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BoTTOM-LINE RESULTS. 

Maritz offers an integrated array of 

research solutions to help you 

achieve bottom-line results. We're a 

global leader in: 

Strategic Research: Brand Equity & 

Loyalty, Product Positioning, Image, 

Segmentation, and more 

Tactical Research: Tracking, A&U, 

Product Testing, and more 

Data Collection: Focus Groups, 

Pre-recruits, Store Audits, Interactive 

Voice Response, and CATI 

Maritz has offices in major markets 

throughout the US, Canada, 

Mexico, and the UK, as well as 

global network locations in Africa, 

Asia Pacific, Europe, and South 

America. 

Our More Than Measurement® 

approach is a commitment to 

improved business results. Let our 

comprehensive resources help 

support your strategiC Improvement 

efforts, as well as ongoing perfor­

mance measurement. To learn more, 

call us at 1-800-446-1690. 
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Interest high in 
managing medical 
benefits on-line 

A majority (78 percent) of Internet 
users covered by health insurance say 
they are interested in managing their 

benefits through 
an insurance car­
rier's Web site, 
according to 
research from 
New York-based 
Cyber Dialogue. 
This makes on-
line benefits man­

agement among the most-desired activ­
ities for on-line health users, ahead of 
applications like on-line drug stores 
and personal medical records. 

The impact on health insurance car­
riers' revenues could be substantial. In 
fact, 90 percent of Internet users have 
health insurance, and among the 10.3 
million Internet users who anticipate 
changing insurance carriers over the 
next 12 months, 37 percent report that 
they would be very or somewhat like­
ly to switch carriers in order to manage 
their benefits on-line. 

"This high level of interest reflects 
deep levels of consumer frustration 
with health care red tape and bureau­
cracy," says Scott Reents, manager of 
health care strategies at Cyber 
Dialogue. "It also presents an enor­
mous opportunity- on-line benefits 
management is a strong candidate to 
become the 'killer app' for Internet 
health." 

In particular, on-line users are inter­
ested in having the ability to check the 
extent of their coverage for various 
procedures and physician office visits, 
with 67 percent of on-line users with 
insurance saying that they were very or 
somewhat interested in this feature. 
Other features showing high user inter­
est include checking status of filed 
claims, finding in-network doctors and 
hospitals, and looking up information 
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on alternative or 
supplemental health 
plans. 

At this time, one 
major barrier to on­
line benefits man­
agement appears to 
be the insurance 
industry. Despite the 
high levels of con­
sumer interest, only 
8 percent of insured 

Interest in On-line Benefits Management Capabilities 
(Among On-line Users with Health Insurance) 

Clleck coverage 

Cl1eck claim status 

Find cloctor/llospital 

Look up info on otller plans 

File claims 

Enroll ... 

.67 percent 

..... 56 percent 

....... .47 percent 

... 47 percent 

. 40 percent 

.. 26 percent 

Internet users are actually using their 
insurer's Web site, and 68 percent 
aren't even aware that their insurer has 
a Web site. 

Reents. "This looks like a case where 
insurers will be forced to choose either 
to invest in the Internet or to lose busi­
ness to competitors who do." 

Findings from Cybercitizen Health 
are based on in-depth interviews with 
more than 2,700 U.S. adults. The study 

"Consumers want this convenience, 
but insurers either aren't offering the 
functionality consumers desire, or they 
aren't effectively marketing it," says continued on p. 55 

tm-nasea movecentral.com finds that homeowners who 
purchases during the three-month reloca1ion period, 
700. Conducted by movecentral.com and Boston­

DUtina Research, the survey polled 22,000 relocating 
IJYlltldc"' an average re ponse rate. _________ ....., 
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How do consumers rate 

your product? 

Does it measure up to 

competitive brands? 

O ptimaTM (our industry-leading, 

Internet-based, product testing 

system) can answer these questions 

and more. Our Pii™ mathematical 

model identifies the product 

attributes that must be modified to 

optimize consumer acceptance. We 

have over 1,000,000 consumers in 

our worldwide Internet panel ready to 

test your products in their homes. Let 

us help you exploit the potential of 

the Internet to accelerate your 

product testing processes. 

Calll-800-ANALYSIS 

for m ore information 

or visit our websit e at: 

www. d ecisio nanalys t. com 

- ~~:~~~ . 
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•• ::1):;:·~ Decision Analyst Inc. 
A global leader in Internet research systems 



Seymour Sudman, a professor 
at the University of Illinois and a 
pioneer in the field of survey 
research, died on May 2nd from 
complications of a stroke. 

FGI, Inc., a Chapel Hill, N.C., con­
sulting and research firm , has expand­
ed its Customer Research and Quality 
Consulting (CRQC) client services 
teams, naming Don Home senior 
research methodologist, Daniel J. 
Mosrie senior account manager and 
manager of research operations for the 
CRQC, and promoting Joe Bates to 
senior account manager, Carla Penel 
and Jennifer Lewis to account man­
ager, Greg Newman to as sociate 
account manager, and Jackie Malik 
to senior market research assistant. 

Hollywood, Fla.-based homebuilder 

Web site American Home Guides has 
named David Gold corporate market­
ing director. Gold will be responsible 
for market analysis, market research, 
publicity, advertising, and coordinating 
the sales and marketing aspects of the 
company. 

Catalyst International, In c. , a 
Milwaukee supplier of warehouse 
management technology, has named 
Mia Scaffidi as director of marketing 
communications and research. 

So cra ti c/Modali s R esearch 
Technologies , San Franci sco , has 
named Gary Nicholas vice president, 
accounts; and Jeff Berg and Edward 
Erickson account executive. 

St. Louis research firm Marketeam 
Associates has named Yvonne Filla 

Sample Your World! 

• Global Samples ( 18 countries) 
• Random Dig~ Samples 
• Screening Service 
• Targeted Samples 

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: 

• E-Samples 
• Business-to-Business Samples 
• SSI-SNAP Online Sample Ordering System 
• Data Enhancement Services 

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 vis~ our Web s~e at ~ Survey 
www.surveysampllng.com. ~ ~ Sampling, =..... Inc.® 

Partners with survey researchers since 1977 

account representative. 

MarketTools, Inc., a Sausalito, Calif., 
re search firm , has named Nigel 
Hopkins to it s executive team. 
Hopkins will lead MarketTools' 
Advanced Products Group. 

Cleveland research firm The Pat 
Henry Group has promoted Jennifer 
Rozic to focus group manager. 

VanScoy 

Greg Van Scoy has been promoted 
to account executive at Burke 
Customer Satisfaction Associates, 
Cincinnati. 

Integrated Research Associates, Inc., 
Cincinnati, ha s named Thomas 

Schmidt 

Schmidt vice president. 

San Jose, Calif.-based Survey.com, 
has named Jack Mohally chief finan­
cial officer. The firm has also named 
Calvin Carr vice president of sales 
and business development for the com­
pany 's IT research division. Also, the 
company has announced that Elliot 
King will serve as the editor-in-chief 

continued on p. 93 
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Get the services that really matter with Fieldwork. 
Everyone has an idea of what makes good service. But no market research facility has more good ser­
vice ideas than Fieldwork. Each of our 14 Fieldwork locations has all the world-class facilities, features 
and extras to make your study come off like a day at the spa. From full office amenities to gourmet 
food, you'll find it with us. 

But our idea of service starts long before your study does, with our nationwide Fieldwork Network and 
best respondent database in the industry. 

So make the call for better research. Call Fieldwork today. 

ATLANTA: 770-988-0330 -DALLAS: 972-866-5800 

BOSTON-Waltham: 781-899-3660 DENVER: 303-825-7788 

LOS ANGELES: 949-252-8180 

PHOENIX-Scottsdale: 480-443-8883 

CHICAGO-North: 773-282-2911 EAST-Fort Lee, NJ: 201-585-8200 PHOENIX-South Mountain: 602-438-2800 

CHICAGO-O'Hare: 773-714-8700 -MINNEAPOLIS: 612-837-8300 -SEATTLE: 425-822-8900 

CHICAGO-Schaumburg: 847-413-9040 NEW YORK-Westchester: 914-347-2145 

Multi-location Studies: 1-800-TO-FIELD • Fieldwork Phone Center: 1-888-TO-FIELD 

www.fieldwork. com 



Database houses credit 
card mailings 

BAIGlobal Inc., a Tarrytown, 
N.Y., research firm, has launched a 
new Web site that provides credit 
card issuers with competitive intel­
ligence to improve customer reten­
tion and usage among cardholders. 
The site, Inside Track Online, fea­
tures images of actual credit mail 
pieces sent to cardholders over the 
past 13 months. Inside Track 
Online is updated twice a month 
with the most-recent scanned 
images of communications sent to 
cardholders by their issuers. Since 
a nationwide sample of 4,500 
households sends in their direct 
mail to BAIGlobal , the service dis­
plays mailings from all major cred­
it cards and issuers. As of May, the 
database contained a full year of 
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archived mailings. To access a free 
demo go to www.baiglobal.com/ 
ITDemoN ote.htm. 

Update of Web 
collaboration tool 

San Francisco-based Facilitate.com 
has released version 6.0 of its 
Facilitate.com Web-based collabora­
tion tool. New to version 6.0 is an inte­
grated Web server and over 100 fea­
tures that enable non-IT professionals 
to establish ad-hoc or ongoing collab­
orative workspaces. It builds upon a 
core set of brainstorming, categoriz­
ing, prioritizing, and action-planning 
tools by adding new survey capabili­
ties, control panels, and template cus­
tomization. Version 6.0 also includes 
new options that enable integration 
with corporate or departmental Web 
sites. New features allow work teams 

to collaborate more effectively in both 
face-to-face and virtual meeting envi­
ronments. For more information visit 
www.Facilitate.com or call Julia Young 
at 800-423-8890. 

QuickTake.com now 
offers Palm VII 
functionality 

QuickTake.com, an on-line, do-it­
yourself survey tool, is now offering a 
wireless capability that allows indi­
viduals to download real-time survey 
results anywhere Palm VII service is 
available. QuickTake.com is a Web­
based tool designed to gather digital 
opinions. It enables customers to use a 
question template, or customize their 
own, to create a survey and launch it 
onto the Internet. Each survey is saved 

continued on p. 52 
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Socratic/Moda I is Socratic/Modalis can help you 
succeed by shrinking time-to-

Building custom online panels 

to make partners of your customers. 

modalis 
research technologies 

information without sacrificing 

quality. 

We can create a research-ready 

online customer panel for your 

company in less than 1 5 days. 

You own the data and all panelist 

information; we produce the 

infrastructure. 

and interviewing services including: 

• A customized Web site with 

your company's brand, look & 

feel 

• Online member services and 

telephone support 

• Confidentiality and privacy 

policies 

• Frequently asked questions 

(FAQs) regard ing onl ine 

• Panelist incentive administration 

and fulfillment 

• Full database support to control 

overpolling 

Our team of more than 1 00 

research professionals can help you 

create a customized research plan 

to get ful l va lue from your online 

panel. Visit our Web site for more 

details ... 

http://www.modalis.com 



FROST & SULLIVAN CONFERENCE: 
Frost & Sullivan will hold its third annu­
al 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/M RT. 

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

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 caii888-815-PMRS or visit 
www.pmrs-aprm.com. 

TRAVEL RESEARCH CONFERENCE: 
The Travel and Tourism Research 
Association will hold its annual confer­
ence 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, pro­
jectability and anonymity will be 
addressed. For more information call 

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 

The Market ing R esea r ch 
Association has launched a new and 
improved Web site at www.mra­
net.org. The new site allows mem­
bers to access an on-line directory of 
MRA members and their organiza­
tions. Using a personal password, 
members create a profile and can 
update their information or access the 
read-only information of a colleague. 
Members can also link their company's 
Web site to the MRA's site at no cost. 

Angus Reid Group, a Vancouver, 
B.C.-based research firm, has agreed to 
be bought out by French marketing 
research company lpsos. In Ipsos's 
first expansion into Canada, a North 
American unit of the company will be 
created and named Ipsos-Angus Reid. 
It will be run by Angus Reid's current 
management. Ipsos will pay about 
C$100 million ($68.9 million) for the 
Canadian company, which has 11 
offices, 300 full-time and 800 part-time 
employees. 

E astern Research Services, 
Springfield, Pa., has opened a new divi­
sion, Bilingual Research Services. 
Located in El Paso, Texas, the division 
features a bilingual staff and a 90-sta­
tion facility for data collection in 
CfMC and Quantime. The branch man­
ager is Jack Morales. The personnel 
manager is Grace Hernandez. 

Boston-based Mature Marketing 
& Research has opened an office at 
1180 East Broadway, Suite 6, Hewlett, 
N.Y., 11557. Phone 516-374-4908. 

Socratic/Modalis Research 
Technologies, San Francisco, has 
expanded the international compati­
bility of its proprietary interface test 
equipment, the Socratic Usability Lab. 
The new lab configuration allows it to 
be used with VHS, NTSC or PAL 
video formats and is built to be com­
patible with both U.S. and European 
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888-670-8200orvisitwww.iir-ny.com. conference will be combined. Breakout 26 at the Omni Parker House in 

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 information call 617-946-
0755. 

CLARITAS CONFERENCE: The annual 
Claritas Precision Marketing Conference 
will be held on July 16-19 at the Loews 
Coronado Bay Resort in San Diego, Calif. 
With the transfer of National Decision 
Systems (NOS) to an operating division 
of Claritas, each company's annual users' 

power standards. 

STAR Market Research, Hayward, 
Calif. , is now offering a new focus 
group room. The room, which mea­
sures 30x26, can be et up cla room­
style, theater-style, with booth , or 
configured to other special needs. The 
attached viewing room seats 12 clients. 
For more information call 510-4 7 6-

sessions will feature success stories, 
case studies and industry-specific mar­
keting solutions for automotive, finan­
cial services, media, retail, real estate, 
restaurant, telecommunications, utilities 
and more. For more information contact 
Melissa Barry at 800-866-6510, ext. 575, 
or at mbarry@claritas.com or visit 
www.claritas.com. 

CONSUMER INSIGHT SERIES: The 
Institute for International Research will 
hold Consumer Science: Measuring 
Consumer Motivation & Shopping 
Behavior, the third event in its 
Consumer Insight Series, on July 24-

0940. 

U.K.-based Consumerdata has 
launched web-satisfaction .com, its 
Web-based customer satisfaction and 
surveying solution. Services include 
survey definition, Web page design 
and hosting , and data retrieval. 
Additional analysis, reporting and 
data cleaning services complete a 

Boston. For more information visit 
www.consumerinsightseries.com. 

ON-LINE RESEARCH SUMMIT: IQPC 
will 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 
information visit www.esomar.nl. 

total service package. For further 
information, please contact Mark 
Hodgson at +44-1372-278999 or visit 
www. web-satisfaction.com. 

Total Research Corporation, 
Princeton, N.J., is acquiring Romtec 
pic, a London-based Internet research 

continued on p. 58 

It's a $miiU world ... 
Work with a full-service research firm 

that explores , understands and answers 
the diverse cultural and linguistic 

questions that are vital to the design, 
execution and analysis of every project. 

Domestic and International 
Qualitative and 

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

etc Erlich Transcultural Consultants 

June 2000 

21241 Ventura Boulevard, Suite 193 
Woodland Hills, CA 91364 

818/226-1333 Fax: 818/226-1338 E-mail: etcethnic@aol.com 

www.quirks.com 15 



Editor's note: Don Minchow is president of Inquire 
Market Research, Inc., Santa Ana, Calif He can be 
reached at 800-995-8020 or at don.Minchow@inquir­
eresearch. com. 

orne of you are old enough to remember when Bill 
Cosby was a stand-up comedian and his routines 
could be heard on record albums. (For those of you 

born after the introduction of CDs, a record album is a 
large vinyl disk that was played on something called a 
turntable.) One of his famous bits involved wondering 
how Noah must have felt when instructed by God to build 
an ark. It went something like this: 

God: "Noah, I want you to build an ark that is 300 
cubits by 500 cubits." 

Noah: "Right. What's a cubit?" 
I was reminded of this interchange when a client 

requested a proposal for a research study to demonstrate 
the effects of various lens coatings on visual acuity. Of 
course, his first question was, "How large a sample do I 

16 

need?" From there, our conversations went something 
like this: 

Me: "How confident do you want to be of your research 
findings?" 

(Unlike some of my clients, this on had an answer.) 
Client: "Quote me at 99 percent, 95 percent, and 90 per­

cent confidence levels." 
Me: "That's a great start. How much of a difference do 

you expect to see between the mean readings for each 
coating?" 

Client: "Not sure, why don't you figure a range from .02 
to .1, in increments of 0.2." 

Me: "Now we're cooking; we've got the confidence lev­
els and the differences in the means. All we need now is 
the standard deviation. What do you want to use?" 

It was at this point that I flashed back to Cosby's rou­
tine. My client got the look of a deer caught in the head­
lights of an oncoming car, and he mumbled something to 
the effect of, "Right. What's a standard deviation? And 

continued on p. 61 
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F
rst there was Kleenex. Great 
dea- why carry a handker­

chief around anymore? Then 
came disposable razors. Makes 
sense- when the blade goes 

dull , toss it out. Later, single-use con­
tact lenses hit the market. How con­
venient- no more soaking and clean­
ing. 

What's the next innovation in di s­
posability? Try a hearing aid. 

Say what? 
You heard right. Songbird Medical 

Inc., Cranbury, N.J., has introduced 
the Songbird disposable hearing aid, 
a $39 device with a battery that 's 
designed to last 40 days (when used 
12 hours a day). When it wears out, 
you toss it out. 

The Songbird may be disposable, 
but it's on par with other, more expen­
sive hearing aids, says Fred Fritz, 
president and CEO of Songbird 
Medical Inc. "By building it to be dis­
posable we can use designs and mate-
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rials which are unavailable to con­
ventional hearing aid makers. They 
have to build it to last for years; we 
have to build it to last for six weeks, 
so we can use softer materials and 
innovative designs which let us make 
a product that compares favorably to 
top-end hearing aids at a tiny fraction 
of the price." 

Most of the space in the front of a 
conventional hearing aid is consumed 
by the battery compartment door, 
Fritz says. The Songbird 's battery i 
sealed into the device , freeing up 
space on the faceplate for a bigger 
microphone, one that 's seven times 
larger than that of a standard hearing 
aid. Plus, Songbird's tip is made of 
softer rubber than more durable tips of 
conventional hearing aids so it fits 
deeper into the ear canal, resulting in 
improved sound quality. "You 're get­
ting the sound closer to the eardrum. 
Therefore it sounds louder and the 
high frequency sounds , which are so 

important to hearing, are better deliv­
ered to the eardrum," Fritz says. 

In another departure, the Songbird 
can be fitted and purchased with one 
vi sit. "You don ' t have to go through 
the fitting process of a conventional 
hearing aid, which typically takes four 
weeks and requires multiple trips to 
the audiologist," Fritz says. 

Crowded market 
The Songbird concept came from 

the Sarnoff Corporation, Princeton, 
N.J. Formerly RCA Labs, the R&D 
facility has given us such technologi­
cal marvels as color TV and the liquid 
crystal display. 

In exploring the viability of creating 
a high-tech hearing aid, Sarnoff talked 
with audiologi sts and others in the 
industry and learned that such a prod­
uct would be subject to inten e com­
petition, as several firms were work­
ing toward the same goal. The crowd­
ed market didn ' t need another high-
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priced entrant. 
But what about a low-priced, high­

tech hearing aid? That would be some­
thing new and different. But would it 
be too different? And how would peo­
ple respond to the disposability fac­
tor? 

A look at the potential market indi­
cated it might be worthwhile to find 
out. Fritz says 80 percent of people 
with hearing loss don ' t use hearing 
aids, meaning there are 23 million 
potential customers in the U.S. alone. 
(He estimates 300 to 400 million peo­
ple worldwide with some level of hear­
ing impairment.) 

Research from the hearing aid indus­
try gave Songbird Medical a better 
understanding of the demographics of 
hearing loss and hearing aid usage. "It 
helped us determine who our audience 
is. It's a male Boomer in the 45-65 age 
group who says, 'Yeah, I might have 
some hearing loss but it's not that bad 
and I certainly don't need a hearing 
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aid.' Our job was to identify how to 
talk to that guy or his significant oth­
ers and help change their minds and to 
get them to try the product." 

Naturally, marketing research was 
ready to help. Fritz says a "pretty clas­
sic array" of research was used, includ­
ing a combination of quantitative and 
qualitative. From focus groups and 
one-on-ones with hearing aid users and 
non-users, Songbird Medical learned 
how both market segments talk about 
hearing aids, how they perceive them, 
and, in the case of hearing aid users, 
what are some of the problems associ­
ated with hearing aid use. One-on-ones 
were relied upon more heavily than 
focus groups because they allow 
respondents to talk freely about their 
hearing loss, away from the potential 
embarrassment of doing so in a focus 
group setting. The qualitative compo­
nent of the research also gave the com­
pany some ideas for how to appeal to 
the non-user. 

From there, a Market Facts mail 
panel was used to locate households 
with a hearing-impaired family mem­
ber. Through a number of mail panel 
survey waves, concepts and position­
ing options were tested using conjoint 
analysis. Respondents were asked 
about the importance of a money-back 
guarantee, brand name alternatives, the 
believability of certain performance 
claims, and pricing. "We consistently 
tested different price points and the 
'under-a-dollar-a-day' price point was 
very important for non-users of hearing 
aids. At that point they felt they could 
give it a try," Fritz says. 

In-home testing 
The first two rounds of research 

resulted in a solid, well-tested concept. 
Songbird Medical had a good idea of 
how to position the product and its 
price point, so the next phase involved 

continued on p. 90 
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How a medical diagnostics company 

incorporated customer input at 

Editor's note: Eileen Moran is a prin­
cipal at Applied Marketing Science, 
Inc., a Waltham, Mass., research firm. 
She can be reached at 781-684-1230, 
x127 or at emoran@ams-inc.com. 

W
hen Tom Gavin (a pseu­
donym) was called into 
the division president's 
office at Global 
Diagnostics (company 

name changed) and was told to start 
work on developing a major new prod­
uct from scratch, he was incredulous. It 
was a really busy time - the company 
had several successful products on the 
market and was about to launch anoth­
er one. Now the president was giving 
Gavin an assignment that seemed 
almost too good to be true. "It was like 
product development in a perfect world 
- I had a clean slate to work from and 
sufficient time to do things right." 

However, a few weeks into the 
assignment, Gavin was struggling with 
where to begin. Representatives from 
all of the functional areas insisted that 
they knew what customers wanted and 
which features needed to be imple­
mented in the next-generation product. 
The problem was, none of those func­
tional areas, let alone any two individ­
uals, had the same vision for the prod­
uct. Gavin knew that people's percep­
tion of what customers want was based 
on anecdotal data, heard either second­
hand or from one or two conversations 
with customers. It was definitely not 
data collected in a systematic way. 
Gavin also knew he didn' t want to base 
his next-generation product on this type 

June 2000 www.quirks.com 

every step 
of information and he definitely didn't 
want to incite any turf battles about 
who was right. He wondered, "Where 
do you begin when you're developing 
a product from a clean slate?" 

Global Diagnostics is a world leader 
in the hospital-based diagnostics mar­
ket. It designs and manufactures high­
tech diagnostics systems used primar­
ily in hospital settings. To take a long­
term view of product development, the 
company began investigating its next 
generation of products two to three 
years before it anticipated actual mar­
ket entry. It sought to open the door to 
innovation by taking a very broad, cus­
tomer-focused approach to product 
development. The company made no 
assumptions about the areas that were 
most important to customers. Instead, it 
wanted to examine the business as a 
whole, letting customers identify the 
areas with the greatest need for 
improvement. This meant focusing not 
just on the diagnostic equipment itself 
but also on the whole relationship 
between the customer and Global 
Diagnostics (including the sales 
process, technical support, customer 
service, etc.). It contacted my compa­
ny, Applied Marketing Science, Inc., a 
research and consulting firm, for assis­
tance. 

Global Diagnostics clearly sought to 
make customers the focal point for 
inspiration in this next generation of 
products. However, the customer was a 
moving target. In some cases, the cus­
tomer was the director of the laborato­
ry; in other cases, it was a nursing man­
ager or a physician on an individual 

unit. This dynamic meant that it was 
important not only to ferret out the 
wants and needs of each customer 
group but also to understand how pur­
chase decisions are made under various 
hospital models. 

Selecting the techniques 
We settled on a multi-step approach to 

move Global Diagnostics from the for­
mative stages to concrete new product 
concepts (see flow chart). The first step 
would be to gain a thorough under­
standing of customer wants and needs 
(i.e. the voice of the customer via the 
VOCALYST process). The second 
would be to use quality function deploy­
ment (the "house of quality") to translate 
those wants and needs into internal per­
formance measures (or metrics) and ulti­
mately into potential features or solu­
tions that tie directly back to the voice of 
the customer (VOC). The last step would 
be to go back to customers and test the 
top features and solutions to determine 
which concepts were most attractive to 
them. 

Note: I will elaborate more on the 
quality function deployment (QFD) 
process later in this article. But for a 
more exhaustive explanation of the tech­
nique, please refer to a paper co­
authored by one of our company's co­
founders, Professor John Hauser at the 
MIT Sloan School of Management. It is 
called "The House of Quality" (Harvard 
Business Review, May-June 1988) and 
reprints can be ordered from 
http: I lwww. ams- inc. com/readings/ 
publications.htm. 

continued on p. 64 
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Editor's note: David Langley is 
director of strategic research & analy­
sis, and Lori Cook is a senior project 
manager, at Blue Cross Blue Shield of 
Maine, Portland. They can be reached 
at david_langley@bcbsme.com and 
lori_cook@bcbsme.com. This article 
is the third in a three-part series 
designed to provide real-world busi­
ness examples of the effective use and 
application of research and statistical 
tools for supporting resourcing and 
priority-setting decisions. These 
research application issues have 
arisen through the authors' work with 
regional and national studies in health 
care and other industries. Each of the 
three articles in the series provides a 
summary review and example of how 
marketing research techniques, when 
approached as a credible discipline 

and with a clear view of specific deci­
sion support needs, can inform exec­
utive decision making. The first article 
in this three-part series, "Effective 
uses of ' effect size ' statistics to demon­
strate business value" appeared in the 
October 1999 issue of Quirk's. The 
second article, "Consumers' contra­
dictions: 'value' and other brand 
attributes" appeared in the March 
2000 issue of Quirk's. 

Many organizations have long­
standing experience using 
customer segmentation for 

marketing purposes (e.g., decision­
making and resource allocation 
around product design, ales, promo­
tional strategies). In this context, 
" ... segmentation is the process of 
partitioning markets into segments of 

potential customers with similar char­
acteristics who are likely to exhibit 
similar purchase behavior." ' 

This article outlines a recent health 
care case study of the use of segmen­
tation tools and techniques for devel­
oping and refining service delivery 
through satisfaction-based quality 
improvement initiatives. In this case 
study, health plan customers (i.e. , 
members2

) are distinguished and seg­
mented by their health status through 
a multi-method process for classifi­
cation and assessment. 

Health status and satisfaction 
Numerou national and published 

health care studies have demonstrat­
ed a link between health status and 
satisfaction with health care and 
health plan. Consistently, these data 
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point to differences in individuals' 
ratings of their health care, providers, 
and health plan, based on health sta­
tus. For example, individuals in poor­
er health report lower overall satis­
faction with their health plans, more 
problems with health plan adminis­
trative services, lower satisfaction 
with access to health care, and lower 
satisfaction with quality and out­
comes of care. Examples of research 
findings include the following: 

• Field tests with a standardized 
national health care survey -
Consumer Assessment of Health 
Plans (CAHPS)3

- have demonstrat­
ed that "consumer ratings about 
health care were consistently higher 
for those in better health. Health sta­
tus correlated with overall rating of 
health care, rating of personal doctor 
or nurse, and rating of the health plan, 
respectively, in a sample of chroni­
cally ill adults."4 As a result of these 
finding, CAHPS data, when used for 
comparing health plans on the basis 
of the ratings by individuals covered 
by those plans, is case-mix adjusted 

to minimize systematic bias based on 
this patient characteristic. 

• Similarly, results of a national 
study (based on a longitudinal sur­
vey of 5,700 employees) indicated 
that employees in poorer health were 
less satisfied with their health plans 
than employees in better health. 
Relative to those in poorer health , 
healthier respondents were 5 percent 
more satisfied at baseline (1993) , and 
4 percent more satisfied at remeasure 
(1995). 5 

• Hall , Milburn , Roter and Daltroy, 
in a 1998 study of patient sati sfaction 
with medical care, cite more than 15 
studies demonstrating the finding that 
"patients in poorer health, either emo­
tionally or physically, tend to be less 
satisfied with their medical care."6 

Although there is no definitive 
understanding of why individuals in 
poorer health are less satisfied with 
their health plans and their health care 
than healthier individuals, the con­
sistency and prevalence of these find­
ings points to the importance of tak­
ing health status into consideration 

as a critical characteristic when 
assessing and addressing the needs 
and sati sfaction of member/patient 
populations. 

Health status as a segmentation 
variable for service quality 
improvement 

In thi s health plan's case study, 
health status is effectively used as a 
segmentation variable for health plan 
service quality improvement. The 
methods used in this case study for 
classifying health status include self­
reported data from member surveys 
as well as the use of medical claims 
data. For purposes of establishing 
dichotomous "segments," members 
who report being in poorer health or 
who are associated with medical 
claims for selected health conditions 
are distinguished from members who 
do not have these characteristics. 

A multi-method approach to 
health-based service quality improve­
ment includes the following assess­
ment methods: 

• Stati stical analysis of quantitative 

Your First Step Toward 
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research findings to: a) define and 
assess experiences and perceptions 
of members by health status; and b) 
define and understand key satisfac­
tion drivers relevant to the popula­
tion of members in poorer health. 
Analytic tools include: crosstabula­
tions, significance testing (t- and z­
test ), factor analysis, regression 
analysis, and cluster analysis. 

• U e of claim-based operational 
data to segment and analyze customer 
inquiry rates/reasons by health status. 

• Qualitative validation through 
member and staff focus groups to fur­
ther understand the needs and expe­
riences of the population of members 
in poorer health. 

A. Quantitative analysis 
1. HEDIS7 3.0 Member Satisfaction 

Survey 
A segmentation analysis of the 

relationship between health status and 
member satisfaction was conducted 
using 1998 HEDIS 3.0 Member 
Satisfaction Survey data. This annu­
al mail survey of managed care mem-

bers, administered throug h the 
National Committee for Qu ality 
Assurance (NCQA) standardized 
study de ign, provides comparable 
member satisfaction and health status 
data to health plans, purchasers, and 
regulators. The 1998 version of the 
survey included a battery of self­
reported health status items, includ­
ing the SF-128 and a chronic illness 
checklist. 

Analyses of the data (i.e ., statistical 
significance testing) were conducted 
to determine 
whether survey 

health" was defined as 25th percentile 
on the SF-12 physical health scale 
and/or one or more chronic condi­
tions based on the chronic conditions 
checklist; "poorer mental health" was 
defined as 25th percentile on the SF-
12 mental health scale. 

Findings of these analyses pointed 
to a clear and significant link between 
health status and plan satisfaction 
(see Fig. 1): 

• Respondents in poorer physical 
health were statistically significantly 

Figure 1 
results of respon­
dents in poorer 
health differed 

Health Status and Plan Contact/ Satisfaction 

from those of 
healthier mem­
bers. Physical 
health status and 
mental health sta­
tus were consid­
ered separately. 
For the purpo es 
of these analyses, 

1998 HEDIS 3.0 Member Satisfaction Survey (Selected Measures) 

Overall 
salisfaction 

%reporting 
problems: 
Attribute A 

% contacting 
plan 

(*) 

(*) Statistically significant difference 

(*) 

• "'Better health" 

• " Poorer health" 

(*) 
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les satisfied overall with the plan, 
and less satisfied with: 

- quality of health care; 
- access to health care; 
- plan administration. 
• These respondents also reported 

significantly more contact with the 
plan, and were more likely to have 
contacted the plan specifically with a 
complaint or problem. 

This analysis also identified unique 
differences in respondent sati faction 
based on mental health status. 

2. Key drivers analysis 
A drivers analy is was conducted 

with the 1998 HEDIS 3.0 data to 
develop differential models of satis­
faction drivers based on health status. 
This statistical modeling included 
factor and regression techniques to 
identify significant predictor of sat­
isfaction. 

Based on this analysi , the follow­
ing key drivers sets were developed 
(see Fig. 2): 

• Satisfaction driver for healthier 
members include the following: 

tion ; in particular, the role of "ser­
vice" takes on added importance: 

- sati sfaction with problem resolu­
tion when contacting the plan ; 

- perceived change in plan perfor­
mance re: service, access to care, and 
quality of care (e.g. , service provid­
ed by customer service reps, problem 
resolution, claims problems, ease of 
choosing a personal physician, satis­
faction with overall quality of care 
and services, availability of informa­
tion about co ts and benefits, and wait 
times for appointments for chronic 
conditions). 

3. Other health plan survey data 
Further statistical analysis of the 

relationship between health status and 
sati sfaction was conducted with 
health plan data from another avail­
able sati sfaction study to validate 
HEDIS 3.0 findings, as well as gain 
additional information regarding the 
relationship between health status and 
plan experience/satisfaction in areas 
not covered by the HEDIS survey. 

De pite limitations in this survey 's 

,....----------------------, number of health 

Figure 2 

Satisfaction Drivers: By Health Status 
HEDIS" 3.0 1998 Member Satisfaction Survey 

Attribute A 

Attribute B 

Attribu te C 

Attribute D 

Attribute E 

Regression analysjs beta we jghts· 

• "Better health" 

"Poorer health" 

status questions, in 
comparison to the 
HEDIS 3 .0 s ur­
vey 's battery of 
health tatu items, 
analy si s of thi s 
1998 dataset identi­
fied marginally sig-
nificant finding s 
through statistical 
significance test­
ing. These findings 
were directionally 

L----------------------......1 con sis tent with 
those of the HEDIS 

- benefits , costs, plan administra­
tion (including paperwork, availabil­
ity of information about costs and 
benefits)(this was the most important 
driver); 

- p lan coordination of care 
(delays/difficulties receiving care, 
referrals); 

- health care (quality, acce , out­
comes). 

• These items are also drivers for 
members in poorer health. However, 
they become less important as addi­
tional drivers emerge for this popula-

3.0 analysis in terms of identifying a 
link between health status and sati s­
faction/experience with the plan: 

• Respondents in poorer health 
were generally less satisfied with: 

- access to care; 
- plan costs; 
-claim ; 
- information and communications 

provided by the plan. 
• These respondents were also less 

likely to be knowledgeable about plan 
procedures and benefits (as indicated 
by several questions in the survey that 
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"tested" member knowledge about 
specific plan procedures and bene­
fits). 

Additional analyses with this 
dataset included: 

• An aggregated analysis of two 
years of survey data ( 1997 and 1998) 
to assess the impact of health status 

five of the 12 SF-12 items, as well as 
a chronic illness/risk checklist that 
focused on identifying high-cost/high 
prevalence medical conditions (as 
noted above, the 1998 version of this 
survey contained only a limited set of 
health status measures). Analysis of 
these data provided a more robust 

Figure 3 

Plan Satisfaction 
by Health Status (Selected Measures) 

Attribute A 

Attribute B 

Attribute C 

AttributeD 

Attribute E 

Attribute F 

(*) Statistically significant difference 

on satisfaction. This analysis indicat­
ed that, despite the sparse measure­
ment of health in this survey, the 
aggregate impact of health on satis­
faction was significant, and that 
respondents in better health were 
roughly 10 percent more satisfied 
than respondents in poorer health. 

• A cluster analysis that clustered 
respondents based on reported prob­
lems with the plan and overall plan 
satisfaction. This analysis determined 
that the segment of respondents 
reporting the most problems and least 
satisfaction with the plan also had 
significantly lower health status rat­
ings than other segments. 

In 1999, NCQA replaced the 
HEDIS 3.0 survey with the 
HEDIS/CAHPS 2.0H instrument: this 
new instrument no longer contained 
the battery of health status items 
included in the HEDIS 3.0 instru­
ment. Therefore, in order to be able to 
continue to identify and monitor the 
impact of health on satisfaction, the 
1999 version of this additional health 
plan study was enhanced to include 
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view of the differences in satisfac­
tion by health status (see Fig. 3). 

B. Operational data 
In addition to analyses of quantita­

tive research findings, an analysis of 
plan operational data was conducted 
to: a) identify the population of mem­
bers in poorer health; and b) deter­
mine specific needs and issues of this 
population through analysis of 
inquiries. 

As a starting point, claim-based 
data was used to identify members 
with selected high-cost/high-preva­
lence illnesses or health risk. With 
this claim-based data then linked to 
the health plan's on-line customer 
inquiry system that tracks and cate­
gorizes all member contacts, further 
analyses were conducted by health 
status using inquiry rates and reasons 
for these inquiries. 

Results indicate that members in 
poorer health call the health plan at 
approximately twice the incidence 
rate of healthier members (see Fig. 4). 
Discussion and feedback from ser-

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, 
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• 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.mmslists.com/research 
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vice staff regarding these data further 
suggests that this differential contact 
rate is not simply attributable to this 
population using more services (and 
therefore requiring more contact with 
the plan), but that this population has 
unique needs and experiences with 

the plan that contribute to this higher 
contact rate. 

C. Qualitative validation 
Focus groups of customers and ser­

vice staff were used in 1999 and 2000 
to gain a more in-depth understanding 

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

• Attitude and usage • Image and positioning 
• Benchmark studies • New product research 
• Market share • Customer satisfaction 

and loyalty 

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

regarding the needs and experiences 
of the population of members in poor­
er health by structuring the discus­
sions to: validate survey findings, val­
idate and operationalize the key dri­
vers sets identified through statistical 
modeling, drill down on experiences 
and issues of this population, and 
explore potential solutions for effec­
tively addressing dissatisfiers. 

Primary learnings from these focus 
groups included the following: 

• Members in poorer health appear 
to have varying experiences with the 
system: While some members report 
few problems (e.g., they appear to be 
highly educated about their health 
plan and its procedures and have good 
working relationships with their 
health care providers), others appear 
to have a more difficult time under­
standing how their health plan works 
and how to negotiate the health care 
system. 

• There are a number of barriers to 
smooth care for this population. 
Some administrative procedures that 
work smoothly for members in good 
health and for those who are informed 
and pro-active regarding their health 
care can create "hoops" for the very 
sick. 

• The time of needing health ser­
vices is often a time of crisis. 
Effective education and communica­
tion is critical for this population; this 
segment appears to need access to 
information at the point of needing 
services. 

• This population for whom admin­
istrative procedures are problematic 
has a need for a more coordinated 
approach to care and health plan ser­
vices. 

Implications/next steps 
Learnings from this multi-method 

assessment process have clearly 
pointed to the differential experiences 
and satisfaction levels of the segment 
of members in poorer health. 
Relevant findings and implications 
for targeting service improvement 
include: 

• Members in poorer health con­
tact the health plan service center at 
approximately twice the incidence 
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rate of healthier members; they also 
report lower satisfaction and more 
problems with their health care. 
Although service is important for all 
members, the role of service takes on 
added significance when members 
experience problems with their 
health. 

The experiences of members in 
poorer health appear to vary based 
on a number of factors (e.g., educa­
tion, working relationships with 
providers). In general, however, the 

- Plan utilization review discrimi­
nates against those in poorer health. 

- Good health outcomes lead to 
increased satisfaction, while poor 
health outcomes lead to decreased 
satisfaction even when medical treat­
ment is caring and competent. 

-Good patient-doctor relationships 
product good outcomes, which lead 
to increased satisfaction. 

• What is the appropriate definition 
of the member population in poorer 

health? Although the classifications 
and the resulting segmentation used 
in this case study offer a clear direc­
tion for improving service delivery 
and for shaping further analytic work, 
they are operationally problematic, 
and do not identify a specific popu­
lation that can be actionably targeted 
for improvement activities. 

• What particular set of plan expe­
riences and contact contributes most 
to dissatisfaction? Although drivers 

time of needing servkes is often a~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

time of crisis. These members need: 
- effective, timely access to infor­

mation about plan benefits and pro­
cedures; 

- access to smooth deli very of care 
and services; 

- these members need to experience 
a simplified, easy-to-understand, and 
coordinated process when interact­
ing with their health care providers 
and health plan. 

In order to address these issues, 
health plan initiatives have been 
implemented to further integrate and 
coordinate the delivery of care and 
services. As part of the efforts and to 
effectively target improvement activ­
ities to specifically meet the needs of 
the target population, further analyt­
ic work is being implemented: 

• What is the specific and action­
able causal relationship between 
health status and satisfaction? 
Although numerous data point to the 
association between health status and 
satisfaction, to date there is no clear 
evidence in the literature regarding 
why individuals in poorer health are 
less satisfied. Examples of present 
hypotheses include the following: 9 

-These individuals give poorer rat­
ings in general. 

- Some individuals are likely to 
give negative ratings about anything, 
including their health and medical 
care they receive (correlated error). 

- Individuals in poorer health get 
worse care. 

- Patient complexity makes it hard­
er to deliver care to those in poorer 
health. 

- Members in poorer health have 
more contact with plan/providers. 
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analysis and qualitative data have 
provided insights into the types of 
issues that cause dissatisfaction, more 
definition is needed around the spe­
cific processes or events that con­
tribute to an overall pattern of diffi­
cult interactions between member and 
plan. 

Be attentive 
This work, both analytic and applied 

business decision making, is instruc­
tive for understanding how marketing 
research tools (customarily used to 
support marketing initiatives) can be 
effectively used to guide understand­
ing of customers' service needs. 
Delivering appropriate, competitive, 
and best-practice levels of customer 
satisfaction is clearly dependent on 
service functions that meet each cus­
tomer's unique set of needs. For this 
work to be useful and relevant, the 
researcher must be attentive to the 
careful use of correct analytic methods 
and the current literature regarding 
these tools. Likewise, the business 

decision maker must be thinking ana­
lytically about the direction being 
offered by study findings and inte­
grating these with their practical, day­
to-day understandings of customers' 
needs and expectations. r~ 

Suggested readings on market segmentation 
tools and techniques 
Weinstein , A. Market Segmentation: Using Niche 
Marketing to Exploit New Markets. Chicago, Ill. : 
Probus Publishing Company, 1987. 
Blankenship, A.B. and Breen , G.E. State of the Art 
Marketing Research. Chicago , Ill , : American 
Marketing Association ; NTC Business Books, 
1993. 
Etzel, M.J. , Walker, B.J., and Stanton , W.J. 
Marketing, 11th Edition . McGraw Hill Higher 
Education , 1997. (See Chapter 7.) 
DSS Research Inc. Web site: www.dssresearch.com/ 
library/Segment/understanding.asp. 
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Health CareR search 

Editor's note: Diana F. Bartlett is 
president of Sorelli B, a new product 
development company in Glen Ellyn, 
Ill. She can be reached at 630-858-
1835 or at dianab@sorelli-b.com. 

How does a marketer market a 
product in negative demand state? 
That's the challenge facing the 

health care strategist today. 
Health care is a classic example of 

negative demand, in which "a major 
part of the market dislikes the product 
and may even pay a price to avoid it­
vaccinations, dental work, vasec­
tomies, and gallbladder operations, for 
instance ... The marketing task is to 
analyze why the market dislikes the 
product and whether a marketing pro­
gram consisting of product redesign, 
lower prices, and more positive pro­
motion can change beliefs and atti­
tudes." (Marketing Management, The 
Millennium Edition, Philip Kotler, 
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I 

manag1ng 
health care's 

negative 

Prentice Hall, 2000, p. 6.) 
Historically, governmental subsidies 

from Medicare and Medicaid have 
cushioned the health care market from 
this unpleasant reality. However, the 
steady drop in reimbursement from 
these two sources, plus the willingness 
of Baby Boomers to look for "positive 
demand" offerings, deflates this cush­
ion. 

Unless health care organizations 
(HCOs) can reshape their image, the 
next 50 years of peak Baby Boom 
demand potential will be merely a long 
half-century of squeezing out dribs and 
drabs of revenue here and there. 

To shift their industry from negative 
to positive demand response, health 
care marketers must understand the 
perceptual "place" health care occu­
pies in the Baby Boomer mind. 
Because this place is shared with 
numerous other activitie - commut­
ing to work, shopping for groceries, 

demand 
By Diana F. Bartlett 

investing in tocks- the "10,000-foot 
view" of how Boomers choose to 
spend their time must be analyzed. 

Sorelli B is mapping this perceptual 
location with our national Boomer 
Consumer Quarterly Health Care 
Attitudes and Tracking Panel. In this 
panel, which began in February 1999, 
adults aged 36-54 utilize a scale of one 
to five to rank each of the following 
activities on dimensions of ease, con­
venience, satisfaction, control, choice, 
and importance: 

• purchasing tires for my car; 
• renting a video; 
• completing my income taxes; 
• going to an M.D./D.O. (doctor of 

osteopathic); 
• commuting to work; 
• taking a vacation; 
• going to a dentist; 
• asking my boss for a raise. 
Then, responses are compared to 

create a perceptual map of health care 
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coordinates vs. the coordinates of other 
uses of time. 

Results appear to confirm that health 
care carries no inherent appeal, and 
that the 50-something will purchase 
care to avoid sickness, but for no other 
reason. 

Selected results 
Boomers say that health care is less 

satisfying than completing income 
taxes, but more satisfying than pur-

physician visit as they do over their 
income taxes or a trip to the dentist. 
Despite feeling relatively in control, 
almost 40 percent of the Boomer Panel 
report that they would rather treat 
themselves than see a physician. 

The curious thing is that even though 
Boomers appear interested in care to 
fix sickness, they are not convinced 
the care will work! The panel members 
are almost evenly split about their 
expectations for a cure: half is rather 

Most satisfying activities 

5 
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Top score 

chasing automobile tires. 
It's more important than renting a 

video, but no more so than commuting 

• Tires 

• Video 

o Taxes 

o MD/DO 

• Commute 

• Vacation 

• Dentist 

o Raise 

pessimistic, noting that they do not 
expect a physician to cure them; the 
other half is optimistic, anticipating 

Most important activities 

5 

4 

3 

2 

0 
Top score 

to work. 
Adults in the study claim that they 

have greater selection when perform­
ing such mundane tasks as shopping 
for tires and going to the dentist than 
they do in visiting an M.D. or D.O. 

Boomers tell us they have about as 
much control over the outcome of a 

• Tires 

• Video 

o Taxes 

o MD/DO 

• Commute 

Vacation 

• Dentist 

o Raise 

that they will be healed. 

It's the product 
Not a lot of selection, not a lot of sat­

isfaction, not outstandingly impor­
tant. .. not too hot, not too cold. In total, 
a good description of a commodity, 
which is basically what Baby Boomers 

Activities with most choices 

Top score 
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Most control over outcome 
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from regarding health care as a matter 
of life and death. "That's absurd," you 
object, noting that health care is a mat­
ter of life and death. 

view health care to be. 
Health care marketers who have 

invested in branding campaigns over 
the years apparently haven ' t made a 
dent in the vast Boomer consciousness 
because no amount of fabulous brand 
work will make up for a product that is , 
well, boring. 

It's the product that's the problem. 

Repairing a flat tire or owning one that 
runs more smoothly than another? 
Repairing a flat tire or having a tire 
that makes driving easier than it was 
before? These are the bigger picture 
realities health care should address.) 
Practitioners and institutions need to 
revamp their offerings drastically to 
engage and entice Boomer brains. 

Not really. Perhaps mortality hangs 
in the balance for segments of the 
Medicare population and for a small 
percent of individuals suffering from 
fatal illness or injury. But the vast 
majority of Boomers lead normal lives, 
do not face life-or-death decisions, and 
thus have no reason to view health care 
as compelling. 

That creates a huge expectation gap 
between providers and consumers. 
Instead of gearing up for the sickest of 
the sick, health care organizations 
should invent products and services to 
enhance the lives of people with nor­
mal health. In this way, health care will 
be selling a positive instead of hustling 
the absence of a negative. 

Recommendations This is not a new idea! 

Boomers equate traditional health care 
with frustrating waits, paternalism, bad 
news, and poor doctor-patient com­
munication- all to "fix" what ails* 
them but for nothing more. (*This is 
not meant to denigrate remedying dis­
ease. But which is more valuable to a 
consumer: repairing a flat tire or hav­
ing a tire that never goes flat? 

How should marketers approach the 
tran formation from negative to posi­
tive demand? Here are several sugges­
tions - some unconventional , some 

Pharmaceutical companies have begun 
this with "lifestyle" drugs such as 
Rogaine and Viagra. So, perhaps health 
care organizations should offer "sci­
entific" how-to information about per­
sonal grooming and sexual behaviors. 

le o. 
1. Strategy leaders should refrain 

People come to Baltimore to ample the city' 
world-famous eafood. 

But you can sample more than eafood in 
Baltimore. You can tap into the city's fre h and rich 
demographic di versity in your next focus group. 
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Washington D.C. , New Jersey, Philadelphia 
and New York. 

• Executi ve, Medi cal & Consumer recruiting whi ch 
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Computeri zed databa e of more than I 0,000 
households and grow ing all the time. 

• All spec are met to your quali fications and 
re creened prior to the group . 

• Telephone interviewing is completely supervised at 
all times. 

• 25 line phone center complete with on & 
off premise telephone monitoring capabili tie . 

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

• Executi ve & exten ive medical indepth in tervie\\·­
ing with 70,000 health care professionals & 
complete hospital database on computer. 

• Convention interviewing, in- to re in terviewing. 
store audits and my tery , hopping. 
For more information on 
your next focus group or 
telephone survey, call 
Bruce Schulman or 
Debbie Caplan 
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2. Since most of their healthy 
Boomer clientele have no need for 
their services, health care marketers 
may want to lure them to traditional 
products and services with the "bait" 
of activities that are inherently inter­
esting. 

For example, we are part of the 
development team creating a golf 
neurology clinic in Chicago. This 
unique clinic will use golf as a hook 
to get people interested in learning 
about their neurological diseases and 
disabilities, and as a carrot to keep 
them on track with a care plan. The 
same can be done with other sports 
and hobbies such as fishing, garden­
ing, and traveling. 

In similar fashion, health care orga­
nizations (HCOs) can reposition 
health care as a support for the 
Boomer value system. For example, 
Boomers are the "me" generation, 
with high autonomy needs. How can 
health care organizations take advan­
tage of these characteristics? 
Certainly, the service aspects of 
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health care can be modified to put the 
Boomer squarely in the center: cus­
tomized health profile plans are one 
way to do this. 

But even the content of care can be 
adjusted to benefit this ego-driven 
generation. A practitioner might pro­
pose two or three approaches to reha­
bilitation and allow the Boomer 
patient to select the one that best sat­
isfies his/her comprehensive needs. 

Boomers also value the good life. 
So the gastroenterology department 
might specialize in gourmet nutrition 
therapy based on the work of great 
chefs, fine vineyards, and progres­
sive dietetic science. An optional out­
of-pocket offering might be home­
cooked healthy gourmet meals, cus­
tomized grocery shopping, or a 
month of nutritionist planning ser­
vices. 

3. Leaders in health care strategy 
must remember that our health care 
product is an information product. 
Whether contemplating a diagnosis, a 
plan of care, a lifestyle modification, 

even a drug or medical device, the 
Boomer resonates to the content, the 
meaning, the "so what?" Our 50-
something panel ranks information 
among the best things about their 
health care encounters: 

• 99 percent of respondents said 
that having their questions answered 
was the best aspect of a doctor visit; 

• 98 percent said that receiving 
treatment to restore health was the 
best aspect; 

• 95 percent agreed that learning 
their health is fine was the best 
aspect; 

• 89 percent thought that obtaining 
health care information was the best 
aspect; 

Thus, one simple way to make 
health care offerings more Boomer­
appealing is to formalize and make 
available medical records and other 
such information in patient-friendly 
form. For example, patients released 
from the hospital should return home 
with a personalized folder or CD­
ROM chock-full of information about 
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what happened to them during their 
inpatient stay (including photographs 
and graphics, if desired), additional 
(on-line and print) resources for fur­
ther information, references, com­
parisons to other patients ' results, etc. 

4. Health care organizations should 
identify ways to capture out-of-pock­
et spending. Boomers are willing to 
spend discretionary dollars on health 
care. Thirty-three percent of the panel 
reported having spent more on out-of­
pocket health care costs in 1999 than 
in the prior year, and 44 percent spent 
about the same amount. Out-of-pock­
et spending ranged from $0 to 
$10,000. 

Perhaps even more significant, less 
than half the panel thought that the 
"cost of encounter" was the worst 
aspect of an M.D./doctor's office 
visit. This is down and holding from 
past quarters (41 percent, August ' 99; 
63 percent, May '99). 

So, rather than haggling with insur­
ers over charges, HCOs should devel­
op pricing strategies with upsell 
potential. Perhaps the basic PCP 
office visit is covered for $35 with 
$10 co-pay; but maybe there is an 
optional massage therapy or nutri­
tionist consultation available at the 
same time for $50/half-hour. Perhaps 
high-end dietary supplements, OTC 
medical devices, sexy orthopedic 
shoes, and other products the practi­
tioner endorses could be available for 
purchase. 

5. Health care thought leaders need 
tore-conceptualize health care offer­
ings to be more Boomer-relevant. For 
example, today's cardiac program is 
about the heart, not about the patient. 
Cardiac care serves up features (avail­
ability of heart transplants, angio­
plasties, experimental drugs, doctors 
with certain credentials , etc.) , but is 
mute on benefits. Benefits are for the 
patient, and may include increased 
stamina, quick return to normal activ­
ity, enhanced energy, renewed self­
worth, and a myriad of other 
"WIIFMs." And, oh yeah, happiness, 
hope, joy, stuff like that. 

Granted, stamina is a lot trickier to 
define than angioplasty. But what 
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What makes people 
do vvhat they do? 

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

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

MODERATOR TRAINING 
FUNDAMENTALS 

Feb. 28 - March 1, 2000 Los Angeles 
(Manhattan Beach) 

May 22 - 24, 2000 Washington DC 
July 31 - Aug. 2 , 2000 Chicago 
Oct. 1 6 - 1 8 , 2000 Cincin nati 

TRAINING FOR FOCUS 
GROUP MODERATING: 

APPLICATIONS & APPROACHES 

March 1 3 - 16. 2000 Atlanta 
June 5-8. 2000 C incinn ati 
Aug. 2 1 - 24, 2000 Chicago 

Dec. 5- 8 . 2000 San Francisco 

INTRODUCTION TO 
MARKETING RESEARCH 

Feb . 28 - Marc h 1, 2000 Atlanta 
May 1 - 3, 2000 Chicago 

July 24 - 26, 2000 Washington DC 
Sept. 25 - 27. 2000 San Francisco 

Nov 1 3 - 1 5. 2000 Cincinnati 

APPLIED MARKETING RESEARCH 

Feb. 21 - 23, 2000 Atlanta 
June 26 - 28, 2000 Cincinnati 

Oct. 1 6 - 1 8 , 2000 Chicago 

DESIGNING EFFECTIVE 
QUESTIONNAIRES 

March 1 - 3 , 2000 Washin gton DC 
June 19- 21 , 2000 Cin cinnati 

Aug. 7 - 9 , 2000 Chicago 
Nov. 1 3 - 1 5 , 2000 Los Angeles 

(Manhattan B each) 

INTRODUCTION TO 
DATA ANALYSIS 

March 1 3- 1 5 , 2000 Cincinnati 
June 1 2 - 1 4, 2000 Washing ton D C 

Sept. 18- 20, 2000 Chicago 
Dec. 4 - 6 , 2000 Los A ngeles 

(Man hattan B each) 

MARKETING APPLICATIONS OF 
MULTIVARIATE TECHNIQUES 

April 3 - 5 , 2000 Chicago 
Ju ly 19 - 21 , 2000 San F rancisco 

Oct. 23- 25, 2000 Cincinnati 

MEASURING & MANAGING 
CUSTOMER 

SATISFACTION & LOYAL TV 

March 21 - 23, 2000 Chapel Hill 
June 26- 28, 2000 Chicago 

Sept. 25 - 27, 2000 Washington DC 
Nov. 29 - Dec. 1, 2000 San Francisco 

TH E T R A I N I NG & DE V E L OPMENT CE N TER 
www. b u r ke . com 
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would a benefit-oriented cardiac pro­
gram look like? Let's consider the 
fairly concrete benefit of quick return 
to normal activity. First, a heart pro­
gram emphasizing quick return to nor­
mal activity would operate according 
to the individual patient's definition of 
normal activity. For some, that might 
mean being able to work 60-hour 
weeks, and for others, it might mean 
returning to weekend tennis matches 
in time for the summer season. 

Second, cardiology departments 
could take a cue from the financial 
services industry and develop per­
sonalized health portfolios that iden­
tify each individual's health goals. 
This is the sort of information-rich 
document Boomers love. And because 
it's customized, because it requires 
their involvement to shape, it might 
just increase compliance and spur effi­
cient resource use. 

Third, once these goals have been 
identified, a specific plan of recovery 
would be established. Essentially a 
contract between patient and practi-

38 

tioner, this document would specify 
for each pre-event, event, and recov­
ery week how many work hours 
would be pursued, what interim goals 
would be measured, how the med­
ication and follow-up visit regimen 
would function, etc. The contract 
would be lifestyle-based and would 
cover nutrition/hydration, stress 
management, exercise, sex, child 
care, mood, smoking, and other ele­
ments. 

Additionally, the workaholic's plan 
might include provision of space for 
an assistant to toil alongside the 
patient in the hospital, a step-down 
unit adjacent to the patient's office, 
and a network of check-up facilities in 
all the towns in which the hard-charg­
ing Boomer operates. 

What's more, the Boomer cardiac 
patient would be so exhaustively edu­
cated on her own signs and symptoms 
that she could triage herself anywhere, 
any time. 

6. Promotional and communica­
tions strategies should be targeted to 

specific Baby Boom segments. For 
example, younger Boomers (36-45 
years old) still working voraciously 
may desire maximum convenience. 
Creative messages should emphasize 
this, and media choices should be 
those that can be consumed on-the-go 
- radio, beeper, cell phone, transit. 

Older Baby Boomers ( 46-55), con­
versely, are approaching retirement 
with its mortality baggage; they seek 
to maximize youth and vitality. 
Creative messages should stress 
renewal, with media selection weight­
ed in favor of "muse-heavy" print. 

7. Mix mind with body. It's not for 
nothing that the 50-somethings popu­
larized Eastern religion and "gee 
whiz" metaphysics. Don't simply 
mend their hearts, but talk of the heart 
as a symbol of courage (with corre­
sponding books, movies, CDs, games, 
and family outreach on themes and 
stories of courageous deeds). Don't 
simply treat Boomer epilepsy, but 
educate them about the famous people 
and events intertwined with the con-

Venture Data l 
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! 
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dition . 
Practitioners should spend time 

describing their philosophy of care. 
Baby Boomers want to understand 
what's behind an aggressive model or 
a conservative approach. T hey 
research companies before investing, 
so why not help them research 
providers and systems before they 
"invest" in them? Provide informa­
tion about a doctor's mentors, a hos­
pital's founders, or a laboratory's start. 
Offer data about the organization's 
beginning of life, quality of life, and 
end of life values. Give Boomers 
intellectual stimulation and you will 
be rewarded. If nothing else, this dis­
tinguishes a practitioner or institution 
and diminishes commoditization. 

8. Integrate complementary and 
alternative medicine (CAM). 
Boomers may rely as much on com­
plementary and alternative therapists 
as on traditional medical doctors for 
their care. In the Sorelli B tracker, 
massage therapy (MT) was the fourth­
most frequently utilized category over 
the past 12-month period, tied at 15 
percent with emergency room usage. 
MT was used more often than hospi­
tal outpatient services (8 percent), 
behavioral health professionals (7 per­
cent), and freestanding ambulatory 
surgery centers (6 percent). 

Many other studies echo CAM's 
ascendancy. Inforum's recently­
released 13th annual PULSE survey 
documents that alternative medicine is 
growing in usage and in acceptance by 
the general population. Seventeen per­
cent of households visited a chiro­
practor last year and 5 percent visited 
a massage therapist, homeopath, 
acupuncturist, or nutritionist. Why so 
many visits? PULSE found that 40 
percent of households claimed tradi­
tional medicine was not helpful. 

Richly rewarded 
Baby Boomers are the best-educat­

ed generation in history, according to 
American Demographics magazine. 
They also control trillions of dollars of 
wealth. Give them something 
besides negative demand, and your 
health care organization will be rich­
ly rewarded. r~ 
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MAKE YouR NExT Focus 
GROUP A PIECE OF CAKE 

(we'll supply the treadmill to burn it off) 

Planning a focus group in San Diego? 

Turn to Taylor. For the last 40 years, research professionals like 
you have turned to us to get every litde detail right. You'll yearn to take 
advantage of the sweet features of our state-of-the-art facility, sure to 
satisfy even your pickiest clients. O ur integrity in recruiting will top off 
any project with a delicious finish. 

Expand Your Capabilities by using some of ours. 
New state-of-the-art multipurpose room seats up to 80 
with viewing for 20. (Treadmill and shower, too.) 
Three custom-built focus group suites complete with 
conference room, viewing and client lounge. 
IDI/Mini group room. 
Last minute changes? Modem your office or make use of 
support services like fax, copier or computers. 

Stay Calm and Relaxed Our focus group suites feature 
balconies, where you can relax and regroup, and stairsteppers to relieve 
stress or just loosen up. Taylor is airport close Qust 7 minutes), minutes 
from downtown, and located in the midst of hotels, shopping and golf 

Services Include: Whether it's focus groups, a phone study, 
store intercept, executive interviewing or mystery shopping, Taylor 
Research offers everything you need to complete your research project. 

c:=::JTAylOR 
~RESEARCit 
••••• SAN diEGO 1-800-922-1545 
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Editor's note: Wayne Howard is 
managing director of Wayne Howard & 
Associates, a Claremont, Calif., health 
care marketing research and consult­
ing firm. He can be reached at 800-
803-7296 or at whJOOO@gte.net. 

Reus group and survey research 
ervices gradually have emerged 

as the two most popular examples 
of qualitative and quantitative re earch. 
Choosing between surveys and focus 
groups can require eemingly little 
thought because typical applications, 
benefits and limitations of either are 
widely recognized by research suppli­
ers and buyers. 

Not so widely understood however is 
that superior results often can be 
achieved more cost-effectively by 
avoiding the tendency to pit quantita­
tive against qualitative in a manner that 
assume their mutual exclusivity and 
forces users to choose between them. 

Most decision-makers probably 
would not argue with the assertion that 
a combination of focus group and sur­
vey research can produce better results 
compared to using either approach sep­
arately. Strong argument would like­
ly come with a second assertion that a 
combined approach can be more cost­
effective. 

A final aspect of a combined 
approach, ure to be an issue for many, 
involves time constraints for conduct­
ing research. As we consider the pos­
sibility of combining qualitative and 
quantitative approaches to produce 
research that generates better quality 
information that is more cost-effective, 
examples based on actual case histories 
may be helpful. 

Deciding which benefits to reduce 
Our client, a Medicare HMO, need­

ed to reduce benefits but didn't know 
which ones to target. Interestingly, a 
major competitor had recently cut cer­
tain benefits, supposedly after having 
done some research on the matter. 

The results of the competitor's ben­
efit cuts were disastrous and soon after 
making the reductions and experienc­
ing substantial member disenrollments, 
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Advertorial 

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

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

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

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

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

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

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

By William J. Hruby 

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

1) What information is needed? 

2) Who has that information? 

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

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

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

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

Portland, Oregon Headquarters 
800-542-4321 

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 

Minneapolis Client Service Office 
888-616-0123 

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



Advanced 
Focus Group Techniques: 

We have developed a series of new focus 
group techniques to measure deep down 
how respondents really feel about things. 

Stamford 
Marketing 
Group, Inc. 

To discuss your next project 
contact Bud Johnson at: 

Phone: 203-348-2356 
E-mail: smgemail@aol.com 

PROVIDING TOOLS FOR A COMPETITIVE ADVANTAGE 

ACG~ 
RESEARCH 
SOLUTIONS 

Pierre Laclede Center 
7701 Forsyth Blvd. 
Suite 1100 
St. Louis, Missouri 63105 

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. 

the competitor rescinded its changes. 
Our client asked for a proposal for a 
urvey research project that would help 

it avoid a similar error. 
After some discussion, we prepared 

a research plan based on a combination 
of qualitative and quantitative research 
that we had previously found to be 
effective- a series of small group dis­
cussions at local senior centers as a pre­
lude to a mail survey. The small group 
discussions were organized and con­
ducted in a fraction of the time and cost 
that regular focus groups would have 
entailed. 

Thi qualitative component of the 
research ensured that we asked the 
appropriate questions in our proposed 
survey and asked them in the best pos­
sible way. This effort also helped us 
better anticipate responses to some 
open-ended questions and guide us in 
the interpretation of such responses. 
Additionally, we were able to use the 
discussions to refine our re pondent 
incentives for the planned survey. 

The next step was a stratified ran­
dom sample survey that exceeded a 40 
percent response, resulting in a wealth 
of needed information from health plan 
members and non-members. Our client 
was pleased with the relative ea e with 
which certain benefits were clearly 
identified a ideal candidate for reduc­
tion while others were recognized as 
potential causes for disenrollments and 
likely barriers to new enrollments. 

The cost of the overall research, 
using linked methodologies, was little 
more than a typical mail urvey and 
completed within a comparable time 
frame. 

Resolving hospital market informa­
tion needs in multiple segments 

A well-established hospital, part of a 
relatively large non-profit sy tern, had 
experienced some abrupt changes in its 
top management. Subsequently, many 
doctors were reported to lack confi­
dence in the hospital and its seemingly 
unstable management. 

Employee morale was said to be low 
and a new hospital had just opened 
nearby and had quickly gained patients 
via effective managed care contracting. 
All of these events happened quickly, 
compounding a rather challenging sit­
uation . 
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We were asked to provide an appro­
priate research design, conduct the 
research, report our findings and make 
recommendations. The situation imme­
diately suggested a research approach 
that would address all relevant market 
segments and generate critical infor­
mation needed for strategic and tactical 
decision-making. 

It was also apparent that the research 
plan would require linked methodolo­
gies, closely coordinated, to assure that 
quality information would be obtained 
and that all research would be accom­
plished on a timely and cost-effective 
basis. 

The research plan involved two focus 
groups, a random sample telephone sur­
vey of 400 community residents, a 
dozen physician interviews and a sur­
vey of about 700 hospital employees. 

Focus groups were needed to initial­
ly identify and clarify certain issues 
and feed other research components 
conducted on an almost concurrent 
basis. Using this approach, data col­
lection was completed in about six 
weeks, a timeline necessary for meet­
ing target dates for presenting findings 

and recommendations. 
Throughout the research effort we 

evaluated the linkage of the research 
methodologies to assure that what we 
learned from one segment could be 
used to our advantage in another. For 
example, doctor comments found 
application in the community phone 
survey, as did employee inputs. This 
synergistic approach also facilitated the 
interpretation of the end results for this 
uccessful study. 
The scope of the research possibly 

could cause some concern about cost­
effectiveness. We stated earlier that 
linked methodologies could achieve 
improved cost-effectiveness. A key 
assumption is that the research buyer is 
dealing with a single research supplier 
capable of supplying both quantitative 
and qualitative services. 

Typically, this can reduce total costs 
and improve cost-effectiveness in sev­
eral ways. First, if a single research 
firm is responsible for all research, this 
enables a consolidation of research 
admini tration and other efforts as 
opposed to two different firms involved 
with a set of parallel tasks. 

This time-saving translates to lower 
costs via using linked methodologies 
for overall assessments as compared to 
research micromanagement that 
addresses each element independently. 
Another important gain of this 
approach is the savings of managerial 
time in dealing with a single research 
vendor rather than multiple vendors. 

The cost-savings associated with the 
preceding factors can be dwarfed by 
the value derived from having a single 
qualified research firm responsible for 
integrated research planning, data col­
lection, analysis and interpretation of 
quantitative and qualitative research 
results. We recommend four steps as a 
framework for linking methodologies: 

• Plan and prioritize overall research 
goals within well-defined constraints. 

• Choose a single research supplier 
properly qualified for all research 
needed. 

• Identify and exploit important 
opportunities to enhance quality and 
cost -effectiveness. 

• Assure that analyses and findings 
reflect an appropriate balance of 
methodologies used. r~ 

HOW MUCH CAl YOU SAVE 
AT A NICKEL A lUMBER? 

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

SAMPLES 

remember little niceties. Like a 1 00% 
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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On-line esearch 

Editor's note: Winslow "Bud" 
Johnson is president of the Stamford 
Marketing Group, a Stamford, 
Conn., consulting firm specializing 
in qualitative research. He can be 
reached at 203-348-2356 or at smge­
mail@ aol. com. 

E-commerce represents an 
unprecedented direct-to-cus­
tomer marketing opportunity. 

The emerging information technolo­
gy can put your marketing effort in 
front of people all over the world with 
lightning speed. Customers and 
prospects are all neatly segmented by 
their special interests, and all of this 
is done at a tremendous cost savings. 
At first glance, e-commerce appears 
to be a marketing manager's dream. 
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Unfortunately, it is not quite as easy 
as it appears. 

The problem with e-commerce in 
the New Millennium is the large num­
ber of players. Customers and 
prospects are saturated with dot.com 
messages. Virtually every business 
segment is competing for their atten­
tion. Marketing on the Internet is like 
advertising to television viewers who 
all have thousands of channels to 
choose from. Today's e-commerce 
marketers must identify clever ways 
to lure Internet surfers to their Web 
sites, and then motivate them to fully 
participate in the interactive opportu­
nities they have carefully created. 

The purpose of this article is to 
show you how on-line focus groups 
can be used to learn what motivates 

your Internet customers and 
prospects. We will discuss how this 
technique can help you determine 
how your target audience gathers 
information on the Web, and how 
they feel about the messages you are 
sending. We will present some of the 
perceived benefits of on-line focus 
group as well as some of the con­
cern . Finally, we will provide a few 
key tips for the use of this new tech­
nique. 

Traditional methods of e-commerce 
feedback 

There are a number of ways man­
agers are now measuring their e-com­
merce efforts. To quantify results , 
many are monitoring Web site traffic, 
and quantifying sales made directly 
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from e-commerce. For qualitative 
measurements, some are taking on­
line surveys, reviewing Web site rat­
ings, and reviewing e-mail sent in by 
customers. Some are using tradition­
al focus groups and one-one-one 
interviews to gain insight into the atti­
tudes of e-commerce customers and 
prospects. 

Ginger Atwater, Web manager at 
Burlington Coat Factory, is doing a 
lot of business on the Internet. She 
uses e-mail as a frequent indicator of 
how her customers feel about the 
Burlington Web site. "We get at least 
as much positive as negative feed­
back on the site. The Internet is a 
medium that lends itself well to com­
munication. Customers have more 
access to the right people in our orga­
nization through e-mail than through 
many other means," she says. 

Kirsten Smith, marketing manager 
- Internet at Black & Decker, 
describes an on-line contest the firm 
conducted in which participants who 
answered a survey were eligible to 
win a free power tool. "We got 3,000 
responses in three weeks on that. It 
was tremendous. All of the data fell 
within certain categories. I felt that it 
was a good survey for us. We didn't 
get a lot of repeats," she says. 

Go deeper 
On-line focus groups represent an 

opportunity to go much deeper than 
on-line surveys or e-mail. This tech­
nique goes behind the Web site traf­
fic numbers and sales counts to deter­
mine why things are or are not hap­
pening. Because the Internet is the 
communication vehicle, the research 
targets the Internet user, and presents 
the questions in a format directly 
related e-commerce. 

On-line focus groups take place 
over the Internet with text comments 
similar to a chat room. Like tradi­
tional focus groups, there are separate 
chat rooms for the respondent waiting 
room, the respondent discussion 
room, and the client viewing room. 
As with traditional research, audio 
and video files may be played to 
respondents , which is useful in 
researching off-line advertising 
designed to attract e-commerce. 
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Unlike traditional focus groups, 
respondents and clients can log in 
from geographically dispersed loca­
tions. 

Researching e-commerce with on­
line focus groups 

One of the benefits of using on-line 
focus groups for e-commerce 
research is that you can show respon-

"SSI has a wonderful 
1 team approach._"--· 
Gregg Lindner, 
Scarborough Research 

"We use SSI for the expertise that its staff of profes­
sionals offer ... not only 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. 

SS!Iistened 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 

dents material in the same way that 
they would actually see it over the 
Internet. Rossella Clark of the whole­
sale marketing department of Select 
Energy feels that this represents a sig­
nificant advantage. "You could use 
traditional groups, where you can get 
everybody set up with a PC, but that 
will cost a lot of money, and it would 
be a lot ea sier through on-line 
groups," Clark says. 

Julie Beggs, director of marketing 
information services at 
Bloomingdale ' s, feels that on-line 
focus groups could be ideal for test­
ing the functionality of a Web site. 
"We are moving to selecting mer­
chandise fore-commerce. We want to 
ask people if they want to shop by 
trends versus just looking for shirts or 
skirts. We want to see their reactions 
to how easy or difficult this is. We 
also want to see reactions to pop-up 
messages or targeted responses, and 
I am trying to determine how we can 
target information to a person based 
on purchasing behavior," she says-­
all applications for which on-line 
focu s groups could work well. 

Joan Emmer, research and planning 
manager for Philips Lighting 
Company, sees potential applications 
for on-line focus groups beyond e­
commerce. "I think they could also be 
appropriate for non-computer related 
products and services if your target is 
people who are on the Internet a lot. 
For example, if you have a very young 
target audience, or college students 
who are Internet-literate, it would be 
very appropriate for that," she says . 

Benefits of on-line focus groups 
Many re searchers see unique 

advantages to on-line focu s groups 
over other more traditional methods 
of qualitative research. Some of these 
advantages are specific to e-com­
merce, while others could apply to 
any re search. For example , Ellen 
Brown, global market research man­
ager- polishes for Reckitt Benckiser, 
feel s that on-line focu s groups are 
ideal for reaching certain profession­
al respondents. "They would be real­
ly great for going to businesspeople 
who use the computer for their day­
to-day work. Also, in the past I've 
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had experience trying to recruit doc­
tors and pharmacists. This would 
have been a great tool to get to them 
in their office, on their schedule, 
where they don't have to take time out 
to travel to a facility. It is very diffi­
cult to get a three-hour block of their 
time." 

Philips' Joan Emmer ee on-line 
focus groups as a potential money 
saver. "Doing traditional focus groups 
with the expense of traveling all over 
the place and taking the time out of 
the office is really overwhelming. For 
some specific applications on-line 
focus groups could be a very good 
option," she says. 

In addition, Select Energy's 
Rossella Clark feels that on-line focus 
groups could be a significant time 
saver. "It takes a long time now 
between the time you decide to have 
a focus group and the time the groups 
are completed. The fact that you 
come up with an idea and then can get 
it done in a matter of days, and then 
get quick results, is a good thing. Also 
there is the fact that there is no trav­
el involved and you can do it at your 
convenience." 

Burlington Coat Factory's Ginger 
Atwater sees on-line focus groups as 
reducing Web site downtime. "The 
turnaround on the feedback is proba­
bly faster than the traditional way, 
and this shortens the time frame for 
making changes on your Web site," 
she says. 

Maritza DiSciullo, research man­
ager for AT&T's Cu tomer Sciences, 
feels that a key advantage of on-line 
focus groups is that they can be con­
ducted with people who are scattered 
around the country. "A good example 
is business-to-business research 
where you are trying to get in touch 
with CEOs. These people are scarce 
in number and short on time. It also 
applies to people who travel a lot. 
You are going to have a hard time 
nailing these people down to do a tra­
ditional focus group. If they know 
that they can be responding while one 
is in Italy and one in Mexico, then 
that works out well," she says. 

Select Energy's Rossella Clark 
feels that on-line focus groups make 
it pos ible for key people to watch the 
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research, which might not be possible 
with traditional focus groups. "An 
executive who's on the road can log 
on from wherever they are. They 
don't have to worry about being in the 
focus group location physically. Now 
a person doesn't have to miss the 
group because they are in another 
location and can't be in two places at 
once." 

Concerns with on-line focus groups 
Researchers also voiced a number 

of concerns with on-line focus 
groups. One of those concerns was 
the inability to actually see the 
respondents during the focus groups. 
"Sometimes our marketers like to go 
to the groups because they like to see 
the respondents," says Ellen Brown of 
Reckitt Benckiser. "They want to see 
how they react. What you don't get 
on-line is the tone of voice and the 
inflections in the voice. When a 
respondent says she loves something, 
how do you know that she really 
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loves it?" 
Jill Nass, vice president of market 

research with the Chase Manhattan 
Bank, is concerned about a loss of 
control by not being able to see the 
respondents. "I worry about believing 
that the people are who they say they 
are in an on-line focus group," she 
says. In a traditional group a client 
can see the respondents and send in a 
note to dismiss one if, for example, 
they are obviously not the age they 
said they were or if they are "profes-

sional respondents" who have been 
seen in other recent focus groups. 

AT&T's Maritza DiSciullo feels 
that in some cases there could be a 
problem with market representation. 
"Most people use the Internet for e­
mail first. Then they branch out to 
doing information searches on the 
Web, such as for news or future pur­
chases, and don't usually get involved 
in long chat sessions until after that. 
On-line focus groups are basically a 
chat room, so you are dealing with a 
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smaller population of Internet users. 
I think the people who tend to get 
recruited for on-line focus groups are 
probably somewhat more advanced 
Internet users." 

Rick Rocchi, marketing manager­
Internet at Hershey Foods 
Corporation, is concerned about the 
credibility of on-line focus groups. 
"The people I am selling my results to 
internally are typically not passionate 
about the Internet," he says. "Telling 
them you tested this for 90 minutes 
with some people on the Internet is 
going to lessen the likelihood of them 
believing the results." 

Julie Beggs of Bloomingdale's 
agrees. "The credibility factor might 
come into play. Research is always 
questioned anyway. We have gotten to 
a comfort level with doing focus 
groups for some things where you 
don't need a sample of a thousand 
people. When you put together a 
small group over the Internet, how­
ever, the question is, how credible is 
this?" 

AT&T's Maritza DiSciullo feels 
that one of the ways of reducing the 
concerns about the use of on-line 
focus groups is to run parallel studies. 
"I ran a few parallel studies where 
we ran a traditional focus group and 
then did the same topic on-line. We 
had to show people some advertising 
media alternatives. We got the same 
reactions in both types of research, 
right down to verbatim responses and 
emotions," she says. 

Look for a good fit 
Here are some tips for conducting 

on-line focus groups. 
• Make sure the research fits the 

Internet language and culture. The 
Internet has its own language, one 
which Web-savvy consumers speak 
fluently and which may be alienating 
to others. "In my opinion, on-line 
focus groups are like dealing with an 
intercultural setting. It is like trying to 
compare focus groups with American 
consumers to those with Japanese con­
sumers," says DiSciullo. These lan­
guage and culture differences should 
be considered when designing and 
interpreting the research. 

Where possible, match the respon-
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sible students' levels of Internet expe­
rience. Ideally, all of the respondents 
in the same on-line focus group should 
have similar chat room experience. "A 
chat room can be overwhelming to a 
novice," says DiSciullo. "An inexpe­
rienced respondent could have excel­
lent feedback, yet may not be able to 
respond simply because the other, 
more experienced people are going 
too fast." 

• Include a hardware profile in the 
screening questionnaire. "Find out 

ple study, something that is not too 
complicated and is not a difficult 
recruit and that won't have an earth­
shattering business result. If you have 
the budget to do it, run your own par­
allel study using a traditional focus 
group and an on-line one," she says. 

Quality feedback 
On-line focus groups can be an 

effective way to learn in-depth what 
customers want from e-commerce 
efforts. With them you can obtain qual-

ity feedback on Web sites, and can fol­
low-up on traditional methods of gath­
ering e-commerce feedback. Many 
researchers feel on-line focus groups 
can save time and money over tradi­
tional research techniques. Many also 
believe that they can be the best way to 
communicate with Internet customers 
in far-flung locations. Used properly, 
this qualitative research technique can 
help marketers better understand their 
opportunities in the ever-expanding e­
commerce marketplace. r~ 

whatbndofcomputertherespondent ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
has and how fast their modems are," 
says DiSciullo. "Those hardware prob­
lems can impact somebody's response 
rate. You can have somebody who is 
very intelligent, articulate, and has 
great opinions but if he is on a slow 
modem, he isn ' t going to be respond­
ing as quickly as somebody else. The 
conversation may just go past him," 
she says. 

• Consider mixing on-line and tra­
ditional focus groups. "I could see 
mixing on-line and traditional focus 
groups in the same study," says Kirsten 
Smith of Black & Decker. "If you were 
launching a new product and you were 
trying to research the physical design 
of that product I would recommend 
traditional focus groups. If you were 
researching how to communicate the 
features and benefits of that product on 
your Web site, you could use on-line 
focus groups," she says. 

• Make sure to involve technical as 
well as marketing people in the 
research. "The Webmaster should be 
involved for two reasons," says Ginger 
Atwater of Burlington Coat Factory. 
"First, because the site's technology is 
clearly going to affect the kind of feed­
back you get about the site. Second, 
the solution to whatever problems con­
sumers identify is going to be devel­
oped by marketing in conjunction with 
the IT people. When you have a mar­
keting person working with an infor­
mation technology person the balance 
is better." 

• The best way to get started is on a 
small project. "It's a matter of getting 
your feet wet, and getting some expe­
rience with it," says Joan Emmer of 
Philips. "You just have to try it. I 
would suggest starting off with a sim-
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into a library that can be immediately 
accessed through a Palm VII. For addi­
tional information call 800-799-3072 
or go to www.quicktake.com. 

New Web survey service 
targets point of 
purchase 

Burlingame, Calif.-based Active 
Research, a provider of Web-based 
market research automation services, 
has announced ActiveFlash, a custom 
Web survey service that surveys e­
commerce consumers as they decide 
what products to buy across the 
Internet. Businesses can pose ques­
tions on any subject and receive mar­
ket feedback to aid day-to-day deci­
sion making. ActiveFlash is adminis­
tered by Active Research through its 
partner network, which includes e­
commerce destinations such as 

GO.com, iWon, mySimon, ShopNow, 
Productopia, and Lycos. ActiveFlash 
surveys rely on a research method 
similar to mall intercepts by inter­
cepting consumers at the virtual prod­
uct shelf- the point of decision on­
line. For more information visit 
www.activeresearch.com. 

BioNutritional reports 
available on-line 

Lansdale, Pa.-based Bio Validity 
has partnered with 
MarketResearch.com to market and 
distribute more than 300 scientifical­
ly-based vitamin, mineral, and botan­
ical reports generated from the 
BioNutritional Encyclopedia (BNE) 
knowledgebase. The BNE is the first 
in a series of health-related databas­
es to be licensed by Bio Validity. The 
BNE supplement reports have been 
included in the MarketResearch.com 
print catalog and Web database , a 
source of health care, pharmaceuti­
cals, personal care, demographics , 
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industrial goods, and food and bever­
ages industry reports. 

Each of the BNE reports contains 
supplement overviews, descriptions , 
interactions and precautions, and ben­
efit statements developed by a uni­
versity research team and approved 
by the BNE advisory board. The uni­
versity research team has reviewed 
more than 50,000 articles in over 800 
medical and technical journals to date 
to develop the BNE content. All sup­
plement benefit statements in 
BioValidity ' s BNE are graded as 
strong, substantial, limited or mini­
mal to reflect the strength of science 
supporting them. Reports have also 
been developed and indexed by body 
system (e.g., heart) and health con­
cern (e.g. , cancer). For further infor­
mation call 215-393-9800 or visit 
www.biovalidity.com or www.mar­
ketresearch.com. 

S PSS product aimed at 
managed care industry 

Chicago-based SPSS Inc. is now 
offering VentoMap for Managed Care 
Organizations (MCO), a business 
intelligence solution expressly 
designed for the managed care indus­
try. The packaged analytical applica­
tion provides health care executives 
with views of the trends affecting 
their business . 

Executives receive information in 
the form of key performance indica­
tors (KPis) that match the way deci­
sion makers think about their busi­
ness and their approach to solving 
problems. Examples of managed care 
KPis include per member medical 
cost, members, medical loss ratio, per 
member revenue, cash balance, per 
member administrative cost, claims 
received , claims processed, claim 
backlog, hospital days per thousand. 

Beginning with a packaged analyt­
ical application that includes a library 
of managed care-specific KPis, SPSS 
health care and technology consul­
tants work with business users to 
determine what is important to their 
managed care organization. They 
apply a methodology, which includes 
a health care-specific data model, to 
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set up the data warehouse, map 
source data to that warehouse, cus­
tomize the software view and manage 
the job flow. The resulting solution 
delivers information, such as KPis, 
trend views, and reports that are 
unique to each business for decision 
making. The KPis meet users' spe­
cific information and decision-mak­
ing needs and are updated daily. For 
more information visit 
www.spss.com. 

On-line reports profile 
Michigan markets 

Southfield, Mich., consulting firm 
BBK, Ltd. has launched an e-com­
merce service for businesses in 
Michigan and across the U.S. 
MichiganMapper.com offers Internet 
access to customized market report 
packages that include presentation­
quality maps and detailed market 
analyses. The market report pack­
ages show businesses where their 
customers are located, how much 
money they spend, and how close 

U.K.-based Marketing Sys tems 
Group has launched eTypes, a classi­
fication of on-line consumers and 
their behavioral habits in the U.K. 
ETypes leverages the knowledge 
behind ACORN and CACI's related 
consumer classification systems to 
produce a consumer profiling system. 
ETypes provides five stages and 20 
types of behavior, giving users such 
information as how long consumers 
stay on one site, how frequently they 
purchase, what products they are buy­
ing, and more. ETypes is the product 
of a data collaboration between CACI 
and Fletcher Research, the U.K. sub­
sidiary of Forrester Research, Inc., 
and supplier of on-line market 
research data in the U.K. and pro­
ducer of the UK Internet User 
Monitor, a survey of on-line U.K. 
behavior. 

Qualitative study of 
desktop management 

Enterprise Management Associates 
(EMA) and Information Week maga-

zine are partnering to conduct a new 
qualitative market research study on 
maximizing the business value of 
desktop management. Based on in­
depth interviews with IT profession­
als responsible for desktop and serv­
er management, EMA's study will 
provide market information on desk­
top and server management practices 
and products. The study will focus on 
all areas of desktop management 
including electronic software dis­
tribution, inventory and asset man­
agement, licensing, metering, and 
remote control. EMA's research 
also will examine how service 
providers employ desktop manage­
ment tools and what role the 
Internet plays in managing remote 
and mobile workers. 

The research will identify purchas­
ing and deployment plans, while 
uncovering the selection criteria com­
panies use to purchase desktop man­
agement products and services. EMA 
will analyze the results and compile 
a detailed picture of the customer 
requirements and acquisition plans 

theyaretoaretaillocation. ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

MichiganMapper.com is targeted 
to retail firms analyzing their sales 
areas, manufacturers selecting new 
business sites, and businesses striv­
ing to direct advertising efforts to the 
most profitable market segments. 
Reports include custom maps of spe­
cific business locations within the 
state of Michigan, along with: drive­
time areas showing what areas can 
reach the location within 10 minutes; 
the amount of money a typical house­
hold in the area spends on cars, cloth­
ing, food, sporting goods and other 
goods and services; where new cus­
tomers will be moving over the next 
five years; demographic information, 
including population, income, age 
and other data that helps to identify 
clusters of customers fitting a par­
ticular profile. For more information 
visit www.michiganmapper.com. 

Product classifies U.K. 
Web users 

Arlington, Va.-based CACI 
International Inc. announced that its 
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for managing client desktops and 
servers. The upcoming analysis will 
be delivered to study sponsors in July 
2000. For more information visit 
www.enterprisemanagement.com. 

Harris offers results 
from ongoing media 
study; debuts kids 
research site 

Rochester, N.Y., research firm 
Harris Interactive Inc. is now offering 
information from its IntermediaPulse, 
a monthly study that tracks usage of 
all major media (television, radio, 
magazines, newspapers and the 
Internet) as well as time spent with 
each medium, level of attentiveness to 
each medium, advertising effective­
ness and related supportive behav­
iors. 

Using more than 120,000 respon­
dents annually, the study uses a dig­
ital diary based on self-reporting that 
allows each individual respondent to 

be taken through an entire day from 
waking up in the morning to prior to 
going to sleep at night. This survey 
is administered on the Internet to 
Internet users and on the telephone 
to non-Internet users. For each day 
measured, the product tracks key 
behaviors such as magazine cate­
gories read, TV networks viewed, 
newspaper reading habits , radio lis­
tening location, viewing of a pre vi­
ously recorded television program, 
rented video viewing and movie 
attendance, as well as reasons for 
choosing one media over the other. 
For more information visit www.har­
risinteractive.com. 

Separately, Harris Interactive Inc. 
has launched The Harris Kid Zone at 
www.HarrisKidZone.com, an opin­
ion polling site for 8-12-year-old chil­
dren. Through this site, Harris 
Interactive will recruit a representa­
tive panel of kids who have parental 
permission to take part in polling and 
market research projects. The Web 
site is an extension of 
HarrisZone.com, a similar site for the 

Browse a 
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more than 400,000 teenagers in the 
Harris Interactive on-line panel. At 
launch, children can only join the 
Harris Kid Zone with the expressed 
permission of a parent or guardian. 
The site does not accept advertising 
and complies with all regulations 
relating to on-line privacy. 

Joint venture tracks 
tech product movement 
at distributor level 

NPD INTELECT, a Port 
Washington, N.Y.-basedjoint venture 
of The NPD Group, Inc. and GfKAG, 
will track distributor-level product 
movement for the technology indus­
try. By tracking sell-through at the 
distributor level, NPD INTELECT 
can provide situation analyses "one 
step back," offering perspectives in 
areas including the business-to-busi­
ness market that flows through the 
value added reseller (VAR) channel. 
The new NPD INTELECT 
Distributor Report complements 
INTELECT's suite of marketing 
information services that track sell­
through data in the retail, dealer and 
mail-order channels. The monthly 
service samples the large t distribu­
tion channel players, including 
Ingram Micro, Tech Data, Merisel, 
Pinacor, Custom Edge (formerly 
Inacom) and Hall-Mark. NPD 
INTELECT's distributor projection 
methodology leverages this sample 
to represent a universe of organiza­
tions doing $250 million or more in 
sales annually. This universe repre­
sents better than 90 percent of the 
$60+ billion in annual ales that cir­
culate through technology distribu­
tors. The NPD INTELECT 
Distributor Report will help technol­
ogy product manufacturers and dis­
tributors pinpoint opportunities and 
prepare or refine product strategies. 
Market-, brand-, feature- and item­
/model-level sales in unit and dollars 
and distributors' average prices are 
available for core technology cate­
gories, with additional categories to 
be named in the future. For more 
information visit www.npd.com. 
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was fielded in July 1999 and is accu­
rate within ±1.9 percent at the 95-per­
cent confidence interval. For more 
information contact Joe Farris at 212-
651-7043. 

Use of frequent shopper 
programs on the rise 

The number of U.S. households par­
ticipating in frequent shopper pro­
grams (FSPs) increased for the fourth 
consecutive year, reaching 70 percent 
in 1999 - double the number of 
households that participated in 1996, 
according to the fourth annual 
Frequent Shopper Survey, conducted 
by ACNielsen U.S., an operating unit 
of ACNielsen Corporation. 

As the number of retailer offering 
FSPs continues to grow, so does the 
number of households participating in 
more than one program. "Fifty-nine 
percent of households that belong to a 

stated that there is a grocery store they 
would shop at more often if it offered 
a FSP, and the most common reason 
for not belonging to a program is that 
the store where non-members shop 
does not offer one. Markets with the 
lowest FSP enrollment rates include 
Miami (6 percent), Columbus (14 per­
cent), St. Louis (17 percent), San 
Antonio (20 percent) and Houston (51 
percent). 

Among other key findings: 
• Saving money is the number one 

reason why people join and partici­
pate in an FSP. 

• Eighty-three percent ofFSP mem­
bers use their card every time they 
shop. 

• Demographically, FSP member 
households tend to be slightly larger 
than non-member households, more 
affluent, better educated and employed 
in professional/white collar profes­
sions. 

Nearly 38,000 households in the 
ACNielsen Homescan consumer panel 
participated in the study, which was 
conducted in October and November 

1999. For more information visit 
http:/ /acnielsen.com. 

Doctors going on-line 
Research by Princeton, N.J.-based 

Total Research Corporation has found 
that the majority- 74 percent- of 
primary care physicians (PCPs) in the 
U.S. have Internet access. As an 
increasing number of their patients are 
going on-line to research diseases, 
drugs and medical conditions, most 
PCPs are reportedly doing the same 
thing - accessing the Web from their 
homes in the evening. PCPs are spend­
ing an average of seven hours per week 
on-line. The main reasons they are 
reportedly using the Internet are for 
medical purposes, e-mail, news and 
shopping. 

Of those PCPs who do not have on­
line access, 31 percent expect to be on­
line in the year 2000, while another 35 
percent say they never intend to be 
hooked up to the Internet. It was found 
that among those PCPs who do not 
have on-line access, 29 percent are 

frequentshopperprogramnowbelong ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
to two or more - up from 57 percent 
in 1998," says Jane Perrin, managing 
director, ACNielsen global services. 
"This is putting pressure on retailers to 
further differentiate themselves from 
their competition. The retailers who 
are doing the best job with their fre­
quent shopper information are those 
that are using it to proactively foster 
loyalty among their best customers." 

The market with the highest per­
centage of households belonging to an 
FSP is Chicago, with 97 percent 
enrolled. Other top markets include 
Phoenix (96 percent), Los Angeles (92 
percent), Charlotte (92 percent) and 
Denver (91 percent). 
Buffalo/Rochester, N.Y. - where 
Tops introduced a new program -
experienced the highest growth rate in 
1999 ( + 16 percentage points to 89 per­
cent). The nation's largest city, New 
York, has a participation rate of 73 
percent- the same rate that it had iri 
1998. Even with 70 percent of all 
households enrolled in frequent shop­
per programs, the study indicates that 
there is still room for growth in certain 
markets. One-third of all respondents 
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over 60 years of age. 
The results are based on a survey of 

217 primary care physicians, of whom 
154 were interviewed on-line and the 
remaining were interviewed over the 
phone between November 11 and 
December 31, 1999. 

Total Research also found in the 
phone-Internet study that 37 percent 
of primary care physicians believe that 
the health care reform measures cur­
rently being debated in Congress will 
have a positive impact on their practice. 
When asked what kind of positive 
impact health care reform would have 
on their practice, 70 percent of these 
physicians said that health care reform 
would improve the quality of patient 
care. Another 37 percent ofPCPs indi­
cated that health care reform would 
have no impact on their practice, and 
11 percent speculated that health care 
reform would have a negative impact 
on their practice, while 15 percent had 
no opinion. 

The right to sue an HMO received 
overwhelming endorsement from these 
doctors. The survey found that 89 per-

cent of PCPs strongly believe that 
patients should have the right to sue 
their HMO for denying care, while 6 
percent said patients should not have 
that right, and 16 percent had no 
answer. 

The physicians who said they believe 
patients should be able to sue their 
HMOs gave multiple reasons: 

• 35 percent said HMOs need to be 
held responsible; 

• 21 percent said patients have a right 
to medical care; 

• 17 percent said no one should be 
without legal recourse; 

• 14 percent said doctors should be 
making decisions, not HMOs; 

• 13 percent said denying medical 
care based on cost is unacceptable. 

Most of the respondents learned 
about health care reform issues from 
newspapers, TV and medical journals. 
About a quarter of respondents report­
edly learned about health care reform 
issues from the Internet, by talking to 
colleagues and listening to the radio. 
The study found that significantly more 
PCPs without Internet access believe 

Access to job 
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just a mouse 
click away 

.,.,.,.,.,.,_quirks. con1 

health care reform will have no impact 
on their practice than respondents with 
Internet acces . For more information 
ca11609-520-9100 or visit www.total­
res.com. 

Depression is top gay 
health concern 

Depres ion tops the list of health con­
cerns for lesbians and gay men, accord­
ing to a gay health survey released by 
GayHealth.com. The site, created and 
operated by lesbian and gay medical 
professionals, is a source of health and 
wellness information for the gay com­
munity. 

The survey ranked depression as the 
top health concern, even surpassing 
HIV, for both lesbians (35 percent of 
those surveyed) and gay men (32 per­
cent of those surveyed). This figure is 
even more striking when compared with 
a similar survey of heterosexual al o 
conducted for GayHealth.com. Results 
showed that gay men and lesbians are 
approximately two times more likely 
than their heterosexual counterparts to 
be concerned about depression. 

According to the survey, prostate and 
te ticular problems, HIV, sexually trans­
mitted disease (STDs) and hepatitis fol­
lowed depression respectively as the top 
five health concerns of gay men. For 
lesbians, breast cancer, cervical cancer, 
menstrual pain and estrogen replace­
ment followed depression as major 
health concerns. For more information 
visit www.gayhealth.com. 

What about re-gifters? 
In the past year, 96 percent of 

American consumers purchased at least 
one item defined as a gift, according to 
a market research report published by 
Unity Marketing, Stevens, Pa., entitled 
"Gift Consumer Market: Drive , 
Motivations, Purchasing Patterns and 
Trends." 

Despite its name, the gift market is 
largely made up of consumer buying 
items for their personal use. "Our latest 
survey reveals that the gift market i 
misnamed. While some product cate­
gories that are included in gifts, such as 
greeting cards and stationery, are pri-
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marily purchased to give to others, the 
majority of products encompa sing gifts 
are self-purchased," says Pam Danziger, 
president of Unity Marketing. 

Fifteen product categories comprise 
the gift market, including aromatherapy 
and potpourri, art/prints, candles, 
Christmas decorations, dolls, figurines 
and sculpture, garden/outdoor items, 
gift baskets, greeting cards and sta­
tionery, lamps and lighting accessories, 
linens/pillows/throws/rugs, personal 
care, picture frames, plush/stuffed and 
bean bag toys, wall decor. 

"The most-purcha ed category in 
gifts is personal care, including special 
soaps, lotions and skin care products," 
Danziger says. "This category is boom­
ing now because it taps into the con­
sumer trend toward buying personal 
indulgence products that make the con­
sumer feel special." 

Candles, Christmas decorations, 
linens/pillows/throws/rugs, and picture 
frames round out the top five product 
categories in terms of consumer pur­
chases. 

Among the top sources for gifts, 
according to the 1,017 American adults 
surveyed by telephone in February 
2000, are department store and mass 
merchants, used by 87 percent of the 
consumers as a source for gift products. 
The survey also reveals that pecialty 
retailers are losing market share in gifts 
to competing retailers. 

"One of the most significant findings 
from the survey in terms of its impact on 
the health of the gift indu try is the shift 
of consumer sales out of specialty retail­
ers and into other channel ," Danziger 
say . "Just two year ago, some 62 per-

cent of gift consumers made purchases 
at pecialty retail stores, but this year 
only 46 percent of consumers purchased 
gifts through specialty retailers. While 
specialty retailers are losing market 
share, catalogs and mail order are being 
used more frequently by consumers, 
from 15 percent in 1998 to 34 percent 
in 2000, and the Internet is now used by 
14 percent of the consumer to purchase 
gifts." 

Included in the new report are profiles 
of five segments of the gift market that 
are characterized by different attitudes 
and motivations behind gift giving, gift 
shopping and home decorating. 

For example, the Decorators seg­
ment primarily purchase gift products 
to decorate their homes, while the 
Obligated Gifters purchase gifts out of 

duty and a feeling of obligation. The 
Extravagant Gifters buy gifts both for 
themselves and as gifts and are the 
highest-spending segment on gifts. 
Both the Disenfranchised and Just 
Looking gift segments are turned off to 
the gift shopping experience, but the 
Just Looking gifters are also interest­
ed in decorating their homes. 

The report examines the giftware 
consumer market and is based upon a 
telephone survey to a representative 
sample of American consumers. It 
examines gift-consumer demograph­
ics and their buying behavior, includ­
ing shopping, purchasing and spend­
ing levels, where purchases are made 
and what items are bought. For more 
information call Pam Danziger at 
717-336-1600. 
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Research Industry News Ltd., a wholly-owned subsidiary of 
Total Research Corporation. 

information technology interest of 
business, consumers, education, gov­
ernment, and other institution ; to stim­
ulate ethical research principles so that 
marketing knowledge and practice are 
used toward legitimate ends. 

continued from p. 15 

and marketing services firm specializ­
ing in the IT and telecommunications 
markets. For its fiscal year ended 
January 31 , 2000, Romtec reported rev­
enues of approximately $6,600,000 and 
net income of approximately $300,000. 
Romtec's stock is publicly traded on 
London's Alternative Investment 
Market. The acquisition price consists 
of cash and notes amounting to a max­
imum of $7,200,000. Romtec will con­
tinue to operate under its own name as 
a wholly-owned subsidiary of Total 
Research Holdings, Ltd. Romtec 
Chairman Russ Nathan will become 
chairman of Total Research Holdings, 

A new organization, the Interactive 
Marketing Research Organization 
(IMRO) is being formed with the goal 
of "providing an open forum for the 
discussion of best practices and ethical 
approaches to research being conduct­
ed via the Internet." Its other stated 
objectives are: as a confederation of 
world leaders among firms involved in 
new technology marketing research, to 
lead in the development, dissemina­
tion, and implementation of interactive 
marketing research concepts, practice 
and information; through demonstrated 
competence of its members, to be the 
primary source for interactive research 

For those interested in receiving 
more information about membershjp 
(including information on dues, com­
rruttee work and organization activi­
ties) a Web site has been set up to take 
contact information at www.imro.org. 
People regi stering at the site will 
receive membership information as 
soon as detllils are officially released. A 
formal announcement is expected early 
this summer. 

Skokie, 111.-based RFL 

Earnings 
ACNielsen Corporation, Stamford, Conn. , reported a 

strong first quarter, with earnings of $7.1 million, or $0.12 per 
diluted share, compared with $6.0 million, or $0.10 per dilut­
ed share, in the prior year. The 2000 results exclude a pre­
tax charge of $11 .3 million for Operation Leading Edge, the 
company's accelerated growth plan, while the 1999 results 
are before the cumulative effect of an accounting change. 
Including the charge this year, reported earnings were $0.2 
million. The company said its core operations delivered earn­
ings of $9.9 million, or $0.17 per diluted share. These core 
earnings exclude the charge for Operation Leading Edge and 
$4.7 million of start-up expenses for ACNielsen eRatings.com, 
the company's Internet measurement business. On the same 
basis, core operating income more than doubled, to $15.5 mil­
lion, and core EBITDA came in at $38.1 million, 34 percent 
ahead of last year. 

NetRatings Inc., a Milpitas, Calif., Internet audience mea­
surement and analysis firm, announced results for its first 
quarter ended March 31 . Net revenue for the first quarter of 
2000 was a record $3.1 million, up 100 percent from the $1.6 
million reported in the fourth quarter of 1999. Net loss for the 
first quarter of 2000, exclusive of amortization of non-cash 
stock-based compensation, was $1 .2 million or a loss of 
($0.04) per share on approximately 31.6 million shares out­
standing, compared with a loss of $4.2 million or a loss of 
($0.32) per share on approximately 12.9(a) million shares 
outstanding in the fourth quarter of 1999. NetRatings report­
ed revenues of $170,000, a net loss of $2.18 million, and a 
loss of ($1.05) per share on 2(a) million shares outstanding 
in the first quarter of 1999. Including the amortization of 
non-cash stock-based compensation, net loss for the first 
quarter of 2000 was $4.0 million, or a loss of ($0.13) per share 
on approximately 31.6 million shares outstanding, compared 
with a net loss of $7.2 million, or a loss of ($0.56) per share 
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on approximately 12.9(a) million shares outstanding during 
the fourth quarter of 1999. [(a) All outstanding shares used 
in the computation of net loss per share assume conversion 
of all preferred stock, as if the conversion to common stock 
occurred at the beginning of the period or at the date of 
issuance, if later.] 

Rochester, N.Y.-based research firm Harris Interactive 
reported revenues of $14.2 million for its fiscal third quarter 
ended March 31. This represents an increase of 118 percent 
compared with $6.5 million reported for the third quarter of 
fiscal1999. For the nine-month period ended March 31 , the 
company reported revenues of $36.0 million, an increase of 
81 percent compared with $19.9 million reported in the same 
period in fiscal1999.1nternet revenues expanded in the third 
quarter to $6.5 million. This is an increase of 778 percent com­
pared with the third quarter of fiscal1999 and 44 percent com­
pared with the $4.5 million recorded in the last quarter. Net 
loss for the three-months ended March 31 was $5.5 million 
or ($0.17) per share, compared with $2.8 million or ($0.29) 
per share in the third quarter of fiscal1999. 

Princeton, N.J.-based Total Research Corporation report­
ed third-quarter revenues of $10,273,085, compared with 
$9,968,696 for the same quarter of 1999, a 3 percent increase. 
For the nine-month period ended March 31 , the company 
reported revenues of $36 ,176,327 compared with 
$29,663,767 for the same period of 1999, a 22 percent 
increase. Net income for the fiscal third quarter was $412,515, 
or diluted earnings per share of $0.03, compared with 
$511 ,470, or diluted earnings per share of $0.04, for the same 
quarter of 1999. For the nine-month period ended March 31 , 
net income was $1 ,668,282, or diluted earnings per share of 
$0.13, compared with $1 ,571 ,889, or diluted earnings per 
share of $0.13, for the same period of 1999. The number of 
diluted shares outstanding increased from 12,579,815 in the 
fiscal third quarter of 1999 to 13,808,754 in the fiscal third 
quarter of 2000. 
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Communications, Inc., has introduced 
the RFL Market Research New 
Products and Services Library on its 
Web site at www.rflonline.com. The 
Library will provide a centralized 
repository of new products and services 
of interest to ~arket researchers. 

London-based Virgin Radio has 
become the first international 
Webcaster to join Arbitron's 
InfoStream ratings service. Virgin 
Radio's Internet channel, 
www. virginradio.co. uk, recorded 
a ~onthly audience of 205,000 lis­
teners in December. This would have 
placed the Webcaster as nu~ber one in 
the rankings had it joined the 
InfoStream service in time to be includ­
ed in the ratings. Additionally, 
"strearnies," on-line listeners who tuned 
into the Web channel, spent an average 
of 50 minutes listening on-line to Virgin 
Radio in Dece~ber. 

Rochester, N.Y.-ba ed research firm 
Harris Interactive Inc., and Witeck­
Combs Communications , a 

and explore expansion into Asia. 

Subsequent to approval by share­
holders of Greenwich, Conn.-based 
NFO Worldwide, Inc., the Interpublic 
Group of Companies, Inc. has com­
pleted its acquisition of NFO 
Worldwide. 

Information Resources, Inc. , 
Chicago, has introduced 
CPGNetwork.com, a new information 
service that uses Internet technology to 
provide a decision support network for 
consumer packaged goods companies. 

Under an agreement between Taylor 
Nelson Sofres , a Horsham, Pa. , 
research firm, and Norwegian software 
co~pany The Firm, Taylor Nelson 
Sofres Interactive, the co~pany's 
Internet research division, has licensed 
The Firm's software package, Confirm, 
on a worldwide basis. 

In a study conducted by Cheskin 
Research, Redwood Shores, Calif., of 
the habits, attitudes, and usage patterns 

of digital technology and the Internet 
within the U.S. Hispanic population, 
www.quepasa.com, an on-line com­
munity for the U.S. Hispanic market, 
ranked as the most preferred Hispanic 
Web site. Cheskin Research based its 
findings on a nationally representative 
survey of 2,017 Hispanic households. 
Key household ~easures of the study 
included the presence of computers and 
computer users, technology penetra­
tion and adoption. Key individual mea­
sures included, but were not limited to 
computer brand awareness, e-com­
merce attitudes, future purchase intent 
and usage oflnternet services. Overall, 
Yahoo! and AOL were the most used 
Web sites. 

Shareholders of ACNielsen 
Corporation, Stamford, Conn., have 
elected four directors to new terms, and 
ratified the selection of independent 
public accountants at the company's 
2000 annual meeting. Shareholders 
approved new three-year terms for 
Donald W. Griffin, Robert M. 
Hendrickson, Brian B. Pemberton and 

~shington, D.C.-based ~arketing ~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

firm specializing in ~arketing to the 
gay, lesbian, bisexual and transgender 
(GLBT) communities, have tea~ed up 
to develop ~arketing information on 
the GLBT consu~er seg~ent. 

Infor~ation services co~pany 
Computerworld Inc. is using Austin, 
Texas-based Catapult Syste~s Corp.'s 
Inquisite product to conduct research. 
Co~puterworld currently uses Inquisite 
for on-line ~arket research on career 
topics like the IT Job Satisfaction sur­
vey and the National Survey of IT exec­
utives. Computerworld ~agazine is 
currently using the product to survey 
companies for its 7th annual " 100 Best 
Places to Work in IT" study. 

Venture capital firm Novestra has 
exercised its warrants to increase its 
ownership in Swedish Internet research 
firm Netsurvey fro~ approxi~ately 24 
to 30 percent. Through the private equi­
ty issue, Netsurvey will receive addi­
tional capital to continue the ongoing 
international expan ion. Already pre­
sent in the U.K., Netsurvey will con­
tinue expanding in the rest of Europe 
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Nicholas L. Trivisonno- all of whom 
are Class I directors. Trivisonno is 
chairman and chief executive officer of 
ACNielsen. Shareholders also ratified 
the appointment of Arthur Andersen 
LLP as independent public accoun­
tants for 2000. 

Greenfield Online , a Wilton , 
Conn., research firm is forming a 
strategic partnership with Adlink, a 
cable advertising sales firm serving 
Southern California, which will enable 
advertisers focusing on the Los 
Angeles market to obtain a package of 
research and marketing services per­
taining to the on-line activities of L.A. 
cable viewers. 

New York-based Nielsen// 
NetRatings, the Internet audience 
measurement service of Nielsen 
Media Research and NetRatings, Inc. , 
and New York-based 0

, have formed a 
strategic alliance to provide customers 
with information on how consumers 
are using the Internet on a local mar­
ket level. Internet usage information 
by DMA (designated market area) will 
include detailed demographics and 
lifestyle profiles. Under this multi-tier 
agreement the two companies will 
work together on the following initia­
tives: development of new measure­
ment and analytical services specifi­
cally covering local market multime­
dia usage; Scarborough will market 
Nielsen//NetRatings services to local 
newspapers in 20 U.S. markets, thus 
extending the range of information 
available to these customers from 
Scarborough; Scarborough will use 
Nielsen//NetRatings data on leading 
Internet sites as the basis for expand­
ing the information it gathers via sur­
veys on local media usage. 

Separately, Nielsen//NetRatings 
announced that it has expanded its 
range of services to provide informa­
tion on on-line usage and advertising 
in the top 20 local Internet markets. 

In addition, ACNielsen 
eRatings.com, a venture between 
ACNielsen Corp., Stamford, Conn., 
and NetRatings Inc., has announced 
that 55 clients in the U.K., Australia, 
Singapore, Ireland and New Zealand 
subscribed to the Nielsen! /Net Ratings 

Internet audience measurement ser­
vice in the first quarter. 

New York-based research informa­
tion firm USADATA.com has teamed 
with cPulse LLC, an Internet satis­
faction monitoring firm, to monitor 
and measure customer satisfaction 
through the use of 60-second interac­
tive interviews. Data from surveys will 
be collected from random Web inter­
views with customers, who will be 
asked to rank USADATA.com's cus­
tomer service on a scale ranging from 
poor to excellent. Customers also will 
be asked questions such as how impor­
tant customer service is when speci­
fying marketing information, and how 
USADATA.com compared to other 
Web sites. 

Decision Insight, Inc., has moved 
to new offices at 106 W. 14th St., Suite 
2500, Kansas City, Mo., 64105. Phone 
and fax numbers remain the same. 

Opinion Research Corporation, 
Princeton, N.J. , announced that a glob­
al technology company has awarded it 
a total of $2.5 million in new con­
tracts. Among the awards, the compa­
ny has received a $1.9 million con­
tract to create an Internet-based busi­
ness-to-business panel. The panel, 
which consists of approximately 5,000 
IT decision-makers among medium 
and small businesses in the United 
States, Europe and Asia, will be used 
to track the attitudes and behaviors of 
the participating executives over time. 
The initial term of the contract is for 
one year, but is expected to be multi­
year. 

The National Retail Federation 
(www.nrf.com) and Cambridge, 
Mass.-based Forrester Research, 
Inc. , in conjunction with Greenfield 
Online, a Wilton, Conn., research 
firm, have announced advances made 
in the NRF/Forrester Online Retail 
Index methodology. Survey data has 
expanded to include detailed analysis 
of big-ticket purchases. The improved 
Retail Index will provide greater 
insight into consumers ' spending pat­
terns. 
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Data Use 
continued from p. 16 

more importantly, how should I know 
what it is for this study?" 

Me: "Well, in simple terms, the 
standard deviation is the measure of 
dispersion." 

Client: "Right. What's dispersion?" 
I don't know what I was thinking. 

This explanation didn't mean any­
thing to me the first time I heard it 
from a statistics professor. What 
made me think it was going to be any 
more meaningful for my client? So I 
backed off a little, and gave him an 
explanation. 

Me: "Let me give you an example: 
What is the average of two, six, and 
10?" 

Client: "It's six." 
Me: "Right. Now, what's the aver­

age of five, six and seven?" 
Client: "That's six also." 
Me: "Right. The average of both 

series is six, but you can see that one 
group of numbers stretches from two 
to 10 and the other is limited to a 
much smaller range, from five to 
seven. So, in this case, the first range 
of numbers, from two to 10, is wide­
ly dispersed, and has a standard devi­
ation of 3.3. The second range is nar­
rowly dispersed, and has a much 
smaller standard deviation, it's only 
0.8. The same principle holds true for 
much larger samples. If each of the 
numbers in a series is close to the 
overall average, the standard devia­
tion is small. If the numbers are all 
over the map, the sample has a large 
standard deviation." 

Client: "That makes sense. But how 
am I supposed to know what it will be 
for this study?" 

Me: "That's a tough one. Usually 
we rely on findings from similar stud­
ies. Have you ever done this type of 
study before?" 

Client: "Well no, but we do have 
the raw data from a number of exams 
that have been done by one of our 
customers over the past year." 

Me: "Perfect! Get me the raw data 
and we'll enter it into the computer. 
If we can assume the population we'll 
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be testing in this new study is similar 
to the one your historic data is based 
on, then it will work in our formula." 

Crunching the numbers 
Fast-forward three weeks. We have 

received the exam sheets, entered the 
data into the computer, calculated the 
mean and standard deviation. We 
have concluded from this pilot study 
that the standard deviation for this 
sample population is .33. Now it's 

time to give the client some insights 
into the sample size necessary to pro­
vide him the results he needs. 

All I can say is, thank God for auto­
mated spreadsheets. We started the 
process by using the formula for Z 
tests. (Shown on next page.) 

We selected a range of differences 
for the means, and we chose a range 
and interval of sample sizes to calcu­
late the Z values. Once the values 
were calculated, they were examined 
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for reasonableness, and to see where 
we were for sample size. The table we 

Table of Z Values for Given Sample 
Sizes and Differences Between the 

Means 

z = 

Where: 

X1 = Mean of the first sample 

81 = Standard deviation of the first sample 

N 1 = Sample size of the first sample 

X2 = Mean of the second sample 

82 = Standard deviation of the second sample 

N2 = Sample size of the second sample 

The Z values corresponding with a level of confidence are: 
99% = 2.58 90% = 1.64 
98% = 2.33 
95% = 1.96 

85% = 1.45 
80% = 1.28 

generated is shown below. 

confidence. For example, the top line 
on the graph is for the Z value 2.58, 
and the 99 percent confidence level. 
If we want to be 99 percent confident 
that a difference in the means of 
0.025 represents a real difference in 
lens performance and not a random 
occurrence, we ' ll need to test a min­
imum of 2,320 subjects. 

In order to plot these figures , we 
have to solve the above formula for 
N. In other words , we are solving for 
the sample size that represents the 
threshold value, or the sample size 
for a given standard deviation and Z 
value that marks the end of one level 
of confidence and the beginning of 
another. In the above example, the 
sample size of 2,320 is the threshold, 
or the lowest sample size, where a 
difference of 0.025 in the means of 
two samples, and a standard devia­
tion of .33 , is significant at the 99 
percent level of confidence. 

Since we're assuming the sample 

size and standard deviation for each 
lens tested will be the same, the for­
mula is: 

Sample Size= 2(S2 * Z2)/flx 
Where: 
S is the assumed standard devia­

tion for both samples; 
Z is the Z value; 
fl x is the difference between the 

mean readings for each lens coating. 

The resulting graph is shown on 
the opposite page. 

Not rocket science 
Obviously, this is not rocket sci­

ence. And there are probably statis­
tician s among you who will find 
something about thi s approach to 
criticize. But I find that my clients 
are less concerned about the subtle 
di stinctions to be made between var­
ious stati stical approaches and are 
more interested in answering their 
business question s. The preceding 

Table of Z Values for Given 
Sample Sizes and Differences Between the Means 

While this is a good first 
step , and it is possible to 
search the table and find the 
appropriate Z value, this table 
is difficult to read. So I cre­
ated a second table (opposite 
page) to interpret the results 
of the first. Using the "@IF" 
function , I tested each value 
to determine the confidence 
level for the Z value in the 
cell. Redundant responses 
have been eliminated as you 
read across the table from left 
to right, just to make the table 

Sample Difference Between the Means 

easier to read. 
The results were very read­

able, and the table would have 
served our purposes nicely. 
However, never one to leave 
well enough alone, I decided 
to graph the findings so we 'd 
have a simple exhibit to use as 
a quick reference the next 
time we encountered a study 
with similar variables. 

The graph plots the sample 

Size 

1500 
1475 
1450 
1325 
1200 
1175 
1150 
1125 
975 
950 
925 
900 
875 
750 
725 
700 
675 
650 
575 
550 
500 
475 
425 
400 
375 
350 
325 
300 
275 
250 
225 
200 
175 
ISO 
125 
100 
25 

0.010 
0.83 
0.82 
0.82 
0.78 
0.74 
0.73 
0.73 
0.72 
0.67 
0.66 
0.65 
0.64 
0.63 
0.59 
0.58 
0.57 
0.56 
0.55 
0.5 1 
0.50 
0.48 
0.47 
0.44 
0.43 
0.4 1 
0.40 
0.39 
0.37 
0.36 
0.34 
0.32 
0.30 
0.28 
0.26 
0.24 
0.21 
0.1 1 

0.015 0.020 0.025 
1.24 1.66 2.07 
1.23 1.65 2.06 
1.22 1.63 2.04 
1. 17 1.56 1.95 
1. 11 1.48 1.86 
1. 10 1.47 1.84 
1.09 1.45 1.82 
1.08 1.44 1.80 
1.00 1.34 1.67 
0.99 1.32 1.65 
0.98 1.30 1.63 
0.96 1.29 1.6 1 
0.95 1.27 1.58 
0.88 1.17 1.47 
0.87 1.15 1.44 
0.85 1.13 1.42 
0.84 1. 11 1.39 
0.82 1.09 1.37 
0.77 1.03 1.28 
0.75 1.0 1 1.26 
0.72 0.96 1.20 
0.70 0.93 1.17 
0.66 0.88 1. 10 
0.64 0.86 1.07 
0.62 0.83 1.04 
0.60 0.80 1.00 
0.58 0.77 0.97 
0.56 0.74 0.93 
0.53 0.71 0.89 
0.5 1 0.68 0.85 
0.48 0.64 0.80 
0.45 0.6 1 0.76 
0.43 0.57 0.7 1 
0.39 0.52 0.66 
0.36 0.48 0.60 
0.32 0.43 0.54 
0.16 0.21 0.27 

0.030 0.035 0.040 0.060 0.080 0.100 
2.49 2.90 3.32 4.98 6.64 8.30 
2.47 2.88 3.29 4.94 6.58 8.23 
2.45 2.86 3.26 4.90 6.53 8. 16 
2.34 2.73 3.12 4.68 6.24 7.80 
2.23 2.60 2.97 4.45 5.94 7.42 
2.20 2.57 2.94 4.4 1 5.88 7.34 
2. 18 2.54 2.9 1 4.36 5.8 1 7.27 
2. 16 2.52 2.87 4.3 1 5.75 7. 19 
2.0 1 2.34 2.68 4.01 5.35 6.69 
1.98 2.3 1 2.64 3.96 5.28 6.60 
1.96 2.28 2.6 1 3.9 1 5.2 1 6.52 
1.93 2.25 2.57 3.86 5.14 6.43 
1.90 2.22 2.54 3.80 5.07 6.34 
1.76 2.05 2.35 3.52 4.69 5.87 
1.73 2.02 2.3 1 3.46 4.62 5.77 
1.70 1.98 2.27 3.40 4.54 5.67 
1.67 1.95 2.23 3.34 4.45 5.57 
1.64 1.9 1 2.19 3.28 4.37 5.46 
1.54 1.80 2.06 3.08 4.11 5.14 
1.51 1.76 2.01 3.02 4.02 5.03 
1.44 1.68 1.92 2.87 3.83 4.79 
1.40 1.63 1.87 2.80 3.74 4.67 
1.33 1.55 1.77 2.65 3.53 4.42 
1.29 1.50 1.7 1 2.57 3.43 4.29 
1. 24 1.45 1.66 2.49 3.32 4.15 
1. 20 1.40 1.60 2.4 1 3.2 1 4.0 1 
1.16 1.35 1.55 2.32 3.09 3.86 
1.11 1.30 1.48 2.23 2.97 3.7 1 
1.07 1.24 1.42 2.13 2.84 3.55 
1.02 1.19 1.36 2.03 2.7 1 3.39 
0.96 1. 12 1.29 1.93 2.57 3.21 
0.9 1 1.06 1.2 1 1.82 2.42 3.03 
0.85 0.99 1.13 1.70 2.27 2.83 
0.79 0.92 1.05 1.57 2.10 2.62 
0.72 0.84 0.96 1.44 1.92 2.40 
0.64 0.75 0.86 1.29 1.7 1 2.14 
0.32 0.37 0.43 0.64 0.86 1.07 

size for each of the Z values Assumes a standard deviation of .33. 
associated with the levels of 
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Table of Significance Levels for Given 
Sample Sizes and Differences Between the Means 

Sample Difference Between the Means 
Size 

0.010 0.015 0.020 0.025 0.030 0.035 0.040 0.060 0.080 
1500 Not 90'% 95% 98% 99'Vu 

1475 Not 90% 95% 98% 99% 

1450 Not 85'X, 95"/t, 98%. 99% 

1325 ot R5% 90% 98%. 99% 

1200 Ot 85% 90% 95% 99% 

1175 Not 85% 90% 95% 98% 99% 

1150 ot !l5% 90% 95% 98% 99% 

1125 Ot 80% 90% 95% 98% 99% 

975 Ot 80% 90% 95% 98% 99% 

950 Not 80% 90% 95% 95% 99% 

925 Not 80% 85% 90% 95% 99% 

900 Ot 80% 85% 90% 95% 98% 99% 

875 Not 85% 90% 95% 98% 99% 

750 Not 85% 90% 95% 98% 99% 

725 Not 80% 90'X, 95% 95% 99% 

700 Not 80% 90% 95% 95% 99% 

675 Not 80% 90% 90% 95% 99% 

650 Not 80% 85'X, 90% 95% 99% 

575 Not 80% 85% 90% 95% 99% 

550 Not 85% 90% 95% 9<l% 

500 Ot 80% 90% 90% 99% 

475 Not RO% 85% 90% 99% 

425 ot 80% 85% 90% 99% 

400 ot 80% 85% 90% 98% 99% 

375 Not R5% 90% 98"/t, 99% 

350 ot 80% 85% 98% 99% 

325 Not 80% 85% 95% 99% 

300 Not 80% 85% 95% 99% 

275 Not 80% <lS% 99% 

250 Not 80% 95% 99% 

225 Not 80% 90% 98% 

200 Ot 90% 98% 

175 ot 90% 95% 

ISO Not RS% 95% 

Assumes a standard deviation of .33. 

0.100 

99% 

99% 

99% 

99% 

exercise demonstrate a real-world 
approach to tack] ing one of the i ues 

these tables and graphs are available 
electronically by contacting me at 

Sample Size Calculation 
Standard Deviation = .33 

2500 

2000 99% 

~ 
. 98% 

V5 1500 
95% "' 0.. 

~ 1000 90% 
C/) 

500 85% 
80% 

0.025 0.030 0.035 0.040 0.045 0.050 0.070 0.090 0. 1 tO 

99% 2320 161 t t 183 906 716 580 296 179 120 . 98% 1892 1314 965 739 584 473 24 1 146 98 

95%, 1339 930 t\83 523 413 335 .17 1 103 69 

90% 937 651 478 366 289 234 120 72 48 

85~~ 733 50\1 374 286 226 183 93 57 38 

80% 571 396 291 223 176 143 73 44 29 

Sample Size for Difference in the Mean Values and Various Levels of Confidence 

that frequently result in anxiety and 
procrastination. 

If you would find thi s tool useful, 
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don.minchow@ inquireresearch.com. 
Please indicate if you would prefer 
Excel or Lotus formats. r~ 

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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Perfect world 
continued from p. 21 

Step 1: Collecting and organizing 
customer wants and needs. 

The first step was to determine the 
various groups that could be defined 
as customers or influencers of the 
purchase decision. For the type of 
equipment Global 

customer population. Respondents 
were constantly asked not just what 
they wanted, but why they wanted 
certain capabilities or why certain 
product features were important to 
them. This methodology meant that 
we were able to get beyond customer­
generated solutions and engineering 
characteristics to the underlying 
needs that those solutions address -
a key requirement for voice of the 

the opportunity in the appropriate 
interview setting. In short, it makes 
sense to collect wants and needs from 
customers, not olutions. After all, 
solving product problems is not the 
respon ibility of customers; it 's the 
obligation of companies interested in 
selling to those customers. 

Once the broad base of customer 
needs is collected, it typically results 
in 80-120 detailed individual cus-

Diagnostics makes, the tomer needs that are elicit-
purchase deci sion is a ed from verbatim tran-
complicated one. We Collect the Voice o,(the Custon1.er scripts of customer inter-

decided to talk to a com- (One-on-One Intervie\VS + Cardsotting) views. In this case, cus-
bination of both pur- tomers articulated 104 
chasers and users that unique needs. An example 
included: laboratory 'Y of a customer need would 
directors , nurse man- be: "I can perform multiple 
agers, point-of-care coor- Generate Inten1al Perfonn ance Measures tests on one blood sample." 

dinators, and in some (First House of Quality) This level of need is far too 
cases, physicians and detailed for product devel-
hospital administrators. opment teams to work with. 
Global Diagnostics relies 'Y Therefore, it's important to 
on international markets get a sense (agai n, from 
for a large percentage of Generate Features and Solutions customers) of how those 

its total sales, so it made (Second House of Quality) needs should be grouped 
sense to make this and prioritized. We accom-
research initiative a glob- plished that aggregation by 
alone. y recruiting a larger sample 

Once we had defined of customers (again includ-
who the customer was, Custotner Evaluation of Features/Solutions ing all customer groups: 

we recruited a respon- (Concept Testing) nurses, lab directors, physi-
dent group, stratifying cians , etc .) . They were 
those various groups, to L-------------------------_J asked to complete a card 
be interviewed one-on-one. Six key customer research. sorting procedure, with each card 
markets were chosen for interview- In past research, we've found that, having one customer need printed on 
ing. U.S. markets were chosen to with the exception of a minority of it. 
reflect differing levels of managed "lead users," most customers are not The card sorting process consists of 
care penetration. International inter- particularly well-equipped to design having customers group cards into 
view locations represented key or "spec" new products. When asked piles that go together for whatever 
growth markets for Global to do so, they will very often simply reason. Respondents were instructed 
Diagnostics. All interviewers were play back current features or solu- to create as many or as few piles as 
experienced in conducting in-depth, tions that are available already (e.g., they'd like. They were then asked to 
probing interviews. In other words, "I want a system that can handle 10 assign importance ratings to each pile 
we placed great emphasis on amples at a time."). That type of of ideas, as well as performance rat­
unearthing the broad array of cus- information was of little use to our ings for how well the needs in each 
tomer needs represented by the entire client, who was already aware of the pile are being satisfied by current 

Name Creation: 
Name Testing. 

For Information Contact: John P. Hoeppner 
(480) 488-9660 
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The S'ien(e of Nome Creation 

current state of the art. Global solutions. We created an aggregate 
Diagnostics was interested in the card sort by performing clu ter analy­
underlying customer need s that sis to show the hierarchy of needs 
would help them innovate far beyond that best represented the typical card 
current solutions (e.g., "I want a sys- sort created by customers. This bier­
tern that's easy to use so people work- archy shows customer needs at three 
ing on the intensive care unit can eas- levels: the detailed- or tertiary-level 
ily operate and maintain it.") . needs (the original 80-120 needs on 
Customers are very adept at articu- the cards), the secondary-level needs 
lating these types of needs, if given (the 20-25 aggregated customer needs 
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that are the optimal level for product 
development teams to work with), 
and the primary-level needs (extreme­
ly high-level needs, good for strate­
gic-level communications messages). 

The output of the voice of the cus­
tomer research was an affinitized list 
of customer needs, aggregated into 
three levels. Customers also assigned 
importance ratings and performance 
grades to the secondary-level needs. 
This meant that the product develop­
ment team assembled by Tom Gavin 
was able to determine the areas that 
were most important to customers 
and with which they were most dis­
satisfied. This ensured that Global 
Diagnostics put its limited product 
development resources to the best use 
possible. For example, does it make 
sense to put resources into making 
slight improvements in the accuracy 
of test results or should those 
resources instead be aimed at improv­
ing the level of technical customer 
support? Additionally, the voice of 
the customer process provided valu­
able qualitative data on how purchase 
decisions are made within hospitals, 
as well as enhancement ideas for the 
current generation of products. 

Step 2: Translating needs into 
performance measures (first house 
of quality). 

This next step (see "First House of 
Quality" figure) helped Global 
Diagnostics take the organized and 
prioritized voice of the customer and 
translate it into internal performance 
measures or metrics that directly 
address key customer needs. This 
process was an internal one, carried 
out by a cross-functional team led by 
facilitators who were keenly familiar 
with the voice of the customer as well 
as the QFD process. The cross-func­
tional team consisted of members 
from R&D, information systems, 
sales, marketing, manufacturing, tech­
nical support, and industrial design. 
Though not an actual team member, 
Tom Gavin remained in touch with 
the team's progress, while still allow­
ing them the freedom to make the 
decisions they felt were best. 

First, team members generated a list 
of internal performance measures, 
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which, when moved in the appropriate ure). The team was reconvened. The the strength of the relationship 
direction, would positively impact cus- second house of quality is very simi- between each performance measure 
to mer satisfaction on the customer lar to the first, except that now the key and each product feature or solution 
wants and needs resulting from the performance measures or metrics are is evaluated by the team. Once again, 
VOC process. This process of brain- listed along the left side of the matrix the interaction between the cross­
storming internal metrics took the team and product features or solutions are functional team members proved to 
a long way toward their goal: thinking listed along the top of the matrix. As be invaluable. For example, the mar­
about how to measure these items before, the product features or solu- keting people became more aware of 
intemallywasthefirststeptowardcre- tions were generated by the team by the manufacturing constraints 
atingilieac~~productfu~~~~~~~~~~~~~~~~~~~~~~~~~~~involved in crea~ 

tures or solutions that would First ing a system with a 
ultimately increase customer Ho footprint as small 
interest in and satisfaction as they ' d like to 
with the product. This was a Q see. The sales pea-
creative, "blue sky" approach pie made the bio-
that helped the team move chemists aware of 
away from their traditional the impact that 
way of thinking. multiple required 

Over the course of several chemical solutions 
days, team members com- had on user-friend-
pleted a large matrix with liness. The output 
customer wants and needs from this process 
listed along the left-hand was a prioritized 
ide of the matrix and inter- list of product fea-

nal performance measures tures and solutions 
(generated by the team) list- I ComputedCnticetltyofMeasure that were most 

ed along the top of the strongly related to 
matrix. This was a painstak- key performance 
ing process in which the team had to looking at each of the key perfor- measures. Again, the key perfor­
determine how strong the relationship mance measures (again , those per- mance measures had strong ties to 
was between each customer need and formance measures that had the great- the most important customer needs 
each performance measure. The pur- est impact on the needs most impor- from the VOC process. 
pose of this exercise was to determine tant to customers). Team member The QFD process yielded several 
which performance measures are benefits, the most important 
most critical in satisfying cus- Second of which were: 
tomer needs. Performance mea- House of • Product features that 
sures become "key" by being went beyond gut-feel and 
strongly related to multiple needs Quality me-too solutions and which 
that customers considered very resulted from methodically 

I Product Features or SoiUtlonsJ 
important (as measured in the examining the relationship 
VOC process). between customer needs , 

Matrix or Scores 
internal performance mea-

Step 3: Translating perfor- sures , and finally product 

Key • Performance 
Measures or o, 1, 3, 9 for Strength of 

mance measures into product features and solutions. Many 
~ Metrtc:s Relationship between 

Product Features 1 SotuUons 

features or solutions (second of these features were con-and 
Key Performance Measures 

house of quality). sidered breakthrough for this 
Many teams end the QFD category of product . 

process after completing the first I Computed Utlttty of Each Feature I • A collective memory and 
house of quality (QFD matrix). audit trail of why key deci-
But this team had lost some L...-~~~~~~~~~~~~~~~~~~----J sions were made, so teams 

momentum after the first house of were instructed to think about possi- do not need to constantly re-visit cer­
quality due to some internal organi- ble product features and solutions that tain "great new product hunches" 
zational changes. A good jumpstart would positively impact the key per- from senior managers. 
for getting the product development formance measures. • Buy-in and internal support of the 
team refocused on their next-genera- Again, the most cumbersome, but new product that can only come from 
tion product turned out to be com- most insightful part of the process a collaborative cross-functional 
pleting the second house of quality was when team members completed process that enlists the input of all 
(see "Second House of Quality" fig- the center of the matrix. This is when functional areas 
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• A "translation" system for making 
market research usable and action­
able for engineers and technical staff 
to help them make design decisions. 

Step 4: Concept-testing the win­
ning ideas. 

The last step in this process was to 
complete the circle by going back to 
customers with the winning product 
features and solutions for one last 
reality check. The team-based QFD 
process yielded many exciting poten­

nature of the research described, this 
process clearly takes time. Our client 
began with the right mindset; it had 
the forethought and long-term com­
mitment that this process requires. In 
the end, though, the payoff will like­
ly be an extremely innovative product 
that truly addresses the key needs of 
customers. As the product is still "in 
process," we're not yet able to report 
how successful it ' s been. We can, 
however, report that the voice of the 
customer and the output of the QFD 

process was the foundation of this 
whole endeavor. Gavin reports that 
every time the product development 
team is temporarily at a loss for how 
to proceed, they dig out the findings 
from the voice of the customer project 
and their QFD matrix and use them as 
guiding documents for how to move 
forward. This means little expensive 
re-work and it provides guidance from 
a definitive expert that no one can dis­
pute - the customer. r~ 

ti~fu~ures , butitwasclearili~iliey ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

could not all be incorporated into the 
next-generation product at a price 
customers would be willing to pay. 
Global Diagnostics needed customers 
to evaluate its ideas and help identi­
fy the concepts that would truly wow 
the market. 

We chose a combination of quali­
tative and quantitative research to be 
performed in-person among pur­
chasers and users (or influencers). 
Again, six key markets were chosen, 
including three international markets. 
Interviews were done in both one-on­
one and mini-group settings. This 
process also provided customer input 
on how best to describe the benefits 
of each of the features in sales and 
marketing materials. Because most 
every feature tested (15 in total) was 
considered positive by customers, the 
quantitative data helped us to deter­
mine which ones were the most pos­
itive in the eyes of customers and 
would likely yield the greatest reac­
tion from them. 

The process in review 
I've outlined some particular meth­

ods for how we chose to incorporate 
customer input in a very structured 
manner into the product development 
process. There are many other valid 
methods available for accomplishing 
the same objectives. The main point 
is that customers may see things very 
differently from the way you as a 
company do. It's vital to get their 
input at every step of the process. 
Global Diagnostics' resulting prod­
uct would likely have looked much 
different, had customer input not been 
elicited throughout the process. 

As you can see from the in-depth 
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Providing Answers Via Actionable 
Survey, Focus Group, And 1-on-1 
Research. Financial Services Specialty. 
30+ Yrs. Experience. 

RE SE AR C H 

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

Cambridge Associates, Ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail : waltkendall@home.com 
www.focusgroupguru .com 
Contact: Walt Kendall 
Focus Groups, Conjoint Analysis, 
Surveys. Call To Discover The Difference. 

Cambridge Research, Inc. 
3521 W. 24th St. 
Minneapolis, MN 55416 
Ph. 612-525-2011 
E-mail: dalelongfellw@cambridgere­
search.com 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus., Ag., Specifying Engineers. 

CAMPOS 
MARKET RESEAR C H , INC . 

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

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

www.quirks.com 

Chamberlain Research Consultants, Inc. 
710 John Nolen Dr. 
Madison, WI 53713 
Ph. 608-246-3010 
Fax 608-246-3019 
E-mail: crc@crcwis.com 
www.crcwis.com 
Contact: Sharon R. Chamberlain 
Contact: Tyler J. Walker 
Full-Service. Have Moderated 
Thousands of Groups. On-Line Exp. 

C
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Cheskin Research 
255 Shoreline Dr. , Ste. 100 
Redwood Shores, CA 94065 
Ph. 650-802-21 00 
Fax 650-593-1125 
E-mail : info@cheskin.com 
www.cheskin.com . 
Contact: Nancy Shimamoto 
Leading Intercultural Mkt. Rsch. & Cnsltg. 
Firm. We Help Firms Compete In The New 
Global Internet Economy. Multilingual 
Staff/ Represent 20+ Cultures. 

Consumer Network, Inc. 
3624 Market St. 
Philadelphia, PA 19104 
Ph. 215-235-2400 
Fax 215-235-6967 
E-mail: mona@monadoyle.com 
www. monadoyle.com 
Contact: Charles Ebner 
Contact: Mona Doyle 
Contact: Mark Saks 
With Focus Grps., The Consumer 
Network Panel & Her Web Site, Mona 
Doyle Talks With 5,000+ Consumers Per 
Year. Paqckaging/Supermarkets/Mass 
Retailing/Eidercare. 

Cornerstone Research & Marketing, Inc. 
1965 Sheridan Dr., Ste. 8A 
Buffalo, NY 14223 
Ph . 716-871-9123 
Fax 716-447-1006 
E-mail: GJR@pce.net 
Contact: Rhonda Ried 
Finest Conversation Skills - Unrivaled 
Group Control. 
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Creative Focus, Inc. 
209 The South Chace 
Atlanta, GA 30328 
Ph . 404-256-7000 
Fax 404-231-9989 
E-mail: vardis@mindspring .com 
www.creativefocus.net 
Contact: Harry Vardis 
Consumer Products, Bus. -to-Bus., 
Technology, Seniors, Brand 
Differentiation Sessions, Name 
Development. 

Cunningham Research Associates 
500 Ashwood Lane 
Fairview, TX 75069 
Ph. 972-529-4965 
Fax 972-529-1285 
E-mail: markc@craresearch.com 
www.craresearch .com 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch., Consumer, Advg., 
Bus./Bus., Hi- Tech. 

Daniel Associates 
49 Hill Rd ., Ste. 4 
Belmont, MA 02478 
Ph. 617-484-6225 
Fax 800-243-3493 
E-mail : sdaniel@earthlink.net 
http://home.earthlink.net/-sdaniel/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

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

Decision Drivers 
197 Macy Rd. 
Briarcliff, NY 10510-1017 
Ph. 914-923-0266 
Fax 914-923-3699 
Contact: Sharon Driver 
Actionable Results To Drive Your Market 
Decisions. 

Directions Data Research 
1111 Northshore Dr., Ste. 410N 
Knoxville, TN 37919-4046 
Ph. 423-588-9280 
Fax 423-584-5960 
E-mail: rbryant@directionsdata.com 
Contact: Rebecca Bryant 
Advanced RIVA-Trained 
Moderator/Focus Facility!Phonebank. 

Dolobowsky Qualitative Services, Inc. 
94 Lincoln St. 
Waltham, MA 02451 
Ph. 781-647-0872 
Fax 781-647-0264 
E-mail : reva@doloqual.com 
www.doloqual.com 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. For 20+ Years. 

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

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

Essman/Research 
100 E. Grand, Ste. 340 
Des Moines, lA 50309-1800 
Ph. 515-282-7145 
Fax 515-282-4535 
E-mail: mail@eassoc.com 
www.eassoc.com 
Contact: Deborah Stearns, Rsch. Dir. 
Fuii-Svc. Qual. & Quant. Rsch./New 
Facilities/Moderators 
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Fader & Associates 
372 Central Park W., Ste. 7N 
New York, NY 1 0025 
Ph . 212-749-3986 
Fax 212-7 49-4087 
Contact: Linda Hu 
Exp. In Broad Range of Categories, New 
Products, Repositioning, Concept Dev., 
Creative Diag. 

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

FOCUStPLUS 
Focus Plus, Inc. 
79 5th Avenue 
New York, NY 1 0003 
Ph. 212-675-0142 
Fax 212-645-3171 
E-mail : focusplus@msn.com 
Contact: John Markham 
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! 

~1#11 11111 
GraffWorks Marketing Research 
1 0178 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. 
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Hispanic Marketing Communications 
Research 
See Cheskin Research 

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

Horowitz Associates, Inc. 
1971 Palmer Avenue 
Larchmont, NY 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. 

latHYPNOSIS 
~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. 

I+G Medical Research International 
33 College Hill Rd. , Bldg. 1 OC 
Warwick, Rl 02886 
Ph. 401-823-4900 
Fax 401-823-4903 
E-mail: info@igmedresearch.com 
www.igmedresearch.com 
Contact: Monique Rinner 
New Product Development, Health Care, 
ORCA Member. 
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Moderator MarketPlace TM 
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 . 847-615-0040 
Fax 847-615-0192 
E-mail: IRVES224@msn.com 
www.irvineconsulting.2e.com 
Contact: Ronald J. Irvine 
Pharm/Med: Custom Global Quan./Qual. 
Res. & Facility. 

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

JUST THE FACTS!::. 
YO U R I N FORMATION SOUR C E •:1:: 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, IL 60056 
Ph . 847-506-0033 
Fax 847-506-0018 
E-mail: facts2@interaccess.com 
www.just-the-facts.com 
Contact: Bruce Tinckne/1 
Highly Skilled; Well Organized; 
Maintains Control, While Enabling 
Creative Flow; Strategic Moderating; 
Actionable Results; 25 Yrs. Experience. 

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 
Fu/1-Svce. All Expertise In-House. 
Strategic Foe. Bus. to Bus. A/finds. 

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, VP. 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. 

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

MarkatRasponsal m !i; If! I I 
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 
.llllr/..•£'/ill,f.!. .~ Nest't fi 'Ch 

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 
1 00 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, /mpactfu/, Action­
Oriented Team Approach. 

Meczka Marketing!Research/Cnsltg., Inc. 
5757 W. Century Blvd ., Lobby Level 
Los Angeles, CA 90045 
Ph . 310-670-4824 
Fax 310-41 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.IInt'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, 

dtd1chelson 
~;ociates,lnc. 
Strategic Marketing Research 

Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph. 770-955-5400 
Fax 770-955-5040 
E-mail : mark@michelson.com 
www.michelson.com/research 
Contact: Mark L. Michelson 
Much More Than Moderation 
Nat'/. Fu/1-Svc. Quai./Quant. 

Francesca Moscatelli 
506 Ft. Washington Ave. , 3C 
New York, NY 1 0033 
Ph . 212-740-2754 
Fax 212-923-7949 
E-mail: francesca@bigplanet.com 
http://dwp.bigplanet.com/qual itative 
Contact: Francesca Moscatelli 
Latino Bi-Lingual/Bi-Cultural Groups; 
ORCA Member. 

www.quirks.com 
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Multicultural Research CentersM 
A Division of Cheskin Research 
1540 E. First St. , Ste. 200 
Santa Ana, CA 92701 
Ph . 714-560-1120 
Fax 714-560-1121 
E-mail : ResearchCenter@hamcr.com 
www.hamcr.com 
Contact: Ricardo Flores 
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: 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. 

.- r.IIH.I't,.'rt-:o*'l 

llll «•t·ouJ(.'H 

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. 

Personal Opinion, Inc. 
999 Breckenridge Lane 
Louisville, KY 40207 
Ph . 502-899-2400 
Fax 502-899-2404 
E-mail: rebeccapoi@alltel.net 
Contact: Rebecca Davis 
Consumers, Kids & Professionals. 1 0+ 
Years Experience. 

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. 
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Research Connections Talk City 
414 Central Ave. 
Westfield, NJ 07090 
Ph . 908-232-2723 
Fax 908-654-9364 
E-mail : ayoffie@researchconnections.com 
www.researchconnections.com 
Contact: Amy J. Yoffie, President 
Online Focus Groups. Nat '/.1/nt'/. Recruit 
By Web Intercept, Phone, Email, Internet 
Panel. Test Web Sites, Ads, Products, 
Concepts. £-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. 

SCHNEllER ­

~ ualitative 
~ 

Schneller- Qualitative 
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). 

SIL: Worldwide Marketing Services 
413 N.E. 3rd St. 
Delray Beach , FL 33483 
Ph . 561-997-7270 
Fax 561-997-5844 
E-mail : sil@siltd .com 
www.siltd .com 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

Stellar Strategic Services 
1475 Westwood Dr. 
Norton Shores, Ml 49441-5882 
Ph . 616-799-0084 
Fax 616-799-1079 
E-mail : cdstellar@aol.com 
Contact: Cheryl A. Dalisay 
Consumer Packaged Goods, Retail, 
Advertising. Near Grand Rapids. 

Strategic Focus, Inc. 
6456 N. Magnolia Ave. 
Chicago, 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, VP. 
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 -7 44-5662 
Contact: Barbara L. Allan 
20+ Years Exp.,· Business & Consumer 
Studies; Nat'/. & tnt'/. 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 
Fu/1-Svc. Research to U.S. Standards 
Throughout Mexico. Focus Grps., In­
depth Interviews, Intercepts. Luxury 
Facility. 

Target Market Research Group, Inc. 
4990 S.W. 72 Ave ., Ste. 110 
Miami, FL 33155-5524 
Ph . 800-500-1492 
Fax 305-661 -9966 
E-mail : martin_cerda@tmrgroup.com 
www.tmrgroup.com 
Contact: Martin Cerda 
Hispanic Quai./Quant. Research-National 
Capability. 

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

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 Courcelles 
75017 Paris 
France 
Ph . +33-1-39-16-94-26 
Fax +33-1-39-16-69-98 
E-mail : jonwqrc@club-internet.fr 
Contact: Jonathan Wilson 
For A Full Qualitative Service and/or 
Moderation (French/English): New Tech., 
Auto, Bus. -to-Bus. , Advg. Expertise. 
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Arizona Colorado Michelson & Associates, Inc. Maryland 
Balaban Market Research Consulting Cambridge Associates, Ltd . 

Illinois 
Low+ Associates, Inc. 

Behavior Research Center, Inc. Market Access Partners WB&A Market Research 
The Blackstone Group 

California Connecticut C&R Research Services, Inc. Massachusetts 
Jeff Anderson Consulting, Inc. Irvine Consulting, Inc. 

Ergo Research Group, Inc. Just The Facts, Inc. Daniel Associates 
AutoPacific , Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. Dolobowsky Qualitative Services, Inc. 
Cheskin Research Florida Marketing Advantage Rsch . Cnslts. Rrst Market Research Corp. (Reynolds) 
Erlich Transcultural Consultants Primary Insights, Inc. Mature Marketing and Research 
Hypnosis Focus Groups AnswerSearch, Inc. Strategic Focus, Inc. 
Hypnosis Insights Sl L: Worldwide Marketing Services 

Michigan Strategy Research Corporation Iowa In Focus Consulting Sunbelt Research Associates, Inc. Stellar Strategic Services 
Marketing Matrix International , Inc. Target Market Research Group, Inc. Essman/Research 
Meczka Mktg ./Rsch./Cnsltg ., Inc. 

Kentucky Minnesota 
Multicultural Research CentersM Georgia Cambridge Research , Inc. 

Creative Focus, Inc. Personal Opin ion , Inc. GraffWorks Marketing Research 
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Moderator MarketPlace TM 
MarketResponse International Focus Plus, Inc. Chalfont Healthcare Research , Inc. Washington 
MedProbe™ Inc. Horowitz Associates, Inc. Consumer Network, Inc. 

Burr Research/Reinvention Outsmart Marketing JRH Marketing Services, Inc. Data & Management Counsel , Inc. 
Prevention The TCI Group Knowledge Systems & Research , Inc. FOCUSED Marketing Research , Inc. 

Francesca Moscatell i Wisconsin New Jersey The Research Department 
Hispanic Research Inc. Schneller- Qualitative Rhode Island Chamberlain Research Consultants, Inc. 

Leflein Associates, Inc. View Finders Market Research I+G Medical Research International 
France MCC Qualitative Consulting 

Perception Research Services, Inc. North Carolina Tennessee Wilson Qualitative Research Consultants 
Research Connections Talk City Medical Moderators, Inc. Directions Data Research Weiss Marketing Research Germany 
New York Ohio Texas insight europe gmbh 

BAIGioballnc. The Pat Henry Group Cunningham Research Associates 
Mexico Cornerstone Research & Marketing, Inc. Decision Analyst, Inc. 

Decision Drivers Pennsylvania First Market Research Corp. (Heiman) SuperDatos de Mexico 

Fader & Associates Active Focus Opinions Unlimited, Inc. 

Campos Market Research, Inc. 

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

ADVERTISING ASSOCIATIONS Horowitz Associates, Inc. DIRECT MARKETING 
Jeff Anderson Consulting, Inc. The Blackstone Group 

CHILDREN 
BAIGioballnc. 

Balaban Market Research Consulting Low+ Associates, Inc. Perception Research Services, Inc. 
The Blackstone Group The Blackstone Group 
C&R Research Services, Inc. AUTOMOTIVE C&R Research Services, Inc. DISCRETE CHOICE/ 
Cambridge Associates, Ltd. AutoPacific, Inc. Fader & Associates CONJOINT 
Cambridge Research, Inc. C&R Research Services, Inc. Just The Facts, Inc. 
Creative Focus, Inc. Erlich Transcultural Consultants Matrixx Marketing-Research Div. 

DISTRIBUTION Decision Drivers MarketResponse International Outsmart Marketing 
Erlich Transcultural Consultants Matrixx Marketing-Research Div. Burr Research/Reinvention 
Fader & Associates COMMUNICATIONS Prevention 
First Market Research Corp. BIO-TECH RESEARCH 
(Reynolds) Irvine Consulting , Inc. Access Research , Inc. E-COMMERCE 
Hypnosis Insights MedProbe, Inc. Cambridge Associates, Ltd. Directions Data Research 
Outsmart Marketing Creative Focus, Inc. 
The Research Department BRAND/CORPORATE MarketResponse International EDUCATION 
Schneller- Qualitative IDENTITY Cambridge Associates, Ltd. 
Strategy Research Corporation Perception Research Services, Inc. COMPUTERS/MIS Just The Facts, Inc. 
WB&A Market Research C&R Research Services, Inc. Marketing Advantage Rsch. Cnslts. 

AFRICAN-AMERICAN BUS.· TO-BUS. Cambridge Associates, Ltd. 
Access Research , Inc. Daniel Associates ELECTRONICS · 

The Blackstone Group BAIGioballnc. Fader & Associates CONSUMER Erlich Transcultural Consultants 
JRHMarketing Services, Inc. 

Behavior Research Center, Inc. First Market Research Corp. (Heiman) MarketResponse International 
C&R Research Services, Inc. Marketing Advantage Rsch . Cnslts. 

AGRICULTURE Cambridge Associates, Ltd . ETHNIC 
Cambridge Associates, Ltd. 

Cambridge Research, Inc. CONSUMERS 
The Blackstone Group 

Cambridge Research, Inc. Campos Market Research, Inc. Behavior Research Center, Inc. Cheskin Research 
FOCUSED Marketing Research, Inc. Creative Focus, Inc. C&R Research Services, Inc. Multicultural Research Center5M 

Data & Management Counsel , Inc. Cheskin Research 

ALCOHOLIC BEV. Fader & Associates Consumer Network, Inc. 
ETHNOGRAPHIC 

C&R Research Services, Inc. First Market Research Corp. (Heiman) Decision Drivers 

Strategy Research Corporation FOCUSED Marketing Research , Inc. The Pat Henry Group RESEARCH 
The Pat Henry Group Just The Facts, Inc. Active Focus 

ARTS & CULTURE Just The Facts, Inc. Knowledge Systems & Research, Inc. Alexander+ Parker 

Strategic Focus, Inc. Knowledge Systems & Research, Inc. Marketing Advantage Rsch. Cnslts. Cheskin Research 
MarketResponse International The Research Department 

ASIAN MCC Qualitative Consulting 
CUSTOMER 

EXECUTIVES 
The Research Department BAIGioballnc. 

Asian Perspective, Inc. Schneller- Qualitative SATISFACTION C&R Research Services, Inc. 
Cheskin Research SuperDatos de Mexico BAIGioballnc. Decision Drivers 
Data & Management Counsel , Inc. 

The Blackstone Group Fader & Associates Erlich Transcultural Consultants CABLE Multicultural Research CentersM Low+ Associates, Inc. First Market Research Corp. (Heiman) 
C&R Research Services, Inc. SuperDatos de Mexico Low+ Associates, Inc. 

Marketing Advantage Rsch . Cnslts. 
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Moderator MarketPlace TM 
The Research Department HIGH-TECH Cheskin Research PACKAGED GOODS 
Schneller- Qualitative Jeff Anderson Consulting, Inc. Ergo Research Group, Inc. Active Focus 
Strategy Research Corporation Cheskin Research First Market Research Corp. (Reynolds) BAIGioballnc. 

Ergo Research Group, Inc. FOCUSED Marketing Research , Inc. C&R Research Services, Inc. 
FINANCIAL SERVICES Research Connections Talk City Horowitz Associates, Inc. Just The Facts, Inc. 
Jeff Anderson Consulting, Inc. Perception Research Services, Inc. Knowledge Systems & Research, Inc. 

BAIGioballnc. Low+ Associates, Inc. PACKAGE DESIGN 
The Blackstone Group HISPANIC Research Connections Talk City 

RESEARCH Burr Research/Reinvention Behavior Research Center, Inc. 
Prevention Cheskin Research 

INTERNET SITE Cheskin Research 

C&R Research Services, Inc. Data & Management Counsel , Inc. CONTENT & DESIGN Consumer Network, Inc. 

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

Cambridge Research, Inc. Hispanic Research Inc. Perception Research Services, Inc. 
The Research Department 

Fader & Associates Francesca Moscatelli 
Weiss Marketing Research 

FOCUSED Marketing Research , Inc. Multicultural Research CentersM LATIN AMERICA PARENTS Low+ Associates, Inc. Strategy Research Corporation Best Practices Research 
Marketing Matrix International , Inc. Target Market Research Group, Inc. Cheskin Research Fader & Associates 

Matrixx Marketing-Research Div. 
HOUSEHOLD 

Strategy Research Corporation 
MCC Qualitative Consulting SuperDatos de Mexico PET PRODUCTS 
The Research Department PRODUCTS/CHORES Cambridge Research, Inc. 
WB&A Market Research The Research Department MEDICAL PROFESSION FOCUSED Marketing Research , Inc. 

FOOD PRODUCTS/ 
Schneller- Qualitative Balaban Market Research Consulting MarketResponse International 

Cambridge Associates, Ltd. Primary Insights, Inc. 

NUTRITION HUMAN RESOURCES Chalfont Healthcare Research, Inc. 
PHARMACEUTICALS Active Focus ORGANIZATIONAL DEV. FOCUSED Marketing Research , Inc. 

BAIGioballnc. The Pat Henry Group Active Focus 
The Blackstone Group Primary Insights, Inc. I+G Medical Research International BAIGioballnc. 
C&R Research Services, Inc. IDEA GENERATION 

Matrixx Marketing-Research Div. Balaban Market Research Consulting 
Just The Facts, Inc. Medical Moderators, Inc. C&R Research Services, Inc. 
Outsmart Marketing Analysis Research Ltd . MedProbe™ Inc. Cambridge Associates, Ltd. 
The Research Department BAIGioballnc. Schneller- Qualitative Chalfont Healthcare Research , Inc. 
Schneller- Qualitative The Blackstone Group Weiss Marketing Research I+G Medical Research International 

C&R Research Services, Inc. Irvine Consulting , Inc. 

FOOTWEAR Cambridge Associates, Ltd. MODERATOR TRAINING MarketResponse International 

Best Practices Research 
Consumer Network, Inc. 

Cambridge Associates, Ltd . 
MCC Qualitative Consulting 

Creative Focus, Inc. Medical Moderators, Inc. 

GENERATION X 
Just The Facts, Inc. 

MULTIMEDIA 
MedProbe™ Inc. 

Matrixx Marketing-Research Div. Schneller- Qualitative 
Primary Insights, Inc. Primary Insights, Inc. Marketing Advantage Rsch. Cnslts. Weiss Marketing Research 

HEALTH & BEAUTY IMAGE STUDIES NEW PRODUCT DEV. POLITICAL/SOCIAL 
PRODUCTS The Blackstone Group Active Focus RESEARCH 
BAIGioballnc. Cambridge Associates, Ltd . BAIGioballnc. 

Cambridge Associates, Ltd. 
Schneller- Qualitative MarketResponse International The Blackstone Group Francesca Moscatelli 
Weiss Marketing Research C&R Research Services, Inc. 

INDUSTRIAL Cambridge Associates, Ltd . POINT-OF-SALE MKTG. 
HEALTH CARE First Market Research Corp. (Heiman) Data & Management Counsel , Inc. 

The Blackstone Group 
Jeff Anderson Consulting, Inc. Fader & Associates 

INSURANCE First Market Research Corp. (Heiman) Perception Research Services, Inc. 
Balaban Market Research Consulting 
The Blackstone Group The Blackstone Group Just The Facts, Inc. 

POSITIONING 
Chalfont Healthcare Research , Inc. Burr Research/Reinvention Marketing Advantage Rsch. Cnslts. 

Erlich Transcultural Consultants Prevention Outsmart Marketing RESEARCH 
First Market Research Corp. (Reynolds) Erlich Transcultural Consultants Primary Insights, Inc. Schneller- Qualitative 

I+G Medical Research International Low+ Associates, Inc. The Research Department 

Irvine Consulting , Inc. Schneller- Qualitative PUBLIC POLICY RSCH. 
Knowledge Systems & Research, Inc. INTERACTIVE PROD./ Weiss Marketing Research Cambridge Associates, Ltd . 
Low+ Associates, Inc. SERVICES/RETAILING 

NON-PROFIT 
JRH Marketing Services, Inc. 

Market Access Partners Ergo Research Group, Inc. 
MarketResponse International Low+ Associates, Inc. Consumer Network, Inc. PUBLISHING 
Matrixx Marketing-Research Div. Research Connections Talk City Strategic Focus, Inc. Cambridge Associates, Ltd . 
Medical Moderators, Inc. 

ON-LINE FOCUS 
Cornerstone Research & Marketing 

MedProbe™ Inc. INTERNATIONAL First Market Research Corp. (Heiman) 
Strategy Research Corporation The Blackstone Group GROUPS Marketing Advantage Rsch. Cnslts. 
WB&A Market Research Research Connections Talk City 
Weiss Marketing Research INTERNET RETAIL 

The Blackstone Group First Market Research Corp. (Reynolds) 
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Moderator MarketPlace TM 
The Pat Henry Group STRATEGY TELECONFERENCING Cambridge Associates, Ltd . 
Knowledge Systems & Research , Inc. DEVELOPMENT Cambridge Research, Inc. Knowledge Systems & Research, Inc. 
MCC Qualitative Consulting 

Schneller - Qualitative 
TELEPHONE FOCUS VETERINARY MEDICINE 

SENIORS 
TEENAGERS GROUPS FOCUSED Marketing Research , Inc. 

Consumer Network, Inc. 
Fader & Associates C&R Research Services, Inc. C&R Research Services, Inc. WEALTHY 
Mature Marketing and Research Fader & Associates Cambridge Associates, Ltd. 

Strategy Research Corporation 
Primary Insights, Inc. Matrixx Marketing-Research Div. MedProbe, Inc. 
Weiss Marketing Research MCC Qualitative Consulting 

YOUTH Weiss Marketing Research TOURISM/HOSPITALITY 
SMALL BUSINESS/ The Blackstone Group Fader & Associates 

ENTREPRENEURS TELECOMMUNICATIONS MarketResponse International 

BAIGioballnc. TOYS/GAMES The Blackstone Group The Blackstone Group Fader & Associates FOCUSED Marketing Research, Inc. Creative Focus, Inc. 
Strategy Research Corporation Daniel Associates TRANSPORTATION Ergo Research Group, Inc. 
SOFT DRINKS, BEER, Erlich Transcultural Consultants SERVICES 
WINE First Market Research Corp. (Heiman) The Blackstone Group 
C&R Research Services, Inc. Knowledge Systems & Research, Inc. Low+ Associates, Inc. 
Cambridge Associates, Ltd. Horowitz Associates, Inc. Strategic Focus, Inc. 
Grieco Research Group, Inc. Marketing Advantage Rsch. Cnslts. 

Strategy Research Corporation MarketResponse International TRAVEL 
MCC Qualitative Consulting 

Cambridge Associates, Ltd . 
SPORTS The Research Department 

FOCUSED Marketing Research , Inc. 
Strategy Research Corporation 

UTILITIES 
The Blackstone Group 

BIPLOTS. CORRESPONDENCE ANALYSIS. MDPREF MAPS. QUADRANT CHARTS 

Produce presentation ready perceptual maps in seconds from Excel® tables or previously generated coordinates. Easy to use 
program provides all statistical and display options as well as exclusive analytic features. 

WAC Research Systems, Inc. 
Phone: +1 630 969-4374 
Fax: +1 630 969-4374 

Web site: www.wrcresearch.com 
E-mail: sales@wrcresearch.com 
Contact: William Cantrall, Ph.D. 

Major credit cards accepted. 

D Brand D 

0 Bran~d~C~~~:;~~~~~~~~======~~~~~~~~~~~~~~~ 
ld ~ ~ •I Single user, networlc, site, and academic licenses I 

- -~ ~~~~~~~ 
Exclusive Brand Projector™ easily computes and graphically 
depicts the attribute changes necessary for moving any brand 

to any point on the map. 

Check out Brand Map® and 
our NEW BrandProfiler™ at 

www.wrcresearch.com! BRANDMAP® 4.0! 
34.2% 

L 63.4% 
0 Brand B 

With More of the Attributes You Need! 
(This ad is actual BRANDMAP® output.) 

20 Fit = 97.6% © 1999 WAC Research Systems, Inc. 
Excel, Windows, and MSOffice are registered trademarks of Microsoft Corporation 
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2000 
Omnibus 
Research 

Diret:IDIJ 
This directory was developed by mailing forms to firms we identified as providers of omnibus studies. The studies listed in this directory 
meet the following definition: An omnibus study is one in which the sponsoring research company defines the audience to be surveyed 
and the intervals between studies. Clients participate by submitting proprietary questions. Clients receive results only from their propri­
etary questions and general demographic questions. 
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ACNielsen - DJC Research 
2300 Yonge St., Ste. 2100 
Toronto, ON M4P 1 E4 
Canada 
Ph . 416-487-0886 
Fax 416-487-5203 
E-mail: irene@djcresearch.com 
www.acnielsen.ca 
Irene Fedyushina 
~ 
Grocery Shopper Omnibus 
Chinese Omnibus - TorontoNancouver 

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

American Opinion Research 
Environmental Research Associates 
279 Wall St. 
Princeton, NJ 08540 
Ph . 609-683-0187 
Fax 609-683-8398 
E-mail : lkaufman@lmsworld.com 
www.lmsworld.com 
~ 
The Environmental Report 
The Power of Children 

AMI International 
9/F Leighton Centre 
77 Leighton Road 
Causeway Bay 
Hong Kong 
Ph. 852-2881-5388 
Fax 852-2881-5918 
E-mail: international@ami-group.com 
www.ami-group.com 
~ 
AsiaBus 

Audits & Surveys Worldwide 
The Audits & Surveys Building 
650 Avenue of the Americas 
New York, NY 1 0011 
Ph. 212-627-9700 or 800-27 4-3577 
Fax 212-627-2034 
E-mail : feinberg@surveys.com 
www.surveys.com 
Barry M. Feinberg, Ph.D., Sr. Vice President 
~ 
lssueTrac!(®/USA 
Tech/Trac!(® 
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Baltic Data House 
5/7 Akas Street 
Riga 1011 
Latvia 
Ph. 371-7096300 
Fax 371-7096314 
E-mail: bdh@bdh.lv 
www.bdh.lv 
Karina Kolesnikova 
S1l!JliH;_ 
Baltic Omnibus 
Baltic Telebus 
Business Omnibus 

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 
~ 
BusinessTRACK 
ConsumerTRACK 
Hispanic TRAG K 
Metro TRACK 

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 
S1JJJJiH;, 
Omni-Health 

BMRB International ltd 
Hadley House 
79-81 Uxbridge Road 
Ealing, London W5 5SU 
United Kingdom 
Ph . 44-20-8280-8375 
Fax 44-20-8579-7280 
E-mail: access.omnibus.bmrb.co.uk 
www.bmrb.co.uk 
S1JJJJiH;, 
Access Omnibus Surveys 

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

Bruskin OmniTel 
100 Metroplex Dr. 
Edison, NJ 08817 
Ph. 732-572-7300 
Fax 732-572-7980 
Irwin Korman, Exec. V.P. , Operations 
S1l!JliH;_ 
OmniTel 

Bruzzone Research Co. 
2515 Santa Clara Ave. , Ste. 104 
Alameda, CA 94501 
Ph. 51 0-523-5505 
Fax 510-523-5507 
E-mail: pshellen@aol.com 
www.bruzzone-research.com 
R. Paul Shellenberg, Dir. of Sales 
S1JJJJiH;, 
Super Bowl Advertising 

California Retail Survey 
5303 Nyoda Way 
Carmichael , CA 95608 
Ph. 916-486-9403 
Fax 916-488-2407 
E-mail : calretail@aol.com 
James Vaughn, President 
S1JJJJiH;, 
California Retail Survey, 2000 Edition 

CENTRJSSM 
Santa Monica Studios 
1817 Sanford 
Santa Monica, CA 90404 
Ph. 877-723-6874 (Toll-Free) 
Fax 310-264-8776 
E-mail: jkessel@centris.com 
www.centris.com 
Jerilyn Kessel , Director 
S1JJJJiH;, 
CENTRISsM Telephone Omnibus 

CENTRISsM is a daily targeted national telephone 
omnibus survey tracking over 60 communica­
tions, entertainment and technology areas in more 
than 1,000 random households weekly. 
Customized crosstabs available in seven business 
days or less. Accumulated database of 150,000+ 
households available for data extracts, custom 
incidence or analytical reports, or follow-up stud­
ies. 
(See advertisement on p. 77) 

CF Group Inc. 
An NFO Worldwide Company 
1075 Bay St. 
Toronto, ON M5S 2X5 
Canada 
Ph . 416-924-5751 
Fax 416-923-7085 
E-mail : cf@cfgroup.ca 
www.cfgroup.ca 
Michael LoPresti , President/CEO 
S1JJJJiH;, 
Monitor 
Multifacts 
Multi-Q 
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Every day CENTRIS sM connects with a national 

random sample of households (1 ,000 each week) 

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

Internet access, pagers and cell phones, video tapes 

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

other communication, enter-

tainment and technology areas. 

Using this targeted omnibus ser­

vice you can connect too- for 

as little as $450 per question 

including geo-demographic 

Since weve been connecting with households for over 

two years, weve built a database with about 100 pieces 

of behavioral, geographic and demographic data for 

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

dice this CENTRIS5
M data any way you want, 

creating customized reports and 

multi-dimensional insights into 

household connection patterns­

for very little money, very quickly 

and very accurately. 

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

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

want and tabulate the data any way you want. Email:CENTRIS]K@aol.com 



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 
S1JlJl.iH;. 
Criterion~ Omnibus Concept Testing Systems 
Online/Internet Omnibus 

Decima Research , Inc. 
2 Bloor St. W., Ste. 2500 
Toronto, ON M4W 3E2 
Canada 
Ph. 416-962-2013 
Fax 416-962-0505 
E-mail : info@decima.ca 
www.decima.ca 
Dave Crapper, Chairman 
~ 
Decima Express 

Digital Marketing Services 
1305 S. State Hwy. 121 
Lewisville, TX 75067 
Ph. 972-874-5080 
www.dmsdallas.com 
~ 
Custom Studies 

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

Epic/MRA 
4710 W. Saginaw, #5 
Lansing, Ml48917 
Ph. 517-886-0860 
Fax 517-886-9176 
E-mail: epicmra@prodigy.net 
~ 
Epic/MRA National Omnibus Survey 

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 
ShJ.J!.m; 
National Consumer Omnibus 

78 

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 
David Whitehouse, V.P. of Custom Rsch. 
S1J!J!.iH;. 
Purchasing Agent Omnibus 
Representative Adult Omnibus 

Gfk SOFEMA International 
1 0 rue Lionel Terray 
92508 Rueil Malmaison 
France 
Ph . 33-1-4 7-14-45-1 0 
Fax 33-1-47-14-44-42 
E-mail: dominiquehannoyer@sofema.gfk.fr 
Dominique Hannoyer 
S1Jl.ll.in;. 
GLOBALBUS 

HealthFocus, Inc. 
P.O. Box 7174 
Des Moines, lA 50309-717 4 
Ph. 515-274-1307 
Fax 515-274-3117 
E-mail: hfocus@uswest.net 
www.healthfocus.net 
Linda Gilbert, President 
~ 
Health Focus 

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

ICR 
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 
Steven C. McFadden, President 
ShJ.J!.m; 
EXCEL 
Teen EXCEL 

EXCEL - National telephone omnibus survey of 
1 ,000 consumers conducted twice each week. 
Interviewing through final tabulations in seven 
days. ROD sampling; CATI interviewing; custom 
options; extremely cost effective. 
Teen EXCEL- Monthly national telephone omnibus 
survey of 500 teens aged 12 to 17. 
(See advertisement on p. 79) 

IMI International 
40 Eglinton Ave. E., Ste. 701 
Toronto, ON M4P 3A2 
Canada 
Ph. 416-440-0310 ext. 231 
Fax 416-440-1768 
E-mail : dmayo@im i-research.com 
Don Mayo, Managing Direcor 
~ 
Promo Trak- Canada & U.S. 
Loyalty Trak- Canada & U.S. 
Event Trak- Canada & U.S. 
Sponsorship Trak- Canada & U.S. 
efacts 

IMR Research 
140 Burlington 
Clarendon Hills, IL 60514 
Ph. 630-654-014 7 
Fax 630-654-1 04 7 
George Griffin, President 
~ 
Continuing Consumer Survey 
Power Tools/Accessories/Home Improvement 
Survey 
Canadian Continuing Consumer Survey 
Continuing Consumer Automotive Maintenance 
Survey 

Interviewing Service of America, Inc. 
15400 Sherman Way, Ste. 400 
Van Nuys, CA 91406-4211 
Ph . 818-989-1044 
Fax 818-782-1309 
E-mail : mhalberstam@isacorp.com 
www.isacorp.com 
Michael Halberstam, President 
~ 
Solutions 

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 
Pamela J. Jenkins 
~ 
Fifty Plus Omnibus 
Travel Agent Omnibus 
Issues of America - Newspaper Issues Omnibus 
Energy Trac - Energy/Utility Omnibus 

Jacobson & Associates 
1510 Harlan Ln. 
Lake Forest, IL 60045 
Ph. 847-735-7250 
Fax 847-283-0124 
S1Jl.ll.in;. 
Customer Satisfaction - Steel Sheet 
Customer Satisfaction - Steel Plate 
Customer Satisfaction -Steel Mini mills 
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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 
S1J!J!iJH;, 
Electronic Pre Press 
Business Car Fleets 
Truck Fleets 
Independent Pharmacists 
Facilities Managers 
Nursing Home Directors 
Electrical Engineers 
Business Travel Managers 

Leemis Marketing 
1 S. 270 Summit 
Oakbrook Terrace, IL 60181 
Ph . 630-889-1900 
Fax 630-889-0972 
E-mail : promodata@leemis.com 
www.leemis.com 
Rich Palesh, Exec. V.P./G.M. 
Studies: 
Price-Trak 
Coupon-Trak 
Ad Activity 
Retailer Ad Digest - Drug/Mass Merchandise 
Retailer Ad Digest - Food 
Target Trak 
Volume Trak 
Custom Trak 
Omni-Trak 

MacFarlane Management Services, Inc. 
2100 Powers Ferry Rd ., Ste. 125 
Atlanta, GA 30339 
Ph . 770-226-8844 
Fax 770-226-8899 
E-mail : ianmacfarlane@fryconsultants.com 
www.fryconsultants.com 
lan MacFarlane, Chairman 
Studies: 
MarketSearch 
Marketing Surveys for Industry 
Find ex 

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

We qather 

insiqht. 
Information makes the world go round; 

insight helps you move ahead. ICR delivers 

exactly the information you need-with 

insight that comes from years of experience 

and proven talent for asking the right questions. 

From a quick EXCEL5
M omnibus study to a 

complex custom research project, ICR is ready 

to gather insight for you. 

Call us at 610-565-9280 or visit us at 

www.icrsurvey.com 

ICOO 
INTERNATIONAL COMMUNICATIONS RESEARCH 

Media, PA • New York, NY • Chicago, IL • St Louis, MO • Del Rey Beach , FL • Mount Laurel , NJ 
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Market Facts, Inc. 
3040 W. Salt Creek Ln. 
Arlington Heights, IL 60005 
Ph. 847-590-7000 
Fax 847-590-7167 
E-mail : tcapula@marketfacts.com 
www.marketfacts.com 
Tom Payne, President 
Studies: 
TeleNation 
Data Gage 
Mini Screen 
National ShowCase 
TeleNacion 

Market Facts is unique in providing omnibus 
research through five distinct data collection 
options: TeleNation (Three times weekly telephone 
surveys), TeleNacion (U.S. Hispanic telephone sur­
veys), National ShowCase (weekly mall inter­
views) , Data Gage and MiniScreen (monthly con­
sumer mail panel studies). Multi-wave tracking 
studies are accommodated through TeleNation 
Tracker. Each of these products combines a solid 
research methodology with speed and affordabil­
ity. 
(See advertisement on p. 81) 

Market Facts of Canada 
77 Bloor St. W. 
Toronto, ON M5S 3A4 
Canada 
Ph. 416-964-6262 
Fax 416-964-9333 
E-mail : pgreensmith@marketfacts.com 
www.marketfacts.com 
Peter Greensmith, Sr. Vice President 
Studies: 
National Flexibus 
National Superbus 
TeleNation - Canada 
TeleNation - Quebec 
National Showcase 
(See advertisement on p. 81) 

The Market Segment Group 
201 Alhambra Circle, Ste. 804 
Coral Gables, FL 33134 
Ph. 305-669-3900 
Fax 305-669-3901 
E-mail: gberman@marketsegment.com 
www.marketsegment.com 
Studies: 
Ethnic Market Report 

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 
Studies: 
Opinion Monitor 

Marketing Evaluationsrrva, Inc. 
1615 Northern Blvd. 
Manhasset, NY 11030 
Ph. 516-365-7979 
Fax 516-365-9351 
E-mail : info@qscores.com 
www.qscores.com 
Studies: 
Performance Q Ratings 
TVQ Program Ratings 
Cartoon Q Ratings 
Cable Q Ratings 
Sports a Ratings 
Product Q Brand Equity Ratings 
Kids Product Q Brand Equity Ratings 
Performance of the Past Q Ratings 

Marketing Resource Group, Inc. 
225 S. Washington Square 
Lansing, Ml 48933 
Ph. 517-372-4400 
Fax 517-372-4045 
E-mail : MRG@voyager.net 
Paul King , Dir. of Survey Rsch. 
Studies: 
MRG Fall Michigan Poll 
MRG Spring Michigan Poll 

MarketResponse International USA, Inc. 
6442 City West Pkwy. 
Minneapolis, MN 55344 
Ph. 612-943-2230 
Fax 612-943-2320 
E-mail: decide@marketresponse.com 
www.marketresponse.com 
Studies: 
Health Monitor 
Consumer Brand Monitor 
Customer Satisfaction Monitor 
Insurance Monitor 
Retail Monitor 

Markinor (Pty.) Ltd . 
P.O. Box 213 
Pinegowrie 2123 
South Africa 
Ph . 27-11-886-6469 
Fax 27-11-789-3764 
E-mail : md@markinor.co.za 
http:/ /markinor.co.za 
Studies: 
Year 2000 Syndicates 

Mature 
1Harketing & Researcb 

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

A low-cost su rvey of the Boomer market. 
Telephone or personal interviews are conducted in 
representative markets. Tabulation and summary 
report included in costing . Send for price list. 
Areas of specialization: financial (banking/invest­
ment) , PC/Internet usage, food products, health 
care and personal care , travel and leisure, fast 
food restaurants, automotive. 
(See advertisement on p. 80) 

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

will give you the answers. 
Mature Marketing and Research provides an in-depth 

understanding of the attitudes and needs of the consumers 50-plus. Both 
qualitative and quantitative services. Areas of specialization include: 

financial (banking/investments), travel and leisure, PC/Intemet usage, food 
products, health care and personal care, fast food restaurants and automotive. 

M, t . CALL OR FAX: Dr. l.l·..,lil' \1. llarri .... \lanaging Partm·r 
1 '-l l}f e PhmH· (tl7-7 .:!H--11 :'S • Fa\ (tl7- 7 .2.'- I .2:'-1 

.llurl..>efing <..\: Nesearc/J \\d) ... ill': ""\\.matun·marl,l'ting.(.·om 

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



Medical Data Management, sp.z.o.o. 
Ul. J. Sengera "Cichego" 1 
02 790 Warszawa 
Poland 
Ph . 48-22-645-77-33 or 48-22-645-77-30 
Fax 48-22-645-78-88 
E-mail : hq.poland@mdmworld.com 
www. med icaldatamanage ment.com 
Jarek Fraskowiak 
Studies: 
PROMOtestsM 
OTCbussM 
ANTIBIOtraksM 
ASTHMAtraksM 
ONCtrak5M 
Pharmaceutical Industry SurveysM 
CardioTraksM 

LM_p~ MORPACE International, Inc. 
~ 1 7 Market Research and Cons11lting 

MORPACE International, Inc. 
Market Research and Consulting 
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 
Ylondia Portis, Project Director 
Studies: 
Market Opinion Reports 

A national omnibus survey of 1,000 Americans 
conducted semi-annually. Core issues on the 
health care , transportation, automotive and finan­
cial services industries are tracked over time. 
Findings are reported in Market Opinion Reports, 
available free of charge. Proprietary questions are 
encouraged with pricing available upon request. 
For more information, call 248-737-5300. 
(See advertisement on p. 82) 

MRCA Information Services 
500 Summer St. , Ste. 502 
Stamford , CT 06901 
Ph. 203-324-9600 
Fax 203-348-4087 
E-mail : dlearner@mrca.net 
Ken Murphy, Sr. Vice President 
Studies: 
Food Consumption & Nutrition 
Mail Received At Home 
Healthcare 
Consumer ProducVService Purchases 

NFO Worldwide, Inc. 
2 Pickwick Plaza, Ste. 400 
Greenwich, CT 06830 
Ph. 203-629-8888 
Fax 203-629-8885 
www.nfow.com 
Fern Schapiro 
Studies: 
Multi card 
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TELENATION offers a 
complete line of related 
services to meet 
client needs. 

ELE•NATION® 
Telephone Research 

* 3,000 interviews weekly 

* Fastest available turnaround 

* TELE NA:I~~ _ _ ~ ___ 1. * * overn•ght. 
Custom Telephone Research 

* Results in 24 hours 

* Flexible and responsive 

* Mfordable tracking research 

* Straightforward results 

* Surveys top U.S. Hispanic markets 

* Experienced guidance 

* 1,000 adult Canadians 

* Twice monthly frequency 

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

A service of 
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NIPO, The Market Research Institute 
P.O. Box 247 
Grote Bickersstraat 7 4 
1000 AE Amsterdam 
The Netherlands 
Ph. 31-20-522-54-44 
Fax 31-20-522-53-33 
E-mail : info@nipo.nl 
www.nipo.nl 
Dr. Thea A. Hess, Managing Director 
Studies: 
Capibus - 2000 Dutch Households 
Consumer Monitor CAT I -1000 Dutch Households 
Business Monitor- 400 Dutch Companies 
NIPO European Omnibus (7 Countries) 
CAPI@Home - 30,000 PC Households 

NOEMA Ltd. 
7b Stefan Karadja Str. 
1000 Sofia 
Bulgaria 
Ph . 359-2-981-64-65 or 359-2-981-95-97 
Fax 359-2-981-64-65 
E-mail : noema@bulnet.bg 
Dessislava Jeleva 
Studies: 
Noema's Omnibus 

NOP Solutions 
Ludgate House 
245 Blackfriars Rd . 
London SE1 9UY 
United Kingdom 
Ph. 44-20-7890-9100 
Fax 44-20-7890-9555 
E-mail: solutions@nopres.co.uk 
www.nopres.co.uk 
Laurence Levy 
Studies: 
Random Location Omnibus 
Telebus 
International Omnibus 
Young Generation 

Northwest Research Group, Inc. 
-----------------L.---------------1 400 108th Ave. N.E., Ste. 200 

82 

Bellevue, WA 98004 
Ph. 425-635-7481 
Fax 425-635-7 482 
E-mail: jhoke@nwrg.com 
www.nwrg.com 
Janet Hoke, V.P. Custom Research 
Studies: 
Sound Stats- Puget Sound , WA 
Sound Stats- Boise, 10 

Northwest Research Group, Inc. 
225 N. 9th St. , Ste. 200 
Boise, 10 83702 
Ph. 208-364-0171 
Fax 208-364-0181 
E-mail: ksimplot@nwrg.com 
www.nwrg.com 
Kathy Simplot 
Studies: 
Sound Stats- Boise, 10 
Sound Stats - Puget Sound, WA 

CARAVAN H 

ORC International/Caravan® 
P.O. Box 183 
Princeton, NJ 08542 
Ph. 800-999-0213 
Fax 800-759-5786 
E-mail : caravan@prn .opinionresearch.com 
www.orcinternational.com 
Judi Lescher, Sr. Vice President 
S1J!J!.ia 
Caravan(!!) 
Teen Caravan 
Pre-teen Caravan 

Caravan(!!) - National telephone omnibus survey of 
1,000 adults conducted weekly, Thursday through 
Sunday. Preliminary results available on Monday. 
Full tabulations delivered on Tuesday. CATI inter­
viewing utilizing state-of-the-art ROD sample. In­
house professional interviewers and data pro­
cessing staff. Low cost. Teen and Pre-teen 
Caravan also available. Ask about our mid-week 
Caravan . Please visit our Web site www.orcinter­
national.com for more information. 
(See advertisement on p. 83) 
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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 
Studies: 
Children 
Food & Beverage 

Quadrant Research Services 
49-51 Falcon St. 
Crows Nest, NSW 2065 
Australia 
Ph . 61-2-9959-4244 
Fax 61-2-9929-7050 
E-mail : quad rant@q uad rantresearch .com .au 
www.q uad rantresearch .com .au 
Andrew Buksin 
Studies: 
Quadrant "Quik-Trak" Omnibus 

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

Roper Starch Worldwide Inc. 
205 E. 42nd St. 
New York, NY 10017 
Ph . 212-599-0700 
Fax 212-876-7008 
E-mail : info@roper.com 
www.roper.com 
Rachel Watstein 
Studies: 
Limobus 
Roper Online Youth Omnibus 
Roper Online Adult Omnibus 

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 
Studies: 
Agriculture Omnibus 
Gaming Omnibus 
Utilities/Energy Omnibus 
Heath Care/Medical Omnibus 
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Simmons Market Research Bureau 
530 Fifth Ave ., 1Oth fl. 

Solomon - Wolff Associates 
174 Laurel Hill Rd . 
Mountain Lakes, NJ 07046 
Ph. 973-263-1409 

New York, NY 10036 
Ph . 212-373-8900 
Fax 212-373-8918 Fax 973-263-8490 
E-mail : info@smrb.com 
www.smrb.com 

E-mail : sjwolff7@aol.com 
www.consumerviews.com 
Studies: Studies: 

National Consumer Survey 
The Hispanic Study 

Telecom 2001 - Dec. 1998 
Telecom 2001 - Dec. 1999 
Telecom 2001 - Jan. 2000 Simmons Teenage Research Study 

Simmons Kids Study 
The Consumer Online Usage Study 
Comp Pro (Study of Computer Professionals) 

CARAVAN ® 

ORC Internationals weekly CARAVAN surveys 
are the industry s best and most cost-effective 
omnibus programs. For more than 35 years CAR­
AVAN clients have relied on us to reach the gen­
eral and specialized audiences they need. 

A weekly consumer telephone omnibus survey 

Provides a nationally representative projectable 

sample of 1,000 U.S. adults 

Results are provided in three business days 

An ideal vehicle for: 

Image Measurement 

Advertising Tracking 

Product Awareness 

Public Relations 

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

Ask about our mid-week CARAVAN 

For additional information 
contact Judi Lescher at: 

ph: 800-999-0213 

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

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

[i]llJ[I INTERNATIONAL® 
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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 
G. William Greer, Dir. Client Services 
S1JlJllH; 
Baltimore Insight 
Washington Insight 
Richmond Insight 
Hampton/NorfolkNirginia Beach Insight 

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 
~ 
SMS Omnibus Poll™ 

Strategic Vision, Inc. 
P.O. Box 420429 
San Diego, CA 92142 
Ph. 858-5 76-7141 
Fax 858-576-9235 
E-mail: darrel@vision-inc.com 
www.vision-inc.com 
Darrel Edwards, President 
Studies: 
Vehicle Experience Study 

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

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 
Brenda Edwards, Express 
Studies: 
EXPRESS 

EXPRESS. We're the fast track to consumers. 
Weekly CAT I survey of 1,000 adults ages 1 +. 
Closing for questions: Wednesday 12:00 noon 
(Eastern time) . Data Collection: Wednesday p.m. 
-Sunday p.m. 
Reporting : Two standard banners delivered 
Monday 3:00 p.m. via fax - guaranteed or your 
money back. Custom banners and data files avail­
able. Contact: 1-800-EXP-POLL. 
(See advertisement on pp. 12, 85) 
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Teenage Research Unlimited 
707 Skokie Blvd ., Ste. 450 
Northbrook, IL 60062 
Ph . 847-564-3440 
Fax 84 7-564-0834 
E-mail : info@teenresearch.com 
www.teenresearch.com 
Michael Wood, Vice President 
Studies: 
Teenage Marketing & Lifestyle Study 

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

The Wagner Group, Inc. 
254 W. 31st St. 
New York, NY 10001 
Ph. 212-695-0066 
Fax 212-564-1264 
E-mail : wagnergrp@aol.com 
www.wagnergrp.com 
Jeffrey Wagner, President 
~ 
College Scan 

WestGroup Research 
2720 E. Thomas, Bldg. A 
Phoenix, AZ 85016 
Ph. 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail : answers@westgroupresearch.com 
www.westgroupresearch.com 
Ted Apostol , President 
Studies: 
WestTrack 

Wirthlin Worldwide 
1363 Beverly Rd. 
Mclean, VA 22101 
Ph. 703-556-0001 or 888-217-4368 
Fax 703-893-3811 
E-mail : inquires@wirthlin.com 
www.wirthlin.com 
Studies: 
National Quorum 
Executive Omnibus 
Congressional Omnibus 
Worldwide Monitor 

Zogby International 
1750 Genesee St. 
Utica, NY 13502 
Ph. 315-624-0200 
Fax 315-624-0210 
E-mail: mail@zogby.com 
www.zogby.com 
Regina Bonacci 
~ 
Zogby America 

Advertising 
ACNielsen - DJC Research 
Advertising Research Corp. 
Audits & Surveys Worldwide 
Bruskin OmniTel 
Bruzzone Research Co. 
CF Group Inc. 
Decima Research, Inc. 
Epic/MRA 
IMI International 
Leemis Marketing 
Macro International Inc. 
Market Facts, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd. 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Strategy Research Corporation 

African-Americans 
Bruskin OmniTel 
ICR/International Communications Research 
The Market Segment Group 
Marketing Resou rce Group, Inc. 
Roper Starch Worldwide Inc. 
Strategy Research Corporation 

Agricultural 
Audits & Surveys Worldwide 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
Market Analysis Ltd . 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Service Research Corp. 

Airlines 
ACNielsen - DJC Research 
Audits & Surveys Worldwide 
Bruskin OmniTel 
Decima Research , Inc. 
Epic/MRA 
I.S.I.S.-Integrated Strategic Information Services 
1M I International 
Issues and Answers Network, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Appliances 
ACNielsen - DJC Research 
Bruskin OmniTel 
Decima Research, Inc. 
Market Facts, Inc. 
NOEMA Ltd. 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
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Strategy Research Corporation 

Asian-Americans 
ACNielsen - DJC Research 
The Market Segment Group 
Roper Starch Worldwide Inc. 

Automotive 
ACNielsen - DJC Research 
Audits & Surveys Worldwide 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
Epic/MRA 
IMIInternational 
Macro International Inc. 
Market Analysis Ltd. 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
MORPACE International , Inc. 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Simmons Market Research Bureau 
Strategic Vision, Inc. 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Business-To-Business 
Baltic Data House 

Behavior Research Center 
CF Group Inc. 
I.S.I.S.-Integrated Strategic Information Services 
IMI International 
Issues and Answers Network, Inc. 
Kadence Business Research 
Macro International Inc. 
Market Trends, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Roper Starch Worldwide Inc. 
Solomon - Wolff Associates 

Cable 
Bruskin OmniTel 
CENTRIS5M 

Decima Research, Inc. 
Epic/MRA 
ICR/International Communications Research 
Issues and Answers Network, Inc. 
Market Facts, Inc. 
Marketing Evaluations/TVQ, Inc. 
Marketing Resource Group, Inc. 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Carpeting 
Bruskin OmniTel 
Decima Research, Inc. 

Feeling iust a tad d? 
You need to know whot? stresse I 
When? 
And no budget? 

Don't sweat it. 

Calll-800 EXP-POLL with your market research questions 
Wednesday noon. By Monday, we'll have talked to 1,000 adults 
across the U.S. and faxed your answers directly to you. 

Worried that your brand's health is a little down and out? 
We have the diagnostics you need for a quick check-up. 

Need international consumer information? We can do that too. 

So, don't sweat it- we'll get it. 

fKPRESS 
EXPRESS. We're the last track to consumers. 
Call 1 -800-EXP-POLL 
EXPRESS is a p roduct of Taylor Nelson Solres lntersearch 
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Market Facts, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Angus Reid Group, Inc. 

Chemical Industry 
Audits & Surveys Worldwide 
Bruskin OmniTel 
Decima Research, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 

Children 
American Opinion Research 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
Epic/MRA 
IMIInternational 
Macro International Inc. 
Market Facts, Inc. 
Marketing Evaluations/TVQ, Inc. 
NIPO, The Market Research Institute 
NOP Solutions 
ORC International/Caravan 
Peryam & Kroll Marketing and Research Corp. 
Quadrant Research Services 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 

College Students 
Bruskin OmniTel 
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Epic/MRA 
Macro International Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Roper Starch Worldwide Inc. 
Strategy Research Corporation 
The Wagner Group, Inc. 

Computers 
ACNielsen - DJC Research 
Bruskin OmniTel 
CENTRISSM 
Decima Research, Inc. 
Epic/MRA 
I.S.I.S.-Integrated Strategic Information Services 
ICR/International Communications Research 
IMI International 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Consumer -Canada 
ACNielsen - DJC Research 
CF Group Inc. 
Decima Research, Inc. 
Forum Canada Research, Inc. 
IMI International 
IMR Research 
Market Facts of Canada 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Thompson Lightstone & Company 

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

Consumer-Local 
AMI International (Hong Kong) 
Baltic Data House (Latvia) 
Behavior Research Center (AZ) 
Bruskin OmniTel (NJ) 
CF Group Inc. (ON) 
Decima Research, Inc. (ON) 
Epic/MRA (MI) 
Gfk SOFEMA International (France) 
Market Analysis Ltd. (Greece) 
Market Facts, Inc. (ll) 
Market Trends, Inc. (WA) 
Marketing Resource Group, Inc. (MI) 
Mature Marketing and Research (MA) 
NIPO, The Market Research Institute (The 
Netherlands) 
NOEMA Ltd. (Bulgaria) 

86 

NOP Solutions (United Kingdom) 
Northwest Research Group, Inc. (WA) 
Northwest Research Group, Inc. (I D) 
Roper Starch Worldwide Inc. (NY) 
Southeastern Institute of Research (SIR) (DC, MD, 
VA) 
Strategic Marketing Services (ME) 
Strategy Research Corporation (Fl) 
WestGroup Research (AZ) 

Consumer-U.S. 
Audits & Surveys Worldwide 
Irwin Broh & Associates 
Bruskin OmniTel 
CENTRISSM 
CF Group Inc. 
Custom Research Inc. 
Dittman Research Corp. of Alaska 
Epic/MRA 
ICR/International Communications Research 
IMI International 
IMR Research 
Interviewing Service of America, Inc. 
Issues and Answers Network, Inc. 
Market Facts, Inc. 
Mature Marketing and Research 
MACA Information Services 
NFO Worldwide, Inc. 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Solomon - Wolff Associates 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 
Wirth lin Worldwide 
Zogby International 

Couponing 
ACNielsen - DJC Research 
Bruskin OmniTel 
Decima Research, Inc. 
IMI International 
Leemis Marketing 
Angus Reid Group, Inc. 
Strategy Research Corporation 

Credit Cards 
Decima Research, Inc. 

Dental 
Bruskin OmniTel 
Decima Research, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 

Direct Mail 
Bruskin OmniTel 
Decima Research, Inc. 
IMI International 
Marketing Resource Group, Inc. 
MACA Information Services 
Simmons Market Research Bureau 
Strategic Vision, Inc. 
Strategy Research Corporation 

Energy-Petrochemical 
Decima Research, Inc. 

Entertainment 
ACNielsen - DJC Research 
Audits & Surveys Worldwide 
Bruskin OmniTel 
CENTRISSM 
Decima Research , Inc. 
Epic/MRA 
I.S.I.S.-Integrated Strategic Information Services 
ICR/International Communications Research 
Market Facts, Inc. 
Marketing Evaluations!TVQ, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd . 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Environmental 
American Opin ion Research 
Audits & Surveys Worldwide 
Bruskin OmniTel 
Decima Research , Inc. 
Epic/MRA 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 

Executives 
Bruskin OmniTel 
IMI International 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Roper Starch Worldwide Inc. 
Wirthlin Worldwide 

Eyecare/Eyewear 
Bruskin OmniTel 
Decima Research , Inc. 
Market Facts, Inc. 
Market Trends, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 

Financial Services 
ACNielsen - DJC Research 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
1M I International 
Issues and Answers Network, Inc. 
Macro International Inc. 
Market Facts, Inc. 
Market Trends, Inc. 
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Marketing Resource Group, Inc. 
Mature Marketing and Research 
MORPACE International , Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd . 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 
WestGroup Research 

Food/Beverage 
ACNielsen - DJC Research 
Audits & Surveys Worldwide 
Bruskin OmniTel 
CF Group Inc. 
Custom Research Inc. 
Decima Research, Inc. 
HealthFocus, Inc. 
IMIInternational 
Issues and Answers Network, Inc. 
Leemis Marketing 
Macro International Inc. 
Market Analysis Ltd . 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MRCA Information Services 
NIPO, The Market Research Institute 
NOEMA Ltd. 
ORC International/Caravan 
Peryam & Kroll Marketing and Research Corp. 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 

Gaming 
Bruskin OmniTel 
CENTRISSM 
Decima Research, Inc. 
Epic/MRA 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd . 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Service Research Corp. 
WestGroup Research 

Health Care/Medical 
Advertising Research Corp. 
Audits & Surveys Worldwide 
Beta Research Corp. 
Irwin Broh & Associates 
Bruskin OmniTel 
CF Group Inc. 
Decima Research , Inc. 
Epic/MRA 
Issues and Answers Network, Inc. 
Kadence Business Research 
Leemis Marketing 
Macro International Inc. 
Market Facts, Inc. 
Market Trends, Inc. 
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Marketing Resource Group, Inc. 
MarketResponse International USA, Inc. 
Mature Marketing and Research 
Medical Data Management, sp.z.o.o. 
MORPACE International, Inc. 
MRCA Information Services 
NIPO, The Market Research Institute 
NOEMA Ltd . 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Service Research Corp. 
Strategic Marketing Services 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 
WestGroup Research 

Hispanic 
Behavior Research Center 
Bruskin OmniTel 
Market Facts, Inc. 
The Market Segment Group 
Marketing Resource Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 

Insurance 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
Issues and Answers Network, Inc. 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MarketResponse International USA, Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd . 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

International 
CF Group Inc. 
I.S.I.S.-Integrated Strategic Information Services 
1M I International 
Issues and Answers Network, Inc. 
Macro International Inc. 
NIPO, The Market Research Institute 
NOP Solutions 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 
Wirthlin Worldwide 

Internet/On-line Users 
ACNielsen - DJC Research 
Bruskin OmniTel 
CENTRISSM 
Custom Research Inc. 
Decima Research, Inc. 
ICR/International Communications Research 
1M I International 
Issues and Answers Network, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 

Mature Marketing and Research 
NIPO, The Market Research Institute 
Quadrant Research Services 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Solomon - Wolff Associates 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Latin America 
Decima Research, Inc. 
Market Facts, Inc. 
Roper Starch Worldwide Inc. 
Strategy Research Corporation 

Lodging Industry 
Bruskin OmniTel 
CF Group Inc. 
Decima Research , Inc. 
Epic/MRA 
IMIInternational 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
ORC International/Caravan 
Roper Starch Worldwide Inc. 

Management 
Decima Research , Inc. 

Manufacturers 
Decima Research , Inc. 

Media 
ACNielsen - DJC Research 
Aud its & Surveys Worldwide 
Bruskin OmniTel 
CENTRISSM 
CF Group Inc. 
Decima Research, Inc. 
Issues and Answers Network, Inc. 
Macro International Inc. 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd . 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategic Marketing Services 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Mothers 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
Epic/MRA 
ICR/International Communications Research 
Macro International Inc. 
Market Facts, Inc. 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 



Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Strategy Research Corporation 

Office Products 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
Market Facts, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Angus Reid Group, Inc. 
Simmons Market Research Bureau 

Pet Foods 
ACNielseh - DJC Research 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
Market Facts, Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd. 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 

Pharmaceutical 
ACNielsen - DJC Research 
Audits & Surveys Worldwide 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
Issues and Answers Network, Inc. 
Kadence Business Research 
Market Facts, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
Medical Data Management, sp.z.o.o. 
MRCA Information Services 
NIPO, The Market Research Institute 
NOEMA Ltd. 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Taylor Nelson Sofres lntersearch 

Political Affairs 
Audits & Surveys Worldwide 
Bruskin OmniTel 
Decima Research , Inc. 
Epic/MRA 
ICR/International Communications Research 
Issues and Answers Network, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd. 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Strategic Marketing Services 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 
Wirth lin Worldwide 

Promotions 
ACNielsen - DJC Research 
Bruskin OmniTel 
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CF Group Inc. 
Decima Research , Inc. 
IMI International 
Leemis Marketing 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Angus Reid Group, Inc. 
Strategy Research Corporation 

Public Policy Issues 
Audits & Surveys Worldwide 
Bruskin OmniTel 
Decima Research, Inc. 
Epic/MRA 
ICR/International Communications Research 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd. 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Strategic Marketing Services 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Restaurants/Fast-Food 
ACNielsen - DJC Research 
Audits & Surveys Worldwide 
Bruskin OmniTel 
Decima Research, Inc. 
IMI International 
Macro International Inc. 
Market Analysis Ltd. 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
MRCA Information Services 
NIPO, The Market Research Institute 
NOEMA Ltd. 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 

Retail 
ACNielsen - DJC Research 
Bruskin OmniTel 
California Retail Survey 
CF Group Inc. 
Custom Research Inc. 
Decima Research, Inc. 
IMI International 
Issues and Answers Network, Inc. 
Leemis Marketing 
Macro International Inc. 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MarketResponse International USA, Inc. 
MRCA Information Services 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 

Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategic Marketing Services 
Strategy Research Corporation 
WestGroup Research 

Seniors/Mature/Elderly 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
Issues and Answers Network, Inc. 
Market Facts, Inc. 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 
Roper Starch Worldwide Inc. 
Strategy Research Corporation 

Shopping Malls 
ACNielsen - DJC Research 
Bruskin OmniTel 
1M I International 
Market Facts, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 

SmalVHome Business 
Bruskin OmniTel 
Market Facts, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Roper Starch Worldwide Inc. 

Sports 
Irwin Broh & Associates 
Bruskin OmniTel 
Bruzzone Research Co. 
Decima Research, Inc. 
1M I International 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Evaluations/TVQ, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd . 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Steel Industry 
Jacobson & Associates 

Technology 
Audits & Surveys Worldwide 
Bruskin OmniTel 
CENTRIS5

M 

Decima Research, Inc. 
I.S.I.S. -Integrated Strategic Information Services 
ICR/International Communications Research 
IMIInternational 
Market Trends, Inc. 
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Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Solomon -Wolff Associates 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Teens 
Bruskin OmniTel 
Decima Research, Inc. 
ICR/International Communications Research 
IMI International 
Macro International Inc. 
Market Facts, Inc. 
Marketing Evaluations!TVQ, Inc. 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 
Teenage Research Unlimited 
Thompson Lightstone & Company 

Telecommunications 
Advertising Research Corp. 
Audits & Surveys Worldwide 
Bruskin OmniTel 
CENTRIS5M 

Decima Research , Inc. 
Epic/MRA 
I.S.I.S.-Integrated Strategic Information Services 
IMIInternational 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
NOEMA ltd. 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Solomon - Wolff Associates 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Textiles 
Bruskin OmniTel 
CF Group Inc. 
Decima Research , Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Angus Reid Group, Inc. 

Transportation 
Audits & Surveys Worldwide 
Bruskin OmniTel 
Decima Research, Inc. 
I.S.I.S.-Integrated Strategic Information Services 
Kadence Business Research 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
MORPACE International, Inc. 
NIPO, The Market Research Institute 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
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Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 
WestGroup Research 

Travel/Tourism 
ACNielsen - DJC Research 
Audits & Surveys Worldwide 
Bruskin OmniTel 
CF Group Inc. 
Decima Research, Inc. 
Epic/MRA 
IMIInternational 
Issues and Answers Network, Inc. 
Kadence Business Research 
Market Facts, Inc. 
Market Trends, Inc. 
Mature Marketing and Research 
NIPO, The Market Research Institute 
NOEMA Ltd. 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Simmons Market Research Bureau 
Strategy Research Corporation 
Taylor Nelson Sofres lntersearch 

Trucking 
Bruskin OmniTel 
I.S.I.S.-Integrated Strategic Information Services 
Kadence Business Research 
Marketing Resource Group, Inc. 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 

Utilities/Energy 
Bruskin OmniTel 
CF Group Inc. 
Decima Research , Inc. 
Epic/MRA 
Issues and Answers Network, Inc. 
Market Facts, Inc. 
Market Trends, Inc. 
Marketing Resource Group, Inc. 
NIPO, The Market Research Institute 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Roper Starch Worldwide Inc. 
Service Research Corp. 
Taylor Nelson Sofres lntersearch 
WestGroup Research 

Videos 
Bruskin OmniTel 
CENTRIS5M 

Decima Research, Inc. 
Market Facts, Inc. 
NIPO, The Market Research Institute 
NOEMA Ltd. 
ORC International/Caravan 
Quadrant Research Services 
Angus Reid Group, Inc. 
Simmons Market Research Bureau 
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Songbird 
continued from p. 19 

selves as disabled because they have some hearing loss, so 
hearing aids aren't for them. That viewpoint lead us to 
develop some positioning ideas to get past that perception, 

in-home testing. Respondents were introduced to the dis- to make hearing loss and the product more acceptable," 
posable hearing aid concept and went to an audiology clin- Fritz says. 
ic for a fitting. They used the product for two weeks and then Rather than focus on hearing loss as a part of the aging 
completed a post-use telephone survey, which used attribute process, the marketing for the Songbird will focus on the 
ratings to measure reactions to the product and purcha e effects of years of loud rock music and workplace noise as 
interest. culprits in creating hearing loss. In other words, it's not you, 

The research showed that the hearing aid industry has to it's the environment around you. 
do a better job of educating the public that hearing aids The disposability issue presented another hurdle. But the 
don't have to be Boomer target audi-
obtrusive. When ence was surprisingly 
shown the Songbird, comfortable with the 
which Fritz say is idea, while older con-
medium-small com- sumer balked at it. 
pared to most hear- "People who lived 
ing aids, respon- through the 
dents routinely were Depression seemed to 
amazed at how be non-disposable 
small it was. "That oriented," Fritz says. 
leads me to con- "Their experience 
elude that they have shaped their thinking 
a misperception of and lifelong reac-
the size of hearing tions. We in the 
aids today," Fritz Boomer generation 
says. "They are grew up in the age of 
remembering the disposability; it was 
old-fashioned big kind of the norm. We 
clunkers of old. are used to things that 

Shame on the indus- The Songbird's softer tip enables it to fit deeper into the ear canal, resulting in improved sound quality. you use for a period 
try for not aggres- of time and discard. 
sively promoting the fact that there are small products "And disposability no longer means cheap, so this age 
widely available." group is not at all turned off by the idea. They understand 

Environment, not age 
Not surprisingly, the research showed that a stigma sur­

rounds hearing loss and hearing aids. Non-hearing-aid 
users felt that hearing aids were for the old and the disabled, 
which presented a huge barrier to reaching the hearing­
impaired Baby Boomer audience. "No Baby Boomer would 
admit to getting older and they certainly don't view them-

that it would be economical and convenient. Our focus is 
to communicate that it's also of a very high quality, which 
may not be immediately clear until you understand the 
design of the product." 

In the research, non-hearing-aid users said they envi­
sioned using the Songbird in certain situations - at a 
movie, a play or in a professional situation- but that they 
didn't foresee using it around the clock. But experience has 

-----------------------, shown that once a person hears what they've been missing, 

Sales Offices 
Headquarters: Evan Tweed, Quirk' s 

Marketing Research Review, 8030 Cedar Avenue 
South, Suite 229, Minneapolis, MN 55425. 
Phone 952-854-5101. Fax 952-854-8191. E-Mail: 
evan @quirks.com. 

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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it's hard to give the devices up, Fritz says. 

Direct-to-consumer 
The firm began shipping the Songbird in May and has 

plans to begin elling it internationally next year. For now, 
marketing efforts are focusing on direct-to-consumer 
approaches, including mail, print advertising, and TV. Each 
ad will have a reference to an 800-number and a Web site 
where consumers can go for more information on hearing 
loss, the product itself, and where to buy it. The product will 
be sold through licensed audiologists and hearing centers. 

From Kleenex to a disposable hearing aid ... can a sin­
gle-use computer be far behind? r~ 
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Listing Additions 
Please note the following corrections for the May 2000 Telephone 
Interviewing Directory: 

In the listing forM R & A Field & Tab on p. 92, the phone number should read 
650-358-1480; the e-mail should read omegia@merrill.com; the contact 
should be Orlando Megia, Director of Business Development; and the last line 
of should read 30-30-30-30. 
In the listing for M R & A Field & Tab on p. 104, the contact name 
should be Steve Miller, Operations Manager. Also, the last line should 
read 60-60-60-60. 
In the listing for Mars Surveys on p. 96, the contact name should be Lois 
Stermer, Vice President. Also, the last line should read 30-30-30-20. 

Please add the following firms to the May 2000 Telephone Interviewing 
Directory: 

Innovative Medical Research, Inc. 
11350 McCormick Rd. 
Executive Plaza II , Ste. 1000 
Hunt Valley, MD 21031 
Ph. 410-785-2100 
Fax 41 0-785-2140 
E-mail : shocker@imrinc.com 
www. imrinc.com 
60-60-60-0 

Irwin Research Associates 
Div. of The Irwin Companies 
1571 Palm Bay Rd. 
Melbourne, FL 32901 
Ph. 352-371-7800 
Fax 352-371-0087 
E-mail: dhenry@irwinservices.com 
www.irwinservices.com 
74-74-74-74 

The Telephone Centre 
30-00 47th Ave. 4th fl. 
Long Island, NY 111 01 
Ph. 718-752-0300 
Fax 718-752-1401 
E-mail: afleischer@telectr.com 
www.telectr.com 
Adam Fleischer, Vice President 
215-215-215-215 

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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A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 
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Suite 100 
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(714) 97 4-8020 
FAX: (714) 974-6968 

-~~~~~~~~~~~~~~~~~~~ 
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www.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 
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Ph. 800-633-54 78 • Fax 630-350-1896 

Mercator Corporation ................. 46 
Ph. 978-463-4093 • Fax 978-463-9375 

MORPACE International , Inc ............. 82 
Ph. 800-878-7223 • Fax 248-737-5326 

NameQuest, Inc ....................... 64 
Ph. 480-488-9660 • Fax 800-962-9614 

NCS, Inc ............................. 51 

Ph . 800-447-3269 • Fax 612-830-7651 

Opinion Research Corporation .......... 83 
Ph. 908-281-5100 • Fax 908-281-5103 

Opinion Search, Inc ............ Back Cover 
Ph. 800-363-4229 • Fax 613-230-3793 

PhoneSolutions, LLC. . ................ 34 
Ph . 520-296-1015 • Fax 520-296-3393 

Pine Company ....................... 67 
Ph. 800-969-7463 • Fax 310-815-5799 

Polk Research Sampling ............... 31 
Ph. 888-225-1434 • Fax 248-728-6843 

Precision Research, Inc ............. 53, 55 
Ph. 847-390-8666 • Fax 847-390-8885 

Pulse Train Technology, Ltd ............. 36 
Ph. 561-842-4000 • Fax 561-842-7280 

Quality Controlled Services ............ 17 

Ph. 800-325-3338 • Fax 636-827-3373 

Question Shop , The ................... 91 
Ph. 714-97 4-8020 • Fax 714-97 4-6968 

RTNielson Company .................. 60 

Ph. 801-359-1345 • Fax 801-355-6335 

Sawtooth Software, Inc ................. 52 
Ph. 360-681-2300 • Fax 360-681-2400 

Schlesinger Ascts ..................... 45 

Ph. 732-906-1122 • Fax 732-906-8792 

Scientific Telephone Samples .......... 43 
Ph. 800-944-4787 • Fax 949-609-4577 

Socratic/Modalis Research Tech ......... 13 
Ph . 415-430-2200 • Fax 415-430-1200 

Sorensen Associates .................. 41 

Ph . 800-542-4321 • Fax 503-666-5113 

Stamford Marketing Group, Inc .......... 42 
Ph. 203-348-2356 • Fax 203-358-8556 

Survey Sampling ............... 1 0, 46, 59 
Ph. 203-255-4200 • Fax 203-254-0372 

Taylor Nelson Sofres lntersearch ..... 12, 85 
Ph. 215-442-9000 • Fax 215-442-9040 

Taylor Research ...................... 39 

Ph . 800-922-1545 • Fax 619-299-6370 

Technical Analysis , Inc ................. 57 
Ph . 201-836-1420 • Fax 201-836-7870 

Venture Data ........................ 38 
Ph. 800-486-7955 • Fax 888-522-5498 
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Research tool 
continued from p. 94 

to get funds to check out your theory, through a few in-depth 
interviews or a quick Internet or omnibus survey. Do just 
enough to get some credibility for a new way of looking at 
the same old issues. 

Market research folks are typically bright and curious by 
nature and we tend to have more tolerance for ambiguity than 
our marketing counterparts. This personality profile positions 
us well to crack open dogma and invite our colleagues to 
consider fresh ways of thinking which have credibility 
because they are research-based. 

• Integrity must guide the practitioner of research as well 
as the end user. We researchers must not do work we don't 
believe in. We must not waste our company's money on use­
less studies- the annual tracking study that hasn ' t shown 
anything new in years, the focus groups to "test" a ques­
tion we already know the answer to. Our surveys have to 
make sense. Our questions have to be clear and easy to 
answer. We must treat respondents and vendors in a respect­
ful way. We must praise diligent effort even if the outcome 
isn' t what we hoped it would be. We must not tolerate lazy 
work or sloppy work. We must fight for the time and 
resources to do our work well. Some questionnaires need 
time for pre-testing- maybe not just once, but two or three 
times. Good research takes time. Bad research wastes time. 

Don ' t tolerate petty tyrannies. Refuse to be micro-man­
aged. If you hate your job, leave - or at least try to. Life 
is too good to waste. You're too good to sell yourself short. 
Remember, there's a labor shortage out there. You're the 
most important research tool: do your best, and insist on 
being valued. 

Be authentic. If you're unsure of what to do, say so. 
Fess up when you make a mistake. Learn from it. Get help 
from seasoned colleagues. But if you're sure (that this 
method is best, or that city won't work for the research, or 
that the budget isn' t enough) then stick to your guns. And 
always be respectful that other people have different styles. 
Stay open. Stay flexible. 

• Then there' s courage. Of course it 's not so easy to tell 
the v.p. of marketing that what she wants to do doesn't 

make sense. But if we don't stand up for our knowledge 
and our expertise, what good are we? Yes, let's be politic. 
Let's be good listeners. Let's figure out another way to help 
our clients. But let's not roll over. We have to stand our 
ground in these frenetic times. Research requires disci­
plined thinking on complicated matters. Set your terms. 
Insist. Honor your own legitimate authority. If we can't get 
a commitment to the time and the money, let's not do the 
research. Let's stick with good judgement and do without 
the bad research. 

• Trust- and its complement, knowing when to be mis­
trustful - are pivotal to good business and good research. 
Trust that most people are smart- whether those people are 
our senior management or our most downscale customers. 
Trust that most people want to do good work and want a good 
outcome. Trust that people don't expect research - or 
researchers - to be perfect. Trust your instincts. If a ven­
dor tells you about his latest on-line research method (or 
diary panel, or business model) that sounds too good to be 
true - be mistrustful. Watch for the telltale lie. Worry. 

If you're sitting in a brand strategy meeting and your 
instincts tell you that a central issue is being ignored because 
it's not expedient to look at it squarely- trust your instincts, 
then find your courage! Speak up and say what needs to be 
said at that meeting. Even if you're not the ranking market­
ing person, you'll be respected for saying what others were 
thinking. 

And finally, our work should be fun, at least some of the 
time. Imagine this scenario. Your client comes to you with 
a question he must have the answer to ASAP. You're calm 
and unruffled in spite of the great hurry. You're respectful. 
You guide your client down his own road until he finds out 
that what he thought was the question wasn't the question 
he cared about at all. It was a different question, and you 
helped him find it. 

That kind of give-and-take is fun. It requires a very high 
level of expertise. It's mutually respectful. It's professional­
ly mature and it's enjoyable. 

Survive and prosper in these fast-paced times. Trust your 
judgment. Support your integrity with courage. And remem­
ber that good research lights the way to a more profitable bot­
tom line! r~ 

Names of Note 
continued from p. 10 

of the E-Business Transformation 
Report (EBT), a new newsletter report­
ing on the ways information technolo­
gy is transforming business. 

tion analysis firm DFI International 
has promoted David Brinkley and 
Douglas Fagans to associate, and 
Tim Garnett to senior analyst. The 
firm has also added Diana Gulbinas, 
Chris Harris, and John Kenkel as 
research analysts. 

staffing coordinator for MRT 
Services, an Atlanta research sup­
port service. In addition, Pat 
Cheshire has been named adminis­
trative assistant. 

Nancy Anthony has been named 
project coordinator at Focuscope 
Market Research, Oak Park, Ill. !DC, a Framingham, Mass., IT infor­

mation firm, has appointed Vicki J. 
Brown chief operating officer, and 
Dennis Philbin senior vice president, 
Internet products & partnerships. 

Washington , D.C.-based informa-

June 2000 www.quirks.com 

Neil Canter has been named exec­
utive vice president and general man­
ager - business insights and analyt­
ics, at Information Resources , 
Chicago. 

Debbie James has been named 

Susan Swanson has been pro­
moted to senior research analyst at 
Eagle Research, Atlanta. 

93 



The Business ofRasaarch 

You are the most important 
research tool 

By Linda Fitzpatrick 

Editor's note: Linda Fitzpatrick is president of Fitzpatrick 

Research Services Corp., West Nyack, N.Y. She can be 

reached at linda@ fitzpatrickmarketing. com. 

We research folks are especially challenged by the 
pace of change because research, by its very nature, 
is slow. And slow is a tough sell these days. 

We have less time to do more research. Budgets and 
resources are stretched. The businesses that we're studying 
keep changing at a dizzying rate. How do we cope? By get­
ting back to the basics. By digging deeper into our profes­
sional maturity- with judgment, integrity, courage, trust, 
along with having some fun once in awhile! 

• Judgment has always been the key ingredient in design­
ing and using market research - and now more than ever 
because of the escalating pace of change in the businesses 
we study. Increasingly, our research takes snapshots of fast­
moving targets, so the judgment component weighs heavier 
than ever. Let's welcome every opportunity to convene our 
business team 's good judgement to craft effective research. 
But if things don ' t work out as we'd hoped, let's not blame 
the research. We know market research is as much art as sci­
ence. Let the research help us gain perspective - we're 
always too close to our own businesses . Challenge man­
agement to absorb all that' s learned into its growing judg­
ment base- judgement that 's fluid and growing. Judgment 
that research feeds and nurtures. 

94 

• Li tening becomes even more important as we work to 
serve management folks who are end lessly bombarded with 
complicated demands as their businesses evolve. We need to 
always raise the bar on our own li stening skills, challenging 
ourselves to take in and own the others' point of view before 
we attempt to respond. Do we really appreciate how hard it 
is to li sten profoundly? Do we notice our own lapses in lis­
tening, without judging or condemning ourselves? When are 
the lapses? Why do they happen then? Listening to our own 
reactions will help us hone these ski lls. 

Perhaps we stop li stening when management demands 
more or deeper research on issues that have been researched 
to death. Our challenge, then, is to continue to listen to fig­
ure out what isn' t working, why the answer sought isn't the 
answer needed. At our highest level of professional maturi­
ty, we dig deep within ourselves to use patience and dedi­
cation to find the research that truly serves our management 
in these harried times. 

• Innovation - that i , being open to new and different 
ways of collecting and pre enting information- will help 
keep us fresh. It will help us have an ever-broadening set of 
tools to draw from to meet expanding needs. As we listen 
ever more carefully, we can target small bits of interesting 
research to inform judgment. Imagine that the marketing 
folks aren't sati sfied with that "researched-to-death" issue. 
Imagine you or other colleagues have a theory. Take a risk 

www.quirks.com 
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The largest marketing research company in the world plus 
The most experienced marketing research training organization in the world equals ... 

t<JR 

J)<f\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 2000 

101. Practical Marketing Research $1,700 
Atlanta ................................ Jan 10-12 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 
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 19-21 

105- Designing Questionnaires for Specific Marketing Resealth 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. OnUne/lntemet Research $1,300 
New York .............................. Feb 3-4 Toronto ...................... .. .... Sep 14-15 
San Francisco .................. May 30-31 Miami ............ .. .......... Nov 30-Dec I 

201. Qualititative Research Methods $1,300 
Cincinnati ........................ Mar 16-17 New York .......................... Nov 9-10 
San Francisco ....................... .Jun 1-2 

202. Focus Group Moderator Training $2,300 
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 9-1 2 Cincinnati .......................... Nov 7-10 
Cincinnati .... ................... .June 13-16 Cincinnati ............ .. ........ .. Dec 12-15 

203. Focus Group AppUcations $1,700 
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 
New York ............................ Feb 9- 11 New York ....................... .July I 0-12 
Cincinnati ........................ Mar 20-22 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 lnfonnation $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 
NewYork ................................ Mar31 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 
New York .............................. 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 

505. Market Segmentation Research 
San Francisco ...................... Feb 9-10 
NewYork ........................... .. . 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 
NewYork .......................... May 16-17 Cincinnati .............. .. Oct 31- Nov I 

507. Analysis & Interpretation of Customer Satisfaction Data $1,300 
San Francisco ........................ Feb 3-4 Chicago ...................... .... Aug I 0-11 
NewYork .......................... May 18-19 Cincinnati ........................ .... Nov 2-3 

soS. Positioning Research $700 
San Francisco .......................... Feb II Cincinnati .............................. Aug 4 
New York ........................... ..... May 5 Atlanta .................................... Dec 8 

509· Pricing Research $700 
New York ................................ Mar I 0 San Francisco ........... .. ......... Aug 25 
Atlanta .............................. .. .. May 24 Cincinnati .......... .................. Nov 17 

6o1. 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 NewYork .............................. Oct 3-6 
New York ......................... .Apr 25-28 Los Angeles ...................... Nov 7-10 
Las Vegas ................ May 30 - June 2 Raleigh ............................ Dec 12-15 
Chicago .............................. Ju1 18-21 

6o3. Practical Multivariate Analysis $2,100 
San Francisco ............ ....... .Jan 25- 28 Chlcago ........................... .Jul 25-28 
Cincinnati ........................ Mar 21-24 New York .......................... Oct 10-13 
Las Vegas ........................... .June 6-9 Atlanta ........ .. .. ........ Nov 28 - Dec I 

6o4- 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 .............. ................ Oct24-25 
New York ......................... .July I 1-12 

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 lnfonnation for Better Decision Making $1,300 
New York .......................... Mar 29-30 Cincinnati .. .................. .. .. Dec 13-14 
Chicago .............................. Jul 25-26 

Certificate seminars may be taken back-to-back during scheduled dates or in 
varioiiS cities over an extended period of time. 

All the above ACNielsen Burke Institute seminars are available for in-house presentation. 

TO REGISTER PLEASE CONTAG 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.Burkelnstitute.com 



Want to know more? 
Give us a call at 1.800.363.4229 
or visit our home page 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 

1 00°/o transparent research process 
puts you in control. 

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. 

Cover the field and get it all. 
Market-leading pricing. Technology-driven quality • 

.... ....... .. ............ ........ . . TARGETING 
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