 U.S. markets including all professional sports markets. 

www.quirks.com Quirk's Marketing Research Review 



Change Is Good. 

DIR now featues Quancept Data Collection Software! 
Change can come in many forms. Your company's future business strength depends on your ability 
to keep up with these fast-changing times. Directions In Research is committed to quality data 
collection procedures. Our specialties include business to business and consumer data collection, as 
well as superb recruiting. We provide qualitative and quantitative marketing research, and with a 
1 00+ CAT I station phone center, expert interviewers/recruiters and on-site focus group facilities, we 
provide the efficiency and precision you seek in marketing research. Make the change today to 
Directions In Research and experience the difference we can make in your future. 

------------ ----------- --- ============-------
DIRECTIONS IN RESEARCH" 

www.diresearch.com 

8593 Aero Drive, San Diego, CA 92123 • info@DIResarch.com • 619.299.5883 • 800.676.5883 • Fax: 619.299.5888 



• < 

. ./ li ' 11 ) ' . ' ~. :. 

Astrid Proboll has been named 
director of marketing at 
Socratic/Modalis Research 
Technologies, San Francisco. 

Fred Efird has been named presi­
dent of RestaurantSurveys.com, the 
on-line research division of The 
Dohring Co., Glendale, Calif. 

The Atlanta office of Eagle 

4 

Research has announced a number of 
staff additions and promotions: 
Marie Brown has been promoted to 
qualitative manager; Bobby Griffin 
has been promoted to qualitative 
facilitie coordinator; Donna 
Barnhill has been named research 
analyst; Dan Spencer has been 
named coder/editor; Constance 
Piperno has been promoted to qual­
itative director; and Shelandria 
Morgan and Foluke Blackwell have 
been promoted to supervisor in the 
quantitative research department. In 
the Denver office of Eagle Research, 
Michael Sebastian has been pro­
moted to quantitative supervisor and 
Nichole Kilbourn has been promot­
ed to office manager. 

Merrie Thorpe and Grete Stevens 
have joined Stratford Associates 

What your online research needs 

Research companies: Don't choose the wrong tools ... 
we customize our online research system for you. 

206.32 8.9 885 i nfo@e-va I uations.com 

Marketing Research, Inc. as consul­
tants in its Needham, Massachusetts 
office. 

Knowledge Systems & Research, 
Syracuse, N.Y., has named Micheline 
Magnotta research analyst. In addi-

tion, Elaine Hynes has been named 
director of strategic analysis and senior 
consultant. 

Tracy Schoenadel has joined Taylor 
Nelson Sofres Intersearch, White 
Plain , N.Y. as a vice president, sports, 
event and sponsorship. Charles 
Humenn has been named vice presi­
dent, media and entertainment. 

Moore Response Marketing 
Services, Bannockburn, Ill., has named 

Swager 

Doug Swager director of analytical 
services. 

Creative Research Services, Inc. has 
named Frank McGinn senior vice 
president. McGinn will direct the 
account services team of the firm' 
newly opened Dallas office. In addi­
tion, Lisa Bell has been named project 

continued on p. 150 
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ARE YOU STILL BUYING MARKETING RESEARCH 

DONE THE OLD-FASHIONED WAY? 

©2000 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.greenfield.com 888.291.9997 

Greenfield Online 
Leading the Research Revolution® 



Annual IT services 
industry studies 

Atlanta-based Specifics , Inc. has 
initiated distribution of participant 
packages for its annual IT Services 
Industry Studies. To be published 
in May 2000 are: 

• IT Services Productivity, 
Practices, and Trends (13th 
Edition) 

• IT Services Executive and 
Management Compensation (4th 
Edition) 

• IT Services Compensation and 
Billing Practices (6th Edition) 

Conducted annually, these three 
studies examine the highly competi­
tive IT services industry. 
Additionally, the studies will be avail­
able free of charge for participating 
companies. For more information 
visit www.specifics.com. You can 

12 

request a participant package by 
sending an e-mail to 
sflynn @specifics.com or by calling 
800-487-1600. 

Firm adds on-line survey 
capabilities 

WMB & Associates (WMB&A), 
an Apopka, Fla. , research firm, now 
offers clients the facility to conduct 
both Web- and e-mail-ba ed surveys. 
Through pre-selected or purchased e­
mail lists clients can obtain near real­
time con umer and business 
research. WMB&A acts as the 
intermediary to en ure 
confidentiality. There is e-mail alert 
invitation/notification, password 
access control, automatic screening 
to avoid multiple responses and the 
ability to do follow-up inquiry to 
non-respondents. For more 

information contact William M. 
Bailey at 407-889-5632. 

Web site serves as data 
warehouse 

1010 Data, Inc. , a New York appli­
cation service provider, has launched 
its Web-based database subscription 
ervice. The service allows end users 

to analyze large databases in Internet 
time - with little or no involvement 
of IT professionals. The software 
runs on the company 's servers. Any 
customer can access 1010 Data's ser­
vice with a standard Web browser. 
Using the service, a user uploads 
their data to 1010 Data ' s secure 
servers and can instantly query the 
data, generate cross -tabulations , 
charts, reports and combine their data 

continued on p. 63 

Leaders in U.S. Hispanic 
& Latin American Research 

• Experts in U.S. Hispanic and Latin American research, 
including accomplished bilingual, bicultural moderators. 

• Full range of qualitative and quantitative services. 

• Focus groups, mini groups, in-depth interviews, 
ethnographic research. 

• Copy-testing, teen poll and tracking studies. 

• Exclusive Latin American psychographic study 

• Over 100 CATI stations at MD liS, our state-of-the-art 
data collection facility. 

For more iriformation, please contact 
Everett Hernandez, at (619) ~618 

or email everett.hernandez@mktdBv.tnsojres.com. 
VISit our websit8 at www. mktdBv.tnsojres.com! 

www.quirks.com Quirk's Marketing Research Review 
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offering an ongoing seminar series at its 
New York offices on the second and fourth 
Wednesday of each month. Mornings will 
showcase designing and running Web sur­
veys; afternoons will outline advanced tab­
ulation and interactive analysis options. 
For more information call212-447-5300 or 
visit www.spss.com/spssm r. 

MYSTERY SHOPPING CONFERENCE: 
The Mystery Shopping Providers 
Association (MSPA) will hold its annual 
conference on May 17-20 at the Wyndham 
Garden Hotel in Key Biscayne, Fla. The con­
ference will include seminars, workshops 
and social activities. For more information 
call Kathleen McHugh at 847-375-4842 or 
visit www.mysteryshop.org. 

AAPOR CONFERENCE: The American 
Association for Public Opinion Research 
(AAPOR) will hold its annual conference on 
May 18-21 in Portland, Ore. For more infor­
mation visit www.aapor.org. 

ADVANCED TECHNIQUES FORUM: The 
American Marketing Association will hold 

its Advanced Research Techniques Forum 
(ART Forum) on June 4-7 at the Marriott 
Hotel in Monterey, Cal if. For more infor­
mation visit www.ama.org . 

FROST & SULLIVAN CONFERENCE: 
Frost & Sullivan will hold its third annual 
Advanced Marketing Research Conference 
and Exhibition on June 5-8 at the Alexis 
Park Resort and Spa in Las Vegas. For 
more information call Bruce Hirsch at 212-
964-7000 ext. 275 or visit 
www.frost.com/conferences/MRT. 

PMRS ANNUAL CONFERENCE: The 
Professional Marketing Research Society 
(PMRS), North York, Ontario, will hold its 
annual conference from June 5-9 at the 
Westin Harbour Castle Conference Centre, 
Toronto. For more information call 888-
815-PMRS or visit www.pmrs-aprm.com. 

MRA ANNUAL CONFERENCE: The 
Marketing Research Association (MRA) 
will hold its 42nd annual conference on 
June 7-9 at the West i n Hotel in 
Seattle. For more information visit 
www.mra -net.org. 

When You Need Your Job Done Right 
And On Budget 

Call The Telephone Research Professionals 
Telephone research is our only business. And we've been doing it for more than 20 
years, serving a blue-ribbon list of researchers and end-users across the country. 
With the latest technology. With full support service, from in-house CATI 
programming thru advanced data processing. And a total commitment to quality. 

Consumer • Executive • Industrial • Medical 

RSVP RESEARCHSERVICES 
The standard of quality in telephone research 

215-969-8500 
Fax: 215-969-3717 • Email: rsvp @r svpres earch.com 

Neil Blefeld 
Co-CEO 

1916 Welsh Road 
Philadelphia, P A 19115 

Michael Feldman 
Co-CEO 

Gladson & Associates, a Lisle, Ill., 
product database firm, has acquired 
C hicago-based Information 
Resources, Inc. 's National Product 
Library. The two firms have formed a 
joint venture to serve the e-comrnerce 
needs of each company's customers. 
Separately, IRI has reached an agree­
ment with Stater Bros. Markets in which 
the grocery store chain will provide IRI 
with census-level data from its stores. In 
other news, IRI has opened an office in 
Bentonville, Ark., to serve its local con­
sumer packaged goods clients. In addi­
tion, IRI and Procter & Gamble have 
signed an agreement in which IRI will 
continue to be the company's primary 
provider of UPC-based research and 
insight in the U.S. 

Field & Focus, a Lake Worth, Fla., 
research firm, ha added a DSL line for 
ActiveGroup access. For more infor­
mation call Sherry Lane at 800-881-
8301. 

Mature Marketing and Research, 
Boston, has published the results of a 
pilot survey conducted with the 50+ 
population. Survey categorie include 
automotive, financial services, (bank­
ing/investment), computers and Internet 
u age, fast-food/restaurant usage, health 
care, retirement plans, vacation plan­
ning/hotel selection. For a free copy, 
send an e-mail to Les Harris at mmrhar­
ris@ aol.com or a fax to 617-723-1254. 

Blauw M arktonderzoek , a 
Netherlands-based research firm, ha 
joined the INRA (Europe) network. 

E-tabs, formerly ISPC, has moved 
to 4 Gresham Gardens, London, NW11 
8PB, England. 

Canada Market Research, Toronto, 
has changed its name to IFOP CMR. 
The change reflects the sale last fall of 
CMR to IFOP, a French research con­
cern. 
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TRAVEL RESEARCH CONFERENCE: The 
Travel and Tourism Research Association 
will hold its annual conference on June 11-
14 in the San Fernando Valley, Calif. For 
more information call Mark Okrant at 603-
535-2364 or visit www.ttra.com. 

WEB/ON-LINE SURVEY SEMINARS: The 
Institute for International Research will hold 
an installment of its Web-based Surveys 
and Online Research Seminar Series at the 
Hilton San Diego on June 12-14. Core 
issues such as reliability, validity, response 
rates, projectability and anonymity will be 
addressed. For more information call 888-
670-8200 or visit www.iir-ny.com. 

FOCUS GROUP BOOT CAMP: On June 
16-17, the Greeley Institute will present the 
"Focus Group Boot Camp," a workshop for 
managers who use or authorize use of 
focus group research . For more informa­
tion call 617-946-0755. 

ON-LINE RESEARCH SUMMIT: IQPC will 

The Broadcastweb Network, a 
Maine-based firm that owns and oper­
ates several Internet radio stations, has 
joined the InfoStream Webcast ratings 
alliance of Arbitron Internet 

hold an on-line research and Web survey 
summit on June 27-28 at the Ambassador 
West, Chicago. For more information call 
800-882-8684 or visit www.iqpc.com. 

ETHNIC MARKETING CONFERENCE: The 
European Society for Opinion and 
Marketing Research (ESOMAR) will hold 
its Ethnic Marketing Conference on July 2-
4 at the Paris Hilton Hotel. For more infor­
mation visit www.esomar.nl. 

CLARITAS CONFERENCE: The annual 
Claritas Precision Marketing Conference will 
be held on July 16-19 at the Loews 
Coronado Bay Resort in San Diego. With 
the recent transfer of National Decision 
Systems (NOS) to an operating division of 
Claritas, each company's annual users' con­
ference will be combined . Breakout sessions 
will feature success stories, case studies 
and industry-specific marketing solutions. 
For more information contact Melissa Barry 
at 800-866-6510, ext. 575, or at mbar­
ry@claritas.com or visit www.claritas.com. 

Information Services, New York. 

CARMA International , a 
Washington, D.C., media analysis firm, 
has extended its services to India through 

a joint venture with Media Research 
Services, Bangalore, India. 

Telmar Group, a New York supplier 
of media planning software, has formed 
an alliance with Strata, Inc., a Chicago 
media-buying software firm, to offer an 
integrated supply of software systems 
for media planning and buying. 

Chicago-based Trans Union has pur­
chased a minority interest in Credi 
Cromer, which operates Costa Rica's 
largest credit information database. 

Chamberlain Research 
Consultants has moved to new offices 
at 710 John Nolen Dr., Madison, Wis., 
53713-1422. The new facility features 
three focus group suites, one-on-one 
interviewing rooms and a commercial 
kitchen. For more information call 608-
246-3010. 

Opinion Research Corp ., 
Princeton, N.J., has introduced a new 

continued on p. 68 
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Editor's note: Tim Glowa and Sean Lawson are partners 
in North Country Research, Calgary, Alberta. They can be 
reached at403-208-3953 or at tim.glowa@ncresearch.com 
or sean.lawson@ncresearch.com. This article is based on 
a presentation by Tim Glowa to the Sixth Annual 
International Air Transport Association Market Research 
Conference in Geneva, Switzerland on December 8, 1998. 

Consumer behavioral models provide a quantitative 
measure of the relative importance of one attribute as 
opposed to another. The most direct method of deter­

mining this importance is simply to ask people what i 
most important. The problem is that most respondents will 
simply mention that everything is important. Researchers 
saw the need to infer the relative importance of various 
attributes. 

A very popular tool for modeling consumer behavior, 
since its appearance around 1970, is conjoint analysis. This 
tool, despite its widespread popularity, should not be used 
because of several critical assumptions inherent in its design 
which lead to faulty predictions. Discrete choice modeling 
was created to combat the deficiencies associated with tra­
ditional conjoint. 

After reviewing the history of choice experiments, 
this article compares choice models with traditional 
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conjoint analysis. 

Where do choice experiments come from? 
Choice experiments have a long and distingui hed tradi­

tion, beginning with Louis L. Thurstone's 1927 paper in 
Psychological Review on paired (comparison) choice exper­
iments. Present interest in choice experiments derives from 
three major breakthroughs in theory and methods, which 
have occurred since the mid-1970's: 

1. Random utility theory (RUT) and multiple choice 
models. 

Although Thurstone originally proposed what has come 
to be known as random utility theory (RUT), he was unable 
to extend it to the case of choices among more than two 
alternatives, such as three or more brands, vacation desti­
nations, transport mode , etc. The key extension, which 
has lead to the widespread adoption and application of mul­
tiple choice models, is attributable to Dan McFadden, who 
extended Thurstone's ideas in a seminal 1974 paper in 
"Frontiers in Econometrics," edited by Zarembka. In this 
and subsequent papers, McFadden and others extend the 
basic theoretical ideas and how how they can be applied to 
a plethora of practical problem . In marketing and strategic 
research, multiple choice models have been applied to a very 

continued on p. 72 
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INGREDIENTS: 
1 GENESYS National RDD Sample 
1 GENESYS-IDplus attended screening service 

PREPARATION: 
Generate and process sample. 
Allow 2 hours or less with easy Internet or telephone/fax ordering. 

R ESULT: 
GENESYS Nationalplus sample. Enjoy the highest 
household hit rates available (approaching listed levels), 
with the pure, unadulterated statistical integrity 
GENESYS is known for. 

At GENESYS Sampling Systems, we know that 
there are many ingredients in a successful 
research project, and none is more critical than 
a quality sample. That is why we are sharing this 
successful recipe with you. The combination of 
our proven RDD methodologies processed with 
our exclusive GENESYS-IDp/us attended 
screening service produces simply the most 
cost-effective national ROD sample available. 
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Editor's note: Harry Vardis is pres­
ident of Creative Focus, Inc. , an 
Atlanta research firm. He can be 
reached at 404-256-7000 or at 
vardis@ mindspring. com. Sandra 
Vasa-Sideris is an associate professor 
in the School of Management at 
Southern Polytechnic State University, 
Marietta, Ga. She can be reached at 
770-528-3155 or at 
svasasid@spsu.edu. This article was 
first published in the Journal of 
Business & Industrial Marketing, Vol. 
15, Nos. 2/3. 

C
reativity is essential to the 
development of positioning 
strategies. However, in order 
for these creative solutions to 
be implemented, the client 

must be willing to accept them. Built 
on a foundation of extensive research 
and practice in the field of creativity, 
the PISCES5

M process (plan, imagine, 
select, create, evaluate, start) is a guid­
ed creative process that leads to suc­
cessful positioning action plans. By 
design, the process is structured to 
engage the client from the beginning, 
thereby increasing buy-in of the cre­
ative solutions that are developed and 
putting clients in the driver's seat. The 
five-step PISCES process has been 
used to develop new advertising as 
well as to create new products, extend 
a product line, and to reposition an 
existing product. This article provides 
an overview of the steps in the process, 
including some of the creativity tools 
used and presents an example of suc­
cessful application of the process. 

Differentiate 
In our competitive society, compa­

nies recognize the need to differenti­
ate their products and services from 
others. A differentiating strategy has 
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the following characteristics: 
• credibility; 
• durability; 
• unique benefit; 
• meaningful benefit (to the target 

group); 
• executable in advertising or other 

public relations vehicles; 
• relation to a feeling, a need, or a 

desire in the target's mind; 
• consistency with the perception of 

the product/ ervice performance. 
The process of developing the dif­

ferentiation strategy is achieved in a 
variety of ways. Trout ( 1996) provides 
a number of examples of the contri­
bution a consultant can make in gen­
erating new positioning statements. 
Schultz, Tannenbaum, and Lauderhom 
( 1994) provide guidance on the types 
of issues to be addressed. And, 
Aacker's (1996) model for brand iden-
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tity planning include dimensions and 
beliefs to be addressed. However, the 
actual steps taken to achieve the strat­
egy are not so clearly defined. 

Experience in working with clients 
suggests that leadership for developing 
positioning may be taken by an inter­
nal marketing team in some compa­
nies , while in others , an external 
agency, consultant, or public relations 
firm takes the lead. The basis for gen-

May 2000 www.quirks.com 

time from initiation of discussions 
on positioning to delivery of the cre­
ative campaign. AT&T found, in an 
internal study of its own positioning 
process, that it took approximately 11 
months to go from concept genera-

' '"~, .. ,.,._ tion to the point where creative work 
was completed. In an era where 
speed to market is critical, AT&T 
could not afford to have such a 
lengthy cycle time. Revisions to the 
process at AT&T resulted in a reduc­
tion in cycle time to about three-and­
a-half months. 

Planning is critical to having an 
effective and efficient process, so is 
the involvement of key people. 
Chrysler has reduced the time from 
concept development to manufactur­
ing a car from four years to less than 
two by establishing cross-functional 
teams including representatives from 

;iiallfiariiiiiil design, finance, suppliers, and other 

erating the positioning may come from 
focus groups conducted to gain insight 
into customers' perceptions or from 
an in-depth analysis of the positioning 
of competitors to identify possible 
opportunities. 

These approaches may involve mul­
tiple iterations of positioning state­
ments and creative work due to having 
to go back and forth between the 
groups. This also may increase the 

groups to expedite the process. 
At Chrysler, the CEO was instru­

mental in creating and leading the 
vision for change. This is true in cre­
ating a positioning strategy. Trout 
(1996) highlights the role of the CEO 
in the repositioning of Lotus as 
groupware. But in the Lotus exam­
ple, the repositioning was developed 
first, then the CEO took an active 
role in promoting the new vision. 

Based on extensive work in mar­
keting research and creativity in 
problem solving (Isaksen and 

Treffinger, 1985; VanGundy, 1980), a 
facilitated creative process was devel­
oped which incorporates involvement 
of key players including the CEO, 
where appropriate, from the outset. 
The process has been found to be 
effective in achieving participant com­
mitment, desired results, and efficient 

continued on p. 54 
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Editor's note: Liza von Claparede 
is president of LvC Company, a 
Saginaw, Mich., business development 
and sales training firm. She can be 
reached at 517-799-6921 or 
wvcn@prodigy.net. 

once saw Jerry Seinfeld do a 
wonderful routine in which he 
mentioned a survey of the 
American public in which a 
majority of respondents (92 per-

cent) admitted they were more afraid of 
public speaking than they were of 
death. He asked the audience to ponder 
this for a minute and then he observed, 
if the data is to be believed, it would 
appear that 92 percent of individuals 
attending any given funeral are going 
to be more comfortable in the coffin 
than they would be on the dais giving 
the eulogy! 

I love that Seinfeld routine because 
it reminds me of the way most people 
react to cold-calling. Over the years, 
cold-calling has become the most 
berated of marketing tactics and the 
reason is clear: most people do it so 
badly that it is as painful to execute as 
it is to listen to. And this is a shame. 

Before you opt for the comfort of 
the coffin (like the folks in Seinfeld's 
survey) consider this: In my final year 
working in corporate America- i.e., 
working for someone else - I gener­
ated nearly $1 million in new business 
-just me and my telephone. No 
tricks, no games, no snake oil. The 
company that employed me was a 
small, full-service market research 
firm. Using my "rules" and some other 
skills I had perfected along the way, we 
achieved amazing revenue growth and 
client acquisition. This same firm, 
years earlier, had had serious doubts as 
to whether research could be sold at all 
using the telephone. 

From my two decades of selling 
(both in and out of the research indus­
try), I can tell you that cold-calling is 
the single most expedient, cost-effec­
tive way to generate new business. It is 
more immediate than advertising, more 
compelling than direct mail, and faster 
than networking. When done correct-
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ly, cold-calling can yield astounding 
results, and it can do so without huge 
capital expenditures, cash outlays, or 
an increase in staff. 

But market researchers are typically 
not good cold-callers. It's not because 
they don't know their product or their 
target audience. Nor do they lack 
enthusiasm and technical knowledge. 
It's because they haven't been trained 
to sell a product or service- and cer­
tainly not over the phone. Research is 
a serious business and researchers have 
come to doubt the respectability of a 
cold-call. Additionally, many firms are 
small to mid-size, with 

abilities of the company you represent. 
Simple clues like the timbre of your 
voice, the strength with which you 
speak, and the words you choose to 
use can communicate confidence to 
your prospect. 

Rule #3: Find common ground. 
Many times in a cold-call, the listener 
is not really listening to you. He or she 
is actually trying to figure out how or 
where you got their name. Remove this 
distraction by telling them right up 
front. Maybe you got their name from 
an association directory or from a 
newspaper article. Tell them so imme-

principals as owner-oper­
ators. When your name is 
on the door it becomes 
harder to separate yourself 
from the product. Picking 
up that phone is equiva­
lent to putting yourself out 
there and many research 
professionals are not com­
fortable doing that. 

Many times in a cold­
call, the listener is 

To address this discom­
fort, and in an effort to 
make a case for cold-call­
ing as an effective way to 
sell research (be it full or 
field services), I will share 
a few strategies which I 
think might be helpful to 
those firms who want to 
increase revenues by 
engaging in a sales pro­
gram that embraces cold­
calling. I call these strate­
gies "The Rules of 
Engagement" and they 
have served me well. 

not really listening to 
you. He or she is 
actually trying to 
figure out how or 

where you got their 
name. Remove this 

distraction by telling 
them right up front. 

Rule # 1: Be clinical. 
Approach the cold-call effort with an 
emotional detachment. Business-to­
business cold-calling is much different 
from consumer work and there aren't 
many professionals who hang up on 
you. Nevertheless, you will certainly 
reach people who are not at all inter­
ested in speaking with you, so a thick 
skin is a valuable resource! 

Rule #2: Exude confidence. Any lack 
of confidence on your part will be con­
strued as a lack of confidence in the 

diately. It helps to break the ice because 
it shows that you are aware of, and 
involved in, things that affect and/or 
serve the industry. 

Rule #4: Know your purpose. When 
you pick up the phone to call a 
prospect, know what you are going to 
say. As the individual who instigated 
the contact, you must set the direction 
of the call. You should be prepared to 

continued on p. 76 
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Editor's note: David D. Fish is 
strategic research manager for Toyota 
Motor Sales USA, Inc., Torrance, Calif. 
He can be reached at 310-618-4213 or 
at david_fish@toyota.com. 

ver the years there has been a fair 
amount of debate about how to 
increase response rates in con­

sumer mail studies. This is only natur­
al, since mail studies are increasingly 
expensive and boosting response rates 
just a few percentage points can mean 
saving thousands of dollars. This issue 
has become especially cogent recently, 
with the vast number of mail surveys 
competing for consumers' attention. 

The short test below is based on 
experience and academic research on 
the topic. Below is a list of commonly 
held beliefs about response rate 
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improvement; some are fact, some fic­
tion. While there are no absolutes in 
research, the preponderance of evi­
dence seems to support the an wer 
below. Test your skill in this short 
true/false test. 

I) True or false: The use of color will 
increase response rates in mail studies. 

False. Slapping orne color onto an 
existing questionnaire will not increa e 
response rate. Even a careful redesign 
that adds graphics and multiple colors 
tends to have a minimal impact. In fact, 
it may decrease your response rate. If 
your questionnaire is too glitzy it may 
be perceived as a direct mail piece and 
imply be tossed into the trash. 

However, that is not to say that your 
questionnaire should be sloppy or 
poorly designed. Questionnaires 

should look professional and official, 
with clearly-worded questions that are 
ea y to complete. The layout of the 
que tionnaire hould also be simple to 
follow, without a maze of skip patterns 
and a menagerie of arrows pointing to 
separate parts of the questionnaire. The 
best advice: keep it simple and clean. 

2) True or false: Stamps on return 
envelopes will increase your response 
rate over pre-printed postage-paid 
envelopes. 

False. Intuitively, you may think 
stamps on an envelope rather than a 
sterile postage-paid marking would 
increase your response rate. That has 
not been my experience nor ha it been 
reported in the academic literature. 
Since postage-paid permit are typi­
cally cheaper and require less labor 
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(no one has to lick all those stamps!) 
you might as well go with the pre­
printed postal permit approach. 

3) True or false: The length of the 
questionnaire significantly effects 
response rates. 

True. This can have quite dramatic 
effects on response rates. However, 
the word "length" can be misleading. 
If you squeeze eight pages of content 
into four pages, you will get an equal­
ly dismal response rate. The optimal 
approach is to triage your most 
important questions for inclusion into 
your questionnaire, then front-load 
your questionnaire with the easiest 
questions first. Alternatively, design 
some kind of logical flow for the 
questionnaire. For example, in a buy­
ing-process questionnaire you would 
want the questionnaire sections to 
correspond with the buying process. 
The bottom line is, the shorter the 
survey, the better the response rate 
- so choose your questions wisely. 

4) True or false: A recognizable name 
brand will increase response rates. 

You bet. The more well-known the 
brand name (e.g., Toyota), the more 
likely it will help response rates. 
However, the need for sponsorship 
anonymity may preclude this option. 
For example, if you are trying to get 
an honest evaluation of your product 
versus other products it would not be 
a good idea to include your compa­
ny's name on the cover letter. 

However, if it is a quality survey for 
a product purchased from your com­
pany, the survey provides the added 
benefit of generating customer good­
will. A follow-up satisfaction survey 
on product purchase conveys to cus­
tomers that the company really cares 
about their satisfaction, which may 
increase post-purchase satisfaction 
and possibly repeat sales. 

5) True or false: Incentives to 
increase response rate are cost-effec­
tive. 

Not usually. While incentives cer­
tainly work to get your response rates 
up, they are sometimes not as effec­
tive as simply buying additional 
names. However, that approach also 

has its drawbacks in the form of 
increasing the menace of non­
response bias in your sample. 
Incentives are good to use in general, 
but particularly for hard-to-reach 
populations (e.g., vegetarian truck 
drivers). However, sometimes for the 
cost involved, incentives just do not 
make financial sense. 

6) True or false: Greenbacks work 
better than non-monetary incentives. 

Everyone loves money; survey 
respondents are no exception. In gen­
eral, cash is the best way to get peo­
ple to fill out surveys. While other 
methods (phone cards, lottery, etc.) 
also provide a bump in response rate, 
cash still seems to do the best job in 
increasing response rates. However, 
other approaches, such as giving 
away merchandise with your compa­
ny logo, can provide the added mar­
keting benefit of getting some expo­
sure for your company. Again, you 
might want to consider this in a cus­
tomer satisfaction setting. 

7) True or false: "Pre-notification" 
postcards increase response rates. 

There is limited evidence that the 
pre-notification post card increases 
response rates. When post cards have 
been shown to work, the effect is gen­
erally minimal. This modest response 
rate bump may not worth the money. 

8) True or false: "Reminder" post­
cards increase response rates. 

Reminder cards appear to have a 
slight impact on increasing response 
rates. However, you may want to 
weigh the cost of sending them out. If 
it is a hard-to-reach sample, or you 
are especially concerned about non­
response bias, I would recommend 
this approach as good way to create a 
modest increase in your response rate 
for a nominal cost. 

Serious business 
Well, how did you score? Raising 

response rates is serious business 
and trial-and-error of techniques can 
be expensive. Using the points above 
as guidance will allow you to use 
your market research dollars more 
effectively. r~ 
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Editor's note: Karen P. Gon9alves 
is president, and Michelle Gon9alves 
is consultant, at Delphi Market 
Research, Medford, Mass. They can 
be reached at 781-393-6600. 

We have all heard about the 
Kano method, and how it can 
supposedly allow researchers 

to quickly and inexpensively break 
down preferences about a certain 
product or service and thus: 

• accurately focus the direction of 
development; 

• lower product and service devel­
opment costs; 

• shorten time to market and; 
• increase the probability that new 

or refined offerings will be success­
ful. 

Clearly, these are very big claims, 
so it is worthwhile to explore if and 
how you might use this method. 

The Kano method, developed by 
Dr. N oriaki Kano of Tokyo Riko 
University less than 10 years ago, is 
related to conjoint analysis, in that 
comparisons, rather than discrete 
answers, are an important part of the 
interpretation. But unlike conjoint 
analysis, the respondent is not asked 
to make trade-offs or choices among 
options. Rather, respondents inde­
pendently rate their pleasure or dis­
pleasure with the way in which up to 
two dozen variables are delivered to 
them. The pleasure/displeasure 
answers allow researchers to classify 
each variable as attractive, one­
dimensional, must-be, or indifferent. 
These categories are defined as fol­
lows: 

• An "attractive" attribute is simply 
that- attractive. There is no penal­
ty for not including an attractive ele­
ment, but including it makes the prod­
uct or service better to use, differen­
tiates it from competing offerings, 
and will "delight" the user. An exam­
ple of this might be high-end speak­
ers for a computer. They can add 
greatly to the enjoyment of the offer­
ing (one can now listen to high-qual-

www.quirks.com Quirk's Marketing Research Review 



~ TM 

~roup I• 

The Original. The Best. The One that started it all ... 
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ity music while working), but very 
few people would not buy a certain 
computer because it did not include 
high-end speakers. They are an attrac­
tive extra, marketed as an element that 
differentiate your computer from 
competing models. 

• A "one-dimensional" characteris­
tic is one where more i alway better. 
A lower degree of functionality in a 
one-dimensional characteristic will 
di plea e cu tamers, and a higher 
degree of functionality will please 
them. An example of this might be 
processor speed in a computer. We all 
want faster computers, and we have 
yet to find a consumer who decides 
that a computer is ju t too fast. 
Furthermore, a slower computer will 
alway be perceived as less pleasing. 

• A "mu t-be" characteri tic is one 
the customer considers essential. It is 
much closer to a binary rather than a 
one-dimensional characteristic. 
Without it, a consumer will not buy­
you are not a serious contender in an 
industry unle s your offering provides 
all of the must-be characteristics. 
Continuing with the computer exam­
ple, a CD-ROM drive (once an attrac­
tive characteristic) has become a 
must-be for most consumers. Without 
it, the computer would be vastly less 
functional, and with it, the computer 
is functional. Furthermore, there is 
only a small percentage of users for 
whom a faster CD-ROM is important. 

• An "indifferent" attribute is one 
that consumers do not value. It is 
important to note that each segment of 
your market may be indifferent about 
different characteristics. While this 
may not be the case for a product or 
service with a very narrowly defined 
use, a general use product or service 
may show a large degree of variation 
in the "indifferent" category. While 
mo t people use a computer, there are 
different types of users, all of whom 
have different need . A graphic 
designer may consider a large, high­
resolution monitor essential (a must­
be); a writer might be indifferent 
toward monitor size and resolution. 

Once each variable is categorized as 
attractive, one-dimensional, must-be 
or indifferent, researchers use the rest 
of the survey instrument to further 

www.quirks.com Quirk's Marketing Research Review 



break down and understand consumer 
needs and preferences. 

Creating a Kano method survey 
There are typically four compo­

nents to a Kano method survey. The 
first is the Kano questions themselves, 
which consist of a series of up to two 
dozen paired-comparison questions, 
each of which is answered using an 
ordinal, five-point scale. It is impor­
tant to note that the five-point scale is 
not an interval scale, which affects 
the analysis. There has been a fair 
amount of experimentation surround­
ing the exact wording of the five-point 
scale, and our company's clients have 
each handled the scale differently. 
Typically, we work with them, either 
during the pre-test, or over time (when 
they are conducting a series of Kano 
method surveys), to determine the 
exact wording that their target markets 
will understand and re pond to objec­
tively. The Center for Quality of 
Management (CQM), Cambridge, 
Mass., was the first organization to 
publish extensively on the Kano 
method and their work is very helpful 
in deciding if Dr. Kano's exact word­
ing or if a variation on his words is 
best. 

It can be difficult to get the wording 
of the paired-comparison que tions 
exactly as you want them, but there 
are ways to help ensure that the ques­
tions are both thought-provoking and 
helpful to decision making. Most 
firms using Kano method surveys 
include it as a second or later part of 
a multi-step new product development 
process. Thi also helps to ensure that 
the questions are meaningful, because 
they are designed using newly col­
lected data directly from a elect 
group of customer and/or prospects. 
The most important goal in designing 
these pairs of questions is to ensure 
that one half of the pair is "function­
al" and the other half is "dysfunc­
tional"- in other words, that respon­
dents see one as a positive product or 
service characteristic, and the other 
as either negative or less positive than 
the first half. 

The second part of the survey is the 
self-stated importance (SSI) compo­
nent. In this section, consumers state 
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how important or unimportant vari­
ous product or service characteristics 
are to them. This more direct ques­
tioning allows researchers to glean 
significant insights into the nuances of 
consumer opinion. One can determine 
the degree of importance, the strength 
of opinion, and the unity of opinion 
among respondents. Once these are 
established, one can rank variables 
within each of the four categories -
an important detail when as many as 
two dozen variables are being studied. 

The next portion of a typical Kano 
survey is the utility section. 
Sometimes referred to as functional­
ity or parametrics, these questions 
address how respondents use the prod­
uct. While client companies may 
assume they know how a product is 
being used, there are sometimes sur­
prises. For example, one of our clients 
believed that customers in its three 
vehicle markets used a certain com­
ponent in the same way in all three 
types of vehicles - that component 
size and expected life were the only 
differences that might affect product 
design . Through a Kano method sur­
vey to all three of these markets, this 
client learned about several other key 
differences that have allowed it to 
refine its component design, and to 
gain market share in two of these three 
markets. Especially when an offering 
is complex, the utility section of the 
questionnaire can be invaluable. 

Often, re pondents can be logical­
ly grouped into different market seg­
ments, each of which uses or values 
the product differently. These sub­
groups, which are based solely on 
product utility, can provide important 
information to researchers. As men­
tioned earlier, each functional sub­
group may have entirely different 
needs or usage patterns than the next. 
A variable which for one group is a 
must-be could be attractive for anoth­
er. This type of specific information is 
crucial in focusing product develop­
ment, knowing what messages to 
include in sales and marketing mate­
rials, and in selecting appropriate tar­
get markets. 

The last part of a well-designed 
Kano questionnaire asks demograph­
ic questions, which are used to deter-
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That's why we are offering free 

copies of the E-Tabs Lite Reader, 

so that clients can receive and read 
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their research companies. Taking 
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free Reader software offer visit our 
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CASRO Tech 2000, June 22-23 . 

Contact us by email at 
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mine who makes up each subgroup 
as well as who the customers are. 
Unlike the utility section, which 
focuses on product use, the demo­
graphic section focuses on who the 
users are, who the decision-makers 
are, where they fit within the corpo­
ration (for business-to-business sur­
veys), and how they evaluate each 
variable included in the survey. 

When the entire questionnaire is 
analyzed, Kano offers a remarkably 
complete picture of the market's 

needs, usage patterns and preferences. 
It also highlights which egments 
have different or unique needs, and 
how important those needs are in their 
purchase decisions. This analysis can 
help determine which characteristics 
of the offering need to be enhanced or 
completely changed, and which ones 
hould remain the same. It can also 

highlight which aspects of an offering 
the customer simply does not care 
about, thus, offering opportunities to 
simplify or streamline the offering. 

Telephone Interviewing 
* Over 350 CAT/ stations * ACS Query, CfMC Survent, SurveyCraft 
* Hi-Tech Business to Business Specialists 

Advanced Technologies 
* Web & E-mail Surveys * Voice Automated Surveys (IVR) * T-1 Access for Internet Groups 

Qualitative & Food Research 
$ Two well-appointed focus group suites 
* Two 2,000 sq.ft. commercial test kitchens * Industrial-strength restaurant equipment 

Finally, Kano method surveys can be 
very helpful in delineating and char­
acterizing key market segments, each 
of which may be targeted in a differ­
ent way, to respond to their specific 
needs, usage patterns and preferences. 

Applying the Kano Method 
Kano is always administered in a 

vi ual format. The respondent mu t 
be able to see all of the paired com­
parisons , and to see how they relate 
to the self-stated importance ques­
tions. In fact, respondents often go 
back and forth between different sec­
tions, and it is not unusual for them to 
write notes in the margins (or in des­
ignated pace for on-line surveys), 
to enhance their answers to different 
parts of the questionnaire. Therefore, 
telephone or in-person interviews are 
not appropriate. Kano works best as 
either an on-line survey, or a tradi­
tional mail survey. It canal o be self­
admini tered individually or in a 
group setting, as long as the re pon­
dent can go back and forth among the 
sections as often as he or she wants. 
This can be an important advantage 
for resource-constrained clients, 
because mail and on-line urveys tend 
to be much less expensive to admin­
ister than telephone surveys, they take 
only slightly longer in total elapsed 
time, and it is possible to achieve 
higher overall response rates with 
mail or on-line surveys than with tele­
phone surveys. 

Mail surveys bring with them any 
number of difficulties which must be 
addressed. Often the largest problem 
is acquiring an accurate, appropriate 
list. However, since customers are 
typically included among recipients 
of the urvey, the client can general­
ly provide, generate or purchase a 
reasonable list. Acquiring a good li t 
of prospect is also crucial. Find a 
good list source and keep them close 
by. Once the prospect and customer 
lists have been checked for dupli­
cates, errors and accuracy, you're 
ready to send. 

Attaining a high response rate with 
a mail survey is not as difficult as one 
might as ume. Although telephone 
surveys are traditionally associated 
with a higher response rate than mail 
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surveys, that has changed in recent 
years. Within our firm, business-to­
business mail survey typically yield 
response rates of about 20 percent 
and consumer mail surveys yield 
response rates of about 40 percent. 
Our president has conducted consid­
erable research, both within acade­
mia and with commercial clients, on 
how to increase response rates to mail 
surveys. She has tested various com­
binations of outbound survey content, 

things about a market that no one 
knew before the survey was con­
ducted. 

Conclusions 

vide an early warning system when 
attitudes or needs are shifting, or 
when what used to be "attractive" 
attributes are becoming "must-be" 
or "one dimensional." Perhaps most 
important, the results of a Kano 
method survey are often very 
revealing regarding product uses or 
applications that the client did not 
know about, and in dividing the 
overall market into manageable, 
discrete segments that can be tar­
geted separately. r~ a range of incentives, and question­

na~ekngili,con~ntandfurm~.Hcr~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

Clients tell us that Kano method 
surveys are extremely helpful in 
focusing the rest of the product 
development process. It can be 
instrumental in arguing against fur­
ther expenditures on characteristics 
or attributes that customers simply 
do not care about; it can also pro-

dissertation included a mail urvey 
which yielded a 75 percent re pon e 
rate. Within the commercial sector, 
using what she and the rest of the 
staff have learned , our firm has 
attained business-to- business 
response rates up to 43 percent and 
consumer respon e rates up to 60 per­
cent for traditional mail surveys. 

Analysis 
Occa ionally, during analysis, two 

additional Kano categorie emerge: 
"questionable" and "reversal." 
Questionable variables are those for 
which the respondent has given 
answers which are not internally con­
sistent. For example , they are 
extremely satisfied with both the 
functional and dysfunctional halves 
of a paired-comparison question. This 
typically means that the question was 
confusing to respondents, or that 
there was simply not enough differ­
ence in their attitude toward both 
halves of the question to generate two 
different responses. Sometimes, fur­
ther analysis clarifies these respons­
es; other times these questions need 
to be discarded. 

A variable is classified as a rever­
sal if it is rated mo t highly when 
dysfunctional. This implies either a 
failure of respondents to under tand 
the question, or an incorrect assump­
tion by the client regarding product 
utility. 

Most well-designed Kano method 
questionnaires do not include rever­
sals or questionable variables, but 
they occur occasionally. Both can be 
helpful in convincing client to 
reconsider pre-conceived notions 
about a market, or in learning new 
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Editor's note: Jason Stolp is project 
associate at Q & A Research, Inc., 
Novato, Calif. He can be reached at 
415-883-1188. 

hen designing a ques­
tionnaire, too often the 
introduction is merely 
an afterthought. As mar­
ket researchers, we are 

naturally more interested in the meat of 
the matter, the actual questions that 
will directly address the study's objec­
tive. However, regardless of how 
insightful and well-designed the body 
of the questionnaire is, an ill-conceived 
introduction may mean that high 
refusal rates will cause dialing costs to 
skyrocket, making the research unvi­
able. 

Meanwhile, the market research 
community is growing acutely aware 
of faltering cooperation rates and 
blames the telemarketing industry for 
using deceptive tactics that unfairly 
bias the public against legitimate opin­
ion research. 

In an effort to combat this trend, The 
Council for Marketing and Opinion 
Re earch (CMOR) undertook a study 
to evaluate, among other things, the 
effect of common questionnaire intro­
duction components on cooperation 
rate . (Source: Opinion: The 
Newsletter Magazine of CMOR, VI, 
No.1, Winter 1998) 

For the most part, any seasoned 
researcher could have anticipated the 
results. Disclosing the interview length 
up front- "This will only take five 
minutes"- served to increase coop­
eration, as did identifying the client 
and the subject matter. 

The surprise came when refusal 
rates of interviews in which the intro­
duction verbiage contained phrases 
like "This is not a sales call" were 
compared to questionnaires where no 
mention of sales was made at all. Far 
from increasing cooperation rates, 
these assurances actually increased the 
number of refusals (51 percent not a 
sales call; 43 percent "no sales" men-
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tion). 
Does this unexpected finding under­

mine the industry's complaint that tele­
marketers are to blame for the public's 
lack of participation in opinion 
research? 

Hardly. This finding is strong evi­
dence that the practice of "sugging," or 
telemarketing under the guise of mar­
ket research, has become so pervasive 
that no matter how candid legitimate 
researchers are about the purpose of 
their calls, the public hears these as sur-

ances like those of the used-car sales­
man who insists "I'm not here to sell 
you a car." 

In her article "Helping New 
Interviewers Avoid Refusals," Nina 
Liou of the University of North 
Carolina at Chapel Hill suggests that 
the better approach is to equip inter­
viewers with a stock response so they 
are prepared to address these concerns 
if and when they come up. "Providing 
scripted answers to common ques­
tions," Liou writes, "bolsters inter-

Satisfy your lust for knowledge quickly and easily with 
MantaiNSIGHT, the premiere on-line survey and data collection 
tool that's simply a pleasure to use. 

MantaiNSIGHT has you covered, whether you're surveying a 
number of different subgroups across the globe or doing a quick 
departmental employee performance evaluation. 

Turn information into decision-making power. 
MantaiNSIGHT makes it easy with: 

• Survey templates and 
question libraries 

• Easy Web reporting 

• Multi-lingual capability 

• Easily export data into a variety 
of relational databases such as 
SPSS and SAS 

• Enhance your survey with 
customized graphics, sound, 
or video 

HUNGRY FOR INFORMATION? 
SURF TO SATISFACTION AT 

www.mantacorp.com 
(613) 744-6111 Ext. 384 

viewers' confidence in their ability to 
convince respondents to participate and 
it also makes the interviewer appear 
more knowledgeable, thereby reduc­
ing the likelihood of a refusal." (For the 
full article visit 
www.irss.unc.edu/nnsp/newsletters/nn 
sp27.pdf) 

Instead of putting a "This is not a 
sales call" phrase in the introduction, 
develop a phrase that the interviewer 
can tum to in the event the respondent 
says, "OK, so what are you selling?" 
Perhaps something along the lines of 
"The opinions of consumers like you 

Without resorting to 
the dubious phrase 
"This is not a sales 

call," the 
interviewer has 

effectively defused 
the situation while 
at the same time 
appealing to the 
average person's 

desire to have their 
opinions count. 

provide invaluable feedback to 
Company X in their efforts to contin­
ually better the products and services 
they provide. Do you have a few min­
utes to help us with your thoughts?" 
Without resorting to the dubious phrase 
"This is not a sales call," the inter­
viewer has effectively defused the sit­
uation while at the same time appeal­
ing to the average person's desire to 
have their opinions count. 

Writing introductions that utilize 
these elements and taking the time to 
train interviewers with these strategies 
will make your research a more 
rewarding experience for respondent 
and client alike. r~ 
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Retail and Service esearc 

Editor's note: Robert Weissbourd is 
executive vice president of Shore bank 
Chicago Companies. Shelly Herman 
is managing director of Shorebank 
Advisory Services. Christopher Berry 
is a senior consultant to Shorebank 
on modeling, data analysis and 
research related to inner city busi­
ness markets. Shorebank Corporation 
is a Chicago-based community devel­
opment bank. 

B usinesses of all sizes searching 
for new markets are finding the 
most lucrative opportunities in 

their own backyards. America's inner 
cities offer dramatically underserved 
markets with an immediate and vast 
potential for growth. For example, 
Chicago's South Shore neighborhood 
- still frequently stereotyped as a 
place populated by the poor, unem­
ployed and disinvested- has nearly 
twice the buying power of 
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Kenilworth, one of the city's wealth­
iest suburbs. As a result of high pop­
ulation density, South Shore also has 
more households with incomes 
greater than $50,000 than its affluent 
suburban counterpart. 

Nationally, over one-third of all 
consumer expenditures are made by 
individuals with reported annual 
incomes of under $30,000- a stag­
gering $920 billion of purchases a 
year. Despite these demographics, 
demand continues to outstrip supply 
in almost every retail and service sec­
tor in the urban market. Residents in 
neighborhoods like South Shore are 
forced to travel outside their commu­
nities to meet even their most basic 
retail and service needs. This phe­
nomenon of expenditure leakage is 
nearly twice as high in South Shore as 
the average Chicago community. 

How can the market opportunity be 
so great, yet go virtually unseen? 

What defines economies and moves 
markets is information: market intel­
ligence on who the best customers 
are, what they want, where to find 
them, and how best to reach them. In 
our Information Age-economy, mar­
ket intelligence is the single most 
valuable commodity to business. Yet, 
the traditional market data needed to 
identify business opportunities in 
inner city neighborhoods is frequent­
ly unavailable or unreliable. This lack 
of essential market information has 
prevented most businesses from iden­
tifying and investing in the signifi­
cant opportunities in the inner city. 

Some corporations, such as Bank of 
America, State Farm Insurance, Del­
Ray Farms, and Walgreen's, have 
ventured into the inner city - often 
in spite of their data and models indi­
cating little potential - and have 
found rapidly growing markets and 
high returns. These success stories, 
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I . DEMAND 

FACTOR KEY INDICATORS {e.g.} DATA SOURCES (e.g.j 

DEMAND Populat ion . Number of Persons, . 1990 Census Data 
Households, Families . Data Vendor Estimates . Density > Claritas Special Census 

> Daytime/Workplace Tabs 
Population > Daytime Business 

> Population Undercounted by > Population 
Census Census Estimates of 

Undercounted Population 
Consumer Spend ing Power . Total Expenditures . CEX, Data Vendor . Expenditures by Category Estimates 
> Concentrated Buying Power > Original Loca l Area 

Expenditure Survey 
Income . Average/Median Income . 1990 Census data . Aggregate Income . Data Vendor Estimates . Discretionary Income > Tax Records 
> Income Distribution > Bank Records 
> Non-cash Income > Public Assistance Data 

Wealth/ Assets . Home Ownership Rates . 1990 Census Data . Home Values . Tax Assessor Records 
> Savings/Investments > Bank data (FRB) 
> Use of Credit > Credit Agencies 

Creditworth iness 
)> Bill Payment History )> Utilities Data 
)> Credit Ratings > Cred it Agencies 
)> Tax Delinquencies > State Fil ings 

Unrecorded Economy (as 
Unrecognized Buying Power ) > CEX National Estimates 
> Unrecorded Income > Original Survey Research 
)> Currency Circulation > Local Bank Data 

Float (Expenditure Leakage) > Sales Tax Data 
)> Dollars Spent Outside Area > Chicago Area 
> Average Distance to Shop Transportation Studies 

(CATS) . . 
• Trad1t1onal md1cators and data sources of market and s1te select1on 
> Criteria, data sources Shorebank The Business of Neighborhood Markets Framework 

combined with new data confirming 
unexpectedly strong economic activ­
ity, have led to a growing recognition 
of untapped markets in the inner city. 
However, companies still need prac­
tical, operational tools in market and 
site selection to move from recogniz­
ing broad market potential in urban 
neighborhoods to identifying a par­
ticular site, product mix and market­
ing opportunities. 

Data unavailable 
Specialized business data and mod­

els on inner city market potential have 
been unavailable in the pas t. 
Conventional business data sources 
- ranging from census income data 
to private vendor household databas­
es- grossly underestimate inner city 
market potential, or often do not even 
exist for inner city markets. In an 
effort to close this "inner city infor-

mation gap ," Chicago-based 
Shorebank Corporation created The 
Business of Neighborhood Markets 
Initiative. The Initiative is working 
with corporations, private data ven­
dors and market research firms to cre­
ate new market intelligence, special­
ized tools and operating partnerships 
for profitable inner city investment. 

Shorebank, a community develop­
ment bank, has been profitably invest­
ing in inner city markets for more 
than 25 years. The Initiative builds 
upon the institution 's experience to 
create new capacity for businesses to 
similarly identify and invest in under­
valued markets. Shorebank currently 
works with companies doing busi­
ness in the inner city and is looking 
for more corporations to partner with 
in the Initiative. An important initial 
product of the Initiative i s The 
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II. BUSINESS CLIMATE 

FACTOR KEY INDICATORS (e.g.l DATA SOURCES (e.g.l 

BUSINESS Competition ( Direct, 

CLIMATE Ind irect) . Yellow Pages, Economic . Number, Type, Location Census, Claritas, D&B . Product/Service Line > Tax Records, SBA Records . Market Saturation 

Sy nergy (Compliment ary . Yellow Pages, Economic 
Businesses) Census, Claritas, D&B . Number, Type, Location > Tax Records, SBA Records . Product/Service Line > Private Company Data . Performance (Sales, etc.) . Yellow Pages, Economic 
Total Economic Activ ity Census, Claritas, D&B . Number, Type, Performance > Tax Records, Permits 
> Business Tax Revenues > Private Company, Utility 
> Utility Usage Data 

Unrecorded Economy (as . 1990 Census Data 
Unrecognized Competit ion) > FED, Local Bank, Checking . Self Employment Cashing, Circulation, etc . 
> Cash Business Operations 

Market Gravity . Maps, Directories, etc . . Existing Commercial Centers > Shopping Center Industry/ . Market Anchors Developer Data . Major Institutions 

Connections t o Regional 
Economy > ICIC Identification of . Linkages to Regional Regional Clusters; REAL 

Clusters Analysis . Transportation Networks > CATS, DECA,BTS 
> Journey to Work Patterns . . 

• Trad1t1ona l md1cators and data sources of market and s1te select1on 
> Criteria, data sources Shorebank The Business of Neighborhood Markets Framework 

Neighborhood Markets Framework. 
In creating the Fra mework , 

Shorebank identifies the types of data 
that companies need to select inner 
city markets, pinpointing exi sting , 

potential and alternative sources of 
information. Using current models 
and working with business and mar­
ket analysts, the Framework extrapo­
lates the key factors businesses use in 

III. NICHE MARKETS 

FACTOR KEY INDICATORS (e.g.) DATA SOURCES (e.g. ) 
NICHE Basic Demographics . 1990 Census data, Data 

MARKETS . Race, Ethnicity Vendor Estimates . Family Size, Length of > Estimates from City 
Residence Demographer, Origina l . Age, Education Surveys . I ncome, Occupation > Income Tax Records 

Market Segments . Lifestyle Characteristics . Donnelly, Claritas and . Psychographies Other Household- level . Hobbies/Interests Surveys . Segmentation Systems . Proprietary Customer . Customer Profiles (existing Surveys 
businesses) > Original Survey Research 

> Data on Microsegmentation 
Distinctive Consumer > Proprietary Company Data 
Behav ior I Preferences . Usage Patterns . Brand Awareness, . Donnelly, Simmons, MRI, 

Preferences Claritas, others . Status Consumption . Internal Sales/Company . Price, Quality, Service Studies 
Preferences . Data Vendor Household 

> Ethn ic Product Consumption Survey 
> Proprietary Company Sales 

Data 
> Analyze Inner City 

Residents Specifically .. 
• Trad1t1onal 1nd1cators and data sources of market and s1te selection 
> Criteria, data sources Shorebank The Business of Neighborhood Markets Framework 
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ATTENTION HEALTH CARE 
RESEARCHERS! 

Introducing the 
Medical Marketing 

Service 
Market Research 

Data Resource Center 

Official Source for 
American Medical Association 
Masterfile 
Data Service Requests: 

• Current Historical, 
Physician Data 

• Current Group Practice, 
Student Data 

Overlay Data for Targeting, 
and Contacting Physicians 

• NDC Prescriber Profiles 

• Accurate office phone, 
fax and e-mail addresses 

Full Data Services Available: 

• Sample selection 

• Special tabulations 

• Analyses 

For a capabilities brochure, 
call Rick Fleming at 
1-800-MED-LIST (633-5478), 
X 3322 

E-mail: 
R-Fieming@mmslists.com 

or see our Web Site: 
www.m mslists.c om/research 
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making market decisions and identi­
fies the conventional data related to 
each factor. It creates a vehicle for 
examining how these factors and data 
sets translate to the inner city and, 
where they do not, exploring alterna­
tives. Utilizing the Framework, 
Shorebank and its partners are build­
ing an Inner City Economic 
Database, a comprehensive market­
driven database for inner city mar­
kets. In its creation, Shorebank serves 
as a resource to businesses by pro­
viding market intelligence. 

The Framework is continually 
expanding and being refined as new 
companies and experts become 
involved in the Initiative. The data­
base similarly grows in scope and 
utility as additional businesses share 
their market data and resources with 
Shorebank. To date, corporations in 
the banking, insurance, and varied 
commercial and retail industries 
(including food, clothing and home 
repair), as well as market research 
firms (such as Claritas, The National 
Opinion Research Center [NORC] 
and Burrell Communication), are 
contributing and accessing data, 
expertise and experience tailored to 
doing business in the inner city. 
Shorebank works with individual 
companies on a strictly confidential 
basis, with no sharing of private infor­
mation across companies. 

Key factors 
The Framework identifies six key 

factors that businesses traditionally 
use to examine and select markets. 

IV. MARKET TRENDS: STABILITY, CONFIDENCE, MOMENTUM 

FACTOR KEY INDICATORS ( e.a.l DATA SOURCES (e.a.l 
MARKET Residential 

TRENDS: . Population Growth/Decline . 1990 Census Data 

STABILITY, 
. Turnover Rates/Home . Private Company Estimates 

Tenure > City Demographer 
CONFIDENCE, . Home Values Estimates 
MOMENTUM > Housing Rehab Activity > Util ity Hook-ups, 

> Equity Growth Disconnects 
> Tax Delinquencies, > Tax Assessor/Income Tax 

Bankruptcies data 
> Bank, Insurance Company 

Businesses Data . Commercial Construction . Vacancy I Abandonment . 1990 Census Data 
Rates . Anecdotal, Drive Around 

> New Business Starts > City Permits, Licenses 
> Business Failures, Closures > Tax Records, State/City 
> Business Tax Delinquencies Filings 
> Property Conditions > Assessor Records 

> Bank Records 
Financial Services Activity 
(as Confidence Indicator) 

> Residential Lending > Private Banking Data 

> Refinancing/Rehabilitation > Claritas Financial CLOUT 

> Business Lending survey 
> Banking and Checking > Yellow Pages, D&B, Private 

Cashing Company Data 
> Insurance 

Social Capital 
> Community Organ izations > City Records 
> Churches > Directories 
> Business Associations > City/County/State Records 
> Voter Registration, Turnout 

Quality of Life 
> Neighborhood Outlook > Mortality Rates 

Consumer Confidence > Hospital Data 
> Health and health trends .. 

• Trad1t1onal 1nd1cators and data sources of market and s1te selection 
> Criteria, data sources Shorebank The Business of Neighborhood Markets Framework 

The first of these is the demand for 
products based on demographic and 
expenditure data estimating the 
aggregate size of the market. The sec­
ond is business climate, revealing 
competition, retail synergies, and 
general information on the economic 
health and potential of an area. The 
third factor examines demand for a 

business 's specific products, identi­
fying market niches. Fourth are find­
ings on market trends, ranging from 
residential to business to social trends 
in the neighborhood. The final two 
factors are operating costs, the cost of 
doing business in a particular neigh­
borhood, and trade area definition, 
the unique characteristics defining 

POWER TOOLS FOR SURVEYING 
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Questionnaires to Analysis 
Paper- Web - Phone 

Survey Pro™ and SurveyHost.com'" 

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

c2Apian Software (800) 237-4565, (206) 547-5321 ~ sales@apian.com J www.apian.com1 www.surveyhost.com 
Source 46 7 
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V. OPERATING COSTS 

OPERATING 
COSTS 

Development Costs 
Commercial Land Costs 

> Site Availability 
> Regulations I Zoning 

Labor Force 
> Skills I Training Needs 
> Experience I Reliability 
> Availability 
> Cost 
> Turnover 

Security (of Business and 
Customers) 

Frequency and Type of 
Crimes 

> Perception/Reputation 
> Police Response Time 
> Bus. Insurance Claim Rates 

Distribution Costs 
Links to Distribution 
Channels 

• Access to Suppliers 
> Quality of Transportation 
> Infrastructure 

Marketing Costs 
Media Penetration 

• Advertising Costs 
> Alternative Market Access 

• Olcots Blue Book 
> City Planning Department 

Data 

Census, State Occupational 
Data 

> City College Database 
> Private Company 

Experience 
> Original Survey Work 

Police Dept. Data by District 
> Policy Dept. Data by Beat 
> Private Company Data 
> Insurance Date 

Specialized 
> City Dept. of Planning 

Nielsen, Arbitron, Direct 
Mail 

> Initiatives Providing Access 
at Least Cost with Niche 
Market 

Other • City/State/County 
Insurance Availability/Cost databases 
Utility Rates > Private Company Data 

• Tax Rates 
> Other Govt. Regulations 
> Quality of Public Services 

• Traditional indicators and data sources of market and site selection 
> Criteria, data sources Shorebank The Business of Neighborhood Markets Framework 

market access. 
For each of these six factors , the 

Framework identifies indicators and 
related data sources to determine how 
and if they translate in the inner city. 
If they do not translate, the model 
identifies new, comparable indicators 
and data sources that provide an accu­
rate assessment of inner city market 

VI. TRADE AREA DEFINITION 

Access 

potential. Tables I -VI offer a sample 
of the detailed Framework or taxon­
omy, identifying conventional and 
inner city alternative indicators and 
data sources for each of the six factors 
used in market and site selection. 

For example, demand is tradition­
ally determined by a number of indi­
cators such as population, consumer 

TRADE AREA 
DEFINITION • Transportation 

Nodes/Networks/Barriers 
Specialized 
Polk 

• Vehicle Ownership 
• Traffic Counts 

Media Penetration 
See Operating Costs, 

Marketing 

Gravitational Pull of Existing 
Businesses 

See Business Climate, Market 
Gravity 

Competition 
See Business Climate, 

Com etition 

Standard Auto Traffic Maps 
> Any Source for Pedestrian 

Traffic Counts 

• Traditional indicators and data sources of market and site selection 
> Criteria, data sources Shorebank The Business of Neighborhood Markets Framework 
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FIRST, 
MARKET 

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

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

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

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

The common-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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Differences in demographics and lifestyle translate into differences 
in product potential between the residential and workplace 
populations. Courtesy of Claritas, workplace product line 

(and being collected for the Inner 
City Economic Database) include 
special cen us tabulations, tax 
records, bank records, and data from 
utility companies and credit agencies. 
These factors can all play a signifi­
cant role in better estimating demand 
in inner city markets. 

spending power, and income (see 
Table I). In addition to traditional 
indicators, the Framework includes 
daytime/workplace population in an 
effort to more accurately assess 
demand. It then identifies a new data 
source - developed by Claritas - for 
evaluating workplace population. To 
illustrate, when daytime/workforce 

data is included in the assessment of 
Chicago's Austin neighborhood, a 
market emerges with differing size, 
characteristics, and consumer 
demand than the market composed 
strictly of its residential population. 

Other non-traditional market and 
site selection indicators and data 
sources identified in the framework 

This example represents just a 
fraction of the Initiative's work in 
developing the detailed Framework. 
The Initiative is now beginning to 
serve businesses looking for special­
ized inner city data and expertise, 
and its capacity grows with each new 
participant. The Shorebank 
Corporation is looking to partner 
with more businesses in the Chicago 
area, eeking companies in diverse 
industries to provide input on data 
needs, test new approaches in the 
inner city, and share information on 
a confidential basis. The goal is to 
help businesses profit in the huge, 
untapped markets in the inner city, 
creating wealth for businesses and 
entrepreneurs, and building econom­
ically vital neighborhoods. r~ 

COMMON ,>~---­
KNOWLEDGE 
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MARKETING 
INFORMATION 

FOR THE 
2 1 ST C E N T U R Y 

BUSINESS 

,____ 

Common Knowledge 
Research Services 

16200 Dallas Parkway 
Suite 140 

Dallas, Texas 
75248-2624 

1-800-710-9147 Ext. 102 
FAX: 972-732-1447 

www.commonknowledge.com 
info@commonknowledge.com 

INTERNET. E·MAIL. IVR. 
SURVEY DATA COLLECTION. 

AFFORDABLE. FLEXIBLE. QUICK. 
FIELD SERVICE OR FULL SERVICE. 

Internet and E-mail increase survey speed and reduce recruiting costs. 

• The fastest and most affordable suNey programming 
• Use branching, skips, piping answers from one question to another, allocate, 
rank, etc . 
• Use graphics, even sound and video! 

Use your customer or employee list or have instant access to more than 
1 million pre-recruited Internet households and businesses. 

Interactive Voice Response (IVR) yields a high response at a low cost. 

• About 35 Interviews for the cost of one mystery shop. 
• Hear comments in customer's own words and voice. 
• Data or analysis available almost immediately. 
• Generate a more representative response profile. 
• Eliminate interviewer bias. 
• Can be combined with Internet suNey. 

Bring your survey research into the 21st Century with Interactive Voice Response 
Interviewing, Internet and E-mail data collection, field service or full service. call the first 
choice of researchers nationwide to learn more about how effective our services can 
be for the 21st century business. 
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When telephone data collection is what you need, Phonelab Research is the name to know. Our sophistication and experience allow us to 

meet the requirements of a variety of fields including Consumer, Medical, Business-to-Business and Public Opinion Research. Compare our 

capabilities to the competition, then give us a call! 

The Benefits of Seamless Communication. 
• Provide a built-in, systematic set of checks and balances. 

• Adept at sophisticated models requiring phone/mail/fax. 

• Careful monitoring and validating of all calls. 

• Adaptability and Aexibility for every project. 

Responsiveness and Results. 
• On-site management with carefully trained 

interviewers and staff. 

• Centralized phone center with over 85 CATI­

equipped stations. 

• Unique databases for every imaginable demographic. 

• Accuracy and speed assured on even the most 

challenging projects. 

• Phone call monitoring from our facilities or any 

office in the world . 

• Well-equipped conference room with remote 

computer terminals. 

Telephone In-Depth Interviews Designed for Flexibility. 
• Fast response and adaptability to the schedules of 

interview subjects. 

• Experienced in handling the challenges of medical and 

healthcare fields. 

• Specialized system of scheduling and confirmation to ensure 

the completion of job requirements. 

• Cost-conscious and time-conscious. 

Ask for details about our National Telephone In-Depth Interview 
Recruiting and Customized Services. 

Medical, Consumer, Business-to-Business and Public Opinion Research 

1 00 North 17th Street, 4th Floor • Philadelphia, PA 191 03 
1-800-220-5089 • FAX l-215-561-7 403 



Advertising esearc 

Editor's note: Margaret H. Blair is 
president of rsc The Quality 
Measurement Company, an Evansville, 
Ind., research firm. Hans- Willi Schroif.f 
is vice president market research/busi­
ness intelligence at Henkel KgaA, 
Dusseldorf, Germany. 

is article will review the empiri­
cal evidence which demonstrates 
that there is no such thing as brand 

building for tomorrow, without brand 
building and sales today. 

Definitions/givens/points of agree­
ment 

1. Brand-building: advertising that 
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results in a brand's market perfor­
mance (that is, sales) at some point in 
time. 

2. Today: business results or sales 
occurring some time between seven 
days and six months after exposure to 
the advertising stimulus. 

3. Tomorrow: market outcomes 
occurring at some time after that, from 
six months to five or more year after 
exposure to the advertising. 

4. Awareness and recall: poor pre­
dictors of advertising's impact on mar­
ket performance. 

In numerous industry studies, recall 
has repeatedly failed to show a strong 
causal relationship to sales or share. 

In his 1982 Journal of Advertising 
Research article, Harold Ross con­
cluded that "recall is a very poor mea­
sure of a commercial's effect on con­
sumer purchase." A year later, Larry 
Gibson (1983) found that "the evi­
dence for the validity of recall is- to 
be charitable- 'checkered."' In 1989, 
one of the top five global advertisers 
concluded from it tudie that "relat­
ed recall has no proven relationship to 
business measures." 

In his review of the "How 
Advertising Works" study, Josh 
McQueen ( 1991) stated: "Did the 
recall wins match the in-market 
results? No. In 10 of the 16 results the 
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M does your data collection on 
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We've taken traditional, proven research 
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answer was no. Less than flipping a 
coin." Finally, in a 1994 JAR article, 
TheARS Group stated: "Recall's track 
record is not much better than the 
50/50 toss of a coin at identifying sales­
effective advertising" (Blair et al., 
1994). 

that while awareness generally increas­
es and decreases with media spending, 
there is virtually no relationship 
between awareness and market share. 

5. ARS Persuasion metric: a predic­
tor of advertising's impact on market 
performance "today." 

Henkel has also observed the poor 
predictability of awareness measures. 
Exhibit 1 (which comes from IDIS-

The ARS Group has conducted and 
published numerous studies (includ­
ing about 2,000 individual cases) sup-

Exhibzt 1 

Awareness Is a Poor Predictor 
of Market Performance 

(Henkel Example) 

............. 1 
~ 'o,q ?. ~ 
~1. b·'\ \ . j \ l l Awareness - 0 -I 

i Q I ~ / \ I 
' ~ o 'Ci·o D·,·a D I 

..--'------ --., 
,. .•.•.. •·... .... I Market Share ---+--· 1 .......... ............ · ·............ · · ·· ·· · ···~~~1'11-.. _ ... _ ... _.! ____ _, 

~ I~ Media Spending ~ I 
~~~~~~~-~ ~~~~~~~I 

4-week period 

porting the 
validity of the 
metric , with 
measurement 
periods ranging 
from four 
weeks to six 
months or o 
(Blair, 1999). 

The e valida­
tion exercises 
have upplied 
con istent evi­
dence over a 40-
year period. 

Henkel's transnational and integrated 
data warehouse) clearly demonstrates 

They have been 
independently replicated by at least 
five of the top-50 global advertisers 

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 

and independently verified by David 
Stewart and John Philip Jones, both 
well-respected academicians. In sci­
ence, "a theory that, over a long peri­
od of time, has yielded true predictions 
with unvarying uniformity, and is thus 
almost universally accepted, is referred 
to as a scientific principle or law" 
(Villee et al., 1985). 

Having established the "givens," our 
article will cover these points: 

• Does advertising build brands 
today? 

• Is there such a thing as brand build­
ing or ales for tomorrow without 
brand building and sales today (per­
hap our most controversial and impor­
tant topic)? 

• How are brands built both today 
and tomorrow? 

• The ARS Group's Branding Model. 
• Two case studies that illustrate the 

findings and support the Branding 
Model. 

Does advertising build brands 
today? 

The empirical evidence from anum­
ber of studies led the ARS Group to 
conclude: "Effective delivery of adver­
tising occurs much faster (with dimin­
ishing returns) , or with fewer GRPs, 
than has been indicated through tradi­
tional tracking measurements" (Blair, 
1987). About three years later, IRI's 
Abraham and Lodish (1990) reported 
in the Harvard Business Review that: 
"When a particular advertising weight 
or copy is effective, it works relative­
ly rapidly. Incremental sales begin to 
occur within six months." Then, five 
years after that, John Philip Jones' 
STAS (" Short-Term Advertising 
Strength") research led him to state: 
"STAS measurements establish reli­
ably that advertising can have an 
immediate and short-term (seven-day) 
influence on sales" (Jones, 1995a). Of 
course, the size of this influence 
depend on the ad' per uasiveness or 
elasticity. 

Most recently, the ARS Group doc­
umented the short-term effects of 
advertising on scanner ales, also 
demonstrating the wearout, or dimin­
ishing returns, phenomenon. (See 
Exhibit 2.) The largest effect is seen in 
the first four-week period after air-

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



Exhrbu2 
The bottom line? 

Advertising Builds Brands Today 
(ARS® Group) 

The empirical evi­
dence supports the 
conclusion that 
effective advertising 
builds brands (pro­
duces sales effects) 
today. 

Market share 
change 
versus 

prior period 

Source· Blair and Rabuck ( 1998) 

4-week period 

Is there a tomor­
row without today? 

An ad's selling power works quickly with dimiuishing retum.r. 

The most impor­
tant point in this 
debate is to demon-

ing. In period two the effects imme- strate that these short-
diatel y begin to decline, and in peri- term effects are neces- E.thrbit 3 

ods four and five the ads are not even sary to achieve the 
maintaining the levels achieved when longer-term effects. 
they first went to air. Henkel has ver- That is, there is no such 
ified this wearout and diminishing thing as tomorrow with-

70 
returns principle or law and is using it out today. 

60 
for ongoing advertising investment Abraham and 

50 

decisions. As shown in Exhibit 3, the Lodish 's "How 
40 

advertising starts , and the largest Adverti ing Works" 
30 

bump is in the next four weeks. As study ( 1990) led IRI to 20 

you can see, the effects begin to conclude that "if adver- 10 

diminish in weeks 11 and 12 as the ad tising changes do not 
is wearing out. show an effect in six Week: 

months, then they will not have any 
impact, even if continued for a year." 
Further IRI analyses (1990) found that 
"if an advertising test was not suc­
cessful in year one ... it would not 
become successful over time" (that is, 
years two and three). 

Jones' work (1995b) also "rejects 
the possibility of a 'sleeper' effect­
the supposed build-up of a campaign 
which does not work immediately and 
only causes sales to rise after a pro­
longed period of media exposure." 

More recently, the ARS Group found 

Henkel Example 

Advertising starts 

1 
3rd 4-week period 

I \ 

1 2 3 4 5 6 7 8 9 10 11 12 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

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

SAMPLES 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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Exhrbit4 

An Ad's Selling Power 
Works Quickly With Diminishing Returns 
... And Wears Out In the Process 

as advertising 
that builds brands 
(produces sales 
effects) tomor­
row, without 
building the 
brand (producing 
sales effects) 
today! 

tiveness. ARS Group studies indicate 
that if you begin with a strong selling 
proposition, 70 percent of the resulting 
advertising executions will be strong. 
When beginning with an average 
proposition, only 10 percent of the ads 
will be strong. Finally, if you start with 
a weak selling proposition, the odds of 
attaining strong, sales-effective adver­
tising are virtually non-existent 
(Shirley, 1999). 

C Share change 
versus 
prklrperiod 

Percent 

I ARS Persuas/orf9 
power lett 
(wearout curve) 

Source: Blair and Rabuck (1998) 

that successful long-term brands con­
tinuously produce and air ads that build 
brand preference, sales, and share over 
time (Blair and Rabuck, 1998). In the 
study, 3 7 brands (with a total of 1,148 
commercials) were sorted based on 
their sales performance over time. The 
brands that declined had an average 
ARS Persuasion level of just above 
three. Brands that maintained sales­
or kept up with inflation - achieved 
an average score of +4.5 over the five­
year period. The highest average ARS 
Persuasion levels were associated with 
the highest increases; the brands that 
grew (over inflation) did so with ads 
that scored an average of + 5. 7. 

The bottom line? Short-term sales 
effects are necessary for long-term 
effects. That is, there is no such thing 
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How do brands 
do it today and 
tomorrow? 

Now that it has 
been demonstrat­

ed that tomorrow's success is the result 
of successes 

E.xhrbit 5 

As Miner Raymond ( 1990) said, 
"Your commercial and your advertis­
ing can be no better than the copy 
strategy on which they are built. ... It 
takes an awesomely poor execution to 

today and the 
next and the 
next , how do 
brands do it 
today and 

Classic Campbell's Published Study 
(ARS Group) 

tomorrow? 
1. Strong 

selling proposi-
tion: They first 
start with a 
strong selling 
proposition on 
which to base 
advertising exe-
cutions, 

Market 
share 

+5.8 

~ 

because the strength of a brand's sell­
ing proposition is the most powerful 
factor determining advertising effec-

+10.9 
+10.0 

~ ~ 
t$4 2$ .3 

23.1%3.1 

Four-week period 

bury a shining strategy. But no amount 
of executional brilliance can create a 
marketing strategy that isn't there." 

2. Drivers of strong selling proposi­
tions: How do we develop a strong 
selling proposition or advertising idea? 
Uniqueness, or brand differentiation, 
is key here. Referring to the ARS 
Group's continuing study of factors 
related to sales-effective advertising, 
Allan Kuse (1991) stated: "Brand dif­
ferentiation is the one element most 
strongly associated with superior ARS 
Persuasion results." 

3. Execution: Once you have iden­
tified a strong selling proposition, 
there are some executional considera­
tions that can be used to help ensure 
strong advertising. In Dartnell 's 
Advertising Manager's Handbook, 
Tony Adams ( 1997) wrote: "ARS 
Validated Drivers indicate that when 
executing an ad, it is best to focus on 
the product, at the same time avoiding 
'superfluous' executional details that 
will erve to detract from the mes-
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sage." 
4. Air, refresh, air, refresh: The next 

way that brands advertise effectively 
today and tomorrow is by accounting 
for the wearout factor, or following a 
systematic "air, refresh, air, refresh" 
process. 

As was shown in Exhibit 2, an ARS 
Group study of wearout in scanner 
sales demonstrated that an execution's 
selling power works quickly with 
diminishing returns. These diminish­
ing returns seen in market perfor­
mance have also been observed in the 
wearout of ARS Persuasion scores as 
the executions are aired. (See Exhibit 
4.) Due to this predictable decline in 
sales-effectiveness, it is essential and 
practical to refresh the executions on 
a systematic basis. 

The first example of a practitioner 
using this approach is the classic 
Campbell's study published in the 
March/ April1992 issue of the Journal 
of Advertising Research . In this tudy 
you see effective advertising bringing 
about an immediate bump in share, 
then declining market share as the ad 
wears out. When the execution is 
refreshed with another persuasive ad, 
the cycle starts again, then again. Note 
that at the end of each period of airing, 
share remains at a higher level than 
before. (See Exhibit 5.) The more 
recent published Os-Cal case study 
provides another clear example . . . 
air, refresh, air, refre h ... continuing 
to build brand preference, ales, and 
market share over time. (See 
Exhibit 6.) 

5. Stay true to a consistent persua­
sive brand-differentiating strategy over 
time: In a 1994 study, the ARS Group 
found that nearly three-fourths (71 
percent) of the superior persuaders 
produced by the long-term winners 
were based upon a brand-differentiat­
ing message, while only 25 percent 
relied upon "new news." Although the 
testing history for many of these 
brands displayed periods of strategic 
experimentation, the ARS Persuasion 
results often steered the brands back to 
their basic bread-and-butter strategie . 
In a few moments you will see this 
principle in action when we look at 
our ca e studies. 

Bottom line? In hort, we have 
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II. Then 
Exlubit6 

Os-Cal Case Study "M" +10.7 
"N" +9.2 
"0 " +9.2 

define the 
(ARS® Group) 

"K" +10.1 
"L" +9.4 

"C" +12.2 "J " +9.0 
"E" +7.0 "J " +12.2 ........ 

I 
unique (differ­
entiated) place 
the brand will 
own, over time, 
in the minds of 
consumers (that 

"A" +10.6 
"8 " +10.8 
"D" +10.8 

"F"+1S.2 "K" +10.9 

1 
"F" +12.5 + 

"0 " +11 .8 ~ 
"A" +13.4 
"8 " +12.9 l 

"G" +7.5 "H" r ·O 

is , its fea­
tures/benefits 
and personali­
ty). 

1995 1996 1997 1998 III. Next, 
Four-week period 

Source: rsc: . QuatRyMeasuremeflPA In AdVertising, VOl. 4, No. 1. July 1999. 
continuously 
advertise the 

brand (with its unique features/benefits 
and personality) in a consistent manner 
that builds brand preference, sales, 
share , and profits , both today and 
tomorrow. 

found that brands that consistently 
achieved success over the long haul 
tended to achieve that success by 
remaining true to the same persuasive 
brand-differentiating strategy over 
time. 

Branding Model 
I. The first component of the ARS 

Group 's Branding Model is the devel­
opment of a unique product that meets 
the needs/desires of (many) con­
sumers. 

IV. And when the brand 's unique­
ness/differentiation diminishes and is 
no longer generating the desired adver­
tising and market performance, it is 
time to improve the product relative to 
its unique features (benefits) and/or 
revitalize the brand relative to its 
unique personality. 

"SSI has a wonderful 
team approach:' 

Gregg Lindner, 
Scarborough Research 

'We use SSI for the expertise that its staff of profes­
sionals offer ... not on~ from the 'front-end' people 
that handle our account but also from the 'back­
end' people that develop the methodology. 
It's just a wonderful team approach. 

SSIIistened well to our needs and developed a process 
that enabled us to improve response rates and the 
quality of what we provide to the end users of our data 
SSI offers quality and expertise that you don't get 
from other sampling houses." 

Call SSI for sampling solutions at 
1-203-255-4200 (00 800 3589 7421 free 
phone from Germany. Netherlands, and the 
UK), send e-mail to info@surveysampling.com or 
visit our Web site at www.surveysampling.com. 

~ Survey 
~ Sampling, 

Inc.® 
Partners with survey researchers since 1977 

And, back to Stage III, continuous­
ly advertise the brand relative to these 
product improvements and/or revital­
ized per onality. 

Case studies 
We' ll examine the published Prego 

spaghetti-sauce study, in which the 
Branding Model and improved adver­
tising process were followed over the 
first five years, then abandoned during 
the latter period. Then we will look at 
an 11-year Duracell case study in 
which the Branding Model and 
improved advertising process were fol­
lowed over the entire 11-year period. 

1. Prego spaghetti sauce (nine-year 
case study): In the beginning of the 
Prego case study, during Years 1 
through 5, the average ARS Persuasion 
level for Prego's advertising was +8, 
and the brand's market share moved 
upward a whole 5-6 share points. This 
increase is only part of the story, since 
the market was growing at double-digit 
rates each year as well. 

The re earchers working on this 
Prego uccess said: 

What underlies this five-year-long 
success story? A fundamental change 
in the advertising strategy and research 
process. Prego is the only Campbell 's 
brand in the last five years to: 

• consistently stay with the same 
(productive) selling proposition; 

• (ARS) Persuasion te s t every 
poolout prior to airing; 

• establish (ARS) Persuasion hur­
dles and stick to them; 

• utilize outlook® to create an aware­
ness of when to refresh (Adams, 1997). 

Over the next four years, the Prego 
brand group drifted away from its suc­
cessful selling proposition and adver­
tising process. Prego 's average ARS 
Persuasion level dropped to +4, only 
half of what it had been achieving dur­
ing the successful five-year period. 
Share also declined, nearly reaching a 
nine-year low. (See Exhibit 7. ) 

Several selling-proposition tests 
were conducted for Prego in Year 5 
because the brand group was bored 
with the current campaign. The 
results of Firstep testing suggested 
that, even after five years of use, the 
"thicker than Ragu" selling proposi­
tion that had been used for the first 
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Exhibit 7 Prego 
(Year 5-9+) 

sive brand-dif­
ferentiating 
strategy needs 

Brand group begins 
drifting away from 

~successful selling 
proposition and 

advertising process 

to become the 
consistent part 
of a brand's 
ongoing adver-

I!! 
J!! 24 

rn 
~ 23 

:1 22 

tising program, 
until it is no 
longer success­
ful. 

2. Duracell 
batteries: 

Year1 Year2 Year3 Year4 Year5 Year6 Year7 YearS Year9 

Source: rsc . Qua/fly Measurement In AcNertlslng, VoL 2, No. 2. January 1998. 
During the 11-
year study, both 

five years still had superior selling 
power. In Year 9, another test of the 
original selling proposition indicated 
that after nine years it still retained its 
effectiveness. Not knowing this, the 
brand group and agency walked away 
from their successful "thicker/tastes 
better" strategy and started on a 
decline. 

This case study offers a valuable 
lesson for achieving consistent 
advertising success and long-term 
brand health: once found, a persua-

Duracell and Eveready grew, but 
Duracell managed to take over and 
fortify the number-one spot, fueled by 
more persuasive advertising (an aver­
age ARS Persuasion level of+ 5.1, ver­
sus Eveready's lower persuasiveness 
of +3.9). (See Exhibit 8.) 

Duracell consistently followed the 
Branding Model. It stuck with the 
same brand-differentiating benefit 
(lasts longer) and brand personality 
(high quality/trustworthy) over the 
entire 11-year period. It has leveraged 

IF YOU'VE GOT THE 

Cf, 
WE'VE GOT THE 

MC! 

this consistent strategy and equity 
across time and the world, producing 
phenomenal marketing and business 
results . Our most recent Proprietary 
Brand Drivers reading indicates that 
Duracell's "long-lasting" benefit is 
currently played back at two and one­
half times the average ad. Its brand 
personality, "high quality/trustwor­
thy," is played back at five times the 
average ad, and its overall "equity" 
score is over three times the average. 
Note that these results are from a glob­
al ARS Group test, including feedback 
from North America, Latin America, 
and Europe! 

Duracell ' s brand building and 
equity can also be seen in financial 
terms. Duracell is the No. 1 player in 
the category with a market share of 
44 percent versus Energizer's 32 per­
cent. Duracell has a higher price than 
Energizer, and - at $609 million -
its profits are over double that of 
Energizer. Translation: The market 
value of Duracell as a company was 
over $8 billion, nearly triple that of 
Energizer. 
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Conclusions 
A healthy brand today is advertised 

in a manner that builds brand prefer­
ence, sales, share, and profits today. A 
healthy brand tomorrow is a healthy 
brand today, and the next, and the 
next. A healthy brand today and 
tomorrow continuously executes and 
advertises its unique (brand-differen­
tiating) features/benefits and person­
ality over time. 

Exhibir 8 

Du racell and Eveready 
(11 Years) 

Let's not oppress the industry with 

what Collins and 
Porras ( 1994) call 
the "Tyranny of the 
OR," which "push­
es people to believe 
that things must be 
either A or B , but 
not both .. .. A 
visionary company 
doesn't seek balance 
between short-term 
and long-term, for 
example. It seeks to • Average ARS Persuasion score 
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do very well in the short-term and very 
well in the long term." 

And to quote Disney's Michael 
Eisner (Wetlaufer, 1999): 

"A brand takes a long time to build, 
and a long time to destroy, and both 
happen as a result of lots and lots of 
small actions. If you want to be strong, 
each point along the way has to be as 
close to perfect as possible." 

In other words, brand-building is for 
today AND for tomorrow! r~ 
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PISCES 
continued from p. 19 

use of time. 

The PISCES process 
The PISCES process uses facilita­

tion (Wi ttmer & Myrick, 197 4; 
Isaksen, 1983) and creative techniques 
to blend the contributions of the left­
and right-brains of business and it 
brings a balance between management 

Plan planning session 

Imagine idea generation- diverge 

Select idea builds -converge 

Create creation of strategic concepts 

Evaluate target audience focus groups 

Start action plan 

and consumer. It brings about a union 
between the unexpec ted and the 
appropriate, utilizing the best talents of 
the participants to bring about the best 
results. It is based on the belief that 

involvement of key parties from the 
beginning results in a process that is 
more effective and more efficient. 

The PISCES process involves six 
steps (see box) with five phases. 
Common across the steps is the use of 
a variety of creative techniques that 
break down thinking barriers and that 
are fun. A trained facilitator keeps the 
process on track, introducing the activ­
ities and to moving the process along 
so that it does not lose energy. 

The Planning step is 
designed to establish commit­
ment to breakthrough ideas. 
The client and key people iden­
tify essential elements of the 
problem, they define the vari­
ous perspectives in which the 
product or service may be 
viewed, objectives for the ses­
sion are defined, and criteria 
for selecting ideas are estab-

lished. In addition, they determine 
who the participants will be. 

In the Imagine step, creative exer­
cises are used to generate and build on 
ideas of what defines the product, who 

has become 

Sti ll the intelligence of a best practices resea rcher. 

Still the best CATI val ue on the ma rket. 

Now also: 

• Support for Wide Area Networks (WAN) 

• Voice C t e 

• Proactive and Predictive Dialing 

Beauty, Brains and Brawn. Call us. 
84 7-866-0870 www.sawtooth.com 

the target audience is, what the attrib­
utes or benefits of the product are, 
where the product or service is offered, 
who is the key competition, and what 
the critical points are that create a dif­
ference between the product or ser­
vice and those of the competition. 
Such techniques as brainstorming, 
brain writing, and photo sorting are 
used to generate ideas. Analogies may 
be used to stimulate creative thinking. 

In the Select step, participants use 
different techniques to group and 
select ideas generated in the Imagine 
step. Visual methods such as dot vot­
ing with multi-color dots are used. 
Other approaches may include devel­
oping a matrix or clustering ideas. 

In the Create step, strategies to dif­
ferentiate the product or service are 
developed using the outcome of the 
Select step. A morphological matrix 
with such dimensions as target audi­
ence, competitors, benefits and attrib­
utes of the product or service is used 
to generate positioning statements. 

In the Evaluate step, members of the 
target audience are selected to partic­
ipate in focus groups. A custom guide 
for the focus groups is developed to 
meet the objectives of the study. The 
participants in the focus groups define 
the criteria that cause them to want to 
have that product or service and the 
attractive attributes of the product or 
service in a playful, open environment. 

An action plan is developed in the 
Start step, defining what is going to be 
done, who will do it, how it will be 
done, and when. The action plan incor­
porates the creative inputs of the 
process. 

Case study: an action plan devel­
oped fo r a community bank 

Tucker Federal Bank and its adver­
tiSing agency, Kilgannon 
McReynolds, both located in Atlanta, 
identified the need to create a clearer 
identity for the bank in the market. 
The PISCES process was used with 
key bank managers to define the image 
of the bank and to develop a market­
ing strategy to increase consumer 
awareness. 

A planning meeting was held to 
identify who would participate in the 
creative session, where the creative 
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session would occur, and to determine 
which data were available in terms of 
qualitative and quantitative research, 
e.g., awareness of the bank in the 
Atlanta market, image of the bank, 
number of customers, type s of 
accounts these customers held and 
other information which could help to 
better understand the strengths and 
weaknesses of the bank. An addition­
al planning point was the definition of 
the objectives of the session. A book­
let was prepared for distribution to 

How to maintain 

100% 

participants prior to the creative ses­
sion to stimulate their thinking about 
who the key competitors were and 
what were some of the differentiating 
aspects of the bank. Some general 
guidelines for the meeting were 
included. 

The creative session, including the 
Imagine, Select and Create compo­
nents of the process, was conducted in 
one day. The 12 participants included 
the CEO and officers from key func­
tional areas of the bank and represen-
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tatives from the advertising agency. It 
began with a review of the objectives 
and the guidelines for a creative ses­
sion. A warm-up exercise was con­
ducted to show how easy it is to see 
something in one way and how it is 
possible to re-examine the item and 
see it in an entirely different way. 
(There are numerous images available 
to illustrate this point, such as the well­
known drawing in which one can see 
a young lady or an old lady, depend­
ing on perception.) 

Divergence techniques were used to 
generate a list of potential competi­
tors, then two key competitors were 
identified by consensus. A photo-sort 
was used to define the client. By sort­
ing through pictures, participants were 
encouraged to tell stories about the 
customers' lives as seen through the 
pictures selected. The stories were 
about the customers, their lives, values 
and how they would interact with the 
bank, thus establishing profiles of the 
various segments of the customers. 
Brain writing and brainstorming were 
used to generate facts, attributes, and 
benefits about the bank and its com­
petitors. 

In brain writing, participants write 
their ideas on Post-it Notes and pass 
them around the group for discussion. 
Because these notes are anonymous, 
the process encourages participants 
who are not vocal or who may be sub­
ordinates of other participants, to con­
tribute their ideas. The facilitator, 
through easel notes, creates charts as 
the participants talk and these charts 
are posted on the wall for later use in 
con tructing the strategies. 

Because of the multitude of ideas 
generated regarding the audience, the 
competition, the facts, attributes and 
benefits of the bank and its competi­
tors, convergence exercises were used 
to narrow these lists and identify the 
aspects that most differentiated these 
components. 

The convergence techniques includ­
ed dot voting, which allows partici­
pants to walk around and assign a pre­
determined number of self-adhesive 
dots to those items that are differenti­
ating to them and which they felt could 
be critical to the strategy statement. 

Following the convergence exercise 
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Advertorial 

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

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

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

or marketing issues only while they 
stand at the shelf. Yet research is most 
commonly conducted in malls, mail 
panels and other locations far removed 
from the point-of-sale. The fact that 
100% of all buying decisions are 
ultimately made at the shelf favors the 
case for in-store research. 

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

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

In a recent issue of Marketing Research 
(Spring, 1998), authors Bearden, Mad­
den and U scategui 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 

t~ 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 



the respondents formed three groups 
of four and were given the assignment 
to develop trategy statements (the 
Create stage). When finished the 
groups presented their statements to 
the entire group of 12 and further com­
ments and suggestions were made to 
strengthen the statements. These 
strategic positioning statements were 
further refined by the advertising 
agency and were turned into creative 
concepts to be tested in focus groups 
(the Evaluate stage). Finally, a mar­
keting campaign was developed based 
on the outcomes of the process (the 
Start stage). The entire process took 
three weeks from start to the shooting 
of the advertising campaign. 

A tracking study was conducted to 
evaluate the value of the marketing 
communications campaign. 

Objectives of the marketing cam­
paign 

Tucker Federal Bank is running a 
new marketing communications cam­
paign in the metro area that alternate­
ly involves cable television, radio , 

newspaper, outdoor, direct mail and 
point-of-purchase adverti sing. The 
challenge faced by the bank was to 
establish a clear identity in a market 
that is already inundated by major 
bank advertising. The theme of the 
new campaign is to point out the 
bank's smaller size as being just right 
for the area. In addition, advertise­
ments present bank services and the 
notion that the bank is active in the 
community. 

Objectives of the current campaign 
are to achieve an 8 percent aided 
awareness of the bank' personality 
positioning within the targeted geog­
raphy of the bank, achieve a 15 percent 
brand awareness of the bank in the 
Atlanta metropolitan area, and posi­
tively impact attitudes toward the bank. 

The purpose of the tracking study 
was to determine if the bank's objec­
tives were achieved, if the marketing 
strategy should be re-evaluated, and 
the impact of the bank's advertising 
on attitudes about the bank. These 
issues are not determined solely by the 
bank's new marketing communications 

"SSI-SNAP™ 
is a great deal." 

'We are big SSI-SNAP users. SSI-SNAP provides the 
most convenient value you can get It saves everybody's 
time. A client is on the phone asking questions about 

geography while we are providing immediate answers 
with SSI-SNAP's add-on, Click-USA We order 
only what we need, whenever we need it and 
get ~ back in an hour or less! 

We really like SSI-SNAP's fiexibility. especially 
ordering one sample instead of several by 

simply entering market codes. And one of the best 
features of SSI-SNAP is that we can call for help any 

time- it's like having a personal built-in help line. All 
these benefrts in one package make SSI-SNAP a great 
deal." 

Call SSI for sampling solutions at 1-203-255-4200 
(00 800 3589 7421 free phone from Germany. 

Netherlands, and the UK), send 
e-mail to infc@surveysampling.com, or vis~ our 
Web site at www.surveysampling.com. ~ Survey 

~ Sampling, 
Inc.® 

Partners with survey researchers since 1977 

effort . The active marketing of com­
petitors in this market is also a deter­
mining force. 

Tracking study methodology 
The sample for this study was com­

posed of 200 customers from Tucker 
Federal Bank's database (100 from the 
northern part of the Atlanta metro area 
and 100 from the southern part), 203 
high potential non-customers (HPNCs) 
from the same zip codes ( 103 from the 
northern metro area and 100 from the 
southern part), and 100 other non-cus­
tomers (ONCs) from the Atlanta metro 
area but outside the immediate range of 
the bank. Names for the latter two 
groups were generated by a urvey 
sampling organization. 

Respondents were at least 25 years 
old and the mix of males to females 
was approximately 50/50. 
Respondents were qualified as being 
the primary decision maker for the 
checking account in their household 
and as listeners to one of a group of 
radio stations (used in the radio mar­
keting) on a regular basis. 
Interviewing was conducted during 
late October and early November 
1998. 

Respondents were asked to answer 
survey questions on the following 
areas: 

1. Total unaided advertising aware­
ness (first and other mentions): 
Thinking just of the past six months, 
which banks have you seen or heard 
advertised ? 

2. Total advertising awareness­
unaided/aided: 

• (unaided): Thinking just of the past 
six months, which banks have you seen 
or heard advertised? (Respondents 
provided names of banks.) 

• (aided): Have you seen or heard 
any advertising for the follo wing 
banks? (Respondents were a ked for 
each bank not mentioned in the previ­
ous question.) In just the past six 
months, have you seen or heard any 
bank advertising for (names of banks 
were inserted) ? 

3. Advertising recall of Tucker 
Federal Bank: Please tell me anything 
at all you remember about the adver­
tising you recently saw or heard for 
Tucker Federal Bank. [Probe until 
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unproductive.] 
Proven recall was in the form of 

statements about the advertising cam­
paign (bank size, aspects of the ads), 
bank services, local focus, and aspects 
of bank services (low rates, good 
checking, variety of services, loans, 
care for needs, etc.) 

4. Main idea from the advertising: 
What do you think was the main idea 
of the advertising for Tucker Federal 
Bank? 

Correct communication mentions 
included statements about elements of 
the campaign - bank size, services, 
customer service, local involvement, 
friendly, etc. 

5. Slogan awareness: Do you recall 
hearing (read the slogan) in any adver­
tising? 

6. Overall satisfaction with primary 
bank: Using a scale of 1 to 10 where 
1 means "not at all satisfied" and 10 
means "extremely satisfied," what 
number would you give to describe 
the level of satisfaction with your pri­
mary bank? 

a The difference in percentages between Tucker Federal Bank customers and HPNCs is statistically significant at the 95o/o confidence level. 
b The difference in percentages between Tucker Federal Bank customers and ONCs is statistically significant at the 95% confidence level. 
c The difference in percentages between HPNCs and ONCs is statistically significant at the 95% confidence level. 
Ratings are on a scale of 1to 10, where 1 means "Not at all Satisfied" and 10 means "Extremely satisfied." 

Exceeded expectations 
Results of tracking studies indicate 

that the outcomes of the process not 
only met but significantly exceeded 
expectations. Results of awareness and 
tracking questions (items 1-5 above) 
are presented in Table 1. Satisfaction 

with the bank was higher for Tucker 
Federal than for other banks (Table 2). 

The first objective was to achieve 
an 8 percent aided awareness of the 
bank's personality positioning within 
the targeted geography of the bank. In 
fact, 67 percent of the bank's cus-
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Our 
dialogue feels 

so flat. 
Talk to tne 

in 3000 years. 

You need a better script. 
While civilized dialogue is a mere pleasantry in life, in 

a call center situation, it's crucial. Thankfully, there's a company 

everyone's talking about that brings in a new era of communi­

cation: TelAthena. Our Human Interaction Software helps you 

create scripts based on the natural give-and-take rhythms of 

actual conversation and is flexible enough to work with all 

environments, including dumb terminals, Windows and Web 

applications. Which facilitates smoother operations (not to 

mention operators), and greater productivity. So call us today 

to profit from our expertise-and never be at a loss for words. 

Tel A t hena Systems LL C 
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tomers had slogan awareness and 42 
percent of the high-potential non-cus­
tomers in the arne area . 

The second objective was to achieve 
a 15 percent brand awareness of the 
bank in the metropolitan area. The 
tracking study result found a 52 per­
cent total (unaided/aided) awarene 
of the bank's advertising among the 
total sample of metro area respon­
dents. 

The third objective of the marketing 
campaign was to improve attitudes 
toward the bank. Respondents who 
were aware of the ad campaign gave 
significantly higher ratings than 
respondents who were not aware of 
the ad campaign. Even among respon­
dents who were customers of the bank, 
those who were aware of the advertis­
ing gave significantly higher ratings to 
the bank's variety of services and 
demonstrated higher knowledge about 
services than respondents not aware 
of the advertising. 

Building on this uccess, the bank 
intends to extend the campaign until it 
begins to show signs of wearing out. 

The bank has implemented additional 
programs directed toward the different 
customer groups at it branches. In 
keeping with the community theme, 
the bank serves cookies at the branch­
es, organizes bus trips for senior citi­
zens, and holds holiday events for fam­
ilies. In addition, management of 
Tucker Federal Bank intends to con­
tinue to use this creative process as a 
way of increasing involvement and 
commitment of the manager . 

Suggestions for future research 
An industry review is recommend­

ed to identify the most common prac­
tices used to arrive at positioning 
strategies among advertising agencie 
and corporations. These organization 
are most likely to u e po itioning as a 
way to guide their marketing efforts. 
Such research can identify the key 
components and processes used and 
suggest possible applications across 
the board or within specific vertical 
industries because of special needs, 
e.g., consumer products versus busi­
ness-to-business or utilities versus 

Weh-Survent 
CATI ON THE INTERNET 

CIMC 
SURVENT 

COMPUTERS FOR MARKETING CORPORATION 

SAN FRANCISCO: (415) 777-0470 • DENVER: (303) 860-1811 
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deregulated industries or products vs. 
services etc. 

Starting with secondary research 
and exploring the various industries, it 
would be prudent to identify as many 
segments as is practical so that poten­
tial differences can be identified and 
models like PISCES can be further 
refined. 

Managerial implications 
The creative process described in 

this article is effective for developing 
differentiation trategies for external 
customers. The process i efficient in 
creating increased commitment with­
in an organization as well. The process 
can be used to develop vision, mis­
sion, common objective , and strategy. 
Marketing and other consultants can 
increase client buy-in through active 
engagement of the client in the cre­
ative process, whether the customer is 
a group of consumers or one is build­
ing one-on-one relationships of busi­
ness-to-business marketing. r~ 
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Product & Service Update 
continued from p. 12 

with other financial , demographic or 
statistical data. Results can be secure­
ly shared with other companies over 
the Web. Data can be uploaded either 
directly through the brow er or by 
sending a CD-ROM or tape to the com­
pany. 1010 Data can manage databa -
es ranging from 100 to 100 million 
records with comparable performance. 
To sign up for a free 30-day trial with 
a tutorial and example s, go to 
www.1010data.com. For more infor­
mation call 212-430-6560. 

Study examines soybean 
farmer e-com usage 

Because of the many facets of e-com­
merce, there is a need to better define 
and more thoroughly research how 
farmer are using electronic services 
today and under various circumstances 
how they will use these in the future. To 
do so, Doane Marketing Research, Inc. , 

Wirthlin clients will use the methodol­
ogy for strategic planning, product and 
marketing strategies, focus group es­
sions, organizational vision and mis­
sion statements, information technolo­
gy implementations, employee feed­
back sessions and other critical business 
processes. 

The Advanced Strategy Lab method­
ology is currently available on 
GroupSystems.com's new Internet­
enabled GroupSystems OnLine ser­
vice. GroupSystems OnLine is a 
knowledge automation service for e­
business that enables team members, 
corporate partners, customers and 
stakeholders external to the organiza­
tion to work together regardless of time 
or place. For more information visit 
www.groupsystems.com or 
www. wirthlin.com. 

Site offers psychologist­
designed surveys 

nizational survey products designed by 
industrial/organizational psychologists. 
These survey products can be adminis­
tered on-line to employees and cus­
tomers, and results viewed in real-time 
with on-line reporting tools. Survey 
products can be tailored to an organi­
zation's needs. For additional informa­
tion and an on-line demo survey visit 
www.corporatesurvey.com. 

Harris Interactive adds 
to panel line-up 

Harris Interactive, a Rochester, N.Y., 
research firm, has created four spe­
cialized panels for conducting research 
in the business-to-business market eg­
ment. These panels include individuals 
throughout the U.S. that make or influ­
ence purchases: 38,988 information 
technology purchasers; 27,818 
telecommunications purchasers; 
40,574 office equipment purchasers; 
13,406 small-business owners and 
15,206 people who run offices or busi­
nesses from home (SOHO). Harris 
Interactive screened its panel of more St. Louis, is conducting a shared-cost 

m~ctre~~h~~~~~'Tiri~~~----------------------------

CorporateSurvey.com, a Tulsa , 
Okla., con ulting firm, has launched an 
Internet service providing on-line orga-

of e-Commerce Usage by Large 
Acreage Com and Soybean Farmers." 
Only growers with 500 or more 
acres will be sampled. For 
more information contact 
Marypat Corbett or Jim 
Johnson at 314-878-7707 or at 
mcorbett@doanemr.com or 
jjohnson@ doanemr.com. 

New Net-based knowl­
edge automation service 

New York-based GroupSystems.com 
has partnered with Wirthlin Worldwide, 
a McLean, Va., research firm, to com­
bine Wirthlin 's Advanced Strategy Lab 
and GroupSystem .com ' Internet­
based knowledge automation service, 
GroupSystems OnLine. Advanced 
Strategy Lab (ASL OnLine) allows 
organizations to collect strategic infor­
mation from participants around the 
world, simultaneously and anony­
mously. A facilitator moves the group 
through key que tions , categorizes 
themes, prioritizes strategies or issues, 
and identifies appropriate action steps. 
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than 5. 3 million participants to 
identify these individuals. For 
more information visit 
www. harrisin teracti ve. com. 

New delivery system 
from Nielsen//NetRatings 

New York-based Nielsen//NetRatings, 
the measurement service from Nielsen 
Media Research and NetRatings, Inc., 
has announced My Nielsen/ I 
NetRatings, an information delivery 
system for its Web-based audience 
measurement and analytical reports. 
My Nielsen//NetRatings helps analysts 
and planners make informed business 
decisions and extract Internet data and 
analyze Web site and advertising infor­
mation. 

The new information delivery sys­
tem streamlines the process of viewing 
Nielsen//NetRatings data and reports. 
In one centralized location, businesses 
can track their at-work and at-home 

Name Creation: 
Name Testing. 

Bost~~rondlng 

~·~ 
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 

lla1ne lluest · 
The Slience of Nome (reatian 

Internet audience information and ban­
ner advertising, as well as data on other 
companies to conduct competitive 
analyses. My Nielsen//NetRatings per­
sonalized report settings are saved so 
that the data reports run each week and 
month are automatically pushed to the 
user's desktop. 

Through strategic partnerships 
between NetRatings, Nielsen Media 
Research and ACNielsen 
eRatings.com, the Niel en//NetRatings 
audience measurement service collects 
real-time data from more than 85,000 
panel members around the world. The 
U.S. panel sample consists of 43,000 
at-home users and 7,000 at-work users. 
International panels are under devel­
opment with more than 35,000 at­
home users currently being measured. 
For more information visit 
www.nielsen-netratings.com. 

Simplified data mining 
tool debuts 

Charlottesville, Va.-based 
MarketMiner Inc. has released 
MarketMiner Prophet, a data mining 
product. Like its sister products 
MarketMiner Express, MarketMiner 
Analyst, and MarketMiner Expert, 
MarketMiner Prophet requires no 
advanced knowledge of statistical 
analysis - just Windows 95, 98, or 

Counting noses in focus groups 
just got some help! 

ondents "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 project, 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 

NT. 
In 10 steps, MarketMiner imports 

the customer and prospect data, stan­
dardizes the addresses, performs 
geocoding, appends demographic 
enhancements, and performs an auto­
mated analysis, helping the user iden­
tify the most valuable customers, best 
prospects, key market segments, and 
other information, including a similar­
ity measure between current customers 
and prospects. 

After scoring the proposed 
prospect list, MarketMiner produces 
an analysis package including an 
executive summary, marketing rec­
ommendations, and a series of 
charts, tables and graphs reports 
identifying the optimum market seg­
ments, key variables, and the pro­
posed campaign's expected perfor­
mance. For more information visit 
www.marketminer.com or call 
Patrick Hanrahan at 804-977-8606. 

New QDA product from 
Trag on 

Tragon Corp., Redwood City, 
Calif., has released its new 
Windows-based Interactive QDA 
(Quantitative Descriptive Analysis) 
software program, which features a 
menu-driven point-and-click format 
for analyzing results from sensory 
tests. The new program is based on 
the S-PLUS 4.5 statistical package 
using its data analysis and statistical 
modeling capabilities. Raw data may 
be easily imported into the program. 
Dialog boxes allow users the flexi­
bility to choose statistical parameters 
for the analysis and subsequent 
reports and graphs. Graphical and 
numerical tools simplify panel per­
formance tracking and measures dif­
ferences among products. The pro­
gram performs the standard QDA 
analyses such as analysis of vari­
ance, discriminant analysis, factor 
analysis, corrlations, and various 
mean separation tests. For more 
information ca11650-365-1833, visit 
www.tragon.com, or see Tragon's 
exhibit at the 2000 1FT Food Expo in 
Dallas on June 10-14. 
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Survey Monitor 
continued from p. 8 

very or not at all important now stands 
at 44 percent- the lowest percent in 
five years. Value continues to be the 
main reason people buy private label 
food products: 45 percent- the high­
est in five years - said that the one rea­
son they buy private label foods is 
because private label is as good as the 
name brand and costs less. The second­
most mentioned reason for buying pri­
vate label foods is price: 35 percent of 
respondents said that they buy private 
label foods because they are cheaper. 
For more information call Michael 
Bixler at 912-228-1224. 

calories/watching fat. Forty-one per­
cent of respondents said they partici­
pated in a regular exercise program in 
hopes of shedding pounds. 

More than half (56 percent) of 
respondents said they regularly take 
vitamins. Women are better about tak­
ing vitamins than men (62 percent vs. 
49 percent), as are adults 45 and older 
compared to those younger (67 per­
cent vs. 46 percent). Nineteen percent 
of Americans regularly take herbal sup­
plements, such as ginseng, echinacea, 
and St. John's Wort. 

Survey results are based on tele­
phone interviews with American 
adults. Accuracy of the results is with­
in ±3.09 percent. For more information 

Dialogue, a New York Internet cus­
tomer relationship management com­
pany. Data from Cyber Dialogue's 
Cybercitizen Entertainment Survey 
shows that while 28 percent of on-line 
movie fans reported their opinions of 
movie brands had changed as a direct 
result of visiting movie-related Web 
sites, the figure rises to 42 percent 
among more intensive on-line movie 
fans. 

Intensive on-line movie fans are an 
extremely valuable target audience 
because of their high levels of movie 
consumption and spending. On aver­
age, intensive on-line movie fans watch 
two movies in the theater per month 
versus one for the general on-line pop­
ulation, they watch nine movies on 

Most Americans cable TV or pay-per-view per month 

M • •t • •t I versus eight for the general on-line 

visit www.maritzpoll.com. 

satisfied with their OVIe Sl e VIS I ors ess population, and they rent 14 videos per 
brand-loyal month versus only six for the general 

weight on-line population. 
Intensive on-line entertainment users I t f d. th. t 1 t Though you wouldn't guess by the n erms o spen mg, 1s rans a es 

number of weight -los and fitne s pro- are more fickle and less brand-loyal to $15 per month spent in theaters for 
than other on-line adults when it comes · t · 1· · f $7 grams on the market, a Maritz Poll m ens1ve on- me mov1e ans versus 

fromM~ttM~~~R~ear~,St. ~t_o_m_o_v_i_e_s_, _a_c_c_o_r_d_i_n_g_to_C_y_b_e_r_f_o_r_th_e_g_e_n_e_m_l_o_n_~_~_e_p_o_p_u_l_~_~_n_,_$_M 
Louis, found that 68 percent of 
Americans say they are satisfied with 
their weight. 

Not surprising, more men than 
women (77 percent compared to 59 
percent) are happy with the numbers 
that register when they step on the 
scale. Young people are also more like­
ly to be content with their weight. 
Seventy-nine percent of respondents 
ages 18-24 are happy with their weight, 
compared to 64 percent of respondents 
55 and older. 

Even so, 40 percent of poll respon­
dents tried to lose weight last year. 
Forty-seven percent of women 
attempted to lose weight, as did 33 per­
cent of men. Seventy-seven percent of 
those who attempted to slim down 
claimed to have been successful in 
their efforts. 

Contrary to all the fad diets and 
quick fixes that flood bookstore 
shelves and television airwaves, most 
Americans do practice the most tried­
and-true methods of weight loss: eat­
ing right and regular exercise. Sixty­
nine percent of those who tried to lose 
weight did so by eating right/watching 
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per month on CATV spending versus 
$37, and $42 dollars per month on 
video rentals versus $19. 

In addition, as a result of movie site 
visits, 39 percent of intensive on-line 
movie fans said that they watch more 
movies in theaters; 37 percent say they 
watch more movies at home; and 20 
percent said that they rent more movies 
to watch at home. 

Cyber Dialogue also identified 11.8 
million on-line movie fans that say they 
are interested in paying for a service to 
enable them to download movies 
directly to their TV, and 6.8 million 
who said they would pay for a service 
to enable them to download movies to 
their PC. 

The findings are from Cyber 
Dialogue's Cybercitizen Entertainment 
Program (CCE). Cy bercitizen 
Entertainment consists of in-depth 
interviews with 1,000 Internet users 
and 1,000 non-users conducted quar­
terly. For more information contact 
Larry Matthews 212-651-917 4 or 
!matthews@ cyberdialogue.com. 

College students are 
on-line buyers 

A study revealed that nearly half 
( 45 percent) of college students go 
on-line every day and that the average 
student has made four on-line pur­
chases totaling $305 during the past 
year. The most popular items pur­
chased on-line include: music (46 
percent); general books (42 percent); 
tickets (31 percent); computer periph­
erals (24 percent); and general soft­
ware (19 percent). 

The study, "Student Attitudes and 
Behaviors: Online Shopping," is the 
latest installment in the Student 
Watch Campus Market Research 
series conducted on behalf of the 
National Association of College 
Stores (NACS), Oberlin, Ohio. 

Textbooks rated sixth on the list 
with just 18 percent of students 
reporting an on-line textbook pur­
chase. Nearly three-quarters of the 
respondents reported their college 
store's Web site as the most likely 
source for textbook purchases despite 
aggressive advertising by dot.com 
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textbook sellers. 
"The data in this study clearly cor­

responds to earlier NACS research 
where students indicated some hesi­
tancy to buy textbooks on-line due to 
security concerns," says Julie Traylor, 
NACS director of planning and 
research. "College stores offer easy 
pick-up options, good return and 
exchange policies, buyback options 
and by virtue of their on-campus 
presence, may also offer on-line stu­
dent shoppers some security as a 
well-known, local source." 

The Student Watch study was 
developed and funded by the College 
Stores Research and Education 
Foundation, a subsidiary of the 
National Association of College 
Stores, and conducted by Sterling 
Research, St. Petersburg, Fla. Five 
additional volumes of data examine 
students' attitudes towards textbooks 
and course materials, technology and 
apparel and backpacks. For informa­
tion call Laura N akoneczny at 800-
622-7498 ext. 2351. 

Americans divided over 
women's rights 

What do Americans really think 
about women's status? A study 
released by TNS Intersearch and GIA 

--~-· (Gallup 
International) 
revealed that 
Americans 
are essential­
ly divided 
a b o u t 

women's 
rights In 
America, 
with 47 per­
cent claiming 
they have 
equal rights 

with men and 52 percent saying that 
they do not. 

However, there was agreement on 
equal political leadership abilities 
among men and women and their 
equal right to a job. The results of the 
study revealed that almost half (47 
percent) say that women in the U.S. 

have equal rights with men, while the 
other half (52 percent) disagree. The 
figures differ by gender, with 56 per­
cent of men, compared to 39 percent 
of women, saying that women have 
equal rights with men. 

In terms of women's role in the 
workforce, almost three out of four 
men and women (73 percent and 74 
percent, respectively) said that both 
husband and wife should contribute 
to household income. Even in times 
of job shortages, Americans believe 
that women have the same right as 
men to earn an income. Men dis­
agreed by 83 percent and women by 
81 percent to a question about giving 
men more rights to a job than women 
when jobs are scarce. 

More than three- fourths of 
Americans believe than men do not 
necessarily make better political lead­
ers than women. A combined 76 per­
cent disagreed with the statement "On 
the whole, men make better political 
leaders than women do." 

Eight in 10 Americans disagree 
with the statement "A women needs 
to have children in order to be really 
fulfilled." But women felt stronger 
about this issue, with 86 percent dis­
agreeing compared to 74 percent of 
men disagreeing. 

Americans also believe that women 
must support the fight for women's 
rights in developing countries. Nearly 
three-quarters (73 percent) agree that 
women in advanced countries must 
promote the rights of women in the 
developing world. 

The Millennium Survey polled over 
50,000 participants in 60 countries 
about the same core issues addressed 
in the U.S. part of the study. The com­
plete U.S. and Canada survey results 
as well as information about the other 
regions of the world in the study are 
available at 
www.intersearch.tnsofres.com. 

Some on-line shoppers 
would like a CSR; new 
car seekers search Net 

On-line shoppers said they would 
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buy more products on-line if they 
could speak with a customer service 
representative at the time of their pur­
chasing decision. According to a sur­
vey conducted by NFO Interactive, a 
Greenwich, Conn., research firm, 
nearly 35 percent of 2,321 recent on­
line shoppers said they would buy 
more if they could interact real-time 
with a salesperson from an e-com­
merce site. 

The results of NFO Interactive's 
weekly on-line net.query survey also 

line community comprises more than 
37 percent of American households 
and controls more than 50 percent of 
U.S. household income. "While the 
number of households that have or 
plan to actually buy a car on-line is 
still relatively low, the Internet is now 
perhaps the strongest communication 
medium for automobile manufactur­
ers to convey the features and bene­
fits of their product. This could well 
bring about major change in the 
industry's choice of advertising 

media as well as the roles and 
responsibilities of the dealer net­
works," Hamlin says. 

Participants for the NFO 
Interactive study were acquired from 
the NFO//net.source, an on-line con­
sumer panel. Among on-line shop­
pers, the collected data possesses a 
statistical accuracy of ±3.54 percent. 
For more information call 203-629-
4837 or visit the company's Web site 
at www.nfoi.com. 

~undthatofthoseon-lineuserswho ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

have not yet purchased a product on-
line, 13.7 percent would buy on-line 
if they could speak directly with a 
customer service representative. 

"As Web site developers search for 
ways to attract people to their sites, 
they may well be missing a crucial 
element of effective retail strategy: 
personal interaction. Customer ser­
vice is key to success; a helpful 
salesperson goes a long way to 
effecting a purchase," says Charles 
Hamlin, president NFO Interactive. 

"Introducing live salespeople into 
the sales process - either through 
on-line chat or direct telephone con-
nection as in conventional catalog 
sales- would serve to boost on-line 
sales. As manufacturers consider 
automating their channels, they 
should not lose sight of the effec­
tiveness of personal contact." 

The prospect of purchasing autos 
on-line was also posed to the 2,321 
on-line shoppers through NFO 
Interactive's net.query. Clearly, on­
line shoppers look to the Internet for 
information on prospective auto pur­
chases, as more than 4 7 percent said 
they would use auto-oriented Web 
sites to gather information on deal­
er invoice/pricing information. 
Nearly 45 percent said when they 
shop for their next car, they will use 
auto Web sites to seek out indepen­
dent evaluations and reviews. 
Interestingly, 10.6 percent said they 
would consider purchasing a car on­
line without ever visiting the dealer­
ship in person. 

This is crucial news for the auto­
motive industry, as the affluent on-
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Research Industry News 
continued from p. 15 

Internet-based panel consisting of 
1,000 executives from small- and 
medium-sized U.S. businesses. 

As a result of a merger, Austin , 
Texas-based IntelliQuest will has 
changed its name to Millward Brown 
IntelliQuest. 

Calgary, Alberta-based Secret 

ShopNET has merged with Service 
Intelligence, a Seattle re earch firm, 
and will now operate under the name 
Serviceintelligence.com and be 
headquartered in Seattle. The firm has 
relocated its Calgary office to 6940 
Fisher Rd., S.E., Suite 125, Calgary, 
T2HOW3. 

London-based Isis Research has 
opened an office at Quarry Park Place, 
9175 Guilford Rd., Columbia, Md., 
21046. Phone 301-317-1000. Fax 

Marketing Research Week 
Toronto • Canada 

Dozens of international exhibitors 
show the right stuff Monday evening 
and all day Tuesday. 

International author David Maister 
with wise words on professionalism 
and how you can use it to unlock 
your business and personal growth. 

Elegant dinner and 
dance on Thursday 
(black tie optional) 
to celebrate the 
founding of PMRS. 

For details visit our web site 
www.celebrate40.com 

or calli-888-815-PMRS 
E-mail: pmrs@taylorenterprises.com 

Look Out • Speak Up • Celebrate! 

Professional Marketing Research Society 
A'isociation Prof sionndlc de R.t:cherchc en Markeling 

Design: Robert Hylond Design & Rssociotes Illustrotions ® Anson Liow 1999 

301-317-1201. 

Re earch firm Gelb Consulting 
Group has moved to 4611 Montrose 
Blvd. , Suite A230, Houston, Texas, 
77006. Phone and fax numbers remain 
the same. 

@FocusRoom.com, a facility 
designed for hardware/software test­
ing and other high-tech research 
needs, has opened in New York City. 
For more information call Amanda 
Karp at 212-935-6820. 

New York-based m@x RACKS , 
Inc., a postcard advertising firm, has 
engaged the Traffic Audit Bureau to 
develop an auditing methodology for 
the postcard-advertising medium. 
Auditing would provide advertisers 
with the number of people exposed 
to an advertiser's message on a post­
card. 

InfoTek , a Beaverton , Ore., 
research firm, has moved to larger 
quarters featuring expanded inter­
viewing and recruiting facilities. The 
new address is 4915 S.W. Griffith Dr., 
Suite 200, Beaverton, Ore. , 97005. 
Phone 503-644-0644. 

Creative Research Services, Inc., 
Atlanta, has opened an account ser­
vices office in Dallas. Frank McGinn 
has been named senior vice president 
and will manage the office, which is 
located at 9518 Brentgate Drive , 
Dallas , Texas, 75238. Phone: (214) 
340-3725, E-mail: 
frank.mcginn@ creativeresearch.com. 

Chevron Corporation has selected 
the Inquisite survey system from 
Austin, Texas-based Catapult 
Systems Corp. to survey its 33 ,000 
employees worldwide. 

In March, Wilton, Conn.-based 
Greenfield Online, Inc. filed a regis­
tration statement with the Securities 
and Exchange Commission for anini­
tial public offering of its common 
stock. The offering is being managed 
by Credit Suisse First Boston, Bear, 
Stearns & Co. Inc., and Donaldson, 
Lufkin & Jenrette. All shares are 
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being sold by Greenfield Online. 

The Interpublic Group of 
Companies, Inc., New York, and 
NFO Worldwide, Inc., Greenwich, 
Conn., have agreed to revised terms 
relating to their agreement and plan of 
merger dated as of December 20, 
1999. The firms had previously 
announced a definitive agreement 
whereby The Interpublic Group 
would acquire NFO in a stock for 
stock transaction valued at $26 per 
NFO share. Under the terms of the 
original agreement, NFO's stock­
holders were to receive a number of 
shares of Interpublic stock (the 
"Exchange Ratio") based upon the 
average closing price of Interpublic' s 
common stock during the 10 trading 
days ending six business days before 
the closing date. The Exchange Ratio 
was subject to a collar, whereby the 
shares to be received by NFO stock­
holders were subject to a maximum of 
.5274 of a share, and a minimum of 
.3898 of a share, of Interpublic stock 
for each NFO share. In addition, if 
the average trading price of 
Interpublic's stock was below $46.40 
per share, NFO was entitled to termi­
nate the transaction, providing that 
Interpublic declined to adjust the 
exchange ratio to provide $26 per 
share in value. Under the terms of the 
revised agreement, the collar on the 
Exchange Ratio was modified where­
by the shares to be received by NFO 
stockholders are now subject to a 
maximum of .5503 of a share of 
Interpublic stock. This modification 
ensures that NFO stockholders will 
receive $26 in value if the average 
trading price of Interpublic 's stock is 
between $47.25 and $66.70. In addi­
tion, NFO 's right to terminate the 
transaction has been modified so that 
it is only exercisable if the average 
trading price of Interpublic 's stock is 
below $44.88. Finally, the parties have 
agreed to increase the termination fee 
payable to Interpublic in certain cir­
cumstances from $25 million to $30 
million. 

NFO also announced that it had 
received an unsolicited proposal to be 
acquired by an unidentified third party 
for $27.50 per share payable in cash. 
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NFO's board of directors had made 
the determination required under the 
merger agreement with The 
Interpublic Group to permit NFO to 
enter into discussions with, provide 
non-public information to, and nego­
tiate with this third party. However, 
during these discussions, the compa­
ny determined that it was unable to 
accept this proposal, as certain terms 
specified by the potential buyer were 
unacceptable to the company. As a 
result, the NFO Worldwide board of 
directors rejected the offer and also 
determined that The Interpu blic 
Group revised offer was superior. 

New York-based Nielsen//NetRatings 
announced that its Internet measurement 
panels now have a total of 88,000 indi­
viduals under real-time measurement in 
the U.S., Japan, Australia, the U.K. , 
Singapore, New Zealand and Ireland. 

Anheuser-Busch has selected 
Schaumburg, 111.-based ACNielsen 
U.S.'s Convenience Track as its syndi­
cated source of sales information and 
insights for the convenience store 
channel. 

LensCrafters has selected Chicago­
based SPSS Inc.'s Clementine data 
mining software to enhance its data 
mining efforts. 

Survey.com, a San Jose, Calif. , 
research company, has entered into a 
research partnership with The Data 
Warehousing Institute (TDWI), an 
educational organization in the data 
warehou sing and business intelli­
gence market. Under term s of the 
deal, Survey.com's BI/DW Research 
Program and TDWI will jointly 
develop a series of primary market 
research surveys designed to assess 
user satisfaction with business intel­
ligence software, services, and hard­
ware provided by industry vendors 
and con sultancie s . Additionally, 
TDWI ha s agreed to co- spon sor 
Survey.com's Database Solutions III: 
Europe report , a research project 
designed to assess the state of the 
European business intelligence and 
data warehousing market. Separately, 
Survey. com ha s entered in to a 

research partnership with Windows 
2000 Magazine. As part of the part­
nership, Windo ws 2000 Magazine and 
the BIIDW Research Program of 
Survey.com will execute a series of 
primary market research surveys over 
the next year. Separately, Survey.com 
has opened a European office in 
Surrey, England. 

Roche ster, N.Y.-based Harris 
Interactive, a leading Internet-based 
market research firm, and Excite 
Canada , a joint venture between 
Excite@Home and Rogers Media Inc. , 
have announced a strategic relation­
ship under which Harris Interactive 
will provide research and polling 
expertise to Excite Canada in return 
for links to its Harris Interactive Web 
site. The links will enable Harris 
Interactive to expand its population of 
on-line Canadian respondents. 

New York-based Medscape, Inc. , a 
provider of health and medical infor­
mation on the Web , and United 
Information Healthcare Group 
(UIHG) , a Livingston, N.J.-based 
research firm, have formed an alliance 
to combine UIHG 's capabilities in 
pharmaceutical research with 
Medscape 's reach among physicians, 
allied health professionals and health 
care consumers. The companies plan to 
market and sell a new suite of services 
including both syndicated audits and 
custom research capabilities. 

The Telecom Investor Forum at 
SUPERCOMM has selected RHK as 
its research partner. RHK, based in San 
Francisco, is a market research and 
consulting firm analyzing the public 
telecommunications network. 

Tu stin , Calif.-based Scantron 
SurveySolutions has added consult­
ing services to its offerings. The com­
pany also plans to introduce bench­
marking as a means of providing com­
parative data by industry and topic. 
The firm will also offer validated ques­
tion item banks and benchmark 
research studies for various markets, 
including financial institutions, mar­
keting research firm s and human 
resources professionals. 

www.quirks.com Quirk's Marketing Research Review 



• 
1a 

• No other tabulation and analysis software on the market 
approaches tasks in the powerful way of MERLIN, the "industrial­
strength" tabulation system. 

• No other tab system imports such a wide variety of file formats 
including many CATI systems. 

• 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. 

When the time comes to· 
re-eval·uate o·r renew your 

current tabulation software 
lease, remember, you do have 

an alternative choice! 
The MERLIN Suite is a set of integrated modules for pro­
duction and ad hoc data cleaning, validating, tabulating, 
manipulating, analyzing and data importing and exporting. 

Your tabulation spec-writers quickly and efficiently use 
the MERLIN Command Language on UNIX, NT or Windows 
PCs to create and manage hundreds and even thousands of 
publication-quality tables. The tables can be as simple or as 
content-rich and intricate as required. 

Analysts and Project Staff use MERLINPius menu­
friendly software on the same working files to check data 
and revise specs . 

Staff and Customers use the FASTAB/Windows ad hoc tab­
ulation program (on inverted databases) and MERPOST for 
table-posting on their own PCs. 

The MPE data edit program handles giant record data 
entry and editing, along with numerous binary and ASCII 
standard formats . 

The MERLIN TOOLKIT utility allows for a wide variety of im­
port , export, data viewing and restructuring options for 
everyone involved. The MERLIN Tabulation System TM provides 
comprehensive and dependable solutions for both the ordi­
nary and the extraordinary information processing demands 
that you face daily. 

Unlimited Training (and re-training) and consulting with 
your staff on ongoing, real-life , real-time production jobs is 
included with this arrangement. 

Total ongoing support for a fixed price annually is bun­
dled with the full-featured MERLIN tabulation environment. 
DATAN support includes full documentation, phone/FAX/email 
support , timely bug-fixes and workarounds, and user­
responsive program development each and every year. 

FOR MORE INFORMATION ABOUT 
THE MERLIN TABULATION SYSTEM™ 

CALL TOLL-FREE 

800/220-7036 
or send email to DATAN via merlin@datan.com. 

DATAN,Inc. 
Data Analysis Systems and Services 

Princeton NJ USA 



Data Use 
continued from p. 16 

wide range of practical problems in which the choices of 
various customer groups are modeled as a function of a vari­
ety of marketing mix actions and differences in the indi­
viduals or groups making the choices. 

2. Random utility theory-based choice experiments. 
Until the work of Jordan Louviere, RUT-based choice 

models had been applied to analyze choices that could be 
observed in real markets, such as scanner panel choice data, 
observations of what customers chose reported in surveys, 
etc. Naturally, one cannot rely on such data for many strate­
gic research problems, because of the following types of 
problems that frequently arise in real applications: 

a) Forecasting demand for new, or category-revolution­
izing products. 

b) Forecasting demand for products in categories in which 
new and different attributes which were not previously a 
consideration in choice are introduced. 

c) Forecasting demand for products in categories in which 
attribute ranges are stretched well beyond those in present 
markets. 

d) Forecasting demand in markets in which serious mul­
ticollinearity is present among the predictor variables. 

Louviere's research, since extended by him and others, 
focused on developing statistical design technology to sys­
tematically and independently vary predictor variables of 
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interest in a manner consistent with RUT and various mul­
tiple choice models derived from RUT. 

The major advantage of this technology is that the strate­
gic researcher is freed from the tyranny of real markets 
which are subject to market forces and constraints of tech­
nology. That is, the researcher can extend existing markets 
and even develop radically new markets by using principles 
from the design of statistical experiments to create markets 
offering products that do not now exist, products with attrib­
utes and/or attribute levels which do not now exist, and 
products whose attributes behave in statistically useful, 
non-collinear ways regardless of the existing pattern of 
collinearity in real markets. 

3. Re-scaling of RUT-based multiple choice models 
Ben-Akiva and Morikawa (1990, Transportation 

Research) and Swait and Louviere (1993, Journal of 
Marketing Research) showed that RUT predicted that a 
simple relationship existed between multiple choice mod­
els derived from choice experiments and multiple choice 
models derived from choices observed in real markets. 

Since that time, a growing number of published papers 
have consistently verified the relationship, and affirmed the 
practical significance of the result: Choice models derived 
from experiments can be easily and theoretically consis­
tently "re-scaled" to predict real market choices. 

What is a choice experiment, and how does it differ 
from conjoint? 

A choice experiment consists of two or more alternatives 
from which a target group of respondents are asked to 
choose, such as brands competing in a category or services 
such as airlines competing on the same city pair route. The 
choice alternatives are organized into sets called choice 
sets and each choice set presents either different subsets of 
competitors, different descriptions of competitors vis-a-vis 
their attributes or features, or both (see Fig. 1). In a typical 
choice experiment, each respondent will complete between 
six and twelve of these systematically generated cards. 

Thus, a choice experiment involves the design of alter-

Fig. 1 • Example of one choice set 

The credit card market 
Citibank Bank of Lloyds Bank None 

America 
Annual Fee $100 $50 $150 

Type of Card Visa Visa MasterCard I would not 
Type of Plan Gold Card Reqular Card Platinum Card choose 

Auto Insurance Yes, Not available Yes, costs any 
included free extra $50/year 

Card affinity Yes Yes No 
available 

Credit Limit $5000 $1000 $5000 
Interest Rate 19% 12% 16.5% 

What card would 1 2 3 4 
you choose? 

natives and choice sets in which the alternatives appear. 
There are numerous ways to design such experiments, and 
as academic and practical interest continues to increase in 
choice experiments, the number of ways to design the ex per-

www.quirks.com Quirk's Marketing Research Review 



iments and the types of applications is growing rapidly. 
Choice experiments differ from traditional conjoint analy­

sis in many ways, despite the fact that many marketing 

Fig. 2 • Example of one conjoint based profile 

The credit card market 
Citibank 

Annual Fee $100 
Type of Card Visa 
Type of Plan Gold Card 

Auto Insurance Yes, included 
free 

Card affinity Yes 
available 

Credn Limn $5000 
Interest Rate 19% 

How likely would Very Likely Very Unlikely 
you select this 

credit card? 1 I 2 3 I 4 5 I 6 7 I 8 

researchers call choice experiment "choice-ba ed con­
joint," while other researchers try to po ition traditional 
conjoint analysis as choice experiments, and yet others try 
to pass off a variety of techniques completely unrelated to 
choice experiments as choice experiments! 

In particular, traditional conjoint analy is isba ed on lin­
ear models, such as ordinary least-squares (OLS) regres­
sion or ANOVA models. In a traditional conjoint analysis 
experiment therefore, the objective is to design a set of 
product description called "profiles," which are combi­
nations of levels of a set of attribute being varied by the 
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researcher (see Fig. 2). Notice that no mention has been 
made of "choice sets" in which profiles or brands compete 
with one another for customer's choices. This is because 
traditional conjoint analysis profiles do not compete; 
rather, respondents from a target market express degrees 
of preference for each profile independently of other pro­
files. A single model which describes how preferences 
vary as a function of changes in attribute levels is derived 
for each respondent. Choices are simulated by assuming 
that each individual will choose that profile in a set of com­
peting profiles that receives the highest predicted prefer­
ence value. 

In this sterile, unrealistic, profile evaluation environment 
customers cannot indicate that they would prefer not to 
choo e any of the profiles. Of course, it is a feature of real 
markets that few customers always choose those consis­
tently what they express preferences. In fact, we know that 
customers choices often vary, and that preferences can be 
quite inconsistent with choices. For example, you may pre­
fer BMWs to Hondas, but choose a Honda because you 
cannot afford a BMW. As well, choices often vary due to 
a variety of things that cannot be observed and anticipat­
ed, such as a change in one's transport mode to commute 
to work due to weather, accidents, problems at home, etc. 
Thus, viewed from the researcher's view, choices must 
have a random element. 

This random element of choice behavior in real markets 
is the principal focus of RUT (and from which RUT derives 
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its name). That is, preferences, or "utilities" from an eco­
nomic point of view, are inherently unobservable because 
they are in customers' minds. Choice experiments allow 
researchers to observe systematic variations in customer 
choices related to systematic variation in alternatives 
offered, attributes of alternatives, or both. Naturally, because 
choice behavior always contains a random element, 
researchers cannot perfectly explain choice . This "unex­
plained variation" in choice constitutes the random ele­
ment. 

Unfortunately, in traditional conjoint analysis no 
allowance is made for a random element in preferences or 
choices. Indeed, this is a rather glaring logical inconsisten­
cy insofar as conjoint analysts a) use a method to model cus­
tomers' preferences which assumes a random element in 
preferences, but then b) use the resulting model to predict 
choices as if there were no random element. That is, choic­
es predicted by traditional conjoint choice simulators are 
deterministic and make no allowance for random error in 
choices. 

Real customers who make choices in real markets fre­
quently decide not to choose. That is, for whatever reason, 
some customers choose to delay purchases or choose no 
products offered in a particular category. Examples of the 
former customers include millions of potential customers for 
PCs who know they eventually want to have one at home, 
but are waiting either for prices to drop further, or func­
tionality to increase, or both. Examples of the latter cus­
tomers include those who are allergic to chocolate, and 
hence, will not buy chocolate products regardless of the cat­
egory in which they are offered. 

Unfortunately, traditional conjoint analysis focuses only 
on preferences for profiles; and there is no theoretically 
acceptable way to accommodate a preference for "non­
choice." Thus, even if a theoretically correct way were 
found to accommodate randomness in traditional conjoint 
preference models, there remains the problem of predicting 
non-choice. The logical consequence oflimitation is that tra­
ditional conjoint analysis deterministically predicts the 
number of customers in a sample who are expected to 
choose a particular alternative given that they will choose 
an alternative. 

The latter prediction is clearly of managerial interest, but 
accurate prediction requires a theory that takes randomness 
in choice into account, which traditional conjoint analysis 
does not. Furthermore, traditional conjoint analysts try to 
approximate this probability by rigorous pre-screening of 
customers to be sampled, which again represents a logical 
inconsistency insofar as this assumes knowledge or theo­
ry to determine explicitly which customers are in the tar­
get market of interest now, as well as which customers ever 
will choose a product in the target market. The choice 
experiment approach eliminates this logical inconsistency 
by allowing researchers to separate non-choice into as 
many strategically interesting sub-choices as required. For 
example, if one simply wants to know who will choose now, 
who will delay and who will never choose, choice experi­
ment outcomes can be framed as a) choosing one of the 
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offered alternatives, b) choosing to eventually choose but 
not given the set offered, or c) choosing never to choose 
regardless of what is offered. 

Another feature of real markets is that products or ser­
vices can compete across manager-nominated categories, 
or even within the same category, different products may 
offer different attributes or different level s of the same 
attributes. Traditional conjoint analysis can deal with such 
issues only at the cost of considerable increases in the 
complexity of the experimental designs used to tudy pref­
erences. 

Conclusions 
Despite its widespread popularity, conjoint analysis is rid­

dled with logical inconsistencies that undermine the credi­
bility of its predictive capabilities by modeling an unreal­
istic environment. Problem associated with conjoint analy­
sis include: 

a) Conjoint experiments pre ent respondent with an 
unrealistic environment where they are expected to indicate 
preferences for a product or service without competition. 
Although most other market research applications also have 
some degree of artificiality, research should endeavor to 
define the most realistic experiments as possible. 

b) Conjoint experiments do not allow respondents to say 
they "would not purcha e" given a set of attributes. This 
forced choice environment i completely unrealistic. 

c) Choices predicted by traditional conjoint choice sim­
ulators are deterministic and make no allowance for random 
error in choices. 

Fortunately for researchers, di screte choice modeling 
addresses all of the deficiencies associated with traditional 
conjoint analysis. By providing a more realistic choice 
experiment, discrete choice removes much of the uncertainty 
a ociated with traditional conjoint, and results in a more 
usable, predictive model. r~ 
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Cold-calling 
continued from p. 21 
tell the prospect: who you are; how 
you got their name; what you want; 
why they should listen to you; and 
what you would like to do for them. 

Rule #5: Have a basic under­
standing of their business. Have 
some idea of what your prospect's 
product or service is and a general 
idea of how your firm can assist 
them. Typically, you should be able 

to look at a corporation and, depend­
ing on the nature of their business, 
determine the likelihood of their uti­
lizing market research services and if 
so, what services they are likely to 
need. Approach them with a straight­
forward specificity and they will 
respond. 

Rule #6: Respect their current 
relationships. Your prospects are 
likely already involved with another 
research supplier at the time of your 
call. You are presuming to challenge 

Relax . . . . and put your mind at ease . . . . 
Recruiting Resources can make your next project a success 
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One-on-One's • Mock Juries • Music Tests 

Political Surveys • Testimonials 
Foreign Language Groups 
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that relationship and, in effect, the 
prospect's judgement, by your cold­
call. Current relation hips are also 
used by prospects to shut down a 
cold-caller- another way of saying 
no. You should assume that the 
prospect has other relationships in 
place. Try to find out what needs are 
not being met and find a way to 
address tho e needs if you can. If all 
else fails , position yourself as an 
option, a possibility for the future. 

Rule #7: Mimic speech 
patterns/speed. Listen to how a 
prospect expresses him or herself. 
This will be the first and most accu­
rate indication of how that individual 

Listen to how a 
prospect expresses 
him or herself. This 
will be the first and 
most accurate 
indication of how 
that individual likes 
to receive and 
process information 
and will provide a 
useful clue to how 
to present yourself 
and your company. 

like to receive and process informa­
tion and will provide a useful clue to 
how to present yourself and your 
company. Listen to how the prospect 
speaks, the speed, the vocabulary, 
how they enunciate, etc., and then 
seek to gently mimic this in your pre­
sentation. I am not suggesting that 
you speak with a Southern accent if 
you don't already have one, but use 
the prospect's speed and inflection 
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during your presentation. If you are 
cold-calling a New Yorker, you may 
find that you will have to speed up 
your pace . If you are calling a 
prospect in Savannah, this same 
approach may be a turn-off. Listen 
and mimic for optimum acceptance. 

Rule #8: Be truthful and to the 
point. Don't engage in trite telemar­
keting ploys. Don't ask a stranger 
how they are. You don ' t know them 
and they know you really don ' t care. 
Besides, how they feel is not the pur­
pose of your call and they will take 
you more seriously if you don ' t 
sound like every other telemarketer 
that calls them. Don ' t pretend to 
know the prospect by asking for him 
or her by their first name. The secre­
tary is a gatekeeper. The secretary is 
not stupid. Inferring that you are a 
friend of the prospect when you are 
not is dishonest. And, if you 
approach a prospect with anything 
less than honesty, what do you think 
their expectation of working with 
you will be? Avoid these tricks like 
the plague. 

Rule #9: Be flexible in your script. 
Every newcomer to cold-calling 
should begin the proce s with a 
script. This should be a basic outline 
of what you want to say and the order 
in which you will say it. Your script 
doesn't have to be on paper, it can be 
in your head. But have a general idea 
for your own peace of mind. That 
having been said, you must also be 
prepared to deviate from the script as 
the conversation warrants. I've had 
many good laughs listening to sales­
people respond to me in a way that 
clearly catches them following their 
script no matter what I say. Don ' t do 
that. Let go of the script and engage 
the prospect in a conversation. And, 
more importantly, listen to what is 
being said. Don ' t look for the next 
opportunity to get back to that script. 
Delivering a script only proves that 
you can read. It does not mean that 
you can communicate. 

Rule# 10: Be responsive. After the 
call, be sure to do what you said you 
were going to do for the prospect. 
Don't wait three weeks to send out 

Sample Your World! 

Client Service Staff 
Survey Sampling, Inc. 

Sampling is our only business, which has allowed 
us to develop unparalleled expertise. Survey 

Sampling's 20-member account service 
group is supported by 50 research and 
technical personnel. As a team, we offer a 
broad range of sampling solutions. 

Since 1977, SSI has continually developed 
new sampling techniques, to insure that 

our clients receive the most precise and 
cost-efficient approaches to data collection 

available, including: 

• Global Samples (18 countries) • E-Samples 
• Random Digit Samples • Business-to-Business Samples 
• Screening Service • SSI-SNAP Online Sample Ordering System 
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Call SSI for sampling solutions at 1-203-255-4200 (00 800 3589 7421 free phone from 
Genmany, Netherlands, and the UK), send e-mail to 
info:@surveysampling.com, or visit our Web site at 
www.surveysampling.com. 

~ Survey 
~ Sampling, 

Inc.® 
Partners with survey researchers since 1977 

the follow-up materials, or ask the 
boss that question that the prospect 
wanted an wered. Follow up quick­
ly on your deliverable s . 
Respon ivene s is judged by many 
companies a the degree to which 
your company i intere ted in doing 
busines with them. If they have to 
wait week to get preliminary collat­
eral and promotional information 
they might be skeptical about y'our 
company' ability to deliver product 
or servi ces on time and per spec. 
Finally, respon iveness keeps the 
conver ation going - like a tennis 
match - and as uch , i s a very 
important ingredient in minimizing 
the length of the sales cycle. 

More tips 
Other tips which don ' t qualify as 

rules, but can be helpful are: 
• If a prospect i not interested, he 

isn' t interested and no act of God or 
man will change this. Part of good 
selling i realizing when to dedicate 
your efforts elsewhere. 

• When you lose a bid - particu­
larly if it was your first time bidding 
- always try to do a "post mortem" 
with the prospect. It is very important 
to find out why your bid wasn' t suc­
ce ful so that you might submit a 
more compelling one next time . 
Every Firm want to kriow why they 
lost, but few will pick up the phone 
and ask. I urge you to do so each time 
a bid goes elsewhere. 

• Try to make your cold-calls early 
in the week to maximize the number 
of return calls you will receive by 
the week 's end. Don ' t ignore holi­
day periods and Fridays as good days 
to call as well. 

• When leaving a voice mail for a 
prospect be sure to let them know 
who you are and why you 've called. 
Most will call back and appreciate 
the courtesy. Explaining the reason 
for your call helps avoid angering 
prospects who return your call (on 
their long di stance dime) only to find 
out that you want to sell them some­
thing. · 

I welcome your comments on my 
"Rules" and wish you good luck! r~ 
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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. Oir. 
Fuii-Svc. Qual. & Quant. Rsch./New 
Facilities/Moderators 

\ I 
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Fader & Associates 
372 Central Park W. , Ste. 7N 
New York, NY 1 0025 
Ph . 212-749-3986 
Fax 212-749-4087 
Contact: Linda Hu 
Exp. In Broad Range of Categories, New 
Products, Repositioning, Concept Oev., 
Creative Oiag. 

Find ings International Corporation 
91 00 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. 
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First Market Research Corp . 
656 Beacon St. , 6th floor 
Boston, MA 02215 
Ph. 800-FIRST-11 (347-7811) 
Fax 617-267-9080 
E-mail : jmr1 O@ziplink.net 
www. fi rstmarket.com 
Contact: Jack M. Reynolds 
Hospitals, Physicians, Bio-Tech, 
Advertising, Retail Chains. 

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

FOCUStPLUS 
Focus Plus, Inc. 
79 5th Avenue 
New York, NY 10003 
Ph. 212-675-0142 
Fax 212-645-3171 
E-mail: focusplus@msn .com 
Contact: John Markham 
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 
10178 Phaeton Dr. 
Eden Prairie, MN 55347 
Ph. 952-829-4640 
Fax 952-829-4645 
E-mail: cgraff@graffworks.com 
www.graffworks.com 
Contact: Carol Graff 
Partnering With Market Leaders to 
Deliver Qualitative B2B Research, 
Competitive Intelligence, Due Diligence 
and Market Planning. 

The Pat Henry Group 
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 
www.thepathenrygroup.com 
Contact: Susan Stone 
Luxurious Facility. Expert Recruiting. 
Central Location. 

a. 
Chesk1n 

Research 

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 10538 
Ph. 914-834-5999 
Fax 914-834-5998 
E-mail: horoassoc@aol.com 
www.horowitzassociates.com 
Contact: Howard Horowitz 
CableNideo Marketing-Programming­
Telecommunications-Internet. 

~H Y P N 0 SIS 
~FOCUS GROUPS 

Hypnosis Focus Groups 
39 Acacia Tree Lane 
Irvine, CA 92612 
Ph . 800-646-4041 or 949-551-3400 
Fax 949-551-3419 
E-mail : hgqandqres@aol.com 
www.hypnosisfocusgroups.com 
Contact: Hal Goldberg 
Free Demo Video, Fortune 500 & Major 
Ad Agency References. 

Hypnosis Insights 
Hypnosis Insights 
555 University 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. 
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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. 

Irvine Consulting , Inc. 
2207 Lakeside Drive 
Bannockburn , IL 60015 
Ph . 84 7-615-0040 
Fax 847-615-0192 
E-mail : IRVES224@msn.com 
www.irvineconsulting.2e.com 
Contact: Ronald J. Irvine 
Pharm/Med: Custom Global Quan./Qual. 
Res. & Facility. 

JRH Marketing Services, Inc. 
29-27 41st Ave. (Penthouse) 
New York, NY 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!::. 
YOU I{ I N FOKMATI O N SO K C E •:!;: 

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 315-471-0115 
E-mail : HQ@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. 
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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 : nrussell@lowassociates.com 
www. lowassociates.com 
Contact: Nan Russell, V.P. Mkt. Intel. 
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 Prel 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-mail: mjrichards@aol.com 
Contact: Marilyn Richards 
New Product Development/Hi­
Tech/Multimedia/Telecomm. 

Marketing Matrix, Inc. 
2566 Overland Ave ., Ste. 716 
Los Angeles, CA 90064 
Ph. 31 0-842-8310 
Fax 310-842-7212 
E-mail : mmatrix@primenet.com 
Contact: Marcia Selz 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

MarkatRasponsal m !i; I fi ,, 
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 
Jlarkelillg & Researcb 

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 31 0-41 0-0780 
E-mail : adiaz@mmrcinc.com 
Contact: Anthony Diaz 
Contact: Michael Meczka 
Quai./Quant. 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-mail : MedPr@aol.com 
Contact: Asta Gersovitz, Pharm.D. 
MedProbe™ Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECASTsM & 
SHAREMAPSM. 

~1chelson 
~;ociates,lnc. 
Strategic M arket ing Research 

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

www.quirks.com 

Francesca Moscatelli 
506Ft. Washington Ave ., 3C 
New York, NY 10033 
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. 

a 
Cheskin 

Research 

Multicultural Research- CentersM 
A Division of Cheskin Res·earch 
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 
Quai./Quant. Rsch. in Spanish, 
Portuguese, Asian Languages; Field 
Rsch. and Data Collection Svcs.; Focus • 
Groups, CAT/. 

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-mail: jschurtz@prsresearch.com 
www.prsresearch.com 
Contact: Joe Schurtz 
Expertise In Packaging, Merchandising, 
Advertising, Corporate Identity, Direct 
Marketing And Internet Marketing. 

Performance Research 
25 Mill St. 
Newport, Rl 02840 
Ph. 401-848-0111 
Fax 401-848-0110 
E-mail: focus@perforrnanceresearch. com 
www.performanceresearch .com 
Contact: William Doyle 
Corporate Sponsorship Of Major Sports 
And Special Events. 
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Primary Insights, Inc. 
801 Warrenville Rd ., Ste. 185 
Lisle, IL 60532 
Ph. 630-963-8700 
Fax 630-963-8756 
E-mail : deb@primary-insights.com 
Contact: Deb Parkerson 
Sensitive Topics. Ideation. In-Depth 
Analysis. Action-Oriented 
Recommendations. 

: R E s E A R €0NNECTIONS~ 

· Research Connecti ons 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'/. Recruit 
By Web Intercept, Phone, Email, Internet 
Panel. Test Web Sites, Ads, Products, 
Concepts. E-Commerce Studies. 

The Research Department 
220 E. 73rd St. , Ste. 7-D 
New York, NY 1 0021 
Ph . 212-717-6087 
Fax 212-717-6382 
E-mail : alexabsmith@earthlink.net 
Contact: Alexa Smith 
Experienced Specialist in Fuii-Svc. Qual. 
Rsch. -Focus Grps., lndiv. Depth 
Interviews, Mini Grps. Skilled High 
Quality Moderating. Over 25 Yrs. Exp. 

. Jay L. Roth & Associates, Inc. 

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

S c HNELLER ­

~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). 

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

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

Strategy Research Corporation 
100 N.W. 37 Avenue 
Miami, FL 33125 
Ph . 305-649-5400 
Fax 305-643-5584 
E-mail : bpadilla@marketfacts.com 
www.strategyresearch.com 
Contact: Be/kist Padilla, V.P. 
Contact: Vivian Hernandez 
Contact: Gloria Contefis 
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 -744-5662 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & Consumer 
Studies; Nat'/. & lnt'l. Exp. 

SuperDatos de Mexico 
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. 
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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. 

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 1 0965 
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 Courcel les 
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 1 001 0 
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 941 04 
Ph. 415-434-6622 
Fax 415-434-04 7 5 
E-mail : SYarneii@Yarneii-Research.com 
Contact: Steven M. Yarnell, Ph.D. 
New Product Development & 
Positioning. HW/SW Companies. 
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Arizona 
Balaban Market Research Consulting 
Behavior Research Center, Inc. 

California 
Alexander+ Parker 
Jeff Anderson Consulting , Inc. 
AutoPacific, Inc. 
Cheskin Research 
Erlich Transcultural Consultants 
Hypnosis Focus Groups 
Hypnosis Insights 
In Focus Consulting 
Marketing Matrix, Inc. 
Meczka Mktg./Rsch./Cnsltg ., Inc. 
Multicultural Research CentersM 
Yarnell , Inc. 

Colorado 
Cambridge Associates, Ltd. 
Market Access Partners 

Connecticut 
Ergo Research Group, Inc. 

Florida 
AnswerSearch, Inc. 
Findings International Corporation 
SIL: Worldwide Marketing Services 
Strategy Research Corporation 
Sunbelt Research Associates, Inc. 
Target Market Research Group, Inc. 

Georgia 
Creative Focus, Inc. 
Elrick & Lavidge 
Michelson & Associates, Inc. 

Illinois 
The Blackstone Group 
C&R Research Services, Inc. 
Irvine Consulting , Inc. 
Just The Facts, Inc. 
Leichliter Assoc. Mktg. Rschl ldea Dev. 
Marketing Advantage Rsch. Cnslts. 
Primary Insights, Inc. 
Strategic Focus, Inc. 

Iowa 
Essman/Research 

Maryland 
Low+ Associates, Inc. 
WB&A Market Research 

Massachusetts 
Daniel Associates 
Dolobowsky Qualitative Services, Inc. 
Rrst Market Research Corp. (Reynolds) 
Mature Marketing and Research 

Michigan 
Stellar Strategic Services 

Minnesota 
Cambridge Research, Inc. 
GraffWorks Marketing Research 
MarketResponse International 
MedProbe™ Inc. 
Outsmart Marketing 
The TCI Group 

New Jersey 
Hispanic Research Inc. 
Leflein Associates, Inc. 

MCC Qualitative Consulting 
Perception Research Services, Inc. 
Research Connections Talk City 
Weiss Marketing Research 

New York 
BAIGioballnc. 
Cornerstone Research & Marketing, Inc. 
Decision Drivers 
Fader & Associates 
Focus Plus, Inc. 
Horowitz Associates, Inc. 
JRH Marketing Services, Inc. 
Knowledge Systems & Research, Inc. 
Market Navigation, Inc. 
Francesca Moscatelli 
The Research Department 
Jay L. Roth & Associates, Inc. 
Schneller- Qualitative 
View Finders Market Research 
Wolf/Aitschui/Callahan, Inc. 

North Carolina 
Medical Moderators, Inc. 

Ohio 
The Pat Henry Group 

Pennsylvania 
Active Focus 
Campos Market Research, Inc. 
Chalfont Healthcare Research , Inc. 
Consumer Network, Inc. 
Data & Management Counsel, Inc. 
FOCUSED Marketing Research , Inc. 

Rhode Island 
I+G Medical Research International 
Performance Research 

Tennessee 
Directions Data Research 

Texas 
Common Knowledge Research Svcs. 
Cunningham Research Associates 
Decision Analyst. Inc. 
First Market Research Corp. (Heiman) 
Opinions Unlimited, Inc. 

Washington 
Burr Research/Reinvention 
Prevention 

Catalyst Research Network 

Wisconsin 
Chamberlain Research Consultants, Inc. 

France 
Wilson Qualitative Research Consultants 

Germany 
insight europe gmbh 

Mexico 
SuperDatos de Mexico 

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

ADVERTISING Wolf/Aitschui/Callahan, Inc. Cheskin Research BRAND/CORPORATE 
Jeff Anderson Consulting, Inc. 

AFRICAN-AMERICAN 
Data & Management Counsel , Inc. IDENTITY 

Balaban Market Research Consulting Erlich Transcultural Consultants 

The Blackstone Group The Blackstone Group Multicultural Research Center5
M 

Perception Research Services, Inc. 

C&R Research Services, Inc. Erlich Transcultural Consultants 
ASSOCIATIONS Cambridge Associates, Ltd. JRHMarketing Services, Inc. BUS.· TO-BUS. 

Cambridge Research, Inc. The Blackstone Group Access Research, Inc. 

Common Knowledge Rsch. Svcs. AGRICULTURE Low+ Associates, Inc. BAIGioballnc. 

Creative Focus, Inc. Cambridge Associates, Ltd . 
Behavior Research Center, Inc. 

Decision Drivers Cambridge Research , Inc. AUTOMOTIVE C&R Research Services, Inc. 

Erlich Transcultural Consultants FOCUSED Marketing Research, Inc. AutoPacific, Inc. 
Cambridge Associates, Ltd . 

Fader & Associates C&R Research Services, Inc. 
Cambridge Research , Inc. 

First Market Research Corp. 
ALCOHOLIC BEV. Erlich Transcultural Consultants 

Campos Market Research, Inc. 

(Reynolds) 
C&R Research Services, Inc. MarketResponse International 

Common Knowledge Rsch. Svcs. 

Hypnosis Insights 
Strategy Research Corporation Matrixx Marketing-Research Div. 

Creative Focus, Inc. 
Data & Management Counsel , Inc. 

Outsmart Marketing ARTS & CULTURE BIO-TECH 
Fader & Associates 

The Research Department Strategic Focus, Inc. 
First Market Research Corp. (Heiman) 

Jay L. Roth & Associates, Inc. Irvine Consulting, Inc. FOCUSED Marketing Research, Inc. 

Schnel ler- Qualitative ASIAN 
Market Navigation, Inc. The Pat Henry Group 

Strategy Research Corporation MedProbe, Inc. Just The Facts, Inc. 

WB&A Market Research 
Asian Perspective, Inc. Knowledge Systems & Research, Inc. 
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MarketResponse International DIRECT MARKETING MCC Qualitative Consulting Erlich Transcultural Consultants 
MCC Qualitative Consulting BAIGioballnc. The Research Department Findings International Corporation 
The Research Department Perception Research Services, Inc. Jay L. Roth & Associates, Inc. Hispanic Research Inc. 
Jay L. Roth & Associates, Inc. WB&A Market Research Francesca Moscatelli 
Schneller- Qualitative DISCRETE CHOICE/ Multicultural Research CentersM 
SuperDatos de Mexico FOOD PRODUCTS/ Strategy Research Corporation 
Yarnell , Inc. CONJOINT NUTRITION Target Market Research Group, Inc. 

Yarnell , Inc. 
Active Focus HOUSEHOLD CABLE 
BAIGioballnc. 

C&R Research Services, Inc. DISTRIBUTION The Blackstone Group PRODUCTS/CHORES 
Horowitz Associates, Inc. Burr Research/Reinvention C&R Research Services, Inc. The Research Department 

Prevention Common Knowledge Rsch. Svcs. Schneller- Qualitative 
CHILDREN Just The Facts, Inc. 
The Blackstone Group E-COMMERCE Outsmart Marketing HUMAN RESOURCES 
C&R Research Services, Inc. Directions Data Research The Research Department ORGANIZATIONAL DEV. Fader & Associates Jay L. Roth & Associates, Inc. 

Primary Insights, Inc. JustThe Facts, Inc. EDUCATION Schneller- Qualitative 
Market Navigation, Inc. 

Cambridge Associates, Ltd . IDEA GENERATION Matrixx Marketing-Research Div. 
Just The Facts, Inc. FOOTWEAR 

Analysis Research Ltd. Outsmart Marketing 
Marketing Advantage Rsch. Cnslts. Best Practices Research BAIGioballnc. 

COMMUNICATIONS GENERATION X 
The Blackstone Group 

ELECTRONICS - C&R Research Services, Inc. 
RESEARCH CONSUMER Primary Insights, Inc. Cambridge Associates, Ltd. 
Access Research , Inc. 

MarketResponse International Consumer Network, Inc. 
Cambridge Associates, Ltd . HEALTH & BEAUTY Creative Focus, Inc. 
Creative Focus, Inc. 

ETHNIC PRODUCTS Elrick & Lavidge 
MarketResponse International Just The Facts, Inc. 
Jay L. Roth & Associates, Inc. The Blackstone Group BAIGioballnc. Matrixx Marketing-Research Div. 

Cheskin Research Schneller- Qualitative Primary Insights, Inc. 
COMPUTERS/MIS Multicultural Research CentersM Weiss Marketing Research 

IMAGE STUDIES C&R Research Services, Inc. 
ETHNOGRAPHIC HEALTH CARE The Blackstone Group Cambridge Associates, Ltd. 

Alexander+ Parker Cambridge Associates, Ltd. Catalyst Research Network RESEARCH 
Jeff Anderson Consulting, Inc. MarketResponse International Daniel Associates Active Focus 
Balaban Market Research Consulting Fader & Associates Alexander + Parker INDUSTRIAL First Market Research Corp. (Heiman) Cheskin Research The Blackstone Group 

Marketing Advantage Rsch. Cnslts. Chalfont Healthcare Research, Inc. First Market Research Corp. (Heiman) 
Yarnell , Inc. EXECUTIVES 

Erlich Transcultural Consultants Market Navigation, Inc. 
Rrst Market Research Corp. (Reynolds) 

CONSUMERS BAIGioballnc. I+G Medical Research International INSURANCE 
C&R Research Services, Inc. Irvine Consulting, Inc. 

The Blackstone Group Behavior Research Center, Inc. Common Knowledge Rsch . Svcs. Knowledge Systems & Research, Inc. 
Burr Research/Reinvention C&R Research Services, Inc. Decision Drivers Low+ Associates, Inc. 
Prevention Cheskin Research Fader & Associates Market Access Partners 

Erlich Transcultural Consultants Common Knowledge Rsch . Svcs. First Market Research Corp. (Heiman) Market Navigation, Inc. 
Low+ Associates, Inc. Consumer Network, Inc. Low+ Associates, Inc. MarketResponse International 

Decision Drivers Marketing Advantage Rsch. Cnslts. Matrixx Marketing-Research Div. INTERACTIVE PROD./ The Pat Henry Group The Research Department Medical Moderators, Inc. 
Just The Facts, Inc. Jay L. Roth & Associates, Inc. MedProbe™ Inc. SERVICES/RETAILING 
Knowledge Systems & Research, Inc. Schneller- Qualitative Strategy Research Corporation Ergo Research Group, Inc. Marketing Advantage Rsch. Cnslts. Strategy Research Corporation WB&A Market Research Low+ Associates, Inc. The Research Department Weiss Marketing Research Research Connections Talk City Jay L. Roth & Associates, Inc. FINANCIAL SERVICES 

Jeff Anderson Consulting, Inc. HIGH-TECH INTERNATIONAL CORPORATE BAIGioballnc. Jeff Anderson Consulting, Inc. The Blackstone Group 
SPONSORSHIP The Blackstone Group Cheskin Research 
Performance Research Burr Research/Reinvention Common Knowledge Rsch . Svcs. INTERNET 

Prevention Ergo Research Group, Inc. The Blackstone Group 
CUSTOMER C&R Research Services, Inc. Market Navigation, Inc. Cheskin Research 

SATISFACTION 
Cambridge Associates, Ltd. Research Connections Talk City Common Knowledge Rsch. Svcs. 
Cambridge Research , Inc. Jay L. Roth & Associates, Inc. Ergo Research Group, Inc. 

BAIGioballnc. Common Knowledge Rsch . Svcs. Perception Research Services, Inc. First Market Research Corp. (Reynolds) 
The Blackstone Group Elrick & Lavidge FOCUSED Marketing Research, Inc. 
Common Knowledge Rsch. Svcs. Fader & Associates HISPANIC Horowitz Associates, Inc. 
Elrick & Lavidge FOCUSED Marketing Research, Inc. Behavior Research Center, Inc. Knowledge Systems & Research, Inc. 
Low+ Associates, Inc. Low+ Associates, Inc. Cheskin Research Low+ Associates, Inc. 
SuperDatos de Mexico Marketing Matrix, Inc. Data & Management Counsel , Inc. Research Connections Talk City 

Matrixx Marketing-Research Div. 
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Moderator MarketPlace TM 

INTERNET SITE C&R Research Services, Inc. RETAIL TELEPHONE FOCUS 
CONTENT & DESIGN Just The Facts, Inc. First Market Research Corp. (Reynolds) GROUPS 
FOCUSED Marketing Research, Inc. 

Jay L. Roth & Associates, Inc. The Pat Henry Group C&R Research Services, Inc. 
Perception Research Services, Inc. PACKAGE DESIGN 

Knowledge Systems & Research, Inc. Cambridge Associates, ltd. 
MCC Qualitative Consulting Market Navigation, Inc. 

LATIN AMERICA RESEARCH ~edProbe , Inc. 

Best Practices Research Alexander+ Parker SENIORS 
Cheskin Research Cheskin Research Consumer Network, Inc. TOURISM/HOSPITALITY 
Strategy Research Corporation Consumer Network, Inc. Fader & Associates The Blackstone Group 
SuperDatos: de Mexico Perception Research Services, Inc. Mature Marketing and Research 

The Research Department Primary Insights, Inc. TOYS/GAMES 
MEDICAL PROFESSION Weiss Marketing Research Weiss Marketing Research 

Fader & Associates 
Balaban Market Research Consulting PARENTS SMALL BUSINESS/ 
Cambridge Associates, Ltd . 

Fader & Associates ENTREPRENEURS TRANSPORTATION 
Chalfont Healthcare Research, Inc. SERVICES FOCUSED Marketing Research, Inc. The Blackstone Group 
The Pat Henry Group PET PRODUCTS FOCUSED Marketing Research, Inc. The Blackstone Group 

ltG Medical Research International Cambridge Research, Inc. Strategy Research Corporation Low+ Associates, Inc. 

Matrixx ry1arketing-Research Div. Common Knowledge Rsch. Svcs. Yarnell , Inc. Strategic Focus, Inc. 

Medical Moderators, Inc. FOCUSED Marketing Research, Inc. 
MedProbe™ Inc. MarketResponse International SOFT DRINKS, BEER, TRAVEL 
Schneller- Qualitative Primary Insights, Inc. WINE Cambridge Associates, Ltd. 
Weiss Marketing Research 

PHARMACEUTICALS C&R Research Services, Inc. UTILITIES Cambridge Associates, Ltd . MODERATOR TRAINING Active Focus Grieco Research Group, Inc. The Blackstone Group 
Cambridge Associates, Ltd. BAIGioballnc. Jay L. Roth & Associates, Inc. Cambridge Associates, Ltd. 

MULTIMEDIA 
Balaban Market Research Consulting Strategy Research Corporation Knowledge Systems & R~search , Inc. 

C&R Research Services, Inc. 
Catalyst Research Network Cambridge Associates, Ltd . SPORTS VETERINARY MEDICINE 
Marketing Advantage Rsch . Cnslts. Chalfont Healthcare Research, Inc. FOCUSED Marketing Research , Inc. Common Knowledge Rsch. Svcs. 

ltG Medical Research International Performance Research FOCUSED Marketing Research, Inc. 
NEW PRODUCT DEV. Irvine Consulting , Inc. 
Active Focus Market Navigation, Inc. STRATEGY WEALTHY 
BAIGioballnc. 

MarketResponse International DEVELOPMENT Strategy Research Corporation 
The Blackstone Group 
C&R Research Services, Inc. MCC Qualitative Consulting Schneller- Qualitative YOUTH 
Cambridge Associates, Ltd . Medical Moderators, Inc. 

Fader & Associates 
Data & Management Counsel , Inc. MedProbe™ Inc. TEENAGERS MarketResponse International 
Elrick & Lavidge Schneller- Qualitative C&R Research Services, Inc. 
Fader & Associates Weiss Marketin9 Research Fader & Associates 
First Market Research Corp. (Heiman) 
Just The Facts, Inc. POLITICAL/SOCIAL 

Matrixx Marketing-Research Div. 

Marketing Advantage Rsch. Cnslts. MCC Qualitative Consulting 

Outsmart Marketing RESEARCH Weiss Marketing Research 

Primary Insights, Inc. Cambridge Associates, Ltd. 
TELECOMMUNICATIONS The Research Department Francesca Moscatelli 

Jay L. Roth & Associates, Inc. BAIGioballnc. 

Schneller- Qualitative POINT-OF-SALE MKTG. The Blackstone Group 
Weiss Marketing Research The Blackstone Group 

Catalyst Research Network 

Perception Research Services, Inc. Creative Focus, Inc. 

NON-PROFIT Daniel AssociQtes 

Consumer Network, Inc. POSITIONING Elrick & Lavidge 

Strategic Focus, Inc. RESEARCH 
Ergo Research Group, Inc. 
Erlich Transcultural Consultants 

OBSERVATIONAL Schneller- Qualitative First Market Research Corp. (Heiman) 

Alexander+ Parker 
Knowledge Systems & Research, Inc. 

PUBLIC POLICY RSCH. Horowitz Associates, Inc. 

ON-LINE FOCUS Cambridge Associates, Ltd. Marketing Advantage Rsch. Cnslts. 

JRH Marketing Services, Inc. MarketResponse International 
GROUPS MCC Qualitative Consulting 
Catalyst Research Network PUBLISHING The Research Department 
Common Knowledge Rsch . Svcs. Cambridge Associates, Ltd. Jay L. Roth & Associates, Inc. 
Research Connections Talk City Cornerstone Research & Marketing Strategy Research Corporation 

PACKAGED GOODS 
First Market Research Corp. (Heiman) 

TELECONFERENCING Marketing Advantage Rsch . Cnslts. 
Active Focus Cambridge Research, Inc. 
BAIGioballnc. 
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This directory was developed by mailing forms to firms we identified as having telephone interviewing facilities. In addition to each com­
pany's vital information, we've included a line of codes showing the number of interviewing stations, the number of stations which use 
computer-aided telephone interviewing (CATI) , and the number of stations that can be monitored on-site and off-site. 
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Codes- (e.g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Birmingham 

Connections, Inc. 
3928 Montclair Rd. , Ste. 230 
Birmingham, AL 35213 
Ph. 205-879-1255 
Fax 205-868-4173 
E-mail: bvwconnect@mindspring.com 
Rebecca V. Watson, President 
32-14-32-0 

Consumer Pulse of Birmingham 
Brookwood Village Mall , #612A 
Shades Creek Pkwy. 
Birmingham, AL 35209 
Ph. 205-879-0268 or 800-336-0159 
Fax 205-879-1 058 
E-mail: birmingham@consumerpulse.com 
www.consumerpulse.com 
Connie Glass, Director 
8-4-8-8 

Graham & Associates, Inc. 
3000 Riverchase Galleria, Ste. 310 
Birmingham, AL 35244 
Ph. 205-443-5399 
Fax 205-443-5389 
E-mail: grahampga@aol.com 
Cindy Eanes, Vice President 
30-0-30-30 

New South Research 
3000 Riverchase, Ste. 405 
Birmingham, AL 35244 
Ph. 205-443-5350 or 800-289-7335 
Fax 205-443-5340 
E-mail : NSRJJ@aol.com 
Jim Jager, President 
40-4-40-40 

The Parker Group, Inc. 
468 Palisades Blvd. 
Birmingham, AL 35209 
Ph. 205-868-1700 
Fax 205-868-171 0 
E-mail: tpggroup@aol.com 
www.the-parker-group.com 
160-160-160-160 

Mobile 

Research Strategies, Inc. 
P.O. Box 190666 
Mobile, AL 36619-0666 
Ph. 334-660-2910 or 504-522-2115 
Fax 334-660-2918 
E-mail: rsincorp@bellsouth.net 
40-40-40-0 
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Flagstaff 

Social Research Laboratory 
Northern Arizona University 
Box 15301 
Flagstaff, AZ 86011-5301 
Ph. 520-523-1515 
Fax 520-523-6654 
E-mail: Fred.Solop@nau.edu 
www.nau .edu/-srl 
Fred Salop, Associate Director 
12-12-12-0 

Phoenix 

The Analytical Group, Inc. 
8687 E. Via de Ventura 
Scottsdale, AZ 85258 
Ph. 480-483-2700 
Fax 480-905-1416 
E-mail: Jack@acsinfo.com 
www.acsinfo.com 
Lucy Haydu 
60-60-60-60 
(See advertisement on p. 72) 

Arizona Market Research Services 
Div. of Ruth Nelson Research 
10220 N. 31st. Ave., Ste. 122 
Phoenix, AZ 85051-9562 
Ph. 602-944-8001 
Fax 602-944-0130 
E-mail: azmktres@worldnett.att.net 
www.ruthnelsonresearchsvcs.com 
Lincoln Anderson, Manager 
20-0-20-1 

Behavior Research Center 
1101 N. First St. 
P.O. Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
E-mail : info@brc-field.com 
www. brc-field .com 
Earl de Berge, Research Director 
50-50-50-50 

Creative Consumer Research 
500 W. Broadway, #1 01 
Tempe, AZ 85282 
Ph. 480-557-6666 
Fax 480-557-6534 
E-mail: ccrphnx@aol.com 
Sally Smith, Sr. Vice President 
30-15-30-15 

Focus Market Research, Inc. 
Camelback Executive Park 
6991 E. Camelback Rd. , Ste. A-110 
Phoenix, AZ 85251 
Ph . 480-874-2714 
Fax 480-87 4-1714 
E-mail: phoenix@focusmarketresearch.com 
Ray Opstad, General Manager 
12-0-12-0 

Friedman Marketing Services 
Phoenix Field/Phone 
1647-A W. Bethany Home Rd. 
Phoenix, AZ 85015 
Ph. 602-242-6617 or 914-698-9591 
Fax 602-242-6534 
E-mail : gvigeant@roper.com 
www.friedmanmktg .com 
10-0-10-0 

O'Neil Associates, Inc. 
412 E. Southern Ave. 
Tempe, AZ 85282 
Ph. 888-967-4441 or 480-967-4441 
Fax 480-967-6171 
E-mail: surveys@oneilresearch.com 
www.onei I research .com 
Michael J. O'Neil , Ph.D., President 
14-14-14-0 

Quality Controlled Services 
6350 E. Thomas Rd. , Ste. 330 
Scottsdale, AZ 85251 
Ph. 800-647-4217 or 480-941-0048 
Fax 480-941-0949 
E-mail : postmaster@qcs.com 
www.qcs.com 
Robert Dubbs, Branch Manager 
14-0-0-0 
(See advertisement on p. 113) 

Research Resources 
8800 N. 22nd Ave. 
Phoenix, AZ 85021 
Ph. 602-371-8800 
Fax 602-735-3270 
E-mail : rrgroup@researchresources.com 
www. research resou rces.com 
300-300-300-300 

Response Research 
6868 N. 7th Ave ., Ste. 110 
Phoenix, AZ 85013-1150 
Ph. 602-277-2526 
Fax 602-247-4477 
Shelly Munoz, General Manager 
125-125-125-125 

Strictly Medical Market Research 
2400 E. Arizona Biltmore Cir., Ste. 1100 
Phoenix, AZ 85016 
Ph. 602-224-7979 
Fax 602-224-7988 
E-mail : tntwwalker@aol.com 
Wendy Walker, Exec. Vice President 
10-0-10-0 

Time N Talent Market Research 
2400 E. Arizona Biltmore Cir., Ste. 1100 
Phoenix, AZ 85016 
Ph. 602-956-1001 
Fax 602-224-7988 
E-mail : tntwwalker@aol.com 
Wendy Walker, Exec. Vice President 
10-0-10-0 
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WestGroup Research 
2720 E. Thomas, Bldg. A 
Phoenix, AZ 85016 
Ph . 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail : askarizona@westgroupresearch .com 
www.westgroupresearch.com 
Beth Aguirre-Smith, Vice President 
50-50-50-50 

Tucson 

C PI 
7756 E Broadway Blvd ., Ste. 200 
Tucson, AZ 85710-3942 
Ph. 520-751-0900 or 800-313-8720 
Fax 520-751-0900 
E-mail: jpetrillo@cp isurveys.com 
70-70-70-70 

FMR Associates, Inc. 
6045 E. Grant Rd . 
Tucson, AZ 85712 
Ph. 520-886-5548 
Fax 520-886-0245 
E-mail : FMRASSOC@aol.com 
Sue Lunde, Field Director 
55-40-55-55 

PhoneSolutions, l.l.C. 
1101 N. Wilmot Rd ., Ste. 253 
Tucson , AZ 85712 
Ph . 520-296-1015 
Fax 520-296-3393 
E-mail : michael@phonesolutions.com 
www.phonesolutions.com 
Mike Schlegel , President 
75-75-75-75 
(See advertisement on p 89.) 

Arkansas .. 

Fort Smith 

C & C Market Research, Inc. 
3730 Rogers Ave. 
Fort Smith, AR 72903 
Ph . 501-785-5637 
Fax 501-785-5645 
E-mail : craig@ccmarketresearch .com 
www.ccmarketresearch.com 
Craig Cunningham, President 
19-8-19-19 

Little Rock 

Flake-Wilkerson Market Insights, LLC 
333 Executive Ct. 
Little Rock, AR 72205 
Ph. 501-221-3303 or 800-327-8831 
Fax 501-221-2554 
E-mail : research@mktinsights.com 
www.mktinsights.com 
George Wilkerson, COO 
50-50-50-50 
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California , 

Bakersfield 

Marketing Works 
425 18th St. 
Bakersfield , CA 93301 
Ph . 661-326-1012 
Fax 661-326-0903 
E-mail : marketworks@aol.com 
Dee Simpson, Owner 
35-3-12-0 

Fresno 

AIS Market Research 
1320 E. Shaw, Ste. 1 00 
Fresno, CA 93710 
Ph . 800-627-8334 or 559-252-2727 
Fax 559-252-8343 
E-mail: aisres@psnw.com 
Jennifer Nichols, Manager 
45-45-45-45 

Bartels Research Corp. 
145 Shaw Ave., Bldg . C 
Clovis, CA 93612 
Ph. 559-298-7557 
Fax 559-298-5226 
E-mail: bartels1 @compuserve.com 
Patrick Bartels, Vice President 
50-10-50-0 

Nichols Research , Inc. 
Fashion Fair Mall 
557 E. Shaw Ave. 
Fresno, CA 93710 
Ph. 559-226-3100 
Fax 559-226-9354 
E-mail : fresno@nichols-research.com 
www.n ichols-research .com 
Amy Shields 
15-8-10-0 

Los Angeles 
(See also Orange County) 

Applied Research- West, Inc. 
11021 Winners Circle, Ste. 208 
Los Alamitos, CA 90720-2821 
Ph. 800-493-1079 or 562-493-1079 
Fax 562-493-6535 
E-mail: akantak@appliedmktresearch.com 
Dr. Anita Kantak, Principal 
17-17-17-17 

Area Phone Bank 
3419 Burbank Blvd . 
Burbank, CA 91505 
Ph . 818-848-8282 
Fax 818-846-9912 
E-mail : Goldbaumer@earthlink.net 
Ed Goldbaum, Owner 
20-0-20-0 

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 OF A 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 

Tucson • Alban y • New York 
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Codes- (e.g. 25-10-25-10) 
1. STATIONS- No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Assistance in Marketing/Los Angeles 
949 S. Coast Dr., Ste. 525 
Costa Mesa, CA 92626 
Ph. 714-755-3900 
Fax 714-755-3930 
E-mail: AIMLA@aol.com 
Cindi Reyes, Manager 
23-0-0-0 

Assistance In Marketing/Los Angeles 
3760 Kilroy Airport Way, Ste. 100 
Long Beach, CA 90806 
Ph. 562-981-2700 
Fax 562-981-2705 
E-mail : AIMLA@aol.com 
Peter Carmichael , Manager 
14-0-0-0 

California Survey Research Services, Inc. 
15350 Sherman Way, Ste. 480 
Van Nuys, CA 91406 
Ph. 818-780-2777 
Fax 818-780-0329 
E-mail : kgross@calsurvey.com 
Ken Gross, President 
44-44-44-44 

CENTRISSM 
Santa Monica Studios 
1817 Sanford 
Santa Monica, CA 90404 
Ph. 877-723-6874 (Toll-Free) 
Fax 310-2,64-8776 
E-mail: jkessel@centris.com 
www.centris.com 
Jerilyn Kessel , Director 
250-250-250-250 

Consumer Pulse of Los Angeles 
Galleria at South Bay, #269 
1815 Hawthorne Blvd. 
Redondo Beach, CA 90278 
Ph. 310-371-5578 or 800-336-0159 
Fax 310-542-2669 
E-mail : losangeles@consumerpulse.com 
www.consumerpulse.com 
Angie Abell , Director 
20-12-20-20 

Davis Research, LLC 
23801 Calabasas Rd., Ste. 1036 
Calabasas, CA 91302 
Ph. 818-591-2408 
Fax 818-591-2488 
E-mail : DAVISRESH@aol.com 
Carol Davis, President 
75-75-75-75 
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The Dohring Co., Inc. 
412 W. Broadway, 3rd fl. 
Glendale, CA 91204 
Ph. 800-242-8022 
Fax 818-242-3975 
E-mail: info@dohring.com 
www.dohring.com 
Lee Borth 
40-0-40-40 

Field Dynamics Marketing Research 
17547 Ventura Blvd ., Ste. 308 
Encino, CA 91316 
Ph. 818-783-2502 
Fax 818-905-3216 
E-mail: fielddynam@aol.com 
www.fielddynamics.com 
Tony Blass, President 
16-3-16-0 

Garcia Research Associates, Inc. 
2550 Hollywood Way, Ste. 110 
Burbank, CA 91505 
Ph. 818-566-7722 
Fax 818-566-1113 
E-mail: info@garciaresearch.com 
www.garciaresearch .com 
Carlos Garcia, President 
48-48-48-0 

Ted Heiman & Associates 
California Qualitative Center 
20350 Ventura Blvd., Ste. 140 
Woodland Hills, CA 91364 
Ph. 877-305-2323 or 818-712-4920 
Fax 818-887-2750 
E-mail : tedheiman@msn.com 
Ted Heiman, Owner 
25-0-19-19 

House of Marketing 
836 S. Arroyo Pkwy. 
Pasadena, CA 911 05 
Ph. 626-793-9598 
Fax 626-793-9624 
E-mail : HMResearch@aol.com 
Amy Siadak 
82-82-82-82 

Interviewing Service of America, Inc. 
15400 Sherman Way, Ste. 400 
Van Nuys, CA 91406-4211 
Ph. 818-989-1044 
Fax 818-782-1309 
E-mail: mhalberstam@isacorp.com 
www.isacorp.com 
Michael Halberstam, President 
200-200-200-200 

Interviewing Service of America, Inc. -Alhambra 
200 S. Garfield Ave., Ste. 302 
Alhambra, CA 91801 
Ph. 818-989-1044 
Fax 818-782-1309 
E-mail : mhalberstam@isacorp.com 
www.isacorp.com 
Michael Halberstam, President 
60-60-60-60 

L.A. Focus 
The Focus Network 
17337 Ventura Blvd ., Ste. 301 
Encino, CA 91316 
Ph. 818-501-4794 
Fax 818-907-8242 
E-mail : wendyfein@aol.com 
Lisa Balelo or Wendy Feinberg , Partners 
22-0-22-0 

Marylander Marketing Research , Inc. 
16055 Ventura Blvd ., Ste. 820 
Encino, CA 91436 
Ph. 818-990-7940 
Fax 818-990-5106 
E-mail: info@marylander.com 
www.marylander.com 
Howard Marylander, President 
13-3-13-13 

Meczka Marketing/Research/Consulting , Inc. 
5757 W. Century Blvd ., Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 310-410-0780 
E-mail : adiaz@mmrcinc.com 
www.mmrcinc.com 
Dona H. Browne, Vice President 
15-0-15-15 

Qualitative Insights 
7136 Haskell Ave., Ste. 100 
Van Nuys, CA 91406 
Ph. 818-988-5411 
Fax 818-988-4057 
E-mail : qualitativeinsights@earthlink.net 
www.q-insights.com 
Jennifer von Schneidau, V.P./G.M. 
25-0-25-0 

Quality Controlled Services 
3440 Torrance Blvd ., Ste. 100 
Torrance, CA 90503 
Ph . 800-448-4414 or 310-316-0626 
Fax 310-316-4815 
E-mail : postmaster@qcs.com 
www.qcs.com 
Branch Manager 
14-0-14-0 
(See advertisement on p.113 ) 

Quality Controlled Services 
Los Angeles Survey Center 
3901 Via Oro Ave ., Ste. 200 
Long Beach, CA 90810 
Ph. 310-525-1300 
Fax 310-525-1451 
E-mail : postmaster@qcs.com 
www.qcs.com 
Debra Gamboa-Kosch, Branch Manager 
220-220-220-220 
(See advertisement on p.113 ) 

The Research Line 
Div. of C.A. Walker & Assoc., Inc. 
11631 Victory Blvd ., Ste. 207 
North Hollywood, CA 91606 
Ph. 323-850-6820 
Fax 323-850-7603 
E-mail : info@cawalker.com 
www.cawalke r.com 
Samuel Weinstein, Exec. V.P./COO 
85-85-85-85 
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Schlesinger Associates West, Inc. 
3330 Cahuenga Blvd ., Ste. 301 
Los Angeles , CA 90067 
Ph. 323-876-9909 
Fax 323-876-9884 
E-mail : LA@schlesingerassociates.com 
www.schlesingerassociates.com 
Debra S. Hellman, Exec. Vice President 
14-0-14-14 
(See advertisement on p. 117 ) 

Orange County 
(See also Los Angeles) 

Ask Southern California, Inc. 
City View Office Plaza 
12437 Lewis St. , Ste. 100 
Garden Grove, CA 92840 
Ph. 714-750-7566 or 800-644-4ASK 
Fax 714-750-7567 
E-mail : Jennifer@asksocal.com 
www.asksocal.com 
Jennifer Kerstner, President 
27-0-27-0 

DSG Associates, Inc. 
2110 E. First St. , Ste. 106 
Santa Ana, CA 92705 
Ph. 800-462-8765 
Fax 714-835-6506 
E-mail : donna@dsgai.com 
www.dsgai.com 
Donna Guido, CEO 
50-50-50-0 

The Gallup Organization- Irvine 
18191 Von Karman Ave ., Ste. 200 
Irvine, CA 92612 
Ph. 949-474-7900 
Fax 949-474-5963 
Shannon O'Keefe 
240-240-240-240 

Inquire Market Research, Inc. 
1801 E. Edinger Ave. , Ste. 205 
Santa Ana, CA 92705-4754 
Ph. 714-835-8020 or 800-995-8020 
Fax 714-835-8060 
E-mail : don.minchow@inquireresearch.com 
www.inquireresearch.com 
Don Minchow, President 
21-14-21-21 

Market Research Associates 
2082 Business Center Dr., Ste. 280 
Irvine, CA 92612 
Ph. 714-833-9337 
Fax 714-833-2110 
E-mail : bajfoster@aol.com 
Barbara Foster, Principal 
24-0-24-0 

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@cheskin.com 
www.cheskin .com 
Wendy Bryan, Facility Manager 
50-50-50-50 
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Peryam & Kroll Marketing and Research Corp. 
4175 E. LaPalma 
Anaheim , CA 92807 
Ph . 714-572-6888 
Fax 714-572-6808 
E-mail : claam@pk-research.com 
www.pk-research.com 
16-0-16-0 

PKM Marketing Research Services 
223 E. Imperial Hwy., Ste. 155 
Fullerton, CA 92835 
Ph. 714-446-6611 
Fax 714-446-6622 
E-mail : pkmlah@aol.com 
Patricia M. Koerner, Principal 
25-0-25-0 

The Question Shop, Inc. 
2860 N. Santiago Blvd ., Ste. 100 
Orange, CA 92667 
Ph . 714-97 4-8020 or 800-411-7550 
Fax 714-97 4-6968 
E-mail : info@thequestionshop.com 
www.thequestionshop.com 
Ryan Reasor, President 
20-0-20-0 

Taylor Nelson Sofres lntersearch 
202 Terramar 
San Clemente, CA 92673 
Ph. 949-492-7660 
Fax 949-492-2355 
E-mail: bob.michaels@intersearch.tnsofres.com 
www.intersearch.tnsofres.com 
Collette Kakuk, Vice President 
87-87-87-87 
(See advertisement on p. 12) 

Sacramento 

Elliott Benson 
1234 H St. , Ste. 200 
Sacramento, CA 95814 
Ph . 916-325-1670 
Fax 916-498-0394 
E-mail : ebinfo@elliottbenson.com 
www.elliottbenson.com 
Jaclyn Elliott Benson, President 
15-0-15-15 

EMH, Inc. 
111221stSt. 
Sacramento, CA 95814 
Ph. 916-443-4722 
Fax 916-443-3829 
Jeanne Grogan, Branch Manager 
92-20-92-0 

JD Franz Research, Inc. 
550 Bercut Dr., Ste. A 
Sacramento, CA 95814 
Ph. 916-440-8777 
Fax 916-440-8787 
E-mail : jdfranz@earthlink.net 
www.jdfranz.com 
Jennifer Franz 
25-0-25-0 

Opinions of Sacramento 
2025 Hurley Way, Ste. 110 
Sacramento, CA 95825 
Ph. 916-568-1226 
Fax 916-568-6725 
E-mail : hugh@opinionsofsac.com 
www.opinionsofsac.com 
Hugh Miller, Partner 
16-0-12-12 

San Diego 

Analysis Research 
7290 Clairemont Mesa Blvd . 
San Diego, CA 92111 
Ph. 858-268-4800 or 800-998-4801 
Fax 858-268-4892 
E-mail: info@analysisresearch.com 
www.analysisresearch.com 
Carol Gailey, V.P./General Manager 
35-0-35-0 

CIC Research, Inc. 
8361 Vickers St. 
San Diego, CA 92111-2112 
Ph. 858-637-4000 
Fax 858-637-4040 
E-mail: jrevlett@cicresearch.com 
www.cicresearch.com 
Joyce Revlett, Director of Surveys 
27-27-27-27 

Directions In Research 
8593 Aero Dr. 
San Diego, CA 92123 
Ph. 800-676-5883 or 619-299-5883 
Fax 619-299-5888 
E-mail : info@diresearch.com 
www.diresearch.com 
David Phife, President 
1 00-1 00-1 00-1 00 
(See advertisement on p. 9) 

Field Research Corp. 
350 W. Ash St. , Ste. 100 
San Diego, CA 
Ph. 619-236-8611 
Fax 619-236-9954 
E-mail : edj@field.com 
www.field.com 
E. Deborah Jay, Ph .D., President/CEO 
40-40-40-40 

Flagship Research 
350 W. Ash St., Ste. 1 000 
San Diego, CA 92101 
Ph. 888-849-4827 
Fax 619-849-1112 
E-mail : bridge@flagshipresearch.com 
www.flagshipresearch.com 
Sharon Nordine, Director of Operations 
20-20-20-5 

Fogerty Group, Inc. 
1333 Camino del Rio S., #306 
San Diego, CA 92108 
Ph. 619-718-7500 
Fax 858-718-7515 
Joan Pietila, President 
30-15-30-0 
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4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Jagorda Interviewing Services 
3615 Kearny Villa Rd. , Ste. 111 
San Diego, CA 92123 
Ph. 858-573-0330 
Fax 858-573-0538 
E-mail: alert@jagorda.com 
www.jagorda.com 
Gerald Jagorda, President 
12-0-12-0 

Luth Research 
1365 Fourth Ave. 
San Diego, CA 92101 
Ph. 619-234-5884 
Fax 619-234-5888 
E-mail: info@luthresearch.com 
www.luthresearch.com 
Jan Borkum 
11 0-11 0-90-90 

MDI Interviewing Services, Inc. 
1101 Bay Blvd. , Ste. D 
Chula Vista, CA 91911 
Ph. 619-424-4550 
Fax 619-424-4501 
E-mail: jose.suarez@mktdev.tnsofres.com 
www.mdiis.tnsofres.com 
Jose Suarez, Operations Manager 
116-96-116-96 

San Diego Surveys, Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph. 619-265-2361 or 800-895-1225 
Fax 619-582-1562 
E-mail: SDSURVEYS@aol.com 
Jean Van Arsdale, President 
28-10-28-0 

Taylor Research 
Video Conferencing Center 
1545 Hotel CircleS. , Ste.350 
San Diego, CA 92108 
Ph. 619-299-6368 or 800-922-1545 
Fax 619-299-6370 
E-mail : harriett@taylorresearch.com 
www.taylorresearch.com 
Harriett Huntley, Operations Manager 
36-36-36-36 

San Francisco Bay/ 
San Jose Area 

ADF Research 
1456 Lincoln Ave. 
San Rafael , CA 94901 
Ph. 415-459-1115 
Fax 415-457-2193 
Arthur Faibisch, President 
30-30-20-0 

Asian Marketing Communication Research 
(See Cheskin Research) 

Cheskin Research 
255 Shoreline Dr. , Ste. 100 
Redwood Shores, CA 94065-1404 
Ph. 650-802-2100 
Fax 650-593-1125 
E-mail : info@cheskin.com 
www.cheskin.com 
Felipe Korzenny, Ph .D., Principal & Co-Founder 
50-50-50-50 

Corey, Canapary & Galanis 
447 Sutter St. , Penthouse N. 
San Francisco, CA 94108 
Ph. 415-397-1200 
Fax 415-433-3809 
E-mail : ekcanapary@aol.com 
Elizabeth Canapary, President 
25-12-25-25 

The 
RESFARCI.PSPECfRUM 

A Full-Service Marketing Research Organization 
With our full range of capabilities, we're venically integrated to offer you complete research 
d ign, project management, data collection, tabulation and analytical services in-house. 

• Centrally-supervised WATS telephone • International and Foreign Language 
interviewing, with CfMC or Ci3 CATI. Interviewing 

• Online, Internet and Email Surveys • Central Location Testing 

• Mail/Disk-By-Mail Surveys • Mall and Trade Show Intercepts 

Our continued growth over the past 15 years is due in great parr to the continued loyalty 
of our clients-over 90% of our work is repeat business. Find out for yourself how the 
quality of our work keeps our clients coming back. 

Call Rick Snyder or Bruce Stanley at 415/543-3777, email us at rhs@re earchspecuum.com 
or view our company on the Internet at www.researchspectrum.com. 

182 Second Street, Fourth Floor, San Francisco, CA 94105 

Evans Research Associates, Inc. 
1902 Van Ness Ave., 2nd fl. 
San Francisco, CA 94109 
Ph. 415-345-9600 
Fax 415-345-9609 
E-mail : bill@evansres.com 
www.evansres.com 
Lucinda Gonion, Senior Associate 
28-20-20-0 

Field Research Corp. 
550 Kearny St. 
San Francisco, CA 94108 
Ph. 415-392-5763 
Fax 415-434-2541 
E-mail : info@field .com 
www.field.com 
E. Deborah Jay, Ph.D., President/CEO 
54-54-54-54 

Fleischman Field Research 
250 Sutter St. , Ste. 200 
San Francisco, CA 94108-4403 
Ph. 800-277-3200 or 415-398-4140 
Fax 415-989-4506 
E-mail: ffr@ffrsf.com 
www.ffrsf.com 
Andy Fleischman, Principal 
60-1 0-40-40 

Freeman , Sullivan & Co. 
131 Steuart St. , Ste. 500 
San Francisco, CA 94105 
Ph . 415-777-0707 
Fax 415-777-2420 
E-mail : canete@fsc-research .com 
www.fsc-research.com 
Corinne Allen , Project Manager 
28-28-28-28 

Frost & Sullivan 
2525 Charleston Rd. 
Mountain View, CA 94043 
Ph. 650-961-9000 
Fax 650-961-5042 
E-mail : sworthge@frost.com 
www.frost.com 
80-80-80-0 

Hispanic Marketing Communication Research 
(See Cheskin Research) 

M R & A Field & Tab 
Merrill Research & Associates 
1300 El Camino Real , Ste. 370 
San Mateo, CA 94402 
Ph. 650-341-4411 
Fax 650-341-2678 
E-mail : sfraser@merrill.com 
www.merrill .com 
Sarah Fraser, Field Director 
80-80-80-80 

Nichols Research , Inc. 
333 W. El Camino Real , Ste. 180 
Sunnyvale, CA 94087 
Ph. 408-773-8200 
Fax 408-733-8564 
E-mail : kathryn@nichols-research.com 
www.nichols-research.com 
Kathryn LaRoche, Operations Manager 
40-8-30-0 
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Nichols Research , Inc. 
2300 Clayton Rd ., Ste. 1370 
Concord, CA 94520 
Ph . 925-687-9755 
Fax 925-686-1384 
E-mail : concord@nichols-research.com 
www.nichols-research.com 
Sherry Thomas 
15-8-9-0 

Q & A Research 
64 Digital Dr. 
Novato, CA 94949 
Ph . 415-883-1188 
Fax 415-883-1344 
E-mail: wpino@qar.com 
www.qar.com 
Elena Gonzalez, Data Collection Mgr. 
20-10-20-20 

Quantum Consulting, Inc. 
2030 Addison St. , Ste. 410 
Berkeley, CA 94704 
Ph. 510-540-7200 
Fax 51 0-540-7268 
E-mail: vraymonda@qcworld .com 
www.qcresearch.com 
Veronica Raymonda, Rsch. Ops. Mgr. 
33-33-33-33 

The Research Spectrum 
182 Second St. , 4th fl. 
San Francisco, CA 94105 
Ph . 415-543-3777 
Fax 415-543-3553 
E-mail : rhs@researchspectrum .com 
www. researchspectrum .com 
30-20-30-30 
(See advertisement on p. 92) 

San Francisco Research Services, LLC 
1455 Bush St. , 2nd fl. 
San Francisco, CA 94109 
Ph. 415-896-2378 
Fax 415-896-2379 
E-mail : sffield@slip.net 
Kevin O'Donnell 
50-50-50-15 

San Jose Focus 
The Focus Network 
3032 Bunker Hill Ln. , Ste. 105 
Santa Clara, CA 95054 
Ph. 408-988-4800 
Fax 408-988-4866 
E-mail: sjfocus@best.com 
Heidi Flores, President 
45-0-45-0 

Survey Methods Group 
140 2nd St. , Ste. 400 
San Francisco, CA 94105 
Ph . 415-495-6692 
Fax 415-995-8185 
Larry Bye, President 
48-48-48-48 
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Tragon Corp. 
365 Convention Way 
Redwood City, CA 94063 
Ph. 650-365-1833 
Fax 650-365-3737 
E-mail : sales@tragon.com 
www.tragon.com 
Blaine Etter, Mgr. Phone Services 
24-0-24-0 
(See advertisement on p. 93) 

Margaret Yarbrough & Associates 
934 Shore point Ct. , Ste. 100 
Alameda, CA 94501 
Ph . 510-521-6900 
Fax 510-521-2130 
E-mail : marge@wenet.net 
www.m.yarbrough.com 
Margaret Yarbrough, President 
20-0-20-0 

Colorado 

Colorado Springs 

Consumer Pulse of Colorado Springs 
The Citadel Mall , #1 084 
750 Citadel Dr. E. 
Colorado Springs, CO 80909 
Ph. 719-596-6933 or 800-336-0159 
Fax 719-596-6935 
E-mail : coloradosprings@consumerpulse.com 
www.consumerpulse.com 
Cindy Robinett, Director 
8-4-8-8 

Denver 

AccuData Market Research, Inc. 
14221 E. 4th Ave., Ste. 126 
Denver, CO 80011-8701 
Ph. 800-731-3527 or 303-344-4625 
Fax 303-344-0403 

~~ 

E-mail: denver@accudata.net 
www.accudata.net 

Boulder 

Aspen Media and Market Research 
1680 38th St. , Ste. 260 
Boulder, CO 80301 
Ph. 303-786-9500 
Fax 303-447-9029 
Hank Schaller, President 
60-60-60-60 

Shannon Hendon, Manager 
10-0-0-0 

Colorado Market Research Services 
Div. of Ruth Nelson Research 
2149 S. Grape St. 
Denver, CO 80222-5203 
Ph. 303-758-6424 
Fax 303-756-6467 
E-mail: rnncmrs@aol.com 
www.ruthnelsonresearchsvcs.com 
Ruth Nelson, President 

Talmey-Drake Research & Strategy, Inc. 
100 Arapahoe, Ste. 1 

70-0-70-8 

Boulder, CO 80302 
Ph . 303-443-5300 
Fax 303-44 7-9386 
Paul Talmey, President 
54-54-54-54 

,,. 
Trttgo11 

For over 25 years, a 
global leader 

in sensory 
evaluation, 

market research, 
product testing 

and management 
consulting 

Research for 
successful 

marketplace 
decisions 

QUANTITATIVE AND QUALITATIVE 
RESEARCH SERVICES 

Custom Primary Research 
Specializing in 

Consumer Product Optimization 

Broad Based Experience Linking 
Marketing, R&D and QA/QC for 
Strategic Product Development 

Offices in the San Francisco Bay and Chicago Areas 
365 Convention Way • Redwood City, CA 94063 

650-365-1833 F: 650-365-3737 E: info@tragon.com 
www.tragon.com 
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Eagle Research - Denver 
14818 W. 6th Ave. , Ste. 6A 
Golden, CO 80401 
Ph. 303-980-1909 or 303-980-2262 
Fax 303-980-5980 or 980-2270 
E-mail: christine.farber@eagleresearch .com 
www.eagleresearch .com 
Christine Farber, Vice President 
96-96-96-96 
(See advertisement on p. 95) 

Friedman Marketing Services 
Denver Field 
5275 Marshall St, #205 
Arvada, CO 80002 
Ph. 303-420-1008 or 914-698-9591 
Fax 303-420-2049 
E-mail : gvigeant@roper.com 
www.friedmanmktg.com 
7-0-7-0 

IRi Information Research Inc. 
10650 E. Bethany Dr. 
Denver, CO 80014 
Ph. 303-751-0190 
Fax 303-751-8075 
Norm Petitt, President 
15-0-15-15 

Market Perceptions, Inc. 
Health Care Research, Inc. 
240 St. Paul St. , Ste. 100 
Denver, CO 80206 
Ph. 303-388-0873 
Fax 303-388-3822 
E-mail : kweiss@marketperceptions.com 
www.marketperceptions.com 
Erika Queen, Research Facilities Mgr. 
20-20-20-20 

Quality Education Data 
1700 Lincoln St. , Ste. 3600 
Denver, CO 80203 
Ph. 303-860-1832 
Fax 303-860-0238 
E-mail : qedinfo@qeddata.com 
www.qeddata.com 
Karin Hendersin , Mkt. Rsch . Dir. 
40-40-40-40 

The Research Center 
550 S. Wadsworth Blvd., Ste. 101 
Denver, CO 80226 
Ph. 800-432-2050 or 303-935-1750 
Fax 303-935-4390 
E-mail : AReid@paragon-research.com 
www.paragon-research.com/researchcenter 
Annie Reid , V.P. Research Services 
40-25-40-40 
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Standage Market Research 
1800 S. Sheridan Blvd ., #206 
Denver, CO 80232 
Ph. 303-922-1225 
Fax 303-922-9181 
Ruby Standage, President 
50-8-50-35 

Sunde! Research , Inc. 
1150 Delaware St. 
Denver, CO 80204 
Ph. 303-623-3600 
Fax 303-825-8131 
Harvey H. Sunde!, President 
30-0-30-30 

TMR, Inc. 
12250 E. Iliff Ave. 
Aurora, CO 80014 
Ph. 303-751-5300 
Fax 303-751-5550 
40-40-40-40 

Fort Collins 

PhoneBase Research, Inc. 
1228 W. Elizabeth St. , Ste. D-8 
Fort Collins, CO 80521 
Ph. 970-224-2202 
Fax 970-224-1152 
E-mail : gretchen@pbr-net.com 
www.pbr-net.com 
Gretchen Schlager, Dir. of Client Services 
175-175-175-175 

Connecticut 
~ 

Hartford 

Beta One, Inc. 
Focus Facility Hartford 
270 Farmington Ave ., Ste. 126 
Farmington, CT 06032 
Ph. 800-447-2382 (Bids) or 860-677-7711 
Fax 860-677-4967 
E-mail : B1 Research@aol.com 
Paul Keene, Telephone Ctr. Director 
20-5-10-0 

New Haven 

The Center For Research & Public Policy 
59 Elm St. 
New Haven, CT 06510-2023 
Ph. 203-776-9222 
Fax 203-777-1807 
E-mail: JCL@CRPP.com 
www.crpp.com 
Jerry C. Lindsley, President 
25-25-25-25 

Lester Telemarketing, Inc. 
19 Business Park Dr. 
Branford, CT 06405 
Ph. 203-488-5265 
Fax 203-483-0408 
E-mail : lester1 @mindspring.com 
Robert Lester, President 
1 00-1 00-1 00-1 00 

Shapiro Research Services, Inc. 
Trumbull Shopping Park 
5065 Main St. 
Trumbull , CT 06611 
Ph. 203-373-9391 
Fax 203-371 -4257 
Sandy Shapiro, President 
8-0-8-0 

Stamford 

Coast To Coast Telephone Center 
1351 Washington Blvd. 
Stamford, CT 06902 
Ph. 203-325-2335 
Fax 203-325-4995 
E-mail: PhoneCTC@aol.com 
Lorraine Kweskin , V.P. Client Services 
60-60-60-44 

The Consumer Dialogue Cente 
25 Third St. 
Stamford, CT 06905 
Ph. 203-356-1678 
Fax 203-327-9061 
E-mail : ann@goldkrall .com 
Judy Sullivan 
40-0-40-40 

District of Columbia 

Aspen Systems Corporation 
2277 Research Blvd . 
Rockville , MD 20850 
Ph. 301-519-5000 
Fax 301-519-6350 
E-mail : mpogozelski@aspensys.com 
www.aspensys.com 
Marie Pogozelski , Mgr. Survey Operations 
16-16-16-0 

Centrac DC, LLC 
15200 Shady Grove Rd ., Ste. 350 
Rockville , MD 20850 
Ph. 301-840-3850 
Fax 301-840-3859 
E-mail: DC@centracUSA.com 
www.centracUSA.com 
Jeffrey Adler, President 
1 00-75-1 00-1 00 

Consumer Pulse of Washington 
8310 C Old Courthouse Rd . 
Vienna, VA 22182 
Ph. 703-442-0960 or 800-336-0159 
Fax 703-442-0967 
E-mail : washington@consumerpulse.com 
www.consumerpulse.com 
Amanda Redmond, Director 
15-8-15-15 

Decision Data Collection 
1489 Chain Bridge Rd., #1 00 
Mclean, VA 221 01 
Ph. 703-556-7748 
Fax 703-356-1680 
Gary Brown , Exec. Vice President 
40-15-40-15 
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Decision Data Collection 
3516 Plank Rd . 
Fredericksburg, VA 22401 
Ph. 540-785-4423 
Fax 540-785-7589 
Gary Brown, Exec. Vice President 
16-0-16-0 

Metro Research Services, Inc. 
9990 Lee Hwy. , Ste. 11 0 
Fairfax, VA 22030 
Ph. 703-385-11 08 
Fax 703-385-8620 
E-mai I: i nfo@metro researchse rvices . com 
www.metroresearchservices.com 
Angela Lorinchak, President 
16-0-16-0 

National Research, LLC 
4201 Connecticut Ave. N.W., Ste. 212 
Washington, DC 20008 
Ph. 202-686-9350 
Fax 202-686-7163 
E-mail : nr@dgsys.com 
Rebecca Craig , President 
50-37-37-37 

The NPD Group, Inc. 
HTI Custom Research 
6525 Belcrest Rd ., #G50 
Hyattsville, MD 20782 
Ph . 301-779-7950 
Fax 301-779-421 0 
E-mail: info@npd.com 
www.npd.com 
45-45-45-45 

OMR (Oichak Market Research) 
7255-A Hanover Pkwy. 
Greenbelt, MD 20770 
Ph. 301-441-4660 
Fax 301-4 7 4-4307 
E-mail: omr@OMRdc.com 
www.OMRdc.com 
Jill L. Siegel , President 
19-0-19-15 

Shugoll Research 
7475 Wisconsin Ave. , Ste. 200 
Bethesda, MD 20814 
Ph . 800-322-4499 or 301-656-0310 
Fax 301-657-9051 
E-mail : jshugoii@ShugoiiResearch.com 
www.ShugoiiResearch.com 
20-0-20-20 

TelAe- Telephone Access, Inc. 
2200 Clarendon Blvd ., Ste. 1109 
Arlington , VA 22201 
Ph . 800-522-3447 
Fax 703-528-7117 
George Andre , General Manager 
200-1 00-1 00-1 00 

WB&A Market Research 
2191 Defense Hwy., Ste. 401 
Crofton, MD 21114 
Ph . 41 0-721-0500 
Fax 410-721-7571 
E-mail : info@WBandA.com 
www.WBandA.com 
Steve Markenson, President 
20-0-20-0 
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Eagle 
Research 
"'V'" The More Responsive Custom 

Market Research Company 

Quality Research and Delivery 
In-house Research Dept., headed by 

Joe Schwartz, Ph.D. - VP/Research 

Tracking Studies 

Customer Satisfaction Studies 

Consumer Studies 

Market Studies 

Business-to-Business 

Commercial Advertising/Testing 

New Product Development 

• Brand and Imaging 

Technologies 
• Internet - Web Surveys 

• Predictive Dialers 

• IVR 

• NCS Scanning 

• Inbound 800 

• Customized Excel Reporting 

• Remote Monitoring 

• ACS-Query and Quantime Software 

Our Commitment 
• We are dedicated to being the best rather than the biggest 

• We deliver accurate, reliable data on time - every time 

• We provide our clients with research they can use to make 

informed business decisions 

• Contact us today for a competitive bid! 

Denver 
303-980-1909 
Fax: 303-980-5980 

christine.farber@eagleresearch.com 
Christine Farber, Vice President 

a cox_ company 

Atlanta 
770-395-6090 
Fax:770-458-1652 

joel.reish@eagleresearch.com 
Joel Reish, Vice President 
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Westat, Inc. 
1650 Research Blvd. 
Rockville, MD 20850 
Ph. 301-251-1500 
E-mail: marketing@westat.com 
www. westat.com 
Bruce Allen 
304-304-304-304 

Woelfel Research, Inc. 
2222 Gallows Rd. , Ste. 220 
Vienna, VA 22182 
Ph. 703-560-8400 
Fax 703-560-0365 
49-40-49-49 

Daytona Beach 

Cunningham Field & Research Service, Inc. 
Administrative/Focus Facility 
770 W. Granada Blvd., Ste. 300 
Ormond Beach, FL 3217 4 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail: ExecutiveDepartment@cunninghamre­
search .com 
www.cunninghamresearch.com 
40-40-40-40 

Fort Lauderdale 

Consumer Research Services 
(formerly VNU Operations Center) 
12350 N. W. 39th St. 
Coral Springs, FL 33065 
Ph. 954-753-6043 
Fax 954-344-7687 
40-40-40-40 

Mars Surveys 
1700 N. University Dr., Ste. 205 
Coral Springs, FL 33071 
Ph. 954-755-2805 or 877-755-2805 
Fax 954-755-3061 
E-mail: info@marsresearch.com 
www.marsresearch.com 
Eric Lipson , Vice President 
60-60-60-60 

TYG Marketing, Inc. 
541 S. State Rd . 7, Ste. 7 
Fort Lauderdale, FL 33068 
Ph . 954-968-1660 
Fax 954-968-3684 
E-mail: TYGMKTG@aol.com 
Paula Smith , President 
15-0-15-0 

Fort Myers 

Schulman, Ronca & Bucuvalas, Inc. 
7431 College Pkwy. 
Fort Myers, FL 33907 
Ph. 941-278-4044 
E-mail: p.altiere@srbi.com 
www.srbi.com 
Patrick Altiere, Sr. Project Director 
11 0-11 0-11 0-11 0 

Gainesville 

Irwin Research Associates (Br.) 
Div. of The Irwin Companies 
4080 N.W. 22nd Dr. ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ G~nes~I~ . FL32605 
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Ph. 352-371-7800 
Fax 352-371-0087 
E-mail : dhenry@irwinservices.com 
www.irwinservices.com 
Denise Henry, President 
74-74-7 4-7 4 
(See advertisement on p. 97) 

Perceptive Market Research, Inc. 
2306 S.W. 13th St. , Ste. 807 
Gainesville, FL 32608 
Ph. 800-749-6760 or 352-336-6760 
Fax 352-336-6763 
E-mail: surveys@pmrresearch.com 
www.pmrresearch.com 
Dr. Elaine M. Lyons-Lepke, President 
40-20-40-40 

Jacksonville 

Consumer Pulse of Jacksonville 
Regency Square Mall , #680 
9501 Arlington Expy. 
Jacksonville, FL 32225 
Ph. 904-723-3322 or 800-336-0159 
Fax 904-723-0048 
E-mail: jacksonville@consumerpulse.com 
www.consumerpulse.com 
Leisa Dorough, Manager 
6-4-6-6 
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The ~ac~s of Irwin 
.. Irwin ReseMcn Associates stan~s for excellence. 

Irwin nas provi~e~ me witn tne opportunity to 

wor~ in an atmospnere surroun~e~ ~Y quality 

employees wno are ~e~icate~ to provi~ing tneir 

clients witn tne finest reseMcn pro~ucts availa~le." 

)-p:__ 
Steve Ec~erman 

Data Services Coorainator- Z Years 

IRWIN RESEARCH ASSOCIATES 

A Division of The Irwin Companies 

The latest telephone technology 
and interviewing facilities 

to meet your needs. 



Codes- (e.g. 25-10-25-10) 
1. STATIONS- No. of interviewing stations at this location 
2. CATI -No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Kirk Research Services, Inc. 
3829 Atlantic Blvd. 
Jacksonville, FL 32207 
Ph. 904-858-3200 
Fax 904-858-3204 
E-mail : KirkResh@bellsouth .net 
Rebecca Kirk, Vice President 
15-0-15-0 

Market Horizons, Inc. 
9452 Phillips Hwy., Ste. 5 
Jacksonville, FL 32256-1332 
Ph. 904-260-2001 or 800-393-1255 
Fax 904-260-6266 
E-mail: mail@markethorizons.com 
www.markethorizons.com 
Charles A. McMillin, Principal/CEO 
30-30-30-30 

Ulrich Research Service, Inc. 
1734 Kingsley Ave. 
Orange Park, FL 32073 
Ph. 904-264-3282 
Fax 904-264-5582 
E-mail: ulrich@mediaone.net 
www.ulrichresearch.com 
Jim Flagg, Director of Research 
20-0-20-0 

Miami 

Ask Miami Market Research 
2121 Ponce De Leon Blvd ., Ste. 1250 
Miami, FL 33134 
Ph. 800-282-2771 
Fax 305-448-6825 
E-mail: AskMiami@aol.com 
www.askmiami.com 
Juliette Aldana-Chiles, Dir. of Field Services 
30-12-30-30 

Findings International Corp. 
9100 Coral Way, Ste. 6 
Miami, FL 33165 
Ph. 305-225-6517 
Fax 305-225-6522 
E-mail: findings@interfindings.com 
Orlando Esquivel, President 
20-0-20-0 

National Opinion Research Services 
760 N.W. 107th Ave ., Ste. 106 
Miami, FL 33172 
Ph. 800-940-9410 
Fax 305-553-8586 
E-mail: quality@nors.com 
www.nors.com 
Daniel Clapp, President 
65-65-65-65 
(See advertisement on p. 99) 
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Rife Market Research, Inc. 
1111 Parkcentre Blvd., Ste. 111 
Miami, FL 33169 
Ph . 305-620-4244 
Fax 305-621-3533 
E-mail: RIFE A@aol.com 
Sandy Palmer, Vice President 
28-0-28-28 

Strategy Research Corporation 
100 N.W. 37th Ave., 3rd fl. 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-643-5584 
E-mail: ecabrera@marketfacts.com 
www.strategyresearch.com 
Emil Cabrera 
1 06-1 06-1 06-1 06 

Ocala 

Irwin Research Associates (Br.) 
Div. of The Irwin Companies 
1515 E. Silver Springs Blvd ., Ste. 105 
Ocala, FL 344 70 
Ph. 352-371-7800 
Fax 352-371-0087 
E-mail: dhenry@irwinservices.com 
www.irwinservices.com 
Denise Henry, President 
32-32-32-32 
(See advertisement on p. 97) 

Orlando 

AccuData Market Research, Inc. 
520 N. Semoran Blvd ., Ste. 100 
Orlando, FL 32807 
Ph. 800-731-3527 or 407-282-3770 
Fax 407-282-3771 
E-mail: orlando@accudata.net 
www.accudata. net 
12-0-12-0 

Hancock Information Group, Inc. 
2180 W. State Rd. 434, Ste. 3170 
Longwood, FL 32779 
Ph. 800-595-0101 or 407-682-1556 
Fax 407-682-0025 
E-mail: amy.williams@hancockinfo.com 
www. hancocki nfo. com 
1 00-1 00-1 00-1 00 

Insight Orlando, Inc. 
5828 S. Semoran Blvd. 
Orlando, FL 32822 
Ph. 407-384-8883 
Fax 407-384-9048 
E-mail: insightto@magicnet.net 
Stockton Reeves, President 
20-0-20-20 

Barbara Nolan Market Research 
218 Jackson St. 
Maitland, FL 32751 
Ph. 407-629-8800 or 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Michael Hrite, Phone Room Manager 
50-0-50-50 

Schlesinger Associates South, Inc. 
Maitland Green II 
2290 Lucien Way, Ste. 180 
Maitland, FL 32751 
Ph. 407-660-1808 
Fax 407-660-0225 
E-mail: orlando@schlesingerassociates.com 
www.schlesingerassociates.com 
Deborah Leaper, Facility Director 
14-14-14-0 
(See advertisement on p. 117) 

Varga Research 
8403 S. Park Cir., Ste. 660 
Orlando, FL 32819 
Ph . 407-248-0777 
Fax 407-248-7797 
E-mail : rachelj@vargaresearch.com 
www.vargaresearch.com 
Joseph Varga, President 

Tallahassee 

MGT of America, Inc. 
2123 Centre Point Blvd . 
Tallahassee, FL 32308 
Ph. 850-386-3191 
Fax 850-385-4501 
E-mail : nstepina@mgtamer.com 
www.mgtamer.com 
Nancy Stepina, Sr. Associate 
20-0-20-0 

Tampa/St. Petersburg 

Communications Center, Inc. 
955 E. Memorial Blvd . 
Lakeland, FL 33801 
Ph . 941-686-5553 
Fax 941-686-4 722 
E-mail: bids@comcntr.com 
Mark Kennedy, Director of Operations 
72-72-72-72 

Eastern Research Services 
Counsel Square 
7551 Little Rd. 
New Port Richey, FL 34654 
Ph . 727-845-8775 
Fax 727-845-84 75 
Maria Callanan, Manager 
90-90-90-90 

Gulf State Research Center 
Eagle Ridge Mall 
433 Ridge Dr. , Ste. 211 
Lake Wales, FL 33853 
Ph. 800-357-8842 or 863-676-3676 
Fax 863-676-0471 
E-mail : Lvillar@gte.net 
Tim Villar, Vice President 
5-5-5-5 

The Herron Group of Tampa, Inc. 
600 N. Westshore Blvd ., Ste. 702 
Tampa, FL 33609 
Ph. 813-282-0866 
Fax 813-282-3553 
E-mail : herrontpa@aol.com 
www.herrongroup.com 
Elaine Herron-Cravens, President 
24-4-24-0 
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RSVP/Research Services 
Carrollwood Crossings, 4014 Gunn Hwy, Ste. 110 
Tampa, FL 33624 
Ph. 813-269-7533 
Fax 813-264-3486 
E-mail: mindy@rsvpresearch.com 
www. rsvpresearch.com 
Mindy Scanlan, Operations Manager 
60-60-60-60 
(See advertisement on p. 14) 

Suburban Associates 
Conference Center 
4350 W. Cypress St. , Ste. 535 
Tampa, FL 33607 
Ph. 813-87 4-3423 
Fax 813-875-6789 
E-mail : tampacc@subassoc.com 
www.subassoc.com 
Mandy O'Neill , Manager 
24-0-24-0 

Total Research Corporation 
Sunforest Executive Park 
5130 Eisenhower Blvd. 
Tampa, FL 33634 
Ph. 813-887-5544 
Fax 813-882-0293 
www.totalres.com 
80-77-80-80 

West Palm Beach/Boca 
Raton 

Direct Marketing Services Group, Inc. 
413 NortheastThird St. 
Delray Beach, FL 33483 
Ph. 561-997-2324 
Fax 561-997-5844 
E-mail : DMSG@safari.net 
www.siltd.com 
Arnold Sheer 
40-20-40-40 

Field & Focus, Inc. 
4020 S. 57th Ave ., Ste. 103 
Lake Worth, FL 33463 
Ph. 561-965-4720 or 800-881-8301 
Fax 561-965-7 439 
E-mail : fieldfocus@field-n-focus.com 
www.field-n-focus.com 
Sherry Lane, Project Director 
35-35-35-35 

Issues and Answers Network, Inc. 
3004 S. U.S. Hwy. 1 
Fort Pierce, FL 34982 
Ph . 757-456-1100 or 516-487-8339 
Fax 757-456-0377 
E-mail: peterm@issans.com 
www. issans.com 
Peter McGuinness, President 
60-60-60-60 
(See advertisement on p. 138) 
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Profile Marketing Research, Inc. 
4020 S. 57th Ave. , Ste. 101 
Lake Worth, FL 33463 

Georgia 
~2.1i.<Zo~ ... ~«o:::J.->&~ ~~CW~:.:»:lv ..... :it~:..~" '"""' _ """" « '-"- ~.,w 

Ph. 561-965-8300 
Fax 561-965-6925 
E-mail: profile@profile-mktg-res.com 
www.profile-mktg-res.com 
Judy A. Hoffman, President 
40-40-40-35 

Athens 

Compass Marketing Research 
345 W. Hancock 
Athens, GA 30601 
Ph. 706-613-7629 
Fax 706-548-6094 
www.cmrcompass.com 
Larry Weltin , President 
52-52-52-52 

Gathering data is our business. 

Let NORS get that information for you. 
• The nation's premiere bilingual research support company offering 

locaL national and international services delivered by professionals. 

• Timely, actionable data delivered efficiently and accurately. 
Data that clients are confident with. 

• 65-station WATS/CATI interviewing, focus groups, door-to-door, 
executive and medical interviewing, political polling . All services 
available in English and Spanish. 

• In the heart of local and international commerce; 5 minutes 
from Miami International Airport . 

• Professional, full-time staff plus 150+ permanent part-time 
non-accented, bilingual interviewers and recruiters. 

• Let NORS show you the difference in quality service and on time/ 
on target projects at competitive rates from friendly people. 

NATIONAL OPINION 

RESEARCH SERVICES 
" The Bilingual Data Collection Professionals" 

760 NW 107 Avenue, Suite 106, Miami, Florida 33172 
800.940.9410 • Fax 305.553.8586 • www.nors.com 
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Codes- (e.g. 25-10-25-10) 
1. STATIONS- No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Atlanta 

Atlanta Marketing Research Center 
Paul A. Warner Associates 
5600 Roswell Rd ., Ste. 300 North 
Atlanta, GA 30342 
Ph. 404-239-0001 
Fax 404-237-1235 
E-mail: john@pwarner.com 
www.pwarner.com 
John Lockyer 
20-0-20-0 

Booth Research Services, Inc. 
1120 Hope Rd. , Ste. , 200 
Atlanta, GA 30350 
Ph. 770-992-2200 or 800-727-2577 
Fax 770-642-4535 
E-mail: bernard@boothresearch.com 
www. booth research .com 
Bernard A. Brenner, Sr. Account Director 
75-75-75-75 

Compass Marketing Research 
3725 DaVinci Ct., Ste. 100 
Norcross, GA 30092 
Ph. 770-448-0754 
Fax 770-416-7586 
E-mail: CMRCOMPASS@aol.com 
www.cmrcompass.com 
Larry Weltin, President 
120-11 0-11 0-11 0 

Eagle Research - Atlanta 
One Dunwoody Park, Ste. 128 
Atlanta, GA 30338 
Ph. 770-395-6090 
Fax 770-671-9708 
E-mail: joel.reish@eagleresearch.com 
www.eagleresearch.com 
Joel Reish , Vice President 
96-96-96-96 
(See advertisement on p. 95) 

The Gallup Organization -Atlanta Downtown 
303 Peachtree St. N.E. 
One Peachtree Center, 27th fl. 
Atlanta, GA 30308 
Ph. 404-525-9930 
Fax 404-525-8645 
150-150-150-150 

IMAGES Market Research 
290 Fourteenth St. 
Atlanta, GA 30318 
Ph. 404-892-2931 
Fax 404-892-8651 
E-mail: research@imagesusa.net 
Deborah White , Director of Field Services 
John Lockyer 
20-20-20-20 
(See advertisement on p. 1 01) 
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Jackson Associates, Inc. 
1140 Hammond Dr., Bldg . H 
Atlanta, GA 30328 
Ph. 770-394-8700 
Fax 770-394-8702 
E-mail : research@jacksonassociates.com 
www.jacksonassociates.com 
Margaret Hicks, President 
40-10-40-0 

Joyner Hutcheson Research, Inc. 
1900 Century Place 
Atlanta, GA 30345 
Ph. 404-321-0953 
Fax 404-634-8131 
18-0-18-0 

MacConnell Research Services, Inc. 
10 Perimeter Park Dr., Ste. 110 
Atlanta, GA 30341 
Ph. 770-451-6237 
Fax 770-451-6184 
Brian Mitchell or Terri Clark 
14-0-2-0 

Mid-America Rsch./Facts In Focus 
Lenox Square Mall 
3393 Peachtree Rd. N.E. 
Atlanta, GA 30326 
Ph. 404-261-8011 or 847-392-0800 
Fax 404-261-5576 
E-mail: marrandhurst@att.net.com 
Debra Wilson 
8-4-8-0 

Nordhaus Research, Inc. 
3355 Lenox Rd ., Ste. 400 
Atlanta, GA 30326 
Ph. 404-848-8188 or 800-956-9818 
Fax 404-848-8199 
E-mail : lynn@nordhaus.com 
Robert Van Dam, President 
14-14-14-14 

Quality Controlled Services 
2635 Century Pkwy., Ste. 100 
Atlanta, GA 30345 
Ph. 800-227-297 4 or 404-321-0468 
Fax 404-636-3276 
E-mail: postmaster@qcs.com 
www.qcs.com 
Susan Lipsitz, Group Manager 
14-0-6-0 
(See advertisement on p. 113) 

John Stolzberg Market Research 
1800 Century Blvd ., Ste. 1000 
Atlanta, GA 30345 
Ph. 404-329-0954 
Fax 404-329-1596 
John Stolzberg, President 
15-0-0-0 

T & K Research Centres, Inc. 
Div. of Homer Market Research Associates, Inc. 
Peachtree Center 
1501 Johnson Ferry Rd ., Ste. 250 
Marietta, GA 30062 
Ph. 770-578-9085 
Fax 770-977-0833 
E-mail : tkresearch@msn .com 
Andrea Cartier 
14-0-14-0 

Taylor Nelson Sofres lntersearch 
6690 Roswell Rd ., #31 0-265 
Atlanta, GA 30328-3161 
Ph . 770-541 -6056 
Fax 770-541 -6057 
E-mail : bob.michaels@intersearch.tnsofres.com 
www.intersearch.tnsofres.com 
Bonnie Breslauer, Vice President 
87-87-87-87 
(See advertisement on p. 12) 

V & L Research & Consulting , Inc. 
655 Village Square Dr., Ste. 101 
Stone Mountain, GA 30083 
Ph . 404-298-0139 
Fax 404-298-0026 
E-mail : VLResearch@mindspring.com 
Dydra H. Virgil , Principal 
20-12-12-12 

Whaley Research & Associates, Inc. 
102 85 Pkwy. N., Ste. L 
Fayetteville, GA 30214 
Ph. 800-576-3041 or 770-461-9300 
Fax 770-719-5407 
E-mail : wra@bellsouth.net 
Marilynn Whaley, CEO 
40-40-40-40 

Hawaii 

Honolulu 

Market Trends Pacific , Inc. 
1001 Bishop St. , Ste. 505 
Honolulu , HI 96813 
Ph . 808-532-0733 
Fax 808-532-07 44 
E-mail : mtp@lava.net 
Wanda L. Kakugawa, President 
32-32-32-0 

OmniTrak Group, Inc. 
725 Davies Pacific Center 
841 Bishop St. , Ste. 725 
Honolulu, HI 96813 
Ph . 808-528-4050 
Fax 808-538-6227 
E-mail : omntrak@aloha.net 
22-10-22-0 

QMark Research & Poll ing 
Pacific Tower, 19th fl. 
1001 Bishop St. 
Honolulu , Hl 96813 
Ph. 808-524-5194 
Fax 808-524-5487 
E-mail : bankersmit@starrtech .com 
www.starrtech.com 
Barbara Ankersm it, President 
16-10-16-0 

SMS Research & Marketing Services 
1042 Fort St. Mall , Ste. 200 
Honolulu, HI 96813 
Ph . 808-537-3356 
Fax 808-537-2686 
Jim Dannemi ller, President 
24-0-12-0 
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Ward Research, Inc. 
126 Queen St. , Ste. 212 
Honolulu, HI 96813 
Ph. 808-522-5123 
Fax 808-522-5127 
E-mail : wrstaff@wardresearch.com 
Rebecca S. Ward, President 
11-11-11-0 

Boise 

Clearwater Research , Inc. 
2136 N. Cole Rd. 
Boise, ID 83704 
Ph. 208-376-3376 or 800-727-5016 
Fax 208-376-2008 
E-mail : info@clearwater-research.com 
www.clearwater-research.com 
Mike Exinger, Dir. of Rsch Admin. 
80-80-80-80 

Northwest Research Group, Inc. 
225 N. 9th St. , Ste. 200 
Boise, ID 83702 
Ph. 208-364-0171 
Fax 208-364-0181 
E-mail: ksimplot@nwrg .com 
www.nwrg.com 
Kathy Simplot 
20-20-20-20 

Pocatello 

Bernett Research Services, Inc. 
Pocatello Phone Room 
1800 Garrett Way 
Pocatello, ID 83201 
Ph. 800-276-5594 
Fax 617-7 46-2709 
E-mail: info@bernett.com 
www.bernett.com 
Andrew Hayes, Brother & Partner 
220-220-220-220 
(See advertisement on p. 51) 

David's Phone Center 
505 Pershing Dr. 
Pocatello, ID 83201 
Ph. 208-232-1818 
Fax 208-232-1466 
E-mail: dcm@poky.srv.net 
David McKamey, President 
118-118-118-118 

Western Wats CfMC - CATI Center 
250 S. Wondruff 
Idaho Falls, ID 83401 
Ph. 801-375-0636 
Fax 801-375-0672 
E-mail : ottesen@office.westernwats.com 
Dave Ottesen 
45-45-45-45 
(See advertisement on p. 137) 
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Western Wats Custom Market Research Center 
8 South 1st East Illinois 
Rexburg, ID 83440 ~· - ~-~ "'""'- ... ~- ~ • "-- ~ ~ .:< "'~ ~ ~~i. - "' -""' ""' ~ • :_ 

Ph. 801-375-0636 
Fax 801-375-0672 
E-mail : ottesen@office.westernwats.com 
Dave Ottesen 
92-92-92-92 
(See advertisement on p. 137) 

Moscow 

Bernett Research Services, Inc. 
Moscow Phone Room 
1420 S. Blaine, Ste. 14 
East Side Marketplace 
Moscow, I D 83843 
Ph. 800-276-5594 
Fax 617-746-2709 
E-mail: info@bernett.com 
www. bernett.com 
Andrew Hayes, Brother & Partner 
220-220-220-220 
(See advertisement on p. 51) 

Western Wats Opinion Research Center 
314 S. Washington 
Moscow, ID 83843 
Ph. 801-37 4-5572 
Fax 801-379-4197 
E-mail: edward@office.westernwats.com 
50-50-50-50 
(See advertisement on p. 137) 

LookinCJ 
~or Answtrs? 

Carbondale 

U.S. Research Co. 
1620 W. Main 
Carbondale, IL 62901 
Ph. 618-529-8100 
24-16-24-24 

Chicago 

Adler-Weiner Research/Chicago, Inc. 
6500 N. Lincoln Ave. 
Lincolnwood, IL 60645 
Ph. 847-675-5011 
Fax 847-675-5698 
E-mail: andi@awres.com 
www.awres.com 
Andrea Weiner, Project Director 
20-0-10-0 

The Analytical Group, Inc. 
640 N. LaSalle Dr. 
Chicago, IL 60610 
Ph. 312-751-2915 
Fax 312-337-2551 
E-mail : jerry@analyticalgroup.com 
www.acsinfo.com 
Tony Pacenti 
20-20-20-20 
(See advertisement on p. 72) 

IMAGES Market Research is a full-service market 
research firm providing turn-key, cost effective 
nationwide qualitative and quantitative general 
and ethnic market services. We offer focus group 
recruiting, multilingual telephone/field and execu­
tive interviewing featuring a 20 station CAT! sys­
tem. We have strong advertising testing experience. 
Come see our new focus facility, Comfortable client 
lounge! Additional focus room! Still a great location! 
Call us for a discount on your next project. 

IMAGES Market Research 
290 Fourteenth Street· Atlanta, GA 30318 

Ph. 404-892-2931 • Fax 404-892-8651 
E-mail: research@imagesusa.net 

Contact: Del.Jorah White, Directpr of Field Services or John Lockyer 

Advertising 
Benchmarking 
Children 
College Students 
Consumer Products 
Conventions/Meetings 
Customer Satisfaction 
Energy/Utility 

~ .... II!'P.l'l 

Entertainment/Leisure 
Financial 
Insurance 
International 
Media 
Medical/Health­
Care/Pharmaceutical 
Music 

New Products 
Political Polling 
Seniors/Elderly 
Sports 
Taste Tests 
Teens 
Tourism 
Tracking 
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Codes- (e.g. 25-10-25-10) 
1. STATIONS -No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Assistance In Marketing/Chicago 
1650 N. Arlington Heights Rd ., Ste. 208 
Arlington Heights, IL 60004 
Ph. 847-392-5500 
Fax 847-392-5841 
E-mail : AIMChicago@aol.com 
Laura Shulman, President 
8-0-8-8 

The Blackstone Group 
360 N. Michigan Ave. 
Chicago, IL 60601 
Ph . 312-419-0400 
Fax 312-419-8419 
E-mail: info@bgchicago.com 
Thomas Paul , Field Director 
1 00-1 00-1 00-1 00 

C R Market Surveys 
9510 S. Constance, Ste. C-6 
Universal City Professional Bldg. 
Chicago, IL 60617-4734 
Ph. 800-882-1983 or 773-933-0548 
Fax 773-233-0484 
E-mail: CRMS1 @aol.com 
www.crmarket.com 
Cherlyn Robinson, Project Coordinator 
10-0-10-0 

C/J Research, Inc. 
3150 Salt Creek Ln ., Ste. 111 
Arlington Heights, IL 60005 
Ph. 847-253-1100 
Fax 847-253-1587 
E-mail : tcotter@cjr.com 
www.cjr.com 
Terry Cotter, President 
60-60-60-60 

Communications Research , Inc. 
233 E. Wacker Dr. 
Chicago, IL 60601 
Ph. 312-938-0200 
Fax 312-938-8711 
E-mail: cri77@aol.com 
Kathy Beimfohr 
25-0-25-0 

Consumer and Professional Research, Inc. (CPR) 
435 N. LaSalle St. , Ste. 210 
P.O. Box 10884 
Chicago, IL 60610-0884 
Ph. 312-832-7744 
Fax 312-832-7745 
E-mail: info@cprchicago.com 
www.cprchicago.com 
Peter Marich 
15-15-15-15 
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Consumer Pulse of Chicago 
Stratford Square Mall #D24 
424 Stratford Square 
Bloomingdale, IL 60108 
Ph. 630-894-9103 or 800-336-0159 
Fax 630-894-91 05 
E-mail: chicago@consumerpulse.com 
www.consumerpulse.com 
Steve Lehman, Director 
9-4-9-9 

Data Research, Inc. 
1319 Butterfield Rd. , Ste. 510 
Downers Grove, IL 60515 
Ph. 630-971-2880 
Fax 630-971-2267 
Kathie Cowles, Vice President 
50-17-20-20 

Richard Day Research 
801 Davis St. , 3rd fl. 
Evanston , IL 60201-4472 
Ph. 847-328-2329 
Fax 847-328-8995 
E-mail : rdr@rdresearch.com 
www.rdresearch.com 
Richard Day, President 
32-26-32-32 

Dimension Research, Inc. 
200 W. 22nd St. , Ste. 240 
Lombard , IL 60148 
Ph. 630-916-0040 
Fax 630-916-0836 
E-mail : ava@dimensionresearch.com 
www.dimensionresearch.com 
Ava Powell , General Manager 
64-64-64-8 

Elrick & Lavidge 
Three Westbrook Corp. Center, 6th fir. 
11301 Cermack Rd. 
Westchester, I L 60154 
Ph. 615-383-6879 
Fax 615-383-2502 
E-mail : jss@elavidge.com 
www.elrickandlavidge.com 
Janet Savoie, V.P. Data Collection 
54-54-54-54 

Fieldwork Phone Center 
6200 N. Hiawatha, Ste. 720 
Chicago, IL 60646 
Ph. 773-282-0203 or 888-TO-FIELD 
Fax 773-282-6422 
E-mail: info@phoneroom.fieldwork.com 
www.fieldwork.com 
Mary Pedersen, Manager 
60-60-60-60 
(See advertisement on the Back Cover) 

Focuscope, Inc. 
1100 Lake St. , Ste. 60 
Oak Park, I L 60301 
Ph. 708-386-5086 
Fax 708-386-1207 
E-mail : krooney@focuscope.com 
Kevin Rooney, Vice President 
31-0-31-0 

Galli Research Services 
37 42 Bernard St. 
Chicago, IL 60618 
Ph. 773-4-SURVEY 
Fax 773-4 78-7899 
Paul Galli , President 
5-Q-5-0 

Heakin Research, Inc. 
3615 Park Dr., Ste. 101 
Olympia Fields, IL 60461 
Ph. 708-503-0100 
Fax 708-503-0101 
Kevin Heakin, Vice President 
65-65-65-65 

Inform Research & Marketing 
444 N. Wabash Ave., Ste. 501 
Chicago, IL 60611 
Ph . 312-661-0035 
Fax 312-670-7259 
E-mail : bdrier@ir-m .com 
www.ir-m .com 
Bill Drier, President 
32-32-32-32 

Ingram Research , Inc. 
OS 125 Church St. 
P.O. Box 175 
Winfield, IL 60190 
Ph. 630-462-0402 
Fax 630-462-7153 
Roland G. Ingram, President 
20-0-20-20 

IRSS- International Research Support Services 
30 E. Adams, Ste. 940 
Chicago, IL 60603 
Ph. 312-553-5353 
Fax 312-641-3511 
E-mail : maureen@irss.com 
www.irss.com 
Maureen Clancy, President 
34-34-34-34 

M.A.B.2 Recruiting Services 
4334 N. Hazel St. , Ste. 210 
Chicago, IL 60613 
Ph. 773-296-6222 
Fax 773-296-1892 
Martin A. Barone II , Owner 
10-0-10-0 

Market Facts, Inc. 
3040 W. Salt Creek Ln . 
Arlington Heights, IL 60005 
Ph. 847-590-7000 
Fax 847-590-7167 
E-mail : sabrams@marketfacts.com 
www.marketfacts.com 
Sharon Abrams 
325-325-325-325 

Mid-America Research/Facts In Focus 
Administrative Offices 
999 N. Elmhurst Rd ., Ste. 17 
Mt. Prospect, IL 60056 
Ph. 847-392-0800 or 847-870-6262 
Fax 847-870-6236 
E-mail : marrandhurst@att.net.com 
Debbie Ottenfeld 
26-10-26-10 
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Mid-America Rsch./Facts In Focus 
Rand hurst Center 
999 N. Elmhurst Rd ., Ste. 17 
Mt. Prospect, I L 60056 
Ph. 847-392-9770 or 847-392-0800 
Fax 847-259-7259 
E-mail: marrandhurst@att.net.com 
Lori Tomoleoni 
22-16-16-0 

National Data Research, Inc. 
770 Frontage Rd ., Ste. 110 
Northfield, IL 60093 
Ph. 847-501-3200 
Fax 847-501-2865 
E-mail : slagrippe@aol.com 
Val Maxwell , President 
18-0-18-0 

Peryam & Kroll Marketing and Research Corp. 
6323 N. Avondale Ave., Ste. 211 
Chicago, IL 60631 
Ph . 773-774-3100 
Fax 773-77 4-7956 
E-mail : info@pk-research .com 
www.pk-research.com 
24-0-24-0 

Precision Research, Inc. 
O'Hare Corporate Towers 
10600 W. Higgins Rd. , Ste. 100 
Rosemont, I L 60018 
Ph . 847-390-8666 
Fax 847-390-8885 
E-mail : saa@preres.com 
www.preres.com 
Scott Ad Ieman, President 
30-6-30-30 
(See advertisements on pp. 63, 65) 

Quality Controlled Services 
2311 W. 22nd St. , Ste. 100 
Oak Brook, IL 60523 
Ph. 800-322-2376 or 630-990-8300 
Fax 630-990-8188 
E-mail : postmaster@qcs.com 
www.qcs.com 
Candice Wysock, Branch Manager 
15-0-15-0 
(See advertisement on p. 113) 

Questions & Marketing Research Svcs., Inc. 
19211 Henry Dr. 
Mokena, IL 60448 
Ph . 708-479-3200 
Fax 708-479-4038 
E-mail : supervisor@qandm.com 
www. qandm.com 
Don Tucker 
24-0-24-0 

The Research Group, Inc. 
Oak Mill Mall 
7900 Milwaukee, Ave ., Ste. 222 
Niles, IL 60714 
Ph. 84 7-966-8900 
Fax 847-966-8871 
E-mail : RGI222@aol.com 
www.researchgroupinc.com 
Charles Orloff, Vice President 
35-0-35-35 
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Research House 
6901 N. Lincoln Ave. 
Lincolnwood, IL 60712 
Ph. 847-677-4747 
Fax 84 7-677-7990 
E-mail : RsrchHse@aol.com 
Darlene Piell , Partner 
24-0-0-0 

Research lnternation USA 
(Formerly Conway/Milliken & Associates) 
875 N. Michigan Ave. , Ste. 2511 
Chicago, IL 60611 
Ph. 312-787-4060 
Fax 312-787-4156 
E-mail : cma@cmamkting.com 
www.cmamkting.com 
150-150-150-150 

Smith Research , Inc. 
1181-B Lake Cook Rd. 
Deerfield, I L 60015 
Ph. 847-948-0440 
Fax 84 7-948-8350 
E-mail : ksmith@smithresearch.com 
www.smithresearch.com 
Kevin Smith , President 
24-10-24-24 

Strictly Medical Market Research 
Edens Office Plaza 
4801 W. Peterson Ave., Ste. 608 
Chicago, IL 60646 
Ph. 773-202-3500 
Fax 773-202-3511 
E-mail : tntwwalker@aol.com 
Harry Balaban 
10-0-10-0 

Survey Center, LLC 
River East Plaza 
455 E. Illinois St. , Ste. 660 
Chicago, IL 60611 
Ph. 312-321-8100 
Fax 312-321-8110 
E-mail : carolt@ljs.com 
Matthew Smith , Director 
140-120-140-120 

Taylor Nelson Sofres lntersearch 
1033 Barneswood Dr. 
Downers Grove, IL 60515 
Ph. 630-719-9895 
Fax 630-719-9896 
E-mail : bob.michaels@intersearch.tnsofres.com 
www.intersearch.tnsofres.com 
Deb Portz, Vice President 
125-125-125-125 
(See advertisement on p. 12) 

TeleBusiness USA 
1945 Techny Rd ., Ste. 3 
Northbrook, IL 60062 
Ph. 84 7-480-1560 
Fax 84 7-480-6055 
E-mail : ceo@tbiz.com 
www.tbiz.com 
Larry Kaplan, President 
120-90-120-250 

TeleSight, Inc. 
820 N. Franklin St. 
Chicago, IL 60610 
Ph. 312-640-2532 or 312-640-2500 
Fax 312-944-7872 
E-mail: jconover@telesight.com 
www.telesight.com 
Jeffrey Conover, V.P. of Bus. Dev. 
144-144-144-144 

Time N Talent Market Research 
Edens Office Plaza 
4801 W. Peterson Ave ., Ste. 608 
Chicago, IL 60646 
Ph. 773-202-3500 
Fax 773-202-3511 
E-mail: tntwwalker@aol.com 
Harry Balaban 
10-0-10-0 

Tragon Corp. 
1400 E. Lake Cook Rd ., Ste. 105 
Buffalo Grove, IL 60089 
Ph. 847-808-2080 
Fax 84 7-808-0179 
E-mail: sales@tragon .com 
www.tragon.com 
Blaine Etter, Mgr. Phone Services 
6-0-6-0 
(See advertisement on p. 93) 

U.S. Research Co. 
300 Marquardt Dr. 
Wheeling , IL 60090 
Ph. 847-520-3600 
Fax 847-520-3621 
E-mail : USR142@aol.com 
Dennis G. Hill , President 
150-40-150-1 00 

Peoria 

Scotti Research, Inc. 
1118 N. Sheridan Rd. 
Peoria, IL 61606 
Ph. 309-673-6194 
Fax 309-673-5942 
E-mail: scotti@umtec.com 
Nancy Matheis, President 
14-0-14-14 

Evansville 

Product Acceptance & Research (PAR) 
9845 Hedden Rd. 
Evansville, IN 47711-8905 
Ph. 812-867-8600 
Fax 812-867-8699 
E-mail: par@evansville.net 
www.par-research.com 
Woody Youngs, Sr. Vice President 
40-40-40-40 

103 



Codes- (e.g. 25-10-25-10) 
1. STATIONS- No. of interviewing stations at this location 
2. CAT I - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Fort Wayne 

Dennis Research Service, Inc. 
3502 Stellhorn Rd. 
Fort Wayne, IN 46815 
Ph. 219-485-2442 
Fax 219-485-14 76 
E-mail : drs01 @dennisresearch.com 
Chris Cage, President 
15-15-15-15 

Gary 

KLD Marketing Research, Inc. 
1603 E. Lincolnway, Ste. A 
Valparaiso, IN 46383 
Ph. 219-464-4668 
Fax 219-464-7011 
E-mail: kathyd@netnitco.net 
Kathleen L. DeWitt, President 
13-13-13-13 

Indianapolis 

Circle City Research Corp. 
6433 E. Washington St. , Ste. 145 
Indianapolis, IN 46219 
Ph. 317-359-2200 
Fax 317-359-2386 
E-mail : CCRSHIZ08@aol.com 
Kathy DeMunbrun, President 
11-0-11-0 

Herron Associates, Inc. 
710 Executive Park Dr. 
Greenwood, IN 46143 
Ph. 317-882-3800 
Fax 317-882-4716 
E-mail : herron@iquest.net 
www.herron-research.com 
Sue Nielsen-McAdams, President 
24-12-24-0 

Jackson & Jackson Research , Inc. 
Fair Oaks Mall 
5144 Madison Ave ., Ste. 9 
Indianapolis, IN 46227 
Ph. 317-782-3066 
Fax 317-788-3165 
Janet Jackson, President 
11-0-11-0 

Stone Research Services 
One Park Fletcher 
2601 Fortune Cir. E., Ste. C-200 
Indianapolis, IN 46241 
Ph. 317-227-3000 
Fax 317-227-3001 
E-mail: clientservices@stoneresearchservices.com 
www.stoneresearchservices.com 
Toby Stone, President 
20-20-20-20 
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Strategic Marketing & Research, Inc. 
9200 Keystone Crossing, Ste. 400 
Indianapolis, IN 46240 
Ph. 317-574-7700 
Fax 317-574-7777 
Liz Yedla, Dir. Prod. Svcs. 
46-46-46-46 

Walker Information 
3939 Priority Way South Dr. 
Indianapolis, IN 46240 
Ph. 800-334-3939 ext. 8524 
Fax 317-843-852 4 
E-mail: info@walkerinfo.com 
www.walkerinfo.com 
50-50-50-0 

Cedar Rapids 

Epley Marketing Services, Inc. 
3 Quail Creek Cir. 
North Liberty, lA 52317 
Ph. 319-626-2567 
Fax 319-626-8035 
E-mail : epleyms@aol.com 
www.epleymarketing.com 
Steve Epley, President 
20-20-20-20 

Frank N. Magid Associates, Inc. 
One Research Center 
Marion, lA 52302 
Ph. 319-377-7345 
Fax 319-377-5861 
E-mail : jane_cook@magid .com 
www.magidweb.com/ 
Jane B. Cook, V.P. Field Services 
188-188-188-188 

Davenport 

PMR-Personal Marketing Research, Inc. 
322 Brady St. 
Davenport, lA 52801 
Ph. 319-322-1960 
Fax 319-322-1370 
E-mail : info@pmrdata.com 
www.pmrdata.com 
Bonnie Howard, Vice President 
66-66-66-28 

Dubuque 

Advanced Data-Comm, Inc. 
301 Data Court 
Dubuque, lA 52003 
Ph. 800-582-9501 or 319-582-9501 
Fax 319-582-2003 
E-mail : chaugen@advanced-data.com 
www.advanced-data.com 
Cynthia Haugen, Marketing Manager 
400-400-400-400 

Iowa City 

M R & A Field & Tab 
Merrill Research & Associates 
230 Plaza Center One 
Iowa City, lA 52240 
Ph. 319-466-9500 
Fax 319-466-9501 
E-mail : mraiowa@aol.com 
Sarah Fraser, Operations Manager 
80-80-80-80 

Mason City 

Directions Research Corp. 
P.O. Box 1731 
Mason City, lA 50401 
Ph. 515-423-0275 
Fax 515-423-8494 
E-mail : thultc@willowtree.com 
Tom Thul , Partner 
30-25-25-25 

Shenandoah 

Central Surveys, Inc. 
111 N. Elm St. 
Shenandoah, lA 51601 
Ph. 712-246-1630 
Fax 712-246-5420 
E-mail: csinc@shenessex. heartland .net 
www.centralsurveys.com 
Robert W. Longman, President 
40-24-40-24 

Kansas 
-~..ool...<k~'""~· 

Kansas City 
(See Kansas City, M 0) 

Wichita 

The Research Center 
P.O. Box 820 
825 E. Douglas 
Wichita, KS 67201-0820 
Ph . 316-268-6532 
Fax 316-268-6338 
E-mail: myoung@wichitaeagle.com 
www. resctr.com 
Marna Jo Young, Research Manager 
24-24-24-0 
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Lexington 

The Matrix Group, Inc. 
501 Darby Creek Rd ., #25 
Lexington, KY 40509 
Ph. 606-263-8177 or 800-558-6941 
Fax 606-263-1223 
E-mail : matre@lex.infi.net 
www.tmgresearch.com 
Martha L. DeReamer, President 
12-3-12-12 

Louisville 

Davis Research Services, Inc. 
1850 Taylor Ave., #7 
Louisville, KY 40213 
Ph. 502-456-4344 
Fax 502-456-4445 
E-mail : howsonrj@msn.com 
Rod Howson, Vice President 
38-38-38-38 

Fangman Research, Inc. 
1941 Bishop Ln ., Ste. 806 
Louisville, KY 40218 
Ph. 502-456-5300 or 888-300-1231 
Fax 502-456-2404 
E-mail : fangman@fangmanresearch .com 
www.fangmanresearch .com 
Allen Fangman, Exec. Vice President 
10-5-10-0 

MRK, Inc. 
Mid City Mall 
1250 Bardstown Rd. 
Louisville, KY 40204 
Ph. 502-458-4159 
Fax 502-456-5776 
E-mail : mcpearl@unidial.com 
Connie Pearl , President 
16-9-16-9 

National Dataquesting , Inc. 
Div. of Wilkerson & Associates 
3339 Taylorsville Rd. 
Louisville, KY 40205 
Ph. 502-452-1575 
Fax 502-459-8392 
E-mail : NDOINC@aol.com 
Tom Wilkerson, President 
50-40-50-40 

Personal Opinion , Inc. 
999 Breckenridge Ln . 
Louisville, KY 40207 
Ph. 502-899-2400 
Fax 502-899-2404 
E-mail : poi@alltel.com 
www.iglou.com/personal-opinion 
Linda Schulz 
25-22-22-5 
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Southern Research Services of Louisville 
100 Mallard Creek Rd. , Ste. 200 
Louisville, KY 40207 

Survey Communications, Inc. 
P. 0. Box 14124 
4511 Jamestown Ave. 
Baton Rouge, LA 70898 Ph. 502-454-0771 

Fax 502-458-5773 
Sharron Hermanson, President 
54-40-54-54 

Southern Surveys, Inc. 
1519 Gagel Ave. 
Louisville, KY 40216 
Ph. 502-367-7199 
Fax 502-367-7356 
E-mail : s1 surveys@aol.com 
Robert or Doris 
10-0-10-0 

Paducah 

Ph. 225-928-0220 or 800-695-0221 
Fax 225-92 4-117 4 
E-mail : jsb@sciresearch.com 
www.sciresearch.com 
John Boston, President 
70-70-70-70 

New Orleans 

Analytical Studies, Inc. 
708 Rosa Ave. 
Metairie, LA 70005 
Ph . 504-835-3508 

(See Cape Girardeau, MO) 
Myrtle Grosskopf, V.P. Field Ops. 
18-8-18-18 

Louisiana 

Baton Rouge 

JKB & Associates 
2223 Quail Run Dr., C-2 
Baton Rouge, LA 70808 
Ph. 225-766-4065 
Fax 225-766-9597 
Joan Berg , Owner 
12-0-12-0 

Gulf State Research Center 
Clearview Mall 
4426 Veterans Blvd. 
New Orleans, LA 70006 
Ph. 800-357-8842 or 504-454-1737 
Fax 504-454-2461 
E-mail : Lvillar@gte.net 
15-6-15-0 

Your one-stop 
marketing 
research 

resource is 
just a mouse 

click away 

.,.,.,.,.,.,_quirks. coin 
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Codes - (e.g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI -No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

New Orleans Field Services 
257 Bonnabel Blvd. 
Metairie, LA 70005-3738 
Ph. 504-833-0641 
Fax 504-834-2005 
Peggy T. Gereighty 
6-3-6-6 

NGL Research Services - New Orleans 
4300 S. l-10 Service Rd . W. , Ste. 115 
Metairie, LA 70001 
Ph. 504-456-9025 
Fax 504-456-9072 
E-mail: nglrsch@bellsouth.net 
www.nglresearch.com 
Lena Webre, Project Director 
21-8-21-0 

Southern Spectrum Research, Inc. 
1600 Canal St. , Ste. 400 
New Orleans, LA 70112 
Ph. 504-539-9222 
Fax 504-539-9228 
E-mail: lindecuir@msn.com 
www.southernspectrum.com 
Linda DeCuir, Research Coordinator 
30-0-30-0 

Maine 
~ ,_ ~ '~ ~«»:i.:.i."'"""... ""-'-'.,.,.,""'-"""""~~-""" -~ 

Portland 
Critical Insights, Inc. 
Information Center 
120 Exchange St. 
Portland, ME 04101 
Ph. 207-780-8096 
Fax 207-772-7027 
E-mail: mef@criticalinsights.com 
Mary Ellen Fitzgerald , President 
20-20-20-20 

Market Decisions, Inc. 
85 ESt. 
South Portland , ME 04106 
Ph. 207-767-6440 
Fax 207-767-8158 
E-mail: research@marketdecisions.com 
www.marketdecisions.com 
Steve Brown, Field Director 
15-1 0-15-15 

Seaport Surveys, Maine 
44 Oak St. 
Portland, ME 04101 
Ph. 207-756-7770 or 800-756-7710 
Fax 207-756-7777 
E-mail: jkumnick@seaportsurveys.com 
www.seaportsu rveys.com 
John Kumnick, President 
15-0-15-15 
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Strategic Marketing Services 
A Div. of Pan Atlantic Consultants, Inc. 
5 Milk St. 
Portland , ME 04101 
Ph . 207-774-6738 
Fax 207-772-4842 
E-mail: pmurphy@maine.rr.com 
www.panatlantic.net 
Patrick 0. Murphy, President 
20-10-20-0 

Baltimore 

Assistance in Marketing/Baltimore 
101 E. Chesapeake Ave. , Ste. 102 
Towson, MD 21286 
Ph. 41 0-33 7-5000 
Fax 41 0-337-5089 
E-mail: aim@charm.net 
www. charm. net/ -aim/ 
Carl Iseman or Kathy Skopinski 
20-0-20-0 

Assistance in Marketing/Baltimore 
1410 N. Crain Hwy., Ste. 9B 
Glen Burnie, MD 21061 
Ph. 410-337-5000 
Fax 41 0-337-5089 
E-mail: aim@charm.net 
www.charm.net/-aim/ 
Kathy Skopinski 
20-0-20-0 

Bay Area Research 
9936 Liberty Rd. 
Randallstown, MD 21133 
Ph. 410-922-6600 
Fax 41 0-922-6675 
E-mail : baya@erols.com 
Tamara Zwingelberg , President 
35-30-30-30 

Chesapeake Surveys 
4 Park Center Ct. , Ste. 100 
Owings Mills, MD 21117 
Ph. 410-356-3566 
Fax 410-581-6700 
E-mail : chessurv@migkap.com 
Bruce Schulman, President 
20-0-20-20 
(See advertisement on p. 1 07) 

Consumer Pulse of Baltimore 
1232 Race Rd. 
Baltimore, MD 21237 
Ph. 410-687-3400 or 800-336-0159 
Fax 410-687-7015 
E-mail: baltimore@consumerpulse.com 
www.consumerpulse.com 
Kim Colwell , Director 
20-12-20-20 

Hollander Cohen & McBride 
22 West Rd ., Ste. 301 
Towson, MD 21204 
Ph . 410-337-2121 
Fax 410-337-2129 
E-mail : smcbride@hcmresearch.com 
www.hcmresearch.com 
Scott McBride, President 
35-15-35-35 

Maryland Marketing Source, Inc. 
817 Maiden Choice Ln. 
Baltimore, MD 21228 
Ph. 410-247-3276 
Fax 41 0-536-1858 
E-mail : mmsi@erols.com 
Karen Medicus, Manager 
33-25-25-25 

Hagerstown/Frederick 

Marketing & Research Resources, Inc. 
1303-A East Patrick St. 
Frederick, MD 21701 
Ph. 301-694-2800 
Fax 301-694-5171 
www.m-rr.com 
David Vershel , President 
64-64-64-64 

Marketing & Research Resources, Inc. 
79 E. Main St. , Ste. 302 
Westminster, MD 21157 
Ph. 410-751-5300 
Fax 41 0-751-5303 
www.m-rr.com 
24-24-24-24 

Massachusetts 
~~~-~"'~ ... ~~~ ........... ~~ 

Boston 

Atlantic Marketing Research Co. , Inc. 
109 State St. 
Boston, MA 02109 
Ph . 617-720-0174 
Fax 617-589-3731 
E-mai I: p hoo pe r@atlantic-research. net 
www.atlantic-research.net 
Peter Hooper, President 
36-36-36-36 

Bernett Research Services, Inc. 
1505 Commonwealth Ave. 
Boston, MA 02134 
Ph. 617-746-2600 
Fax 617-746-2709 
E-mail : andrew@Bernett.com 
www.bernett.com 
Andrew Hayes, Brother & Partner 
220-220-220-220 
(See advertisement on p. 51) 
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Dorr & Sheff, Inc. 
190 N. Main St. 
Natick, MA 01760 

Maguire Associates, Inc. 
135 South Rd. 
Bedford , MA 01730 

Voicentral 

Ph. 508-650-1292 
Fax 508-650-4 722 
Garry Sheff, President 
24-0-24-24 

Ph. 781-280-2900 or 800-581-1775 
Fax 781-280-2909 

624 Worcester Rd. 
Framingham, MA 01702 
Ph. 508-820-1777 
Fax 508-872-2001 

First Market Research Corp. 
656 Beacon St., 6th fl. 
Boston, MA 02215 

E-mail: Maii@Maguireassoc.com 
www.maguireassoc.com 
Kathleen Dawley, President 
24-0-0-0 

E-mail: ikenney@res-data.com 
www.res-data.com 
Ilene Kenney, Telephone Ops. Dir. 
60-30-60-60 

Ph. 800-FIRST-1-1 or 617-236-7080 
Fax 617-267-9080 

Opinion Dynamics Corp. 
1030 Massachusetts Ave. 
Cambridge, MA 02138-5335 
Ph. 617-492-1400 

Michigan . 
Fax 617-497-7944 E-mail: sarahf@ziplink.net 

www.firstmarket.com 
Margi Priddy, Project Director 
50-20-50-20 

E-mail : jminor@opiniondynamics.com 
www.opiniondynamics.com 

Ann Arbor 
(See Detroit) 

(See advertisement on p. 41) 
Henry Kanter, V.P. Operations 
34-34-34-34 

Kadence Business Research 
85 Speen St. 
Framingham, MA 01701 
Ph. 508-620-1222 
Fax 508-620-1223 
E-mail: kadenceus@kadence.com 
www.kadence.com 
Owen Jenkins, CEO 
15-0-15-15 

Performance Plus 
111 Speen St. , Ste. 105 
Framingham, MA 01701 
Ph. 508-872-1287 
Fax 508-879-71 08 
Shirley Shames, President 
32-6-32-0 

Research Data, Inc. 
624 Worcester Rd. 
Framingham, MA 01702 
Ph. 508-875-1300 
Fax 508-872-2001 

Battle Creek 

WJ Schroer Company 
Two W. Michigan Ave. 
Battle Creek, Ml49017 
Ph. 616-963-487 4 or 616-963-4844 
Fax 616-963-5930 
E-mail: bschroer@prodigy.net 
www.socialmarketing.org 
Bill Schroer, Principal 
6-6-6-0 

E-mail: ikenney@res-data.com 
www.res-data.com 
Ilene Kenney, Telephone Ops. Dir. 
60-30-60-60 

People come to Baltimore to sample the city' 
world-famou eafood. 

But you can ample more than seafood in 
Baltimore. You can tap into the city's fre h and rich 
demographic diversity in your next focu group. 
Che apeake Surveys can help. Here's some of what 
we have to offer: 
• Centralized location - Baltimore i close to 

Washington D.C., New Jer ey, Philadelphia 
and New York. 

• Executive, Medical & Con umer recruiting which 
also include the 2% incidence project . 

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

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

• Telephone interviewing i completely supervised at 
all times . 

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

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

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

• Convention interviewing, in-store interviewing. 
store audits and my tery shopping. 
For more inf01mation on 
your next focus group or 
telephone survey, call 
Bruce Schulman or 
Debbie Caplan 

Chesapeake Survey is 
a member of Group et 
videoconfcrenci ng network 
and is a div. of Migliara/Kaplan. 
Inc .. an NFO Worldwide Company 

CHESAPEAKE 

SURVEYS 

Chesapeake Surveys • 4 Park Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 
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Codes - (e.g. 25-10-25-10) 
1. STATIONS- No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Detroit 

Advantage Research Services, Inc. 
33620 Five Mile Rd. 
Livonia, Ml 48154 
Ph. 734-261-8377 
Fax 734-261-84 77 
E-mail: Advantage3@aol.com 
David Sokolowski, President 
20-10-20-0 

AFFINA- The Customer Relationship Co. 
800 Kirts Blvd ., Ste. 600 
Troy, Ml 48084 
Ph. 248-614-8400 
Fax 248-637-1450 
E-mail : mail@affina.com 
www.affina.com 
Amy Hernandez 
250-250-250-250 

Amrigon 
2750 S. Woodward 
Bloomfield Hills, Ml 48304 
Ph. 248-332-2300 
Fax 248-333-9710 
Richard Smith, President 
192-192-192-192 

Consumer Pulse of Detroit-WATS 
725 S. Adams Rd. 
Birmingham, Ml 48009 
Ph. 248-540-5330 or 800-336-0159 
Fax 248-645-5685 
E-mail: detroitwats@consumerpulse.com 
www.consumerpulse.com 
Karen Lindley, Director 
60-30-60-60 

Crimmins & Forman Market Research 
29955 Southfield Rd . 
Southfield, Ml48076 
Ph. 248-569-7095 
Fax 248-569-8927 
E-mail : CrimForm@aol.com 
Bob Sullivan 
20-10-20-20 

DataStat, Inc. 
3975 Research Park Dr. 
Ann Arbor, Ml 48108 
Ph. 734-994-0540 
Fax 734-994-8855 
E-mail : twilkinson@datastat.com 
www.datastat.com 
Brent Phillips, Dir. Sales & Mktg. 
68-68-68-68 

108 

Demand Research , Inc. 
2466 E. Stadium Blvd . 
Ann Arbor, Ml 48104-4813 
Ph. 734-973-1050 
Fax 734-973-1932 
E-mail : demandresearch@wwnet.net 
MariAnn Apley, President 
14-14-14-14 

Foresight Research 
100 E. Big Beaver Rd ., Ste. 811 
Troy, Ml 48083 
Ph. 248-619-9800 
Fax 248-619-9191 
E-mail : cas@foresightresearch.com 
John King 
50-50-50-50 

Friedman Marketing Services 
25130 Southfield Rd ., Ste. 200 
Southfield, Ml48075 
Ph. 248-569-7853 or 914-698-9591 
Fax 248-569-5251 
E-mail : gvigeant@roper.com 
www.friedmanmktg.com 
5-0-5-0 

MORPACE International, Inc. 
Field Services 
31700 Middlebelt Rd ., Ste. 200 
Farmington Hills, Ml 48334 
Ph. 248-737-5300 or 800-878-7223 
Fax 248-737-5326 
E-mail : information@morpace.com 
www.morpace.com 
Sue Prieur, Vice President 
235-235-235-235 
(See advertisement on p. 1 09) 

Nordhaus Research, Inc. 
20300 W. 12 Mile Rd . 
Southfield, Ml 48076 
Ph. 248-827-2400 or 800-860-9996 
Fax 248-827-1380 
E-mail : lynn@nordhaus.com 
Robert Van Dam, President 
7 4-7 4-7 4-7 4 

Opinion Search 
21800 Melrose, Ste. 12 
Southfield, Ml48075 
Ph. 248-358-9922 
Fax 248-358-9914 
E-mail : opnsch@usa.net 
Joanne Levin, President 
20-0-20-20 

Quality Controlled Services 
34119 W. Twelve Mile Rd ., Ste. 360 
Farmington Hills, Ml48331 
Ph. 800-224-6322 or 248-553-4714 
Fax 248-553-7528 
E-mail: postmaster@qcs.com 
www.qcs.com 
Dianne Flock, Branch Manager 
70-70-70-70 
(See advertisement on p. 113) 

RDA Group 
450 Enterprise Ct. 
Bloomfield Hills, Ml 48302 
Ph . 248-332-5000 
Fax 248-332-4168 
E-mail : abenson@rdagroup.com 
www.rdagroup.com 
Ann Benson , Vice President 
80-80-80-0 

Shifrin-Hayworth 
20300 Civic Center Dr., Ste. 207 
Southfield, Ml 48076 
Ph. 248-223-0020 
Fax 248-223-0038 
E-mail : SHIFHAY@aol.com 
www.shifrin-hayworth .com 
Arlene Speiser, V.P. Operations 
12-12-12-12 

Stander Research Associates, Inc. 
26701 Harper Ave. 
St. Clair Shores, Ml 48081 
Ph. 810-778-8910 
Fax 810-778-2938 
E-mail : STANDERCO@aol.com 
www.standerresearch.com 
David Stander, President 
27-10-27-10 

Yee/Minard & Associates, Inc. 
31700 Middlebelt Rd. , Ste. 240 
Farmington Hills, Ml48334 
Ph. 248-352-3300 
Fax 248-352-3787 
E-mail : ascottmontgomery@yeeminard.com 
70-70-70-70 

Grand Rapids 
Advantage Western Michigan Research, Inc. 
6159 28th St. S.E. 
Grand Rapids, Ml 49546 
Ph . 616-949-8724 
Fax 616-949-8511 
E-mail : advantagegr@aol.com 
Jackie Schlegelmilch , Manager 
8-0-8-0 

Barnes Research , Inc. 
4920 Plainfield N.E. 
Grand Rapids, Ml 49525 
Ph. 616-363-7643 
Fax 616-363-8227 
E-mail : barnesresr@aol.com 
Sana Barnes, President 
55-55-55-55 

Datatrack 
2401 Camelot Ct. S.E. 
Grand Rapids, Ml 49546 
Ph. 616-954-0303 
Fax 616-954-0001 
E-mail : info@datatracksolutions.com 
www.datatracksolutions.com 
Chris Headworth, Marketing Manager 
50-50-50-50 

Nordhaus Research , Inc. 
3226 28th St. S.E. 
Grand Rapids, Ml49512 
Ph . 248-827-2400 or 800-860-9996 
Fax 248-827-1380 
E-mail : lynn@nordhaus.com 
Robert Van Dam, President 
72-72-72-72 
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MORPACE International, Inc. 

Data Collection Center 

Data Collection Services: 

• NATIONAL AND INTERNATIONAL DATA COLLECTION: 235 CATI-equipped interview­
ing stations are networked to our Data Processing Center to provide quick turnaround. 

• NATIVE LANGUAGE INTERVIEWERS, based in London, provide data collection across the 
globe. Centralized interviewing to ensure uniform quality interviewing standards across all 
countries. 

• INTERNET RESEARCH includes customer satisfaction, employee satisfaction, business-to­
business, website evaluations, branding, online focus groups, and product/ service develop­
ment. MORPACE has been conducting research via the Internet since 1996. 

• QUALITY DATA AND REPORTING are key to a successful research project. MORPACE fol­
lows strict quality guidelines throughout the whole research process. We provide informa­
tion you can depend on. 

For more information, call Sue Prieur at: 

(t1~ MORPACE International, Inc. 
31700 Middlebelt Road, Farmington Hills, MI 48334 • 1-800-878-7223 

information@morpace.com • www.morpace.com 



Codes- (e.g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Wirthlin Worldwide 
2401 Camelot Ct. S.E. 
Grand Rapids, Ml 49546 
Ph. 616-954-0200 or 800-968-7447 
Fax 616-954-0001 
E-mail: inquiries@wirthlin.com 
www.wirthlin.com 
Chris Headworth, Marketing Manager 
50-50-50-50 

Lansing 

Capitol Research Services, Inc. 
2940 Lake Lansing Rd. 
East Lansing, Ml 48823 
Ph. 517-333-3388 
Fax 517-333-4402 
E-mail: crs@voyager.net 
Rachelle Neal, President 
20-4-20-0 

Minnesota 
~~~-Otl:; ... ~~~~.liOO.!;:o;.; ......... -.~-~~~"""""~ 

Minneapolis/St. Paul 

Anderson, Niebuhr & Associates, Inc. 
North park Corp. Center 
6 Pine Tree Dr., Ste. 200 
Arden Hills, MN 55112 
Ph. 651-486-8712 or 800-678-5577 
Fax 651-486-0536 
E-mail : marsha@ana-inc.com 
www.ana-inc.com 
Marsha Niebuhr 
20-20-20-20 

Angus Reid Group, Inc. 
100 S. 5th St. , Ste. 2200 
Minneapolis, MN 55402 
Ph . 612-904-6970 
Fax 612-904-6980 
www.angusreid.com 
Dennis Anspach, Exec. V.P., U.S. Ops. 
380-380-380-380 

COMPASS International 
1365 Corporate Center Curve 
St. Paul , MN 55121 
Ph. 651-905-8400 
Fax 651-905-8487 
E-mail: mwright@compassresearch.com 
www.com pass research .com 
Mary Wright, Director of Client Services 
30-20-20-20 

Comprehensive Research 
2900 N. Rice St. , Ste. 290 
St. Paul , MN 55113 
Ph. 651-481-6937 
Fax 651-481-0020 
E-mail : CRG2900@aol.com 
Craig Swager, President 
15-0-15-0 
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Cook Research & Consulting, Inc. 
6600 France Ave. S., Ste. 214 
Minneapolis, MN 55435 
Ph. 612-920-6251 
Fax 612-920-1230 
E-mail : cookresearch@att.net 
Harold W. Cook, President 
10-0-10-10 

Custom Research Inc. 
8401 Golden Valley Rd. 
P.O. Box 27900 
Minneapolis, MN 55427-0900 
Ph . 612-542-0800 
Fax 612-542-0864 
E-mail: custom@customresearch.com 
www.customresearch .com 
Beth Rounds, Sr. Vice President 
70-70-70-70 

Bette Dickinson Research , Inc. 
7468 Mariner Dr. N. 
Maple Grove, MN 55311 -2611 
Ph . 763-420-3235 
Fax 763-420-4385 
Bette Dickinson , President 
25-25-25-25 

Jeanne Drew Surveys 
50051 /2- 34th Ave. S. 
Minneapolis, MN 55417 
Ph. 612-729-2306 
Fax 612-729-7645 
Jeanne Drew, President 
17-0-17-0 

Focus Market Research , Inc. 
Two Meridian Crossing, Ste. 160 
Minneapolis, MN 55423 
Ph. 612-869-8181 
Fax 612-869-8109 
E-mail : minneapolis@focusmarketresearch.com 
Judy Opstad , President 
20-0-20-0 

Information Specialists Group, Inc. 
9905 Hamilton Rd. 
Eden Prairie, MN 55344 
Ph. 612-941 -1600 
Fax 612-942-0747 
E-mail : isg@isgmn.com 
Bob McGarry, President 
25-25-25-25 

Market Resource Associates, Inc. 
800 Marquette Ave ., Ste. 990 
Minneapolis, MN 55402 
Ph. 612-334-3056 or 800-795-3056 
Fax 612-334-3121 
E-mail : johnmra@aol.com 
www.mraonline.com 
John Cashmore, CEO 
6-0-6-0 

The Market Solutions Group, Inc. 
431 S. 7th St. , Ste. 2500 
Minneapolis, MN 55415 
Ph. 612-333-5400 
Fax 612-344-1408 
Mark De Torre, President 
30-30-30-30 

The Market Solutions Group, Inc. 
3209 W. 76th St. , Ste. 301 
Edina, MN 55435 
Ph. 612-333-5400 
Fax 612-344-1408 
Mark De Torre, President 
16-16-16-16 

MarketResponse International USA, Inc. 
6442 City West Pkwy. 
Minneapolis, MN 55344 
Ph. 612-943-2230 
Fax 612-943-2320 
E-mail : decide@marketresponse.com 
www.marketresponse.com 
Tom Pearson , Managing Director 
147-147-147-147 

Northstar Interviewing Service, Inc. 
4660 W. 77th St. , Ste. 140 
Edina, MN 55435 
Ph . 612-897-3700 
Fax 612-897-3878 
E-mail : nisiinc@aol.com 
Roger L. Mayland , President 
30-30-30-30 

C.J. Olson Market Research, Inc. 
2125 E. Hennepin Ave ., Ste. 100 
Minneapolis, MN 55413-2720 
Ph . 612-378-5040 or 800-788-0085 
Fax 612-378-5401 
E-mail : admin@cjolson.com 
www.cjolson .com 
Carolyn J. Olson, President/Owner 
14-0-14-0 

Orman Guidance Research®, Inc. 
715 Southgate Office Plaza 
5001 W. 80th St. 
Minneapol is, MN 55437-1106 
Ph . 800-605-7313 or 612-831-4911 
Fax 612-831 -4913 
E-mail : Ormanguidance@compuserve.com 
www.ormanguidance.com 
Allan D. Orman, Ph .D., President 
15-0-15-0 

Quality Controlled Services 
2051 Killebrew Dr. , Ste. 680 
Bloomington, MN 55425 
Ph. 800-526-5718 or 952-858-1550 
Fax 952-858-1580 
E-mail: postmaster@qcs.com 
www.qcs.com 
Kathleen Fischbach, Branch Manager 
16-0-16-0 
(See advertisement on p. 113) 

Research Systems, Inc. 
149 E. Thompson, Ste. 200 
West St. Pau l, MN 55118 
Ph. 952-544-6334 
Fax 952-544-6764 
E-mail: RESSYSWHIT@aol.com 
Bill Whitney, President 
12-0-12-0 

The TCI Group 
3225 Hennepin Ave ., S. 
Minneapolis, MN 55408 
Ph. 612-823-6214 
Fax 612-823-6215 
E-mail : TCigroupbethfischer@netscape.net 
Beth Fischer, President 
10-0-10-0 
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Jackson 

Southern Research Group 
460 Briarwood Dr., Ste. 300 
Jackson, MS 39206 
Ph. 601-977-0111 
Fax 601-977-5393 
E-mail : srg1 @aol.com 
www.southernresearchgroup.com 
Jan Ramsay, V.P. Operations 
48-48-48-48 

Missouri , 

Cape Girardeau 

Ask America Inc.® 
185 West Park Mall 
Cape Girardeau, MO 63701 
Ph. 573-332-1332 
Fax 573-332-1944 
E-mail : ASKAMERICA@aol.com 
12-4-12-0 

Columbia 

Horizon Research Services 
409 Vandiver Dr., Bldg. 6, Ste. 102 
Columbia, MO 65202 
Ph. 573-87 4-1333 
Fax 573-87 4-6904 
E-mail: info@horizonresearch.com 
www.horizonresearch.com 
Kathleen Anger, Ph .D., President 
14-9-14-14 

Kansas City 

Applied Marketing Research, Inc. 
10000 W. 75th St. , Ste. 231 
Shawnee Mission, KS 66204 
Ph. 800-381-5599 or 913-982-5599 
Fax 913-982-9444 
E-mail : dphipps@appliedmktresearch.com 
Donald L. Phipps, Principal 
25-25-25-25 

Market Directions, Inc. 
911 Main St. , Ste. 300 
Kansas City, MO 641 05 
Ph . 816-842-0020 
Fax 816-472-5177 
E-mail : tim@marketdirections.com 
www.marketdirections.com 
Tim Alex, Dir. Field Svcs/Programming 
58-58-58-20 

Market Research Institute, Inc. 
7315 Frontage Rd ., #200 
Merriam, KS 66204 
Ph. 913-236-6060 
Fax 913-236-6094 
E-mail : info@mktresearchinstitute.com 
Don Weston, President 
30-30-30-30 
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MJM Research, Inc. 
5700 Broad moor, Ste. 710 
Mission, KS 66202 
Ph . 913-384-9494 
Fax 913-677-2727 
E-mail : cc@mjmresearch.com 
www.mjmresearch.com 
Clark Roberts, Vice President 
150-150-150-0 

Quality Controlled Services 
Corporate Woods Office Park 
10875 Grandview St. , Ste. 2230 
Overland Park, KS 66210 
Ph . 800-525-1952 or 913-345-2050 
Fax 913-345-9450 
E-mail : postmaster@qcs.com 
www.qcs.com 
Iva Schlatter, Group Manager 
12-0-0-0 
(See advertisement on p. 113) 

Quality Controlled Services 
9233 Ward Pkwy., Ste. 150 
Kansas City, MO 64114 
Ph. 800-628-3428 or 816-361 -0345 
Fax 816-361-3580 
E-mail : postmaster@qcs.com 
www.qcs.com 
Iva Schlatter, Branch Manager 
18-0-18-18 
(See advertisement on p. 113) 

Kirksville 

Quality Controlled Services 
Kirksville Survey Center 
R.R. #3 Box 111A 
Kirksville, MO 63501 
Ph. 660-488-5500 
Fax 660-488-6400 
E-mail : postmaster@qcs.com 
www.qcs.com 
Janet Drummond, Branch Manager 
84-84-84-84 
(See advertisement on p. 113) 

St. Louis 

ACG Research Solutions 
Pierre Laclede Center 
7701 Forsyth , Ste. 1100 
St. Louis, MO 63105 
Ph. 314-726-3403 
Fax 314-726-2503 
E-mail : vicki_savala@aragonconsulting.com 
www.AragonConsulting .com 
Stephen J. Lemon, Director of Operations 
40-40-40-40 
(See advertisement on p. 111) 

PROVIDING TOOLS FOR A COMPETITIVE ADVANTAGE 

ACG-......... 
RESEARCH 
SOLUTIONS 

Pierre Laclede Center 
7701 Forsyth Blvd. 
Suite 1100 
St. Louis, Missouri 631 05 

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 TM (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. 
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Communications For Research, Inc. 
P.O. Box BF 
61 E. Hwy. 8 
Steelville, MO 65565 
Ph. 573-775-4550 
Fax 573-775-4560 
E-mail: cfri@misn.com 
Jim Steber, President 
80-80-80-80 

Consumer Opinion 
10403 Clayton Rd. 
St. Louis, MO 63131 
Ph. 314-692-2686 
Fax 314-692-2427 
Kathleen Dunn, Manager 
12-4-12-0 

Consumer Opinion Council Research Center 
200 S. Hanley, Ste. 415 
St. Louis, MO 63105 
Ph. 314-863-3780 or 800-467-5959 
Fax 314-863-2880 
E-mail: ds@pragmatic-research.com 
www.pragmatic-research.com 
Douglas Sinnard , President 
24-24-24-24 

Fact Finders, Inc. 
1852 Craig Park Ct. 
St. Louis, MO 63146 
Ph. 314-469-7373 
Fax 314-214-4138 
E-mail: factfinder@primary.net 
Sandra Christie, President 
40-40-40-40 

Marketeam Associates 
1807 Park 270 Dr., Ste. 300 
St. Louis, MO 63146 
Ph . 314-878-7667 
Fax 314-878-67 43 
E-mail : vthies@doanemr.com 
90-60-90-90 

Marketing Horizons, Inc. 
1001 Craig Rd ., Ste. 100 
St. Louis, MO 63146 
Ph . 314-432-1957 or 800-669-0839 
Fax 314-432-7014 
E-mail: sfeeney@stlnet.com 
www.mhorizons.com 
Stephanie Feeney, Dir. Field Svcs. 
12-3-12-12 
(See advertisement on p. 112) 

Marketing Horizons, Inc.-South 
11166 lesson Ferry 
St. Louis, MO 63123 
Ph. 314-432-1957 
Fax 314-432-7014 
E-mail : sfeeney@stlnet.com 
www.mhorizons.com 
Stephanie Feeney, Dir. Field Svcs. 
70-70-70-70 
(See advertisement on p. 112) 

Peters Marketing Research, Inc. 
12400 Olive Blvd ., Ste. 225 
St. Louis, MO 63141-5437 
Ph. 314-469-9022 
Fax 314-469-7 436 
E-mail : joyce@petersmktg.com 
www.petersmktg.com 
Anne Fleming 
18-18-18-18 

Pragmatic Research, Inc. 
200 S. Hanley, Ste. 420 
St. Louis, MO 63105 
Ph . 314-863-2800 
Fax 314-863-2880 
E-mail : ds@pragmatic-research.com 
www.pragmatic-research .com 
Doug Sinnard , President 
24-24-24-24 

Quality Controlled Services 
St. Louis Survey Center 
3701 S. Lindbergh, Ste. 201 
Sunset Hills, MO 63127 
Ph . 314-822-4145 
Fax 314-822-9145 
E-mail : postmaster@qcs.com 
www.qcs.com 
Shirley Plevyak, Branch Manager 
70-70-70-70 
(See advertisement on p. 113) 

Quality Controlled Services 
1650 Des Peres Rd ., Ste. 110 
Des Peres, MO 63131 
Ph. 800-992-2139 or 314-966-6595 
Fax 314-822-4294 
E-mail : postmaster@qcs.com 
www.qcs.com 
Deborrah Moore, Group Manager 
21-0-21-21 
(See advertisement on p. 113) 

Superior Surveys of St. Louis, Inc. 
10403 Clayton Rd. 
St. Louis, MO 63131 
Ph . 800-325-4982 or 314-692-2699 
Fax 314-692-2427 
E-mail : SURVEYS4U@aol.com 
Carol McGill , Partner 
12-4-12-0 

Westgate Research , Inc. 
650 Office Pkwy. 
St. Louis, MO 63141 

--------------'----------------1 Ph. 314-567-3333 

MARKETING HORIZONS st. Louis, MO 

314/432-1957 + 800/669-0839 + 314/432-7014 (fax) 

In an industry based on quotas and deadlines, you can have 
confidence because your project is in the hands of professionals. 

2 CONVENIENT FOCUS GROUP LOCATIONS 
IN ST. LOUIS 

West County - 1 0 minutes from Airport 
South County- NEW FACILITY (24x20 room) also covers 

Metro-East Illinois 

2 PHONE CENTERS 70 MONITORED CATI STATIONS 

We specialize in: business, medical, agricultural 
financial, lead generation, and 
customer satisfaction. 
Large consumer and medical databases. 

Fax 314-567-7131 
Germaine Eley, Vice President 
60-48-60-48 

Nebras}\a . 

Lincoln 

The Gallup Organization 
300 S. 68th Place 
Lincoln , NE 68510 
Ph. 402-489-8700 
Jean Timmerman, Dir. of Interviewing 
184-184-184-184 

Service Research Corp. 
6201 S. 58th, Ste. A 
Lincoln, NE 68516 
Ph . 402-434-5000 
Fax 402-434-5006 
E-mail : kkluver@serviceresearch.com 
www.serviceresearch .com 
Kirk Kluver, Marketing Manager 
22-0-22-22 
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The mart 
so ·ce for data 

collection. 

ocs a 

Connect with QCS. It's the one company that 
best meets your marketing information needs. 

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

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

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

So connect with QCS. Pay us a 
virtual visit at www.<Jcs.com or call 

1-800-325-3338. 
Quality Controlled Services~ 

www.qcs.com 



Wiese Research Associates, Inc. 
1630 S. 70th St. , Ste. 100 
Lincoln, NE 68506 
Ph. 402-483-5054 
Fax 402-483-5259 
E-mail: Gary_Lorenzen@wraresearch.com 
Gary Lorenzen, Exec. Vice President 
54-24-54-54 

Omaha 

The Gallup Organization - Omaha 
10909 Mill Valley Rd ., #210 
Omaha, NE 68154 
Ph. 402-496-1240 
Fax 402-496-1 062 
Matt Kurtz 
177-177-177-177 

Midwest Survey & Research 
9802 Nicholas St. 
Omaha, NE 68114 
Ph. 402-392-0755 
Fax 402-392-1068 
E-mail: worick@mwsurvey.com 
Dick Worick, President 
32-30-15-30 

Wiese Research Associates, Inc. 
1 0707 Pacific St. , Ste. 202 
Omaha, NE 68114 
Ph. 402-391-7734 
Fax 402-391-0331 
E-mail: Mary_Arkfeld@wraresearch.com 
Tom Wiese, President 
30-18-30-30 

Nevada 
- ~...:.... '""'- """'- --""~ ~~ .......... ~-~ 

Las Vegas 

1/H/R Research Group 
4440 S. Maryland Pkwy., Ste. 203 
Las Vegas, NV 89119 
Ph. 702-734-0757 
Fax 702-734-6319 
E-mail: IHRRRA2@aol.com 
Lynn Stalone, Partner 
150-150-150-150 
(See advertisement on p. 114) 

Las Vegas Surveys, Inc. 
3405 S. Cambridge St. 
Las Vegas, NV 89019 
Ph. 702-650-5500 or 800-797-9877 
Fax 702-650-0729 
E-mail : LVSurveys@aol.com 
Carlos Kelley, V.P. Research 
12-0-12-0 

MRCPhone 
7488 W. Sahara Ave. 
Las Vegas, NV 89117 
Ph. 702-360-7700 
Fax 702-360-7798 
E-mail: research@mrcgroup.com 
www.mrcgroup.com 
James T. Medick, Managing Director 
140-140-140-140 
(See advertisement on p. 115) 

Reno 

C/J Research, Inc. 
Executive Plaza 
1005 Terminal Way, Ste. 202 
Reno, NV 89502 
Ph. 702-688-3777 
Fax 702-688-3788 
E-mail : info@cjr.com 
www.cjr.com 
Lisa Mancin i 
60-60-60-60 

MarkeTec, Incorporated 
P.O. Box 9058 
Reno, NV 89507 
Ph . 775-333-1221 
Fax 775-333-1224 
E-mail: marketecnv@aol.com 
Katherine Cole, President 
7-0-4-0 

How To Find The Best Deal 
On WATS Interviewing. 

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

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

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

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

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

If you ' re tired of the same old song and dance, give 1/H/R Research Group a call. We'll make sure your job's 
done right and at a cost you can live with. 

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

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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Manchester/Nashua 

New England Interviewing, Inc. 
5 Coliseum Ave. 
Nashua, NH 03063 
Ph. 603-889-8222 
Fax 603-883-1119 
E-mail : NewEnglandlnt.@c.s.com 
Joan Greene, President 
14-0-14-0 

New Jerse 

Northeast Shore 

Centrac, Inc. 
74 Brick Blvd. 
Brick, NJ 08723-7920 
Ph. 973-575-3200 
Fax 973-575-0520 
E-mail: RLeeds@centrac.com 
www.centrac.com 
Ronald Leeds, President 
1 00-1 00-1 00-1 00 

Schulman, Ronca & Bucuvalas, Inc. 
185 Monmouth Pkwy., Ste. F 
W. Long Branch, NJ 07764 
Ph. 732-728-7100 
E-mail: c.turakhia@srbi.com 
www.srbi.com 
Chintan Turakhia, Sr. Vice President 
120-120-120-120 

Northern New Jersey 

Bruskin OmniTei/ASW 
100 Metroplex Dr. 
Edison, NJ 08817 
Ph . 732-572-7300 
Fax 732-572-7980 
Irwin Korman, Exec. Vice President 
150-150-150-150 

Business Science International, Inc. 
270 Sylvan Ave. 
Englewood Cliffs, NJ 07632 
Ph. 201-871-0999 
Fax 201-871-8757 
E-mail: mail@bsiresearch.com 
www.bsiresearch.com 
Matthew Karp 
45-25-45-25 

Capricorn Q Research 
Q Research Solutions, Inc. 
198 Rte. 9 N., Ste. 105 
North Manalapan, NJ 07726 
Ph. 732-308-0500 
Fax 732-308-1314 
E-mail : pattin@whoisq.com 
www.whoisq .com 
Tracey Kacprowicz, Dir. of Ops. 
50-35-50-50 
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MRCPH®NE 
TM 

Guaranteed. 

1· 702-360· 7700 
1· 702-360· 7798 
Research@MRCGroup.com 
http:/ I www. M R CG roup. com 

7 488 West Sahara Avenue 
Las Vegas, Nevada 89117 
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Codes - (e.g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI -No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Centrac, Inc. 
389 Passaic Ave. 
Fairfield , NJ 07004-2415 
Ph. 973-575-3200 
Fax 973-575-0520 
E-mail : Rleeds@centrac.com 
www.centrac.com 
25-25-25-25 

CMR Market Research , Inc. 
109 White Oak Lane 
Old Bridge, NJ 08857 
Ph. 732-607-3700 
Fax 732-607-3776 
E-mail: CMR Market@aol.com 
Joel Brown, Exec. V.P. 
20-0-20-0 

CTIS - Central Telephone Interviewing 
System/Bruskin-ASW 
100 Metroplex Dr. , 3rd fl. 
Edison, NJ 08817 
Ph. 732-572-7300 
Fax 732-572-7980 
E-mail: jpasaison@surveys.com 
www.surveys.com 
Julie Spasaison, Vice President 
300-300-300-300 
(See advertisement on p. 119) 

Focus World International , Inc. 
146 Hwy. 34, Ste. 100 
Holmdel, NJ 07733 
Ph. 732-946-0100 
Fax 732-946-01 07 
E-mail : focusworld@att.net 
www.focusworldint.com 
Gary Eichenholtz, CEO/CFO 
60-24-60-60 

Harte-Hanks Market Research 
1 0 Elizabeth St. 
River Edge, NJ 07661-1943 
Ph. 201-342-6400 
Fax 201-342-1709 
E-mail : research@harte-hanks.com 
www.harte-hanks.com 
40-40-40-40 

Marketing Solutions Corporation 
2 Ridgedale Ave., Ste. 216 
Cedar Knolls, NJ 07927 
Ph. 973-540-9133 
Fax 973-540-9280 
E-mail : MarketingSolutions@ibm.net 
www.marketingsolutionscorp.com 
20-20-20-20 

Schlesinger Associates, Inc_ 
Executive Plaza, Ste. 400 
10 Parsonage Rd. 
Edison, NJ 08837 
Ph. 732-906-1122 
Fax 732-906-8792 
E-mail : info@schlesingerassociates.com 
www.schlesingerassociates.com 
Steven Schlesinger, President 
30-0-30-30 
(See advertisement on p. 117) 

Statistical Research, Inc. 
111 Prospect St. 
Westfield, NJ 07090 
Ph . 908-654-4000 
Fax 908-654-6498 
E-mail: SRI@sriresearch.com 
www.sri research .com 
Gale Metzger, President 
45-45-45-45 

Suburban Associates 
579 Franklin Tpke. 
Ridgewood, NJ 07 450 
Ph. 201-447-5100 
Fax 201-44 7-9536 

---------------.1...-------------------' E-mail : info@subassoc.com 

ExPlore new Horizons with 
Internet Research 
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www.subassoc.com 
Andrew Edwards 
35-25-35-35 

TMR, Inc. 
Two Sylvan Way 
Parsippany, NJ 07054 
Ph . 973-829-1 030 
Fax 973-829-1031 
E-mail : joec@tmrnj.com 
Joe Calvanelli , President 
40-40-40-40 

The Wats Room, Inc. 
18 Railroad Ave. 
Rochelle Park, NJ 07662 
Ph. 201-845-3100 or 800-724-0222 
Fax 201-845-3131 
E-mail : louroth@thewatsroom.com 
www.thewatsroom.com 
Lou Roth , President 
180-180-180-180 
(See advertisement on p. 116) 

Princeton 

The Olson Research Group, Inc. 
Princeton Crossroads Corporate Center 
300 Phillips Blvd ., Ste. 100 
Ewing , NJ 08618 
Ph . 609-882-9888 
Fax 609-882-9826 
E-mail : colson@olsonresearchgroup.com 
www.olsononlinesystems.com 
Chip Olson, Sr. Vice President 
25-25-25-25 
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Taylor Nelson Sofres lntersearch 
707 Alexander Rd . 
Bldg. #, Ste. 303 
Princeton, NJ 08540 
Ph. 609-919-2720 
Fax 609-919-1191 
E-mail : bob.michaels@intersearch.tnsofres.com 
www.intersearch.tnsofres.com 
Larry Goldberger 
11 0-11 0-11 0-11 0 
(See advertisement on p. 12) 

Southern New Jersey 
(See Philadelphia, PA) 

New Mexico 
~~~~--~~~"' 

Albuquerque 
Business Information Group, Inc. 
1114-B Pennsylvania St. N.E. 
Albuquerque, NM 87110 
Ph . 800-321-9244 or 505-265-4760 
Fax 505-265-5062 
E-mail : big@big-alb.com 
www.big-alb.com 
Caren Calvin , Project Manager 
10-10-10-0 

Sandia Marketing Services, Inc. 
2201 San Pedro N.E., Bldg. 1, Ste. 230 
Albuquerque, NM 87110 
Ph. 800-950-4148 or 505-883-5512 
Fax 505-883-4 776 
E-mail : lana@nmia.com 
Lana Scutt, President 
14-14-14-14 

Santa Fe 
Southwest Planning & Marketing 
903 W. Alameda, #206 
Santa Fe, NM 87501 
Ph. 505-989-8500 or 800-989-9275 
Fax 505-984-1393 
E-mail : swpm@prodigy.net 
www.swplanning-marketing.com 
5-0-5-0 

New York 
~~~~"'-~-"""""'~:'\;;.~~~--~ ...,-~ 

Albany 

Colwell & Salmon Communications, Inc. 
24 Computer Dr. W. 
Albany, NY 12205 
Ph. 800-724-5318 or 518-482-1596 
Fax 518-482-1998 
E-mail: wcolwell@colwell-salmon.com 
www.colwell-salmon.com 
Jen Holland, Mkt. Rsch Coordinator 
73-28-73-73 
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Codes - (e.g. 25-10-25-10) 
1. STATIONS -No. of interviewing stations at this location 
2. CATI -No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Colwell & Salmon Communications, Inc. 
16 Pearl St. 
Glen Falls, NY 12801 
Ph . 518-745-6868 
Fax 518-745-4470 
E-mail : jholland@colwell-salmon.com 
www.colwell-salmon.com 
Jen Holland, Mkt. Rsch. Coordinator 
34-0-34-34 

PhoneSolutions, L.L.C. 
433 State St. , Ste. 300 
Schenectady, NY 12305 
Ph. 518-346-6050 
Fax 518-346-9346 
E-mail: michael@phonesolutions.com 
www.phonesolutions.com 
Mike Schlegel, President 
75-75-75-75 
(See advertisement on p. 89) 

For your next telephone project .... 

SURVEY SERVICE, INC. 
1911 Sheridan Drive, Buffalo, New York 14223 

For assistance on your next CA Tl project call 

1 -800-507-7969 . 
or visit our web site at www.surveyservice.com 

CfMC Telephone Center • On Staff Programmers 
Coding • Data File Preparation • Banner I Stub Tables 

Binghamton 

Harris Interactive 
4401 Vestal Pkwy. E. 
Vestal , NY 13850 
Ph. 607-729-5000 
Fax 607-729-5229 
E-mail : rickkg@harrisinteractive.com 
www.harrisinteractive.com 
Rick Geiger 
70-70-70-70 
(See advertisement on p. 33) 

Buffalo 

Buffalo Survey & Research, Inc. 
1249 Eggert Rd . 
Buffalo, NY 14226 
Ph . 716-833-6639 
Fax 716-834-6499 
E-mail : buffalosur@aol.com 
Jeanette Levin, President 
8-0-8-0 

Buffalo Survey & Research , Inc. 
Main Place Mall 
390 Main St. , 1st fl. 
Buffalo, NY 14202 
Ph. 716-845-6262 
Fax 716-834-6499 
E-mail : buffalosur@aol.com 
David Levin, Vice President 
4-0-0-0 

Goldhaber Research Associates, LLC 
One NFA Park 
Amherst, NY 14228 
Ph. 716-689-3311 
Fax 716-689-3342 
www.goldhaber.com 
Paulette A. Faraci , Dir. Client Services 
17-17-17-17 

I C T ResearchNFIS 
3332 Walden Ave. , Ste. 106 
Depew, NY 14043 
Ph. 716-651 -6004 
Fax 716-651 -0473 
E-mail : vfis@ictgroup.com 
Alan Superfine, V.P./G .M. 
120-120-120-120 

Marketing Decisions Group, Inc. 
9141 Main St. 
Buffalo, NY 14031 
Ph. 716-634-2045 
Fax 716-634-9560 
E-mail : mdgarup@aol.com 
Arup Sen, President 
15-7-15-15 

Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph . 716-876-6450 
Fax 716-876-0430 
E-mail : sservice@surveyservice.com 
www.surveyservice.com 
Susan R. Adelman, President 
60-60-60-60 
(See advertisement on p. 118) 
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Sample: 

CENTRAL TELEPHONE 
INTERVIEWING SYSTEM 
Field, Code and Tab with the "Full-Service Touch" 
Mobilize an army of seasoned professionals to man­
age, field, code and tabulate your next project with 
just one phone call. 

• Locate the sample you need, no matter how unique or hard to find. 

Delivery: 
• Get on-time delivery, because our 300 Quancept CATI interviewing stations in fully 

staffed facilities across the country get the job done, even if extreme weather con­
ditions or an area-wide power failure temporarily shuts down any given location. 

Bi-lingual Interviewing: 
• Let our bilingual interviewers switch automatically from English to Spanish at the 

touch of a hot key, to survey Hispanic respondents. Other languages available. 

xecutive/Qualitative Interviewing: 
• Use our college-graduate executive interviewers trained in qualitative research to 

conduct your most demanding business-to-business and in-depth surveys. 

Dl I Vol C ptur : 
• Listen to the actual sound of your respondents' voices with A&5 Voice/CAT!®, 

the first and most versatile digital voice capture system in the industry. Select and 
play "audio cross-tabs" of recorded open-end responses by age, sex, location or 
answers to closed-ended questions. 

Profit from 20 y rs ncl 
10 million hours of 
t I phon lntervl wing • Portland 
~ 

• Telephone data 
collection is our 
only business. CTIS 
professionals special­
ize in finding creative 
solutions to the most 
demanding marketing 
research assignments. We not only 
wrote the book on sample design and 



Codes- (e.g . 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI -No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

New York City 
(See also Northern New Jersey) 

Beta Research Corp. 
6400 Jericho Tpke. 
Syosset, NY 11791 
Ph. 516-935-3800 
Fax 516-935-4092 
E-mail : beta@nybeta.com 
www.nybeta.com 
Manny Mallo, President 
25-20-25-0 

BKF North America Inc. 
112 Madison Ave. 
New York, NY 1 0016 
Ph. 212-779-4600 
Fax 212-779-2714 
E-mail : bkfbkf@aol.com 
www.bkfbkf.com 
Michael Brown 
65-16-35-1 0 

Central Marketing, Inc. 
30 Irving Place, 7th fl. 
New York, NY 1 0003 
Ph. 212-260-0070 
Fax 212-979-5647 
E-mail: CMcma9@aol.com 
Carol McMahon, Partner 
90-50-90-90 

CTIS - Central Telephone Interviewing 
System/ASW 
650 Avenue of the Americas 
New York, NY 1 011 
Ph. 212-627-9700 
Fax 212-627-2034 
E-mail : nmathus@surveys.com 
www.surveys.com 
Nina Mathus, Vice President 
300-300-300-300 
(See advertisement on p. 119) 

Diversified Research, Inc. 
16 N. Astor St. 
Irvington, NY 10533 
Ph. 914-591-5440 
Fax 914-591-4013 
Michael La Velie, President 
25-25-25-25 

Ebony Marketing Research, Inc. 
2100 Bartow Ave., Ste. 243 
Bronx, NY 10475 
Ph. 718-217-0842 or 718-320-3220 
Fax 718-320-3996 
E-mail : emr@interport.net 
www.ebonymktg.com/ 
Bruce Kirkland, Vice President 
90-0-90-0 

Gazelle International, Inc. 
114 E. 32nd St., Ste. 708 
New York, NY 10016 
Ph. 212-686-8808 
Fax 212-686-5114 
E-mail : info@gazelleintl.com 
350-350-350-350 

Innovative Concepts Marketing Research 
200 Stonehinge Ln. 
Carle Place, NY 11514 
Ph. 516-479-2200 or 800-631-0209 
Fax 516-479-2215 
E-mail : scott@ic-mr.com 
www.ic-mr.com 
Scott Sycoff, Exec. Vice President 
75-75-75-75 
(See advertisement on p. 121) 

IPC (International Point of Contact) 
32 E. 31st St. 
New York, NY 10016 
Ph. 212-213-3303 
Fax 212-213-3554 
E-mail : RLBIPC@aol.com 
Rhoda Brooks, Partner 
40-40-40-40 
(See advertisement on p. 120) 

Macro International Inc. 
An Opinion Research Corp. Company 
100 Avenue of the Americas 
New York, NY 1 0013 
Ph. 888-MACRO-US or 212-941-5555 
Fax 212-941 -7031 
E-mail : vicari@macroint.com 
www.macroint.com 
Tom Duffy, Director 
230-230-230-230 

Manhattan Phone Center 
A Div. Of Friedman Marketing 
115 E. 23rd St. 
New York, NY 10010 
Ph. 212-387-7550 
Fax 212-387-8180 
E-mail : LSchneider@roper.com 
www.friedmanmktg.com 
Larry Schneider 
Todd Myers 
250-250-250-250 

MKTG, Inc. 
--------------..:...,_----------------t 200 Carleton Ave. 

IPC 
International Point of Contact 

32 East 31st Street 

New York, NY 10016 

Phone: (212) 213-3303 Fax: (212) 213-3554 
E-Mail: JELIPC@aol.com 

• International research 
• Foreign language data collection 

(All Asian, European and Latin American languages) 
• Central location telephone interviewing 
• National and International capability 
• CATI - CfMC, TelAthena 

• Translation, Data Entry, Coding and Tabulation Services 
Contact Rhoda Brooks or Andy J eli to 

East Islip, NY 11730 
Ph. 516-277-7000 
Fax 516-277-7601 
Howard Gershowitz, Exec. Vice President 
220-220-220-220 

MKTG, Inc. 
100 Fire Island Ave. 
Babylon, NY 11702 
Ph. 516-277-7000 
Fax 516-277-7601 
E-mail: HowardG3@aol.com 
Howard Gershowitz, Exec. Vice President 
40-35-40-40 

Opinion Access Corp. 
31-00 47th Ave. 
Long Island City, NY 11101 
Ph. 718-729-2622 or 888-489-DATA 
Fax 718-729-2444 
E-mail: info@opinionaccess.com 
www.opinionaccess.com 
Joe Rafael, Chairman 
200-200-200-200 
(See advertisement on the Inside Front Cover) 
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Telephone Interviews · Focus Groups · Internet Surveys 

LE YOU CAN COUNT ON. 
FOR DATA YOU CAN COUNT ON. 

INNOVATIVE 
CONCEPTS 

MARKETING 
RESEARCH, lNC. 

200 Stonehinge Lane 

Carle Place, NY 11514 

• YOUR RESEARCH IS ONLY 
AS GOOD AS THE DATA. 

Top quality data collection can make a sig-

nificant difference in your research - from 

top line to conclusion. 

You can count on Innovative Concepts 

Marketing Research to deliver accurate, 

timely data, very cost-effectively -

whether your study calls for telephone 

interviewing, focus groups or Internet sur­

veys. We're just the right size to combine 

highly personalized service with 

a sophisticated systematic approach. 

• BETTER SYSTEMS 
COLLECT BETTER DATA. 

• You deal with a principal on 
every project. 

• Interviewers are hand picked for 
your study. 

• Advanced technology end to end. 

• Tighter controls for greater accuracy. 

• ADD A MEASU RE 
OF CONFIDENCE TO 
YOUR RE SEARCH. 
Call us at 800.631.0209 or 
516.479.2200, or visit us on 
the web at www.ic-mr.com. 



Codes- (e.g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Research Management, Inc. 
255 Oser Ave. 
Hauppauge, NY 11788 
Ph. 516-231-3277 
Fax 516-435-3287 
E-mail: resmanage1 @aol.com 
http://busreslab.com/rmi.htm 
Stewart Goldberg, Managing Director 
40-40-40-40 

Roper Starch Worldwide Inc. 
205 E. 42nd St. 
New York, NY 1 0017 
Ph. 212-599-0700 
Fax 212-876-7008 
E-mail: info@roper.com 
www.roper.com 
Rachel Watstein 
225-1 00-1 00-225 

Barbara Ruderman 
211 W. Chester St. 
Long Beach, NY 11561 
Ph. 516-889-3559 
Barbara Ruderman 
20-0-20-20 

Schulman, Ronca & Bucuvalas, Inc. 
145 E. 32nd St. , Ste. 500 
New York, NY 1 0016 
Ph. 212-779-7700 
Fax 212-779-7785 
E-mail: m.schulman@srbi.com 
www.srbi.com 
Chintan Turakhia, Sr. Vice President 
70-70-70-70 

Seaport Surveys 
Financial Focus, Inc. 
135 William St., 5th fl. 
New York, NY 10038 
Ph. 212-608-3100 or 800-347-2662 
Fax 212-608-4966 
E-mail: Seaportand@aol.com 
www.seaportsurveys.com 
Andrea Waller, President 
25-0-25-25 

The Telephone Centre, Inc. 
30-00 47th Ave. 
Long Island City, NY 11101 
Ph . 914-576-11 00 
Fax 914-576-0469 
E-mail: ttcnr@aol.com 
Adam Fleischer, Vice President 
125-125-125-125 

U.S. Wats 
29 W. 38th St. , 1Oth fl. 
New York, NY 10018 
Ph. 212-819-1466 
Fax 212-819-1813 
E-mail: uswats@mindspring.com 
Carol McDonald, Executive Director 
50-35-46-46 
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Universal Survey Center 
29 W. 38th St. 
New York, NY 1 0018 
Ph. 212-391-5243 
Fax 212-391-5428 
E-mail: mlefkowitz@universalsurvey.com 
Mike Lefkowitz, Vice President 
100-100-100-100 

Rochester 

Harris Interactive 
70 Carlson Rd. 
Rochester, NY 1461 0 
Ph. 716-482-2210 
Fax 716-482-3299 
E-mail: info@harrisinteractive.com 
www.harrisinteractive.com 
Rick Geiger 
325-325-325-325 
(See advertisement on p. 33) 

The Sutherland Group, Ltd . 
1160 Pittsford-Victor Rd. 
Pittsford, NY 14534 
Ph. 716-586-5757 
Fax 716-586-7508 
www.suth.com 
Dan Reed, General Manager 
380-380-380-380 

Syracuse 

KS&R's INSITE 
5792 Widewaters Pkwy. 
Dewitt, NY 13214 
Ph. 800-645-5469 or 315-446-3403 
Fax 315-446-6719 
E-mail: jsnyder@ksrinc.com 
www.ksrinc.com 
Lynette Van Dyke 
75-75-75-75 

McCarthy Associates 
6075 E. Molloy Rd. 
Syracuse, NY 13211 
Ph. 315-431-0660 
Fax 315-431-0672 
John McCarthy, President 
1 0-1 0-1 0-1 0 

Zogby International 
1750 Genesee St. 
Utica, NY 13502 
Ph. 315-624-0200 
Fax 315-624-0210 
E-mail : mail@zogby.com 
www.zogby.com 
Deborah Burke 
94-94-94-0 

North Carolina 

Charlotte 

Consumer Pulse of Charlotte 
Eastland Mall 
5625 Central Ave. 
Charlotte, NC 28212 
Ph. 704-536-6067 or 800-336-0159 
Fax 704-536-2238 
E-mail : charlotte@consumerpulse.com 
www.consumerpulse.com 
LaKesha Smith, Director 
15-8-15-15 

K P C Research 
600 S. Tryon St. 
Charlotte, NC 28202 
Ph. 704-358-5757 or 800-852-2794 
Fax 704-358-57 45 
E-mail : kpcresearch@charlotteobserver.com 
www.kpcresearch.com 
Joe Denneny, Research Director 
60-36-60-36 

Leibowitz Market Research Associates 
One Parkway Plaza, Ste. 110 
4824 Parkway Plaza Blvd. 
Charlotte, NC 28217-1968 
Ph. 704-357-1961 
Fax 704-357-1965 
E-mail: info@leibowitz-research.com 
www.leibowitz-research.com 
Teri Leibowitz, President 
15-10-0-0 

MarketWise, Inc. 
831 E. Morehead St. , Ste. 150 
Charlotte, NC 28202 
Ph. 704-332-8433 or 800-849-5924 
Fax 704-332-0499 
E-mail : mparker@marketwise-usa.com 
www.marketwise-usa.com 
Beverly Kothe, Principal 
22-20-22-22 

Greensboro/Winston-Salem 

All Points Research 
8025 N. Point Blvd ., #215E 
Winston-Salem, NC 27106 
Ph. 336-896-2200 
Fax 336-896-2201 
E-mail : allpoints@allpointsresearch.com 
www.allpointsresearch .com 
Sherrie Aycock, Partner 
38-38-38-8 

Bellomy Research, Inc. 
2150 Country Club Rd ., Ste. 300 
Winston-Salem, NC 27104 
Ph. 800-443-7344 
Fax 336-721-1597 
E-mail: bellomy@interpath .com 
John Sessions or Carol Hefner 
150-150-150-150 
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CB&A Research, Inc. 
1400 Westgate Center Dr., Ste. 200 
Winston-Salem, NC 27103 
Ph . 336-765-1234 
Fax 336-765-11 09 
E-mail: pamk@cbaresearch.com 
Pam Knopf, V.P. Operations 
62-62-62-62 

Corporate Research Center, Inc. 
1 PAl Park 
Greensboro, NC 27409-9669 
Ph. 336-812-3500 or 888-277-4820 
Fax 336-812-8888 
E-mail : corpres@nr.infi.com 
Nicole Scullion, Vice President 
40-1 0-40-40 

Survey Partners of America 
2150 Country Club Rd ., Ste. 300 
Winston-Salem, NC 27104 
Ph. 800-348-8002 
Fax 336-721-1597 
Carol Hefner 
150-150-150-150 

The Telephone Centre, Inc. 
1605 Spring Garden St. 
Greensboro, NC 27403 
Ph. 336-574-3000 
Fax 336-574-3007 
E-mail : lwinter@telectr.com 
www.telectr.com 
Liz Winter, President 
60-60-60-60 

Raleigh/Durham 

FGI , Inc. 
206 W. Franklin St. 
Chapel Hill , NC 27516 
Ph . 919-929-7759 
Fax 919-932-8829 
E-mail : apurcell@fginc.com 
www.fginc.com 
Dina E. Fire, V.P. Operations 
1 00-1 00-1 00-1 00 

Harker Research 
6131 Falls of Neuse Rd ., Ste. 112 
Raleigh, NC 27609 
Ph. 919-954-8300 
Fax 919-954-8844 
E-mail : harkerresearch@mindspring .com 
Richard Harker, President 
40-0-40-0 

Johnston, Zabor, McManus, Inc. 
2222 Chapel Hill/Nelson Hwy. 
Headquarters Park, #300 
Durham, NC 27709 
Ph. 800-735-5448 
Fax 919-544-0954 
E-mail : bradm@jza.com 
www.jza.com 
Brad Martin, Field Sales Manager 
45-35-45-45 
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Medical Marketing Research, Inc. 
1201 Melton Ct. 
Raleigh, NC 27615 
Ph . 919-870-6550 or 919-848-3807 
Fax 919-848-2465 
E-mail : george@mmrx.com 
www.mmrx.com 
George Matijow, President 
10-10-10-0 

Rocky Mount 

21st Century Copernicus, Inc. 
P.O. Box 1218 
Tarboro, NC 27886 
Ph. 919-823-0950 
Fax 919-823-7716 
E-mail : HowardR@21 stcentury-cop.com 
www.21 stcentury-cop.com 
Rawls Howard Jr. , President/CEO 
52-20-20-20 

North Dakota 
~ 

Fargo 

Teleforce, Inc. 
601 28th St. S.W. 
Fargo, ND 58103 
Ph. 800-323-0810 
Fax 701-232-3773 
96-1 0-96-96 

Ohio 

Akron 

Goodyear Research Interviewing Center 
1144 Market St. 
Akron, OH 44316 
Ph. 330-796-0102 
Fax 330-796-0111 
Toya Kelker, Manager 
30-30-30-30 

OPINIONation 
Akron, OH 
Ph. 216-351-4644 
Fax 216-351-7876 
E-mail : OPINION@ix.netcom.com 
www.opinionation .com 
Ron Kornokovich, President 
30-30-30-30 

Telemarketing Network, Inc. 
EBSCO TeleService 
2020 Front St. , Ste. 206 
Cuyahoga Falls, OH 44221 
Ph. 800-998-4146 
Fax 330-945-4237 
E-mail : ken@calltni.com 
www.calltni.com 
Ken Weitzel 
48-48-48-48 

Cincinnati 

Alliance Research, Inc. 
2845 Chancellor Dr. 
Crestview Hills, KY 41017 
Ph. 606-344-0077 
Fax 606-344-0078 
E-mail : info@allianceresearch.com 
www.allianceresearch.com 
Clint Brown, President 
150-150-150-150 

The Answer Group 
4665 Cornell Rd. , Ste. 150 
Cincinnati , OH 45241 
Ph. 513-489-9000 
Fax 513-489-9130 
E-mail: jfeldon@answergroup.com 
www.answergroup.com 
Joan Feldon, President 
40-40-40-40 

Assistance in Marketing, Inc. 
11890 Montgomery Rd. 
Cincinnati , OH 45249 
Ph. 513-683-6600 or 888-4AIMFIRE 
Fax 513-683-9177 
E-mail: lrwin@AIM-Cincinnati.com 
Irwin Weinberg 
20-0-20-20 

B & B Research Services, Inc. 
8005 Plainfield Rd. 
Cincinnati , OH 45236 
Ph. 513-793-4223 
Fax 513-793-9117 
E-mail: BBRSRCH@aol.com 
Jim Moler Jr. 
20-6-20-20 

Burke, Inc. 
805 Central Ave. 
Cincinnati , OH 45202 
Ph. 513-576-5700 
Fax 513-684-7500 
E-mail: info@burke.com 
www.burke.com 
Karen Cravens, V.P. Data Collection 
200-200-200-200 
(See advertisement on p. 49) 

Calo Research Services, Inc. 
10250 Alliance Rd. 
Cincinnati , OH 45242 
Ph. 513-984-9708 
Fax 513-792-7 404 
Patricia A. Cal a, Vice President 
14-0-14-0 

Convergys Marketing Research Services 
4600 Montgomery Rd . 
Cincinnati , OH 45212 
Ph. 800-323-8369 or 513-841-1199 
Fax 513-841-0666 
E-mail : lynn.grome@convergys.com 
www.convergys.com 
Lynn Grome, Account Executive 
85-85-85-85 
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Disher Strategic Research, LLC 
873 Fenchurch Ct. 
Cincinnati , OH 45230 
Ph. 513-232-1603 or 888-9-DISHER 
Fax 513-232-8187 
E-mail : market_research@bigfoot.com 
www.disher.com 
40-40-40-40 

Elrick & Lavidge 
1329 E. Kemper Rd ., Ste. 4210 
Cincinnati , OH 45246 
Ph . 615-383-6879 
Fax 615-383-2502 
E-mail: jss@elavidge.com 
www.elrickandlavidge.com 
Janet Savoie, V.P. Data Collection 
66-66-66-66 

Fields Marketing Research, Inc. 
7979 Reading Rd. 
Cincinnati , OH 45237 
Ph. 513-821-6266 
Fax 513-679-5300 
E-mail: ken@fieldsresearch .com 
www.fieldsresearch .com 
Bernie Kearney, Vice President 
25-25-25-25 

Friedman-Swift Associates 
110 Boggs Ln ., Ste. 200 
Cincinnati , OH 45246 
Ph . 513-772-9200 
Fax 513-772-9207 
E-mail: info@friedmanswift.com 
www.friedmanswift.com 
Judy George, Sr. Vice President 
36-0-36-0 

Market Inquiry LLC 
5825 Creek Rd. 
Cincinnati , OH 45242 
Ph. 513-794-1088 
Fax513-794-1176 
E-mail: generalmail@marketinquiry.com 
www.marketinquiry.com 
Cathy Noyes, Managing Partner 
24-15-24-24 

Marketing Research Services, Inc. 
600 Vine St. , #2900 
Cincinnati , OH 45202 
Ph. 513-579-1555 
Fax 513-562-8819 
E-mail: rthaman@mrsi.com 
www.mrsi.com 
M. Randall Thaman, President 
92-92-92-80 

MarketVision Research\1!) 
Corporate Headquarters 
MarketVision Building 
4500 Cooper Rd. 
Cincinnati , OH 45242-5617 
Ph. 513-791-3100 
Fax 513-794-3500 
E-mail : info@marketvisionresearch.com 
www.marketvisionresearch.com 
Rex L. Repass, President 
50-50-50-50 
(See advertisement on p. 125) 

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 15 min. from downtown & Hopkins Airport 
Call: 800-950-9010 or 216-901-8075 
Fax: 216-901-8085 or 216-642-8876 

OFACT Marketing Research, Inc. 
9908 Carver Rd. 
Cincinnati , OH 45242 
Ph. 513-891-2271 
Fax 513-791-7356 
E-mail: info@qfact.com 
www.qfact.com 
Mary Swart, V.P. of Research 
22-6-22-22 

RDI Market Services 
9920 Carver Rd. 
Cincinnati , OH 45242 
Ph. 513-984-5927 
Fax 513-984-9735 
E-mail : rdi@fuse .net 
Ronald Garner, V.P. Client Svcs. 
60-60-60-60 

Service Industry Research Systems, Inc. (SIRS) 
201 Martha Layne Collins Blvd. 
Highland Heights, KY 41076-1750 
Ph. 606-781-9700 
Fax 606-781-8802 
E-mail : sirsinc@aol.com 
www.sirsinc.com 
Scott Martin 
36-36-36-0 

Cleveland 

Business Research Services, Inc. 
Tri Pointe Building , Ste. A 
23825 Commerce Park 
Cleveland, OH 44122-5841 
Ph . 216-831-5200 or 888-831-5200 
Fax 216-292-3048 
E-mail : busresinc@aol.com 
www.marketingresearch.com 
Barbara Elioff, Field Service Director 
25-25-25-25 

Cleveland Field Resources 
Subsidiary of National Market Measures, Inc. 
25109 Detroit Rd. , Ste. 325 
Cleveland , OH 44145 
Ph. 440-892-8555 
Fax 440-892-0002 
www.nmminc.com 
Daniel McCafferty, Dir. Client Svcs. 
15-15-15-15 

Focus Groups of Cleveland Survey Center 
2 Summit Park Dr., Ste. 225 
Cleveland, OH 44131 
Ph. 216-901-8075 or 800-950-9010 
Fax 216-901-8085 
E-mail : focusclv@en.com 
Amy Morris, Executive Director 
12-3-10-0 
(See advertisement on p. 124) 

The Maffett Research Group 
25050 Country Club Blvd., Ste. 100 
N. Olmsted , OH 44070 
Ph. 440-779-1303 
Fax 440-779-3040 
Shelly Entres, Project Supervisor 
21-12-8-0 
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Marketeam Associates 
3645 Warrensville Center Rd. 
Shaker Heights, OH 44122 
Ph. 216-491-9515 
Fax 216-491-8552 
E-mail: vstakes@doanemr.com 
36-0-36-36 

National Market Measures, Inc. 
30405 Solon Rd. 
Cleveland, OH 44139 
Ph. 440-542-2450 
Fax 440-542-2455 
E-mail: nmmeast@nmminc.com 
www.nmminc.com 
Kim White, Focus Group Coord. 
1 0-1 0-1 0-1 0 

National Market Measures, Inc. 
25109 Detroit Rd ., Ste. 330 
Cleveland, OH 44145 
Ph. 440-892-8555 
Fax 440-892-0002 
www.nmminc.com 
Luci Dudich, Field Director 
15-15-15-15 

National Survey Research Center 
5350 Transportation Blvd ., Ste. 19 
Cleveland, OH 44125 
Ph. 800-837-7894 or 216-518-2805 
Fax 216-518-2903 
E-mail: nsrc@nsrc.com 
Lauren Wagner, Mgr. Customer Relations 
20-20-20-20 

Opinion Centers America 
Ste. 100, Great Northern Corporate Ctr. Ill 
25050 Country Club Blvd. 
North Olmsted , OH 44070 
Ph. 800-779-3003 or 440-779-3000 
Fax 440-779-3040 
E-mail: oca@opinioncenters.com 
www.opinioncenters.com 
Karen Cunningham, Field Director 
20-12-20-20 

OPINIONation 
4301 Ridge Rd. 
Cleveland, OH 44144 
Ph. 216-351-4644 
Fax 216-351-7876 
E-mail : OPINION@ix.netcom.com 
www.opinionation.com 
Ron Kornokovich , President 
35-35-35-35 

Pat Henry Market Research, Inc. 
Tower City Center 
230 Huron Rd. N.W. , Ste. 100.43 
Cleveland, OH 44113 
Ph. 800-229-5260 or 216-621-3831 
Fax 216-621-8455 
E-mail: info@pathenry.com 
www.thepathenrygroup.com 
Barb Boston, Dir. Phone Facilities 
30-25-25-25 
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Columbus 

B & B Research Services, Inc. 
1365 Grandview Ave. 
Columbus, OH 43212 
Ph. 614-486-6746 
Fax 614-486-9958 
Judy Frederick, Project Director 
8-0-8-0 

Focus and Phones, Inc. 
One Easton Oval, Ste. 100 
Columbus, OH 43219 
Ph . 614-583-2100 
Fax 614-416-2006 
E-mail: fandpinc@infinet.com 
Lorne Dillabaugh, V.P. , Field Operations 
20-0-20-0 

Saperstein Associates, Inc. 
4555 N. High St. 
Columbus, OH 43214 
Ph. 614-261-0065 
Fax 614-261-0076 
E-mail : research@sapersteinassociates.com 
Martin D. Saperstein, Ph.D., President 
21-21-21-21 

Dwight Spencer & Associates, Inc. 
1290 Grandview Ave. 
Columbus, OH 43212 
Ph. 614-488-3123 
Fax 614-488-0923 
Betty Spencer, President 
45-20-23-0 

Dayton 

Quality Controlled Services 
7634 Crosswoods Dr. 
Columbus, OH 43235 

Center For Business & Economic Research (CBER) 
University of Dayton 

Ph. 800-242-4118 or 614-436-2025 
Fax 614-436-7040 
E-mail : postmaster@qcs.com 
www.qcs.com 
Judy Golas, Branch Manager 
23-0-23-0 
(See advertisement on p. 113) 

300 College Park 
Dayton, OH 45469-2110 
Ph. 937-229-2453 
Fax 937-229-2371 
E-mail: weiler@udayton.edu 
www.udayton.edu/-cber 
John Weiler, Director 
25-15-17-0 

Name The Company With Experts In 
New Product Development Research ... 
Market Vision. 
We have extensive experience using statistical techniques to help develop many 
revolutionary new products. We don't believe in science for the sake of science. But 
by applying the most sophisticated designs, analyses, and modeling to your product 
development questions, we are able to learn more about your markets, customers, 
and competitors. 

We have extensive experience with conjoint, discrete choice, and other multivariate 
techniques to aid clients with: 

• Evaluating New Products & Line Extensions • Identifying Brand Equity 
• Measuring Price Sensitivity • Forming Market Segments 

Visit our Website www.marketvisionresearch.com for more information or 
to request a White Paper on other multivariate techniques. For value added 
consultation, research design, execution and analyses call the experts ... 
Market Vision. 

II MarhetVision Research ® 
MarketVision Building 
4500 Cooper Road • Cincinnati, OH 45242-5617 
513/791-3100 • FAX 513/794-3500 

® www.marketvisionresearch.com 

Full Service Industry 
Research Solutions Expertise 

Data 
Collection 

Marketing 
Sciences 
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Paragon Opinion Research, Inc. 
2000 Composite Dr. 
Mail Stop W6 
Kettering, OH 45420 
Ph. 937-294-9004 
Fax 937-294-9006 
E-mail: susie@glasscity.net 
Susan Mclaughlin 
20-0-20-0 

OFACT Marketing Research, Inc. 
Normandy Square 
381 Miamisburg- Centerville Rd. 
Dayton, OH 45459 
Ph. 937-435-5067 
Fax 937-435-3457 
E-mail: dayton@cincy.qfact.com 
www.qfact.com 
Libby Sampsell , Manager 
12-0-12-12 

Toledo 

A Z G Research 
13330 Bishop Rd. 
Bowling Green, OH 43402 
Ph. 800-837-4300 
Fax 419-725-01 00 
E-mail: sales@azgresearch.com 
www.azgresearch.com 
Stephanie Schwoegerle 
25-25-25-25 

Barbour Research, Inc. 
5241 Southwyck Blvd. , Ste. 201 
Toledo, OH 43614 
Ph. 419-866-3475 
Fax 419-866-34 78 
E-mail: BARBOUREK@aol.com 
Emily Barbour, President 
53-53-53-53 

Creative Marketing Ent. , Inc. 
1546 Dartford Rd. 
Maumee, OH 43537 
Ph. 419-867-4444 
Fax 419-867-44 70 
Joyce Clevenger, Exec. V.P. 
55-55-55-55 

Great Lakes Marketing Associates 
3103 Executive Pkwy. 
Toledo, OH 43606 
Ph. 419-534-4700 
Fax 419-531-8950 
E-mail : GLMATOL@aol.com 
www.greatlakesmarketing .com 
Mark lott, Principal 
20-20-20-20 
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Market Research of Toledo 
3103 Executive Pkwy, Ste. 106 
Toledo, OH 43606 
Ph. 419-534-4705 
Fax 419-531-8950 
Mark I ott, Principal 
20-20-20-20 

NFO Research, Inc. 
2700 Oregon Rd . 
Northwood, OH 43619 
Ph. 419-666-8800 
Fax 419-661-8595 
www.nfor.com 
200-200-200-200 

Youngstown 

Harris Interactive 
835 S. Western Run 
Youngstown, OH 44514 
Ph. 330-758-7300 
Fax 330-758-7709 
E-mail: info@harrisinteractive.com 
www.harrisinteractive.com 
Rick Geiger 
88-88-88-88 
(See advertisement on p. 33) 

McCarthy Associates 
Eastwood Mall 
Unit #911 
Niles, OH 44446 
Ph. 315-431-0660 
Fax 315-431-0672 
John McCarthy, President 
6-6-6-6 

Oklahoma 
~ 

Oklahoma City 
Johnson Marketing Research , Inc. 
2915 Classen Blvd. , Ste. 350 
Oklahoma City, OK 73106 
Ph. 405-528-2700 
Fax 405-528-3238 
Patty Nichols-Casteel, President 
14-0-14-0 

Oklahoma City Research 
Div. of Ruth Nelson Research 
Quail Springs Mall 
2501 W. Memorial Dr. 
Oklahoma City, OK 73134-8003 
Ph. 405-752-4710 
Fax 405-752-2344 
E-mail: ocrs@worldnet.att.net 
www.ruthnelsonresearchsvcs.com 
Bohn Macrory, Manager 
10-0-10-0 

Oklahoma Market Research 
Data Net 
3909 Classen Blvd ., Ste. 200 
Oklahoma City, OK 73118 
Ph. 405-525-3412 
Fax 405-525-3419 
E-mail: datanet@theshop.net 
Deanna Carter, Manager 
40-40-40-40 

Tulsa 

Consumer Logic, lnc.!fulsa Surveys 
4928 S. 79th E. Ave. 
Fontana Center 
Tulsa, OK 74145 
Ph. 918-665-3311 or 800-544-1494 
Fax 918-665-3388 
www.consumer-logic.com 
Dan Jarrett, President 
28-28-28-28 

On-Line Communications, Inc. 
401 S.E. Dewey 
Bartlesville, OK 74003 
Ph. 800-483-4581 or 918-338-2000 
Fax 918-338-0831 
E-mail : askus@on-linecom.com 
www.on-linecom.com 
Peggy O'Connor 
Tom McNiven 
Nancy Hayslett 
280-280-280-280 
(See advertisement on p. 127) 

Oregon 

Gold Beach 
Ask America Market Research 
Ask Oregon 
P.O. Box 1 
Gold Beach, OR 97 444-0001 
Ph. 877-ASK-USA1 
E-mail : mike@askamerica.net 
Michael Pettengil 
8-0-8-0 

Portland 
Bardsley & Neidhart, Inc. 
1220 S.W. Morrison, Ste. 425 
Portland , OR 97205 
Ph. 503-248-9058 
Fax 503-222-3804 
E-mail: info@bnresearch .com 
www.bnresearch .com 
Laura Neidhart, President 
30-30-30-30 

Consumer Opinion Services, Inc. 
991 Lloyd Center 
Portland, OR 97232 
Ph. 503-281-1278 or 206-241-6050 for bids 
Fax 503-281-1017 
E-mail : info@cosvc.com 
www.cosvc.com 
Ann Kane, Manager 
8-0-8-0 
(See advertisement on p. 139) 

Consumer Pulse of Portland 
Clackamas Town Center 
12000 S.E. 82nd Ave ., #D-2 
Portland, OR 97266 
Ph. 503-654-1390 or 800-326-0159 
Fax 503-654-1436 
E-mail: portland@consumerpulse.com 
www.consumerpulse.com 
Vikki Peterson, Director 
6-4-6-6 
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Gilmore Research Group 
729 N.E. Oregon St., Ste. 150 
Portland, OR 97232 
Ph. 503-236-4551 
Fax 503-731-5590 
www.gilmore-research.com 
Denise Bauman, Vice President 
28-28-28-28 
(See advertisement on p. 140) 

Griggs-Anderson/Gartner Consulting 
308 S.W. First Ave. 
Portland, OR 97204-3499 
Ph. 503-241-8700 
Fax 503-241-8716 
www.gar.com 
Nand ita Stixrud, Field Director 
75-75-75-75 

lnfoTek Research Group, Inc. 
4915 S.W. Griffith Dr. , Ste. 200 
Beaverton, OR 97005 
Ph. 503-644-0644 
E-mail : Steveb@infotekresearch.com 
www.infotekresearch.com 
Steve Boespflug , V.P./Principal 
62-62-62-62 

Market Decisions Corporation 
8959 S.W. Barbur Blvd ., Ste. 204 
Portland, OR 97219 
Ph. 503-245-4479 
Fax 503-245-9677 
E-mail : info@mdcresearch.com 
www.mdcresearch.com 
Lester Harman, Field Svcs Acct. Exec. 
60-60-60-24 

Market Trends, Inc. 
1201 S.W. 12th, Ste. 310 
Portland, OR 97205 
Ph. 503-224-4900 
Fax 503-224-0633 
E-mail: infomanager@markettrends.com 
www.markettrends.com 
Nissa Meier, Office Manager 
15-15-15-15 

Research Data Design, Inc. 
55 S.W. Yamhill , 4th fl. 
Portland , OR 97204 
Ph. 503-223-7166 
Fax 503-223-6760 
E-mail: jstepleton@researchdatadesign.com 
www.researchdatadesign.com 
Kim Funkhouser, Account Manager 
210-210-210-210 

Sorensen Associates, Inc. 
999 N.W. Frontage Rd ., Ste. 190 
Troutdale, OR 97060 
Ph. 800-542-4321 
Fax 503-666-5113 
E-mail: katie@sorensen-associates.com 
www.mr-online.org 
Katie Ramseur, Account Executive 
25-0-25-0 
(See advertisement on p. 57) 

Allentown/Bethlehem 

Integrated Marketing Concepts 
3724 Crescent Ct. W. 
Whitehall , PA 18052 
Ph. 610-437-4000 
Fax 610-437-5212 
E-mail : info@integratedmc.com 
www.integratedmc.com 
Robert Williams 
101-101-101 -101 

Marketing Solutions Corporation 
522 Main St. , #16 
Bethlehem, PA 18018 
Ph . 800-326-3565 
Fax 610-861-0184 
E-mail : MarketingSolutions@ibm.net 
www.marketingsolutionscorp.com 
Greg Surovcik, Vice President 
10-2-10-10 

Erie 

Moore Research Services, Inc. 
2675 West 12th St. 
Erie, PA 16505 
Ph. 814-835-41 00 
Fax 814-835-411 0 
E-mail : colleen@moore-research .com 
www.moore-research.com 
Colleen Moore Mezler, Vice President 
15-5-3-3 

Lancaster 

Visions Marketing Services 
528 W. Orange St. 
Lancaster, PA 17603 
Ph . 800-222-1577 
Fax 717-295-8020 
E-mail: allan@vmsmkt.com 
www.vmsmkt.com 
Allan Geller, President 
35-35-35-35 

Philadelphia 

Consumer Pulse of Philadelphia 
101 Plymouth Meeting Office Center & 
Plymouth Meeting Mall , #2145 
Plymouth Meeting, PA 19462 
Ph. 610-825-6636 or 800-336-0159 
Fax 61 0-825-6805 
E-mail: philadelphia@consumerpulse.com 
www.consumerpulse.com 
Eleanor Yates, Director 
15-8-15-15 

M Davis & Co., Inc. 
1520 Locust St. , 3rd fl. 
Philadelphia, PA 19102-4403 
Ph. 215-790-8900 
Fax 215-790-8930 
E-mail : info@mdavisco.com 
www.mdavisco.com 
Brian Cirskey 
35-35-35-1 0 
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Delta Market Research , Inc. 
333 N. York Rd. 
Hatboro, PA 19040 
Ph . 215-674-1180 
Fax 215-67 4-1271 
E-mail: DMRSUPPORT@aol.com 
linda Celec, President 
23-23-23-23 

Eastern Research Services 
1001 Baltimore Pike, Ste. 208 
Springfield, PA 19064 
Ph . 610-543-0575 
Fax 610-543-2577 
E-mail : mail@easternresearch.com 
Kean Spencer, President 
60-60-60-60 

I C T ResearchNFIS 
584 Middletown Blvd. 
Langhorne, PA 19047 
Ph. 215-702-9300 
Fax 215-702-9366 
E-mail : mfasano@ictgroup.com 
Alan Superfine, V.P./G .M. 
48-48-48-48 

ICR/International Communications Research 
605 W. State St. 
Media, PA 19063 
Ph. 610-565-9280 
Fax 610-565-2369 
E-mail: icr@icrsurvey.com 
www.icrsurvey.com 
Steve McFadden, President 
250-250-250-250 
(See advertisement on p. 67) 

Inter-Tel Associates, Inc. 
P.O. Box 206 
Chadds Ford , PA 19317 
Ph. 610-459-5969 
Fax 610-459-7898 
E-mail: itaemail@aol.com 
Gene S. Rullo, President 
40-25-40-40 

JRA, J. Reckner Associates, Inc. 
587 Bethlehem Pike, Ste. 800 
Montgomeryville, PA 18936-97 42 
Ph . 215-822-6220 
Fax 215-822-2238 
E-mail: info@reckner.com 
www.reckner.com 
Gina Cassel , Vice President 
75-75-75-75 
(See advertisement on p. 128) 

JRP Marketing Research Services 
100 Granite Dr., Terrace Level 
Media, PA 19063 
Ph . 610-565-8840 
Fax 610-565-8870 
E-mail : jrpmark@fast.net 
Kathy McCarty 
33-15-20-20 
(See advertisement on p. 129) 

May 2000 www.quirks.com 

Goo research 
is like a parachute. 
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Without it, you could come 
to the wrong conclusion. 

For more than 40 years, we've worked with ad agencies 

and corporate clients as part11ers, designing and fielding 

projects of all types. See why our seasoned staff of project 

directors, interviewers, coders and analysts have led so 

many companies to come to the same conclusion: JRP 

Call Paul Frattaroli toll free at 877-JRP-2055 and ask 
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Codes- (e.g. 25-10-25-10) 
1. STATIONS- No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

MSIInternational East, Inc. 
860 First Ave., Ste. 860 
King of Prussia, PA 19406 
Ph. 610-265-2000 
Fax 610-265-2213 
E-mail : paul_strasser@msimsi.com 
Paul Strasser, President 
36-36-36-36 

NCO TeleResearch 
535 Pennsylvania Ave. 
Ft. Washington, PA 19034 
Ph. 215-793-2245 
Fax 215-793-2372 
E-mail : bhull@ncot.com 
Bob Hull , Vice President 
200-200-200-200 

NCO TeleResearch 
6908 Market St., 3rd fl. 
Upper Darby, PA 19082 
Ph. 215-793-2268 
Fax 215-793-2372 
E-mail: dmargherita@ncot.com 
Dan Margherita, Exec. Vice President 
1 00-1 00-1 00-1 00 

Phonelab Research 
100 N. 17th St., 4th fl. 
Philadelphia, PA 19103 
Ph. 800-220-5089 
Fax 215-561-7 403 
E-mail : fholbert@mlr.net 
www.phonelabresearch.com 
Alfred Holbert, Exec. Vice President 
85-85-85-85 
(See advertisement on p. 43) 

Quality Controlled Services 
Two Greenwood Square 
3331 Street Rd ., Ste. 130 
Bensalem, PA 19020 
Ph. 800-752-2027 or 215-639-8035 
Fax 215-639-8224 
E-mail: postmaster@qcs.com 
www.qcs.com 
12-0-12-0 
(See advertisement on p. 113) 

Research Incorporated 
521 Plymouth Rd. , Ste. 116-N 
Plymouth Meeting, PA 19462 
Ph. 610-941-2700 or 800-220-1201 
Fax 61 0-941-2711 
E-mail : psantoro@survdata.com 
www.survdata.com/research 
Stephen Hollander, General Manager 
15-12-15-15 

130 

The Response Center 
6908 Market St. , 6th fl. 
Upper Darby, PA 19082 
Ph. 610-352-2800 
Fax 610-352-7382 
E-mail: cfrunzi@response-center.com 
Chrissy Frunzi, Data Collection Manager 
130-130-130-130 

The Response Center 
9141 Roosevelt Blvd . 
Philadelphia, PA 19114 
Ph. 215-969-8011 
Fax 215-969-8057 
E-mail: cfrunzi@response-center.com 
Chrissy Frunzi , Data Collection Manager 
88-88-88-88 

The Response Center 
2485 Grant Ave. 
Philadelphia, PA 19114 
Ph. 215-305-3750 
Fax 215-305-3646 
E-mail : cfrunzi@response-center.com 
Chrissy Frunzi , Data Collection Manager 
1 00-1 00-1 00-1 00 

Ricci Telephone Research , Inc. 
2835 West Chester Pike 
Broomall , PA 19008 
Ph. 610-356-0675 
Fax 610-356-7577 
E-mail: info@ricciresearch.com 
Chris Ricci , President 
50-50-50-50 

RSVP/Research Services 
1916 Welsh Rd . 
Philadelphia, PA 19115 
Ph. 215-969-8500 
Fax 215-969-3717 
E-mail: rsvp@rsvpresearch.com 
www. rsvp research. com 
Michael Feldman, Co-CEO 
60-60-60-60 
(See advertisement on p. 14) 

Survey America 
1350 S. Pennsylvania Ave. 
Morrisville, PA 19067 
Ph. 215-736-1600 
Fax 215-736-5984 
E-mail : SurveyAmerica@worldnet.att.net 
Douglas Elliott, President 
35-35-35-35 

Taylor Nelson Sofres lntersearch 
410 Horsham Rd . 
Horsham, PA 19044-0189 
Ph. 215-442-9000 
Fax 215-442-9040 
E-mail : Bob.Michaels@intersearch.tnsofres.com 
www.intersearch.tnsofres.com 
Bruce Shandler, CEO/President 
112-112-112-112 
(See advertisement on p. 12) 

TMR, Inc. 
1974 Sproul Rd . 
Broomall , PA 19008 
Ph . 610-359-1190 
Fax 610-359-1824 
50-50-50-50 

Pittsburgh 

Campos Market Research, Inc. 
216 Boulevard of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 
E-mail : campos@campos.com 
www.campos.com 
R. Yvonne Campos, President 
40-20-40-40 

Clark Market Research 
5933 Baum Blvd . 
Pittsburgh, PA 15206 
Ph. 412-361-3200 
Fax 412-361-3319 
E-mail : jjca5933@aol.com 
www.ranlog.com/jjca 
John J. Clark, President 
40-20-40-40 

Direct Feedback, Inc. 
4 Station Square, Ste. 545 
Pittsburgh, PA 15219 
Ph . 412-394-3676 or 800-519-2739 
Fax 412-394-3660 
E-mail : dfmktrsch@aol.com 
www.dfresearch.com 
Alan Mavretish, Project Manager 
15-15-15-5 

Guide Post Research 
21 Yost Blvd ., Suite 400 
Pittsburgh, PA 15221-5283 
Ph . 412-823-8444 
Fax 412-823-8300 
E-mail: GDE PST@aol.com 
Jay P. La Mond, President 
15-0-15-0 

Noble Interviewing Service, Inc. 
1610 Potomac Ave. 
Pittsburgh, PA 15216 
Ph. 412-343-6455 
Fax 412-343-3288 
Alma Noble, President 
20-0-20-0 

The Peer Group 
224 Fifth Ave. , Ste. 216 
McKeesport, PA 15132 
Ph. 412-675-5100 
Fax 412-672-4406 
Kathy Hayes, Manager 
250-125-250-125 
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PERT Survey Research 
2247 Babcock Blvd. 
Pittsburgh, PA 15237 
Ph. 860-242-2005 
Fax 860-242-4857 
E-mail : pertsr@aol.com 
www.pertsurvey.com 
Joyce Bergeron , Field Director 
40-35-40-40 

TeleData Research 
1500 Ardmore Blvd . 
Pittsburgh, PA 15221 
Ph . 412-242-6200 
Fax 412-731-9510 
E-mail : drmtdr@usaor.net 
Barbara Mastrogiacoma, Research Director 
50-50-50-50 

Scranton/Wilkes-Barre 

Centrac, Inc. 
145 W. Broad St. 
Hazleton, PA 18201 
Ph. 973-575-3200 
Fax 570455-71 02 
E-mail : Rleeds@centrac.com 
www.centrac.com 
40-40-40-40 

State College 

Diagnostics Plus, Inc. 
1333 S. Allen St. 
State College, PA 16801 
Ph. 814-238-7936 
Fax 814-231-7672 
E-mail: paulw@diagnosticsplus.com 
www.diagnosticsplus.com 
Paul Weener, President 
23-23-23-23 

Market Insight 
700 E. Beaver Ave. 
State College, PA 16801 
Ph. 814-231-2140 
Fax 814-234-7215 
E-mail : insight@penn.com 
www. m-insight.com 
Frank Forney, General Manager 
24-24-24-24 

Newport 

Advantage Marketing Information, Inc. 
7 Main St. , Harbor Ste. 3 
Wickford, Rl 02852 
Ph . 401-294-6910 
Fax 401-294-6661 
E-mail : AdvantageMkt@ids.net 
www.advantagemarketinginfo.com 
Rick Nagele, President 
15-0-15-0 
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Providence 

Alpha Research Associates, Inc. 
395 Smith St. 
Providence, Rl 02908 
Ph. 401-861-3400 
Fax 401-861-0062 
James P. Gaffney, President 
22-0-22-0 

Capture, Inc. 
1944 Warwick Ave , Ste. 1 
Warwick, Rl 02889 
Ph. 401-732-3269 
Fax 401-739-2401 

Columbia 

Metromark Market Research , Inc. 
3030 Devine St. 
Columbia, SC 29205 
Ph. 803-256-8694 
Fax 803-254-3798 
E-mail : emsmith@sprynet.com 
www.metromark.net 
Emerson Smith, President 
19-0-10-0 

E-mail : resource@captureinc.com 
www.captureinc.com 
20-20-20-20 

Greenville/Spartanburg 

Customer Linx 
Connect Teleservices 
50 Murray St. 
Providence, Rl 02909 
Ph. 401-275-8500 
Fax 401 -275-8585 
E-mail: conrsrch1 @aol.com 
www.connect-teleservices.com 

ProGen Research, Inc. 
2724-A Wade Hampton Blvd. 
Greenville, SC 29615 
Ph . 864-244-3435 
Fax 864-244-8283 
Maxie Freeman, Senior Partner 
22-7-22-22 

Timothy Earnshaw, Director of Research 
30-15-30-30 

Research, Inc. 
211 Century Dr. , Ste. 1 02-D 
Greenville, SC 29607 
Ph. 864-232-2314 or 770-619-9837 
Fax 864-232-1408 
E-mail: info@researchincorporated.com 
Janiell Johnson, Vice President 
28-4-28-0 

Access to the 
Researcher 

Forum™ is just 
a mouse 

click away 

lllflllflllf.quirks.coll1 
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Codes - (e.g. 25-10-25-10) RMA, Inc. 
Robinson & Muenster Associates, Inc. 
1208 Elkhorn St. 1. STATIONS- No. of interviewing stations at this location 

2. CATI -No. of stations using computer-aided interviewing Sioux Falls, SO 57104-0218 
Ph. 605-332-3386 ext. 18 
Fax 605-332-8722 

3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises E-mail : rickb@rma-inc.com 
www.rma-inc.com 
120-120-120-120 South Dakota 

Sioux Falls 

American Public Opinion Survey & 
Market Research Corp. 
1320 S. Minnesota Ave. 
Sioux Falls, SO 57105-0625 
Ph. 605-338-3918 
Fax 605-338-3964 
E-mail : ron@mtcnet.net 
www.mtcnet.net/-ron 
Ron Van Seek, President 
27-27-27-27 

l&S TeleServices, Inc. 
3812 N. Cliff Ave. 
Sioux Falls, SO 57104 
Ph. 800-894-7832 
Fax 605-978-1581 
E-mail: teleservices@l-s.com 
www.teleservices.l-s.com 
John Sievert 
24-24-24-24 
(See advertisement on p. 133) 

Tennessee . 

Chattanooga 

Wilkins Research 
1730 Gunbarrel Rd . 
Chattanooga, TN 37 421 
Ph. 423-894-9478 
Fax 423-894-0942 
E-mail: Wilkins@vol.net 
Lisa Wilkins, Executive Director 
40-40-40-40 

Knoxville 

HMR & Associates 
2904 A. Tazewell Pike, #A 
Knoxville , TN 37918 
Ph. 423-281-0038 
Fax 423-281·2250 
John Myers, Vice President 
8-0-8-0 

Your chance 
to make 

history 
... a case history, that is. 

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

'(Ve're curre~tly planning the next several issues of QMRR and we're looking for research projects 
m the followmg areas to profile: packaging research, service quality/customer satisfaction, focus 
groups, and health care research. If your company or organization has a research project in any 
of these areas that would make an interesting case history, we want to cover it! 

A OMRR writer con?uct~ the necessary interviews by phone and then writes a draft of the story. 
Because the case h1stones may touch on sensitive information, we allow interviewees to read a 
?raft of t~e story before it goes to press. Please contact Joseph Rydholm , QMRR editor, for more 
mformat1on or to discuss a story idea. 

P.O. Box 23536 
Minneapolis, MN 55423 

Ph. 952-854-5101 
Fax: 952-854-8191 

E-mail : joe@quirks.com 

Memphis 

AccuData Market Research, Inc. 
1036 Oakhaven Rd . 
Memphis, TN 38119 
Ph. 800-625-0405 or 901-763-0405 
Fax 901-763-0660 
E-mail: memphis@accudata.net 
www.accudata.net 
Valerie Jolly, Manager 
12-0-12-12 

Ethridge & Associates, LLC 
751 Walnut Knoll Ln 
Cordova, TN 38018-6301 
Ph. 901-754-9437 
Fax 901-755-8075 
E-mail : steven@ethridge.com 
www.ethridge.com 
Steven Ethridge, President 
38-38-38-38 

Market Development Associates, Inc. 
5050 Poplar Ave. , Ste. 920 
Memphis, TN 38157 
Ph. 800-480-8334 or 901-682-1011 
Fax 800-480-0861 
E-mail : jenniferchoate@mdaresearch.com 
www.mdaresearch.com 
Jennifer Choate, Vice President 
35-35-24-24 

PWI Research 
5100 Poplar Ave. , Ste. 3125 
Memphis, TN 38137 
Ph. 901-682-2444 
Fax 901-682-2471 
E-mail : pwipat@aol.com 
www.pwiresearch.com 
Pat LaPointe, President 
35-35-35-35 

Nashville 

Elrick & Lavidge 
1850 Business Park Dr., Ste. 122-8 
Clarksville, TN 37040 
Ph. 615-383-6879 
Fax 615-383-2502 
E-mail : jss@elavidge.com 
www.elrickandlavidge.com 
Janet Savoie, V.P. Data Collection 
1 05-1 05-1 05-1 05 

The Nashville Research Group 
1161 Murfreesboro Rd ., Ste. 150 
Nashville, TN 37217 
Ph . 615-399-7727 
Fax 615-399-9171 
E-mail : service@nashvilleresearch.com 
www.nashvilleresearch.com 
Glyna E. Kilpatrick, Owner/Field Director 
9-0-9-9 

Perdue Research Group 
21 White Bridge Rd ., Ste. 200 
Nashville, TN 37205 
Ph. 615-298-5117 
Fax 615-298-5668 
E-mail : gfuson@mindspring.com 
Greg Fuson , Acct. Mgr./Cnslt. 
20-16-0-0 
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Prince Market Research 
2323 Hillsboro Rd. , #500 
Nashville, TN 37212 
Ph. 615-292-4860 or 800-788-7728 
Fax 615-292-0262 
E-mail: dprince@PMResearch.com 
www. pmresearch .com 
8-0-8-0 

Austin 

First Market Research Corp. 
2301 Hancock Dr. 
Austin , TX 78756 
Ph . 800-FIRST-TX or 512-451-4000 
Fax 512-451-5700 
E-mail: jheiman@firstmarket.com 
www.firstmarket.com 
James Heiman, President 
50-35-50-50 
(See advertisement on p. 41) 

The Gallup Organization -Austin 
1016 LaPosada, Ste. 290 
Austin , TX 78752 
Ph. 512-454-5271 
Fax 512-453-3307 
155-155-155-155 

NuStats International 
3006 Bee Caves Rd ., Ste. A300 
Austin , TX 78746 
Ph . 512-637-6700 ext. 4054 
Fax 512-416-8035 
E-mail : kgovea@nustats.com 
http://nustats.com 
Kelly Govea, Field Director 
75-70-70-70 

Tam madge Market Research 
210 Barton Springs Rd. , Ste. 515 
Austin , TX 78704 
Ph . 800-879-9198 or 512-4 7 4-1 005 
Fax 512-370-0339 
E-mail : tammadge@jump.net 
www.tammadge.com 
Melissa Pepper, CSO 
30-20-30-30 

Dallas/Fort Worth 

Decision Analyst, Inc. 
604 Avenue H East 
Arlington, TX 76011-3100 
Ph. 817-640-6166 or BOO-ANALYSIS 
Fax 817-640-6567 
E-mail: jthomas@decisionanalyst.com 
www.decisionanalyst.com 
Jerry W. Thomas, President/CEO 
65-65-65-65 
(See advertisement on p. 55) 
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DSS Research 
711 E. Lamar Blvd. , Ste. 101 
Arlington, TX 76011-3854 
Ph. 817-265-2422 
Fax 817-261-0707 
E-mail : rgates@dssresearch.com 
www.dssresearch.com 
Dr. Roger Gates, President 
75-75-75-75 

Fenton Swanger Consumer Research, Inc. 
14140 Midway Rd ., Ste. 105 
Dallas, TX 75244 
Ph. 972-934-0707 
Fax 972-490-3919 
E-mail : focus@fentonswanger.com 
www.fentonswanger.com 
Ruthye Fowler, Vice President 
35-35-35-35 

Focus On Dallas, Inc. 
Alpha Plaza 
4887 Alpha Rd ., Ste. 210 
Dallas, TX 75244-4632 
Ph. 972-960-5850 
Fax 972-960-5859 
Mary Ulrich, President 
36-0-36-0 

Information Unlimited, Inc. 
137 47 Montfort, Ste. 218 
Dallas, TX 75240 
Ph. 972-386-4498 
Fax 972-450-8456 
Nancy Monnier, Vice President 
150-150-150-150 

M/A/R/C Research 
1700 Wilshire 
Denton, TX 76201 
Ph. 940-566-6668 
Fax 940-566-0671 
E-mail: info@marcresearch.com 
www.marcresearch.com 
John Graham 
123-123-123-123 

NorTex Research Group/Dallas 
8700 N. Stemmons Fwy., Ste. 190 
Dallas, TX 75247-3715 
Ph. 800-315-TEXX 
Fax 214-630-6769 
E-mail: tveliz@aol.com 
Tony Veliz, Facility Director 
10-0-10-0 

Strong healthy marketing efforts start with pure, 
wholesome data. That's why L&S TeleServlces 
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'" 
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Codes- (e.g. 25-10-25-10) 
1. STATIONS -No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Quality Controlled Services 
2711 LBJ Freeway, Ste. 300 
Farmers Branch , TX 75234 
Ph. 800-421-2167 or 972-488-9988 
Fax 972-488-9997 
E-mail: postmaster@qcs.com 
www.qcs.com 
Lynn Hibben, Branch Manager 
12-0-12-12 
(See advertisement on p. 113) 

Quick Test /NON 
Dallas Focus 
2723 Valley View Ln. 
Dallas, TX 75234 
Ph. 972-241-6696 
Fax 972-241-8513 
E-mail : info@quicktest.com 
www.quicktest.com 
John Gaechelin 
25-8-25-25 

Rincon & Associates 
6060 N. Central Expwy., Ste. 670 
Dallas, TX 75206 
Ph . 214-750-01 02 
Fax 214-750-1015 
E-mail: info@rinconassoc.com 
www.rinconassoc.com 
30-0-30-30 

Savitz Field and Focus - Dallas 
13747 Montfort Dr. , Ste. 112 
Dallas, TX 75240 
Ph. 972-386-4050 
Fax 972-450-2507 
E-mail: info@savitzfieldandfocus.com 
www.savitz-research .com 
Harriet E. Silverman, Exec. Vice President 
150-150-150-150 

Taylor Nelson Sofres lntersearch 
1701 W. Northwest Hwy. 
Grapevine, TX 76051 
Ph. 817-329-5046 
Fax 817-329-5056 
E-mail: bob.michaels@intersearch.tnsofres.com 
www.intersearch.tnsofres.com 
Chris Hauck, Vice President 
130-130-130-130 
(See advertisement on p. 12) 

El Paso 

Aim Research 
1 0456 Brian Mooney 
El Paso, TX 79935 
Ph. 915-591-4777 
Fax 915-595-6305 
E-mail: AIMRES@aol.com 
www.aimresearch.com 
Linda Adams, Owner/Director 
30-20-5-0 
(See advertisement on p. 135) 
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Eastern Research Services 
Vista Estrella II 
1810 George Diter Blvd ., Ste. 106 
El Paso, TX 79936 
Ph. 915-921-0875 
Jack Morales, Director 
90-90-90-90 

Houston 
COS Research, Inc. 
2500 West LoopS. , Ste. 300 
Houston, TX 77027 
Ph. 713-783-9111 or 800-460-9111 
Fax 713-789-2020 
E-mail : CQSinc@aol.com 
www.cqsinc.com 
Noel Roulin , President 
50-15-50-50 

Creative Consumer Research 
3945 Greenbriar 
Stafford, TX 77477 
Ph . 281-240-9646 
Fax 281-240-3497 
E-mail : ccrhous@insyn.net 
Patricia Pratt, Field Director 
60-40-60-60 

The Gallup Organization - Houston 
14405 Walters Rd. , #200 
Houston, TX 77014-1344 
Ph. 281-444-0040 
Fax 281-444-7658 
240-240-240-240 

Gulf State Research Center 
San Jacinto Mall 
1670 San Jacinto Dr. 
Houston, TX 77521 
Ph. 800-357-8842 or 281-421-7798 
Fax 281-421-1976 
E-mail: Lvillar@gte.net 
Robert Landsberger, President 
15-10-15-0 

Market Research & Analysis Field Staff, Inc. 
The Research Center 
Galleria Mall Financial Ctr., #699 
Houston, TX 77056 
Ph. 713-271-5624 
Fax 713-840-0699 
Fay Parker, President 
15-6-15-0 

Mars Surveys of Texas 
3200 Wilcrest, Ste. 100 
Houston, TX 77042 
Ph. 713-266-6277 or 888-320-6277 
Fax 713-266-6276 
E-mail : info@marsresearch.com 
www.marsresearch.com 
Deborah Crowther, Telephone Supervisor 
30-30-30-30 

Opinions Unlimited, Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph. 713-888-0202 or 800-604-4247 
Fax 713-960-1160 
E-mail : ask@opinionsunlimited .com 
www.opinionsunlimited.com 
Andrew Martin, Vice President 
70-60-70-2 4 

Quality Controlled Services 
17625 El Camino Real , Ste. 100 
Houston, TX 77058 
Ph. 800-522-2385 or 281-488-8247 
Fax 281-486-3831 
E-mail : postmaster@qcs.com 
www.qcs.com 
Diana Reid , Branch Manager 
15-0-15-15 
(See advertisement on p. 113) 

Quest Research 
2900 N. Loop W. , 1Oth fl. 
Houston, TX 77092 
Ph. 713-956-6569 
Fax 713-956-2593 
E-mail : research@tqba.com 
www.tqba.com 
Mary Jo Martin , Dir. Rsch. & Database Mkt. 
50-50-50-50 

Voter/Consumer Research 
3845 FM 1960 W. , Ste. 440 
Houston, TX 77068 
Ph . 281-893-1010 
Fax 281 -893-8811 
E-mail : vcr@vcrhouston.com 
www.vcrhouston.com 
Jerry Goins, Vice President 
175-175-1 75-175 

Lubbock 

C PI 
4136 E. 19th St. 
Lubbock, TX 79410 
Ph. 806-780-8880 
Fax 806-780-7676 
E-mail : jpetrillo@cpisurveys.com 
Alew Sakta, Manager 
60-60-60-60 

United Marketing Research 
151653rdSt. 
Lubbock, TX 79412 
Ph . 806-744-6740 
Fax 806-7 44-0327 
E-mail : UMR220@door.net 
www.umspromo.com 
David McDonald , Sales/Marketing Dir. 
90-60-80-80 

San Antonio 

Consumer Research Services 
(Formerly VNU Operations Center) 
4801 N.W. Loop 410, Ste. 125 
San Antonio, TX 78229 
Ph . 954-753-6043 
70-70-70-70 

Creative Consumer Research 
5300 Wurzbach Rd ., Ste. 400 
San Antonio, TX 78238 
Ph. 210-520-7025 
Fax 210-680-9906 
E-mail : ccrsan21 O@aol.com 
Richard Weinhold , Vice President 
50-15-50-0 
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Galloway Research Services 
4346 N.W. Loop 410 
San Antonio, TX 78229-5121 
Ph. 210-734-4346 
Fax 210-732-4500 
E-mail : grs@gallowayresearch.com 
www.gallowayresearch.com 
Linda K. Brazel , General Manager 
75-75-75-75 

Waco 

M/A/R/C Research 
1002 Wales Dr. , Ste. 8 
Killeen , TX 76542 
Ph . 940-566-6668 
Fax 940-566-0671 
E-mail : info@marcresearch.com 
www.marcresearch.com 
John Grahm 
164-164-164-164 

Utah 

St. George 

PGM Incorporated 
1325 S. 320 E. , #4 
St. George, UT 84790 
Ph. 801-434-9546 
Fax 801-434-7304 
E-mail: mail@pgmincorporated.com 
www.pgmincorporated.com 
Robert E. Higginson, V.P./Ciient Relations 
67-67-67-67 

Western Wats Interviewing Center 
44 North 800 East 
St. George, UT 84770 
Ph. 435-652-4500 
Fax 435-67 4-4039 
E-mail : jeffw@george.westernwats.com 
48-48-48-48 
(See advertisement on p. 137) 

Salt Lake City 

BRG Research Services 
500 N. 50 E. 
Provo, UT 84601 
Ph. 801-373-9923 
Fax 801-374-2751 
Luis Carter, Director 
35-27-35-35 

Datatrack 
1998 S. Columbia Lane 
Orem, UT 84097 
Ph . 801-226-1524 
Fax 801-226-3483 
E-mail : info@datatracksolutions.com 
www.datatracksolutions.com 
Tom Summerhays, Phone Center Manager 
123-123-123-123 

May 2000 www.quirks.com 

Discovery Research Group of Utah 
2089 E. Fort Union Blvd . 
Salt Lake City, UT 84121 
Ph. 800-678-37 48 or 801-944-0326 
Fax 801-944-0550 
E-mail : slarson@drgutah.com 
www.drgutah.com 
Steve Larson, Director of Sales 
Mary Spain, Client Services Manager 
350-350-350-350 
(See advertisement on p. 30) 

• Nationwide telephoning 
• 30 line phone center 
• CATI 
• Interview programming 
• Cl3 software 

• Nationwide telephoning 
• Translation 
• Bilingual interviewing 

PGM Incorporated 
581 W. 1600 N. 
Orem, UT 84057 
Ph. 801 -434-9546 
Fax 801-434-7304 
E-mail: mail@pgmincorporated.com 
www.pgmincorporated.com 
Robert E. Higginson, V.P./Ciient Relations 
114-114-114-114 

• Tabulation 
• Media research 

(TV /Radio/Newspaper) 
• Children research 
• Fully supervised 

• Bilingual supervision 
• Se Habla Espanol 
• Spanish questionnaire 

programming 

Linda Adams, Owner & Director or 
Joy Gallegos, Associate Director 
(915) 591-4777 Fax (915) 595-6305 

135 



PGM Incorporated 
776 N. 1200 W. 
Orem, UT 84057 
Ph. 801-434-9546 
Fax 801-434-7304 
E-mail: mail@pgmincorporated.com 
www.pgmincorporated.com 
Robert E. Higginson, V.P./Ciient Relations 
53-53-53-53 

RTNielson Company 
P.O. Box 11481 
Salt Lake City, UT 8414 7 
Ph. 801-359-1345 or 800-786-9946 
Fax 801-355-6335 
E-mail : info@rtnielson.com 
www.rtnielson.com 
Ron Nielson, President 
1 00-1 00-1 00-1 00 
(See advertisement on p. 24) 

Utah Market Research Services 
Div. of Ruth Nelson Research 
Crossroads Plaza Mall 
50S. Main St. 
Salt Lake City, UT 84144-01 03 
Ph. 801-363-8726 
Fax 801-321-4904 

· E-mail: umrs@worldnet.att.net 
www.ruthnelsonresearchsvcs.com 
Berdene Atkin, Manager 
10-0-10-0 
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Valley Research, Inc. 
350 E. 500 S. , Ste. 102 
Salt Lake City, UT 84111-3351 
Ph. 801-907-2000 
Fax 801-907-2001 
E-mail: valley@valley-research.com 
www.valley-research.com 
Sheri Guiver, President 
20-20-20-20 

Venture Data 
3320 S. 300 E. 
Salt Lake City, UT 84115 
Ph. 800-486-7955 
Fax 888-522-5498 
E-mail : scotts@VentureData.com 
www.VentureData.com 
200-200-200-200 
(See advertisement on p. 136) 

Western Wats Business-to-Business Center 
2155 N. Freedom Blvd. 
Provo, UT 84604 
Ph . 801-344-5600 
Fax 801-344-5700 
E-mail : gordon@office.westernwats.com 
Gordon Bishop 
54-54-54-54 
(See advertisement on p. 137) 

Western Wats Interviewing Center 
208 N. Orem Blvd. 
Orem, UT 84057 
Ph. 435-652-4500 
Fax 435-67 4-4039 
E-mail : jeff@orem.westernwats.com 
40-40-40-40 
(See advertisement on p. 137) 

Western Wats Opinion Research Center 
9 S. Main St. 
Ephraim, UT 84627 
Ph. 801-37 4-5572 
Fax 801-379-4197 
E-mai I: edward@office. weste rnwats. com 
50-50-50-50 
(See advertisement on p. 137) 

Western Wats Opinion Research Center 
1070 N. Main St. 
Spanish Fork, UT 84660 
Ph . 801-374-5572 
Fax 801-379-4197 
E-mail : edward@office.westernwats.com 
Ed Ledek 
50-50-50-50 
(See advertisement on p. 137) 

Western Wats Tracking Center 
22 E. Center St. 
Logan , UT 84321 
Ph. 801-374-0795 
Fax 801-343-2500 
E-mail : art@office.westernwats.com 
64-64-64-64 
(See advertisement on p. 137) 

Venture Data I 

Telephone Data Collection Experts 

- Professionally trained telephone interviewers. 

- Consumer and business-to-business services. 

- The best CATI programmers in the business. 

- Fast, accurate data processing. 

- Competitive pricing. 

- Capacity galore! 

www.quirks.com Quirk's Marketing Research Review 
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Codes- (e.g. 25-10-25-10) 
1. STATIONS- No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Wirth lin Worldwide 
1998 S. Columbia Ln. 
Orem, UT 84097-8052 
Ph. 801-226-1524 
Fax 801-226-3483 
E-mail: inquires@wirthlin.com 
www.wirthlin.com 
Tom Summerhays, Phone Center Manager 
123-123-123-173 

I&&UIIi CID&UIIR& 

+Domestic & Worldwide 
Telephone Interviewing 
and Focus Groups 

+Over 400 CATI Stations 
+Tabulation, Coding and 

Data Transmission 
+Inbound Services 

Market Research 
through Advanced Technology 

For further information 
or a copy of our 
brochure contact: 
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Issues & Answers 

5151 Bonney Road 

Virginia Beach, VA 23462 

Burlington 

Action Research 
212 Battery St. 
Burlington, VT 05401 
Ph. 802-862-4370 
Fax 802-862-2349 
E-mail: info@actionresearch.com 
www.actionresearch.com 
Richard H. McCoy, President 
14-14-14-0 

Virginia 
~ ... ~ ~ . .:w&~i""':l.:<- ~"'~~-~hl&..:~""~;Oli.;~~M 

Newport News/ 
Norfolk/Virginia Beach 

Continental Research Associates, Inc. 
4500 Colley Ave. 
Norfolk, VA 23508 
Ph. 757-489-4887 
E-mail : Nglassman@worldnet.att.net 
Nanci A. Glassman, President 
14-7-14-14 

Eastern Research Services 
Pembroke Six, Ste. 318 
297 Independence Blvd. 
Virginia Beach, VA 23462 
Ph. 757-519-9145 
Fax 757-519-9685 
Nanci Hawkins, Manager 
60-60-60-60 

lpsos-ASI , Inc. 
11880 Fishing Point Dr., Ste. 215 
Newport News, VA 23606 
Ph. 757-873-6100 
Fax 757-873-6102 
E-mail: jkarson@ipsos-asi.com 
www. i psos-asi .com 
146-146-146-100 

lpsos-ASI , Inc. 
2551 Eltham Ave. , Ste. K 
Norfolk, VA 23551 
Ph. 757-858-6300 
Fax 757-858-6393 
E-mail: jkarson@ipsos-asi.com 
www. i psos-asi .com 
125-125-125-100 

Issues and Answers Network, Inc. 
5151 Bonney Rd. 
Virginia Beach, VA 23462 
Ph. 757-456-1100 or 800-23-ISSUE 
Fax 757-456-0377 
E-mail : peterm@issans.com 
www.issans.com 
Peter McGuinness, President 
120-120-120-120 
(See advertisement on p. 138) 

Quick Test 
Norfolk Telephone 
825 Greenbrier Circle, Ste. 200 
Chesapeake, VA 23320 
Ph. 757-523-2505 
Fax 757-523-0463 
E-mail: info@quicktest.com 
www.quicktest.com 
Gerri Kennedy, Manager 
20-20-20-20 

Richmond 

Media General Research 
P.O. Box 85333 
Richmond, VA 23293-0001 
Ph . 804-649-6787 
Fax 804-649-6863 
E-mail: sshaw@media-general.com 
Steve Shaw, Director of Research 
15-0-15-0 

Southeastern Institute of Research (SIR) 
2325 W. Broad St. 
Richmond, VA 23220 
Ph. 800-807-8981 or 804-358-8981 
Fax 804-358-9761 
E-mail : SIR@SIRresearch .com 
www.SI Rresearch.com 
Robert Miller, President 
82-82-82-82 

Roanoke 

Issues and Answers Network, Inc. 
Buchanan Information Park 
Rural Rte. 3, Box 181 A 
Grundy, VA 24614 
Ph. 757-456-1100 or 516-487-8339 
Fax 757-456-0377 
E-mail : peterm@issans.com 
www.issans.com 
Peter McGuinness, President 
90-90-90-90 
(See advertisement on p. 138) 

Issues and Answers Network, Inc. 
Russell County Industrial Park 
Rural Rte. 2, Box 480 
Lebanon, VA 24266 
Ph. 757-456-1100 or 516-487-8339 
Fax 757-456-0377 
E-mail: peterm@issans.com 
www.issans.com 
Peter McGuinness, President 
120-120-120-120 
(See advertisement on p. 138) 
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Washin ton 

Seattle/Tacoma 

Catalyst Research Network 
P.O. Box 19599 
Seattle, WA 98109 
Ph. 800-918-9301 or 206-281-7111 
Fax 206-281-8297 
E-mail : info@crn i.com 
www.crni.com 
Evan Reilly, Vice President 
120-0-120-120 

Consumer Opinion Services, Inc. 
12825 First Ave. S. 
Seattle, WA 98168 
Ph . 206-241-6050 
Fax 206-241-5213 
E-mail : info@cosvc.com 
www.cosvc.com 
Jerry Carter, Vice President 
17-0-17-0 
(See advertisement on p. 139) 

First Northwest Group 
7907 212th St. S.W. , Ste. 200 
Edmonds, WA 98026 
Ph. 425-775-3500 
Fax 425-776-1202 
E-mail : 1 st.nw.grp@worldnet.att.net 
www.firstnwgroup.com 
Karen Benedict, General Manager 
75-75-75-75 

Gilmore Research Group 
2324 Eastlake Ave. E. , Ste. 300 
Seattle, WA 98102-3306 
Ph. 206-726-5555 
Fax 206-726-5620 
www.gilmore-research.com 
Mary Monroe, Sr. Vice President 
39-39-39-39 
(See advertisement on p. 140) 

GMA Research Corp. 
11808 Northrup Way, Ste. 270 
Bellevue, WA 98005 
Ph. 425-827-1251 
Fax 425-828-6778 
E-mail : gma70@aol.com 
Richard Seeker, Director of Field Service 
34-28-24-24 

Market Data Research Corp. 
308 Tacoma Ave. S. 
Tacoma, WA 98402 
Ph. 800-488-DATA or 253-383-1100 
Fax 253-383-0852 
E-mail : kgere@marketdataresearch.com 
Kathy Gere 
22-22-22-22 

May 2000 www.quirks.com 

Market Trends, Inc. 
(Corporate Headquarters) 
375 Corporate Dr. S. , Ste. 100 
Seattle, WA 98188 
Ph. 206-575-1222 
Fax 206-575-8779 
E-mail : infomanager@markettrends.com 
www.markettrends.com 
Jackie Weise, Exec. Vice President 
50-50-50-50 

Northwest Research Group, Inc. 
400 1 08th Ave. N.E., Ste. 200 
Bellevue, WA 98004 
Ph. 425-635-7481 
Fax 425-635-7 482 
E-mail : mkobrien@nwrg.com 
www.nwrg .com 
Kathy Simplot, V.P. Custom Research 
36-21-36-36 

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

Quality Controlled Services 
14711 NE 29th Place, Ste. 110 
Bellevue, WA 98007 
Ph. 888-863-9573 or 425-881-7272 
Fax 425-881-7121 
E-mail: postmaster@qcs.com 
www.qcs.com 
Donna Glosser, Branch Manager 
12-0-12-0 
(See advertisement on p. 113) 

Spokane 

Communications Center, Inc. 
715 E. Sprague, #1 04 
Spokane, WA 99202 
Ph . 509-624-8228 
Fax 509-624-8341 
E-mail: mccarns@comcntr.com 
Mike McCarns, Director of Operations 
120-120-120-120 

Robinson Research, Inc. 
524 W. Indiana 
Spokane, WA 99205 
Ph. 509-325-8080 
Fax 509-325-8068 
E-mail : robinsonresearch@icehouse.net 
www.robinsonresearchinc.com 
William D. Robinson , President 
30-30-30-30 

The color 
of data 

Many focus group companies seem to think that good data 
comes out of beige rooms. We happen to think otherwise. 

Our new Portland focus group office features all the creature 
comforts, high speed net access and videoconferencing too. But we 
also give you the choice of a relaxing and rich blue themed room or a 
soothing and warm burgundy themed room for your focus group. 

We think good data is best collected in rooms you can actually like. 
Call us with your next focus group assignment. 

f Consumer Opinion ServiCes 
" . We answer to you 

12825 1st Avenue South Seattle, WA 98168 www.cosvc.com 206-241-6050 

Seattle + + Boise + Portland + Salt Lake + San Jose 
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Codes- (e.g. 25-10-25-10) 
1. STATIONS- No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Strategic Research Associates 
426 W. Boone Ave. 
Spokane, WA 99201 
Ph. 509-324-6960 or 888-554-6960 
Fax 509-324-8992 
E-mail: stevend@kxly.com 
www.strategicresearch.net 
Steven Dean, Director 
20-1 0-16-16 

West Viro-inia 

Charleston 
McMillion Research Service 
1 012 Kanawha Blvd. E. 
Charleston, WV 25301-2809 
Ph. 304-343-9650 
Fax 304-343-6522 
E-mail: MCMILLRES@aol.com 
http://members.aol.com:/mcmillres/homelindex.htm. 
Gary or Sandy McMillion, Owners 
1 00-1 00-1 00-1 00 
(See advertisement on p. 141) 

For more than 50 

years, The Gilmore 

Research Group has 

provided companies 

with straightforward 

market information-

information that gives 

them the foresight 

to succeed. 

Using focus groups 

and proven data­

gathering technjques, 

we'll help you get to 

know your customers­

who they are, when 

they'll buy, how much 

they'll spend. So you can 

make better-informed 

Call 206-726-5555 and ask how 
Gilmore Research can provide you 

marketing decisions and 

launch every program 

with confidence. The 

confidence of foresight. the foresight to succeed. 

THE 
GRMORE 

ESFAR£ 
G OUP 

2324 Eastlake Avenue East, Suite 300 • Seattle, WA 98HJ.::. 
729 NE. Oregon Street, Suite 150 • Portland, OR 97232 

FlmYF.ARSOF 
~1RAIGHT Ml>TI!RS 

Morgantown 

Market Facts, Inc. 
2567 University Ave., Ste. 2017 
Morgantown , WV 26505 
Ph. 847-590-7000 
Fax 847-590-7167 
E-mail: sabrams@marketfacts.com 
www.marketfacts.com 
Sharon Abrams 
11 0-11 0-11 0-11 0 

Wisconsin .... 

Leede Research Group, Inc. 
1332 S. 26th St. 
Manitowoc, WI 54220 
Ph. 920-683-5940 
Fax 920-683-5950 
E-mail : JimD@Leede.com 
www.Leede.com 
Jim DeZeeuw, Vice President 
35-35-35-35 

Quality Controlled Services 
4330 W. Spencer St. 
Appleton , WI 54915 
Ph. 800-637-0775 or 920-731-2241 
Fax 920-731-2921 
E-mail : postmaster@qcs.com 
www.qcs.com 
Esther Young, Branch Manager 
16-16-16-16 
(See advertisement on p. 113) 

Venture Research Corporation 
1221 Bellvue St. , Ste. 205 
Green Bay, WI 54302 
Ph. 920-391-1960 
Fax 920-391-1961 
E-mail: venturegb@aol.com 
18-18-18-18 

Wisconsin Research, Inc. 
1270 Main St. 
Green Bay, WI 54302 
Ph. 920-436-4646 
Fax 920-436-4651 
Kathy Fisher 
20-20-20-0 

Madison 

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 
Nicole Wyrembeck, Vice President 
30-30-30-30 
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McMillion Research 

AMERICA'S 
RESEARCH 
EXPERTS 

It's o focH Across America, McMillion Research is the 
trusted source for consumer research ond doto collection. 
Since 1980, America's top companies, associations ond 
government agencies hove 
counted on the integrity ond 
timeliness of our services to 
help reach their most 
important decisions. 

If you're looking for second­
to-none research to get you 
answers, put our teom of 
150-strong behind your 
project. Get to the facts, ond 
give your organization the 
insight it needs to prosper. 

McMillion 
Research 
GET TO THE FACTS! 

11 America's most successful 
companies have trusted 
McMillion Research for 
accuracy, quality and 
experience. Call to discuss 
your specific challenge!" 

Gary & Sandy McMillion 
Co-Presidents 

A NETWORK Member 

'W 
1012 Kanawha Boulevard East I Charleston, West Virginia 25301 
(304) 343-9650 I (304) 343-6522 Fax I (800) 969-9235 
www.mcmillres@aol.com 



Codes- (e.g. 25-10-25-10) 
1. STATIONS- No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Hagler Bailly 
University Research Park 
455 Science Dr. 
Madison, WI 53711-1058 
Ph. 608-232-2800 
Fax 608-232-2858 
E-mail : research@haglerbailly.com 
www.haglerbailly.com 
Bryan K. Ward, Survey Ops. Manager 
36-36-36-36 

Gene Kroupa & Associates 
222 N. Midvale Blvd. , Ste. 29 
P.O. Box 5258 
Madison, WI 53705 
Ph. 608-231-2250 
Fax 608-231-6952 
E-mail : gene@genekroupa.com 
www.genekroupa.com 
Dr. Gene Kroupa, Research Director 
20-20-20-20 

Quality Controlled Services 
Madison Survey Center 
702 N. Blackhawk Ave. 
Madison, WI 53705 
Ph. 608-231-9090 
Fax 608-231-6235 
E-mail : postmaster@qcs.com 
www.qcs.com 
Chris Hess-Molloy, Branch Manager 
47-47-47-47 
(See advertisement on p. 113) 

Milwaukee 

Advantage Research, Inc. 
W202 N1 0246 Lannon Rd. 
P.O. Box 307 
Germantown, WI 53022 
Ph. 262-502-7000 or 877-477-7001 
Fax 262-502-7010 
E-mail : info@ariadvantage.com 
www.ariadvantage.com 
Maureen Hampel 
30-30-30-30 
(See advertisement on p. 143) 

Consumer Pulse of Milwaukee 
The Grand Avenue Mall , #2004A 
275 W. Wisconsin Ave. 
Milwaukee, Wl53203 
Ph. 414-27 4-6060 or 800-336-0159 
Fax 414-27 4-6068 
E-mail : milwaukee@consumerpulse.com 
www.consumerpulse.com 
Cassandra Rankin , Manager 
15-8-15-15 
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The Dieringer Research Group, Inc. 
3064 N. 78th St. 
Milwaukee, WI 53222 
Ph. 414-449-4545 or 800-489-4540 
Fax 414-449-4540 
E-mail : research@thedrg.com 
www.thedrg.com 
Glen Armstrong , Interviewing Manager 
65-65-65-65 

Lein/Spiegelhoff, Inc . 
720 Thomas Ln. 
Brookfield, WI 53005 
Ph. 262-797-4320 
Fax 262-797-4325 
E-mail : ls@execpc.com 
www.execpc.com/- ls 
Charles Spiegel hoff, President 
50-40-50-50 

Management Decisions, Inc. 
6525 W. Bluemound Rd. 
Milwaukee, WI 53213-4073 
Ph. 414-77 4-0623 
Fax 414-77 4-0385 
E-mail : info@managementdecisionsinc.com 
www.managementdecisionsinc.com 
Ronald D. Bisbing, President 
40-20-40-40 

Market Probe, Inc. 
2655 N. Mayfair Rd. 
Milwaukee, WI 53226-1310 
Ph. 414-778-6000 
Fax 414-778-3730 
E-mail : info@marketprobe.com 
www.marketprobe.com 
Sarah Miner, Manager 
75-75-75-75 

Market Probe, Inc. 
1760 22nd Ave. 
Kenosha, WI 53140 
Ph. 262-612-1200 
Fax 262-612-1201 
www.marketprobe.com 
Brenda Dwyer, Manager-CAT! 
60-60-60-60 

Mazur/Zachow, Inc. 
1025 S. Moorland Rd. , Ste. 300 
Brookfield, WI 53005 
Ph. 262-938-9244 
Fax 262-938-9255 
E-mail : mazurzac@aol.com 
Diane Zachow, Vice President 
15-5-10-0 

Milwaukee Market Research, Inc. 
10101 W. Innovation Dr., Ste. 350 
Woodlake Business & Technology Ctr. 
Milwaukee, WI 53226 
Ph. 414-475-6656 
Fax 414-475-0842 
E-mail : mmr@execpc.com 
Susan Lehmann, President 
17-14-14-0 

PERT Survey Research 
1209 W. Layton Ave. 
Milwaukee, WI 54022 
Ph. 860-242-2005 
Fax 860-242-4857 
E-mail: pertsr@aol.com 
www.pertsu rvey.com 
Joyce Bergeron, Field Director 
40-35-40-40 

Laramie 

Western Wats Tracking Center 
1604 Grand Ave. 
Laramie, WY 82070 
Ph . 801-374-0795 
Fax 801 -343-2500 
E-mail : art@offi ce. westernwats.com 
Art Jackson 
50-50-50-50 
(See advertisement on p. 137) 

Canada 

Calgary 

Top Hat Focus Surveys Ltd. 
301512th St. N.E., #140 
Calgary, AB T2E 7 J2 
Canada 
Ph. 403-299-0750 
Fax 403-299-0762 
E-mail : tophat@netway.ab.ca 
25-25-25-25 

Edmonton 

Advanis Field Research (AFR) 
10123 99 Street, Ste. 1600 
Edmonton, AB T5J 3H1 
Canada 
Ph. 780-944-9212 
Fax 780-426-7622 
E-mail : info@afr.advanis.ca 
www.advanis.ca/afr 
120-120-120-1 20 
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Vancouver 

Nova Quality Research, Ltd. 
2nd fl. - 1622 W. 7th Ave. 
Vancouver, BC V6J 1 S5 
Canada 

New Brunswick 

St. John 

Campbell Goodell Traynor Consultants, ltd . 
1100 - 675 W. Hastings St. 

Ph. 604-734-2330 
Fax 604-734-4 725 
E-mail : nqr@telus.net 
www.novaquality.com 
Valerie Jenkinson 
12-12-12-12 

Com Tel Answering & Telemarketing Svcs., ltd. 
82 Germain St. , 3rd level 

Vancouver, BC V68 1 N2 
Canada 
Ph. 604-681-0381 
Fax 604-681-0427 
E-mail : adipaula@cgtnet.com 
www.cgtnet.com 
Adam Di Paula 
52-52-52-52 

Market Facts of Canada - Vancouver 
Royal City Center 
610- 6th st. , Ste. 235 
New Westminster, BC V3L 3C2 
Canada 
Ph. 604-517-0070 
Fax 604-517-0079 
E-mail : sabrams@marketfacts.com 
www.marketfacts.com 
Else Lewer, Manager 
20-20-20-20 

Research House, Inc. 
Ste. 400- Hudson House 
321 Water St. 
Vancouver, BC V68 1 88 
Canada 
Ph. 604-687-3714 
Fax 604-687-3716 
E-mail : vanc@research-house.ca 
www.research-house.ca 
Tammy Braun, Project Director 
20-0-20-20 

Have You 
Lost Your 

Direction? 

St. John, NB E2L 2E7 
Canada 
Ph. 506-634-1267 or 888-351-1111 
Fax 506-634-8990 
E-mail : comtel@fundy.net 
Paula Cormier, President 
7-7-7-0 

Nova Scotia 

Halifax 

RDI Fieldworks, Inc. 
1310 Hollis St., Ste. 210 
Halifax, NS 83J 3P3 
Canada 
Ph. 902-492-8989 or 888-406-4666 
Fax 902-490-1665 
E-mail: info@rdifieldworks.com 
65-65-65-65 

. . .. :· . 
. - _; ·:::· 

Let Advantage Research, Inc. guide you in the .· · · 
timely and accurate marketing research services. 

Our services include: 
• .Implementation of computer-aided telep\1Q:Ut7 sury~ys .. 
• Mail &: internet-based surveys • F oc11s group titoQ.eraii'l}.gq: 

Calll-877-477-7001 . 
for fast quotes and 

responsive cu,stomer service! 
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Codes - (e.g. 25-10-25-10) 
1. STATIONS- No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Ontario 
~ 

Ottawa 

Opinion Search, Inc. 
1800- 160 Elgin St. 
Ottawa, ON K2P 2C4 
Canada 
Ph. 800-363-4229 
Fax 613-230-3793 
E-mail: info@opinionsearch.com 
www.opinionsearch.com 
Janette Niwa, Director, Client Services 
125-125-125-125 
(See advertisement on p. 5) 

Toronto 

Canadian Viewpoint, Inc. 
Hillcrest Mall 
9350 Yonge St. , Ste. 206 
Richmond Hills, ON L4C 5G2 
Canada 
Ph. 905-770-1770 or 888-770-1770 
Fax 905-770-1692 
E-mail: kim@canview.com 
www.canview.com 
Alan Boucquey, V.P. Operations 
40-25-40-25 

CanTest Research Services 
2300 Yonge St., Ste. 2100 
Toronto, ON M4P 1 E4 
Canada 
Ph. 416-487-3916 
Fax 416-487-5203 
E-mail: cantest@djcresearch.com 
Sarah Greenberg, Sr. Vice President 
51-51-51-51 

Consumer Contact 
1220 Sheppard Ave. E., #1 00 
Toronto, ON M2K 2S5 
Canada 
Ph. 800-461-3924 
Fax 416-493-0176 
E-mail: info@consumercontact.com 
www.consumercontact.com 
David Black, Exec. Vice President 
300-300-300-300 

Consumer Vision 
1255 Bay St. , Ste. 300 
Toronto, ON M5R 2A9 
Canada 
Ph. 416-967-1596 
Fax 416-967-0915 
E-mail : phyllis.friedman@consumervision.on.ca 
Phyllis Friedman, General Manager 
40-0-40-0 
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Forum Canada Research, Inc. 
180 Bloor St. W., Ste. 1401 
Toronto, ON M5S 2V6 
Canada 
Ph. 416-960-9600 ext. 9603 
Fax 416-960-9602 
E-mail : forum@pathcom.com 
Lorne Bozinoff, President 
50-50-50-50 

Goldfarb Consultants 
4950 Yonge St. , Ste. 1700 
Toronto, ON M2N 6K1 
Canada 
Ph. 800-803-6332 
Fax 416-221-2214 
E-mail : info@goldfarbconsultants.com 
www.goldfarbconsultants.com 
Karen Blaine 
170-170-170-170 

Market Facts of Canada 
77 Bloor St. W. 
Toronto, ON M5S 3A4 
Canada 
Ph. 847-590-7000 or 416-964-6262 
Fax 847-590-7167 or 416-964-9333 
E-mail : sabrams@marketfacts.com 
www.marketfacts.com 
Sharon Abrams 
75-75-75-75 

Market Probe Canada 
20 Holly St. , Ste. 301 
Toronto, ON M4S 3B1 
Canada 
Ph. 416-233-1555 
Fax 416-487-4213 
E-mail : b.ritchie@marketprobe.ca 
www.marketprobe.com 
Bill Ritchie, Director- Field Services 
60-60-60-60 

Maverick Research Inc. 
248 Dupont St. 
Toronto, ON M5R 1 V7 
Canada 
Ph. 416-960-9934 
Fax 416-960-1917 
E-mail : maverres@idirect.com 
www.maverickresearch.com 
Nancy Gulland, President 
12-12-12-0 

Metroline Research Group, Inc. 
7 Duke St. W. 
Kitchener, ON N2H 6N7 
Canada 
Ph. 800-827-0676 
E-mail : info@metroline.ca 
www.metroline.ca 
Dave Kains, Partner, ext. 3003 
16-0-10-0 

Opinion Search, Inc. 
2500 - 2 Bloor St. W. 
Toronto, ON M4W 3E2 
Canada 
Ph. 800-363-4229 or 888-495-7777 
Fax 416-962-0505 
E-mail: info@opinionsearch.com 
www.opinionsearch.com 
Ruby Huxter, National Field Director 
50-50-50-50 
(See advertisement on p. 5) 

R.I.S. Christie- The Data Collection Co. 
14 Verral Ave. 
Toronto, ON M4M 2R2 
Canada 
Ph. 416-778-8890 
Fax 416-778-8898 
E-mail : ris@inforamp.net 
www.rischristie.com 
Olga Friedlander, President 
25-25-25-0 

Research House, Inc. 
1867 Yonge St. 
2nd fl. (Qualitative) & 4th fl. (Quantitative) 
Toronto, ON M4S 1 Y5 
Canada 
Ph . 416-488-2333 (Quant.) or 
416-488-2328 (Qual.) 
Fax 416-488-2391 (Quant.) 
E-mail : mail@research-house.ca 
www.research-house.ca 
Paul Gautheir, Vice President 
55-40-55-55 

Survey Canada 
21 Randolph Ave. 
Toronto, ON M6P 4G4 
Canada 
Ph. 416-516-5678 
Fax 416-588-8079 
E-mail : surveycanada@idirect.com 
www.goldfarbconsultants.com 
Zillah Baumal, Vice President 
170-170-170-170 

Telepoll Canada Inc. 
19 Mercer St. , Ste. 202 
Toronto, ON M5V 1 H2 
Canada 
Ph. 416-977-0608 
Fax 416-977-8817 
E-mail : corey@telepoll.net 
www.telepoll .net 
Corey Kaffenbaum, Dir. Client Services 
21-21-21-21 

Thompson Lightstone & Company 
350 Bloor St. E., Ste. 600 
Toronto, ON M4W 1 H4 
Canada 
Ph. 416-922-1140 
Fax 416-922-8014 
E-mail : tlc@tlcl.com 
www.omnitel.org 
Liz Futo, Dir. of Field Services 
250-250-250-250 

Walker Information Canada 
1090 Don Mills Rd ., Ste. 300 
Toronto, ON M3C 3R6 
Canada 
Ph . 416-391-1844 
Fax 416-391-3290 
E-mail : info@walkernet.com 
www.walkerinfo.com 
11 0-11 0-11 0-11 0 
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Montreal 

Contemporary Research Centre 
1250 Guy St. , Ste. 802 
Montreal, PO H3H 2T4 
Canada 
Ph. 800-932-7511 or 514-932-7511 
Fax 514-932-3830 
E-mail : luc@crcdata.com 
www.crcdata.com 
Elaine Rioux 
44-44-44-44 

Quebec Recherches 
2953 rue Belanger est, Ste. 214 
Montreal , PO H1 Y 3G4 
Canada 
Ph. 514-725-0306 
Fax 514-725-0308 
E-mail : mtl@research-house.ca 
www.research-house.ca 
40-30-40-40 

Quebec Recherches 
Centre Commercial , Le Boulevard 
4264 rue Jean-Talon est 
Montreal, PO H1 S 1 J7 
Canada 
Ph . 514-725-0306 
Fax 514-725-0308 
E-mail: mtl@research-house.ca 
www.research-house.ca 
Nancy Lefebvre, Manager 
40-30-40-40 

Solumar/Market Facts of Canada 
1200 McGill College 
Montreal, PO H3B 4G7 
Canada 
Ph. 514-875-7570 
Fax 514-875-1416 
www.marketfacts.com 
Alain Ferron, Vice President 
28-28-28-28 

International 

Argentina . 

ASECOM Latin America 
Av. Belgrano 1255 
1093 Buenos Aires 
Argentina 
Ph. 54-11-4381-1118 
Fax 54-11-4381-0234 
E-mail : research@asecom.com.ar 
www.asecom.com.ar 
Jorge Garcia-Gonzalez, President 
36-36-36-0 
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D'Aiessio/Harris (Argentina) 
25 de Mayo 252 piso 11 
1002 Buenos Aires 
Argentina 
Ph. 54-11-4331-1333 
Fax 54-11-4342-9292 
E-mail : info@edalessio.com.ar 
www.edalessio.com.ar 
Dr. Eduardo Luis D'Aiessio, President 
7-7-7-0 

Australia. 
AMR/Harris Interactive 
1st floor, 202-206 Broadway 
Ultimo, NSW 2007 
Australia 
Ph. 61-2-9211-1050 
Fax 61-2-9211-4080 
E-mail : brian@amrsydney.com 
www.harrisinteractive.com 
Brian Fine, Managing Director 
1 00-1 00-1 00-0 
(See advertisement on p. 33) 

NFS Market Research Pty Ltd 
Northern Field Services 
48 School Street 
Kelvin Grove, OLD 4059 
Australia 
Ph. 61-7-3356-7166 
Fax 61-7-3356-6688 
E-mail: JiiiBond@nfs.com.au 
60-50-0-0 

Surveys Australia 
5th Floor 
168 Walker Street 
North Sydney, NSW 2060 
Australia 
Ph. 61-2-9911-7272 
Fax 61-2-9911-7373 
E-mail : surveys@surveys.net.au 
www.surveys.net.au 
Ben Dixon, Director 
80-80-80-0 

Surveys Australia 
479 St. Kilda Road 
Melbourne, VIC 3004 
Australia 
Ph. 61-3-9207-3900 
Fax 61-3-9207-3910 
E-mail: surveys@surveys.net.au 
www.su rveys. net. au 
Maree Ward , VIC State Field Manager 
60-60-60-0 

Surveys Australia 
3rd Floor 
349 Coronation Drive 
Milton, OLD 4064 
Australia 
Ph. 61-7-3368-7080 
Fax 61-7-3868-7059 
E-mail : surveys@surveys.net.au 
www.surveys.net.au 
Elizabeth Donavan , OLD State Field Manager 
35-35-35-0 

Surveys Australia 
317 Rockeby Rd. 
Subiaco, WA 6008 
Australia 
Ph. 61-9-388-9224 
Fax 61-9-388-2084 
E-mail : surveys@surveys.net.au 
www.surveys.net.au 
John Sherlock, WA State Field Manager 
30-30-30-0 

Surveys Australia 
Unit 17, Cavenagh City Centre 
24 Cavenagh Street 
Darwin, NT 0801 
Australia 
Ph. 61-8-8941-3955 
Fax 61-8-8941-3956 
E-mail : surveys@surveys.net.au 
www.su rveys. net. au 
Jennifer Martin, NT State Field Manager 
5-0-0-0 

Surveys Australia 
135 Fullarton Road 
Rose Park, SA 5067 
Australia 
Ph. 61-8-8364-5518 
Fax 61-8-8364-2624 
E-mail: surveys@surveys.net.au 
www.su rveys. net. au 
Raelene Donnell , SA State Field Manager 
30-30-30-0 

West Coast Field Services 
1st Floor, 47 Kishorn Rd. 
Applecross, WA 6153 
Australia 
Ph. 61-8-9316-3366 
Fax 61-8-9316-9117 
E-mail: answers@marketresearch.com.au 
25-0-25-0 

COMPASS International 
Rue de Ia Valier 4 
1050 Brussels 
Belgium 
Ph. 651-905-8400 (U.S.) or 32-2-644-1828 
Fax 651-686-9981 (U .S.) 
E-mail : denise@powersystems.com 
www.compassresearch.com 
David Ford, Vice President 
1 0-1 0-1 0-1 0 

Taylor Nelson SOFRES Dimarso 
240 Avenue Rogier 
1030 Brussels 
Belgium 
Ph . 32-2-215-19-30 
Fax 32-2-216-13-96 
E-mail : info@dimarso.com 
Luc Schulpen 
96-96-96-0 
(See advertisement on p. 12) 
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Codes- (e.g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations using computer-aided interviewing 
3. ON-SITE- No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

Brazil 
110.-~ - ...... ~-"""-...li.<~"""'~~~ 

ABACO Marketing Research, Ltd. 
Avenida Paulista 2644 - 7th floor 
Sao Paulo 
Brazil 
Ph . 55-11-258-8671 
Fax 55-11-255-4350 
E-mail : precise@zip.net 
www.abacoresearch.com 
Janice M.B. Grabowsky, Vice President 
24-15-15-0 

ABACO Marketing Research, Ltd. 
Sao Paulo Marketing Center 
Rua Minas Gerais, 396 
01244-010 Sao Paulo 
Brazil 
Ph. 55-11-257-0711 
Fax 55-11-256-3982 
E-mail : abaco@amcham.com.br 
www.abacoresearch .com 
Alan Grabowsky, President 
6-4-6-0 

GNP/Gazelle International, Inc. 
R. Gel. Joaguim Ferreira Lobo, 381 
04544-150 Sao Paulo 
Brazil 
Ph. 55-11-820-9622 or 212-686-8808 
E-mail: info@gazelleintl.com 
25-25-25-25 

Goldfarb Consultants Brasil 
Rua Bandeira Paulista, 600-cj144 
04532-001 Sao Paulo 
Brazil 
Ph. 55-11-3841-9281 
Fax 55-11-3849-3401 
E-mail: dmyhrer@amcham.com.br 
www.goldfarbconsultants.com 
Octavio de Costa Eduardo, Jr. 
20-12-20-0 

Chile 
~ ·~.x. ~ ...._,_ --"-..~-~ ~-~---~"'"'~ 

FORO Harris Interactive 
Estados Unidos 359 
Santiago Centro 650475 
Chile 
Ph. 56-2-633-6399 
Fax 56-2-639-6401 
E-mail: chile@harrisinteractive.com 
www.harrisinteractive.com 
Marcelo Charlin, Partner 
5-5-5-0 
(See advertisement on p. 33) 
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China 
~ 

The AMI Group of Companies 
9/F, Leighton Centre 
77 Leighton Road · 
Causeway Bay 
Hong Kong 
Ph. 852-2881-5388 
Fax 852-2881-5918 
E-mail : info@ami-group.com 
www.ami-group.com 
120-1 00-0-0 

Asian Commercial Research Ltd. (ACR) 
15/F Hua Fu Commercial Building 
111 Queen's Road West 
Hong Kong 
Ph. 852-2516-7835 
Fax 852-2516-7105 
E-mail : wm_acr@hk.super.net 
www.asian-research.com 
Wander Meijer, Managing Director 
40-40-40-0 

Field Force China - Harris China 
6th floor, Hong Qiao Rong Guang Building 
No. 11 , Chang Shun Road 
Chang Ning District, Shanghai 
China 
Ph. 86-21-6208-3536 
Fax 86-21-6208-3537 
E-mail : fieldforce@ffms.com 
www.ffms.com 
Steve Chang, President 
20-20-20-0 

Croatia 
~ 

CAIR Center 
Vlaska 26 
10000 Zagreb 
Croatia 
Ph. 385-1-230-0734 
Fax 385-1-481-4145 
E-mail : CairWave@ini.hr 
www. ini .h r/cai r-eenter 
Dr. Vesna Luzar 

France 
~ 

Field Facts Worldwide 
5 rue de Ponthieu 
75008 Paris 
France 
Ph. 33-1-53-96-02-10 
Fax 33-1-53-96-02-50 
E-mail: fieldfactsfrance@compuserve.com 
www.fieldfacts.com 
Jean Francois Guiderdoni , Manager 
12-0-12-0 

Focus World International, Inc. (Europe) 
3 Rue Maurice Loewy 
75014 Paris 
France 
Ph . 732-946-0100 (U .S.) 
Fax 732-946-0107 (U .S.) 
E-mail : focusworld@att.net 
www.focusworldint.com 
Paulette Eichenholtz, President 
48-48-48-48 

MV2 Conseil 
89/100 avenue Aristide Braind 
92120 Montrouge, Paris 
France 
Ph . 33-1-46-73-31-31 
Fax 33-1-46-73-31-60 
www.mv2-conseil .com 
Frederic Penders, Dir. lnt'l. Rsch . 
246-246-246-246 

Nova Test 
104 rue Amelot 
75011 Paris 
France 
Ph . 33-1-43-55-2929 
Fax 33-1-43-55-0023 
E-mail: novatest@novatest.fr 
www.novatest.fr 
8-0-6-6 

ASKi International Market Research 
Moenckebergstr. 10 
20095 Hamburg 
Germany 
Ph. 49-40-3256710 or 435-654-3639 (U .S.) 
Fax 49-40-32567198 
E-mail : info@aski.de 
Kirsten Dietrich-Hommel 
30-30-30-0 

Canfield Research 
Freiheit 4 
45127 Essen 
Germany 
Ph. 49-201-82737-0 
Fax 49-201-82737-37 
E-mail: confield@t-online.de 
20-20-20-20 

Field Facts Worldwide 
Schillerstrasse 5 
60313 Frankfurt-Am-Main 
Germany 
Ph. 49-69-299-8730 
Fax 49-69-299-873-10 
E-mail: fieldfactsgermany@compuserve.com 
www. fieldfacts.com 
Swantse Warns, Manager 
12-0-12-0 
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Kramer Marktforschung GmbH 
Hansestr. 69 
48165 Muenster 
Germany 
Ph . 49-2501-8020 
Fax 49-2501-802100 
E-mail : kraemer@kraemer-germany.com 
www.kraemer-germany.com 
75-75-60-0 

Modalis Europe 
Maerkisches Ufer 12 
10179 Berlin 
Germany 
Ph. 49-30-278964-0 
Fax 49-30-278964-33 
E-mail : v.kaploun@de.modalis.com 
www.modalis.com 
Veronique Kaploun, Dir. International Research 
20-20-20-20 
(See advertisements on pp. 23, 25) 

Modalis Europe 
Kaiserswerther Markt 11 
40489 Duesseldorf 
Germany 
Ph. 49-211-940840 
Fax 49-211-9408416 
E-mail: j.quinn@de.modalis.com 
www.modalis.com 
John Quinn, Account Executive 
20-20-20-20 
(See advertisements on pp. 23, 25) 

MR&S Market Research & Services GmbH 
Mainluststrasse 2 
60329 Frankfurt/Main 
Germany 
Ph. 49-69-2426650 
Fax 49-69-250016 
E-mail : mr-s@mr-s.com 
www.mr-s.com 
Thomas Aragones, Managing Director 
20-20-0-0 

Greece 
~ 

Market Analysis Ltd. 
190 Hymettus Street 
116 36 Athens 
Greece 
Ph. 30-1-756-4892-3 
Fax 30-1-701-9355 
E-mail : markanalysis@mail.kapatel.gr 
Anthony May, CEO 
30-20-20-0 

(See China) 
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Ireland 

Irish Marketing Surveys Limited 
20/21 Upper Pembroke Street 
Dublin 2 
Ireland 
Ph. 353-1-676-1196 
Fax 353-1-676-0877 
E-mail : ims@indigo.ie 
55-55-55-55 

Medi-Pragma S.r.l. 
Via Salaria 298/A 
00199 Rome 
Italy 
Ph. 39-6-84-11-770 
Fax 39-6-84-11-857 

£~~~ 

E-mail : mediapragma@medipragma.com 
www.medipragma.com 
50-50-50-50 

SWG- Servizi llntegrati di Ricerca 
Via S. Francesco, 24 
34133 Trieste 
Italy 
Ph. 39-40-36-25-25 
Fax 39-40-63-50-50 
E-mail : info@swg.it 
www.swg.it 
Daria Erjavec, President 
100-100-2-2 

Central Research Services, Inc. (CRS) 
7-1-1 Nishi-Gotanda 
Shinagawa-ku 
Tokyo 141-0031 
Japan 
Ph. 81-3-5487-2311 
Fax 81-3-5487-2316 
E-mail : office@crs.or.jp 
www.crs.or.jp 

Latvia 
~~~"'""'-ia;;"-'-"~.......:>w'~-1""~ ""-..:1!1' l/"4i~ ... ~X~ii~i~iiK:.cll 

Baltic Data House 
5/7 Akas Street 
Riga 1011 
Latvia 
Ph. 371-7096300 
Fax 371-7096314 
E-mail : bdh@bdh.lv 
www.bdh.lv 
lneta Narodovska 
12-12-0-0 

ILReS S.A. 
46 rue du Cimetiere 
1338 Luxembourg 
Luxembourg 
Ph . 352-49-92-91 
Fax 352-49-92-95-555 
E-mail : ilres@pt.lu 
www.ilres.com 
Louis Mevis, General Director 
11 0-11 0-11 0-11 0 

TeleContact 
A Subsidiary of NIPO 
46, rue du Cimetiere 
1338 Luxembourg 
Luxembourg 
Ph. 352-49-76-14-44 
Fax 352-49-76-13-33 
E-mail : info@telecontact.lu 
www.telecontact.lu 
Laurence Wanitzke 
1 05-1 05-1 05-1 05 

Asia Market Intelligence (Malaysia) Sdn. Bhd . 
Unit 801 0, Level 8, Tower 0, Uptown 5, 
5 Jalan SS 21/39, Oamansara Uptown, 
Petaling Jaya, Selangor Oarul Ehsan 
Selangor Oarul Ehsan 47400 
Malaysia 
Ph. 60-3-925-2244 
Fax 60-3-925-9944 
E-mail: ami_malaysia@ami-group.com 
www.ami-group.com 
26-26-0-0 

Mexico 
~~-A->.~~-~~~....-

EPI Grupo 
Bosque de Ouraznos 69-403 
Mexico City, OF 11700 
Mexico 
Ph. 52-5-596-6730 or 52-5-596-6701 
Fax 52-5-251-5431 
E-mail: info@epigrupo.com 
www.epigrupo.com 
Ricardo Escobedo, President 
25-25-25-0 

SuperOatos de Mexico 
a wholly-owned subsidiary of Cheskin Research 
Ensenada 61 
Colonia Hipodromo 
Mexico City, OF, CP 06100 
Mexico 
Ph. 650-802-2100 (U.S.) or 52-5-553-2754 (Mex.) 
Fax 650-593-1125 (U .S.) 
E-mail : SuperOatos@cheskin.com 
www.cheskin.com 
Jennifer Mitchell 
5-0-5-o 
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Codes - (e.g. 25-10-25-10) 
1. STATIONS - No. of interviewing stations at this location 
2. CATI - No. of stations usi ng computer-aided interviewing 
3. ON-SITE - No. of stations which can be monitored on-site 
4. OFF-PREMISES- No. of stations which can be 

monitored off-premises 

The Nether lands . . 

DESAN Marketresearch BV 
P.O. Box 10288 
1001 EG Amsterdam 
The Netherlands 
Ph. 31-20-6201589 
Fax 31-20-6387299 
E-mail : info@desan.nl 
www.xs4all .nl/- heskes/ITH.html 
Andre Smit 
1 00-1 00-1 00-1 00 

NIPO, The Market Research Institute 
P.O. Box 247 
Grote Bickersstraat 7 4 
1 000 AE Amsterdam 
The Netherlands 
Ph. 31-20-522-54-44 
Fax 31-20-522-53-33 
E-mail : info@nipo.nl 
www.nipo.nl 
270-270-270-270 
(See advertisement on p. 37) 

Team Vier b.v. 
Veenplaats 19 
1182 JW Amstelveen 
The Netherlands 
Ph. 31-20-645-53-55 
Fax 31-20-645-59-30 
E-mail : team4u@team4u .nl 
www.team4u .nl 
Hans van Gool 
40-40-40-1 

Pu.erto Rico M 

Gaither International, Inc. 
G.P.O. Box 70211 
San Juan, PR 00936 
Puerto Rico 
Ph. 787-728-5757 
Fax 787-728-5715 
E-mail : gaither@gaitherinternational.com 
www.gaitherinternational .com 
10-0-0-0 

Stanford Klapper Associates, Inc. 
P.O. Box 361529 
San Juan, PR 00936-1529 
Puerto Rico 
Ph. 787-753-9090 
Fax 787-754-6590 
E-mail : stanford.klapper@worldnet.att.net 
Stanford Klapper, CEO 
6-6-6-6 

148 

The Marketing Center 
PMB 605, 89 Ave. de Diego, Ste. 105 
San Juan, PR 00927-6346 
Puerto Rico 
Ph. 787-751 -3532 
Fax 787-765-2096 
E-mail: info@tmcgroup.net 
www.tmcgroup.net 
20-20-5-5 

South Africa 
Plus 94 Harris International 
Eden burg Terraces, 3rd floor Block C 
348/Cnr. 1Oth & Rivonia Blvd./P.O. Box 215 
Rivonia 2128 
South Africa 
Ph. 27-11-807-6424 
Fax 27-11-807-0102 
E-mail : sifisof@iafrica.com 
www.harrisinteractive.com 
Sifiso Falala, Managing Director 
8-8-8-0 

Asia Market Intelligence (Korea Branch) Ltd . 
Room 705, West Wing, Eunseok Building 
1-30 Yeonji-Dong 
Chongro-Ku , Seoul 
South Korea 
Ph. 82-2-741 -3091 
Fax 82-2-7 41-3096 
E-mail : ami_korea@ami-group.com 
www.ami-group.com 
40-40-0-0 

Focus World International, Inc. (Asia) 
Voido Doug 18-3 
Seoul , Young Deungpo-ku 150010 
South Korea 
Ph. 732-946-0100 (U .S.) 
Fax 732-946-0107 (U .S.) 
E-mail : focusworld@att.net 
www.focusworldint.com 
Paulette Eichenholtz, President 
20-20-20-20 

INNER Strategic Market Research 
C/ Velazquez 109, 7 dcha 
28006 Madrid 
Spain 
Ph . 34-91-411-84-70 
Fax 34-91-562-68-13 
E-mail : inner@inner.es 
www.inner.es 
Enrique Domingo de Bias 
50-50-50-0 

P. Robert and Partners SA 
International Marketing Research 
Avenue de Lonay 19 
1110 Morges 
Switzerland 
Ph. 41-21-802-84-84 
Fax 41 -21-802-84-85 
E-mail : mail@probert.com 
www.probert.com 
Clive Armstrong 
130-130-130-130 

Facts International Ltd. 
Facts Centre, 3 Henwood 
Ashford, Kent TN24 8DH 
United Kingdom 
Ph. 44-1233-637000 or 0800-716731 (freephone) 
Fax 44-1233-626950 
E-mai I: facts@facts-i nte rnational .ltd. u k 
www.facts-international .ltd.uk 

Field Facts Worldwide 
11 Weymouth St. 
London W1 N 3FG 
United Kingdom 
Ph. 44-20-7908-6600 
Fax 44-20-7908-6666 
E-mail : fieldfactsuk@compuserve.com 
www.fieldfacts.com 
Douglas Fedele, Manager 
15-15-15-15 

IRB International Ltd. 
Fenchurch House 
31 Hillcrest Road 
London E18 2JL 
United Kingdom 
Ph. 44-20-8505-9211 
Fax 44-20-8505-1333 
E-mail : info@irb-international.co.uk 
www.irb-international.co.uk 
Sarah Hobley, Field Director 
60-60-60-0 

Kadence (UK) Ltd 
6th floor, Carl ton House 
Carlton Drive 
London SW1 S 2DS 
United Kingdom 
Ph. 44-20-8246-5400 
Fax 44-20-8246-5401 
E-mail: kadenceuk@kadence.com 
www.kadence.com 
Simon Everard , Managing Director 
30-0-0-0 

Kudos Research 
11 Northburgh Street 
London EC1 V OAN 
United Kingdom 
Ph. 44-20-7 490-7888 
Fax 44-20-7 410-9390 
E-mail : info@kudosresearch .com 
www.kudosresearch .com 
100-75-100-0 
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Market Probe Europe, Ltd. 
A Subsidiary of Market Probe, Inc. 
1st floor, Cumberland House 
80 Scrubs Lane 
London NW1 0 6RF 
United Kingdom 
Ph. 44-20-8962-6201 
Fax 44-20-8962-6202 
E-mail : c.barry@mpeurope.com 
www.marketprobe.com 
Cornelius Barry, Director of Operations 
40-40-40-40 

Marl in Research Ltd. 
16A Old Town , Scout Lane 
London SW4 OJY 
United Kingdom 
Ph. 44-20-7720-9043 
Fax 44-20-7720-2221 
E-mail : all@marlinresearch.com 
Elaine Lewis 
26-10-10-0 

NOP Solutions 
Ludgate House 
245 Blackfriars Rd. 
London SE1 9UY 
United Kingdom 
Ph . 44-20-7890-9000 
Fax 44-20-7890-9555 
E-mail : r.manning@nopres.co.uk 
www.nopres.co.uk 
Richard Manning, Director 
337-337-337-337 

RONIN Corporation- European Office 
43 Palace Street 
London SW1 E 5ZN 
United Kingdom 
Ph. 44-20-7903-7000 
Fax 44-20-7903-7001 
E-mail : roninuk@ronin .com 
www. ronin .com 
11 0-11 0-11 0-11 0 

Sample Surveys Telephone 
12, Kennington Park Road 
London SE11 4JJ 
United Kingdom 
Ph. 44-870-870-7010 
Fax 44-870-870-7020 
E-mail: admin@sstelephone.co.uk 
www.sample-surveys.co.uk 
130-130-130-130 

Survey Research Associates 
Ludgate House 
245 Blackfriars Rd. 
London SE1 9UL 
United Kingdom 
Ph. 44-20-7890-9357 or 44-20-7890-9044 
Fax 44-20-7890-9362 
E-mail : c.goldsmith@nopres.co.uk 
Michael Hague-Moss, Chairman 
337-337-337-337 
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Our free 
Catalog 

helps 

Americans 

you 
ever)! 

step of 
the 

way. 
from all 

walks of life 
love using our 
free Consumer 
Information Catalog. 

That's because the 
Catalog from Pueblo, 
Colorado lists more than 
200 free and low-cost, 
federal publications. So 
it's a shoe-in that you'll 
get the latest info on top­
ics like investing your money, 
getting fit, parenting, starting a 
business, buying a car, even 
getting federal benefits. 

But don't drag your feet, 
because· even if you're on a shoe­
string budget, you'll get a kick out 
of our Catalog. 

For the latest free Catalog, 
call toll-free 1 (888) 8-PUEBLO. 
That's 1 (888) 878-3256. 

Or go to www.pueblo.gsa.gov. 

A public service of this publication and the 
Consumer I nformation Center of the U.S. General Services Administration. 
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Names of Note 
continued from p. 10 

director and Susan Mullet has been 
named data processing manger in the 
firm's Atlanta office. 

Doane Marketing Research, St. 
Louis, has promoted Jenne Ahlgrim 
to support program manager. 

Philadelphia-based RSVP 
Research Services has named Neal 
Dranoff vice president of client ser­
vices. 

Shop 'n Chek, an Atlanta mystery 
shopping firm, has promoted Carol 
J. McDermott to director of opera­
tions. 

InterSurvey , a Menlo Park, Calif., 
research firm, has named Dan 
Fitzgerald senior vice president, 
client development. And in the 
firm's new East Coast office, Denise 
Stella has been named vice presi­
dent and managing director in 
charge of the consumer packaged 
goods practice on the East Coast. 

San Jose , Cali f.- based 
Survey. com, has named Jack 
Mohally chief financial officer. 

Steven Jagger has been named 
managing director of London-based 
Market Probe Europe. 

Guideline Chicago, a Lombard, 
Ill., research firm, has named 
Lurana McParland senior research 
manager and promoted Peter 
Bernson to vice president (data col­
lection operations) and Julie 
Lawson to project director. 

Shirley Sax has been named vice 
president of sales and marketing for 
the U.S. region at FocusVision 
Worldwide, a Stamford, Conn., 
research firm. 

Madrid-based research firm 
INNER has named Diana Chanquia 
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managing director of INNER 
Argentina, and Ana Paula Luz and 
Helena Palla senior research exec­
utives at INNER Brazil. 

Andrew Balbirer has been 
named chief financial officer at 
Information Resources, Inc., 
Chicago. The firm has also named 
Dan Sherr executive vice president, 
strategic business development -
new markets. In addition, Dave 
Paragamian has been promoted to 
division president - client service 
and Angus Gephart has been pro­
moted to executive vice president­
east area general manager. 

Kelly O'Keefe has joined the 
board of directors of Rasmussen 
Research, Waxhaw, N.C. 

The Arbitron Co., New York, has 
named Julius Litman vice presi­
dent of product development, 
Arbitron Internet Information 
Services. 

Jonathan Silver has been named 
ICR, a Media, Pa., research firm, as 
vice president- utility services. 

Burke, Inc., a Cincinnati, research 
firm, has promoted Rod Cober to 
executive vice president. 

vice representative; Megan Janits 
client service representative in the 
Chicago office; Ed Levine senior 

technical writer in data processing; 
Yanira Nazario staff accountant in 

finance and administration; Nikkie 
Schmiegelow database administra­

tor. Promotions include: Anne 
Drake to vice president, manager 

of the advertiser/agency sales divi­
sion and third party ventures; Mike 
Drankwalter to vice president, 

manager of the electronic media 
sales division; George Kronheimer 
to vice president, manager of the 
magazine sales division; Karen 
Tubridy to senior vice president 

custom research; Regina White to 
production manager. 

Answers Research Inc., Solana 

Beach, Calif., has named Lester 
Greenberg director of internation­

al data collection and Web panel 

management. 

CARMA International, a 
Washington, D.C., media analysis 
research firm, has named Tom 
Vesey managing director 

UK/Europe. 

The Society of Insurance 

Research, Marietta, Ga., has elected 
Michael Murray as its president. 

Joey Harmon has joined 

Interviewing Service of America, 
Van Nuys , Calif., as its vice presi­

dent of marketing & business devel­

opment. 

Joe Jennings has joined 
Marketing Systems Group, Fort 
Washington, Pa., as vice president­

sales for the GENESYS Sampling 
and PRO-T-S Telephony systems 
businesses. Also joining the firm is 
Karen Flannery as an account 
executive. She will be based on 
Chicago. 

FGI, Inc., a Chapel, N.C., 
research firm, has promoted 

Thomas Mills to senior vice presi­
Mediamark Research, New York, dent, chief marketing scientist. 

has announced a number of new 

hire s and promotions. The staff 
additions: Paul Gold has been 

named director, Mediamark 
Research Interactive; Ramona 
Barnes administrative clerk; Leigh 
Ann Dykes production supervisor, 

MRI+; Patricia Harris client ser-

Michele Iversen has been named 
chief financial officer at The NPD 
Group, a Port Washington, N.Y., 

research firm. In addition, Carol 
Neithercut has been named vice 
president, New Media Services. 
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rocess your own market researc 

surveys with Remark Office OMR®, 
scanning software that's fast, easy, 

affordable, accurate 

Download a FREE demo at 

www. PrincipiaProducts. com 
or call 1-800-858-0860 

for more information 

Ph: 610-647-
Fax: 610-647-8771 

-~~~~~~~~~~~~~~~~~~~ 
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West Coast: Lane Weiss, Lane Weiss 
& Associates, 10 Black Log Road, 
Kentfield, CA, 94904. Phone 415-461-
1404. Fax 415-461-9555. 
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Feeling like a small 
fish in a big pond? 

Be a BIG fish ft' at WIRtHLIN WORLDWIDE 
Since 1969 Wirthlin D 
Worldwide has been 
one of the fastest 
growing market 
research and consulting 
firms in the United 
States. The excellent work 
our employees do is evidenced 
by the winning of the 1999 David 
Ogilvy Research Award for the award-winning "Feel 
the Strength Campaign" for the Steel Alliance, and 
our 1997 award for the "Plastics Make it Possible" 
campaign for the American Plastics Council. All of our 
employees work in small teams, so all of our employees 
have a voice, work independently, can make a big 
impact, and be rewarded for their efforts. If you are 
looking for a fast-growing company, where you can 
stand out and make your mark, then you have found 
your place. Check us out at: www.wirthlin.com 

Research Positions Operations Positions 
• Senior Research Executive • Data Tabulation Supervisor 
• Research Manager • Contract Field Specialist 
• Senior Project Director • CATI Programmer 
• Project Director • Values Interviewer 
• Research Assistant • Interviewer 

Send Resumes to 1363 Beverly Road , Mclean VA 22101 or 
Fax to (703) 790- 5633 or email to resumes@wirthlin.com 

Chicago • Cincinnati • Dallas • Detroit • Grand Rapids 
New York City • Salt Lake City • Washington D.C. 

Brussels • Hong Kong • London • Singapore • Sydney 

.WIRTHLIN WORLDWIDE 

ww.v.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 

War Stories needs 
your help! 

If you have a good research-related anecdote 
or know someone who does, contact War 
Stories compiler Art Shulman at 818-782-4252 
or at artshulman@aol.com. 
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NIPO, The Market Research Institute ............ 37 
Ph. [31] (20) 5225-444 • Fax [31] (20) 5225-333 

On-Line Communications, Inc ... . . . ... . ... .. . . 127 
Ph. 918-338-2000 • Fax 918-338-2008 

Opinion Access Corp . . .......... Inside Front Cover 
Ph. 718-729-2622 • Fax 718-729-2444 

Opinion Search, Inc. . ....... . ........ ........ . 5 
Ph. 800-363-4229 • Fax 613-230-3793 

Phonelab Research .......................... 43 
Ph . 800-220-5089 • Fax 215-561-7403 

PhoneSolutions, LLC. . ....................... 89 
Ph . 520-296-1015 • Fax 520-296-3393 

Polk Research Sampling . . .. . ........... .. . . . . 69 
Ph. 888-225-1434 • Fax 248-728-6843 

Precision Research, Inc ...... . .. . ....... . .. 63, 65 
Ph. 847-390-8666 • Fax 847-390-8885 

ProT S Telephony Systems ...... . ............. 59 
Ph. 800-336-767 4 • Fax 215-653-7115 

Pulse Train Technology, ltd ............... . .. .. 75 
Ph. 561-842-4000 • Fax 561 -842-7280 

Quality Controlled Services . .......... . .. .. .. 113 
Ph. 800-325-3338 • Fax 636-827-3373 

Recruiting Resources Unlimited .. . ... . .. ... .. . . 76 
Ph. 718-222-5600 • Fax 718-222-5689 

Professional Marketing Research Society .... ... . 68 
Ph. 888-815-PMRS • Fax 416-491-1670 

The Research Spectrum ................ . ... . . 92 
Ph. 415-543-3777 • Fax 415-543-3553 

RSVP Research Services ......... .. . .. . .. . ... . 14 
Ph. 215-969-8500 • Fax 215-969-3717 

RTNielson Company ... . .. . .... .... ... . . .. .. . 24 
Ph. 801-359-1345 • Fax 801-355-6335 

Sawtooth Software, Inc ............ . .... . . . .. . . 46 
Ph. 360-681-2300 • Fax 360-681-2400 

Sawtooth Technologies ... .. ... . .............. 54 
Ph. 847-866-0870 • Fax 847-866-0876 

Schlesinger Ascts ........................... 117 
Ph. 732-906-1122 • Fax 732-906-8792 

Scientific Telephone Samples . ..... . .......... 47 
Ph. 800-944-4787 • Fax 949-609-4577 

Socratic/Modalis Research Tech ............. 23, 25 
Ph . 415-430-2200 • Fax 415-430-1200 

Sorensen Assoc iates .. . ..... . .. ... . ........ . . 57 
Ph. 800-542-4321 • Fax 503-666-5113 

SPSS MR .. ......... . .. . .. . ...... ... .. . .. .. 13 
Ph. 212-447-5300 • Fax 212-447-9097 

Survey Sampling ......... . ............ 50, 58, 78 
Ph. 203-255-4200 • Fax 203-254-0372 

Survey Service, Inc ...................... .. .. 118 
Ph. 800-507-7969 • Fax 716-876-0430 

Taylor Nelson Sofres lntersearch ............. . . 12 
Ph. 215-442-9000 • Fax 215-442-9040 

Technical Analysis, Inc ............... .. . . . . . .. 64 
Ph. 201-836-1420 • Fax 201-836-7870 

TeiAthena Systems, LLC . . ..... . ......... . . . . . 61 
Ph. 888-777-7565 • Fax 212-206-1963 

Tragon Corporation ............... . ..... . ... . 93 
Ph. 650-365-1833 • Fax 650-365-3737 

Venture Data ..... .......... .. ........ .. ... 136 
Ph. 800-486-7955 • Fax 888-522-5498 

The Wats Room, Inc ....................... . . 116 
Ph. 201-845-3100 • Fax 201-845-3131 

Western Wats Center ........................ 137 
Ph. 801-373-7735 • Fax 801-375-0672 

WRC Research Systems, Inc ................... 60 
Ph. 630-969-4374 • Fax 630-969-4374 
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Trade Talk 
continued from p. 154 
Management Consulting term which is defined as "the 
ability to continually assess the environment, particular­
ly focusing on targeted customers, and to act on the sig­
nals that change is coming." 

As a result, they can offer no real-life examples for read­
ers to follow. But the book does give you the questions to 
ask that may lead you down the right path. And it makes 
concrete suggestions on systems to use to structure the 
questioning, and thereby erect a framework for future­
looking. 

Asking the questions is the easy part; the hard part, to 
put it mildly, is to secure upper management's commit­
ment tore earch, along with buy-in from everyone in the 
company. 

Dreaming is a luxury 
Brain torming, thinking out ide the box- call it what 

you will, the ability to dream about what could be is, sadly, 
often viewed as a luxury. But the book makes a strong case 
for using research as a vehicle to see into the future, by 
talking to current and past customers and employees, by 

Listi 
Please add the following firm to the 2000 Directory of Marketing 

Research Software: 

PDPC , Ltd. 

172 Monee St. 

Burlington , CT 06013 

Ph . 860-673-9278 or 

860-675-9026 

E-mail: charles_s_patridge@prodigy. net 

www.sasconsig.com 

Charles Patridge 

Software : 

E-Sc rub 

Please add the following firm to the 2000 Directory of Ethnic 

Research Providers: 

Viewtech Market Research & Analysis 

P.O. Box 47906 

Forestville , MD 20747 

Ph. 301-922-3927 

Fax 301-350-1428 

Leonard Carter, Program Analyst 

Data collection 

African-American 

Certified as an ethnic minority-owned business 

May 2000 www.quirks.com 

learning from your mistakes instead of sweeping them 
under the rug, and by researching your competitors. 

Research typically takes an idea, puts it in front of a 
group of people and measures their reactions. Granted, 
without brainstorming, there wouldn't any new ideas to 
plop in front of consumers, so somebody somewhere is 
doing orne dreaming. But research is too often shackled 
to the here-and-now, trapped by the need to prove its 
worth and relevance, when ample proof exists that it has 
both. 

The authors close by saying: "Our belief is that most 
researchers are not researching the future, and even fewer 
decision makers are pushing them to do so. Our hope is 
that the information conveyed in this book will help 
change this balance, that decision makers will demand 
more from their researchers, and that the researchers will 
meet the challenge." 

Market Research Matters is the first step toward real­
izing that hope. r~ 

Market Research Matters: Tools and Techniques for 
Aligning Your Business ( 312 pages, $34.95 ), is published 
by John Wiley & Sons, Inc. 

"Consumers' contradictions: Value and other brand attrib­
utes" in the March issue of Quirk's is interesting, but may 
not be altogether valid , because of a design flaw. The sec­
ond question ("Please indicate which features you feel best 
describe it") is not equivalent to the first one: use of the 
word "describe" has implications beyond mere association. 
The first question asks the respondent to fit an attribute to 
a company, while the second asks him or her to fit a com­
pany to an attribute. For instance, one may agree that the 
"best value" is offered by Brand X without agreeing that 
"best value" describes Brand X, because the outstanding 
attribute of Brand X is considered to be its taste or appear­
ance. For any given attribute, the likelihood that the two 
questions will yield "consistent" answers depends on the 
position of the attribute in the respondent's hierarchy of 
importance. If the attribute importance is high, the answers 
are likely to be consistent. If the importance is not high, the 
attribute, even though it may apply to the brand , does not 
describe it; some other, more important attribute does that. 

It would be interesting to see a similar consistency analy­
sis based on results when the second question uses "apply 
to it" or "it offers," rather than "describe it." 

Thomas T. Semon 
Research Consultant in Marketing 

Englewood Cliffs, N.J. 
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By Joseph Rydholm, QMRR editor 

Research as crystal ball 

Research is commonly used to look into the future. It's 
called upon to answer questions like: How will this 
new product sell? Will anyone watch this sitcom? 

Does this movie have a chance at the box office? It can't 
predict exactly what will happen, but it's about the best 
tool that a business has to make an educated guess about 
how its products, services, or advertising will fare. 

But research can do more, according to a new book, 
Market Research Matters. In addition to using research in 
the standard ways, authors Robert Duboff and Jim Spaeth 
believe that businesses should also use it on a more holis­
tic, macro level, to look down the road at what's ahead. 
They write: "All too often, people use research to view the 
world only as it is and not to think about how it might be." 

By expanding the scope of their research, companies 
can better anticipate their customers' new product needs, 
their competitors' actions, and identify previously unfore­
seen dangers and opportunities. 

The book's somewhat vague title gives no clue to its 
intentions (something with a hint of foresight might have 
been more appropriate), but if readers look past that fact 
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they will discover an informed and passionately written 
argument for integrating research into all levels of a com­
pany's activities. 

The book is dense (very little of the usual business-book 
fluff here!) but necessarily o, as they have a lot to cover 
in just over 300 pages, including showing readers how to 
use research to look at future brands, customer loyalty, the 
competition, sales channels, employee satisfaction, and 
the role of the Internet. 

Aren't naive 
Duboff i partner and director of national marketing for 

Ernst & Young and also serves as chairman of the board 
of the Advertising Research Foundation (ARF). Spaeth is 
the ARF's president. The two are obviously sold on the 
value of research but Messrs. Duboff and Spaeth aren't 
nai·ve. They admit they know of no firms in which research 
plays an integral role in practicing what they call Strategic 
Anticipation® (must every idea or concept these days be 
trademarked, registered, or copyrighted?), a Mercer 

continued on p. 153 
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The largest marketing research company in the world plus 
The most experienced marketing research training organization in the world equals ... 

'<:;R 

:>1\C~lelsen 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 2ooo 

101. Practical Marketing Research $1,]00 
Atlanta .. .. ............................ Jan 10-1 2 Cincinnati ....................... .July 19-21 
New York .... .. .............. Jan 31 - Feb 2 Baltimore ........................ Aug 14- 16 
Cincinnati .................. Feb 28 - Mar I Toronto ............................ Sep 11-13 
Dallas .................. .... .......... Mar 22-24 Chicago ................................ Oct 2-4 
San Francisco .................... Apr 10-12 San Francisco .. ................ Oct 23-25 
Chicago .............................. May 8-10 Miami .............................. Nov 27-29 
Raleigh ............................... .June 7-9 New Orleans .... ................ Dec 18-20 
New York ......................... .June 26-28 

104. Questionnaire Construction Workshop $1,]00 
Raleigh ............................. .Jan 24-26 Baltimore .................. Jul 31 - Aug 2 
Cincinnati ......... ................. .... Mar 6-8 New York .......... .. ............ Sep 18-20 
Los Angeles .................... April 10-12 San Francisco ...... .... Oct 30- Nov I 
Atlanta .............................. May 15-17 New Orleans ........................ Dec 4-6 
Chicago ............................. .Jun 19-2 1 

105. Designing Questionnaires for Specific Marketing Research AppUcations $1,300 
Raleigh ..................... .. ...... .Jan 27-28 Baltimore ................ .. .......... Aug 3-4 
Cincinnati ................ ............ Mar 9-10 New York ........................ Sep 21-22 
Los Angeles .................... April 13-14 San Francisco ........ .. .. .......... Nov 2-3 
Atlanta .............................. May 18-19 New Orleans ........................ Dec 7-8 
Chicago .. .. ............. ............ .Jun 22-23 

1o6. Online/Internet Research $1,300 
New York .. .. .................. ...... .. Feb 3-4 Toronto .......... ... ............... Sep 14-15 
San Francisco .. .. .............. May 30-31 Miami ........................ Nov 30-Dec I 

201. Qualltitative Research Methods $1,300 
Cincinnati ........................ Mar 16-17 NewYork ......................... Nov9-10 
San Francisco ........................ Jun 1-2 

202. Focus Group Moderator Training $2,]00 
Cincinnati ............ .. .. .... ...... Jan 18-21 Cincinnati ........................ July 24-27 
Cincinnati .......................... Feb 22-25 Cincinnati .............. .. Aug 29 - Sep I 
Cincinnati ............................ .. Apr 4-7 Cincinnati ........................ Oct 10-13 
Cincinnati .......................... May 9-12 Cincinnati .......................... Nov 7-10 
Cincinnati ........................ June 13-16 Cincinnati ........................ Dec 12-15 

203. Focus Group Applications $1,]00 
Cincinnati .................. Feb 28 - Mar I Cincinnati ........................ Oct 16-18 
Cincinnati ........................ June 19-21 

204- Qualitative Research Reports $1,300 
Cincinnati .............................. Mar 2-3 Cincinnati ............. .. ........ Oct 19-20 
Cincinnati ........................ June 22-23 

205. Qualitative Research with Children 
New York ............. ............. .. ... . Mar 31 Chicago ........ ........................... . Oct 5 
Cincinnati .............................. July 28 

301. Writing Actionable Marketing Research Reports $1,700 
NewYork ................ ............ Feb9-ll NewYork ....................... .July 10-12 
Cincinnati ........................ Mar20-22 Denver ........... .. ............... Aug 16-18 
San Francisco ...................... May 1-3 Chicago ............................ Sep 25-27 
Atlanta ............ ....... ............ .Jun 14-16 Boston ............................ Nov 13-15 

302. Stand-up Presentation of Marketing Information $1,300 
San Francisco ...................... May 4-5 Chicago ............................ Sep 28-29 

401. Managing Marketing Research $1,300 
Cincinnati ........................ Mar 23-24 Boston ............................ Nov 16-17 
New York .......................... July 13-14 

402. Increasing the ROI from Marketing Research $700 
New York ................................ Mar 31 Cincinnati.. ..... .. .... .. ............... Dec 15 
Chicago ................. ... ............... .Jul 27 

501. Applications of Marketing Research $1,300 
Atlanta .............. .... .. ............ Jan 13-14 Baltimore ...... .. .. ........ ...... Aug 17-18 
Cincinnati .............................. Mar 2-3 San Francisco .................. Oct 26-27 
Chicago ............................ May 11-12 New Orleans .................... Dec 21-22 
New York .......................... June 29-30 

502. Product Research $1,300 
ewYork ...... ........................ Mar 6-7 San Francisco .................. Aug 21-22 

Atlanta .............................. May 22-23 Cincinnati ......... .... . ... ...... Nov 13-14 
503. New Product Forecasting Models for Consumer Products $1,300 

New York .................. .. .......... Mar 8-9 Cincinnati ........................ Nov 15-16 
San Francisco ..... .. ........... Aug 23-24 

504- Advertising Research 
San Francisco ............ .. .......... Feb 7-8 
NewYork .......... .................... May 1-2 

sos. Market Segmentation Research 
San Francisco ...................... Feb 9-10 

ewYork ...... .. ......... ............. May 3-4 
506. Customer Satisfaction Research 

$1,300 
Cincinnati ......... .. .... .July 31 - Aug I 
Atlanta .. .......................... .... Dec 4-5 

$1,300 
Cincinnati ............................ Aug 2-3 
Atlanta .. .................... .......... Dec 6-7 

$1,300 
San Francisco ........................ Feb 1-2 Chicago ............................ .. Aug 8-9 
New York .......................... May 16-17 Cincinnati ............ .... Oct 31 -Nov I 

507. Analysis & Interpretation of Customer Satisfaction Data $1,300 
San Francisco ........ ... ............. Feb 3-4 Chicago .......................... Aug 10-11 
New York ......................... . May 18-19 Cincinnati ............................ Nov 2-3 

5o8. Positioning Research $700 
San Francisco ... ....................... Feb II Cincinnati ........ .... ...... ............ Aug 4 
New York .. .. .... ...................... .. May 5 Atlanta ............. .. ........ ............. Dec 8 

509. Pricing Research $700 
NewYork ................................ Mar 10 San Francisco ...................... Aug 25 
Atlanta ......................... .. ... .. .. May 24 Cincinnati ............. ....... ........ Nov 17 

601. Data Analysis for Marketing Research: The Fundamentals $1,300 
New York .. .... ........................ Feb 7-8 Denver ........ .... ................ Aug 14-15 
Cincinnati ........................ Mar 14-15 Chicago ................................ Oct 5-6 
Atlanta ................................ Jun 12-13 New York ............................ Nov 7-8 

6o2. Tools & Techniques of Data Analysis $2,100 
San Francisco .................... Jan 18-21 Cincinnati ................ Aug 29 - Sep I 
Atlanta ........................ Feb 29-Mar 3 New York .............................. Oct 3-6 
New York ...... .. ................. . Apr 25-28 Los Angeles .. .. .. .. .............. Nov 7-10 
Las Vegas .... .... ........ May 30 - June 2 Raleigh ................... ... ...... Dec 12- 15 
Chicago .............................. Jul 18-21 

6o3. Practical Multivariate Analysis $2,100 
San Francisco ................... .Jan 25- 28 Chicago ......... ................... Jul 25-28 
Cincinnati .............. ..... ..... Mar 21-24 NewYork ............... ... .. .. .... Oct 10-13 
Las Vegas .............. ............. .June 6-9 Atlanta ........ ............ Nov 28 - Dec I 

604- Data Analysis: A Comprehensive Hands-on PC Based Workshop $1,700 
Cincinnati .................. .. .......... Feb 2-4 Cincinnati ............ ............ Aug 16- 18 
Cincinnati ........................ Mar 29-31 Cincinnati .. ..................... . Oct 18-20 
Cincinnati ...... .. ................ June 14-16 Cincinnati ............................ Dec 6-8 

6os. Practical Conjoint Analysis & Discrete Choice Modeling $1,300 
San Francisco .................... Apr 17-18 Atlanta ......................... ..... Oct 24-25 
NewYork ...... .................... July 11-12 

6o6. Data Mining Tools & Applications $1,300 
San Francisco .................... Apr 19-20 Atlanta .............. .. ....... ..... .. Oct 26-27 
New York .......................... July 13-14 

701. International Marketing Research $1,300 
San Francisco .................... Feb 16-17 New York.. ........................ Oct 25-26 
Chicago ............................. .Jun 28-29 

8o1. Using Marketing Information for Better Decision Making $1,300 
New York .......................... Mar 29-30 Cincinnati .. .. .... ................ Dec 13-14 
Chicago .............................. Jut 25-26 

Certificate seminars may be taken back-to-bock during scheduled dates or ill 
various cities over all extended period of time. 

All the above ACNielsen Burke Institute seminars are available for in-house presentation. 

TO REGISTER PLEASE CONTAO US AT: 
Voice: 800-543-8635 or 606-655-6135 • Fax: 606-655-6064 • E-mail: Burkelnstitute@BASES.com 

FOR ADDITIONAL INFORMATION OR DETAILS ABOUT OUR SEMINARS: 
Please contact Mr. Jim Berling, Client Service Manager, or Dr. Sid Venkatesh, President, or visit our web site at http://www.Burke lnstitute.com 



It's the talk of the town ... 
Fieldwork's National Telephone Interviewing Service. 

Here's one more reason for you to talk to Fieldwork about your critical 

market research needs. 

Everything You Need 
• 60 CRT Stations 

• Ongoing monitoring both on and off-site 

• Programming, coding and tabulation 

• Ongoing Tracking Studies 

• Consumer /business-to-business 

fieldwork 
Phone Center 

Calll-888-TO-F/ELD today! 
(888-863-4353) 

www.fieldwork.com 
email: phoneroom@aol.com 
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