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Wherever your research 
takes you ... 

The Focus Network 
the world in a room 

... we'll make you 
feel right at home. 

For national, international, and multi-city projects, one phone call will put you in touch with a 
worldwide resource of superior, personalized, and customized service that quality research requires. 

When you choose one or more of our 14 qualitative research facilities around the world, you can 
be confident that your requirements will be met with accuracy, professionalism, and timeliness. 

Whether your research takes place in North America, South America, or Europe, you can count on 
The Focus Network to deliver successful marketing research solutions. 

For more information about any of our locations, please call 

1-800-394-1348 
or visit our website: 

www. thefocusnetwork.cotn 
• Atlanta Focus • Chicago Focus • Dallas Focus • Italy Field Services • London Focus • L.A. Focus • Mexico City Focus • New York Focus • 

• San Jose Focus • Sao Paulo Focus • Toronto Focus • Viewpoint Hamburg • Viewpoint Frankfurt • Viewpoint Berlin • 



With dual cameras, on-site technicians, 
and multiple views, 

you'd swear you were there. 

FocusVision video transmits the live focus group experien 
right to your office or home ... without travel. 

The focus group experience is not simply "watching" a focus 
group. FocusVision captures all of the nuances ana expres­
sions, the all-important "immediate debrief' from your mod­
erator, and a shared experience with your business associates. 

Whether its FocusVision Videoconferencing or 
Videostreaming, we have multiple cameras, picture-in-pic­
ture, plus hve camera operators who get close-ups and full­
group views. 

With Focus Vision you increase staff productivity, allow more 
~ople to view the groups and save the time, cost and hassle 
of travel. 

FocusVisionn. 
VVOALDVVIDE, INC. 

Call 1-800-433-8128 
or e-mail: info@focusvision.com to find out more. 
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DTC ads growing more 
effective 

Some things get better with age. 
Direct-to-consumer (DTC) advertis­
ing appears to be one of them, accord­
ing to new research by Ipsos 
PharmTrends. Over time, drug com-

panies have developed a better under­
standing of patients, their attitudes and 
habits. They've learned to use DTC 
advertising more wisely and appropri­
ately, says Fariba Zamaniyan, director 
of Ipsos PharmTrends, a syndicated 
service that tracks consumer purchase 
behavior ofboth prescription and non­
prescription drugs. Strategies have 
become more focused and targeted; 
executions have improved. Media 
plans have become more powerful and 
effective. 

Some findings: 
• DTC awareness levels are higher 

for brands that launched DTC in 2001 
and beyond, compared to the early 
DTC years. 

• For DTC launched before 2001 , 
the average first year ad awareness was 
56.0 percent. 

• Comparatively, for brands intro­
duced in 2001 and 2002 that used 
DTC, ad awareness during the first 
year was 69.9 percent. 

The effect of DTC in encouraging 
consumers to talk with their doctors 
and ultimately, fill prescriptions has 
also improved in two different ways. 

8 

First, the proportion of prescription 
brand buyers claiming to have asked 
their doctors for branded prescription 
drugs because ofDTC is higher for the 
most recently launched brands than for 
brands launched earlier. Newer brands 
(such as Clarinex and Nexium) have a 
higher percentage of requests due to 

DTC ( 10.9 percent, net 
average of leading DTC 
Rxs with a DTC launch 
after 2000) than older 
brands such as Lipitor and 
Pravachol (3.9 percent, net 
average of leading DTC 
Rxs with a DTC launch 
before 2001 ). The excep­
tions were Prevacid and 
Singulair, which had 6.2 
percent and 5.9 percent 
respectively of its buyers 
requesting the drugs 
because of DTC. 

Second, DTC advertising is impact­
ing consumer/patient persistency lev­
els, generating more scripts among 
self-reported ad aware vs. not ad aware 
prescription brand buyers. Newer DTC 
launches, such as Nexium and Advair, 
have prompted on average one addi­
tional script fill in their first year of 
DTC among those buyers who self­
reported they were aware of advertis­
ing for that drug in any medium (tele­
vision, radio, print, etc.). 

On the other hand, older products 
on average experienced about half as 
much additional script fulfillment 
among those who were aware ofDTC 
advertising for their respective brands. 
The exception to this pattern was 
Singulair, one earlier brand that 
matched the success of later brands in 
generating higher consumer persisten­
cy levels among DTC influenced 
patients/consumers. 

Before 1997, television DTC with 
both brand names and indications (the 
conditions they are designed to treat) 
was not permitted in the marketing and 
promotion of prescription drugs. In 
1997 , U.S. Food and Drug 
Administration guidelines were 

changed. Since then, TV DTC promo­
tional campaigns have fewer restric­
tions, changing how drug manufac­
turers market their products to con­
sumers. Beginning in 1999, the FDA 
guidelines mandated coordinated TV, 
magazine , Web site and toll-free 
numbers in all campaign executions. 
FDA interventions such as this 
ensured better integration of multiple 
media vehicles and as a result, 
encouraged development of more 
effective and consistent campaigns 
that made information easily acces­
sible to patients and consumers. In 
the early days, DTC advertising 
reflected a lack of drug company and 
ad agency experience in this area. For 
more information visit www.ipsos­
npd.com/business/pharm/rx.html. 

Co-pay concerns drive 
patient PPI switching 

Concerns about high co-pay costs 
lead 25 percent of patients each month 
to ask their doctors or pharmacists to 
re-evaluate their PPI prescriptions, 
according to the new "Impact of Co­
Pays on PPis" study from Market 
Measures/Cozint, East Hanover, N.J. 
About half of these re-evaluations 

result in a switch to a lower-cost alter­
native. When switches do occur, 
patients are able to save about $22 per 
prescription. 

The vast majority of the time , 
patients must take the initiative to start 
the discussion about lower-co t alter­
natives. In about 80 percent of cases, 
patients begin the co-pay conversation 

continued on p. 62 
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FocusVision introduces 
a new low cost option for Videostreaming 

live focus groups over the internet. 

Announcing FocusVision Basic. 
It's not just basic, it's FocusVision Basic. 

Two Service Options 
Select the new Basic service for a single 
camera view and the lowest price in the industry. 
Or choose the Premium service and get a 
Focus Vision technician on-site at the facility 
operating a moving camera system for close-ups 
and full group views. 

Crystal Clear Audio and Video 
Regardless of the option you choose, you get 
crystal clear picture and sound because 
Focus Vision uses its own dedicated equipment 
specifically designed for video transmission 
and perfectly positioned for the best viewing and 
listening experience. 

No Short Cuts 
Focus Vision never takes short cuts by hooking 
into the focus facility's in-bouse video system. So, 
you'll never get a dark, behind-the-mirror picture, 
sky high camera position, or muffled sound. Focus 
facility A/V systems are fine for making video 
tapes, but they are not designed for the demands of 
video transmission. 

The World Leader 
With over 250 focus facilities worldwide, 
Focus Vision is the only company that can offer you 
videostreaming and videoconferencing solutions 
and the choice between a moving camera system 
and the lowest price in the industry. 

More than 500 companies, including two thirds of the top 100 
U.S. advertisers, use FocusVision regularly. Maybe you should, too. 

1266 East Main Street Stamford, CT 06902 • 1-800·433-8128 option 6 • www.focusvlslon.com 
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Arlington, Va.-based research firm 
Bioinformatics, LLC has named Jim 
Brady senior science analyst, and 
Karen Gliwa and Matthew Scherer 
have been named senior business 
analyst. 

Tony Eggers has been named vice 
president strategic/interactive tech­
nology for Bellomy Research, Inc., 
Winston-Salem, N.C. 

Marc Huzansky has been named 
east coast account manager at G & S 
Research, Carmel, Ind. 

Huzansky DeSanto 

Walker Information, Indianapolis, 
has named Michael DeSanto senior 
director of marketing communications. 

New York-based Arbitron Inc. has 
named Sam Millstone to the new 
position of vice president, finance. 

In addition, John Kuyasa has been 
named to the new position of nation­
al accounts manager, Arbitron 
Advertiser Marketing Services. 

ImpactRx, Inc., a Mount Laurel, 
N.J., health care information firm, 
has named Martin Glogowski vice 
president, market research. 

SPSS MR, New York, has named 
Dan Coates vice president of SPSS 

MR Online. In his new role, Coates 
joins SPSS MR's global management 
team. In addition, Mike Billingsley 
has joined the SPSS MR Online team 
as senior director of operations and 
David Biernbaum has been promot­

ed to director of sales SPSS MR for 
North America. 

Invoke Solutions, Inc., Tenafly, 

N.J., has expanded its board of direc­
tors, adding Robert Kamerschen , 
former chairman and CEO, Advo, 
Inc.; Michael Krupka, managing 
director, Bain Capital Ventures; 
Jeffrey Schwartz, managing direc­

tor, Bain Capital Ventures; and 

Charlie Federman, managing direc­

tor of BRM Capital. 

SSD helps improve your Web site 's usability. 

Don't send your Web traffic 
off on the wrong track ... 

SM 

1 he Socratic Site Diagnostic (SSD) 
echnology is an online testing system that 

produces a comprehensive measurement of 
a Web site's usability. SSD evaluates both the 

.aliiiiiiG~ efficiency and effectiveness of a site visitor 's 
experience. It is a suite of proprietary research 

tools designed to capture live click-stream actions of users, 
combined with their comments and ratings of the site 's 
performance. 

More information and an animated demonstration of the SSD 
technology can be found at Socratic's Web site at 

.vww.sotech.com. 
SOCRATIC 
TEC H NOlOGIES 

1-800-5-SOCRATIC 
info@sotech.com 
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ICR / International 
Communications Research, Media, 
Pa., has named Graham H. Lane 
vice president. Lane will head up a 
new office in Southlake, Texas. 

Larry Mock, former president 
and CEO of The Council for 
Marketing & Opinion R esearch 
(CMOR) has been named president 
of the expanded Brand & 
Advertising Division of Horsham, 
Penn.-based TNS. He will also work 
to support TNS' commitment to 
CMOR and maintain his position on 
CMOR's board. 

Jim Laiderman has joined 
Integras, the newly-formed, 
advanced analytical services divi­
sion of San Diego-based Claritas 
Inc., as vice president of customer 
and locational research. 

Keith Gunn and Tim Kelsall 
have been named associate account 
director at Millward Brown UK. 

Melissa Russell Clendenen and 
Rick Swindlehurst have been 
named vice president, client devel­
opment at GfK-CRI, Minneapolis. 

Interviewing Service of America, 
Los Angeles, has announced anum­
ber of personnel changes. Frank 
Weimer has been named senior 
CATI programmer in the firm's 
Chicago office. At the Los Angeles 
office, Francine Carfachia has 
been named senior project manager; 
Hector Leyva has been named 
CATI!Web programmer; Heather 
Catallo has been promoted to CATI 
programmer; and Suzette 
Raymundo has been named pro­
jects coordinator. Kathy McNeil 
has been named CATI programmer 
and will operate in Oregon. 
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• 
Introducing 1he All In One Call Focus Facility Network. 

What used to take hours, 
now takes only minutes! 
With only one call: 
• Get one consistent bid for all Focus 

Pointe facilities 
• Save with discounts on multi-city 

bookings 
• Our Focus Pointe Network 

Reservations System lets you book 

Coming Soon: 

Adanta • 

Dallas• 

any number of facilities ... all at 
once ... in one short phone call! 

• Travel Plans or Project Timing 
changed? No problem - reschedule 
any project in one short call ... 
while you wait! 
Save hours of time fielding projects 

and have more time for doing research. 

Just give us one calli 

1 ·888-US·FOCUS 
'1 · 888-873·6287) 
www.focuspolnte.net 

FOCUS 

~ 
POI:JE 
People you trust, 
Everywhere 
you neecl. 



Update: Who's also who in online ad copytesting 
Editors note: Sometimes we fail to notice the obvious simply because its 

sitting right there in front of us. Such is the case with Harris Interactive and 
Internet copytesting. Long known for its Internet research capabilities, Harris 
Interactive also conducts extensive Internet copytesting- a fact which was 
regretfully overlooked in compiling and editing Tim Huberty s article "Who s 
who in ad copytesting II - An overview of the major players doing copytest­
ing online" in our March issue. Here then is Huberty s addendum on the firms 
online copytesting services. 

Overview: Harris Interactive Marketing Communications Research (MCR) has 
been testing ads on the Internet since it developed its Internet capabilities in the 
1990s. During that time it has tested hundreds of frnished and pre-fmished tele­
vision ads, as well as ads across all other media including print, interactive, radio, 
and outdoor. 

How it works: Harris Interactive's technique involves recruiting on the Internet 
for a specific target and asking qualified respondents a series of normative ques­
tions after exposure to the test ad. For pre-finished ads, there is a normative quan­
titative portion from which some respondents are recruited to an online focus 
group. Here, those pre-fmished ads are probed in depth. This pre-finished prod­
uct is known as the Harris Interactive Qual-Quant Pre-Test. In addition, one key 
measure unique to Harris Interactive MCR is Purchase Intent with the diagnos­
tic of Consumer Connection. This gets at how the consumer relates to the brand 
across the four dimensions of behavior, consideration, emotion and aspiration. 

Special features: Harris Interactive is proud to point out that the Qual-Quant 
Pre-Test is a unique product which takes place over one week and is available 
for a competitive price. Furthermore, because all testing is done online, the sys­
tems to test any media are held constant on the key measures, so that television, 
print, Internet and radio can all be directly compared. In addition, the Harris 
Interactive multi-million member database of respondents contains specialty pan­
els that are used for testing among hard-to-reach targets such as: the affluent; peo­
ple with chronic illnesses; physicians; gay, lesbian and bisexual respondents; and 
more. FYI: Harris Interactive is the Official Research Provider of the U.S. 
Olympic Committee. 
(Contact Judy Ricker, 585-214-7 402, jricker@ harrisinteractive.com.) 

Access pharma sales and 
research at new site 

Pharmaceutical executives can now 
access pharmaceutical sales and mar­
keting research through www.cut­
tingedgepharma.com, a new research 
Web site managed by Cutting Edge 
Information, a Durham, N.C., phar­
maceutical intelligence firm. The Web 
site is designed to meet the needs of 
pharmaceutical and biotechnology 
marketers who need access to data on 
a range of industry-related topics. The 
data housed at the site is based on mar-

keting experience from executives at 
Pfizer, Merck, GlaxoSmithKline, 
AstraZeneca, Eli Lilly, Amgen, Chiron, 
Aventis and Novartis. Users can access 
information on current studies on top­
ics including pre-launch pharmaceuti­
cal market research, pharmaceutical 
sales management, and early-stage 
market preparation. 

Patient Disease Index 
from CPM 

Customer Potential Management 
Marketing Group (CPM), Middleton, 

Wis., has released its Patient Disease 
Index (PDI) to predict the likelihood of 
individuals who have or have had certain 
diseases to develop other health prob­
lems. This comorbidity segmentation 
system offers health care providers more 
information for health and disease man­
agement as well as a segmentation 
method for patient communications. 

CPM developed the PDI using mil­
lions of health care encounters, co-mor­
bidity factors and disease states. Applied 
to a patient database, the PDI provides a 
disease management score for individu­
als based on their current health status. 
For example, the PDI may be used to 
determine how likely an individual is to 
develop heart disease when historical 
medical records indicate a diagnosis of 
diabetes or high blood pressure. 

The PDI leverages the same artificial 
intelligence methodology as CPM's 
Consumer Healthcare Utilization Index 
(CHUI) segmentation system. CHUI is 
a scoring system for use with non-patient 
data that predicts the likelihood of each 
individual to require specific services or 
products. It is based on mathematical 
formulas and 20 million health care 
encounters. CHUI provides scores in the 
major diagnostic categories (MDC), 
diagnostic related groups (DRG) and 
ICD-9 groups. The PDI model is similar 
but is specifically for patient data. With 
the advent ofPDI, health care organiza­
tions now have two specific segmenta­
tion systems for distinct data groups -
non-patients and patients . For more 
information visit www.cpm.com. 

Project management 
package 

CAN-PLAN is a project management 
package with capabilities such as: Gantt 
chart with critical path analysis; COST 
analysis or WORK analysis or both; nor­
mal or highlighted task view; cost esca­
lation chart; cash flow balance chart; 
resource allocation chart; activity level 
chart; project section progress chart; 

continued on p. 7 4 
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The European Society for Opinion and 
Marketing Research (ESOMAR) and the 
Advertising Research Foundation (ARF) 
are co-sponsoring the Worldwide 
Audience Measurement conference 
(radio, TV, media mix, print, online, out­
of-home/ambient) on June 15-20 in Los 
Angeles. For more information visit 
www.esomar.org. 

The Council of American Survey 
Research Organizations (CASRO) will 
hold its annual technology conference 
on June 19-20 at the Roosevelt Hotel in 
New York. For more information visit 
www.casro.org. 

The Society of Insurance Research 
has announced its 2003 summer work­
shop series, which will be held on June 
22-25 at the Embassy Suites Hotel (DFW 
South), Irving, Texas. The series will 
include workshops on market research, 
knowledge management and data min­
ing. For more information visit www.sir­
net.org or call 770-426-9270. 

Target Marketing of Santa Barbara, 

News notes 
The Interpublic Group has entered 

into a definitive agreement for the sale 
of its NFO research unit to Taylor 
Nelson Sofres. Under the terms of the 
agreement, Taylor Nelson Sofres will 
pay Interpublic $425 million - $400 
million in cash and $25 million in ordi­
nary shares of Taylor Nelson Sofres 
stock. Interpublic will receive an addi­
tional $10 million of cash payable 
approximately one year after the close of 
the proposed transaction subject to the 
appreciation of the market value of ordi-

Calif., will hold E-Metrics Summit 2003, 
an exploration of Web analytics, at the 
Four Seasons Biltmore Hotel in Santa 
Barbara on June 23-26. For more infor­
mation visit www.emetrics.org. 

The European Society for Opinion and 
Marketing Research (ESOMAR) will hold 
its annual congress , themed 
"Management, Accountability, and 
Research - the Quest for the Objective 
Truth," on September 14-17 in Prague. 
For more information visit www.eso­
mar.org. 

The American Marketing Association 
will hold its annual marketing research 
conference on September 14-17 at the 
Century Plaza Hotel in Los Angeles. For 
more information visit www.marketing­
power.com. 

The Association for Survey 
Computing (ASC) will hold a conference 
titled "Survey and Statistical Computing 
IV- The Impact of Technology on the 
Survey Process" on September 17-19 at 
Warwick University in England. For more 
information visit www.asc.org.uk. 

The Council of American Survey 
Research Organizations (CASRO) will 
hold its annual conference on October 1-
3 at the Four Seasons Hotel in Toronto. 

nary shares of Taylor Nelson Sofres. 
The transaction is expected to close this 
summer, pending regulatory clearances 
in the U.S. and Europe. As a result of this 
divestiture, Interpublic expects to realize 
an accounting gain of approximately 
$1 00 million. 

On April 28, 2003, the U.S. District 
Court for the Southern District of New 
York issued two rulings for Chicago­
based Information Resources, Inc. 
(IRI) in its $350 million-plus antitrust 
lawsuit against The Dun & Bradstreet 

For more information visit 
www.casro.org. 

The European Society for Opinion and 
Marketing Research (ESOMAR) will hold 
a conference on responsible marketing, 
themed "Sustainability and Quality of 
Life- The Contribution of Research," in 
cooperation with the United Nations 
Environment Program on October 12-14 
in Berlin. For more information visit 
www.esomar.org. 

The Qualitative Research Consultants 
Association will hold its annual confer­
ence on October 15-18 at the Inter­
Continental Hotel in New Orleans. For 
more information visit www.qrca.org. 

IIR will hold its annual market 
research event, examining best new 
practices and key trends impacting the 
industry, on October 20-23 at the 
Crowne Plaza Union Square hotel, San 
Francisco. For more information visit 
www.iirusa.com. 

The European Society for Opinion and 
Marketing Research (ESOMAR) will hold 
a conference on retailing/category man­
agement on October 26-28 in Dublin. 
For more information visit www.eso­
mar.org. 

Corp., A.C. Nielsen Co. and IMS 
International, Inc., according to an IRI 
press release. 

In one ruling , the court denied 
ACNielsen's motion for partial summa­
ry judgment to dismiss IRI's claim that 
ACNielsen 's anticompetitive conduct 
had excluded IRI from 22 foreign mar­
kets. As a result, IRI will be able to seek 
damages at trial for its exclusion from all 
of these markets. 

In the second ruling, the court indi­
cated that IRI could claim damages for 
injuries it suffered in the U.S. market as 
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a result of defendants' anticompetitive 
practices overseas. In its suit, IRI con­
tends ACNielsen purposefully engaged 
in these practices to drain IRI of 
resources it needed to compete in the 
U.S. retail tracking market. In separate 
proceedings, the Canadian Competition 
Tribunal and the European Commission 
found that these overseas practices by 
ACNielsen were abusive and either pre­
vented IRI from entering markets or arti­
ficially raised the costs of doing so. 

In its ruling, the court concluded that 
"The necessity, intentionally imposed 
on IRI by defendants ' foreign and 
domestic activities, to devote the use of 
millions of dollars of its domestic funds 
to purposes other than its chosen ways 
of competing, was a 'direct, substantial 
and reasonably foreseeable effect' on 
domestic trade of commerce and gave 
rise to a claim of attempted monopo­
lization." 

The District Court set a conference 
for May 21 , 2003 to discuss the sched­
uling of a trial date. 

Data for Decisions in Marketing, 
Inc., Fairlawn, Ohio, has changed its 

name to DecisionPoint Marketing & 
Research. 

New York-based CLT Research has 
changed its name to Protocol Research 
Solutions. 

Fundamental Research Group, 
Southampton, Pa., has been certified by 
the Women's Business Enterprise 
National Council as a nationally certified 
women's business enterprise. 

International Communications 
Research (ICR), Media, Pa. , is cele­
brating its 20-year anniversary. 

Also celebrating 20 years in business 
is Q Research Solutions, Inc., Old 
Bridge, N.J. The firm will open its first 
national affiliate in Los Angeles this 
summer to support its consumer product 
research services and plans to open addi­
tional facilities in the contiguous United 
States over the next several years. 

Taylor Nelson Sofres is bringing 
together all of its operations in 53 coun­
tries, including the United States, under 

a single brand. As part of a rebranding 
initiative, Taylor Nelson Sofres has been 
renamed TNS, uniting a business which 
had previously supported many different 
corporate brands. The company's 
American business units - CMR, 
Taylor Nelson Sofres lntersearch and 
lndetec - have been renamed TNS 
Media Intelligence/CMR, TNS 
Intersearch and TNS Telecoms respec­
tively. TNS also announced that it will 
rename its consumer panels division 
TNS Worldpanel. 

Survey Sampling International 
LLC announced that the SurveySpot 
online panel now includes more than 
l ,000,000 unique member households 
worldwide. This figure represents near­
ly 3,000,000 household members. Of 
the total, 62,000 are in the U.K. and 
45,000 are in Canada. 

Invoke Solutions, Inc., Tenafly, N.J. , 
which recently changed its name from 
N etOnCourse, has secured $6 million 
in funding by Bain Capital Ventures and 

continued on p. 68 
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Editors note: Yilian Yuan is director of marketing analyt­
ics at IMS Health Consulting, Plymouth Meeting, Pa. She can 
be reached at yyuan@us.imshealth.com. Gang Xu is associ­
ate dean of the International Cultural Exchange Institute of 
Anhui University in Hefei, China. He can be reached at 
usjtc@sohu.com. 

Until the early 1970s, value expectancy models had very 
much dominated marketing research (Rosenberg, 1956; 
Fishbein, 1967). In a typical value expectancy model, 

consumers are asked to give a rating on an individual attribute 
of the product. The values derived from consumers' ratings are 
combined to represent the total utility of attributes and of 
products. For that reason, the value expectancy models are also 
named componential models in a sense that the total utility of 
a product is derived from individual responses to the product 
attributes. The major concern from the value expectancy mod­
els is that consumers may not be able to differentiate the 
importance of attributes of a product. In pharmaceutical mar­
keting research, for instance, a drug's attributes of efficacy, side 
effects and dosing may be considered equally important to 
physicians. 

Conjoint was developed in part to overcome this problem. 
Instead of asking consumers to rate the importance of each 
individual attribute of a product, they are presented with a list 
of profiles of products and asked to give a preference rating 
on each profile. Each profile consists of several attributes of 
the product such as price, efficacy and side effects, varied in 

16 

its combinations among profiles. The utility of the individual 
attributes is derived from the values of profiles. In other 
words, the overall evaluation of profiles is decomposed into 
each utility scale for each attribute level and thus for each 
attribute. For that reason, conjoint is also called decomposi­
tion model. 

Conjoint has been since used widely in quantitative mar­
keting research. It has been hailed as the most innovative 
way of determining consumers' true preference of products 
(Green and Wind, 1973, Green and Srinivasan, 1978; 
Louviere, 1991 ). (See also our article in the June 2001 issue 
of Quirk's for a description of a conjoint study. Visit 
www.quirks.com and enter QuickLink number 690 to view the 
article.) However, several limitations of conjoint pose ques­
tions and concerns among marketing researchers. First, in a 
conjoint study, all attributes are presumed to be the same 
across the products. In other words, we create profiles in 
which the levels of attributes for each product are the same. 
The levels of the attribute "price" for drug X and for drug Y, 
for instance, are the same. So are the levels for efficacy and 
side effects. We know, in reality, the prices for generic and pre­
scription drugs vary greatly, and this is also true among brand­
name products. Secondly, when we are conducting a conjoint 
study, we are mainly concerned about the main effects of 
attributes. We evaluate the differences between or among 
attribute levels, and are ignoring how the change of levels of 
one attribute may have differential impact on levels of other 

continued on p. 87 
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Health CareResearch 

Editors note: Mark Herring is 
senior moderator for Market 
Directions, Inc., Kansas City, Mo. He 
also is president of Mark Herring 
Associates, Inc., Malvern, Pa. He can 
be reached at 610-296-7489 or mher­
ring@compuserve. com. Richard 
Tardif is a senior scientist at the Oak 
Ridge Institute for Science and 
Education, Oak Ridge, Tenn. This 
report is based on work performed for 
the CDC through an interagency 
agreement with the US. Department 
of Energy. 

S 
ince the terrorist attacks of 
September 2001, many agen­
cies and organizations have 
worked to prepare for other 
attacks on the United States. 

The Centers for Disease Control and 
Prevention (CDC) is the agency pri­
marily responsible for protecting pub­
lic health in the event of a bioterrorist 
attack. CDC is made up of 16 centers, 
each of which has responsibility for 
addressing a high-priority public 
health concern (for example, infec­
tious diseases). Each center does 
extensive research in its area of 
responsibility. Based on the data they 
collect, these centers develop guide­
lines and recommendations that they 
distribute to physicians, nurses, public 
health officials and other interested 
parties. 

Almost immediately after the ter­
rorist attacks, the National 
Immunization Program (NIP) at CDC 
began to address the possibility of a 
future smallpox outbreak. NIP select­
ed smallpox as the focus of its market 
research because smallpox is the 
worst-case scenario among the bio­
logical agents that might be used for 
bioterrorism - the disease is conta­
gious, it kills approximately 30 per­
cent of those who contract it and many 

of the remaining 70 percent have per­
manent disfigurement or other health 
problems. 

NIP had three general goals in mind 
for this market research project. First, 
the organization needed to identify 
those areas where key stakeholders­
health care professionals and the gen­
eral public - were uninformed or 
misinformed about smallpox. Second, 
NIP wanted to use this feedback to 
craft messages that would effectively 
educate stakeholders in advance of an 
outbreak and to create other messages 
for use during or after an actual small­
pox crisis. Finally, this study was 
designed to test the effectiveness of all 
messages with their respective target 
audiences in advance of an actual 
health crisis. 

Fascinating and unusual 
As soon as we began working on 

this project, we discovered that deal­
ing with smallpox was a fascinating 
and unusual topic for market research, 
with many unique elements. One chal­
lenge was to complete research on a 
disease that no longer exists in the nat­
ural environment. The last case of 
smallpox worldwide was in Africa in 
1972. The last case in the United 
States was in Texas in 1949. Most doc­
tors and nurses have never seen a case 
of smallpox and have received no 
training in the recognition and treat­
ment of the disease. 

Another initial learning was the 
importance of using qualitative 
research techniques for this project. 
We decided to rely on qualitative for 
several reasons: 

• Many times during these conver­
sations, we needed to drill down 
beyond the cognitive, intellectual 
responses to get at the rich emotional 
undertones. In fact, respondents 
expressed strong emotions through-
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out this project. 
• This project was fast-moving. We 

were in the field collecting data less 
than two weeks after receiving 
approval for Phase II ofthe project. As 
one CDC staff person remarked, "For 
a federal agency, we were moving at 
the speed of light." 

• Several issues, for example bal­
ancing the risks of being vaccinated 
with the possible benefits of inocula­
tion against a disease that might never 
appear again, were stunningly com­
plex. Having the flexibility to probe 
for understanding was crucial. 

• Both phases of the project involved 
distributing pictures or written mate­
rials and getting real-time responses to 
them. As a practical matter, we need­
ed to meet with people face to face. 

Specific methodology and outcomes 
Three organizations were involved 

in this research: NIP at CDC; the Oak 
Ridge Institute for Science and 
Education (ORISE), an organization 
that provides technical assistance to 
the CDC and other federal agencies; 
and Market Directions, Inc., a market 
research firm selected by ORISE and 
approved by CDC to help design the 
research project and perform the 
research. 

Phase I- April, 2002 
The goals of the initial phase of our 

research were to: 
• measure physician and public 

knowledge/beliefs about smallpox dis­
ease and the smallpox vaccine; 

• assess whether these perceptions 
varied by racial/ethnic group; 

• gather data about vaccination 
strategies that physicians and the gen­
eral public perceive as viable - both 
pre-outbreak and post-outbreak; 

continued on p. 84 
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Case History 

Perception Analyzers 

aid development of ad 

campaign for prenatal 

care programs 
Editors note: Steve Appel is pres­

ident of Appel Research, LLC, 
Niskayuna, N.Y. He can be reached at 
518-372-3200 or at 
sappel@nycap.rr.com. Barbara Bird, 
RNC of Bird Consulting Group, a 
Clifton Park, N.J., health care Con­
sultancy, can be reached at 518-383-
2351 or at bcbird6537@cs.com. The 
project described in this article was 
done in conjunction with Lisa Grace 
of Conceptual Images for the Bureau 
of Ambulatory Care Services, AIDS 
Institute, New York State Department 
ofHealth (Roberta Glaros, director), 
and largely funded by the Centers for 
Disease Control and Prevention. 
Appel and the other moderators 
involved, including Francesca 
Moscatelli and Nancy Banks, are 
Qualitative Research Consultants 
Association members. 

tatistics show that infant 
mortality rates in parts of 
New York State rank near 
those of many third-world 
countries. Since there is a 

clear link between proper prenatal 
medical care and positive pregnancy 
outcomes, the obvious solution is to 
convince more women to get prena­
tal care. 

That's exactly what the AIDS 
Institute, a division of the New York 
State Department of Health, had in 
mind when it hired a team of consul­
tants - a health care expert, a mar­
keting researcher and a media pro­
ducer - to develop a multimedia 
campaign to address this mission. 

The task was to get the hardest-to­
reach pregnant women to seek early 
prenatal care. To succeed, we would 
have to convince these women -
often drug addicts, convicted felons, 
illegal aliens, refugees - to tell us 
what it would take to win them over. 

The method would be marketing 
research, using focus groups and 
Perception Analyzers. A key use of 
those little black boxes with antennae 
was trade-off analysis (the ability to 
measure messages and images in 
comparison to each other) - in addi­
tion to the more common second-by­
second graphing of radio and TV 
spots. The major benefit of the 
Perception Analyzer system is that 
you get not only the yes or no opin­
ions but also a measure of their inten­
sity. 

Unique aspects 
There were two unique aspects to 

this project for the Department: 

• The possible messages and 
images were developed and produced 
and then, through this technology, 
were tested on separate targeted audi­
ences before the roll-out. 

• A less direct approach of outreach 
via the media was chosen, in contrast 
to the common practice in social mar­
keting, which holds that effective 
convincing is done face-to-face. 

The Department of Health has 
made great strides using the paradigm 
of individual outreach through com­
munity-based organizations (CBOs). 
The results have been positive, with 
several neighborhoods showing 
marked improvements. In areas such 
as central Harlem, the infant mortal­
ity rate is now just about equal to the 
average for the entire United States. 

Yet there remains a hardcore pop­
ulation of women who neither seek 
nor receive prenatal care and who are 
therefore more likely to have high­
risk pregnancies. They have proven to 
be hard to persuade on an individual 
basis - assuming you can locate 
them. It was time for a new approach 
- using a multimedia campaign to 
change behaviors. 

These hardest-to-reach are rela­
tively few, but costly in every sense of 
the word. They are costly in terms of 
human suffering and they are costly 
to taxpayers, who pay, through 
Medicaid, hundreds of thousands of 
dollars in medical care in an attempt 
to get low-birthweight babies through 
their early weeks and months. 

Target areas 
The target areas were drawn from 

ZIP codes in New York City that con­
tain high rates of late or no prenatal 
care among women giving birth, and 
of women giving birth who were 
HIV-positive. For our focus groups, 
we recruited African-American 
women from east Harlem, Spanish­
speaking women from the west 
Bronx, African-American teens from 
the Bedford-Stuyvesant section of 

continued on p. 78 
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Editors note: Tom Greenbaum is 
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Conn ., research firm. He can be 
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arketing research personnel in 
the current business environ­
ment have more research 

options available to them than ever 
before. Whether the decision is to use 
quantitative or qualitative method­
ologies, there are constantly new 
approaches being introduced that seek 
to generate market share by claiming 
to provide unique benefits not offered 
by any existing technique. 

Within the qualitative research 
community this is particularly true, 
as there is so much emphasis on being 
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able to explain the dynamics of con­
sumer behavior, rather than just 
reporting after the fact what has hap­
pened, as is the normal situation with 
quantitative research. Further, differ­
ent qualitative research approaches 
seem to go through popularity cycles, 
rising and falling based on the amount 
of publicity the methodology seems to 
get and the support it receives from 
various influential companies in the 
marketing community. We have seen 
individual in-depth interviews rise 
and fall in popularity, motivational 
research rise, fall and then rise again, 
and recently there has been a resur­
gence of ethnography as an important 
tool in the qualitative research arsenal. 

One technique that seems to have 

maintained a relatively constant and 
perhaps growing status over the past 
10-15 years has been the focus group. 
This methodology has evolved great­
ly from its beginnings during WWII 
when citizens were exposed to propa­
ganda advertising in small groups, and 
even during the 1960s and ' 70s when 
groups were held in the living rooms 
of suburban America. However, the 
success of the traditional focus group 
has led to it being copied, thus giving 
birth to the telephone focus group, the 
Internet focus group and even the 
videoconferenced focus group. 

All of these qualitative tools are 
constantly marketed against the tradi­
tional focus group, which most mar­
keting professionals consider to be 
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the gold standard in the qualitative 
research field. While some of the 
available techniques may have advan­
tages versus the traditional focus 
group, it is the intent of this article to 
outline the key factors that make tra­
ditional focus groups the effective tool 
that it has been for years, and impor­
tantly, why it is a superior methodol­
ogy to all other qualitative methods 
for virtually every research need. 

Definitions 
A traditional focus group consists of 

a 90-120-minute discussion among 
eight to 10 individuals who have been 
selected based upon having predeter­
mined common characteristics (i.e. , 
buying behavior, age, income, family 
composition, etc.), which is led by a 
trained moderator who conducts the 
session in a room with a one-way mir­
ror using an interview guide that has 
been developed jointly by the client 
organization and the moderator. 

A mini-group is essentially the 
same as a traditional focus group 
except it generally will consist of four 
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to six participants and often will be 
somewhat shorter than 90 minutes in 
length. 

An Internet focus group is con­
ducted entirely on the Internet, with 
participants recruited online and 
brought together to participate under 
the direction of a moderator at the 
same time. All communication in the 
Internet focus group is implemented 
by the individuals typing responses 
to the moderator or the other partici­
pants . The number of people partici­
pating in these groups ranges from 
five to 15. Participants can be in any 
location to participate. 

Telephone focus groups consist of a 
simultaneous conference call among 
five to 10 people that is monitored by 
a moderator who is charged with 
directing the discussion among the 
participants. Participants can be in 
any location to participate in tele­
phone focus groups. 

Individual in-depth interviews 
(IDis) are generally interviews lasting 
30-60 minutes conducted by a mod­
erator in a focus group facility with 

only one participant. Often there is a 
one-way mirror and observers watch­
ing the session. Occasionally IDis are 
conducted at a client's office or a neu­
tral location that might be more con­
venient for both parties. 

Ethnography is the art and science 
of observing consumer behavior and 
drawing conclusions based on the 
findings from these observations. This 
is typically conducted by a trained 
anthropologist or sociologist who 
attempts learn about human behavior 
based on the actions of a limited num­
ber of people who are observed in a 
real-world environment. 

Why traditional focus groups work 
There are several very specific rea­

sons why the focus group methodol­
ogy is such an effective research tech­
nique. Most of them also serve to dif­
ferentiate focus groups from the other 
qualitative methodologies and identi­
fy the strengths that this technique 
offers versus the alternative approach­
es. Specifically, this includes the fol­
lowing: 

• The authority role of the modera­
tor - An essential element of the 
focus group methodology is the 
authority role that the moderator has 
by virtue of the face-to-face involve­
ment in guiding the discussion . A 
qualified moderator can ensure that 
each of the people in the group par­
ticipates and interacts with the oth­
ers, without any one individual dom­
inating the discussion. Further, an 
experienced moderator can keep the 
group discussion on track so that all 
the desired material is covered. This 
face-to-face involvement with the 
group participants does not exist with 
Internet or telephone focus groups , 
which is a major limitation of both 
techniques. 

• The ability of group participants 
to interact with each other - A key 
benefit of traditional focus groups is 
the group dynamics that occur when 
the moderator stimulates discussion 
among the participants. This can often 
generate new thinking about a topic, 
resulting in a much more in-depth dis­
cussion. It enables the people in the 
group to share their views whether 
agreeing or disagreeing, thus allowing 
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all the key issues to surface. 
This type of group dynamic cannot 

develop when participants do not have 
eyeball-to-eyeball contact, and there­
fore it does not exist in either tele­
phone or Internet focus groups. 
Further, it is not a potential output of 
IDis due to their one-to-one nature. 

• The dynamic nature of the method­
ology - If one is conducting focus 
groups or IDis to evaluate reactions to 
a new product concept, it is standard 
practice to modify the concept state­
ment as the research progresses based 
on the learning from the research, as 
the objective is to complete the 
research with the best possible state­
ment. This cannot be accomplished 
with quantitative research, as these 
studies are normally executed using 
fixed questionnaires that are fielded at 
one time and are not changed during 
the implementation process. 

• Involvement of the client person­
nel in the research process - A major 
strength of traditional focus group 
research is the fact that client person­
nel watch the sessions from behind a 
one-way mirror. Seeing the research 
happen makes the findings more 
believable. Further, the client can pro­
vide inputs to the moderator during 
the groups which may change the 
direction of the questioning and 
improve the quality of the output. 

Clients don't have this level of 
involvement in either Internet or tele­
phone focus groups due to the lack of 
any central place to watch the par­
ticipants. While it is possible to 
observe most one-on-one interviews 
(i.e., those conducted in facilities 
with one-way mirrors), it is often 
very difficult for management to 
allocate sufficient time to watch 
enough IDis to be meaningful due to 
the vast amount of time required to 
gain some critical observation mass 
in an IDI project, particularly when 
it is possible to observe 20 people in 
four hours of focus group sessions. 

• Using non-verbal behavior as a 
research input - An experienced 
moderator will utilize non-verbal 
inputs as an important part of the 
information that is collected during a 
traditional focus group session. 
These signals help the moderator 
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determine how to use the respondents 
to maximize the effectiveness of the 
discussion, but they also provide 
another dimension as to the group's 
general receptivity toward the topic 
being discussed. It is impossible to 
use any non-verbal inputs with either 
telephone or Internet focus group 
research. 

• The level of participant involve­
ment in the research - One of the 
benefits of traditional focus groups is 
that the moderator can be assured 
that each of the participants is giving 
virtually 100 percent attention to the 
subject matter throughout the 90-
120-minute session. With telephone 
or Internet focus groups, there is no 
way to tell how involved the partic­
ipants really are, as they could easi­
ly be doing other things (i.e., work­
ing on the computer, watching tele­
vision, writing, etc.) while "partici­
pating" in the session - which 
would probably manifest itself in 
lower-quality input during the dis­
cussion. 

• The greater security associated 
with traditional focus group research 
- Traditional focus groups allow for 
screening each of the participants 
with photo IDs so you know exactly 
who is included in the session. With 
both telephone and Internet focus 
groups this is impossible to do. 
Further, there is no way to know if 
there are other people (i.e. , your 
competition) observing the research 
while the individual in the telephone 
or Internet study is participating. 

The criticisms of traditional focus 
groups 

The following represent the most 
frequently mentioned criticisms of 
the traditional focus group technique, 
which are normally promoted by 
individuals seeking to use other qual­
itative methodologies or quantitative 
research. While focus groups are not 
the optimal technique for all research 
situations, the discussion which fol­
lows will address the principal con­
cerns that are raised relative to this 
methodology. 

• Focus groups tend to become 
influenced by one or two dominant 
people in the session, thus making 

the output very biased - This defi­
nitely is a major potential limitation 
of the focus group technique if the 
session is led by an inexperienced 
and/or poorly-trained moderator. 
However, a well-trained moderator 
knows how to handle different types 
of personalities so they don't influ­
ence the rest of the participants. 

• Focus groups are not as effective 
as !Dis in dealing with sensitive top­
ics - There are many researchers 
who shy away from using groups 
when addressing very difficult or 
sensitive topics for fear that partici­
pants will not share their real feelings 
with the group. However, there also 
is an equally large group of 
researchers who have found that 
when handled properly, there is a 
feeling of safety in numbers, and that 
people are often more willing to 
share personal details when they rec­
ognize that the others in the room are 
in the same situation and that the goal 
of the group is to find a viable solu­
tion. 

• Focus group output is not pro­
jectable - This is the most common 
criticism of the group methodology 
among proponents of quantitative 
research , who seek to implement 
approaches that yield statistically 
valid data. While it is a truism that 
focus group findings cannot be pro­
jectable in the same way as quanti­
tative study findings can be, quali­
tative researchers do find that if they 
identify a great deal of consistency 
in the results from a series of focus 
groups, it is very likely that the out­
put from these sessions probably is 
representative of the larger universe. 
This is often proven by conducting 
additional groups , which further 
confirm the findings from the earli­
er sessions, without providing any 
new learning. 

• Focus groups are a very artificial 
environment which can influence the 
responses that are generated- This 
is frequently the argument that ethno­
graphers will use when recommend­
ing their methodology versus focus 
groups. In many situations, there may 
be a valid reason to use an ethno­
graphic technique rather than focus 
groups, but it should not be because 
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one is an artificial environment and 
the other is not. While a key building 
block of the ethnographic method­
ology is observation in a real-world 
environment, it is important to rec­
ognize that a major weakness of this 
approach is that people who are 
being observed often will act differ­
ently than when they are not. This is 
because formal observation of us in 
our daily life (including photos, 
videos, note taking, etc.) is not a nat­
ural occurrence, and creates an arti­

that are available, and the budget 
constraints. 

New methods are being introduced 
all the time, each of which seeks to 
generate a share of market based on 
a unique capability or insight which 
it claims to provide. It is very tempt­
ing for the researcher to try the new 
techniques in the hope that they will 
provide a breakthrough that has not 
been available in qualitative research 
before. 

However, we feel there is a rea-

son why the traditional focus group 
has continued to be the gold stan­
dard against which all other quali­
tative methodologies are measured. 
It represents a proven and tested 
technique, which, when imple­
mented by a trained and experi­
enced moderator, has extremely 
broad application across a range of 
research issues. It has stood the test 
of time because it works and it 
makes both economic and business 
sense. r~ 

ficial situation ~r the su~ect that ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
affects the way he or she will 
behave. 

• Traditional focus groups are nor­
mally held in only a f ew different 
cities, and therefore could not reflect 
the inputs of the larger universe -
This is an argument used by propo­
nents of Internet or telephone focus 
group methodologies, both of which 
can be organized to be much more 
representative of the total universe 
than a traditional focus group pro­
ject. It is a valid criticism of the tra­
ditional focus group assignment; 
however, most marketing people are 
not troubled by this issue. If they feel 
it is important to represent smaller 
markets in a study, groups can be 
conducted in these areas. Further, if 
it is essential to have a more hetero­
geneous population group than one 
traditionally gets with normal focus 
groups, it is possible to conduct ses­
sions at conventions, vacation loca­
tions or other areas which draw peo­
ple from many different parts of the 
country, thus providing the degree of 
representation required. 

Ar t and science 
Marketing research is as much an 

art as it is a science , particularly 
when dealing with the qualitative 
methodologies . In most cases, there 
is no absolute right or wrong way to 
conduct a qualitative research study. 
Often, the selection of methodology 
requires the researcher to be familiar 
with all the options available, and 
then to choose the approach that best 
fits the needs of the assignment in 
light of the objectives which have 
been established, the strengths and 
limitations of the various techniques 
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lthough it may seem like the old 
saying "hindsight is 20/20" applies 
mainly to the stock market these 

days, I have found that it also can apply 
to marketing research. I worked on the 
client side of marketing research for 
several years before becoming a 
research consultant. Although being an 
expert on qualitative research was part 
of my job description, now that I work 
as a moderator and research consultant, 
I realize that there were many things 
that I didn't fully understand about the 
intricacies of qualitative research when 
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I was a client researcher. 
So, based on my experience on both 

the client and supplier sides of the table, 
I have a few suggestions and tips for 
clients throughout all stages of a quali­
tative project. 

Familiarize yourself with a range of 
moderating styles 

Not to stereotype, but in my experi­
ence, I have found there to be two broad 
styles of moderating. On one end of the 
spectrum are "Type A" moderators who 
are active in their moderating style, keep 
the pace going during the groups, ask a 
lot of probing questions, and actively 
get respondents back on track when 
they go off on tangents. On the other end 
of the spectrum are those who are more 

ndUJcting 
research 

By ary Gadbois 

laid-back in their style, are very patient 
and comfortable with silence, take time 
to phrase their questions precisely, and 
are willing to give respondents a longer 
leash than other moderators. Although 
most moderators fall somewhere 
between these two extremes, their style 
tends to veer in one direction or the 
other. 

The key thing is that you can get 
excellent results with both styles of 
moderating. It just depends on what 
style you personally are comfortable 
with and that fits with the needs of your 
internal client. Certain clients aren't 
patient and trusting enough to work 
optimally with a more relaxed modera­
tor, while others have concerns that 
Type A moderators may be "leading" in 
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their interviewing technique. Given 
these different needs, I recommend that 
client researchers gain experience and 
learn to feel comfortable with both 
styles of moderating so that they can 
choose the best moderator for a given 
project. 

When choosing a moderator, reputa­
tion isn't everything 

When looking for new moderators to 
add to your pool, word-of-mouth or a 
personal referral is always a good way 
to screen potential names. However, it 
is important not to base your entire deci­
sion on a consultant's reputation alone, 
as there are other factors that are equal­
ly important in finding the right con­
sultant for a project. These factors 
include providing good customer ser­
vice, giving your project the time and 
attention it deserves, and providing an 
excellent report/presentation when one 
is needed. And it isn't always the con­
sultant with the most experience or the 
most well-known name that provides 
these outcomes. 

I learned this lesson the hard way. 
When I was a client, I hired a very 
renowned moderator for a project and 
witnessed the most poorly moderated 
groups of my research career. It was 
obvious that she was ill-prepared, that 
someone else at her company had pre­
pared the screener and discussion guide, 
and that she had not internalized any 
information about the background of 
the project or key issues. Needless to 
say, I spread the word and no one at my 
company ever used her again! 

Strong analytical skills are critical for 
a good moderator 

At my old company, we almost 
always wrote our own qualitative 
reports, so I never made the decision of 
whether to use a moderator based on 
their analytical skills. However, I now 
realize that having strong analytical 
skills and being a good moderator go 
hand in hand. During a group, a good 
moderator is continually asking them­
selves whether they understand what 
the respondent is saying, how it ties 
back to what was said earlier, and 
whether they understand enough about 
the topic to move on, or if they should 
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probe further. A moderator who is able 
to constantly analyze and synthesize the 
information that is being provided by 
respondents will have a better grasp on 
the issues in which to delve deeper, and 
will know when its best to go off the 
guide and ask unplanned yet relevant 
questions. 

Get input from the moderator on 
methodology 

As a client researcher, it's easy to 
think that since you are more familiar 
with the industry and issue at hand, you 
know exactly what type of research is 
required. In my old job, I would often 
contact my favorite moderator and, 
rather than explaining the issue and 
desired outcome of the research, I 
would tell her we needed to do x num­
ber of groups among this target sample 
in these locations. Since she was the 
consummate professional, we typically 
generated the information we needed 
from the groups. However, I now know 
that by approaching it the way I did, I 
missed taking advantage of her wealth 
of knowledge. Clients often get used to 
doing research their "corporate way" 
and could sometimes benefit from a 
fresh approach or a different perspec­
tive. 

Make sure the moderator is fully briefed 
well in advance 

As a client, I unknowingly made life 
very difficult for the moderators I 
worked with, as I assumed that I could 
just send them my internal research 
request and not talk to them again until 
we met an hour before the groups. 
Although the groups usually turned out 
fine because we worked with excellent 
moderators, I realize now that the results 
could have been even better if I had 
spent more time in the days or weeks 
before the groups providing the moder­
ator with more detail on the reasons for 
the research, other research related to 
the issue, client hot buttons, etc. 

Also, although stimulus for the 
groups is often not completed until 
hours (or even minutes) before the 
groups, I think it's extremely helpful to 
provide the moderator with at least a 
rough idea of what the stimulus is going 
to look like well in advance, as this will 

help them in optimizing their discus­
sion questions and exercises. 

Don't underestimate the importance of 
a good screener 

I think many clients fail to realize just 
how critical a good screener is to the 
success of a qualitative project. No mat­
ter how good the discussion guide is 
and how great the moderating goes, if 
you're getting information from the 
wrong group of people then it's all in 
vain. A good moderator will take the 
time to ensure that the screening ques­
tions recruit the intended sample but 
may not always utilize the same 
approach or same questions that you, as 
the client researcher, had in mind. You 
should always review and approve a 
screener that the moderator has pre­
pared prior to the groups, and talk 
through any questions you may have 
with the moderator so that both of you 
are on board with the respondent profile. 

Don't data dump the discussion guide 
These days, marketers are under pres­

sure to do more for less, and this mind­
set has impacted how many clients 
approach research. Many clients try to 
cram as many issues as possible into 
one research project and seem surprised 
when you tell them that a 20-page dis­
cussion guide won't work for a two­
hour group! It is extremely important 
that clients sit back and think through 
exactly what they want to accomplish 
with a given qualitative project, and pri­
oritize those areas that are need-to-know 
vs. nice-to-know. In qua litative 
research, we are really looking for depth 
of information, and if we try to cover too 
much, we'll end up skimming the sur­
face on a variety of topics, without fully 
understanding the whys behind the 
whats. 

I recently had a very positive experi­
ence with a client in regard to this issue. 
After I had prepared the discussion 
guide based on his issues, I mentioned 
that I would do my best to cover every­
thing but timing would be tight. He sat 
right down and prioritized issues and cut 
out one whole section of the discussion 
guide. The resulting groups were 
extremely fruitful, as we were able to 
delve deeply into the issues and were 
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even able to add insight into the area that 
we didn't cover through our under­
standing of respondents' underlying 
motivations. 

Communicate with the moderator/con­
sultant on report format 

Although many clients don't require 
research reports after every qualitative 
project, it is still nice to know that when 
you do need a report, the 
moderator/consultant you use will pro­
vide a report that fits your needs. 

was appalled at the poor writing style 
and low level of insights that the report 
included. Although I didn't say any­
thing to her, my guess is that a junior 
staff person actually wrote the report 
without much supervision from the 
moderator. 

Given their workloads, client 
researchers need as much help and sup­
port as they can get 

In these days of corporate restructur­
ings and cost cutting, client-side market 

research professionals are responsible 
for a wide variety of research areas 
including primary and secondary, qual­
itative and quantitative, brand and cat­
egory information, etc. Given this wide­
ranging responsibi lity, it is difficult for 
client researchers, particularly entry­
level professionals, to be experts in all 
of these areas. My goal with this article 
was to shed some light on issues under­
lying qualitative research to help ease 
the burden for client researchers at least 
in this one area. r~ 

Howeve~~isup~ilieclie~~com- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

municate with the consultant to let them 
know exactly the type of report they 
desire. Every client favors a particular 
style of report (Word vs. Power Point, 
narrative vs. bullet-pointed, etc.), and a 
moderator can't read your mind to know 
exactly what you want. It is also help­
ful to talk about the type of report you 
want early on in the process, as you 
might be able to gain some savings if 
your favored report style is more top­
line, less verbatim-heavy. 

Make sure you are comfortable with the 
moderator s involvement in the report 
process 

A growing practice is having note 
takers or analysts in the back room tak­
ing notes and recording insights during 
the focus groups. Although this practice 
is invaluable to busy moderators, my 
concern it that this wonderful develop­
ment can get exploited if moderators 
allow the note takers or analysts to write 
the report without the moderator being 
involved in the process. Clients typi­
cally pay top dollar for qualitative pro­
jects from experienced moderators/con­
sultants and should expect that this pay­
ment will include the moderator's 
expertise on the final report or presen­
tation. As a client, I would just ask the 
moderator/consultant what their process 
is for writing reports and make sure that 
you are comfortable with their protocol. 

This issue was highlighted for me 
recently when I had a discussion with a 
prospective client who had used a very 
well-known moderator for a recent pro­
ject. This client was delighted with how 
things went during the groups but was 
very disappointed with the final report. 
Given this consultant's reputation, she 
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Editors note: Pierre Belisle is pres­
ident of Belisle Marketing Limited, a 
Cantley, Quebec research firm . He can 
be reached at 819-827-0786 or at 
info@pbelisle.com. He collaborated 
with NFO CFgroup on this combined 
qualitative/quantitative project. 

K!vin Roberts, CEO of Saatchi & 
Saatchi , issued a challenge to 
esearchers at the September 

2002 ESOMAR Conference in 
Barcelona. Taking aim at traditional 
in-facility focus groups, he said, "If 
you want to understand how a lion 
hunts don't go to the zoo. Go to the jun­
gle." 

A recent case study demonstrated to 
us that the trophies from such "safaris" 
can be brought back more easily and 
less expensively than ever before 
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thanks to current video technology. 
Researchers may not wish or need to 

spend all of their time in the wild. But 
video safaris may prove to be an excit­
ing occasional outing. 

Case study: Canada Post 
Our client, Canada Post, Canada's 

national postal system, sought feed­
back from consumers on a redesign of 
its retail post offices. The client sought 
to explore the strengths and any weak­
nesses of the redesign as expressed in 
a prototype transformation of a flag­
ship store. It seemed clear that only an 
expedition to this location could 
answer the client's information needs. 
The qualitative portion of the design 
therefore included on-location, task­
based interviews during working 
hours, on-location mini-groups after 

hours, and traditional in-facility focus 
groups with a field trip to the outlet. 

We felt that a traditional written 
report would be an inadequate display 
for the trophies we were sure our hunt 
would yield (the client had no need for 
real-time observation, which could 
have been provided, however, by a 
streaming video feed through the 
Internet). We therefore proposed that 
the on-location interviews and mini­
groups be videotaped and that a video 
report be produced. 

The results were powerful , and we 
are happy to report that the client has 
decided to roll out the new design to 
more outlets, along with many modi­
fications suggested in the video. 
Indeed, the video was so successful in 
conveying the feelings of customers 
in a compelling fashion that it will like-
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ly be in demand for internal screen­
ings (and when was the last time you 
received an enthusiastic round of 
applause for presenting research 
results?!). 

Outfitting for a video safari 
Here are some tips for researchers 

considering outfitting themselves for 
a similar campaign. 

• Should I consider becoming the 
video director/producer? 

Why not? In their December 1997 
Quirk's article, "Focus group videos: 
a survival guide," Andrew Wright and 
L. K. Fitkin argued that researchers 
should "Get involved in the videotape 
recording." (Visit www.quirks.com 
and enter QuickLink number 279 to 
view the full article.) We would go 
further. We believe that researchers 
can become directors of their safari 
reports; the skills are similar to those 
required to bring a successful qualita­
tive project to fruition. Alternatively, 
you can contract with a production 
house to direct and produce your video 

safari. 
As director or researcher, you must 

obtain a signed release from partici­
pants. This document will determine 
the circumstances and considerations 
governing eventual screenings. 

• Can I do the videotaping myself? 
Best not. Consider using a profes­

sional videographer. While you pre­
pare and conduct the interviews or 
groups, the videographer rents and 
manages equipment (lights, camera, 
tripods), shoots the interviews, shoots 
the B-roll (the cutaways shots of prod­
ucts, services and scenes that illustrate 
what the respondents are talking 
about), and generally helps you rec­
ognize and avoid the traps and snares 
of on-location shoots, such as dealing 
with distracting backgrounds and 
noises. 

Your first task as director is to hire 
an experienced videographer equipped 
for and experienced in location shoot­
ing. Get references and check them 
out. 

• Can we use a consumer videocam? 

Focus Groups + Mall Intercepts + Recruiting + Field Services 

The need 
for speed 
Web based interviews are faster, less expensive and for 

research, the direction mall intercepts are moving. 
We now offer high speed DSL access in our mall 

offices precisely because we too feel the need for speed. 
Call us with your next data collection assignment 

' Consumer Opinion Services " -------We answer to you 
12825 1st Avenue South Seattle, WA 98168 www.cosvc.com 206-241-6050 

Seattle + Spokane + Boise + Portland + Salt Lake City + Chicago 

Perhaps. Although digital consumer 
videocams have become incredibly 
sophisticated, many have too many 
automated features to allow the video­
grapher the control necessary to 
achieve a professional look. For 
instance, the videographer may need 
to manually monitor sound levels, or 
correct the color balance. These fea­
tures can generally only be adjusted in 
a professional videocam. 

• What format should this be taped 
in? 

Record in one of the digital video 
formats, whether mini-DV, DV, or 
Digital8. Videos in these formats can 
be easily downloaded to a computer 
for nonlinear editing, without loss of 
quality (and at qualities that exceed 
those of the analog formats). The ana­
log formats themselves - VHS, 
SVHS, Beta, and Hi8 - either require 
conversion to a digital format or edit­
ing in an analog suite. They are, in my 
humble opinion, virtually extinct and 
should be avoided. 

• Mac or Windows? 
Either. We used Windows XP to edit 

this video, but Mac users will know 
that Macs continue to be forerunners 
in multimedia. Indeed, one industry­
standard editing program, Final Cut 
Pro, is currently only available for the 
Mac platform. 

• Do we need a sound person? 
Depends. Individual interviews are 

usually miked with small wireless 
microphones connected to the video­
grapher's camera. If you are conduct­
ing groups, however, consider hiring a 
soundperson (your videographer prob­
ably knows a few) who will likely use 
an off-camera boom microphone to 
capture quality audio. 

• Can I edit on my home computer? 
Absolutely, if you have the interest 

and the equipment. (The book to get is 
The Little Digital Video Book by 
Michael Rubin; his Web site is 
www.nonlinear4.com.) Digital video, 
off-the-shelf editing software, and 
computers - desktops and laptops ­
have become incredibly powerful and 
affordable. 

Alternatively, you can hire an editor 
(your videographer undoubtedly 
knows one or two nonlinear editors). 
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• How much does all this cost? 
Surprisingly little, and probably 

less than the travel and time costs of 
the usual array of observers. 

In this study, all video expenses 
(including travel, but excluding edit­
ing, which was done in-house) cost 
less than $3,000 for three days of 
shooting. 

• Are participants cowed by the 
camera? 

No. We asked participants their 
reactions to the filming process and 
they felt neither intimidated nor 
swayed by the camera 's presence. 
Researchers still concerned by the 
camera's intrusion might consider 
conducting off-camera pre-inter­
views, and then asking participants to 
repeat their answers with the tape 
rolling. 

• What will you do differently next 
time? 

More pre-production work, includ­
ing location scouting, to become alert­
ed to and resolve issues with ambient 
sound and lighting; the possible use of 
an on-camera lamp to lighten shad­
ows; and, the possible use of a sound 
engineer to record group discussions. 

• What is the benefit of video 
safaris? 

In their article, Wright and Fitkin 
rightly note that video " ... gives your 
report more impact by letting the audi­
ence experience the emotions of the 
respondents. Video captures inflec­
tion, body language, facial expres­
sions and tonal variations - details 
that are lost on paper." 

When it is not practical or sufficient 
to have real-time observers, modern 
video captures both the respondent's 
emotions and the relevant environ­
ment for all eventual audiences. 

• Will you be doing more video 
safaris? 

Definitely. A colleague and techno­
logical guru, Betsy Leichliter, pre­
dicts that in a few years, qualitative 
researchers will be expected to have a 
working knowledge of video and 
video editing technology. I think she 
is right - the jungle is waiting. Or, in 
the words of another great hunter, 
"Come, Watson, come! The game is 
afoot!" r~ 
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Editors note: Larry A. Zaback is 
founder and chief research strategist 
of Consumer Dynamics and 
Behavioral Analysis, LLC, a new 
product consulting firm based in 
Newton, N.J. He can be reached at 
973-383-7028 or at lzaback@cdand­
ba.com. 

So much has been written con­
cerning the "actionable limita­
tions" of focus groups that it's 

not surpnsmg to hear some 
researchers groaning for forthright 
guidance when exploring new prod­
ucts and concepts. This article 
addresses how a "fresh" look at new 
product exploration (NPE) opens the 
door to a host of alternative research 
methodologies. Also included is an 
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example of how continuous improve­
ment in the workplace can be 
addressed using similar non-tradi­
tional qualitative research tools. 

Generally speaking, marketing 
researchers focus on the following 
paradigm to study new business 
propositions: 

NPE = Target Group * (who) x New Concept 
(what) _. Projected Success 
*Prospective end-users, business partners, retailers or 
suppliers 

In order to quickly (and inexpen­
sively) generate NPE data, it is not 
uncommon for many researchers to 
use focus groups ... notwithstanding 
the dangers associated with projecting 
such findings. But the parameters 
described above only allow individu-

als to respond in a conceptual con­
text; there are no real-world parame­
ters in the research design. 

To more effectively predict NPE 
success, let us consider an alternative 
research paradigm: 

NPE = [Target User Group (who) x New Concept 
(what)) + [Observable Behavior (how) x Natural 
Environment (where)) _. Projected Success 

The parameters noted in this con­
text include a behavioral component, 
which significantly enhances the pro­
jectable quality of research results . 
Researchers can capably study the 
interactive process of human behavior 
using a variety of qualitative tech­
niques ; the foundation of which is 
observational. Research findings are 
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based on what individuals do, rather 
than relying solely on what they say. 
Furthermore, this approach eliminates 
a potential bias in focus groups: pre­
supposing the outcome to please the 
moderator. 

Additionally, the behavioral com­
ponent noted encompasses an envi­
ronmental factor. This allows the 
researcher to integrate the study of 
lifestyle patterns, and its relation to 
observed usage behavior. 

These dynamics provide added 
value. The data collection experience 
assumes the same "posture" as when 

Focus Grouos 

• A "sterile" envi ronment (roundtable 
seating positions, one-way mirror, 
lim ited furnish ings) 

• Group members are "strangers" 

• Ind ividual viewpoints are expressed; 
condemnation of group members not 
allowed 

U.S. Hispanic Research 

Explore. Interpret. Empower. 
Encuesta, Inc. 

4990 SW 72 Avenue, Suite 110 
Miami, FL 33155-5524 

(305) 661-1492 (800) 500-1492 
www.encuesta.com info@encuesta.com 

~encuesta 
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consumers will confront the product 
after its release to the market. As a 
result, the internal validity of the 
research is markedly heightened, 
which concomitantly strengthens the 
decision-making process. This affords 
a demonstrable advantage over 
research applications that exclude 
behavioral analysis in their design. 

Consumer immersion (see chart) is 
one such alternative technique that 
uproots the "rules" of the focus group 
experience. 

At first glance, some researchers 
would hesitate to enter a household 

Consumer Immersion 

• A "natural" environment (living 
room sofa, kitchen/dining room table; 
personal furnishings) 

• Group members are family/friends 

• An open forum; discussion points 
are unexpurgated 

environment, for fear that what they 
learn would be "isolated data." On 
the contrary, when facilitated appro­
priately, the candid expressions 
uncover key insights that account for 
family member roles and responsi­
bilities. Participants challenge one 
another in a time/space context, lim­
iting remarks that otherwise would 

be inaccurately recollected. 
Furthermore, inspection of cup­
boards, closets, the refrigerator and 
the garage can help confirm specific 
product usage issues. Observing meal 
preparation (or other relevant family 
activity) allows the inter-activity to 
be compared group-to-group. The 
inclusion of follow-up family shop­
ping visits can further enhance the 
quality of data collection. 

Consumption analysis is a simply 
executed tool used to confirm which 
of two (or more) propositions is more 
promising. Consider removing all the 
toothpaste products in several house­
ho lds and replacing them with two 
(pre-weighed) proposed toothpaste 
versions. Each participating family 
is briefed on the merits (read: bene­
fits) of the products, but only infor­
mation that would be indicated on the 
tube or package. After (about) two 
weeks of usage the tubes are weighed 
for comparative consumption rates. 
Two new tubes containing the same 
formulations could be re-tested for 
reliability. Alternatively, the more 
consumed version of the first pair can 
be re-issued with a new (third) ver­
sion. Given permission by the partic­
ipating families, video ethnography 
can provide additional key learnings 
(duration of brushing sessions; 
amount of toothpaste applied during 
each use; brushing behavior, includ­
ing facial expressions). 

The photo journal is a fun tactic to 
get children involved in behavioral 
research activities, particularly when 
attempting to establish a "day in the 
life" scenario. For example, a 
researcher can learn how tweens 
spend a typical school day from the 
moment they wake up until bedtime. 
A disposable flash camera is issued 
to each child along with a detailed 
list of what (and when) photos are to 
be taken. Family, friends and pets are 
usually involved, as well as specific 
details of the chi ld ' s bedroom, 
snacks / meals consumed, money 
spent/ items purchased and hob ­
bies/sporting activities engaged in. 
Each photo tells a story about 
how/with whom the child spent the 
day. Follow-up one-on-ones with 
some of the children help to fill in 
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any blanks, so that the day is com­
plete. This is a terrific method for 
initiating NPE with children. 
Although a similar approach can 
work with adults, they are often 
required to complete a diary of daily 
activities in addition to the photos, or 
video when requested. 

Ethnography, unlike the photo jour­
nal, requires the researcher to observe 
a day in an individual's life person­
ally, in a real-world environment. 
Weekends are usually best, especial­

to market or improving how we do 
business with our customers, the 
basis for achieving success at both 
is strongly related to the quality of 
the data used in the decision-mak­
ing process. Marketing research is 
often guided in this regard by what 
works fast. At risk is missing "win­
ning" opportunities, or worse, pur­
suing at great expense (both time 
and money) propositions that are 
neither consumer-driven nor 
known to meaningfully meet users' 

needs relative to their current 
lifestyle pattern and usage behav­
ior. 

This article showed that the inclu­
sion of a behavioral component in 
the NPE paradigm successfully 
delivers new ideas with greater over­
all efficiency than traditional 
research methods. It may mean 
investing more time up front, but 
marketing researchers will be con­
sistently taking two steps forward 
without taking one step back. r~ 

ly for adults who are not self- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

employed (security issues often pre­
vent observing activity in the work­
place). Some of the benefits of this 
approach: 

• isolates specific behavior that 
may be excluded in photos/daily 
diary; 

• allows for the identification of 
unarticulated needs/unmet needs; 

• confirms usage behavior in the 
context of one's lifestyle pattern; 

• substantiates decision-making 
behavior among choice variables ; 

• corroborates/contradicts behav­
ioral recall. 

In this context, the door to exploring 
new products is wide open. The assim­
ilation of lifestyle pattern and usage 
behavior enables the observational 
researcher to expose winning oppor­
tunities that meaningfully address con­
sumers' unmet needs. 

In some cases, an employer requests 
a researcher to conduct an ethno­
graphic study specifically in the work­
place. This version of ethnography has 
been coined "voice of the customer." 
The focus is the integration of behav­
iors observed and dialogue heard in 
the office, either between workers or 
between worker and customer. In this 
circumstance, the identification of a 
new product opportunity is not rele­
vant. The intention is to uncover key 
insights that will provoke changing 
specific ongoing behaviors that as a 
consequence, will improve the inter­
activity being observed. "Continuous 
improvement in the workplace" is thus 
driven by confirmable, behaviorally­
analyzed data. 

Quality of the data 
Whether bringing new products 
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Editors note: Mindy Predovic is 
senior research associate at Doyle 
Research Associates, Inc., Chicago. 
She can be reached at 312-863-7611 or 
mpredovic@doyleresearch. com. 

Recognize any of these abbrevia­
tions: CUL8R, LOL, OMG? If 
you were a teen you probably 

would. Teens have grown up with e­
communication and, as a result, have 
developed a quicker, more efficient 
way of communicating than many 
adults today. Teens are adept at instant 
messaging (like e-mail in real-time) 
and text messaging (via wireless 
phones), both of which are used to send 
fast, simple messages. In essence, the 
young adults of today have developed 
a whole new way of communicating ­
almost another language! So when you 
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want to research teens, go to an envi­
ronment where they feel at home: go 
online. 

Online bulletin boards provide yet 
another electronic environment for 
teens to communicate in. An online 
bulletin board functions as a virtual 
discussion center. Teens log in over 
the course of three or four days and 
answer questions posted by a modera­
tor. They can also reply to each other, 
and the moderator can ask questions of 
people individually or as a group. Each 
day a group of pre-determined ques­
tions are posted. Teens agree to visit the 
board two to three times a day and to 
watch for follow-up questions. The 
moderator visits frequently to assess 
participation and to post additional 
probes. Clients are also able to log into 
a virtual back room to view the bulletin 

board as it occurs and post messages to 
each other and to the moderator. 

The interaction between teens can 
be extensive and ongoing throughout 
the week. Teens choose the best time to 
participate and often spend much more 
time than required answering questions 
and interacting with others. It is not 
unusual for them to pose additional 
insightful questions for others to con­
sider and answer. In fact, this involved 
level of participation is encouraged 
from the outset. 

Some benefits of conducting online 
bulletin boards with teens as opposed 
to traditional in-person research or 
even online chat groups include: 

• One online bulletin board provides 
the equivalent of three to four focus 
groups' worth of transcripts. 

• The research is not done in real-
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time: Teens have more time to formu­
late their answers, resulting in richer, 
longer responses. 

• Teens do not have to compete for 
air time like they do in a real-time 
group discussion. 

• Teens tend to log on to the board 
and participate more often than they 
are required to because they get 
involved in the discussion and want to 
see what other teens are saying. 

• Bulletin boards offer a feature that 
can "mask" other participants' respons­
es until each participant answers the 
question him/herself first (helping to 
preserve unbiased opinions). 

It seems many teens are more com­
fortable talking electronically than in­
person. In fact, our firm conducted an 
online bulletin board with teens that 
had participated in in-person research 
at a focus group facility for the pur­
poses of exploring this theory. During 
this bulletin board discussion, we 
talked to teens about how they manage 
their finances, what makes a Web site 
good/bad, who their favorite celebrities 
are and why, and how they are feeling 
about being a junior/senior in high 
school - what are they looking for­
ward to, what are their fears, etc. (To 
read a transcript of this session contact 
the author at mpredovic@doylere­
search.com.) We then asked the teens 
to compare their experiences partici­
pating in an online bulletin board to 
that of participating in an in-person 
discussion. 

When asked if they felt more 
inclined to act like someone else or lie 
online compared to in-person, one teen 
said "I would be more likely to act like 
someone I'm not at an in-person group 
because there are other people in the 

room judging you. Online, no one 
knows who you are anyway, so why 
would you lie?" Teens liked the 
anonymity of the online bulletin board 
experience because it made it easier 
for them to share their personal feel­
ings. They also liked the convenience 
of answering questions when they 
wanted to and not having to leave their 
homes to participate. Online bulletin 
boards are not the perfect solution, 
however. Teens still missed seeing 
other participants' facial expressions 
and the camaraderie of an in-person 
group discussion. 

Situations when online bulletin 
boards are great for teen research 
include: 

• Sensitive topics: Teens tend to feel 
more comfortable talking about rela­
tionships, sex, drugs/alcohol, social 
pressures, diseases, etc. , online than 
in-person. 

• Reaching teens in multiple cities or 
countries: An online research environ­
ment is great for getting participants in 
different geographies together for a 
discussion. Bulletin boards have the 
added benefit that not everyone needs 
to be on the board at the same time. 

• When you need to mix genders in 
the same group: Generally it is best to 
avoid mixing males and females in 
teen groups because posturing can 
occur. However, sometimes research 
budgets necessitate this. With online 
bulletin boards, teens can be assigned 
code names so that their gender is not 
obvious, reducing posturing. 

• When anonymity is important: As 
with mixed gender groups , the 
researcher can assign teens code names 
to preserve anonymity. This is espe­
cially important if, for example, teens 
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from the same high school are recruit­
ed into the same bulletin board dis­
cussion. 

• Web site assessment: Teens partic­
ipate on the bulletin board from their 
home computers, the same places that 
they visit Web sites. Web site links can 
be posted on bulletin boards for teens 
to click on. Teens can then assess sites 
in their natural environment as 
opposed to a contrived environment 
(e.g. , a research facility). 

• Advertising or product concept 
development as an iterative process: 
Because bulletin board sessions take 
place over the course of a few days, 
advertising or product concept ideas 
can be posted for teens to react to each 
day. For example, on Day 1 teens could 
evaluate a new concept for a candy 
package. Based on the feedback from 
Day 1, the client team makes changes 
to the candy package concept and posts 
it again on Day 2. Based on the teens' 
feedback, concept changes can be 
made again for Day 3, and so on. 

• Homework assignments: At our 
firm, we often ask participants to com­
plete written assignments prior to in­
person research (but be sure not to call 
it "homework" with teens!). Online 
bulletin boards provide an excellent 
tool for teens to go in and answer ques­
tions for their pre-group assignment. 
Entering homework assignments into a 
bulletin board is ideal when combined 
with product placement - participants 
can react immediately after experienc­
ing the product rather than waiting 
until they come to a focus group weeks 
later. Both clients and the moderator 
can see answers to the assignment 
before the groups start, whereas tradi­
tional homework assignments are often 
handed in immediately prior to the in­
person group discussion with little or 
no time to share with the client before 
the research begins. 

When conducting online bulletin 
boards with teens, here are some addi­
tional tips : 

• Be flexible in terms of when you 
expect teens to log in and answer ques­
tions. Teens are most likely to log in 
and answer questions after school and 
late into the night whereas adults gen­
erally log in throughout the day. Some 
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teens also have jobs/sports after school 
and are not able to log in until later in 
the evening. 

• Give them code names. If you have 
to mix males and females or teens who 
know each other (e.g., from the same 
high school) on the same board, give 
them code names to help eliminate the 
posturing that can occur and encourage 
free expression. You can either ask the 
teen to choose his/her code name (as 
long as it is appropriate and does not 
give away his/her gender) or you can 
assign them (e.g. , Blue, Red, etc.). 

• Send reminders. Teens are accus­
tomed to being reminded to complete 
tasks such as doing their homework, 
cleaning their room , completing 
chores, etc. Be sure to contact teens 
that are not participating as much as 
they should and remind them what is 
expected of them. 

• Keep them interested. Any 
research participant is more likely to 
be involved and cooperative if they 
are interested in what the research is 
about. Teens are no exception, and it 
is even more important to keep them 
interested in an online research session 
that requires them to participate over 
the span of a few days. Send teens a 
teaser e-mail each night giving them a 
hint of the topics and/or exercises that 
will take place the next day. E-mail 
them individually to thank them for 
their responses and let them know 
when another participant has asked 
them a question on the board. You 
could even hold a drawing for an addi­
tional incentive for the teens that log 
on as requested over the course of the 
project. 

• Consider social groups: In addition 
to your standard screening criteria, 
remember there are all types of teens 
-some are into sports, some are into 
the arts, some are not into anything. If 
you want a representative sample of 
teens, be sure to recruit teens with a 
variety of interests. 

ORCA - where you will find over 800 experienced, 
independent, professional qualitative research 

consultants from over 20 countries. All ORCA 
members sign the ORCA Code of Member Ethics and 

pledge to maintain integrity in their relationships 
with clients, field suppliers, and respondents. 

ORCA members share their resources, expertise, 

and knowledge to continually raise the standards 
of excellence in the profession. 

Promoting Excellence ;n QuaL;tative Research 

Go to www.qrca.org to 
"Find A Consultant" and use 
our other helpful resources 

• Be sure you understand e-language 
such as emoticons like :-) or :-( and 
abbreviations (like the ones listed at the 
beginning of this article). Visit a wire­
less provider for a text messaging 
booklet or search online for more 
examples and explanations. r~ 
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Researchers 
at three 
health plans 
talk about 
their use of 
qualitative 

Editors note: Sheryl Bronkesh is 
president and Dawn Hunter is a 
senior project manager of The HSM 
Group, a Scottsdale, Ariz., marketing 
research and consulting firm. They 
can be reached at bronkesh@hsm­
group . com and 
hunter@hsmgroup. com. 

H 
ealth care marketing executives, 
like many other business deci­
s ion makers, are often faced 

with the question how to best accom­
plish their research objectives with­
in the constraints of tight timeframes 
and budgets. Many have found that 
qualitative research plays an impor­
tant role in effectively and efficient­
ly gathering information. Executives 
with a proven track record in getting 
timely data to make informed deci­
sions say that knowing why and 
when to take a qualitative approach is 
a critical learning. 

Quantitative vs. qualitative 
Both quantitative and qualitative 

approaches have been successfully 
employed to address almost any 
research topic . Quantitative research 
involves larger-scale data gathering, 
requiring contact with a greater num­
ber of respondents than qualitative 
research. The most commonly 
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accepted benefit of quantitative 
research is that it carries a great deal 
of power, since the findings are test­
ed using proven statistical methods. 
Results can be reliably projected from 
study participants to the larger popu­
lation. This is critical when antici­
pating future purchase behavior and 
for longitudinal studies - tracking 
patient satisfaction or HMO disen­
rollment over time, for example. 

In contrast, qualitative studies 
delve deeper with a smaller number 
of participants. The goal is to dis­
cover how and why people feel the 
way they do, and draw out a rich level 
of detail about underlying assump­
tions and attitudes. A clear under­
standing of the complexity and 
nuances in the perspectives of a tar­
get audience can mean the difference 
between a product or initiative that's 
almost on target and one that exceeds 
expectations. 

Getting the most value from 
research dollars 

We recently talked with market 
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research experts at three prominent 
health plans. All said that expendi­
tures for qualitative research are cur­
rently a small part of their entire 
research budgets - from 1 0 percent 
to just under a third. Yet qualitative 
approaches can be extremely effec­
tive in extending the dollars invested 
in quantitative research. Frequently, 
an initial qualitative exploration can 
ensure that the right questions get 
asked in a later quantitative phase. In 
other cases, qualitative results may 
allow researchers to scale back or 
even eliminate quantitative research. 
"The marginal cost for not doing 
qualitative. research and just quanti­
tative studies is way too high," says 
Joe Wilds, director of market research 
and assessment for The Regence 
Group in Portland, Ore. "Qualitative 
will steer you in the right direction, or 
in some cases even solve your prob­
lem." 

Quantitative studies are almost 
always more expensive than qualita­
tive research. The scope of the 
research, target population and num-

ber of completes required for statisti­
cal analysis dictate the study design. 
Many of the variables in the quanti­
tative cost equation, such as response 
rates and incentives needed, can be 
difficult to predict at the outset. The 
costs of qualitative research, in con­
trast, are easier to anticipate and man­
age. 

Wilds believes that qualitative 
research can help health plans control 
research costs while at the same time 
obtain the most useful information. 
"In some cases it may be better to 
spend $20,000 on focus groups, 
rather than $100,000 on a quantitative 
study that might be too narrow in 
focus and not deliver all the results 
you need or expected. Qualitative 
research costs are predictable and 
more modest, and in some cases give 
you all the information you need." 

Why choose qualitative? The big 
three 

Our experience conducting both 
quantitative and qualitative research 
suggests that focus groups or in-depth 
interviews may be the best choice 
when the research objectives touch 
on three key areas of human behav­
ior: why people do things, what they 
want, and how they respond to mar­
keting messages. 

Exploring why people act 
Qualitative research is a powerful 

tool to go beyond a quantification of 
what people do and gain an under­
standing of why they do it. What dri­
ves some patients to comply with 
medical advice, while others toss pre­
scriptions in the trash? What makes 
doctors shift from the tried-and-true 
approach they learned in medical 
school to a new treatment option? 
Because health care is a complex and 
evolving arena, qualitative research is 
particularly appropriate methodology 
and can be used among audiences 
such as consumers, physicians and 
insurance brokers. A focus group or 
in-depth interview gives researchers 
the ability to probe and get beyond 
quick-answer, top-of-mind responses. 

Discovering what people want 
Another area particularly well-suit-
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ed to qualitative research is insurance 
product design. After reviewing pub­
lished studies about various plan 
options , Wilds uses qualitative 
research to test new health insurance 
product concepts, proposed product 
changes and new plan designs. Liz 
Clark, director of market analytics 
for Blue Shield of California (BSC), 
agrees that complex and innovative 
products - consumer-driven health 
plans, for example - would be too 
confusing to explain in a quantitative 
survey. Focus groups or one-on-one 
interviews with consumers and 
employers allow researchers to pre­
sent a range of options without over­
whelming participants. Such efforts 
often prove sufficient to move for­
ward, while in some instances , 
according to both Wilds and Clark, a 
quantitative study may be employed 
when additional "drill down" is need­
ed after the qualitative phase. 

Testing communication messages 
Qualitative techniques have long 

been used in health care and other 

industries to test advertising and com­
munication messages. In health care, 
there is an added need to educate con­
sumers and determine if the mes­
sages, often technical and confusing, 
are understood. 

Managed care organizations, for 
example, face the challenge of con­
veying complicated benefit informa­
tion such as formulary structures, 
provider networks, co-pays, co-insur­
ance, deductibles and premiums as 
well as ways individuals can be 
involved in disease prevention and 
management. Health care is a very 
personal and often emotional subject, 
which colors how an individual looks 
at the financial and procedural 
aspects of their coverage. "A health 
care organization needs to convey an 
enormous amount of information to 
its members about how the plan 
works. If we put together informa­
tion covering everything a member 
needed to know, it would be over­
whelming," says Linda Lynch, direc­
tor of market research for Blue Cross 
Blue Shield of Massachusetts (BCB-

SMA). 
Recently BCBSMA held consumer 

focus groups to review a wellness and 
preventive health information pack­
age that would cover various pro­
grams available from the plan, 
including disease management, well­
ness programs, a nurse call line and 
discounts on safety items such as 
infant car seats. One of the objectives 
of the research was to learn why 
members valued certain programs 
over others, along with the best way 
to package the information to be most 
appealing to members. The plan not 
only learned about its members' pri­
orities, but the research uncovered a 
need to split information into sever­
al separate brochures in response to 
the way certain programs and dis­
counts were viewed and grouped by 
members. 

Engaging the internal partner 
Before health care marketers 

launch a new product or make a 
change to existing materials , for 
example, they look not only for buy-
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Physicians: a challenging and critical research segment 

H 
ealth care is the largest sector 
of the U.S. economy, and exec­
utives throughout the industry 

are keenly interested in the thoughts 
and behaviors of physicians. 
Qualitative research works particu­
larly well with this audience because 
a seasoned researcher can get beyond 
a doctor 's top-line thoughts. The best 
results are obtained when moderators 
or interviewers are fully conversant 
with the topic under study and expe­
rienced in dealing with physicians 
and other care providers. Based on 
our experience, we have developed a 
number of strategies to help uncover 
candid information from doctors. 

The fundamentals: Do your home­
work and understand the subject mat­
ter. While it is not necessary to know 
all the intricacies of a disease or a 
drug's mechanism of action, it is 
imperative to know the basics of the 
disease , treatment options and 
impacts. If something is brought up 
that you are not familiar with, follow 

in from members or providers (the 
external clients) but also for commit­
ment from others within their organi­
zation to ensure a successful out­
come. An added benefit of qualita­
tive research is that it generates con-

up with "That's a point I hadn 't heard 
before; please tell me more. " Or, 
"That is a side effect I'm not familiar 
with; what are its manifestations?" 

Depending on the topic, a partici­
pant may want to use the focus group 
as a soapbox. Recently, I conducted a 
physician focus group for a health 
plan on how to improve compliance 
with nationally accepted clinical 
guidelines. One participant refused 
to talk about the topic at hand, and 
instead wanted airtime for her beliefs 
about the negative impact of HMOs 
on physician practice. After several 
opinionated outbursts unrelated to the 
question at hand, I asked the doctor if 
she could - just for the next 45 min­
utes, just for the sake of research -
operate under the assumption that the 
managed care organization was pro­
viding these clinical guidelines to 
ensure that members received a high 
level of care. Since none of the physi­
cian participants had any quarrels 
with the selected guidelines, the other 

siderable interest from internal clients 
o r partner s . S orn e health care 
researchers say that having managers 
and executives observe research ses­
sions can be just as valuable as the 
findings . The qualitative process can 

E f .G HEALTHCARE 
I,:O<Of'EAN FIElDWORK G R 0 UP 

EFG Healthcare, your research gateway to Europe/ 

THERAPEUTIC UNIVERSE INVESTIGATED POPULATIONS 

• Antibiotherapy • General Practitioners 
• Anti-inflammatory, pain killers • Private practice specialists 
• Anti-hyper cholesterolemia • Nurses 
• Gynecology, In vitro fecundation • Diet specialists 
• Dermatology • Dentists 
• Oncology • Pharmacists 
• Immunology • Hospital based practitioners 
• Asthma • Hospitallntendance Managers 
• Neurology: Multiple Sclerosis, Alzheimer • Hospital Pharmacists 
• Diabetes and OTC and among patients 

Specialized Healthcare Moderators and Medical Interviewers 

Contact: 

Healthcare@efgresearch.com or 866 334 4692 • www.efgresearch.com 

focus group participants helped keep 
this outspoken critic on topic. 

Another recent experience con­
ducting in-depth telephone interviews 
with specialist physicians reinforced 
the importance of knowing the sub­
ject matter. After a long and compli­
cated series of questions and probes, 
I asked the doctor if he realized that 
the response he had just given con­
tradicted something he had said ear­
lier about the properties of a specific 
drug. He expressed amazement that I 
understood the subject matter well 
enough to have caught the misstate­
ment. For the rest of our time on the 
phone he gave the interview his com­
plete attention. When we finished, he 
thanked me for the stimulating hour­
long exchange and commented that 
this wasn 't like most interviews when 
he just ru shes through answers 
because he knows the interviewer 
doesn 't have a clue about what he 
says. 

- Sheryl Bronkesh 

result in new ideas and discussions or 
simply build consensus for the ini­
tiative under consideration. 

Focus group sess ions and some 
one-on-one interviews can be viewed 
real-time or after the group has been 
conducted. "Sometimes we edit the 
research and produce a 10- to IS­
minute segment for senior managers 
so they can see what went on, and 
not just hear or read about it. A video 
is compelling. It tells results in a way 
that nothing else can," Lynch says. 
She admits that it can take a long time 
to produce a 1 0-minute summary, but 
"sometimes that 10 minutes can make 
all the difference." 

The expectations and preferences 
of internal partners often need to be 
managed to obtain the best research 
res ult s . Some organi zations lean 
toward focus groups because they 
don ' t want to wait for the results of a 
quantitati ve study. In other cases, 
ri sk-averse executives may lobby for 
a complete census, when a couple of 
focu s groups might provide com­
pelling information that indicates a 
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quantitative study is not needed. It is 
important to educate internal partners 
and ensure that the appropriate 
methodology is employed given the 
specific research objectives. 

Selecting a research partner 
Businesses frequently contract with 

third-party research companies or 
consultants to conduct qualitative 
research. Benefits of using outside 
consultants include: freeing up inter­
nal resources, drawing from the expe­
rience of the moderator or research 
firm, obtaining additional perspec­
tives , protecting anonymity and 
enhancing objectivity. 

Choosing the appropriate individ­
ual or group to conduct outstanding 
qualitative research can be difficult 
no matter what the topic . Health care 
topics present unique challenges. 
Finding a firm that is well versed in 
the nuances of health care delivery 
and the constantly changing environ­
ment can be difficult. The health care 
executives we talked with typically 
make prior health care experience one 

Providing: 

of their first criteria when selecting 
moderators. Lynch says , "A modera­
tor needs insights and expertise that 
comes from substantial health care 
experience." 

Regence Group's Wi Ids agrees and 
adds that if you get "the right firm to 
do qualitative research , that in itself 
is half the battle. So much of the work 
has to get done up front in under­
standing the product or disease man­
agement program so that you can ask 
the right questions and nail down the 
objectives." He speculates, "If your 
qualitative data doesn ' t give you data 
you can use, the wrong firm did it, or 
you didn't do enough of it." 

Following are some assessments to 
make when choosing a focus group 
moderator or in-depth interviewer. 
Do they: 

• have the ability to put respondents 
at ease quickly? 

• pay close attention to speakers 
and use active listening skills? 

• probe to pursue an understanding 
of intentions and meanings? 

• redirect when appropriate? 

• link trains of thought and diver­
gent comments into a cohesive 
whole? 

• think quickly and demonstrate 
flexibility and the willingness to vary 
their approach? 

• stay focused on the project pur­
pose and direction? 

• demonstrate knowledge about the 
research topic? 

Qualitative can supplant a quanti­
tative study 

The results of qualitative research 
efforts sometimes prompt a change 
in direction. In the past two years, 
Wilds reports , 60 to 70 percent of 
product studies have not gone to the 
quantitative stage because the focus 
group or one-on-one interviews pro­
vided "a sufficiently sensitive barom­
eter" of the market needs. For exam­
ple , The Regence Group held con­
sumer and employer focus groups to 
test a new consumer-centric product 
that featured flexible spending 
accounts. There had been plans to 
conduct a quantitative study after the 
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focus groups. But, Wilds says, they 
got such consistent information from 
focus group participants that the 
executive staff felt they had sufficient 
information and no additional 
research was necessary at that stage. 

Another example was an effort to 
test redesigned provider vouchers and 
evidence of benefits forms (EOBs) 
with physician office staff. While the 
initial plan was to use focus groups 
for direction only, the input gathered 
and the overwhelmingly positive 
response from participants allowed 
Regence to move directly into the 
next stage of design. "Participants 
said to us, 'Why didn't you do this 
sooner?' Anything we would have 
come up with in a quantitative study 
would have been good, but we had 
plenty to go on and could fast-track 
the changes after the qualitative 
stage," Wilds says. 

An important finding from one set 
of focus groups was that a more 
extensive quantitative study was not 
necessary. BSC's Clark tells of the 
situation when her plan wanted to 
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better understand the decision process 
of selecting health care coverage 
when an individual approaches 
Medicare eligibility. After conducting 
three focus groups with 60-to-63-
year-old consumers , BSC found that 
this age cohort was not yet thinking 
about what they were going to do 
about health insurance when they 
turned 65. "It didn't make sense to 
talk to 100 or 200 more 60-to-63-
year-olds . It wasn't worth the time or 
money because the vast majority 
weren't yet thinking about it." 

One size does not fi t all 
There is no doubt that both quali­

tative and quantitative research have 
their rightful place in the vast health 
care research arena. Clark observes, 
"Health care is a complex product 
and service industry with lots of fac­
tors involved. Health care decisions 
are not as cut-and-dried as other 
choices, like what toothpaste to buy 
or where to drink your morning cof­
fee. " She suggests that health care 
organizations should think broadly 

when considering which methods 
might most effectively achieve 
research objectives. 

As health care marketers seek ways 
to increase the value of research to 
their organizations, flexibility will be 
essential. Which methods to employ 
should be based on the questions that 
need to be answered, the complexity 
of the topic, how many issues will be 
explored, what decisions are needed 
based on this research, budget con­
siderations, timeline, and the target 
audience. 

Given the ever-changing environ­
ment that health care organizations 
find themselves functioning under, it 
would not be surprising to see a trend 
toward increased use of qualitative 
methods and multi-method approach­
es - strategically combining both 
qualitative and quantitative methods. 
Capitalizing on the strengths of both 
quantitative and qualitative methods, 
whether used independently or 
together, will help ensure that orga­
nizations obtain the most appropri­
ate, highest-quality data. r~ 
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Editors note: Robert Schumacher 
and Gavin Lew are managing direc­
tors at User Centric, Inc., a Rolling 
Meadows, Ill., usability consulting 
firm. They can be reached at rschu­
macher@usercentric. com and 
glew@usercentric. com. 

An FDA study from 1985 to 1989 
showed that almost 50 percent of 
medical device recalls came from 

poor product design. Congress, dis­
turbed by this result, passed the Safe 
Medical Devices Act in 1990. It gave 
the FDA authority to mandate good 
manufacturing practices (GMP) that 
ensure proper device design. The 
FDA, acting on this mandate, revised 
and released the GMP requirements 
relating to the "methods used in and 

the facilities and controls used for 
designing, manufacturing, packaging, 
labeling, storing, installing and ser­
vicing of medical devices intended for 
human use" (according to the 
Association of Medical Diagnostics 
Manufacturers). The requirement goes 
on to state that manufacturers must 
ensure that design requirements 
address the intended use of the device, 
including the needs of users and 
patients. These new regulations 
became effective in June 1997. 

Essentially, this is an imprimatur to 
user experience researchers and 
designers to get involved. But how? 
User research, notably usability test­
ing, is ideally suited for this kind of 
work. The pull-through for tradition­
al product development and product 

marketing is that validated ease-of­
use is not only a "nice-to-have" but is 
actually required in the product devel­
opment process. 

While the obvious, highly visible 
research at hospitals and clinics is 
what comes to mind, there are less 
obvious, and perhaps more important, 
areas where testing should be done. 
For example, a random walk through 
a pharmacy yields dozens of home 
health diagnostic tests and over-the­
counter devices. What is the incidence 
of error with these devices? It is prob­
ably impossible to estimate. But even 
opening a package of allergy medica­
tion can leave one exasperated. We 
can only speculate on the overwhelm­
ing frustration, if not serious harm, 
that occurs because packaging is very 
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difficult to open and/or instructions 
can only be read by a pharmacist with 
an electron microscope. 

Even if not mandated by govern­
ment, a user-centered approach to 
health care products and devices is 
good business. 

The core of the problem 
The question is, why do users and 

patients make errors? Here are a few 
reasons: 

• labeling is incoherent, difficult to 

read or ambiguous; 
• controls are difficult to set or pro­

gram; 
• documentation is incomplete, 

poorly written; 
• connections (from leads or 

between devices) are improperly made 
or leads are accidentally misconnect­
ed; 

• devices are not properly assem­
bled or maintained; 

• practitioners often use devices in 
unintended ways; 

This is not what we 
mean by field management 

Group Nee is a network the~nest independent research facilities 
anywhere. Take advantage of one point of contact, to represent 

you for all your qualitative research needs. 

GrouprnJNeT~ 
T h e Qu a l itat iv e Exp e r ts 

Simple. Effective. Smart. 
Our GroupNet •• members offer FocusVision "' services. 

GROUP-NET.COM 

Atlanta- Jackson Associates , Inc. 

Baltimore -Chesapeake: Surveys, Inc. 

Boston -Boston Field & Focus - Performance Plus 

Boston - Framingham -Boston Field & Focus -

Performance Plus 

Otarlotrc - Leibowitz Market Research Associates, Inc. 

Cherry Hill, NJ - Group Dynamics/Cherry Hill 

Chicago -National Data Research, Inc. 

Chicago - Nortbfidd - National Data Research, Inc. 

Qncinnati - QFact Marketing Research, lnc. 

Dallas - Focus on Dallas, Inc. 

Dcmer - Accudata Market Research, Inc. 

Detroit- MORPACE lnrc:rnational 

Houston- Opinions Unlimited, lnc. 

Indianapolis - Herron Associates, Inc. 

l..bs Allgdes - 8eva-ly Hills - Adept Consumer Testing. Inc. 

FocusVision "' 

1-800 - 288-8226 

Los Angeles - Encino -Adept Consumer Testing. Inc. 

Memphis - Accudata Marker Research, Inc. 

Minneapolis - Focus Marker Research , Inc. 

Orlando - Accudara Marker Research, Inc. 

PhUaddphia - Group Dynamics in Focus, Inc. 

Phoenix - Focus Marker Research, Inc. 

Portland - Consumer Opinion Services, Inc. 

Providence - Performance Plus 

San Diego -Taylor Research 

San Ff!Ulcisco - Nichols Research, Inc. 

San Frjutcisco - Concord - Nichols Resea rch, Inc. 

San Jose - Nichols Research, Inc. 

Seatde - Consumer Opinion Services, Inc. 

Tampa - T he Herron Group ofTampa, Inc. 

Washington, D.C. - Shugoll Research, Inc. 

United Kingdon- Londo.n - MORPACE Jnremational 

• interfaces designed to alert the user 
or sound an alarm provide poor feed­
back; 

• failure to anticipate possible 
sources of error; 

• automated features are inappro­
priately relied upon; 

• devices lack proper affordances 
(e.g., buttons do not look like buttons 
or lack of obvious places to grasp or 
push); 

• failure to account for the ambient 
environment or state of mind of the 
user; 

• lack of training - device usage 
should be self-evident without requir­
ing repeated consultation of manuals. 

Note that none of these reasons 
speak to the functionality or reliabili­
ty of the device itself, yet more than 
half of medical device errors are due 
to reasons stated above. 

User researchers have the tools and 
techniques to reduce device errors 
resulting from these causes. We will 
focus on the primary technique, 
usability testing, and walk through 
some applications or tactics to uncov­
er errors and suggest remedies. 

Usability testing 
Testing products with users is a crit­

ical component to success. All too 
often, those who work to develop a 
product find themselves too close to 
the process to have the objective view­
point necessary to improve the design. 
Robust product information is found 
through one-on-one usability testing. 
Testing involves na'ive users who are 
recruited from the target demograph­
ics and asked to use the product. As 
users complete the common tasks 
expected of the device, the results are 
carefully observed. 

For example, if the product is a self­
monitoring device, tell the user the sit­
uation (e.g., it is time to check your 
blood sugar level) and hand them the 
box. Watch what they do to complete 
the task. The emphasis should be to 
observe behaviors. Do not engage in 
discussions until the user has worked 
through the task on their own. Use a 
"think aloud" protocol where the user 
verbalizes their thoughts while using 
the device. 
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Usability testing should be both 
pragmatic and iterative. The goal is to 
identify potential usability issues that 
include dimensions like ease-of-use, 
error or failure , comprehension of 
instructions, leamability and satisfac­
tion. With even a few users, major 
problems rise up and are identified 
very quickly. The general rule of 
thumb is to test six to eight users for 
every target user group. Thus, testing 
can be completed in days not weeks. 

result was operation failure and a haz­
ardous condition where the patient 
placed himself in danger. 

Terms that are heard everyday in prod­
uct development or marketing are 
often gibberish to your users. In many 
cases, these documents and terms are 
left until just before launch and the 
only review occurs with the legal 
department. Why do we wonder that 
user guides are never read? Labels and 
icons are critical and should be tested 
objectively. In another usability study, 
we found that device labels were not 
as obvious to users as product devel­
opers thought they would be . The 

Longitudinal experience: Let the 
device "soak" for a period of time and 
assess the user experience over time. 
Often, initial hurdles can be overcome 
and novel practices and techniques 
arise. Moreover, letting the device 
become part of a user's "routine" over 
time may show different uses and 
potential problems due to interactions 
with other devices or device errors. In Results should be evaluated for 

~~~~d~i~~mg~, mdpcrh~~ ~----------------------------

depending on the nature or number of 
errors and their corrections, another 
round of usability testing is required. 
This iterative process ensures that 
problems are resolved before the prod­
uct is launched. Performing compara­
tive or head-to-head usability tests can 
also provide valuable data on features, 
functions and usability differences 
across products and your competition. 
These lessons can be exploited for 
future product development or mar­
keting. 

The following are good candidates 
for usability tests: 

Learn exactly how and where you can 
improve your survey research process ­
and how technology can help. 

Order you r FREE White Paper, The 
how's and why's of survey research, 
today! Offer expires 7/1 5/03 ! 

Find out with 
the right survey 
research tools 
What if you could greatly 
enhance your survey design, 
collection and analysis and 
distribute your results quickly, 
including over the Web? With 
software from SPSS Inc., you 
can now manage every step of 
your survey research process. 

Our comprehensive survey 
research solutions take you 
quickly and easily through: 
• Planning 
• Designing 
• Data collection, preparation 

and management 
• Reporting and deployment 

And, our software works 
seamlessly through each step: 
• Eliminating incompatibility 

issues 
• Reducing data entry errors 

So, whether you're gathering 
customer information, 
assessing employee 
satisfaction, surveying public 
opinion or researching new 
products, make decisions 
with confidence using 
software you can trust. 

233 S. Wacker Dr. 11th Floor 
Chicago, IL 60606 

Device: Test to ensure that both 
first-time and experienced users can 
operate the device effectively and effi­
ciently. Assess affordances of device 
controls, such as "Does this look like 
a button or switch?" Note errors and 
how users recover from errors. Ensure 
that feedback from the device provides 
sufficient information that users know 
when the process is complete and suc­
cessful. In one usability test, we found 
that users often held the device in a 
manner inconsistent with intended use, 
one that could have resulted in serious 
injury and/or expensi ve product 
replacement. Affordances for proper 
handling were not obvious. A second 
test showed that users failed to recog­
nize a device's handling cues (e.g. , 
hand grips). Yet this turned out to be a 
benefit - the device was more usable 
because of its flexibility with regard to 
handling. So rather than strengthening 
the handling cues, the lack of a strong 
cue enabled us to understand how flex­
ible the device truly needed to be. 

• 
1-800-525-2707 and ask 
for White Paper A9347 

YES! Send my FREE White Paper to: 

Labels and instructions: Test these 
elements early to remove jargon. 

• www.spss.com/A9347 
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our practice, we have found future 
product enhancements in interviews 
during longitudinal testing. In anoth­
er study, we found intermittent device 
failure that went undetected in pro­
duction testing and most likely would 
have resulted in high chum and poor 
customer satisfaction. 

Some problems do not present them­
selves in a test setting but do appear in 
the ambient environment. For exam­
ple, consider a medical device in an 
ICU that has an alarm that sounds at 
1OOOHz. There may be other devices 
that have alarms at the same frequen­
cy. Moreover, testing with users in 
close-to-typical environments may 
uncover the need for multimodal cues 
(e.g., alarms trigger lights and tones). 

"Out-of-the-box" experience: Test 
the product as it will be given to the 
user. The user experience involves 
more than just the device. Exterior and 
interior packaging are prime candi­
dates for testing (i.e., opening the box 
and removing the device). This is espe­
cially important for users who may be 
elderly, have impaired dexterity (e.g., 

56 

rheumatoid arthritis patients), vision 
problems or find themselves using the 
device in less than optimal environ­
ments (e .g. , low-light conditions). 
These usability issues are not easily 
uncovered during product design meet­
ings, but they surface immediately to 
users. In one study, nurses turned off 
the lights in the room to simulate how 
they would prefer to use of the device 
to avoid disrupting sleeping patients. 

Testing with prototypes 
Modification and flexibility are 

essential to achieve good design. 
Recognize that the product need not be 
100 percent functional to learn critical 
usability lessons. Test with prototypes. 
Test with foam mock-ups. Test with 
paper. Be pragmatic , but test with 
users. Obtain feedback to make design 
changes at the beginning of the devel­
opment cycle- before too much pro­
gramming or die molding have 
occurred. It is better and cheaper to 
identify a design problem early, rather 
than late, in the design process. For 
example, we have had success using 

touch-screens laid on a bed to simulate 
the use of a handheld device on a 
patient. We found that testing instruc­
tions and icons in draft form provide 
robust information that made the prod­
uct easier and more intuitive to use. 

Serve the need 
For technology or products (or even 

packaging) to be successful both in 
patient care and in the marketplace, 
the devices have to serve the intended 
need in functionality and in usability. 
While this point may seem obvious, 
as pointed out above, multiple research 
studies show that user error still 
accounts for more than half of all seri­
ous medical device failures . 

User research is a growing need in 
health care as more emphasis is placed 
on technology and, culturally, more 
care is designed to be in the home. 
The burden of learning a plethora of 
new devices in the milieu of a clinic 
or doctor ' s office is one that , for 
patient and care-giver safety, must be 
lessened by increased reliance on user 
research. r~ 
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ADVERTISEMENT 

YOUR FAVORITE FOCUS GROUP FACILITY MAY 
NOT BE DOING YOU ANY FAVORS 

By Ted Donnelly, Ph.D. 

Editor's note: Ted Donnelly has a research 
Master's in Business and a Ph.D. in Consumer 
Behavior and Advertising Research 

I f your favorite focus group facility does not 
have a highly sophisticated, computerized da­
tabase of respondents ... then you had better 

learn to accept cheaters and repeaters. Believe it 
or not, there are some facilities, which are quite 
busy, that still use a 3x5 index card system to 
keep track of respondents. 

Strangely enough, many of them are getting away 
with it. What is "IT" you asked? IT is the anti­
quated system to recruit respondents for your fo­
cus groups. Some facility's system may be com­
promising the integrity of your project. The main 
problems lie with tracking research participation 
and managing an ever-increasing number of seg­
mentation variables. 

As we all know, the pace of research projects has 
become fast and furious. That makes monitoring 
research participation much more challenging. 
Multiple projects are being launched at any one 
time, making it critical to track not only past par­
ticipation, but also future participation. Respon­
dents may be scheduled for interviews that have 
not yet occurred, which would make them ineligi­
ble for other projects that may follow. 

Additionally, marketers are segmenting their con­
sumers to nearly comical degrees. In addition to 
the typical demographic variables, the makers of 
your favorite products and services slice and dice 
their customers by their personality traits, life­
styles, consumption patterns, and along a medley 
of other variables. The result of this radical seg­
mentation is that marketing researchers are 
searching for a much more multifaceted mix of 
respondents. Computerized databases allow us to 
track and search for respondents along many seg­
mented variables. By allowing the computer to 

cut through the first several layers of demograph­
ics, we can more efficiently recruit respondents by 
increasing our dialings focused on finding the 
lower incidence variables. 

In today' s research landscape, it has become un­
feasible to manage research respondents by con­
ventional, non-computerized means. Recruiting 
incidences have dropped dramatically due to a 
swelling number of segmentation variables. For­
tunately, technology has allowed us to raise the 
bar in terms of the information that can be re­
vealed through research. In the same way that a 
mathematician can make greater breakthroughs 
when not bogged down by doing trigonometry via 
long division, marketing researchers can now 
more accurately analyze the mind of the con­
sumer. Computers allow us to track consumer be­
havior, run more sophisticated statistical analyses 
on attitudinal data, and allow us to manage more 
intricate consumer variables. 

Additionally, if you can believe it, more research 
is being conducted than ever before. More re­
search equals more research participation to track. 
The fact of the matter is that if a facility is recruit­
ing without a computerized database, they either 
do not have a robust pool of prospective research 
respondents· or they are not very busy. Either 
way, is this a company that you would want to 
handle your project? Do yourself a favor: deter­
mine which software program your facility of 
choice uses. 

____. "BALTIMORE -­
~SE~R.Ct-J 

410-583-9991 
www. baltimoreresearch.corn 
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The Business ofResearch 

Editors note: Robert E. Brown is 
president of Inquest Survey Research, 
St. Louis. He can be reached at 314-
892-4834 or at rob3253@earthlink.net. 

Marketing research is a highly 
complex and specialized field. 
Individuals considering careers 

in this industry will do well to prepare 
themselves thoroughly. However, in 
this author 's experience, even fairly 
rigorous formal training has lacked 
elements of practical significance crit­
ical to success in the workplace. 

This article reviews the insights 
gained by one practitioner during his 
first seven years of experience in the 
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marketing research industry by listing 
10 items of which every new entrant to 
the industry should be aware. 

• Play nice. The "rules" governing 
interpersonal interaction apply in mar­
keting research, just as they do in every 
other field . The research industry tends 
to attract well-educated individuals, 
who often hold strong opinions regard­
ing research techniques, methodolo­
gies, etc. While such knowledge is of 
indisputable worth, researchers must 
take care to exercise restraint in their 
interactions with each other and with 
clients. A measure of humility is 
required - there will always be some­
one else who knows more than you. 

The need to show deference and 
respect to co-workers and clients is 
certainly as critical in marketing 
research as in any other field - often 
more so. 

• You will never have completely 
arrived. As noted above, marketing 
research is an extremely complex field 
containing elements of several other 
disciplines: psychotherapy, sociology, 
statistics , mathematics, consumer 
behavior, organizational behavior, 
marketing, etc. Although individuals 
may be inclined toward a particular 
area of research (e.g., qualitative vs. 
quantitative), truly superb practitioners 
have their fingers in several pies. 
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Knowing when to use which method, 
rather than fitting all research prob­
lems to a preferred methodology, is 
critical to providing high-quality, 
actionable information. 

• Think, don't just calculate. 
Marketing researchers are marketers. 
Ultimately, the goal of every project is 
to provide clients with information that 
furthers some basic marketing objec-
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tive. Researchers must be ever cog­
nizant of the real-world meaning and 
application of their data. 

• Be flexible. Too often, marketing 
researchers dictate to clients ( espe­
cially internal customers in the case of 
client-side research units) the appro­
priate methodology, sample size, etc. , 
without always being fully aware of the 
background or history of the brand, 
product, package, company, politics, 
etc. In almost every case, clients know 
more about their business than do 
research suppliers. Thus, researchers 
must take care to consult with clients, 
being flexible to accommodate their 
unique needs, budget, timeline, etc. 

• Got education? Given the variety of 
disciplines from which marketing 
researchers must draw, ongoing edu­
cation is critical. You really can never 
know enough. However, a few 
specifics are key to the beginning 
researcher: 

Technical writing skills - The 
English courses you took in college 
may or may not be sufficient. 
Academic writing tends to be much 
more verbose than business communi­
cations. Take a good technical writing 
course. 

Statistical training - The statistics 
courses you took as an undergraduate 
were definitely not sufficient. 
Continued statistical coursework will 
be critical to your ability to extract 
usable information from survey data. 

Table-building/analysis - Although 
multivariate data techniques are very 
powerful tools for researchers, clients ' 
budget and/or time constraints will 
often preclude data analysi s at that 
level. Thus, researchers must become 
experts at extracting key data points 
from and recognizing important pat­
terns within simple crosstabulated data. 
Unfortunately, most academic cur­
riculums with which thi s author is 
familiar are deficient in this area . 
Students of marketing research more 
often than not must supplement their 
formal studies with hands-on work 
experience to master this type of analy­
sis. 

Post-graduate degrees - Mo st 
beginning researchers will find them­
selves hitting a ceiling fairly early in 
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their careers unless they obtain a grad­
uate degree. Many long-time 
researchers recommend either an MBA 
supplemented with quantitative analy­
sis courses or one of the MMR (mas­
ter of marketing research) courses 
offered in the country. Advanced 
degrees in communications, sociology, 
consumer psychology, or related fields 
may also be options. 

• Experience, experience, experi­
ence. Because marketing research is 
so specialized a field , most academic 

Also, beginning research should be 
prepared to accept that the "happiest 
time of the year" is also the busiest ­
research suppliers will often experi­
ence significant up-turns in business 
activity during the holiday season 
(i.e. , mid-September through mid­
January) as clients spend the last of 
their research budgets. Brace your­
self! 

• Be patient. Just a little bit of per­
severance can go a long way in the 

marketing research industry. Entry­
level employees' first year or two in 
marketing research are by and large 
training periods characterized by sink­
or-swim experiences. Many novices 
work on projects during that time that 
test their skills to the limit and cause 
them to question their fitness to prac­
tice research. However, the value of 
employees thus trained and condi­
tioned becomes quite high within a 
short period of time. Hang in there! r~ 

programswillnot~llypreparebegin- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

ning practitioners to design and direct 
marketing research projects. In par­
ticular, many novices do not have ade­
quate experience with the process of 
collecting data - a critical short­
coming that can adversely affect pro­
ject timelines, budgets and quality of 
information. This is an area properly 
addressed by both beginning 
researchers and marketing research 
employers through orientation, 
apprenticeships , seminars , and the 
like. 

• It's not what you know, it 's who 
you know. Networking is an important 
~nction for ~rthering careers. This is 
particularly true in the marketing 
research industry, where only two or 
three degrees of separation exist 
between you and everyone else 
involved in marketing research in 
your region (or even in the country). 

• Learn to sell. As this author has 
observed, many researchers choose 
this field as a non-sales alternative 
within marketing and/or business. 
Surprise! It's not. A researcher will 
enhance his or her worth many times 
over by developing selling skills and 
actively seeking opportunities to sell 
research and to sell his or her own 
skill set. 

• Feast or famine. Beginning 
researchers must be prepared to 
accept that their work volume will 
vary considerably from month to 
month - sometimes even from week 
to week. Proactive individuals will 
take advantage of work ebbs to hone 
their skills, maintain existing network 
contacts or make new ones, develop 
selling skills and otherwise prepare 
for periods of more intense activity. 
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Survey Monitor 
continued from p. 8 

with their health care providers. When 
faced with patient concerns, pharma­
cists are willing to explore PPI options 
with lower co-pays. In fact , when 
patients raise a co-pay issue, pharma­
cists are unlikely to support the value 
of a higher-cost product. Almost 40 
percent of pharmacists tout the benefits 
of lower-cost PPis in response to 
patient questions - and encourage 
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switching to less expensive options. 
Findings in the study, fielded in 

September 2002, are based on Internet 
surveys with 639 patients and 298 
pharmacists , representing 197 chain 
and 101 independent stores. Qualifying 
pharmacists had a conversation or con­
tact about a PPI product during the past 
week - with, for example, a patient or 
family member, a physician or office 
staff- that resulted in a re-evaluation 
of a third- or fourth-tier product. 
Qualifying patients were required to 

be taking PPI therapies currently or to 
have received a PPI prescription with­
in the past six months. 

Typically, in the PPI class, co-pays 
of $35 or more motivate patients to 
push back on cost issues, and ask their 
physicians or pharmacists to re-think 
their original prescriptions. Patients 
consider co-pays of $16-$18 accept­
able for PPis. Sensitivity to higher co­
pays is greatest among patients who are 
filling multiple prescriptions each 
month. Those who are taking another 
medication with a first-tier or second­
tier co-pay are most likely to question 
their health care providers when faced 
with a higher-tier PPI product. 

"Clearly, patients play an important 
role in driving co-pay discussions and 
ensuring their doctors or pharmacists 
are providing the treatment options that 
offer the highest benefit at the lowest 
cost," says Elizabeth Rountree, exec­
utive vice president at Market 
Measures/Cozint. " In spite of the 
important role they play and the poten­
tial savings they can realize, fewer than 
half of PPI patients actively seek co­
pay information, with most of them 
depending on their health plans for co­
pay guidance. The majority of PPI 
patients - about 75 percent - have 
not even considered raising the issue of 
co-pays to their health care providers, 
with many believing that physicians 
or pharmacists have no control over 
cost." 

Cost-driven switching varies by 
brand. Nexium, Prilosec and Prevacid 
show the highest levels of switching, 
with about one-fifth of prescriptions 
for these products changed to lower­
cost branded alternatives each month. 
Protonix and Aciphex have cost-dri­
ven switch rates of only 14 percent and 
13 percent, respectively. 

When patients think that their PPI 
brand is too expensive, they do not 
react by trying to stretch or postpone 
their prescriptions. Instead, they either 
fill it anyway or ask about other, lower­
cost brands. Patients say that their 
physicians are most influential in steer­
ing them toward lower-cost alterna­
tives, while their health plans are least 
influential. 

Although cost is important to PPI 
patients , effectiveness remains the 
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most critical factor when considering 
a PPI treatment. When patients dis­
continue or switch PPI therapies, it's 
primarily because the drug did not 
achieve the desired effect. Few patients 
switch treatments just because of cost 
considerations. 

When asked what factor has the 
greatest influence over their willing­
ness to pay a higher co-pay for a PPI 
product, almost half of all patients cite 
efficacy. Another 28 percent say that 
the severity of their condition is most 

64 

ATKINS 
RESEARCH GROUP, INC. 

www.atkinsresearchinc.com 
Ph 323.933 .3816 Fx 323.933 .3916 

We WOrld 
to you 

Ideal central Los Angeles location-

near Beverly Hills for client pampering, 

yet uniquely near the heart of our diverse 

ethnic research specialties: 

African American 

Hispanic 

South & East Asian 

General Consumer 

Medical 

Mock Juries 

important in impacting their decision 
to tolerate a higher co-pay. About 10 
percent of patients, however, report 
that nothing would motivate them to 
remain on a higher-priced PPI, when 
lower-cost options are available. 

Today, close to 90 percent ofHMOs 
offer three-tier co-pays. With multi­
tier plans now the norm, it's critical 
for pharmaceutical companies to 
understand how a drug's co-pay posi­
tion - and its resulting cost to the 
patient - drives the ultimate pre­
scribing choice. For more information 
call Chris Droukas at 800-456-4405 or 
visit www.marketmeasurescozint.com. 

Wipes and accessories 
revolutionizing 
household cleaning 

Wipes have been the biggest force 
for growth in the household cleaning 
market in the last five years. According 
to "The U.S. Market for Household 
Cleaning Wipes and Accessories," a 
newly published Packaged Facts report 
available at MarketResearch.com, 
Americans spent over $872 million on 
wipes and accessories like mopping 
systems in 2002. Convenient cleaning 
products seem to be set to take over the 
entire industry, spurred by the demand 
among time-pressured Americans for 
quick ways to spiff up their houses. 

The Clorox ReadyMop has set the 
benchmark for the explosive growth 
of the wipes and accessories market. 
Introduced in 2002, the ReadyMop 
came out as the best new performing 
non-food brand that year and earned 
over $200 million in sales. Product 
breakouts like this are rare, but given 
the overall popularity of wipes in the 
U.S. the staggering performance of the 
ReadyMop is put into context. 

"The convenience of wipes has 
changed Americans' concept of clean­
ing," says Don Montuori, acquisitions 
editor for Packaged Facts. "Mopping a 
floor is no longer a drawn out process 
that involves a bucket of increasingly 
dirty water. The new breed of mop and 
electrostatic broom mean consumers 
can clean a floor with a minimum of 
effort, making people likely to do so 

more frequently. The growth potential 
here is truly staggering and we're pre­
dicting that this entire market could be 
worth close to $4 billion by 2007." 

Yanks still most popular 
team 

With the 2003 baseball season under 
way, a new Harris Poll finds that the 
New York Yankees are the nation's 
most popular baseball team, followed 
by the Atlanta Braves. These two teams 
have a substantial lead over all other 
clubs, as they have done in every sur­
vey like this conducted by Rochester, 
N.Y.-based Harris Interactive since 
1993. 

Apart from the Yankees and the 
Braves, the next most popular teams 
are the New York Mets, the Cleveland 
Indians and the Minnesota Twins. 
Other teams which make it into the top 
10 are, in descending order: the Boston 
Red Sox, the Chicago Cubs, the Los 
Angeles Dodgers, the San Francisco 
Giants and the Cincinnati Reds. 

Along with the two Canadian teams 
(whose support is predictably low as 
the survey was limited to residents of 
the United States), the teams with the 
smallest numbers of fans are the Tampa 
Bay Devil Rays, the Chicago White 
Sox, the Kansas City Royals and the 
Florida Marlins. 

This is the first time Harris 
Interactive has conducted this survey 
since 1999. The most dramatic change 
since then has been the rise of the New 
York Yankees and the decline of the 
Atlanta Braves. In every survey 
between 1993 and 1999, the Braves 
topped the Yankees, usually by quite a 
wide margin. This is the first of these 
polls to show the Yankees ahead. 

Other notable changes since 1999 
include: 

• the New York Mets moving up 
from 12th place to third place; 

• the Minnesota Twins rising from 
11th to fifth place; 

• the Chicago Cubs dropping from 
third to seventh place; 

• the San Francisco Giants rising 
from 26th place to ninth place; 

• the Baltimore Orioles falling from 
ninth place to 18th place. 
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It is noteworthy that winning the 
World Series or winning a pennant 
does not catapult teams to the top of the 
list, although it surely helps. Last 
year's World champions, the Anaheim 
Angels, are only in 16th place, and the 
San Francisco Giants, the runners-up, 
and are in ninth place. 

In addition to being attracted to 
champions, baseball fans seem to be 
drawn to specific players, and the play­
ers' superstardom translates into sup­
port of entire teams. For example, St. 
Louis ranked higher when Mark 
McGwire was breaking the home run 

record, and San Francisco has moved 
up recently due to the unprecedented 
success of Barry Bonds. 

Although the top two teams (the 
Atlanta Braves and the New York 
Yankees) both won the World Series in 
the '90s, they also consistently field 
good teams, receive a lot more televi­
sion exposure, and, most importantly, 
have huge stars and even bigger pay­
rolls. The smaller cities with fewer 
stars, lower payrolls and less media 
exposure generally seem to rank lower 
in the poll, regardless of how they fare 
during the baseball season. Not sur-

Specialized services 
for a II types of research 

Traditional Focus Groups 
Product Clinics 
Ethnographic 
Observational 
Website Usability 

• On-site transcription, includes 
time code reference and 
color picture of respondent 

• Videoconferencing and 
webcasting from any location 

• We have worked in every 
major U.S. market and 22 
foreign countries 

• Highlight and summary 
video edits 

Answers&ln~~~~ts 
Full Service Market Research 

Our focus is Healthcare. 
Our mission is your project's success! 

Your satisfaction guaranteed with 
service that wiii'Knock Your Socks Off!" 

Quai/Quant • Statistics • Modeling • Patient Level Data 

1-888-815-9901 
www.answersandi hts.com 

prisingly, seven of the top 1 0 most pop­
ular teams in this Harris Poll are also 
on the list of the top 10 highest pay­
rolls. 

These are the results of The Harris 
Poll, a nationwide survey of943 adults 
who follow professional baseball. This 
sample is part of an overall nationwide 
cross section of3,278 adults who were 
surveyed online between March 27 and 
31 , 2003 . For more information visit 
www.harrisinteractive.com. 

High-tech companies 
jumping off branding 
bandwagon 

A new study on worldwide strategic 
branding practices within high-tech­
nology firms finds that 60 percent of 
the companies surveyed have imple­
mented long-term brand identity strate­
gies, down significantly from a bench­
mark study conducted five years ago. 

The new study - a joint project by 
San Francisco-based research firm 
Socratic Technologies and Mexico­
based brand marketing consultancy 
Nelson & Company - was initiated to 
determine what changes have occurred 
since their initial 1997 study and how 
high-technology companies now 
define and approach branding as a cor­
porate initiative. 

Nearly 1,100 technology marketers 
from around the world responded to 
the online study hosted by Internet sites 
frequented by high-technology deci­
sion-makers. "Our second wave of 
research clearly shows that fewer high­
tech firms in all major regions of the 
world are establishing long-term brand 
identity strategies ," says Bill 
MacEiroy, president , Socratic 
Technologies. "Further, it appears that 
a 'brand divide ' exists between small 
and large technology companies. 
While 84 percent of large tech compa­
nies have a long-term brand strategy in 
place, only 43 percent of small com­
panies and 66 percent of medium-sized 
companies have a strategy in place. 
The ' brand divide' seems consistent 
across most study measures." 

More than half of all respondents 
defined brand primarily as "name, 
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identity, logo, and recognition" while 
a much smaller number offered broad­
er definitions of brand, which encom­
passed the entire customer experience. 

A series of brand-building support 
responses help further define the 
'brand divide.' Nearly 80 percent of 
large companies support brand-build­
ing while just 61 percent of small com­
panies do. Asked if they spend a lot on 
brand, 54 percent of large companies 
said yes while only 20 percent of small 
companies were in agreement. Nearly 

ric for most companies followed by 
awareness. Small companies favored 
impact on sales and large companies 
used win/lost ratio and awareness as 
key metrics. 

Other study findings affirm the 
apparent technology "brand divide." 
Small companies rely primarily on fea­
ture messages to communicate while 
large companies place emphasis on 
specific brand messages or a combi­
nation of messages. Small companies 

do not believe their brand is stronger 
than competitors while large compa­
nies reported that their brand is much 
stronger. Large companies also are pre­
dominately global in scope while small 
companies are principally local or 
national. Size and money and organi­
zational structure were noted as key 
barriers to achieving global reach. For 
more information visit 
www.sotech.com or www.nelson­
branding.com. 

70pe~e~ofl~ecompan~sb~on~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

46 percent of small companies agreed 
that brand management is an essential 
practice. And, only 39 percent of small 
companies agreed that there is a brand 
culture at their company versus nearly 
60 percent of large companies who 
agreed they have a brand culture. 

"The fall-off in use of brand strate­
gy and the significant divide between 
small and large companies may be 
linked in part to the continuing tech­
nology recession that places focus on 
survival for small companies and 
spending discretion for large compa­
nies," says Bob Nelson, president, 
Nelson & Company. "Many technolo­
gy companies may view branding as a 
luxury they can afford only during 
good times. We found that CEOs make 
nearly 60 percent of small-company 
brand decisions but only 38 percent of 
CEOs at large companies make brand 
decisions, delegating that responsibil­
ity to the vice president or director of 
marketing level. When asked, though, 
if senior management completely 
understands branding, only 22 percent 
of small companies and 40 percent of 
large companies said yes. The study 
may show that CEOs at small compa­
nies are concerned primarily with stay­
ing alive and do not understand or sup­
port brand. Small companies are much 
more likely to say their focus is else­
where, they don't have the money or 
resources, or they are too small or new 
to place any emphasis on branding," 
Nelson says. 

Over 60 percent of all respondents 
said they do not measure branding 

ROI. That number increases to 73 per­
cent for small companies but drops to 
44 percent for large companies. An 
increase in sales was the principal met-
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Research Industry News 
continued from p. 15 

BRM Capital. 

Acquisitions 
London-based research company 

Synovate has fully acquired technology 
company ViewsCast, which specializes 
in automated call center satisfaction 
monitoring. 

U.K.-based Millward Brown has 
acquired U.K.-based Sadek Wynberg 
Research. The acquisition will result in 
the merger of Millward Brown UK's 
Qualitative Unit with Sadek Wynberg to 
form a qualitative practice known as 
Sadek Wynberg Millward Brown. The 
new operation will be headed jointly by 
Rebecca Wynberg and Nadim Sadek, 
with Sadek being appointed to Millward 
Brown's global qualitative board, and 
Wynberg taking a position on Millward 
Brown UK's management committee. 
Sadek Wynberg's current Queensway 
offices will be used as the new prac­
tice's London base, while Millward 
Brown's Warwick office wi ll continue to 
be home to a qualitative team. 

Bellomy R esearch Inc. (BRI) , 
Winston-Salem, N.C., announced that 
Floating Point Systems software devel­
opment company has joined the firm. By 
having an in-house software develop-
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ment team, BRI is able to expand offer­
ings in the areas of interactive research 
and customizable real-time deliverables. 

Taylor Nelson Sofres (TNS) has 
acquired the National Drinks Survey 
(NDS) a study ofU.K. consumer drink­
ing habits. Together with TNS 's FFP 
(Family Food Panel) service - a study 
ofU.K. food and drink consumption ­
TNS will provide a consumer usage 
information package to food and drink 
manufacturers and retailers. As a result 
of the acquisition, TNS will take over 
full responsibility for NDS from Nestle, 
which established the survey in 1970. 
TNS has been collecting and processing 
the data for the past four years and wi ll 
now take charge of selling, marketing 
and servicing all clients. 

Alliances/strategic partnerships 
Beacon Associates, a Waitsfield, Vt. , 

marketing research firm, has joined forces 
with Robinson Research Group to cre­
ate BrandDirector, a new division dedi­
cated to helping clients build their brands. 

The James J. Hill Reference Library, St. 
Paul, and research firm Information 2 
Intelligence (i2i) have formed a strategic 
alliance to blend the secondary research 
capabilities of the library with the Web­
based primary research abilities of i2i. 

New York-based health care research 
firm WebSurveyEurope and health 

care research firm PSYMA will work 
together to deliver online surveys to 
assess marketing research information 
from physicians and other health care 
professionals. Under the tenns of the 
letter of intent, PSYMA will have imme­
diate access to physicians in Europe and 
the United States for performing mar­
keting research. PSYMA will perform 
questionnaire design and data analysis 
whne WebSurveyEurope will field the 
studies and provide the results. 

Online research provider Dynamic 
Logic and M illward Brown USA have 
formed a strategic partnership. The 
alliance gives Millward Brown USA 
access to Dynamic Logic's Adlndex sys­
tem. The two companies will work 
together to develop new product offer­
ings for measuring the effectiveness of 
multi-channel marketing. 

FUSE, an Australian software com­
pany specializing in rich media data col­
lection applications for survey research, 
has become an SPSS MR Technology 
Alliance Partner. Users will now be able 
to layer FUSE multimedia objects with 
SPSS MR's tmlnterview survey plat­
form. 

New York-based Nielsen Media 
Research has selected DWJ Television, 
a broadcast public relations company, 
to beta test its new SIGMA Web Entry 
and Delivery system. Beginning June 
2nd, DWJ and two other beta testers will 
be able to communicate all SIGMA 
requests through "SIGMA Central" via 
the Internet. The service will be rolled 
out to the rest of Nielsen 's SIGMA 
clients on June 16th. 

Arbitron Inc., New York, announced 
that Mediametrie, a French provider of 
TV, radio, Internet and cinema audience 
measurement, has signed a license 
agreement that will enable the indepen­
dent media measurement company to 
evaluate Arbitron 's Portable People 
Meter (PPM) system in Paris. The two­
year agreement will enable Mediametrie 
to evaluate the PPM encoding system 
and the willingness of Parisians to keep 
the pager-sized PPM device with them 
as they go about their daily routines. 
Mediametrie will also appraise the radio 
and television ratings from the PPM and 
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compare the ratings to the current audi­
ence measurement systems - set-top 
people meters for TV and day-after tele­
phone recall for radio - used in Paris. 

Association/organization news 
The board of directors the Council of 

American Survey Research 
Organizations (CASRO) has voted to 
continue discussions with other research 
industry associations that could result 
in the formation of a federation to coa-
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ernment affairs, respondent cooperation 
and strengthening the image of the 
industry. CASRO has engaged in feder­
ation discussions with the Advertising 
Research Foundation (ARF), the 
Marketing Research Association (MRA) 
and the Council for Marketing and 
Opinion Research (CMOR) for the past 
several months. "Our discussions have 
been productive and constructive," says 
Paul Talmey, chair of CASRO. "One of 
our primary objectives has been to focus 
on the important 'one industry, one 
voice' issues we could work on cooper­
atively and more effectively in a feder­
ation." 

The proposed federation would be 
open to any industry group wishing to 
affiliate. "The CASRO Board is very 
interested in combining forces with other 
research industry groups to deal with 
these three critical issues," says Bob 
Cohen, CASRO immediate past chair. 
Talmey and Cohen serve as the CASRO 
representatives to the industry discus­
sions. They were joined by the two prin­
cipal elected leaders in each of the other 
associations. Simon Chadwick acted as 
facilitator for the group. 

"Working together to resolve the reg­
ulatory and image issues we face as an 
industry makes practical sense," says 
Talmey. "And, if we expect to reverse 
the declining rates of respondent coop­
eration and increase respondent satis­
faction, it will be the result of the indus­
try working together on measuring the 
problem and determining internal and 
external solutions. 

"While some research industry orga­
nizations are interested in a commitment 
to merge, the CASRO board has con­
sistently held that the interests of our 
members and the industry are best 
served through a federation of indepen­
dent associations targeted to the issues of 
government affairs, respondent cooper­
ation, and industry image." 

Awards 
The Advertising Research 

Foundation (ARF) bestowed its ARF 
Naples Research Industry Leadership 
Award on two researchers, William T. 
Moran, president, Longman-Moran 
Analytics, and William J. (Jay) Wilson, 
vice chairman, NOP World, at the ARF 
annual convention in April. The award 

is given annually in recognition ofthose 
who have "stepped beyond the bounds 
of their daily business to move the 
research industry forward through their 
personal leadership." Moran was rec­
ognized for his leadership in developing 
methods by which to identify routes to 
more profitable business alternatives and 
Wilson for his role in bringing to life the 
Council of Market and Opinion 
Research and helping to make it a voice 
for the research industry. 

Separately, the 2003 ARF Ogilvy 
Awards Grand Winner went to IBM. 
The winner in packaged goods was 
P&G's Crest Whitestrips team and the 
winner in Services was Capital One's No 
Hassle Card crew. 

IBM's e-business infrastructure cam­
paign received further recognition at the 
ceremony as some 250 research indus­
try leaders acknowledged IBM's highly 
successful effort at searing into the 
minds ofbusiness executives the critical 
importance of being prepared with "e­
business infrastructure" solutions. IBM 
marketing and communications 
researchers contributed key insights into 
ways to increase recognition of infra­
structure problems and solutions without 
turning off non-technical business exec­
utives or alienating IT thought leaders. 
IBM's advertising agency for this 
award-winning work is Ogilvy & 
Mather. The research agencies support­
ing the winning campaign include: 
Ameritest Research, The Maya Group 
and Perception Research Services. 

Receiving the Grand Winner Award 
was Anthony Michelini, director, world­
wide IMC research at IBM. Michelini 
also picked up the award for winner of 
the "Considered Purchases" category. 

Other 2003 award winners: 
1st runner-up, services category -

Windows XP for its "Yes You Can" cam­
paign, award received by Anne T. 
Groom, director of corporate and com­
munications research, Microsoft. 

1st runner-up, packaged goods cate­
gory - A-1 Sauce, "Yeah, It's That 
Important" campaign, award received 
by Diane Phillis, category insights man­
ager, Kraft Foods. 

1st runner-up, considered purchases 
category - Advair, "Asthma was, Advair 
is" campaign, award received by Karen 
Radkowsky, senior partner, Ogilvy & 
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Mather on behalf of the client, 
GlaxoSmithKline. 

2nd runner-up, packaged goods cate­
gory - Ocean Spray White Cranberry 
Juice, "Great for Drinking" campaign, 
award received by David Wiesenfeld, 
senior manager, consumer insights, 
Ocean Spray Cranberry, Inc. 

For 2nd runner-up, considered pur­
chases category, there was a tie vote 
among the judges. The award was 
shared by Chevrolet Avalanche for the 
"It Changes" campaign (award received 
by David Hudson, E.V.P., director, plan­
ning and development, Campbell­
Ewald); and by Lexus for the "New 
World of Luxury" campaign for Lexus 
ES (award received by Mark Miller, 
associate director of strategic planning, 
Team One Advertising). 

New accounts/projects 
Information Resources, Inc. (IRI), 

Chicago, has signed a letter of intent for 
a multi-year strategic consulting agree­
ment with the Procter & Gamble 
Company to provide a range of IRI's 
proprietary consumer and retailer 

insights products and services. Financial 
details were not disclosed. 

New companies/new divisions/ 
relocations/expansions 

New York-based lpsos Group has 
launched Ipsos-Insight, the Group's flag­
ship U.S. company specializing in mar­
keting research for domestic clients as 
well as U.S.-based multinationals. The 
new company brings together the staff, 
capabilities, products and services of 
Ipsos-NPD (founded in 1953) and Ipsos­
Reid (created in 1979) into one organi­
zation in the U.S. Effective immediate­
ly, all marketing research services in the 
U.S. will be marketed under the Ipsos­
Insight name. 

Company earnings reports 
Rochester, N.Y.-based Harris 

Interactive reported revenue and earn­
ings for its third quarter of fiscal 2003 
ended March 31. Revenue for the quar­
ter was $32.1 million, up 13.3 percent 
from $28.3 million reported for the same 
period a year ago, and approximately 
even with $32.5 million revenue report-
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ed for the second quarter of fiscal 2003. 
Net income for the fiscal third quarter 
was $2.6 million or $0.05 per share, up 
24 percent compared to $2.1 million or 
$0.04 per share reported for the second 
quarter of fiscal 2003. The company 
reported a net loss of $1.2 million or 
($0.02) per share for the same period a 
year ago. For the nine-month period 
ended March 31, revenue was $94.9 mil­
lion, and diluted net income was $5.6 
million or $0.10 per share. 

Austin, Texas-based Web research 
firm Inquisite reported its most prof­
itable quarter to date for the quarter end­
ing March 31. The company reported an 
almost 90 percent increase in sales over 
that same period in 2002 and acquired 
several new Fortune 1000 customers. 

Nuremberg, Germany-based GfK 
Group reported that in fmancial year 
2002 sales rose by 10.6 percent to EUR 
559.4 million. GfK generated 63.4 per­
cent of its sales abroad. The final 
accounts for 2002, prepared for the first 
time in accordance with U.S. GAAP, 
confirm the growth trend already evident 
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in the preliminary figures released at the 
end of February. Growth in EBIT, 
including income from participations, 
was EUR 50.0 million, which out­
stripped the figure for 2001 ofEUR 32.7 
million by 53.1 percent. The EBITmar­
gin after income from participations rose 
accordingly to 8.9 percent (previous 
year: 6.5 percent). 

For the quarter ended March 31, 
Chicago-based Information 
Resources, Inc. reported net income of 
$260,000 or $0.01 per share compared 
to a net loss of$9 .4 million or ($0.32) per 
share for the first quarter of 2002. First 
quarter results for 2002 included a 
charge of$7 .1 million or $0.24 per share 
due to the change in accounting for 
goodwill and restructuring charges of 
$5.3 million or $0.11 per share. 

First quarter consolidated revenues of 
$137.7 million were 3 percent higher 
than the first quarter of2002. U.S. rev­
enues of$1 00.2 million were flat versus 
prior year. While revenues from IRI's 
U.S. Retail Tracking business, which 
comprises about 70 percent of the U.S. 
business, were down 2 percent for the 

quarter versus prior year, the U.S. Panel 
andAnalytics business continued to post 
strong growth, up 9 percent over the 
same period last year. International rev­
enues of$37.5 million were 13 percent 
higher in U.S. do liars than the first quar­
ter of 2002, but 4 percent lower in local 
currencies. International revenue grew 2 
percent in local currencies excluding 
IRI's German operation, which is show­
ing signs of recovery after a difficult 
2002. 

SPSS Inc. , Chicago, announced 
results for its first quarter ended March 
31. Revenues and diluted earnings per 
share were $49.0 million and $0.08 in the 
quarter, as compared to $49.6 million 
and a loss per share of ($0.15) in the 
same period last year, respectively. 
Included in the results for the quarter 
ended March 31, 2002, were acquisition 
and other nonrecurring charges of $4.7 
million, or 15 cents per diluted share. 

Operating income improved to $2.0 
million in the quarter from an operating 
loss of $4.8 million in the same period 
last year. Included in the results for the 
quarter ended March 31 , 2002 were 
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acquisition and other nonrecurring 
charges of$4.7 million. This improved 
profitability was primarily due to the 
company's reduced expense structure 
resulting from the restructuring of its 
field operations in the second half of 
2002. In addition, SPSS reduced its 
facilities and terminated certain invest­
ments. These expense control programs 
cut total headcount by 7 percent, total 
payroll by 8 percent, and field sales and 
services personnel by 25 percent. 

The company recorded another quar­
ter of positive cash flow from opera­
tions and improvement in its net cash 
position. Additionally, SPSS secured a 
four-year credit facility with Foothill 
Capital Corporation, a wholly owned 
subsidiary of Wells Fargo & Company, 
providing the company with an expand­
ed borrowing capacity of up to $25 mil­
lion. 

Opinion Research Corporation, 
Princeton, N.J., announced revenues for 
the first quarter ended March 31 of$43.2 
million, up from $42.5 million in the 
corresponding quarter last year. Social 
research revenues were $27.8 million, 
versus $24.0 million last year. Market 
research revenues were $12.0 million, 
versus $14.3 million in the prior year. 
Teleservices revenues were $3.4 mil­
lion, versus $4.1 million last year. 

Net income for the first quarter was 
$0.7 mi Ilion, or $0.12 per diluted share, 
versus net income of $0.5 million, or 
$0.08 per diluted share, in last year's 
first quarter. Last year's results includ­
ed a charge of$0.3 million, or $0.05 per 
diluted share, for the cumulative effect 
of an accounting change. Cash flow was 
used to further reduce debt to $45.1 mil­
lion from $46.9 million at December 
31 , 2002. 

Fairfield, Conn.-based IMS Health 
reported first quarter diluted earnings per 
share of$1. 71 on an SEC-reported basis, 
compared with $0.20 in the year-earlier 
period, and $0.20 per share on an adjust­
ed basis, unchanged from the 2002 first 
quarter. Revenue for the quarter ended 
March 31 grew to $313.9 million, up 8 
percent. Adjusted results measure the 
performance of ongoing IMS core oper­
ations and exclude gains and losses on 
transactions, severance and impairment 
charges and certain other items. 
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Product & Service Update 
continued from p. 12 

overall project progress chart; resource 
utilization bar graph; indicator for cur­
rently active resources. 

CAN-PLAN will produce reports suit­
able for project status meetings or exec­
utive reporting, displaying accumulated 
running totals for cost estimates and a 
Gantt chart with a current day/week time­
line, for a 53-day, 53-week or 53-month 
moveable window from any start date. 
Users can flip-flop from days to weeks 
to months at any time on any plan. 

CAN-PLAN allows categories to be 
defined for roll-up summarization of cost 
estimates and Gantt chart durations of 
each category. This can be used for any 
analysis (type of ~ork, type of worker, 
phases of job, cost center, account cate­
gory, stakeholder participation, etc.). The 
report can be sorted by task, start date, 
duration, end date, category or cost. 

There is a push-button facility for 
printing on letter-sized, legal-sized or 
A4-sized paper, and for saving the cur­
rent file in the archive directory, with the 
project number, name and date/time 
stamp. 

The program is based on Excel and 
Visual Basic for Applications, and 
requires Excel to run. It does not have to 
be installed or loaded as an "addin"; open 
it in Excel, click the "DOC" tab, and 

begin entering project data. 
CAN-PLAN highlights all tasks in 

progress, identifies those that are due for 
completion within the next seven and 30 
days, and shows project progress in both 
dollars and percentage. For more infor­
mation vtstt 
www. billmcmillan.com / CAN­
PLAN.html. 

Scarborough enhances 
PRIME NExT 

New York-based Scarborough 
Research has launched Study Maker, a 
new feature within the company's 
PRIME NExT data analysis software. 
Study Maker enables users to double the 
sample size of any Scarborough data­
base by looking at 24 months of con­
sumer measures. On a national level, this 
creates a database with 400,000 respon­
dents, and on the local level, between 
4,000 and 20,000 respondents, depend­
ing on the specific local market. 

Study Maker lets Scarborough clients 
to drill into the consumer, shopping, 
media, lifestyle, and demographic cate­
gories Scarborough measures, and it 
facilitates developing a more granular 
analysis of consumer behavior. 
Scarborough's double databases provide 
an analysis of important low-incidence 
consumer phenomena and emerging and 
significant consumer and media trends. 

'Itagon consistently puts you in touch with even the 
hardest-to-fmd consumer, youth, business, tech, med­
ical, legal and financial respondents. That's how we've 
built our reputation, from focus groups to surveys to 
product testing to advanced statistical modeling. 
Contact us today for your next research project at 
800-841-1177 or www.t .. agon.cona. 

The Study Maker feature combines data 
sets from two continuous Scarborough 
12-month studies into one 24-month 
database, enabling clients to develop 
insights available only through data 
sources that offer a full 24-month per­
spective. Study Maker is available on 
the company's PRIME NExT data analy­
sis software. For more information visit 
www.scarborough.com. 

Report gathers reactions 
to Bush health care 
reform ideas 

Houston-based research firm Med­
Mark has released its new study based on 
the health care plans discussed in the 
2003 Presidential State of the Union 
Address in which President Bush called 
for Medicare reform and malpractice lit­
igation award limits. It also addresses 
components of the Medicare plan pre­
sented in Bush's March 4th American 
Medical Association convention speech. 
Med-Mark collected reactions from 
health care executives and providers 
nationwide. Representatives from health 
care organizations were interviewed for 
the study in which they shared their opin­
ions on President Bush's reform propos­
als. Specifically, the health care repre­
sentatives provided recommendations 
on how to allocate the $400 million that 
President Bush would use to strengthen 
Medicare and provide medical malprac­
tice reforms that would limit lawsuit 
awards. For more information visit 
www.med-mark.com. 

Free radio guide from 
Arbitron 

New York-basedArbitron has released 
Radio Today: How America Listens to 
Radio, 2003 Edition, its annual update on 
radio listening and formats. For the first 
time, Scarborough consumer data have 
been included along with the Arbitron 
audience data to develop a comprehen­
sive profile of listening across America. 

With Scarborough USA+ information 
on the purchasing plans and leisure activ­
ities for each of the 13 Arbitron radio 
formats , the study provides insight into 
the evolving relationship between 
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radio and its diverse listener base. The 
new Radio Today report also uses 
Maximi$er Plus data from all markets 
for the first time. The free study can be 
downloaded at www.arbitron.com/ 
study/radio _today02.asp. 

Directions Research 
launches new product­
testing program 

Cincinnati-based Directions Research, 
Inc. is now offering its proprietary new 
product-testing program titled Navigator. 
Navigator offers a consolidated database 
of product testing experiences and learn­
ing that can be integrated into a client 
product-testing program. The historic 
information culled from Navigator 
shapes and guides research efforts, act­
ing as a "map" to reach product test con­
clusions more effectively. 

The Navigator program represents a 
partnership between Directions Research 
and the University of Georgia's Masters 
in Market Research program to deter­
mine methods to "bridge" the results of 
over 3,400 product tests into a coherent, 
validated body ofknowledge. This com­
parative data allows clients to gain per­
spective on their current efforts, provid­
ing a context and helping determine the 
most sensitive and efficient testing 
process to meet research objectives. 

Navigator is designed to help address 
research considerations such as: the 
effects of branded vs. blind testing; 
methodologies to break ties; category 
effects on product ratings; issues of scale 
and measurement sensitivity; reference 
points for blind product tests. For more 
information visit www.directionsre­
search.com. 

Service offers third-party 
validation of Web site 
circulation 

NetRatings, the New York-based 
provider of the Nielsen//NetRatings 
Internet audience measurement and 
analysis services, has launched 
SiteCensus, a census-based site mea­
surement service that gives users third­
party validation of Web site circulation. 
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SiteCensus provides a site-centric 
approach to audience analysis, delivering 
information for niche and local market 
research needs. It addresses the business 
needs of media companies, content pub­
lishers and other Internet companies with 
measurements of metrics such as number 
of visitors, page views, time spent and 
site demographics. 

The service: provides research analy­
sis for sites with smaller audience sizes; 
delivers regional and local market track­
ing, along with gender, age and client­
specified custom demographics; tracks a 
site's entire audience, including traffic 
from wireless and hand-held devices, 
Internet appliances, shared home and 
office computers, university PCs, as well 
as public terminals including libraries 
and Internet cafes. 

The service's census-based measure­
ments are provided through a page-tag­
ging system. When encoded in any Web 
site page, the tag provides a count of 
every page view and visitor, while also 
selecting and surveying a representative 
sample of the audience. For more infor­
mation visit www.nielsen­
netratings.com. 

New directory of managed 
care organizations 

The National Directory of Managed 
Care Organizations, fourth edition, has 
been published by the Managed Care 
Information Center, Manasquan, N.J. 
The directory includes market intelli­
gence information on more than 1,750 
managed care organizations, represent­
ing 4,482 plan types. 

Along with profile listings of health 
maintenance organizations (HMOs ), pre­
ferred provider organizations (PPOs ), 
utilization review organizations (UROs ), 
point-of-service plans (POS), and sever­
al other types of managed care organi­
zations, the directory covers specialty 
HMOs + PPOs, and includes details on 
PBMs, URs, TPAs, PSOs, POSs, EPOs, 
Medicare and Medicaid Plans , and 
Medicare+Choice plans. 

Profiles include company name and 
address, parent company, telephone 
number, fax number, key contacts, model 
type, plan type, service area, enrollment 
data, benefits covered and products pro-

vided, as well as other pertinent infor­
mation. 

Directory profiles also include details 
on type of coverage offered, profit status, 
accreditation, year founded, model type 
(staff, IPA, group, network or mixed), 
number of hospitals in the plan's net­
work, primary physicians and specialist 
physicians. 

The directory also identifies plans' 
fmancial and statistical infonnation such 
as revenue, enrollment, medical loss 
ratios and administrative expense ratios. 

Coverage of such areas as vision, den­
tal benefits, wellness, behavioral health, 
home health care, chiropractic, physical 
therapy, podiatry, transplant, long-term 
care and psychiatry is also included in the 
profile data. 

The National Directory of Managed 
Care Organizations, fourth edition, is 
available in four formats: a 714-page 
print volume; a CD-ROM edition in PDF 
format; a database on CD-ROM, and an 
online version accessible via MCIC's 
Web site, www.themcic.com. 

The CD-ROM edition in PDF pro­
vides high-speed searching, while the 
database on CD-ROM is delivered in a 
format that imports into most database 
and spreadsheet programs. 

The online database incorporates 
searching capability with an option to 
download search results for importing 
into other database or spreadsheet pro­
grams. 

New interface between 
PRO-T-S and ARCS 

Marketing Systems Group, Fort 
Washington, Pa., and DBM Associates, 
Whitehouse, N.J., have developed an 
interface between the PRO-T-S 
researchPredictive Dialer and DBM's 
ARCS IVR system. The interface will 
allow a live interviewer to screen for the 
correct person or gain cooperation and 
then transfer the interview and data col­
lected into the DBM ARCS IVR system 
to go through the remainder of the ques­
tionnaire in an automated environment. 
The data that has been collected in the 
live operator script, that could impact 
the skip patterns in the IVR portion, is 
sent along with the respondent to either 
a locally attached ARCS IVR system or 
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one located remotely. For more infor­
mation call Dan Bernard at 402-489-
0000 or visit www.arcsweb.dbma.com. 

Database profiles retail 
picture in 100 
metropolitan areas 

The National Research Bureau (NRB), 
a Chicago shopping center intelligence 
firm , is offering Retail Real Estate 
America (RREA), a new supply-and­
demand data resource that profiles the 
largest 100 metropolitan areas from 
information supplied by the NRB 
Shopping Center Database, the Trade 
Dimensions Retail Database and Claritas 
Inc. NRB is a division of San Diego­
based information firm Claritas. 

RREA, which is available in e-book 
format, features market overviews and 
in-market Web links for the top U.S. mar­
kets. The Trade Dimensions retail data 
are presented by selected retai I category 
within a market for each retailer with 
five or more locations in the market. 
These retailers would be located in all 
types of locations, including both shop­
ping center and non-shopping center 
locations. The Trade Dimensions Retail 
Database contains profile data for all 
supermarkets, mass merchandisers, 
liquor stores, drug stores, wholesale 
clubs, cigarette stores, convenience 
stores and category killers - a total of 
321 ,323 outlets. 

The Claritas demographic data pack­
age includes current and forecasted pop­
ulation estimates, household and income 
growth, race/ethnicity profiles and retail 
sales and employment statistics by coun­
ty within MSA. 

Web site information links are also 
provided for each market, extending the 
scope ofthe product to local information 
sources such as economic development 
commissions, local government market 
information sources and major business 
publications available in the market. For 
more information visit www.nrbon­
line.com. 

New online kids panel 
The KidsCom Club Youth Panel, from 

Milwaukee-based marketing firm Circle 
1 Network, is an online research panel of 
boys and girls ages 8-14 from across the 

U.S. Kids join the club for games, chat 
and creative activities that are available 
on the KidsCom Web site (www.kid­
scom.com), not just to take surveys. 
These non-survey activities are intended 
to keep members active and involved 
with the panel without over-using them 
for surveys. The panel has over 38,000 
members. Clients can get feedback from 
panel members through custom surveys 
or the monthly omnibus survey. The 
Youth Panel can be used to evaluate 
products, packaging or advertising con­
cepts, learn youth preferences and opin­
ions, discover the latest trends and gath­
er Internet, wireless and gaming usage 
information. The KidsCom Club Youth 
Panel is compliant with the Children's 
Online Privacy Protection Act (COPPA). 
Parents have provided their consent for 
KidsCom Club Youth Panel members to 
participate in research. For more infor­
mation visit www.circle1network.com. 

Briefly ... 
Three research companies - The 

TCI Group, Minneapolis; The Miller 
Research Group, Mt. Prospect, Ill.; and 
DataProbe International, Irving, Texas 
- have established a strategic part­
nership to form Information 2 
Intelligence. The firm will provide 
Web-based business and research 
services from offices in the U.S. , U.K., 
India and Australia. For more infor­
mation call 866-424-0909. 

The RIVA Training Institute is now 
offering its Master Moderator 
Certificate program. The Master 
Moderator Certificate will be awarded 
to those who complete a series of 
courses, workshops and private study 
and then demonstrate skills and knowl­
edge to an objective examination panel 
through both written and practicum 
examinations. For more information 
visit www.RIVAinc.com. 

Informatouch, a Phoenix-based 
company specializing in touch tech­
nology applications, has introduced 
DIGIVEY. DIGIVEY (digital survey) 
is a multilingual, multimedia-capa­
ble software tool that uses touch tech­
nology to conduct marketing research 
where respondents answer questions 
in either text or images in their pre­
ferred language and on their own pace. 
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For more information 
www.digivey.com. 

visit 

Pittsburgh-based Direct Feedback, Inc. 
is now offering focus group clients high­
speed wireless Internet access. 

Saskatoon, Saskatchewan-based 
!tracks has doubled its caD center to 
accommodate increased demand for its 
online computer-assisted telephone inter­
viewing service. 

Millward Brown has launched its new 
children's research Web site at 
www.mi Ilwardbrown.comlkidspeak to 
coincide with the release of the new book 
BRANDchild by brands expert Martin 
Lindstrom, which looks at global kids 
and their relationship with adult brands 
and is based on results from research 
conducted by Millward Brown among 
tweens (ages 9-14). 

Chicago-based ACNielsen U.S. has 
released version 7.0 of its Spaceman 
merchandising software solution. The 
new version extends Spaceman's reach 
to new retail channels, while giving users 
new merchandising design and sales 
analysis capabilities. For more informa­
tion visit www.acnielsen.com. 

The American Society for Quality has 
published Customer Satisfaction Toolkit 
for ISO 9001:2000 by Sheila Kessler, 
which explores the basic tools currently 
being used in customer satisfaction sys­
tems and shows how they can be applied 
in meeting ISO 9001 :2000 requirements 
for a customer satisfaction system. For 
more information visit www.asq.org. 

American Sports Data, Hartsdale, 
N.Y. , has released its Comprehensive 
Study of American Attitudes Toward 
Physical Fitness and Health Clubs, the 
third in a series of tracking studies initi­
ated by the International Health, Racquet 
& Sportsclub Association. The 41 0-page 
report contains sections on psychologi­
cal stress (and its antidote); dieting and 
weight loss; the "fat and fit" philosophy; 
fitness technology; new dimensions in 
fitness measurement; public opinion on 
the subsidization of healthy lifestyles, 
and more. For more information visit 
www. americans ports data. com/ con­
sumer _ attitudes.asp. 
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Prenatal 
continued from p. 20 

Brooklyn, and Haitian-Creole-speak­
ing women from Brooklyn's Crown 
Heights and Flatbush sections. 

All had to be pregnant currently or 
within the past five years , with at 
least one of the following character­
istics: homeless, a survivor of domes­
tic violence, a substance user within 
past five years, had been incarcerat­
ed within past five years, or had 
exchanged sex for drugs or money in 
past five years. We didn ' t ask if the 
subjects were HIV-positive or an 
undocumented immigrant, although 
it was often known by the recruiters, 
who were from CBOs that provided 
services to the populations we were 
studying. Keeping with the theme of 
contacting only the hardest-to-reach 
women , the organizations were 
instructed to recruit women they had 
been unable to serve. 

Just as the recruiting was anything 
but traditional, so too were the rooms 
we used to hold the focus groups. We 
felt it was important to conduct our 
research in a location in which the 
women were familiar and comfort­
able, but there are no professional 
facilities in any of these neighbor­
hoods. A representative of a medical 
school clearly didn't get it when we 
asked for help in finding a facility 
that had an observation space with a 
one-way mirror. She suggested that 
we use a police precinct interview 
room. (Not a Law & Order viewer, 
we surmise.) 

Recognizing the challenges faced 
in gathering data from respondents 
who were not expected to be forth­
coming, along with special cultural 
concerns, we used qualified modera­
tors who were sensitive to the char­
acteristics of the focus group respon­
dents. We also employed simultane­
ous translators , so the team could 
keep track of the proceedings in real 
time. 

Not all the advice we received was 
accurate. With regard to cultural 
issues, we were told Haitians espe­
cially would not participate in front of 
a video camera. We found little diffi­
culty - the Haitians were just as 
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The cloud and umbrella imagery and the tag line "Protect yourself and your baby. Get early prenatal 
care. " (shown here in the Haitian-Creole version) came directly from the focus groups. 

forthcoming as the other groups. 
In fact, we were surprised by the 

openness exhibited by all the respon­
dents. Without exception, they were 
extremely enthusiastic about the 
process, largely because they felt it 
was rare for someone to legitimately 
solicit their opinions. The result, time 
and time again, was a motivated focus 
group. Moreover, they were so obliv­
ious to the videotaping that several 
pulled their shirts up to rub their preg­
nant bellies, even with a man in the 
room operating the Perception 
Analyzer system. 

First round: messages and images 
Two rounds of focus groups were 

conducted. The first round was rela­
tively conventional. The women were 
encouraged to discuss their previous 
experiences with prenatal care and 
benchmark their attitudes about the 
process, the barriers, and their deci­
sion-making in obtaining prenatal 
care, if they had sought any. 

Among their reasons for not getting 
prenatal care, they said that a medical 
exam would reveal drug use, thereby 
proving the mother unfit. The result 
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would be that her other children 
would be taken away. We were also 
told of "alternative" methods of 
health care. "When I'm pregnant, I 
fast every Tuesday until I deliver," 
said a Haitian woman. Another said, 
"I go to a herbalist, a doctor of 
leaves." 

To test the emotional reactions to 
colors and designs that might be used 
in the awareness campaign, we hand­
ed out fabric swatches. There was a 
clear favorite among most of the 

respondents, a fabric consisting of a 
dark blue sky, with clouds, stars, the 
moon, and the sun with happy faces. 
"It makes you, like, happy, or think of 
babies and stuff. Because I would like 
to put this ... in the kids ' room." It was 
also described as cute, soft, and a 
reminder of heaven, "where the 
angels are." The teens tended to 
choose the more child-like, as 
opposed to baby-like, fabrics. 

The respondents in the first round 
were asked to draw two pictures, one 
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of women who had had prenatal care, 
and a second of women who hadn't. 
From the drawings, the message was 
clear: there are distinct physical and 
psychological differences between 
the two types of women. 

We found that the overall theme 
presented was the "good girl/bad girl" 
dichotomy. The woman who received 
prenatal care was described as happy, 
knowing that she was taking the cor­
rect action for the benefit of herself 
and her baby. The woman who did 
not seek medical care was seen as 
sad, lacking in self-esteem, the object 
of pity, and one who cares far more 
about herself than about her baby. 
The Spanish-speaking respondents 
were especially judgmental, shower­
ing praise on the "good girl ," while 
calling the "bad girl" selfish and irre­
sponsible. 

From a consensus among respon­
dents, five possible messages were 
derived from the first round: 

1) You owe yourself good care, and 
we want to help you get it. 

2) Protect yourself and your baby. 
Get prenatal care. 

3) Together, we're there for you 
and your baby. 

4) A big step toward a healthy 
start. .. early prenatal care. 

5) As soon as I think I'm pregnant, 
I'll do the right thing and get prena­
tal care. 

These messages were all positive 
statements. The negative approaches 
- the idea that either 1) failure to get 
pregnancy care will result in an 
unhealthy baby, or 2) that the mother 
risked having her baby taken from 
her by the authorities - were viewed 
as ineffective in promoting early pre­
natal care. 

Another message that was rejected 
was the notion of "no hassles." 
"Nothing in New York has no has­
sles ," stated one respondent. 
Furthermore, pregnancy itself is a 
hassle. As evidence of discordance 
in such a message, one teen said, "If 
you wasn 't going through no hassle, 
your baby 's not going to be healthy." 

In addition to the overall theme, 
we determined that certain elements, 
or facts , had to be included in the 
message. For example, it was impor-
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tant to state that health care for preg­
nancy is free or low-cost, that the 
care is confidential, and that there is 
a toll-free telephone number to get 
information. 

We also considered the question of 
whose images should be included in 
the messages. Should it be the 
women, the baby, the doctor, or some 
combination of them? The conclu­
sion was that, since the messages 
were all aimed at the pregnant 
woman, she should be featured. 

The groups also discussed the use 
of celebrities as spokespersons and 
rejected that notion, arguing that only 
a real person who had had similar 
experiences would be believed. 
"They [the actors] are going to be 
fake, taking us for suckers." 

Second round: testing t he p r in t 
and electron ic media before t he 
roll-out 

The second round of discussions 
featured the opinions and reactions of 
a different group of similarly quali­
fied women. From this data and from 
consultation with clients, a series of 
messages, images (drawings and 
photographs), and audio/video spots 
were advanced for testing. 

Print 
Theprintiliem~andimageswere 

presented in various combinations, 
using the Perception Analyzer trade­
off feature as well as discussion. In 
addition , the respondents listened to 
and viewed audio and video spots, 
using the Perception Analyzer 
moment-to-moment function to 
determine which they thought would 
have the greatest impact on women 
like themselves. 

For the print phase, the evaluation 
process was started by measuring 
each of the five messages individu­
ally. 

The respondents were instructed 
to set their Perception Analyzer dials 
to 50, a neutral position halfway 
between 0 and 100. We then present­
ed Message A and asked them to 
move their dials to a higher number 
if they found the message persuasive 
(1 00 would represent perfection), or 
to a lower number if the message was 

not persuasive (0 would represent a 
total lack of persuasion). We contin­
ued the process with the other four 
messages. We found that we could 
not combine the scores from all the 
groups because , culturally, each 
group was unique in their starting 
points. For example, by the numbers, 
the Spanish-speaking respondents 
were the most optimistic about the 
efficacy of these messages, averag­
ing 87 for the five, which does not 
leave much room for variation, from 
top to bottom. In contrast, the teens 
were not so generally convinced. 
Their scores for the five messages 
averaged only 64. 

This preceding exercise could eas­
ily have been done on paper, but not 
so the next step: ranking the five 
messages via the trade-off feature. 
The respondents were again asked to 
set their dials at 50 and compare one 
message to another. The moderator 
began by holding up a sign with 
Message A ("You owe yourself good 
care and we want to help you get 
it.") in her left hand and Message B 
("Protect yourself and your baby. 
Get prenatal care.") in her right 
hand. The respondents were 
instructed to turn the dial to the left, 
toward zero, if they favored 
Message A; Message B would be 
represented by turning the dial to 
the right, toward 100. If the respon­
dent favored Message A to the total 
exclusion of the other message, then 
they would turn their dials all the 
way to zero. If they had a slight 
preference, then they might move 
their dials to 45 , or perhaps 55 if 
they favored Message B. With five 
messages to compare to each other, 
there were 10 permutations. 

We then showed five images -
photographs on backgrounds -
whose concepts and colors had been 
derived from the first round. The col­
ors incorporated into the images were 
the two most favored: blues and pur­
ples. The photographic inclusion of 
clouds into the images of three 
women with and without umbrellas 
came from the response to the over­
whelming favorite fabric pattern test­
ed in the first phase, one of a blue 
background with clouds, suns, stars 
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and moons. 
Using the same system, we ranked 

the five images: 
1) three women holding a translu­

cent sphere 
2) one woman holding a translu­

cent sphere 
3) three hands, two cupping around 

the third 
4) three women holding two 

umbrellas 
5) three women without umbrellas. 
In the observation room during one 

of these sessions, Bureau of HIV 
Ambulatory Care Services Director 
Roberta Glaros commented, "I'm 
typically skeptical of technology used 
in this field because social science 
research tends to focus on questions 
that have quantifiable answers. The 
Perception Analyzer allows mea­
surement of a person's qualitative 
judgment. It really worked." 

The methodology enabled us to 
measure not only the favored choice 
among the five in each category, but 
also the intensity of the favorable 
feelings toward the winning message 
or image, measured against each of 
the other choices. We do want to note, 
however, that we used the informa­
tion gathered during the discussion 
following each of the numerical rank­
ings to reinforce the confidence we 
had in the final selections. 

The winning messages and images 
varied among the different ages and 
cultures. The African-American 
adults selected "Protect yourself and 
your baby. Get prenatal care," over­
laid on the image of the three women 
with umbrellas (seen as a "sisterhood 
of safety"). 

The African-American teens 
favored the same message but with a 
different image - three hands, two 
cupping around the third. 

The Spanish-speaking women 
chose "You owe yourself good care 
and we want to help you get it," 
superimposed on the photograph of 
the three hands, two cupping around 
the third. After language consulta­
tion, this was modified to read, in 
Spanish, "You deserve good prenatal 
care and we want to help you get it." 

The Haitians selected the message, 
"Protect yourself and your baby. Get 
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prenatal care," in Haitian-Creole, 
along with the picture of the three 
women with umbrellas. Initially, the 
image of the three hands led, but in 
the trade-off, the three women with 
umbrellas prevailed. The umbrella 
was viewed as a protector of fragile 
pregnant women. 

Radio and TV 
For the radio and TV commercials, 

the respondents held the Perception 
Analyzer dials as they viewed or lis­
tened to the 30-second spots, each 
with themes, messages and images 
developed from the research results, 
reflected in the language of the 
respondent. The words and pictures 
were measured on a second-to-sec­
ond basis, through the visual use of a 
line graph overlaid on the video 
image, or for the audio, overlaid on a 
timeline. We measured each spot 
twice, early in the focus group, and 
then 90 minutes later toward the end, 
in order to simulate the real-life expe­
rience of repetition and measure how 
effective each would be after hear­
ing it or seeing it several times. 

Here is a script used for a 30-sec­
ond spot that tested well, using the 
actual words from one of the respon­
dents: 

"During your pregnancy, you got to 
really look at, let me go check myself 
out. If my head ain't together, my 
body ain't gonna come along. First of 
all, I let them know they really don't 
have anything to fear. Fear is one of 
the things that keep people away from 
going to the clinic. Scared, not scared. 
High, not high. Because if you can go 
out there and get other things that you 
need that's not really good for you, 
then you could go out there and get 
something that you need that's going 
to help you." 

The campaign 
The multimedia campaign began in 

the targeted ZIP codes in December 
2001. A telephone hotline was estab­
lished, with operators trained to coun­
sel and refer. It was started with print 
materials - billboards, posters, bus 
shelter signs, bus ads, pamphlets and 
stickers. Radio and some television 
spots began airing after a few months. 

In November 2002, 30-second videos 
were placed in movie theatres, inter­
spersed among the previews for com­
ing attractions. 

Meanwhile, the New York State's 
Bureau of Child Health, another 
Department of Health division 
charged with moving more women 
to prenatal care, piggybacked onto 
our campaign, taking the print ads 
statewide, using a different toll-free 
phone number. 

Did it work? 
Two measures are being used to 

evaluate the effectiveness of this mul­
timedia campaign. First, the number 
of hotline calls is being tallied. 
Second, records are being kept at 
locations where women are directed 
for prenatal care to determine how 
the women were motivated to come 
in. 

Currently, the hotline is receiving 
several hundred calls per month. 
Generally, the number of calls has 
increased during periods when radio 
spots are broadcast. Twice as many 
callers said they heard about the cam­
paign on radio than from any other 
source, followed by posters and print­
ed materials. We recognize, of course, 
that there is a synergy between the 
various points of contact, and that the 
radio ads are pushing the women 
across the threshold that had been 
built by the print ads. 

The least likely source of informa­
tion was community outreach, a key 
finding. Apparently, we are succeed­
ing in our objective - to get to 
women who had not been reachable 
through conventional methods in 
social marketing. 

As a side benefit, a few dozen calls 
per month were received that were 
for other services not specifically 
related to prenatal care. These were 
referred to appropriate agencies. 

While it is too early to tell if infant 
mortality rates have dropped in the 
targeted areas, this remains the ulti­
mate goal, along with fewer problem 
pregnancies. 

And as researchers, we were grati­
fied to note the concluding sentiment 
from several of the respondents: 
"Thank you for li stening to me." r~ 
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Bioterrorism 
continued from p. 19 

• determine respondents' interest in 
receiving the smallpox vaccine. 

We completed this study using one­
on-one interviews with physicians and 
focus groups with members of the gen­
eral public. Ultimately, we interviewed 
17 physicians. Each physician was 
board-certified in either family prac­
tice, infectious disease, emergency 
medicine or pediatrics - the medical 
specialties most likely to deal with 
cases of smallpox during an outbreak. 
We completed these interviews in 
Philadelphia, Chicago and San 
Francisco. 

Table 1 shows the composition of 
the focus groups. Same-race modera­
tors were used for all focus groups, 
except the four Asian-American 
groups, which were completed by the 
European-American (Caucasian) 
moderator. 

Key findings: 
• Neither physicians nor the gener-

public questioned whether ring vacci­
nation (promptly identifying people 
with smallpox, then vaccinating them 
and all the people they have recently 
come into contact with) would be suf­
ficient for controlling an outbreak, 
given today's mobile population. 

• People had little enthusiasm for 
being vaccinated before an outbreak of 
smallpox. 

• Respondents believed that, in the 
event of an outbreak, the health care 
system (particularly hospital emer­
gency rooms) likely would be overrun 
with panicked people wanting to be 
vaccinated. 

• Members of racial minorities, par­
ticularly African-Americans, distrust­
ed the federal government and ques­
tioned the social equity/social justice 
of any smallpox immunization pro­
gram. 

Phase II - December, 2002 
During the fall of 2002, the Bush 

administration announced plans to 
again begin vaccinating American cit-

Table 1: Focus Groups with General Public 

Philadelphia Ch1cago San Francisco 
April15-16, 2002 April17 -18, 2002 April 23-24, 2002 

European-American Two Groups Two Groups Two Groups 
(Caucasian) ~1 male, 1 

emale) 
(1 male, 1 female) (1 male, 1 female) 

Afncan-Amencans Two Groups Two Groups 
~1 male, 1 (1 male, 1 female) 
emale) 

Hispanic-American Two Groups Two Groups 
(1 male, 1 (1 male, 1 female) 
female) 

As1an-Amencan Two Groups Two Groups 
(1 male, 1 (1 male, 1 female) 
female) 

Mixed-Race Two Groups 
~1 male< 35 yrs) 
1 female< 35 yrs) 

Table 2: Respondents- By City 

New York City Kansas City 
December 10-11, December 12-13, 2002 
2002 

Emergency Room 12 respondents 12 respondents 
Physicians 
Emergency Room Nurses 15 respondents 15 respondents 

Hospital Serv1ce Workers W respondents 18 respondents 

al public knew much about smallpox 
disease, the smallpox vaccine or 
smallpox immunization strategies. 

izens against smallpox. The first wave 
of vaccinations would include mili­
tary personnel and members of state­
based smallpox response teams. On • Physicians and members of the 

short notice, CDC was asked to collect 
the following information: 

• provide an update about the 
knowledge of smallpox and the small­
pox vaccine among physicians, nurs­
es and hospital service workers (peo­
ple working in ancillary areas such as 
maintenance, housekeeping and cafe­
teria); 

• determine the factors that would 
encourage health care workers to be 
vaccinated for smallpox, if asked, and 
identify the barriers that would dis­
courage them from doing so; 

• test a Smallpox Q&A information 
sheet and the text for an informed con­
sent document that might be distrib­
uted to health care workers prior to 
vaccination. 

As with Phase I, we collected data 
from physicians through one-on-one 
interviews. In contrast to the earlier 
study, we recruited only emergency­
room physicians, since we had learned 
previously that they were most likely 
to come into contact with smallpox 
victims, in the event of an outbreak. 
Because the agenda was shorter, more 
focused and potentially more emo­
tionally charged than a typical focus 
group agenda, we asked nurses and 
health care service workers to partic­
ipate in mini-groups - one-hour 
groups involving no more than four 
persons. Table 2 offers details about 
the respondents who participated in 
this phase of the project. The screen­
er for this project insured broad rep­
resentation by race, gender and age 
(over/under age 35). 

Key findings: 
• Knowledge about smallpox had 

increased markedly. In December, 
hospital services workers were as 
knowledgeable as several of the physi­
cians interviewed in April. 

• Many respondents said they would 
not volunteer to be vaccinated, once 
they discovered that they might not 
be covered by health insurance or 
worker's compensation if they had an 
adverse reaction (got sick or died) after 
receiving the vaccine. 

• Health care professionals saw the 
decision to be vaccinated as very 
important, an event that could ulti ­
mately have real consequences for 
family members and others, not just 
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themselves. They said they would 
need time to consider their options 
thoughtfully. 

• Most immunizations or health care 
treatments are assessed according to a 
risk-reward algorithm: Is the risk I am 
taking in receiving this treatment out­
weighed by the potential benefits of 
the treatment? Because no one knows 
the likelihood of a smallpox outbreak, 
this algorithm could not be applied. 

• There were concerns among health 
care professionals about the safety of 
the smallpox vaccine. 

• Overall, we predicted a lukewarm 
reception to requests for health care 
professionals to be vaccinated for 
smallpox. 

Project impact 
Data from both phases of this pro­

ject have been reported widely. In 
May, The New York Times drew heav­
ily on our work in a substantial article 
about smallpox. While Phase II was 
underway, CDC staff members were in 
contact daily with the Office of the 
Director of CDC and key aides in the 

Department of Health and Human 
Services (HHS). As a result, a few of 
our preliminary findings were report­
ed in USA Today even before the pro­
ject concluded. Recent policy state­
ments and press releases from HHS 
and CDC have referred explicitly to 
the data collected during this project. 

Because smallpox is an ongoing 
policy issue at the national level, it is 
too early to fully determine the final 
impact of this project. Clearly, the data 
we collected is one of many data 
sources on this topic. However, we 
can point to several actions at the fed­
eral level that are consistent with our 
findings: 

• There is legislation now pending in 
both houses of Congress to insure 
health care professionals have per­
sonal financial protection, if they 
should have an adverse reaction to the 
smallpox vaccine. 

• This study provided an early indi­
cation that there would be significant 
obstacles to overcome to achieve 
widespread voluntary vaccination of 
health care professionals. In fact, 

recent media analysis by the CDC 
shows that of the 261 health depart­
ments and hospitals mentioned in print 
articles from December 10, 2002, to 
February 28,2003,61 percent are par­
ticipating in the vaccination effort, 25 
percent have declined to participate 
and 14 percent are undecided. 

• The Advisory Committee on 
Immunization Practices, a national sci­
entific advisory committee to the CDC 
and HHS, received the findings from 
Phase I and used this data in the for­
mulation of its recommendations 
about how and when to offer smallpox 
vaccination. These recommendations 
received extensive national media 
attention. 

• The CDC has developed a variety 
of education materials about small­
pox, particularly a brochure that helps 
physicians identify smallpox in its 
early stages and distinguish this dis­
ease from other maladies that have 
similar initial symptoms. 

• Acknowledging concerns about 
vaccine safety, CDC has commis­
sioned several studies to test the effi-
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cacy of the vaccine and attempt to pre­
dict more accurately how frequently 
adverse reactions will occur. 

Risk communication 
One of the most powerful and inter­

esting uses of this data is in the area of 
risk communication. Generally speak­
ing risk communication has two pur­
poses: to calm the general public if 
they are unjustifiably alarmed (for 
example, in the case of a chemical 
spill) or to encourage the public to 
take action if they are too apathetic 
(for example, using seat belts or con­
doms). In the case of smallpox, the 
CDC has used this data for both pur­
poses. It has prepared for a smallpox 
emergency by developing message 
maps that succinc.tly but accurately 
describe what the public should do, 
while hopefully reducing the public's 
sense of alarm or panic from irrational 
levels. The CDC and the Oak Ridge 
Institute for Science and Education 
are now offering training sessions and 
disseminating this information to fed­
eral, state and local health officials 
and emergency planners throughout 
the United States. Because of interest 
and demand, they are now offering 
these materials to health officials 
around the world. 

Lessons learned: 
• "Scientific" methods. Many key 

leaders at the CDC are scientists. As 
such, they have a strong bias toward 
research that generates numbers, per­
centages and is subject to computer 
analysis. Over time, these decision­
makers have come to some apprecia­
tion of qualitative research. However, 
we have to be constantly aware of their 
need for hard data. In some situations, 
this means we must resist overtures to 
quantify qualitative research. In other 
circumstances, it means we need to 
adapt our qualitative design to more 
closely approximate the methodology 
used in "hard science." 

• Projectives. Experienced qualita­
tive researchers do not need to be sold 
on the value of projective techniques. 
In this project, projectives proved 
invaluable. Rather than asking people 
to identify the assets and liabilities of 
voluntary smallpox vaccination, we 
used psychodrawing (in this case, a 
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stick-figure exercise) to elicit this 
information. We modified the con­
ventional stick-figure exercise by plac­
ing a second, smaller stick figure in the 
upper right-hand corner of our work­
sheet. We instructed respondents to 
describe what this person was thinking 
and feeling as he/she watched the pri­
mary stick figure deliberate about 
being vaccinated. In this study, the 
secondary figure soon became "my 
pregnant wife ," "my daughter" or 
some other key person. The exercise 
elicited emotional content that was 
richer and deeper than could ever have 
been gleaned from an "I ask , you 
answer" approach. 

• The geography of terrorism. Based 
on our research, we believe the United 
States is divided into three regions 
when it comes to public attitudes on 
terrorism and its perceived risks. 
People on the East Coast, our first 
region, believe strongly "it will hap­
pen again here." Most of these people 
were intimately affected by September 
11 , 2001. The attack on the World 
Trade Center is an event they take per­
sonally and they discuss their feelings 
about terrorism in very emotional 
terms. The second group, the West 
Coast, sees terrorism as more abstract, 
because they have not experienced it 
personally. They feel little urgency 
about preparing for future acts of 
bioterrorism, since they believe future 
terrorist acts are likely to occur first on 
the East Coast "and we would have 
plenty of notice." As one San 
Franciscan said, "We are patriotic 
Americans. But for us, on a practical 
basis, New York City is the other side 
of the world." The third region, which 
we call "the big middle," is midway 
between these two psychological 
extremes. Terrorist acts seem real to 
them and provide motivation to take 
personal action, but the feelings are 
less extreme than those held on the 
East Coast and less disengaged than 
those on the West Coast. 

• Predictive value. Dr. Pete DePaulo 
(see "Sample size for qualitativ e 
research ," Quirk's , December, 2000; 
enter QuickLink number 636 at 
www.quirks.com) and others argue 
persuasively that by having in-depth 
contact with 30 individuals, we can 

uncover 90-95 percent of the impor­
tant ideas on a given topic. One goal 
of this project was to identify the most 
significant issues the public and the 
media would latch onto about small­
pox. According to Alan Janssen, health 
communications specialist, National 
Immunization Program, CDC, "We've 
had no surprises. As I do media track­
ing , all of the major issues being 
addressed in the media are issues we 
identified during this project." 

• Race/ethnicity of moderators. We 
found it helpful to have an African­
American moderator for the African­
American focus groups. While we 
have no means of comparison, we sus­
pect that respondents were much more 
forthcoming about their smallpox con­
cerns and their distrust of government 
because an African-American moder­
ator was facilitating the discussion. 
We also learned the value of having a 
Spanish-speaking moderator for the 
Hispanic-American groups. In sever­
al instances when emotions were high 
or English vocabulary was low, 
respondents used Spanish to make key 
points. On one occasion, our modera­
tor simply said , " Say it to me in 
Spanish," when the respondent was at 
a loss for words. 

• Need for decompression . Many 
elements of this project were emo­
tionally charged. In Phase I , we 
showed respondents graphic pho­
tographs of individuals who had suf­
fered adverse reactions to the smallpox 
vaccine as well as a photograph of a 
smallpox victim. For many partici­
pants , talking about the events of 
September 11 , 2001 was a painful 
process. Early in Phase I, we decided 
to conclude each group or IDI by hav­
ing a CDC representative speak with 
the respondents, providing context for 
the project (i.e. , reassuring them there 
was no known threat of a smallpox 
attack), answering questions and allay­
ing unreasonable fears. 

In summary, applying research tools 
and techniques to bioterrorism has 
been a learning experience for each of 
us. Working on this project has had 
permanent impact on how we think 
about qualitative research and how we 
will use it in future projects. r~ 
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Data Use 
continued from p. 16 
attributes. For instance, different brands may have different 
price sensitivities. In a conjoint study, we would assume that 
all brands have the same price sensitivity. We need to estimate, 
in such a case, not only the main effects but also interaction 
effects between brand and price, for which a conjoint study is 
not adequate. Another problem with the conjoint design is that, 
upon seeing each profile, the respondent has to give a prefer­
ence rating, since "none" is not an option among the alterna­
tives. This may cause inaccuracies in estimating utilities when 
respondents don't like any of the products they see and are 
forced to give their preference rating. Finally, a seemingly 
obvious and also important one is that, when the respondents 
give a preference rating, it doesn 't necessarily mean he or she 
is going to prescribe the product. We only assume that respon­
dents ' preference ratings can be translated into their behavior. 
However, there is a gap between a respondent's indication of 
preference of a product and his or her actual behavior. In 
pharmaceutical marketing research, the respondents may be 
payers, physicians, patients or caregivers. 

The differences between a conjoint study and a discrete 
choice study 

A discrete choice study was thus developed to overcome 
these limitations manifested in a conjoint study. Discrete choice 
allows for the interaction effects among the levels of attribut­
es, which is particularly useful in the estimation of price elas-

ticity such as the interaction of brand by price. It doesn't 
require that the levels be the same across the attributes. One 
product may have dosings (e.g., QD, BID) that are different 
from other products ' dosings (e.g. , weekly, bi-weekly). 
Furthermore, a discrete choice experiment doesn't force physi­
cians to prescribe a product upon seeing profiles of products. 
Respondents can choose a "none of these" option if they don't 
want to prescribe any of the products presented. More impor­
tantly, a discrete choice study asks respondents to make a 
choice among the alternatives presented to them, which is one 
step closer to reality than the preference ratings in a conjoint 
experiment. In a pharmaceutical marketing research study, 
physicians evaluate a set of drugs varied in the levels of attrib­
utes presented on the screen or on paper and indicate which 
drug they would prescribe. The task mimics what physicians 
would do virtually on a daily basis. Most marketing researchers 
would agree that, to understand respondents' behaviors, we 
should study their behavioral intentions, not their preferences. 

Technically, there is also a difference between conjoint and 
discrete choice modeling. Discrete choice uses the multino­
miallogit model, which applies the nonlinear model to esti­
mate utilities at an aggregate level, whereas conjoint analysis 
applies a linear model to estimate utilities at an individual level. 
More about this later. 

What does a discrete choice analysis do? 
As in a conjoint study, the process of conducting a discrete 

choice study usually includes two parts: experimental design 
and data analysis. 
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A. Design 
The design of a discrete choice study involves three steps: 

determine the number of attributes and attribute levels, select 
the number of choice sets and the number of respondents, and 
present the choice sets. 

1) Attributes and attribute levels 
In a discrete choice task, the respondent is presented with 

several choices and is asked to select one of them. The fac­
tors that influence the choice possibilities are called attribut­
es. Each product has several attributes and each attribute has 
several levels. A combination of attribute levels is called a 
product profile. Each set of alternative profiles is called a 
choice set. 

The attributes of a drug may include things such as price, effi­
cacy, dosage, formulation and side effects, to name only a 
few. Ifthe purpose ofthe study is to assess the factors that may 
influence physicians' prescribing behavior of drugs, attribut­
es are these identified factors that may exercise such influence. 
We may find, for instance, the high level of side effects of a drug 
will negatively influence physicians' prescribing behavior of 
the drug. By the same token, the high efficacy of a drug may 
drive up the physicians' prescribing behavior. Each attribute 
should consist of at least two levels. An attribute of price, for 
example, may have two: $10.00 and $15.00.Anattribute of effi­
cacy could have two levels: "high" and "low" or three levels 
as "high" "medium" and "low." For example, if we have five 
attributes with two two-level attributes (drug delivery form and 
side effects) and three three-level attributes (efficacy, dosing, 
managed care plan formulary), the total number of combina­
tions of the attribute levels is 108 (22 x 33 = 1 08). The number 
of 108 is called the total number of profiles in the full-profile 
factorial design. If we have three drugs with 108 profiles each, 
we then have total of324 (108 x 3) profiles. 

2) Selection of the number of choice sets 
When there are a large number of attributes and attribute lev­

els, it becomes unrealistic to include all possible combinations 
of attributes and attribute levels in a choice task. The fatigue 
produced by a long list of attributes and complexity oflevels 
will lead to low quality of responses and inaccuracies of esti­
mation. It is generally perceived that the total number of 
attributes in a choice set should be no more than six (Sawtooth, 
CBC User's Manual, 2000) and the total number of choice sets 
should be no more than 30 for each respondent, since the 
human cognitive processing capability is limited (Miller, 
1956). In most discrete choice experiments, like in conjoint, 
a fractional factorial design with a small number of the pro­
files is used. In this example, a fractional factorial design 
consisting of only 18 profiles out of the 108 might be used. 

The question is, how do you decide the number of the pro­
files that are needed in a choice study? In general, there is no 
single rule to follow. These are the considerations frequently 
cited in the literature: the number of parameters to be esti­
mated, orthogonality and balance. The orthogonality refers to 
a design where the effect of each attribute can be estimated 
independently. The balanced design refers to a design in which 
the levels of attributes are equally represented, so that the 
effects of attributes can be estimated efficiently. The number 
of parameters to be estimated is determined by the number of 
products, the number of attributes and levels. In the example 
we cited earlier, we have two two-level and three three-level 
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attributes and the smallest integer that can be divided by 2, 3, 
2 x 2, 2 x3 and 3 x 3 is 36. That is, we achieve a perfect orthog­
onality if we have a total of36 profiles in the study. However, 
we know that 36 profiles are too many for respondents to com­
plete and we have to reduce it, say, to 18. The number 18 can 
be divided by each of the above-mentioned numbers except 
2 x 2. Here, we compromise the number of profiles in the study 
by having imperfect orthogonality. The balance here refers to 
the frequency of attribute levels appearing in the total num­
ber of profiles. In other words, ideally we need to have an equal 
number of attribute levels for each attribute included in the 
selected profiles. This is hard to achieve when we have to 
reduce the number of profiles in a fractional factorial design. 

Fortunately, many software packages have provided the cal­
culation determining the number of profiles that are needed. 
The SAS Macro procedure of%mktruns is one of such exam­
ples (Kuhfeld, 2000). 

3) Presentation of the choice sets 
There are many ways that discrete choice scenarios may be 

presented. Two popular ways are choice question and alloca­
tion. These two are very similar, except that respondents are 
asked to make a choice among the alternatives (choice ques­
tion) or to allocate the number of prescriptions (allocation). 

Suppose we now have five attributes and three competitive 
drugs for headaches. Table 1 illustrates the simplified version 
of the choice question and Table 2 shows allocation. The allo­
cation approach asks the respondent to assign the number of 
patients/prescriptions to products. 

Notice here that in both tables, we can include different 
attributes and attribute levels for each drug. For instance, for 
Drug A, the dosing may be QD, BID and TID. For Drug B, 
the dosing may be daily, every other day or weekly. 

As shown in the tables, physicians are asked in each sce­
nario to either make a choice or allocate his or her next 10 pre­
scriptions or patients across a set of profiles. These allocations 
can also be made for each patient type or other situational vari­
ables such as severity of the disease and comorbidities. In pre­
senting the sets of alternatives to physicians, we usually also 
present these situational variables along with the choice sets. 
For instance, in presenting the drug set for treating patients 
with headaches, we may present different types of patients: 
migraine, tension and cluster; or mild and severe. Also patients 
may vary between men and women, since migraines affect 
more women than men. Physicians therefore are asked to 
make a choice among the alternatives under each level of these 
situational variables. The responses to different situational 
variables are collected in order to assess the impact of situa­
tional variables on prescribing preferences. 

As in the conjoint task, we want to reduce respondents' cog­
nitive burden while completing the task. The factors that 
could affect the respondents ' burden are the number of attrib­
utes, the number oflevels per attribute, the number of brands 
and situational variables. Note here that if you are interested 
in the cross effects of attribute levels (interaction effects), 
you should specify these requirements in the design stage so 
that the number of profiles or sample size required for such 
needs can be met. Another way of reducing cognitive burden 
is to fractionalize the task; that is, divide the total number of 
choice sets into several subsets and each respondent only 
completes one subset. The data are combined and then ana-
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Ta ble 2 : Examples of a discrete choice allocation 
Drug A 

Del1vervform Oral 
DOSing tliU 
Efficacy 90% 

urug tl 
Patch 
tsl-weeKiy 
9!J% 

Drug C 
Orar 
UIJ 
97% 

None of these 

the client wants to assess, along with other 
competitors. Since these holdouts are not 
going to be used for estimating the model, 
the responses for these holdouts can there­
fore be compared with the predicted val­
ues of the holdouts derived from the 
model. A high association between the 
actual values and the predicted values 
establishes a high reliability and thus val­
idates the model. 

Formulary Unrestncted Kestncted Not on formulary 
Simulation refers to the process when 

the derived model is used to estimate the 
preference share. The following are the 
three purposes of a discrete choice model 
in simulating the impact of a change of 

Side effects High Low Low 
For the next 1u pat1ents w1th headaches, please allocate the number of pat1ents to each product you would 
prescnbe . 
Note: The total number of patients must add to 10. 
Next 10 oat1ents I 

lyzed. However, by doing so, the total sample size of respon­
dents will increase. 

B. Data analysis 
The data from discrete choice are analyzed using the multi­

nomial logit model (Louviere 1988, 1991 ). Note that this 
multinomiallogit model is different from ordinary least square 
regression model (used frequently in the conjoint study) in that 
the coefficients are interpreted as the effects on the odds of 
choosing one alternative relative to another. 

As shown in the two tables, physicians are asked to make 
a choice on the number of prescriptions for each product for 
the next I 0 patients. The responses from physicians are used 
as the dependent variable in the logit model. The attribute lev­
els are independent variables. The model is to assess how well 
the independent variables predict the physician's choice of 
drugs. Specifically, from the output ofth logit model , one can 
compute an odd ratio of a profile or individual drug chosen 
over the alternatives in the choice set. In addition, the coeffi­
cients can be used to compute the utility value of each attribute 
level and the derived relative importance of attributes. 

If the situational variables are used in the task, as seen fre­
quently in a pharmaceutical marketing research, these variables 
are included in the model and their impact on a physician's 
choice of product are estimated. For instance, in the example 
cited earlier, we want to assess three drugs and evaluate physi­
cians ' share of preference of each drug. Physicians are asked 
to prescribe a product for patients with different gender and 
severity. Gender and severity can be included in the model as 
independent variables and their coefficients estimated. If we 
know that the prevalence rate of headache for women is 70 per­
cent compared to 30 percent of men, and if 20 percent of the 
headaches are severe and 80 percent are non-severe, we can 
weight the model coefficients to reflect these distributions and 
to obtain an overall share of preference of products. 

Validation and simulation 
Validation in a choice task refers to the estimation of how 

well the model can predict the actual observed values. As in 
a conjoint task, this is achieved through what is called "hold­
out" sets. These holdouts are not used for the estimation of the 
model. Rather they are used solely for the purpose of valida­
tion. In the examples we cited earlier, if we have a total of 18 
choice sets, each has three profiles plus one "none of these" 
option. We may include two more choice sets as holdouts. 
These holdouts may include the most likely profiles of the drug 
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attributes: 
1) Determining which attribute level or a combination of the 

levels contribute most to respondents' choice ofthat drug and 
thus the preference share of the drug. Deriving the relative 
importance of attributes. For instance, to what extent a change 
of the price from $10.00 to $15.00 and/or side effects from 
high to low for drug A will affect the preference share of drug 
A. Does the efficacy have more influence on prescribing than 
other attributes tested? How important is formulary status 
relative to other attributes tested? 

2) Assessing the cross-effects of attributes. As we indicat­
ed earlier, the unique feature in discrete choice is the estimate 
of cross-effects, such as brand by price. Therefore, the study 
of price elasticity is a very common application of discrete 
choice. 

3) Examining the extent that one drug's share 
increase/decrease may have influenced other competitors by 
each segment of the market. For instance, in treating patients 
with headache, will primary care physicians' choice of Drug 
A be more influenced by its formulary than pain specialists? 
And, which competitors are most likely to draw share from 
or to lose share to? 

Limitations 
One of the limitations in discrete choice modeling is what 

is called the independence from irrelevant alternatives (IIA) 
assumption. This assumption is one of th~ properties under­
lying the multinomial logic models (Moshe Ben-Akiva and 
Steven R. Lerman, 1985). IIA assumption means that the 
ratio of the probabilities of choosing one alternative over 
another is unaffected by the presence or absence of any addi­
tional alternatives in the choice set. This is also called the "red 
bus/blue bus" problem. The IIA assumption means that the 
probability of choosing the red bus over the train is unchanged 
whether there is a blue bus in the choice set or not. On pre­
senting a set of alternatives to physicians (e.g., Drug A, Drug 
B and Drug C), the IIA assumption means that physicians' 
choice of an individual drug (e.g., Drug A) over another drug 
(e.g., Drug B) is independent of any other alternatives in the 
set (e.g., Drug C). In some situations, the products in a choice 
set are related. For example, generics and the original brand 
name drugs have the same chemical molecule and have sim­
ilar characteristics. Choice of the brand name drug over other 
brand name drugs may be affected by the presence or absence 
of generics in the choice set. In such situations, IIA assump-
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tion is violated and some ofthe products in the choice set are 
related. Nested logit models, also referred to as hierarchical 
logit models, are used to accommodate the violation of the IIA 
property by allowing some of the alternatives to be related to 
each other. For more discussions on nested logit, please refer 
to the book Stated Choice Methods, Analysis and Applications 
(Louviere, Hensher, and Swait, 2000). 

When situational variables are included in the choice task, 
we often have physicians repeatedly make prescribing choic­
es for each of the situations. Therefore we have multiple 
responses from the same respondent. The choices made by 
same respondent are correlated. Mixed logit models (Revelt 
and Train, 1998, Brownstone and Train, 1999) are a way to 
explicitly account for correlations in unobserved utility over 
repeated choices by each respondent. 

Because a discrete choice study uses multinomial logit 
models to estimate the attribute levels' impact on product 
choices, it is traditionally estimated at the group or aggregate 
level. Conjoint, on the other hand, is estimated on an individual 
level so that the respondents can be classified based on indi­
vidual utilities (e.g., through cluster analysis). 

Individual utilities are critical for segmentation of respon­
dents, which is an important component of product market­
ing. Recent developments in mixed logit (Revelt and Train, 
1999) and hierarchical Bayes (Sawtooth Software, 1999) pro­
vide ways to estimate individual level utilities using very dif­
ferent approaches. Huber and Train (Huber and Train, 2000) 
found that the two approaches result in virtually equivalent 
conditional estimates for individual utilities. r~ 
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Ph. 952-938-1948 
Fax 952-938-2098 
E-mail : hence4th@att.net 
www.henceforthinc.com 
Contact: Judith Hence 
Full-Service Qual. Rsch.; 16 Years Exp: 
IDS/s, Dyads, Focus Groups. ORCA, 
Certified Minority Enterprise. Engaging 
Interviews, Actionable Results. 

Hispanic Research Inc. 
1 Springfield Rd. 
East Brunswick, NJ 08816 
Ph. 732-613-0060 
Fax 732-613-8612 
E-mail : info@hispanic-research.com 
www.hispanic-research.com 
Contact: Ricardo A. Lopez 
Consulting Firm Specializing In U.S. 
Hispanic Market. Serving Firms 
Targeting U.S. Latino Market. Offices: 
Miami/New York. 

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, Also 
Bilinguals. 

Insight Research Associates 
500 N. Wells St. , Suite 300 
Chicago, IL 60610 
Ph. 312-595-9500 
Fax 312-595-9980 
E-mail : insight@insightresearch.net 
www.insightresearch.net 
Contact: Mark lngwer, President 
Full-Service Qualitative Research. B2B, 
Kids/Teens, Financial, Healthcare, 
Technology, Niche & Media. 

Insights Marketing Group, Inc. 
2512 Swanson Ave. 
Miami , FL 33133 
Ph. 305-854-2121 
Fax 305-854-2130 
E-mail : belkist@insights-marketing.com 
www.insights-marketing.com 
Contact: Be/kist E. Padilla, President 
Contact: Gloria Cantens, Dir Qual. Rsch. 
Full-Service Qualitative Research. 
Experienced in Multicultural. Better 
Thinking, Better Qualitative. 

JUST THE FACTS:::. 
YO U R INFORM ATION SOU R C E •:i;: 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, IL 60056 
Ph. 847-506-0033 
Fax 84 7-506-0018 
E-mail : facts2@interaccess.com 
www.justthefacts.com 
Contact: Bruce Tincknell 
Highly Skilled; Well Organized; 
Maintains Control While Enabling 
Creative Flow; Strategic Moderating; 
Actionable Results; 25 Years Experience. 

Knowledge Systems & Research, Inc. 
500 South Salina St. , Ste. 900 
Syracuse, NY 13202 
Ph. 315-470-1350 
Fax 315-471-0115 
E-mail : HQ@krsinc.com 
www.krsinc.com 
Contact: Lynne Van Dyke 
Fuii-Svc./AII Expertise In-House/ 
Strategic Focus/B2B. 

leflein Associates, Inc. 
1093 Greenwood Lake Turnpike 
Ringwood , NJ 07456 
Ph. 888-LEFLEIN or 973-728-8877 
Fax 973-728-0792 
E-mail : bleflein@leflein .com 
www.lefle in .com 
Contact: Barbara Leflein 
Strategic Focus. Experience In Broad 
Range of Categories. 
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Leichliter Associates 
MARKET RESEARCH / IDEA DEVELOPMENT 

Leichliter Ascts. Mkt. Rsch./ 
Idea Development 
P.O. Box 788 FOR Station 
New York, NY 1 0150-0788 
Ph . 212-753-2099 
Fax 212-753-2599 
E-mail : lleichliter@aol.com 
www.leichliter.com 
Contact: Betsy Leichliter 
Targeted Focus Grps./lnterviews/ 
Usability Rsch./Team Facilitation. Face­
to-Face/Phone/Internet. Based: NYC & 
Chicago, Nat'I./Giobal Capabilities. Free 
Initial Consultation. 

loretta Marketing Group 
13935 S.W. 102 Court 
Miami, FL 33176 
Ph . 305-232-5002 
Fax 305-232-801 0 
E-mail: lmg801 O@bellsouth .net 
Contact: Jim Loretta 
U.S. Hispanic/Latin Amer Consumer 
Rsch. 25 Yrs. Exp. Bilingual/Bicultural. 
Born in Mexico/Educated in the U.S. 

Market Navigation, Inc. 
60 Dutch Hill Rd . 
Orangeburg, NY 10962 
Ph. 845-365-1391 ext. 228 
Fax 845-365-1 022 
E-mail : eve@mnav.com 
E-mail : grs@mnav.com 
www.mnav.com 
Contact: Eve Zukergood, CEO 
Contact: George Silverman 
A Diverse Qual. & Mktg. Company 
Specializing In The Customer Decision 
Process, Optimizing Word-of-Mouth, & 
Practical Innovation at Low Cost. 

--L'IM'S''' SM!hiijitfii 
RESEARCH CONSULTANTS 

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 
3,000 Focus Groups and /Of's 
Successfully Conducted. Challenging and 
Short Notice Products Welcomed. 

Marketing Matrix International, Inc. 
2566 Overland Ave. , Ste. 675 
Los Angeles, CA 90064 
Ph. 310-842-8312 
Fax 310-842-7212 
E-mail : selz@markmatrix.com 
Contact: Marcia Selz, Ph.D. 
Foe. Grps., In-Depth lntvs. & Telephone, 
Mail back & Online Surveys For Financial 
Svce. Companies. 

MCC Qualitative Consulting 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201 -865-0408 
E-mail : andrea@meadowcc.com 
www.meadowcc.com 
Contact: Andrea C. Schrager 
Insightful, Innovative, /mpactful, Action­
Oriented Team Approach. 
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Meczka Marketing/Research/Cnsltg., Inc. 
5757 W. Century Blvd ., Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 310-410-0780 
E-mail: adiaz@mmrcinc.com 
www.mmrcinc.com 
Contact: Anthony Diaz 
Quai./Quant. Rsch. 25 Yrs. Exp. Recruit & 
Facility. 

MedP;obe™ Inc. 
600 S. Hwy. 169, Ste. 1410 
Minneapolis, MN 55426-1218 
Ph. 952-540-0718 
Fax 952-540-0721 
E-mail : MedPr@aol.com 
Contact: Asta Gersovitz, Pharm.D. 
MedProberM Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECAST & SHAREMAP. 

Millennium Research, Inc. 
7493 W. 147th St. , Ste. 201 
Apple Valley, MN 55124 
Ph. 952-431-6320 
Fax 952-431-6322 
E-mail: jjohnson@millenniumresearchinc.com 
www.millenniumresearchinc.com 
Contact: Jan Johnson 
Nat'/. & tnt'/. Focus Groups, Executive 
Interviews, Fast Turnaround. 

Newman Marketing Research 
11 Stoney Brook Blvd. 
Newtown Square, PA 19073 
Ph. 610-325-4337 
Fax 610-325-4338 
E-mail: fnewman@ 
newmanmarketingresearch.com 

www.newmanmarketingresearch.com 
Contact: Felicia Newman 
Qualitative Research Offering Innovative 
Techniques. 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis , MN 55416 
Ph. 952-924-0053 
Fax 952-924-0920 
Contact: Paul Tuchman 
Twelve Years of Full-Service Nationwide 
Research. 

Perception Research Services 
One Executive Dr. 
Fort Lee, NJ 07024 
Ph . 201-346-1600 
Fax 201-346-1616 
E-mail : info@prsresearch.com 
www.prsresearch .com 
Contact: Scott Young 
Pkg./Pos., Print Adv. , Direct Mail & Web 
Usability. 
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Primary Insights, Inc. 
801 Warrenville Rd., Ste. 185 
Lisle, IL 60532 
Ph . 630-963-8700 
Fax 630-963-8756 
E-mail : info@primaryinsights.com 
www.primaryinsights.com 
Contact: Elaine Parkerson 
Sensitive Topics. Ideation. Exploration 
for Strategic Decision Making. Action­
Oriented Recommendations. 

QuaiCore.com Inc. 
17 Washburn Ave. S. 
Minneapolis, MN 55405 
Ph . 612-377-3439 
Fax 612-377-3504 
E-mail : jeff. walkowski@qualcore.com 
www.qualcore.com 
Contact: Jeff Walkowski 
Flexible and Practical. Online Qualitative 
Pioneer. ORCA Member. RIVA Trainer. 
20+ Years In Research. 

Qualitative Solutions 
Soluciones Cualitativas 
Homero 1425-902 
Mexico D.F. 11000 
Mexico 
Ph. +52-55-5395-6050 
or +52-55-5395-8836 

Fax +52-55-5395-4516 
E-mail : elerek@solucionesq.com .mx 
www.solucionesq.com.mx 
Contact: Ellen Lerek 
Bilingual/Bicultural Mod/ Psychologist. 
15 Yrs. Exp. in the Hispanic Market-USA 
& Latin America. Expertise in a Broad 
Range of Categories. 

The Research Department 
220 E. 73rd St. , Ste. 7D 
New York, NY 10021 
Ph. 212-717-6087 
Fax 212-717-6382 
E-mail: alexabsmith@earthlink.net 
Contact: Alexa Smith 
Experienced Specialist in Fuii-Svc. Qual. 
Rsch. -Focus Grps., lndiv. Depth 
Interviews, Mini Grps. Skilled High Quality 
Moderating. Over 25 Yrs. Exp. 

Research Inc. 
3050 Royal Blvd. S. , Ste. 120 
Alpharetta, GA 30022 
Ph. 770-619-9837 
Fax 770-619-987 4 
E-mail: 
dmcnamara@researchincorporated .com 
www.researchincorporated.com 
Contact: Debbie McNamara 
Capturing Results tor Real Business 
Solutions. 
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AlVA Market Research 
7316 Wisconsin Ave ., Suite 450 
Bethesda, MD 20814 
Ph. 301-652-3632 
Fax 301-907-0209 
E-mail: Research@RIVAinc.com 
www.RIVAinc.com 
Contact: Amber Marino 
Full-Service Qualitative Company With 
20+ Years Experience. Considered 
Industry Leader in Moderating & Training. 

Pamela RogersRESEARCH,LLC 

Pamela Rogers Research, LLC 
2759 Fourth St. 
Boulder, CO 80304 
Ph. 303-443-3435 
Fax 303-443-3621 
E-mail : pamelarogers@aol.com 
www.pamelarogersresearch.com 
Contact: Pamela Rogers 
Exceptional Insights Since 1985; U.S. , 
International, Online. 

Jay L. Roth & Associates, Inc. 

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

ScHNELLER ­

(D ualitative 
~ 

Paul Schneller Qualitative LLC 
300 Bleecker St. , 3rd fl. 
New York, NY 1 0014 
Ph. 212-675-1631 
www.g is.net/-answers 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx!B-to-B/ 
Consumer (14+ Years). 

Bernard Schwartz & Associates 
6353 Militia Court 
Bensalem, PA 19020 
Ph. 215-752-0965 
Fax 215-752-9354 
E-mail: QuaiResearcher@aol.com 
Contact: Bernard Schwartz 
Focus Groups & 10/s: Medical, B-to-B, & 
Consumers. 

SIL Group 
413 N.E. Third St. 
Delray Beach, FL 33483 
Ph. 561-997-7270 
Fax 561-997-5844 
E-mail : sil@silgroup.net 
www.silgroup.net 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

synovate 
Re~arch reim·ented 

Synovate 
580 White Plains Rd . 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail: steve.wolf@synovate.com 
www.synovate.com 
Contact: Steve Wolf 
Maximize The Power Of Your Qualitative 
And Get The Clear, Concise Results You 
Need For Real Business Decision-Making. 

SRA Research Group, Inc. 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-7 44-5662 
E-mail : info@sunbeltresearch.com 
www.sunbeltresearch.com 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & Consumer 
Studies; Nat'/. & tnt'/. Exp. 

• • • • • • • • • • AAAAAAAAAA 

TEN people TlllkiNC, 

Ten People Talking 
3016 W. Raye St. 
Seattle, WA 98199 
Ph . 206-216-0775 
Fax 206-216-0776 
E-mail : regina@tenpeopletalking .com 
www.tenpeopletalking.com 
Contact: Regina Szyszkiewicz, MA 
Specializing in Healthcare Qualitative 
Research. 

Uti I is 
Research & Consulting 

Uti lis 
966 St. Nicholas Ave., 2nd floor 
New York, NY 1 0032 
Ph . 212-939-0077 
Fax 212-862-2706 
E-mail : rperez@utilis-research.com 
www.utilis-research.com 
Contact: Raul Perez, Ph.D. 
Specialty in Hispanic/Latina Markets. 
Full-Service Qualitative: Focus Groups, 
lOis, Ethnographies. 

The Wedewer Group 
P.O. Box 1651 
Prince Frederick, MD 20678 
Ph. 410-414-5718 
Fax 240-384-0062 
E-mail : robin@wedewergroup.com 
www.wedewergroup.com 
Contact: Robin Wedewer 
High-Quality Reporting for Real World 
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GEOGRAPHIC CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California 
Jeff Anderson Consulting , Inc. 
AutoPacific, Inc. 
Cheskin 
Erlich Transcultural Consultants 
Marketing Matrix International , Inc. 
Meczka Mktg./Rsch./Cnsltg. , Inc. 

Colorado 
Cambridge Associates, Ltd. 
Pamela Rogers Research, LLC 

Connecticut 
Sara Cornwall Qualitative Rsch . Svcs. LLC 

Florida 
Insights Marketing Group, Inc. 
Loretta Marketing Group 
SIL Group 
SRA Research Group, Inc. 

Georgia 
Creative Focus, Inc. 
Research Inc. 

Illinois 
C&R Research Services, Inc. 
Doyle Research Associates, Inc. 
Insight Research Associates 
JustThe Facts, Inc. 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 
Marketing Advantage Rsch . Cnslts. 
Primary Insights, Inc. 

Maryland 
RIVA Market Research 
The Wedewer Group 

Massachusetts 
Daniel Associates 
Dolobowsky Qualitative Services, Inc. 

Minnesota 
Cambridge Research, Inc. 
Graff Group 
MedProbe™ Inc. 
Millennium Research, Inc. 
Outsmart Marketing 
QuaiCore.com Inc. 

New Jersey 
Consumer Dynamics and Behavioral 

Analysis , LLC 
Franklin Communications 
Hispanic Research Inc. 
Leflein Associats, Inc. 
MCC Qualitative Consulting 
Perception Research Services 

New York 
Decision Drivers 
Fader & Associates 
Knowledge Systems & Research, Inc. 
Harris Interactive 
Leichliter Ascts. Mkt. Rsch./ldea Dev. 
Market Navigation, Inc. 
The Research Department 
Jay L Roth & Associates, Inc. 
Paul Schneller Qualitative LLC 
Synovate 
Uti lis 

North Carolina 
D/R/S Health Care Consu ltants 

Ohio 
Design Forum 

Pennsylvania 
Campos Market Research , Inc. 
Direct Feedback, Inc. 
FOCUSED Marketing Research , Inc. 
Newman Marketing Research 
Bernard Schwartz & Associates 

Texas 
Consumer Focus LLC 
Focus Latino 

Washington 
Ten People Talking 

Wisconsin 
Chamberlain Research Consultants 

Germany 
insight europe gmbh 

Mexico 
Qualitative Solutions 

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

ADVERTISING AGRICULTURE BIO-TECH Millennium Research , Inc. 

Jeff Anderson Consulting, Inc. Cambridge Associates, Ltd. Market Navigation, Inc. QuaiCore.com Inc. 
C&R Research Services, Inc. Cambridge Research, Inc. MedProbe, Inc. The Research Department 
Cambridge Associates, Ltd. FOCUSED Marketing Research, Inc. Pamela Rogers Research, LLC 
Cambridge Research, Inc. Millennium Research, Inc. BRAND/CORPORATE Jay L. Roth Associates, Inc. 
Sara Cornwall Qual. Rsch. Svcs. Paul Schneller Qualitative LLC 
Decision Drivers 

ALCOHOLIC BEV. 
IDENTITY Synovate 

Doyle Research Associates, Inc. Perception Research Services 
Erlich Transcultural Consultants C&R Research Services, Inc. Primary Insights, Inc. CABLE Fader & Associates FOCUSED Marketing Research , Inc. 

Focus Latino Insights Marketing Group, Inc. C&R Research Services, Inc. 

Image Engineering, Inc. 
BUILDING PRODUCTS Leflein Associates, Inc. 

Insights Marketing Group, Inc. ASIAN 
Marketing Advantage Rsch. Cnslts. 

Marketing Advantage Rsch . Cnslts. Erlich Transcultural Consultants CHILDREN 
Millennium Research, Inc. BUS.-TO-BUS. C&R Research Services, Inc. 
Outsmart Marketing 

ASSOCIATIONS 
Access Research, Inc. Doyle Research Associates, Inc. 

The Research Department C&R Research Services, Inc. Fader & Associates 
Pamela Rogers Research, LLC Market Navigation, Inc. Cambridge Associates, Ltd. FOCUSED Marketing Research , Inc. 
Jay L. Roth Associates, Inc. The Wedewer Group Cambridge Research, Inc. Just The Facts, Inc. 
Paul Schneller Qualitative LLC Fader & Associates Market Navigation, Inc. 
The Wedewer Group AUTOMOTIVE FOCUSED Marketing Research, Inc. 

AutoPacific, Inc. Just The Facts, Inc. 
AFRICAN-AMERICAN C&R Research Services, Inc. Knowledge Systems & Research, Inc. 
Erlich Transcultural Consultants Design Forum Research Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Henceforth , Inc. Focus Latino Market Navigation, Inc. 

Erlich Transcultural Consultants Marketing Advantage Rsch. Cnslts. 
Matrixx Marketing-Research Div. MCC Qualitative Consulting 
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I 

COMMUNICATIONS ETHNOGRAPHIC Erlich Transcultural Consultants INTERNATIONAL 
RESEARCH RESEARCH Fader & Associates Fader & Associates 

Cambridge Associates, Ltd . Alexander+ Parker 
Focus Latino Primary Insights, Inc. 
Franklin Communications Pamela Rogers Research, LLC Marketing Advantage Rsch . Cnslts. C&R Research Services, Inc. Knowledge Systems & Research, Inc. 

Jay L. Roth Associates, Inc. Cheskin Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Consumer Dynamics and Behavioral MedProbe™ Inc. INTERNET 

COMPUTERS/HARDWARE Analysis, LLC Synovate C&R Research Services, Inc. 

Leichliter Ascts. Mkt. Rsch/ldea Dev. Doyle Research Associates, Inc. Ten People Talking Fader & Associates 
Insights Marketing Group, Inc. Knowledge Systems & Research, Inc. 

COMPUTERS/MIS 
Primary Insights, Inc. 

HIGH-TECH 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 

Synovate MCC Qualitative Consulting 
Daniel Associates Jeff Anderson Consulting, Inc. JPerception Research Services 
Fader & Associates 

EXECUTIVES 
Cheskin ay L. Roth Associates, Inc. 

Leichliter Ascts. Mkt. Rsch/ldea Dev. Leflein Associates, Inc. 
Marketing Advantage Rsch . Cnslts. C&R Research Services, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. 

Synovate 

Decision Drivers Marketing Advantage Rsch. Cnslts. 

CONSUMERS 
Fader & Associates QuaiCore.com Inc. !INTERNET SITE 
Leichliter Ascts. Mkt. Rsch/ldea Dev. Jay L. Roth Associates, Inc. CONTENT/DESIGN C&R Research Services, Inc. 

Consumer Focus LLC 
Market Navigation, Inc. Synovate FOCUSED Marketing Research, Inc. 
The Research Department 

Sara Cornwall Qual. Rsch. Svcs. Jay L. Roth Associates, Inc. 
Decision Drivers Paul Schneller Qualitative LLC HISPANIC INVESTMENTS 
Design Forum Synovate C&R Research Services, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Fader & Associates Cheskin 
Just The Facts, Inc. 

FINANCIAL SERVICES 
Erlich Transcultural Consultants LATIN AMERICA 

Knowledge Systems & Research, Inc. Focus Latino C&R Research Services, Inc. 
Marketing Advantage Rsch. Cnslts. Jeff Anderson Consulting, Inc. Hispanic Research Inc. Insights Marketing Group, Inc. 
QuaiCore.com Inc. C&R Research Services, Inc. Insights Marketing Group, Inc. Loretta Marketing Group 
The Research Department Cambridge Associates, Ltd. Loretta Marketing Group 
Jay L. Roth Associates, Inc. Cambridge Research, Inc. Qualitative Solutions MEDICAL PROFESSION Consumer Focus LLC Uti lis 

CUSTOMER 
Fader & Associates Cambridge Associates, Ltd. 
FOCUSED Marketing Research, Inc. D/R/S Health Care Consultants 

SATISFACTION Henceforth, Inc. 
HOUSEHOLD Market Navigation, Inc. 

Sara Cornwall Qual. Rsch. Svcs. Insights Marketing Group, Inc. PRODUCTS/CHORES Matrixx Marketing-Research Div. 
Marketing Advantage Rsch. Cnslts. Leichliter Ascts. Mkt. Rsch/ldea Dev. C&R Research Services, Inc. MedProbe™ Inc. 
Synovate Marketing Matrix International, Inc. The Research Department Paul Schneller Qualitative LLC 

MCC Qualitative Consulting Paul Schneller Qualitative LLC Ten People Talking 

DIRECT MARKETING Jay L. Roth Associates, Inc. 

Consumer Focus LLC The Research Department HUMAN RESOURCES MODERATOR TRAINING 
Leichliter Ascts. Mkt. Rsch/ldea Dev. Synovate ORGANIZATIONAL DEV. Market Navigation, Inc. 

Perception Research Services The Wedewer Group 
Primary Insights, Inc. QuaiCore.com Inc. 

Synovate 
FOOD PRODUCTS/ IDEA GENERATION NEW PRODUCT DEV. 

EDUCATION NUTRITION Doyle Research Associates, Inc. C&R Research Services, Inc. 
Cambridge Associates, Ltd. C&R Research Services, Inc. Just The Facts, Inc. Cambridge Associates, Ltd. 

Just The Facts, Inc. Outsmart Marketing Leichliter Ascts. Mkt. Rsch/ldea Dev. Cheskin 

Leflein Associates, Inc. Just The Facts, Inc. Primary Insights, Inc. Consumer Dynamics and Behavioral 
Market Navigation, Inc. The Research Department Synovate Analysis, LLC 

Marketing Advantage Rsch. Cnslts. Jay L. Roth Associates, Inc. Sara Cornwall Qual. Rsch. Svcs. 

Paul Schneller Qualitative LLC IMAGE STUDIES Doyle Research Associates, Inc. 

ELECTRONICS Synovate Cambridge Associates, Ltd. 
Fader & Associates 

Marketing Advantage Rsch. Cnslts. Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Just The Facts, Inc. 

HEALTH & BEAUTY Leflein Associates, Inc. 

EMPLOYEES PRODUCTS INSURANCE 
Market Navigation, Inc. 
Marketing Advantage Rsch. Cnslts. 

Primary Insights, Inc. C&R Research Services, Inc. Consumer Focus LLC Millennium Research, Inc. 
Image Engineering, Inc. Leich liter Ascts. Mkt. Rsch/ldea Dev. Outsmart Marketing 

ETHNIC/MULTICULTURAL Marketing Advantage Rsch. Cnslts. Ten People Talking The Research Department 

RESEARCH 
Paul Schneller Qualitative LLC Pamela Rogers Research, LLC 

Cheskin 
Synovate INTERACTIVE PROD./ Jay L. Roth Associates, Inc. 

SERVICES/RETAILING Paul Schneller Qualitative LLC 
HEALTH CARE Leich liter Ascts. Mkt. Rsch/ldea Dev. Synovate 
Jeff Anderson Consulting, Inc. 
D/R/S Health Care Consultants 
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NON-PROFIT PHARMACEUTICALS SOFT DRINKS, BEER, WINE TRAVEL 
Sara Cornwall Qual. Rsch. Svcs. C&R Research Services, Inc. C&R Research Services, Inc. Cambridge Associates, Ltd . 
Leflein Associates, Inc. Cambridge Associates, Ltd. Cambridge Associates, Ltd. FOCUSED Marketing Research, Inc. 

D/R/S Health Care Consultants Focus Latino Marketing Advantage Rsch. Cnslts. 

OBSERVATIONAL RSCH. Fader & Associates FOCUSED Marketing Research, Inc. 

Consumer Dynamics and Behavioral Focus Latino Jay L. Roth Associates, Inc. UTILITIES 
Analysis, LLC FOCUSED Marketing Research, Inc. Cambridge Associates, Ltd. 

Doyle Research Associates, Inc. Franklin Communications SPORTS Knowledge Systems & Research, Inc. 
Primary Insights, Inc. Leichliter Ascts . Mkt. Rsch/ldea Dev. FOCUSED Marketing Research, Inc. Jay L. Roth Associates, Inc. 

Market Navigation, Inc. Pamela Rogers Research, LLC 

ONLINE FOCUS GROUPS 
MCC Qualitative Consulting 

VETERINARY MEDICINE MedProbe™ Inc. 
C&R Research Services, Inc. Pamela Rogers Research, LLC STRATEGY DEVELOPMENT FOCUSED Marketing Research, Inc. 
Cambridge Associates , Ltd. Paul Schneller Qualitative LLC Primary Insights, Inc. Paul Schneller Qualitative LLC 
Doyle Research Associates, Inc. Synovate Paul Schneller Qualitative LLC 
Insights Marketing Group, Inc. Ten People Talking WEALTHY 
Leichliter Ascts. Mkt. Rsch/ldea Dev. TEACHERS Leflein Associates, Inc. 
QuaiCore.com Inc. Leflein Associates, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. POLITICAUSOCIAL Market Navigation, Inc. The Wedewer Group 
PACKAGED GOODS RESEARCH Marketing Advantage Rsch . Cnslts. 
C&R Research Services, Inc. Cambridge Associates, Ltd. YOUTH 
Cheskin Market Navigation, Inc. TEENAGERS C&R Research Services, Inc. 
Consumer Dynamics and Behavioral 

C&R Research Services, Inc. Leflein Associates, Inc. 
Analysis, LLC POSITIONING RESEARCH Doyle Research Associates, Inc. 

Doyle Research Associates, Inc. Outsmart Marketing Fader & Associates 
Focus Latino Paul Schneller Qualitative LLC Focus Latino 
FOCUSED Marketing Research, Inc. 
Insights Marketing Group, Inc. 

PUBLIC POLICY RSCH. TELECOMMUNICATIONS Just The Facts, Inc. 
Jay L. Roth Associates, Inc. Cambridge Associates, Ltd . Daniel Associates 
Synovate Leflein Associates , Inc. Knowledge Systems & Research, Inc. 

Leichliter Ascts. Mkt. Rsch/ldea Dev. 

PACKAGE DESIGN PUBLISHING MCC Qualitative Consulting 

RESEARCH Cambridge Associates, Ltd. The Research Department 

Leichliter Ascts. Mkt. Rsch/ldea Dev. Jay L. Roth Associates, Inc. 
C&R Research Services, Inc. 

Market Navigation, Inc. Synovate 
Consumer Dynamics and Behavioral 
Analysis, LLC 

TELECONFERENCING Leichliter Ascts. Mkt. Rsch/ldea Dev. QUALITATIVE END-USER 
Perception Research Services TRAINING Cambridge Research , Inc. 

Leichliter Ascts. Mkt. Rsch/ldea Dev. The Research Department Primary Insights, Inc. 

PARENTS RETAIL TELEPHONE FOCUS 
Fader & Associates Design Forum GROUPS 
Market Navigation, Inc. Knowledge Systems & Research, Inc. C&R Research Services, Inc. 

Leflein Associates, Inc. Cambridge Associates, Ltd. 

PET PRODUCTS Leichliter Ascts. Mkt. Rsch/ldea Dev. Doyle Research Associates, Inc. 

C&R Research Services, Inc. MCC Qualitative Consulting Leichliter Ascts. Mkt. Rsch/ldea Dev. 

Cambridge Research, Inc. Synovate Market Navigation, Inc. 

FOCUSED Marketing Research, Inc. MedProbe, Inc. 

Marketing Advantage Rsch . Cnslts. SENIORS Millennium Research, Inc. 

Primary Insights, Inc. C&R Research Services, Inc. 
The Wedewer Group Leflein Associates, Inc. TOURISM/HOSPITALITY 

Primary Insights, Inc. Leflein Associates, Inc. 

SMALL BUSINESS/ TOYS/GAMES 

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

FOCUSED Marketing Research, Inc. Marketing Advantage Rsch. Cnslts. 
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This directory was developed by mailing forms to those firms we identified as providers of omnibus studies. In addition to each company's vital information, we've 
included the names of the omnibus studies, the sample size (n =)and the frequency of the studies. As an added feature , firms have been cross-indexed by the 
markets their omnibus studies serve. 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 proprietary questions and general demographic questions. 
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ACNielsen Australia 
ACNielsen Centre 
11 Talavera Road 
Macquarie Park, NSW 2113 
Australia 
Ph. 61-2-8873-7000 
Fax 61-2-8873-7001 
E-mail: acnielsen@acnielsen.com.au 
www.acnielsen.com.au 
Studies: 
Face-to-Face Omnibus 

n = 1 ,000, Frequency: 47/yr. 
Telephone Omnibus 

n = 2,050, Frequency: 26/yr. 

Ad Hoc Research 
1250 Guy, #900 
Montreal, PO H3H 2T4 
Canada 
Ph. 514-937-4040 ext.117 or888-42ADHOC 
Fax 514-935-7700 
E-mail: marc.brunelle@adhoc-recherche.com 
www.adhoc-research.com 
Richard Saint-Pierre 
Studies: 
Omnibus Quebec Population 

n = 500, Frequency: 4/yr. 

American Opinion Research 
A Division of Integrated Marketing Services 
279 Wall St. 
Princeton, NJ 08540 
Ph. 609-683-9055 
Fax 609-683-8398 
E-mail : lkaufman@lmsworld.com 
www.lmsworld.com 
Studies: 
The Environmental Report 
The Power of Children 

ARC Research Corporation 
14 Commerce Dr. 
Cranford, NJ 07016 
Ph. 908-276-6300 
Fax 908-276-1301 
E-mail : info@arcresearch.com 
www.arcresearch.com 
Studies: 
Healthcare 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 

Baltic Data House 
5/7 Akas Street 
Riga 1011 
Latvia 
Ph . 371-7-096-300 
Fax 371-7-096-314 
E-mail: bdh@bdh.lv 
www.bdh.lv 
Karina Kolesnikova 
Studies: 
Baltic Omnibus 

n = 3,000, Frequency: 12/yr. 
Baltic Telebus 

n = 1 ,500, Frequency: 50/yr. 
Business Omnibus 

n = 1 ,200, Frequency: 2/yr. 

98 

Berent Aps 
Njalsgade 21 G, 5 
2300 Copenhagen S 
Denmark 
Ph. 45-32-64-12-00 
Fax 45-32-64-12-09 
E-mail: info@berent.dk 
www.berent.dk 
Studies: 
Berent Omnibus Denmark 

n = 500, Frequency: 52/yr. 
Berent Omnibus Norway 

n = 500, Frequency: 52/yr. 
Berent Omnibus Sweden 

n = 500, Frequency: 52/yr. 
Berent Omnibus Find land 

n = 500, Frequency: 52/yr. 

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 
Studies: 
Omni-Health 

n = 60+, Frequency: 12/yr. 

Beta Research, Inc. 
18379 Main Blvd. 
Los Gatos, CA 95033 
Ph. 408-353-2665 
Fax 408-353-6725 
E-mail : info@beta-research.com 
www. beta-reseach .com 
Studies: 
Medical Devices and Systems 

Frequency: 2/yr. 

BMRB International ltd 
Hadley House 
79-81 Uxbridge Road 
Ealing, London W5 5SU 
United Kingdom 
Ph. 44-20-8566-5000 
Fax 44-20-8579-9208 
E-mail : mailbox@bmrb.co.uk 
www.bmrb.co.uk 
Bob Salmons, Access, Business Dev. Mgr. 
Studies: 
Access to Youth 

n = 1 ,000, Frequency: 12/yr. 
Access Online 

n = 2,000, Frequency: 12/yr. 
Access by Telephone 

n = 2,000, Frequency: 5/yr. 
Access Face-to-Face 

n = 2,000, Frequency: 46/yr. 
Access Global 

Brandman Marketing Research & Consultancy 
57 I gal Alon St. 
Tel Aviv 67891 
Israel 
Ph . 972-3-689-8100 
Fax 972-3-689-8101 
E-mail : brandman@inter.net.il 
Studies: 
Hebrew Omnibus 

n = 500, Frequency: 40/yr. 
Arabic Omnibus 

n = 500, Frequency: 1 0/yr. 
Russian Omnibus 

n = 500, Frequency: 1 0/yr. 

BRC Field & Focus Services 
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 
Studies: 
Business TRACK 

n = 400, Frequency: 2/yr. 
Consumer TRACK 

n = 700, Frequency: 4/yr. 
HispanicTRACK 

n = 400, Frequency: 2/yr. 
Metro TRACK 

n = 600, Frequency: 4/yr. 

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

n = 20,000-60,000, Frequency: 3/yr. 

Business and Marketing Analytic Center 
5 Nizhny Kislovsky Lane 
125 993 GSP-3 Moscow 
Russia 
Ph. 7-095-727-1311 
Fax 7-095-202-1517 
E-mail : bma@bma.ru 
www.bma.ru 
Vladimir Fetsenko, Ph.D., Director 
Studies: 
B&M All-Russia Omnibus 

n = 2,000, Frequency: 6/yr. 

California Retail Survey 
5121 Garfield Ave ., #20 
Sacramento, CA 95841 
Ph . 916-331-3104 
Fax 916-339-1438 
E-mail : californiaretailsurvey@hotmail.com 
www.californiaretailsurvey.netfirms.com 
James Vaughn, President 
Studies: 
California Retail Survey, 2003 Edition 

Frequency: 1 /yr. 
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Every day CENTRIS' ongoing omnibus connects with a national 
ROD sample of households (1 ,000 each week), and reports on 
their PCs, DVDs, COs, Internet access, cellular usage, type of 
TVs, PVRs, video games, cable, DBS, PPV and VOD activity, 
and over fifty (50) other communications, entertainment and 
technology products and services. 

With this focused omnibus service you can connect too - for as 
little as $750 per question including geodemographic cross-tabs 
and delivery within seven business days. Plus, you can begin 
and end your questions any day you want, ask them of anyone 
you want and tabulate your data any way you want. 

Since we've been "connecting" for over six years, we've also built 
a database with about 100 technology and entertainment related 
variables detailing penetration, behavior, geography and 
demographics for each of those 300,000+ households. You can 
"slice and dice" this CENTRIS data any way you want, creating 
customized analyses, trend reports and multi-dimensional 
insights into household connection patterns and entertainment 
habits - all for a very low cost, very quickly and very reliably. 

© 2003 CENTRIS5
M 

COMMUNICATIONS, ENTERTAINMENT, AND TECHNOLOGY 
RESEARCH AND INFORMATION SERVICE 

To connect further, contact us: 
Call Toll-Free 1.877. 723.687 4 
or visit www.centris.com 
Emaii :JKessel@centris.com 



CARAVANH 
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 
Studies: 
CARAVAN® 

n = 1 ,000/2,000, Frequency: 1 00/yr. 
TEEN CARAVAN® 

n = 250/500, Frequency: oncall/yr. 
PRE-TEEN CARAVAN® 

n = 250/500, Frequency: oncall/yr. 

CARAVAN® - a twice-weekly telephone omnibus 
survey conducted among a national probability 
sample of 1,000 adults (2,000 per week). CARA­
VAN® offers fast turnaround , economical con­
sumer research. The longest running omnibus in 
the marketplace, CARAVAN® is the ideal research 
vehicle for collecting valuable information on top­
ics ranging from image measurement and adver­
tising tracking to product awareness and concept 
testing. CARAVAN® also offers TEEN CARAVAN® 
and PRE-TEEN CARAVAN®. Visit our Web site at 
www.orcinternational.com for more information, 
or call 800-999-0213. 
(See advertisement on p. 101) 

Central Research Services, Inc. (CRS) 
7-1-1 Nishi-Gotanda 
Shinagawa-ku 
Tokyo 141-0031 
Japan 
Ph. 81-3-5487-2311 
Fax 81-3-5487-2316 
E-mail: moonie@crs.or.jp 
www.crs.or.jp 
Studies: 
CRS Monthly Omnibus Survey 

n = 1 ,400, Frequency: 12/yr. 

<oMI.anam, limiT,_..., W llOIIO(D5l 
lnuAOiillt ....... ftOIISQVQ 

CENTRISSM 
Santa Monica Studios 
1817 Stanford 
Santa Monica, CA 90404 
Ph . 877-723-6874 or 310-264-8777 
Fax 310-264-8776 
E-mail: jkessel@centris.com 
www.centris.com 
Jerilyn Kessel , Co-founder 
Studies: 
CENTRIS5

M Telephone Omnibus 
n = 1 ,000, Frequency: 52/yr. 

CENTRIS5
M has an ongoing omnibus survey track­

ing over 75 communications, entertainment and 
technology metrics in more than 1,000 ROD 
households weekly. Customized crosstabs avail­
able in seven business days or less. Accumulated 
database of 300,000+ households available for 
data extracts, custom profiles, analytical reports 

100 

and follow-up Studies. Field and tab and full-ser­
vice available. 
(See advertisement on p. 99) 

CID/Gallup, S.A. 
50e 150s Colegio Medicos 
Sabana Sur 
San Jose 
Costa Rica 
Ph. 506-220-4101 
Fax 506-231-2145 
E-mail: cid@cidgallup.com 
www.cidgallup.com 
Studies: 
Cl 0 Gallup Omnibus Costa Rica 

n = 1 ,200, Frequency: 6/yr. 
Cl D Gallup Omnibus Guatemala 

n = 1 ,200, Frequency: 3/yr. 
CID Gallup Omnibus Honduras 

n = 1 ,200, Frequency: 3/yr. 
CID Gallup Omnibus El Salvador 

n = 1 ,200, Frequency: 3/yr. 
CID Gallup Omnibus Nicaragua 

n = 1 ,200, Frequency: 3/yr. 
CID Gallup Omnibus Panama 

n = 1 ,200, Frequency: 3/yr. 

Claros Research Corporation 
Suite 1000, 808- 4th Ave. S.W. 
Calgary, AB T2P 3E8 
Canada 
Ph. 888-265-8700 or 403-265-8700 
Fax 403-265-8701 
E-mail: marc@claros.ca 
www.clarosresearch.com 
Marc Tremblay, Managing Director 
Studies: 
Calgary Metropolitan Area Omnibus 

n = 500, Frequency: 4/yr. 
Edmonton Metropolitan Omnibus 

n = 500, Frequency: 4/yr. 
Alberta Omnibus 

n = 800, Frequency: 3/yr. 
Canada Omnibus 

n = 1 ,500, Frequency: 2/yr. 

Datum lnternacional SA 
Luis F. Villaran, 365 San Isidro 
Lima 27 
Peru 
Ph. 51-1-421-8740 or 51-1-221-4355 
Fax 51-1-221-5147 
E-mail: datum@datum.com.pe 
www.datum.com.pe 
Studies: 
Omnibus Datum 

n = 1,1 00, Frequency: 12/yr. 
Omnibus Lima 

n = 400, Frequency: 12/yr. 

Dialtek 
P.O . Box 170597 
Arlington, TX 76003-0597 
Ph. 877-DIALTEK or 866-545-3216 
Fax 214-220-0522 
E-mail: lenny@dialtek.com 
www.dialtek.com 
Leonard Murphy 
Studies: 
EconoCon (Economic Confidence) 

n = 1 ,000, Frequency: 260/yr. 
Political Pulse (Political Issues) 

n = 1 ,000, Frequency: 260/yr. 
VIEW America 

n = 2,000, Frequency: 260/yr. 

Digital Marketing Services 
1305 S. State Hwy. 121 
Lewisville, TX 75067 
Ph. 972-874-5080 
www.dmsdallas.com 
Studies: 
Opinion Place Omnibus 

n = 1 ,000, Frequency: 36/yr. 

Digital Research, Inc. 
201 Lafayette Center 
Kennebunk, ME 04043-1853 
Ph . 207-985-7660 
Fax 207-985-5569 
E-mail : bob.domine@digitalresearch.com 
www.digitalresearch.com 
Jane Mount, Research Director 
Studies: 
lntertrack 

n = 2,500, Frequency: 12/yr. 

DIRECTIONS Marketing Research & Services 
28 Mohamed Kamel 
El Harouny Street, 2nd floor 
Nasar City, Cairo 
Egypt 
Ph. 20-2-287-6319 
Fax 20-2-287-6397 
E-mail : directions@directions.com.eg 
www.directions.com.eg 
lnas Abdel Rahman 
Studies: 
Kiddy Omnibus (8 - 17) 

Frequency: 4/yr. 
Adult Omnibus (18- 55) 

Dittman Research Corp. of Alaska 
DRC Building 
8115 Jewel Lake 
Anchorage, AK 99502 
Ph . 907-243-3345 
Fax 907-243-7172 
E-mail : dittman@alaska.net 
Terry O'Leary, Vice President 
Studies: 
Multi-Ques~ 
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Equifax Direct Marketing Solutions, Inc. 
1621 18th St. , Suite 300 
Denver, CO 80202 
Ph. 303-298-5277 
Fax 303-298-5484 
E-mail : david .triggs@eq u ifax.com 
Dave Triggs 
Studies: 
Consumer Electronics Monitor- Consumer 

n = 750, Frequency: 1 /yr. 
Consumer Electronics Monitor- Dealer 

n = 350, Frequency: 1/yr. 
Scout® Consumer Behavior Rsch . Program 

Stage 1: Product Purchaser Screening 
n = 200,000, Frequency: 4/yr. 

Stage 2: Product Purchaser Follow-up 
n = 25,000, Frequency: 4/yr. 

FGI Research 
206 W. Franklin St. 
Chapel Hill , NC 27516 
Ph. 800-765-4344 ext. 460 
Fax 919-932-8829 
E-mail: info@fgiresearch .com 
www.fgiresearch.com 
Studies: 
OmniMax Online 

n = 1 ,000, Frequency: 12/yr. 

forsa GmbH 
Max-Beer-Strasse 2 
10119 Berlin 
Germany 
Ph . 49-30-62882-0 
Fax 49-30-62882-400 
E-mail : patrick.altdorfer@forsa.de 
www.forsa .de 
Studies: 
OmniNet 

n = 500/1 ,000, Frequency: 120/yr. 
OmniTel 

n = 500/1 ,000, Frequency: 215/yr. 
Internet Users 

n = 500/1 ,000, Frequency: 1 00/yr. 

Forum Research, Inc. 
Access Research Inc. 
180 Bloor St. W. , Suite 1401 
Toronto, ON M5S 2V6 
Canada 
Ph. 416-960-9600 ext. 9603 or 416-960-9600 ext. 
9258 
Fax 416-960-9602 
E-mail : lbozinoff@forumresearch.com 
www.forumresearch .com 
Lorne Bozinoff, President 
Studies: 
National Consumer Omnibus 

n = 1 ,000, Frequency: 52/yr. 

Gaither International, Inc. 
G.P.O. Box 70211 
San Juan, PR 00936 
Puerto Rico 
Ph. 787-728-5757 
Fax 787-728-5715 

GfK Croatia 
D raskoviceva 54 
10 000 Zagreb 
Croatia 

E-mail : gaither@gaitherinternational.com 
www.gaitherinternational.com 

Ph . 385-1-492-1222 
Fax 385-1-492-1223 
E-mail : gfk@gfk.hr 
www.gfk.hr 

Studies: Studies: 
Purchasing Agent Omnibus GfK Croatia 

n = 1 ,000, Frequency: 4/yr. n = 1 ,000, Frequency: 1 0/yr. 
Representative Adult Omnibus 

n = 1 ,000, Frequency: 4/yr. 
GfK CATibus 

n = 1 ,000, Frequency: 1 0/yr. 
Market Barometer Tag On 

n = 1,000 

CARAVAN" 
C Internationals twice-weekly CARAVAN® surveys 
the industry s best and most cost-effective national 

omnibus programs. For more than 35 years, 
have relied on CARAVAN to reach general and 
ized populations. 

A twice-weekly consumer telephone 
omnibus survey 

Provides a national probability sample 
of 1,000 adults (total of 2,000 per week) 

Results provided in three business days 

An ideal vehicle for: 

Image Measurement 

Advertising Tracking 
Product Awareness 
Concept Testing 

TEEN CARAVAN® and PRE-TEEN 

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 www.orcinternational.com 

[i]lll[l INTERNATIONAL® 
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GfK Custom Research Inc. 
8401 Golden Valley Rd. 
P.O. Box 27900 
Minneapolis, MN 55427-0900 
Ph. 763-542-0800 
Fax 763-542-0864 
E-mail : custom@gfkcustomresearch .com 
www.gtkcustomresearch.com 
Beth Ann Rogers 
Studies: 
People Pulse Weekly 

n = 1 ,000, Frequency: 1 04/yr. 

GfK Marktforschung GmbH 
Gfk Group 
Nordwestring 101 
90319 Nurnberg 
Germany 
Ph. 49-911-395-2323 
Fax 49-911-338486 
E-mail: marktforschung@gfk.de 
www.gtk.de 
Klaus Hilbinger 
Studies: 
GFK Classic Bus (CAPI) 

n = 2,000, Frequency: 52/yr. 
GfK Phone Bus (CATI) 

n = 1 ,000, Frequency: 260/yr. 
GtK Weekend Bus (CATI) 

n = 500, Frequency: 52/yr. 
GtK Children's Bus (CAPI) 

n = 500, Frequency: 52/yr. 
GtK Euro Bus (CAPI/PAPI) 

n = 1,000 
GtK Euro Phone (CATI) 

n = 1,000 

Gtk Globo Bus (CAPI/PAPI) 
n = 1,000 

GtK Globo Phone (CATI) 
n = 1,000 

Global Market Research 
Ludgate House 
245 Black Friars Rd. 
London SE1 9UL 
United Kingdom 
Ph. 44-20-7890-9363 
Fax 44-20-7890-9352 
E-mail : b.baker@nopworld.com 
www.agmr.com 
Studies: 
Sweden Telephone Index 

n = 1 ,000, Frequency: 52/yr. 
Sweden Face-to-Face Index 

n = 500, Frequency: 26/yr. 
Quantum Omnibus Belgium 

n = 1 ,000, Frequency: 52/yr. 
Scanner Omnibus Belgium 

n = 500, Frequency: 52/yr. 
CATIBus Studies Greece 

n = 2,000, Frequency: 12/yr. 

Greenfield Online 

Greenfield Online 
21 River Rd . 
Wilton, CT 06897 
Ph . 203-834-8585 
Fax 203-834-8686 
E-mail : solutions@greentield.com 
www.greenfield .com 
Keith Price, Vice President 
Studies: 
Greenfield Online Omnibus Study 

n = 1 ,000, Frequency: 96/yr. 
Flash Omnibus 

n = 1 ,000, Frequency: 221 /yr. 

Harness the speed and cost-effectiveness of the 
Internet and gather teed back from one of the most 
robust online research panels in the industry! The 
Greenfield Online omnibus fields within three days, 
and Flash Omnibus within one! The study is con­
ducted among an Internet-representative U.S. 
sample of 1,000 members of Greenfield 's Online's 
panel of 1.3+ million. 
(See advertisement on p. 1 02) 

Don•t trust your data collection project to a competitor, or company that doesn•t 
specialize in marketing research. Greenfield Online provides you with a competitive 
advantage by delivering executional expertise, high-value samples, and survey 
technologies to each project. Count on us to deliver on the promise of flawless data 
delivery, quickly and cost effectively! 
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Greenfield Online provide clients with the following and more: 

· Data collection solutions- We will take your project from survey design through execution . 

Benefit from our executional expertise. 

· Sample-only solutions- Tap into multiple sample sources including the Greenfield Online panel, 

specialty panels, and/or MSN "river." We guarentee quota fills. 

· Custom panel solutions- Leverage our experience in building and managing custom panels. 

Over the past 7+ years, we've built custom panels for industry-leading clients! 

· Infrastructure services- Provide us with your questionnaire and we can program and host your survey. 

Our secure and redundant infrastructure is up and running 24x7. 

Contact Keith Price, SVP, Client Development at 1.866.296.3047 today to learn more, or to receive a quote 

on your project. 

GreenfieldOnline 
Leading the Research Revolution<lt 

2 1 Rive r Road, Wilton CT o6897 http :/ / www.greenfield.com 
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@Harris Interactive® 
Harris Interactive® 
Corporate Headquarters 
135 Corporate Woods 
Rochester, NY 14623 
Ph. 877-919-4765 or 800-866-7655 
Fax 585-272-7258 
E-mail : info@harrisinteractive.com 
www. harrisi nte ractive. com 
Studies: 
Harris Interactive QuickQuerysM 

n = 2,000+, Frequency: 1 00+/yr. 
Harris Interactive Youth0uery5M 

n = 2,000+, Frequency: 1 00+/yr. 

QuickQuery5M, a service of Harris Interactive, the 
global online market research leader, lets you ask 
questions and get accurate, projectable answers 
from 2,000 people nationwide in two business 
days. Expert consulting, scrupulous attention to 
detail and comprehensive online research experi­
ence add to Harris Interactive's assurance that 
your most ambitious omnibus needs will be met 
accurately, reliably and on time. 
(See advertisement on Inside Back Cover) 

Hendal Research 
J. Zerjavica 13 
1 0 000 Zag reb 
Croatia 
Ph . 385-1-48-78-180 
Fax 385-1-48-78-199 
E-mail : info@hendal.hr 
www.hendal.hr 
Marana Kristek, Psychologist 
Studies: 
HR Omnibus 

n = 1 ,000, Frequency: 7/yr. 

I.E.S. Information Europe Services 
14 rue d'Uzes 
75002 Paris 
France 
Ph. 33-1-40-13-16-16 
Fax 33-1-40-13-16-19 
E-mail : info@ieseurope.com 
www.ieseurope.com 
Jean Lopez 
Studies: 
I.E.S. Omnibus Consumers 

n = 1 ,000, Frequency: 52/yr. 
I.E.S. Omnibus GP's Physicians 

n = 500, Frequency: 1 0/yr. 
I.E.S. Omnibus Veterinarians 

n = 250, Frequency: 5/yr. 
I.E.S. Omnibus Specialists/Physicians 

n = 250, Frequency: 2/yr. 
I.E.S Omnibus Pharmacists 

n = 250, Frequency: 6/yr. 

Gatherinq ... 
• Custom Research provides the 

diversity you need 

• EXCELSM Omnibus collects 
critical consumer information 
quickly and inexpensively 

• SmaiiBizEXC£LSM Omnibus 
taps the vital market of small 
companies (up to 100 employees) 
for business-to-business studies 

• TeenEXCELSM Omnibus is a 
cost-effective alternative to 
reach 12- to 17-year-olds 

• Web-Based Consumer Panel 
delivers quick, easy access to 
the online population 

• Expert Web, Mail, and Intercept 
Surveys work when telephone 
research doesn't fit your needs 

• Sampling Models offer complex 
research designs and efficient 
representations of elite 
populations 

• International Research is 
conducted in over 60 countries 
to let you reach around the world 

• In-House Facilities ensure quality 

We Gather lnsiqht. 

ICOO 

... lnsiqht 
• Multivariate Analytical Support 

yields actionable answers to your 
research questions 

• Corporate Branding Model 
determines your marketplace 
position by employing exclusive 
elements for true market 
comparisons 

• Customer Satisfaction and 
Loyalty Research and 
Implementation identify your 
most valuable customers and 
maintain their loyalty 

• RACERSM delivers and sorts 
large-scale projects through a 
unique, efficient web-based 
service 

• Specialized Expertise brings 
added value to utility, technology, 
religion, social sciences, cable 
television, finandal, retail, 
packaged goods, healthcare, 
and public relations clients 

• Economic Forecasting, Modeling, 
and Database Development and 
Management convert information 
into insight for maximum benefit 

INTERNATIONAL COMMUNICATIONS RESEARCH 

(484) 840-4300 I I 
WWW.ICRSURVEY.COM MEDIA, PA (HQ) DALLAS, TX 
ICR@ICRSURVEY.COM CHICAGO, IL NEW YORK, NY I SAN FRANCISCO, CA 
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ICOO 
ICR/International Communications Research 
53 W. Baltimore Pike 
Media, PA 19063-5698 
Ph. 484-840-4300 
Fax 484-840-4599 
E-mail : icr@icrsurvey.com 
www.icrsurvey.com 
Steven C. McFadden, President 
Studies: 
EXCEL 

n = 1 ,000, Frequency: 1 04/yr. 
Teen EXCEL 

n = 500, Frequency: 12/yr. 
SmaiiBizEXCEL 

n = 500, Frequency: 12/yr. 

EXCEL - National telephone omnibus survey of 
1,000 consumers conducted twice each week. 
Interviewing through final tabulations in seven 
days. ROD sampling; CATI interviewing; custom 
options; extremely cost effective. TeenEXCEL -
Monthly national telephone omnibus survey of 
500 teens aged 12 to 17. SmaiiBizEXCEL- Monthly 
national telephone omnibus survey of 500 busi­
nesses with less than 1 00 employees. 
(See advertisement on p. 1 03) 

INTAGE Inc. 
Global Services 
1-4-1 , Honcho, 
Higashikurume-shi 
Tokyo 203-8601 
Japan 
Ph. 81-424-76-5164 
Fax 81-424-76-5178 
E-mail : global-service@intage.co.jp 
www.intage.co.jp 
Toshihiko Hino 
Studies: 
INTAGEbus 

n = 1 ,500, Frequency: 12/yr. 
INTAGEbus for Males 

n = 1 ,000, Frequency: 4/yr. 
INTAGEbus Nationwide 

n = 15,000, Frequency: 2/yr. 
INTAGEbus Household Omnibus Survey 

n = 6,340, Frequency: 1 /yr. 

Your one-stop 
marketing 
research 

resource is 
just a mouse 

click away 

.,.,.,.,.,.,_quirks. com 

lnter@ctive Market Research sri 
Via Scarlatti 150 
80127 Naples 
Italy 
Ph . 39-81 -22-92-473 
Fax 39-81 -22-92-463 
E-mail : m.pucci@imrgroup.com 
www.imrgroup.com 
Maurizio Pucci 
Studies: 
Internet Usage/General 

n = 2,000, Frequency: 2/yr. 
Internet Banking 

n = 2,000, Frequency: 1/yr. 
News Online 

Frequency: 2/yr. 
Travel/Holidays Omnibus 

Frequency: 2/yr. 

lpsos - Insight Corporation 
100 S. 5th St. , Suite 2200 
Minneapolis, MN 55402 
Ph. 612-904-6970 
Fax 612-904-6980 
E-mail : chris.deeney@ipsos-na.com 
www.ipsos-insight.com 
Chris Deeney, V.P., Omnibus Operations 
Studies: 
lpsos U.S. Express 

n = 1 ,000, Frequency: 1 04/yr. 
lpsos U.S. Online Express 

n = 1 ,000, Frequency: 12/yr. 
Canadian lpsos-Reid Express 

n = 1 ,000, Frequency: 52/yr. 
Canadian Online Express 

n = 1 ,000, Frequency: 12/yr. 
lpsos Global Express 

n = 500, Frequency: 4/yr. 

IPSOS U.S. EXPRESS is a nationally representative 
survey interviewing 1,000 adults, twice a week. 
This respected , timely and cost-effective omnibus 
survey measures the attitudes and opinions of 
Americans on a variety of topics from products to 
current events. Interviewing is completed Tuesday 
through Thursday and Friday through Sunday. 
Results are available the day after the interviewing 
is completed. 
(See advertisement on p. 1 05) 

lpsos - Insight Corporation (Br.) 
1700 Broadway, 15th fl. 
New York, NY 1 0019 
Ph. 516-507-3000 or 516-507-3515 
Fax 516-507-3300 
E-mail : allyson.leavy@ipsos-na.com 
www.ipsos-insight.com 
Allyson Leavy 
Studies: 
lpsos lnsta-Vue 

n = 5,000-250,000, Frequency: 12/yr. 
(See advertisement on p. 1 05) 

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



lpsos-Polska 
Pulawska 39/4 
02 508 Warsaw 
Poland 
Ph. 48-22-856-88-10 or 48-22-848-35-57 
Fax 48-22-881-01-04 
E-mail : mail@ipsos.pl 
www.ipsos.pl 
Alina Kosmider 
Studies: 
TargetBus 

n = 1 ,000, Frequency: 12/yr. 

Issues and Answers Network, Inc. 
5151 Bonney Rd ., Suite 100 
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 
Studies: 
Fifty Plus Omnibus 

KirJz.Ey£s.cGm" 
S.. the world through Kkb.Eyeal 

KidzEyes.com 
(a subsidiary of C&R Research) 
500 N. Michigan Ave. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail : info@crresearch.com 
www.crresearch .com 
Studies: 
KidzEyes 

n = 900, Frequency: 12/yr. 

Issues of America - Newspaper Issues Omnibus 

KidzEyes is a national online panel of kids 6-14. 
Whether you want to conduct a custom, full-scale 
study or ask only a few questions in our monthly 
omnibus, KidzEyes will get you the answers you 
need . The omnibus fields once a month among 
900 kids and provides clients with online real-time 
access to survey results, downloadable data files, 
and electronic crosstabulations. 

Carrick James Market Research 
6 Homer St. 
London W1 H 4NT 
United Kingdom 
Ph. 44-20-7724-3836 
Fax 44-20-7224-8257 
E-mail : research@cjmr.co.uk 
www.cjmr.co.uk 
Studies: 
CJMR Child Omnibus (GB) 

n = 800, Frequency: 12/yr. 
CJMR Europen Child Omnibus 

n = 200, Frequency: 2/yr. 
CJMR Youth Omnibus (GB) 

n = 450, Frequency: 4/yr. 
CJMR Baby Omnibus (GB) 

n = 450, Frequency: 4/yr. 
CJMR Baby Omnibus (France) 

n = 200, Frequency: 2/yr. 
CJMR Child Telebus (GB) 

n = 200, Frequency: 20/yr. 

Kadence Business Research 
85 Speen St. 
Framingham, MA 01701 
Ph. 508-620-1222 
Fax 508-620-1223 
E-mail : ojenkins@us.kadence.com 
www.kadence.com 
Owen Jenkins 
Studies: 
Electronic Pre Press 

n = 250, Frequency: 2/yr. 
Business Car Fleets 

n = 250, Frequency: 1 /yr. 
Truck Fleets 

n = 250, Frequency: 1/yr. 
Independent Pharmacists 

n = 250, Frequency: 1/yr. 
Facilities Managers 

n = 250, Frequency: 1/yr. 
Nursing Home Directors 

Frequency: 1 /yr. 
Electrical Contractors 

n = 250, Frequency: 1/yr. 
Business Travel Managers 

n = 250, Frequency: 2/yr. 
Remodelers 

n = 250, Frequency: 1/yr. 
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Leflein Associates, Inc. & Research Center 
1093 Greenwood Lake Turnpike 
Ringwood , NJ 07456 
Ph . 888-LEFLEIN or 973-728-8877 
Fax 973-728-0792 
E-mail : bleflein@Leflein .com 
www. leflein.com 
Barbara Leflein , President 
Studies: 
National Survey Institute Poll 

n = 1 ,000, Frequency: 52/yr. 

Market Reader Pro 
608 Schuylkill Rd. 
Phoenixville, PA 19460 
Ph . 610-933-9388 
E-mail : cdahlin@marketreaderpro.com 
www.marketreaderpro.com 
Studies: 
Fragrance Omnibus 

n = 1 ,000, Frequency: 12/yr. 
Health & Beauty Omnibus 

n = 1 ,000, Frequency: 12/yr. 
Cosmetics Omnibus 

n = 1 ,000, Frequency: 12/yr. 
Hair Care Omnibus 

n = 1 ,000, Frequency: 12/yr. 

MARKET TEST® Ltd. 
6 Septemvri Street No. 4, 2nd floor 
1000 Sofia 
Bulgaria 
Ph. 359-2-988-2779 
Fax 359-2-981-7756 
E-mail : office@mtest.bol.bg 
www.mtest.bol.bg 
Studies: 
Bulgaria F2F 

n = 1 ,200, Frequency: 12/yr. 
Sofia F2F 

n = 1 ,000, Frequency: 12/yr. 

www.quirks.com 

Market Trends, Inc. 
375 Corporate Dr. S., Suite 100 
Seattle, WA 98188 
Ph . 206-575-1222 
Fax 206-575-8779 
E-mail: jackie@markettrends.com 
www.markettrends.com 
Devon Hensleigh, Project Manager 
Studies: 
King/Pierce/Snohomish County Poll 

n = 400, Frequency: 4/yr. 
Washington/Ciark/Ciackamas/Nultnomah County 
Poll 

n = 400, Frequency: 4/yr. 
Nationwide Web-based Poll 

n = 1 ,000, Frequency: 52/yr. 

National Telephone 
Omnibus Survey 

Whether you want to test the effective­
ness of an advertising campaign, test 
new product concepts or assess public 
opinion on the hottest issues, our 
bi-weekly omnibus offers the flexibility 
you need to react quickly. 

Twice per week, lpsos interviews 1,000 
adults across the country. No matter 
what the size of your company, budget, 
or your research needs, our national 
omnibus has the cold, hard facts. 

For more information about lpsos 
U.S. Express, please visit our website at: 
www.ipsos-pa.com/omni.cfm 
Or, contact Chris.Deeney@ipsos-pa.com 

www.ipsos-pa.com 
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Marketing Evaluations 
The Q Scores Company 
1615 Northern Blvd. 
Manhasset, NY 11030 
Ph. 516-365-7979 
Fax 516-365-9351 
E-mail: info@qscores.com 
www.qscores.com 
Studies: 
Performer Q Ratings 

n = 1 ,800, Frequency: 2/yr. 
TVQ Program Ratings 

n = 1 ,800, Frequency: 8/yr. 
Cartoon Q Ratings 

n = 3,600, Frequency: 2/yr. 
Cable Q Ratings 

n = 3,800, Frequency: 4/yr. 
Sports Q Ratings 

n = 2,000, Frequency: 1/yr. 
Product Q Brand Equity Ratings 

n = 1 ,800, Frequency: 2/yr. 
Kids Product Q Brand Equity Ratings 

n = 2,000, Frequency: 2/yr. 
Performer of the Past Q Ratings 

n = 1 ,500, Frequency:.1 /yr. 

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

n = 600, Frequency: 2/yr. 

Marplan 
Marktplatz 9 
63065 Offenbach/Main 
Germany 
Ph. 49-69-8059-0 
Fax 49-69-8059-243 
E-mail: info@marplan.de 
www.marplan.de 
Birgit Samsen 
Studies: 
MCS 

n = 2,500, Frequency: 24/yr. 
MARPLAN CATI 

n = 1 ,000, Frequency: 50/yr. 

Mat tire 
1Harketing & Research 

Mature Marketing and Research 
Low Cost Omnibus Surveys 
85 E. India Row, Suite 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 Report 

n = 1 ,000, Frequency: 3/yr. 

The Boomer Report is published three times year­
ly: in January, June and November. The annual cost 
is $150.00. Categories include: travel and leisure 
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(airlines, hotels, cruise lines) ; financial services 
(banking , brokerage and insurance); health and 
personal care ; fast-food restaurants. Additional 
services include multiple client Studies. Low-cost 
omnibus Studies. Tabulation , analysis and report­
ing are available. Please see Web site for additional 
information . For sample report e-mail 
MMRHarris@aol.com. Please include name of 
company, position and mailing address. 
(See advertisement on p. 1 07) 

MERCURY Research 
95, Siret Street, 1st floor, District 1 
Bucharest 783082 
Romania 
Ph . 40-1-224-6600 
Fax 40-1-224-6611 
E-mail: contact@mercury.ro 
www.mercury.ro 
Studies: 
Mercury Omnibus 

n = 1 ,200, Frequency: 12/yr. 

NFO AISA Slovakia Ltd. 
Brnianska 55 
817 18 Bratislava 
Slovakia 
Ph. 421-2-5479-2371 
Fax 421-2-5479-2370 
E-mail : info@nfoaisa.sk 
www.nfoaisa.sk 
Jan Hudak 
Studies: 
NFO AISA 

n = 750, Frequency: 26/yr. 

NFO CFgroup 
An NFO WorldGroup Company 
1075 Bay St. 
Toronto, ON M5S 2X5 
Canada 
Ph . 416-924-5751 
Fax 416-923-7085 
E-mail: info@nfocfgroup.com 
www.nfocfgroup.com 
Laura Manzer 
Studies: 
Monitor 

n = 2,000, Frequency: 12/yr. 
Multi Facts 

n = 1 ,000, Frequency: 52/yr. 
Multi-0 

n = 22,000, Frequency: 4/yr. 
NFO Fast Feedback 

n = 1 ,000, Frequency: 52/yr. 

Nippon Research Center, ltd. 
Shuwa-Sakurabashi Bldg ., 4-5-4 Hatchobori , 
Chou-ku 
Tokyo 104-0032 
Japan 
Ph. 81-3-3206-8351 
Fax 81-3-3555-9895 
E-mail : iijima@nrc.co.jp 
www.nrc.co.jp 
Studies: 
National Individual Omnibus Survey 

n = 2,200, Frequency: 12/yr. 
NRC Automobile Owners Omnibus 

n = 1 ,500, Frequency: 2/yr. 

NOP Automotive 
Ludgate House 
245 Blackfriars Rd. 
London SE1 9UL 
United Kingdom 
Ph. 44-20-7890-9382 
Fax 44-20-7890-9263 
E-mail : londonauto@nopworld.com 
www.nopworld .com 
Katie Vesper 
Studies: 
CATI MotorBus 

n = 500, Frequency: 48/yr. 
CAPI MotorBus 

n = 1 ,000, Frequency: 38/yr. 

NOP Consumer 
Ludgate House 
245 Blackfriars Road 
London SE1 9UL 
United Kingdom 
Ph. 44-20-7890-9000 or 44-20-7890-9777 
Fax 44-20-7890-97 44 
E-mail : consumer@nopworld.com 
www.nopworld.com 
Studies: 
ParentBus 

n = 1 ,000, Frequency: 12/yr. 
Telebus 

Frequency: 1 04/yr. 
TrolleyBus 

n = 1,500 
Young Generation 

n = 1 ,000, Frequency: 12/yr. 

NOP Financial 
Ludgate House 
245 Blackfriars Road 
London SE1 9UL 
United Kingdom 
Ph . 44-20-7890-9000 or 44-20-7890-9181 
Fax 44-20-7890-9222 
E-mail: financial@nopworld .com 
www.nopworld.com 
Studies: 
Small Business Omnibus 

n = 500, Frequency: 24/yr. 

NOP Healthcare 
Part of NOP World Health 
Friars House 
157 - 168, Blackfriars Road 
London SE1 8EZ 
United Kingdom 
Ph. 44-20-7890-9000 or 44-20-7890-9080 
Fax 44-20-7890-9159 
E-mail : Healthcare@nopworld .com 
www.nopworld.com 
Studies: 
(GP Net) Internet 

n = 200, Frequency: 24/yr. 
(QUEST) F-T-F and Tel 

n = 50-200, Frequency: 132/yr. 
(lnterOuest) Tel 

n = 5-75, Frequency: 72/yr. 
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NOP Research Group 
Part of NOP World 
Ludgate House 
245 Blackfriars Road 
London SE1 9UL 
United Kingdom 
Ph . 44-20-7890-9000 
Fax 44-20-7890-9001 
E-mail: info@nopworld .com 
www.nopworld.com 
Carol Bernasconi , Omnibus Director 
Studies: 
Random dialing/Quota Omnibus 

n = 1 ,000, Frequency: 1 04/yr. 
Random Location Omnibus 

n = 2,000, Frequency: 36/yr. 
Quota Omnibus 

n = 1 ,000, Frequency: 12/yr. 
e-Omnibus 

n = 1 ,000, Frequency: 24/yr. 

Opinion 0 ................... ···•· .. .. TAit,[TIN' OPINION WOitLDWIDE 

Opinion Search, Inc. 
160 Elgin Street, Suite 1800 
Ottawa, ON K2P 2C4 
Canada 
Ph . 613-230-9109 or 800-363-4229 
Fax 613-230-3793 
E-mail : info@opinionsearch .com 
www.opinionsearch.com 
Janette Niwa, V.P. Client Services 
Studies: 
Express 

n = 2,000/1 ,000, Frequency: 12/yr. 

Opinion Search, Inc. is Canada's largest indepen­
dent data collection company, providing telephone, 
site, mail and online interviewing and tabulation 
services. Our CATI and Web-based interviewing 
systems are fully integrated, allowing simultane­
ous surveying via call centers (250 stations across 
Ottawa, Toronto and Montreal) and in-house CAW I 
hosting. 
(See advertisement on Back Cover) 

Pan Arab Research Center - UAB 
P.O. Box 14680 
Dubai 
United Arab Emirates 
Ph. 971-4-337-6696 or 971-4-334-4080 
Fax 971-4-334-4456 
E-mail : parcmain@emirates.net.ae 
www.arabresearch.com 
Studies: 
PARC Omnibus Kids & Teens 

n = 5,000, Frequency: 4/yr. 
PARC Omnibus F2F/Telebus 

n = 6,200, Frequency: 24/yr. 

PORI - Public Opinion & Mktg. Rsch . of Israel 
P.O.Box20114 
Tel Aviv 61200 
Israel 
Ph. 972-3-561-2443 or 972-51-224-501 
Fax 972-3-561-0960 
E-mail : pori@attglobal.net 
Studies: 
Face-to-Face Nationwide 

n = 1 ,000, Frequency: 8/yr. 
Face-to-Face Arab Population 

n = 600, Frequency: 2/yr. 
Face-to-Face Russian Population 

n = 800, Frequency: 2/yr. 
Telephone General Population 

n = 500, Frequency: 48/yr. 
Telephone Arab Population 

n = 400, Frequency: 24/yr. 
Telephone Russian Population 

n = 400, Frequency: 24/yr. 

Prisma Options ltd. 
25 Alexandroupoleos, Ambelokipi 
115 27 Athens 
Greece 
Ph. 30-210-7 48-2001 
Fax 30-210-775-6227 
E-mail: prismaop@hol.gr 
Marita Sormunen 
Studies: 
Prisma Face-to-Face Omnibus 

n = 1 ,000, Frequency: 4/yr. 
Prisma Telephone Omnibus 

n = 1 ,000, Frequency: 3/yr. 

ProCon GfK Business Information Services 
Sisli Is Merkezi, Siracevizler Cad. Esen Sok. 
No:6 Kat:5 34381 
Romonti , Sisli , Istanbul 
Turkey 
Ph. 90-212-368-0700 or 90-212-368-0790 
Fax 90-212-368-0799 
E-mail : deniz.ozerdil@procongfk.com 
www.procongfk.com 
Studies: 
Urban Omnibus 

n = 1 ,000, Frequency: 3/yr. 
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Promodata - Leemis Services 
1 S. 270 Summit 
Oakbrook Terrace, IL 60181 
Ph. 630-889-1900 
Fax 630-889-0972 
E-mail: promodata@leemis.com 
www.promodata.com 
Rich Palesh, President 
Studies: 
Price-Trak 

Frequency: 52/yr. 
Coupon-Trak 

Frequency: 52/yr. 
Ad Activity 

Frequency: 52/yr. 
Retailer Ad Digest- Drug/Mass Merchandise 

Frequency: 52/yr. 
Retailer Ad Digest - Food 

Frequency: 52/yr. 
Target Trak 

Frequency: 4/yr. 
Volume Trak 

Frequency: 4/yr. 
PTR Services -Technology/Electronics 

Frequency: 52/yr. 
lnstore Trak 

Frequency: 4/yr. 

Quota Research S.A. 
Atocha, 20 3 planta 
28012 Madrid 
Spain 
Ph . 34-91-389-57-99 
Fax 34-91-369-50-62 
E-mail : quota@quotaresearch.com 
www.quotaresearch.com 
Jesus Astudillo 
Studies: 
Quota General Population 

n = 1 ,000, Frequency: 50/yr. 
Environmental Monitor 

n = 1 ,000, Frequency: 1 /yr. 
Global Issue Monitor 

n = 1 ,000, Frequency: 1/yr. 
Corporate Social Responsipility Monitor 

n = 1 ,000, Frequency: 1 /yr. 

Research Data Design, Inc. 
5100 S.W. Macadam, Suite 500 
Portland , OR 97239 
Ph. 503-223-7166 
Fax 503-223-6760 
E-mail : info@rdd.info 
www.rdd.info 
Arturo Coto 
Studies: 
Pulso Hispano 

n = 300, Frequency: 12/yr. 

Research RBM 
Slagthuset 
211 20 Malmo 
Sweden 
Ph. 46-40-699-80-70 
Fax 46-40-699-80-71 
E-mail : goran.lilja@rbmab.se 
www.rbmab.se 
Studies: 
The Telephone Bus 
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RJC Marketing Research Inc. 
7F Dai-ni Ryumeikan Bldg. 
3-20, Kanda Ogawamachi , Chiyoda-ku 
Tokyo 101-0052 
Japan 
Ph. 81-3-5217-3879 
Fax 81-3-3293-5737 
E-mail : kamoda@rjc.co.jp 
www.rjc.co.jp 
Studies: 
Tokyo Metro Bus 

n = 1 ,000, Frequency: 2/yr. 
Telephone Omnibus Japan 

n = 1 ,000, Frequency: 2/yr. 

Robinson Research , Inc. 
524 W. Indiana 
Spokane, WA 99205 
Ph. 509-325-8080 
Fax 509-325-8068 
E-mail : info@robinsonresearchinc.com 
www.robinsonresearchinc.com 
Studies: 
Spokane County Residential Omnibus 

n = 400, Frequency: 4/yr. 

RoperASW 
1060 State Rd. 
Princeton, NJ 08540 
Ph. 609-683-6100 
Fax 609-683-6211 
E-mail: bbarr@roperasw.com 
www.roperasw.com 
Jim Timony, Sr. Vice Pesident 
Studies: 
OmniTel™ 

n = 1 ,000, Frequency: 52/yr. 

SOCIS 
Taylor Nelson Sofres Ukrain 
P.O. Box117 
01001 Kiev 1 
Ukraine 
Ph. 380-44-228-6432 or 380-44-220-6883 
Fax 380-44-228-2297 
E-mail : socis@socis.kiev.ua 
www.socis.kiev.ua 
Studies: 
SOCIS Omnibus 

n = 1 ,200, Frequency: 11 /yr. 

Strategic Marketing Services 
A Div. of Pan Atlantic Consultants, Inc. 
5 Milk St. 
Portland , ME 04101 
Ph . 207-774-6738 or 207-871-8622 
Fax 207-772-4842 
E-mail : kmorse@maine.rr.com 
www. panatlantic. net 
Patrick 0. Murphy, President 
Studies: 
SMS Omnibus Poll™ 

n = 400, Frequency: 4/yr. 

Synovate 
American Headquarters 
3040 West Salt Creek Ln. 
Arlington Heights, IL 60005 
Ph. 847-590-7000 
Fax 847-590-7010 
E-mail: us@synovate.com 
www.synovate.com 
Norm Kane, Vice President 
Studies: 
TeleNation 

n = 1 ,000, Frequency: 156/yr. 
TeleNations Global 

n = 1 ,000, Frequency: 12-52/yr. 
eNation 

n = 1 ,000, Frequency: 1 04/yr. 
TeenNation 

n = 500, Frequency: 24/yr. 

Synovate 
100 N.W. 37th Ave ., 3rd fl. 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-643-5584 
E-mail : rick.tobin@synovate.com 
www.synovate.com 
Deborah Gonderil 
Studies: 
Hispanic Omnibus TeleNacion (Top 10 Mkts.) 

n = 3,000, Frequency: 12/yr. 
TeleNacinnal Omnibus of Hispanics (National) 

n = 500, Frequency: 12/yr. 

Synovate 
77 Bloor St. West 
Toronto, ON M5S 3A4 
Canada 
Ph . 416-964-6262 
Fax 416-964-5882 
E-mail : candace.cohen@synovate.com 
www.synovate.com 
Candace Cohen 
Studies: 
National Flexibus 

n = 10,000, Frequency: 4/yr. 
National Superbus 

n = 50,000, Frequency: 4/yr. 
TeleNation - Canada 

n = 1 ,000, Frequency: 24/yr. 
TeleNation - Quebec 

n = 500, Frequency: 24/yr. 

www.quirks.com Quirk's Marketing Research Review 



UIRK' 



Team Vier b.v. 
Veenplaats 19 
1182 JW Amstelveen 
The Netherlands 
Ph . 31-20-645-53-55 
Fax 31-20-645-59-30 
E-mail : teamvier@teamvier.nl 
www.teamvier.nl 
Studies: 
Team Vier Omnibus 

n = 1 ,000, Frequency: 12/yr. 

Teenage Research Unlimited 
707 Skokie Blvd. , 7th fl. 
Northbrook, IL 60062 
Ph. 847-564-3440 
Fax 84 7-564-0834 
E-mail: info@teenresearch.com 
www.teen research .com 
Studies: 
TRU Study 

n = 1 ,000, Frequency: 2/yr. 
Omnibuzz 

n = 850, Frequency: 12/yr. 

Thompson lightstone & Company 
350 Bloor St. E., Suite 600 
Toronto, ON M4W 1 H4 
Canada 
Ph. 416-922-1140 or 877-823-8555 
Fax 416-922-8014 
E-mail : tlc@tlcl.com 
www.maritzresearch.com 
Studies: 
OMNITEL 

n = 2,000, Frequency: 24/yr. 

• • intersearch 

TNS lntersearch Express Omnibus 
410 Horsham Rd. 
Horsham, PA 19044-0189 
Ph. 800-EXP-POLL (800-397 -7655) 
Fax 609-919-1191 
E-mail: joel.henkin@tns-i.com 

jane.cutler@tns-i .com 
elizabeth.jaccoma@tns-i.com 

www.tns-l.com 
Joel Henkin, Telephone/Internet Omnibus 
Jane Cutler, Telephone Omnibus 
Elizabeth Jaccoma, Internet Omnibus 
Studies: 
Express Telephone Omnibus 

n = 1 ,000, Frequency: 52/yr. 
Teen Express 

n = 250 or 500, Frequency: oncall/yr. 
Express Internet Omnibus 

n = 1 ,000, Frequency: 52/yr. 
Express Overnight Online Omnibus 
Ncompass International Omnibus 

Express Telephone Omnibus - National probabili­
ty sample of 1 ,000 adults conducted weekly by 
telephone. Guaranteed delivery of data via e-mail 
by 3 p.m. Monday or it is free (closed-end ques­
tions). Two demographic banners provided . 
Samples of men and/or women and regional sam­
ples also available. Conducted 52+ times per year. 
TEEN EXPRESS - National sample of 250 or 500 
children (male and/or female) . Conducted as need­
ed. EXPRESS Internet Omnibus- National sample 
of 1,000 adult Internet users conducted weekly. 
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Enable the exposure of visuals while respondent 
answers questions. Conducted 52+ times per year. 
Recently introduced EXPRESS Overnight Online 
Omnibus so you can get data the next day. 
Ncompass International Omnibus- Enables you to 
obtain omnibus research from the network of over 
50 TNS omnibus surveys around the globe . 
Participate where needed. 
(See advertisement on p. 111) 

TNS 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 
Henk Hoogeveen, Director of Operations 
Studies: 
Consumer Monitor CATI - Dutch Households 

n = 500, Frequency: 52/yr. 
Business Monitor- Dutch Establishments 

n = 250, Frequency: 52/yr. 
Homebus- 1,000 Dutch Households/Individuals 

n = 1 ,000, Frequency: 52/yr. 
n = 1 ,000, Frequency: 52/yr. 

TNS Spain 
Logasca, 4 
28001 Madrid 
Spain 
Ph . 3491-432-98-00 
Fax 34-91-432-98-30 
E-mail : rosa.moreno@es.tnsofres.com 
www.es.tnsofres.com 
Rosa Moreno 
Studies: 
Phone Bus 

n = 1 ,000, Frequency: 52/yr. 
Metascope 

n = 12,000, Frequency: 12/yr. 

The Wagner Group, Inc. 
254 W. 31st St. 
New York, NY 10001 
Ph . 212-695-0066 
Fax 212-564-1246 
E-mail : twg@wagnergrp.com 
www.wagnergrp.com 
Jeffrey Wagner, President 
Studies: 
College Scan 

n = 3,000 

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

n = 560, Frequency: 12/yr. 

Wilke Markedsanalyse A/S 
Vindegade 53 
5000 Odense 
Denmark 
Ph. 45-70-10-20-80 
Fax 45-70-10-20-81 
E-mail : wilke@wilke.dk 
www.wilke.dk 
Jakob Fiellau-Nikolajsen 
Studies: 
CATI Consumer - Denmark 

n = 1 ,000, Frequency: 50/yr. 
CATI Consumer - Sweden 

n = 500, Frequency: 25/yr. 
CATI Consumer - Norway 

n = 500, Frequency: 25/yr. 

Wirthlin Worldwide 
1920 Association Dr. , Suite 500 
Reston, VA 20191 
Ph. 703-480-1900 
Fax 703-480-1905 
E-mail : inquiries@wirthlin.com 
www.wirthlin.com 
James Multari 
Studies: 
National Quorum 

n = 1 ,000, Frequency: 26/yr. 
Executive Omnibus 

n = 150, Frequency: 4/yr. 
Congressional Omnibus 

n = 150, Frequency: 3/yr. 
Online Omnibus 

n = 1 ,000, Frequency: 52/yr. 

Yontem Research & Consultancy Ltd. 
5 Gazeteciler Sitesi A -10/3 
80620 Istanbul 
Turkey 
Ph . 90-212-278-1219 
Fax 90-212-269-8707 
E-mail : info@yontemresearch .com 
www.yontemresearch .com 
Sinem Mete 
Studies: 
Yontem Standard Omnibus 

n = 1 ,200, Frequency: 12/yr. 
Pharmbus 

n = 600, Frequency: 1 /yr. 

Zogby International 
P.O. Box 0439 
Utica, NY 13503-0439 
Ph . 315-624-0200 
Fax 315-624-0210 
E-mail : marketing@zogby.com 
www.zogby.com 
Studies: 
Zogby America 

n = 1 ,000, Frequency: 12/yr. 
Zogby New York 

n = 900, Frequency: 12/yr. 
Zogby Research Canada 

n = 1 ,000, Frequency: 12/yr. 
Zogby Latino Minds 

n = 600, Frequency: 4/yr. 
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Express 

TNSI Express Consumer Omnibus Services 

Data by Monday 3:00p.m.* 
or it~sfree 

When you must have data on time, rely on 
Express Telephone or Express Online 
Omnibus services from TNS Intersearch. 
If we don't deliver your results by Monday 
3:00p.m.* we won't charge you. 

Send us your questions and visuals by 
Wednesday noon. By the following 
Monday we will have interviewed 1,000 
adults in the U.S. and sent your results 
back to you. Express service guaranteed, 
and at a competitive price. 

The telephone omnibus includes two 
demographic banners. 

T!l 

intersearch 

Express Telephone, Online, Teen, 
Overnight Online and International 
Omnibus Services 

To place your questions in 
Express omnibus studies, contact 
Joel Henkin 
1-800-EXP-POLL (1-800-397-7655) 
Joei.Henkin@tns-i.com 

www.tns-i.com 

*Standard cross tabulations of closed ended questions are 
delivered via email by Monday, 3:00p.m. E.S.T 
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African-Americans 
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FGI Research 
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TNS Spain 

Asian-Americans 
CARAVAN® 
Opinion Search, Inc. 
TNS lntersearch Express Omnibus 

Automotive 
ACNielsen Australia 
Baltic Data House 
CARAVAN~ 

Central Research Services, Inc. (CRS) 
FG I Research 
forsa GmbH 
Global Market Research 
Harris Interactive® 
INTAGE Inc. 
Leflein Associates, Inc. & Research Center 
Marketing Resource Group, Inc. 
MERCURY Research 
NFO CFgroup 
Nippon Research Center, Ltd. 
NOP Automotive 
Quota Research S.A. 
Synovate 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
TNS Spain 

Business-To-Business 
ACNielsen Australia 
Baltic Data House 
BRC Field & Focus Services 
Equifax Direct Marketing Solutions, Inc. 
Kadence Business Research 
Synovate 
TNS NIPO, The Market Research Institute 
TNS Spain 
Wirth lin Worldwide 

Cable 
ACNielsen Australia 
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CENTRISSM 
FGI Research 
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Harris Interactive~ 
ICR/International Communications Research 
Leflein Associates, Inc. & Research Center 
Marketing Evaluations 
Marketing Resource Group, Inc. 
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Opinion Search, Inc. 
Synovate 

TNS lntersearch Express Omnibus 
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Carpeting 
CARAVAN® 
forsa GmbH 
Harris Interactive® 
Leflein Associates, Inc. & Research Center 
MERCURY Research 
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Synovate 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
TNS Spain 

Chemical Industry 
CARAVAN® 
forsa GmbH 
Marketing Resource Group, Inc. 
NFO CFgroup 
Quota Research S.A. 
TNS NIPO, The Market Research Institute 
TNS Spain 

Children 
American Opinion Research 
BMRB International ltd 
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Digital Research, Inc. 
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GfK Marktforschung GmbH 
Global Market Research 
Harris Interactive® 
Hendal Research 
Carrick James Market Research 
KidzEyes. com 
Marketing Evaluations 
MERCURY Research 
NOP Research Group 
Pan Arab Research Center - UAB 
Quota Research S.A. 
Synovate 
Thompson Lightstone & Company 
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TNS NIPO, The Market Research Institute 

College Students 
FG I Research 
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Marketing Resource Group, Inc. 
MERCURY Research 
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TNS NIPO, The Market Research Institute 
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Synovate 
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Consumer-Canada 
Ad Hoc Research 
Glaros Research Corporation 
Forum Research , Inc. 
lpsos - Insight Corporation 
NFO CFgroup 
Opinion Search, Inc. 
Synovate 
Thompson Lightstone & Company 
TNS lntersearch Express Omnibus 
Zogby International 

Consumer-Europe 
BMRB International ltd 
Business and Marketing Analytic Center 
forsa GmbH 
GfK Croatia 
GfK Marktforschung GmbH 
I.E.S. Information Europe Services 
I psos-Polska 
Marplan 
NFO AISA Slovakia Ltd . 
NOP Consumer 
NOP Research Group 
Prisma Options ltd. 
Research RBM 
SOC IS 
Synovate 
Team Vier b.v. 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
TNS Spain 
Wilke Markedsanalyse AJS 

Consumer-Local 
ACNielsen Australia (Australia) 
Ad Hoc Research (PO) 
Baltic Data House (latvia) 
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CID/Gallup , S.A. (Central Amer.) 
Glaros Research Corporation (AB) 
Datum lnternacional SA (Peru) 
GfK Marktforschung GmbH (Germany) 
Global Market Research (UK) 
Hendal Research (Croatia) 
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ACNielsen Australia 
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NOP Research Group TNS NIPO, The Market Research Institute Opinion Search, Inc. 
Opinion Search, Inc. TNS Spain Quota Research S.A. 
Quota Research S.A. Yontem Research & Consultancy Ltd . Synovate 
Synovate TNS lntersearch Express Omnibus 
Teenage Research Unlimited Mothers TNS NIPO, The Market Research Institute 
TNS lntersearch Express Omnibus TNS Spain 
TNS NIPO, The Market Research Institute Baltic Data House Yontem Research & Consultancy Ltd . 
Wirthlin Worldwide CARAVAN® 

Latin America 
Central Research Services, Inc. (CRS) Political Affairs 
Digital Research , Inc. 
Carrick James Market Research Baltic Data House 

CID/Gallup, S.A. KidzEyes.com CARAVAN® 
FGI Research Leflein Associates , Inc. & Research Center Central Research Services, Inc. (CRS) 
Synovate NOP Consumer Dialtek 
TNS lntersearch Express Omnibus Opinion Search, Inc. forsa GmbH 

Quota Research S.A. Global Market Research 

Lodging Industry Synovate Harris Interactive® 
TNS lntersearch Express Omnibus lpsos - Insight Corporation 

CARAVAN® TNS NIPO, The Market Research Institute Leflein Associates, Inc. & Research Center 

Digital Research , Inc. TNS Spain Marketing Resource Group, Inc. 

FGI Research NFO CFgroup 

Harris Interactive® Office Products Opinion Search, Inc. 

Leflein Associates, Inc. & Research Center Quota Research S.A. 

Marketing Resource Group, Inc. ACNielsen Australia SOC IS 

NFO CFgroup Baltic Data House Strategic Marketing Services 

Synovate CARAVAN® Synovate 

TNS lntersearch Express Omnibus Equifax Direct Marketing Solutions, Inc. TNS lntersearch Express Omnibus 

TNS NIPO, The Market Research Institute Harris Interactive® TNS NIPO, The Market Research Institute 

TNS Spain NFO CFgroup Wirthlin Worldwide 

Quota Research S.A. Yontem Research & Consultancy Ltd. 

Management Synovate 
TNS lntersearch Express Omnibus Promotions 

Baltic Data House TNS NIPO, The Market Research Institute 
CARAVAN® ACNielsen Australia 

Synovate Pet Foods CARAVAN® 

TNS lntersearch Express Omnibus Harris Interactive® 
ACNielsen Australia Carrick James Market Research 

Manufacturers Baltic Data House Leflein Associates, Inc. & Research Center 
CARAVAN® Marketing Evaluations 

ACNielsen Austral ia Central Research Services, Inc. (CRS) Marketing Resource Group, Inc. 

CARAVAN® FG I Research MERCURY Research 

Equifax Direct Marketing Solutions, Inc. Global Market Research NFO CFgroup 
Harris Interactive® Harris Interactive® Promodata - Leemis Services 
Leflein Associates, Inc. & Research Center Hendal Research Quota Research S.A. 
MERCURY Research INTAGE Inc. Synovate 
NFO CFgroup Leflein Associates, Inc. & Research Center TNS lntersearch Express Omnibus 
Quota Research S.A. MERCURY Research TNS NIPO, The Market Research Institute 
Synovate NFO CFgroup TNS Spain 
TNS lntersearch Express Omnibus Promodata- Leemis Services 

TNS Spain Quota Research S.A. Public Policy .Issues Synovate 

Media TNS lntersearch Express Omnibus Baltic Data House 
TNS NIPO, The Market Research Institute BRC Field & Focus Services 

ACNielsen Australia 
TNS Spain CARAVAN® 

Baltic Data House 
Pharmaceutical 

Central Research Services, Inc. (CRS) 
CARAVAN® Dialtek 
Central Research Services, Inc. (CRS) 

Baltic Data House 
forsa GmbH 

FG I Research Harris Interactive® 
forsa GmbH CARAVAN® lpsos - Insight Corporation 
Harris Interactive® Central Research Services, Inc. (CRS) Leflein Associates, Inc. & Research Center 
Issues and Answers Network, Inc. Digital Research, Inc. Marketing Resource Group, Inc. 
Carrick James Market Research FGI Research 

Leflein Associates, Inc. & Research Center Global Market Research NFO CFgroup 

MARKET TEST® Ltd . Harris Interactive® Opinion Search, Inc. 

Marketing Resource Group, Inc. Hendal Research Strategic Marketing Services 

MERCURY Research I.E.S. Information Europe Services Synovate 

NFO CFgroup INTAGE Inc. TNS lntersearch Express Omnibus 

Opinion Search, Inc. Kadence Business Research TNS NIPO, The Market Research Institute 

Quota Research S.A. Leflein Associates, Inc. & Research Center Wirthlin Worldwide 

Strategic Marketing Services Marketing Resource Group, Inc. Yontem Research & Consultancy Ltd. 

Synovate MERCURY Research Zogby International 

TNS lntersearch Express Omnibus NFO CFgroup 
NOP Healthcare 
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lpsos - Insight Corporation 
Leflein Associates, Inc. & Research Center 
Marketing Resource Group, Inc. 
NFO CFgroup 
Opinion Search, Inc. 
Quota Research S.A. 
SOC IS 
Strategic Marketing Services 
Synovate 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
Wirthlin Worldwide 
Yontem Research & Consultancy Ltd . 

ACNielsen Australia 
CARAVANe 
Harris Interactive® 
Carrick James Market Research 
Leflein Associates, Inc. & Research Center 
Marketing Evaluations 
Marketing Resource Group, Inc. 
MERCURY Research 
NFO CFgroup 
Promodata- Leemis Services 
Quota Research S.A. 
Synovate 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
TNS Spain 

Public Policy Issues 
Baltic Data House 
BRC Field & Focus Services 
CARAVANe 
Central Research Services, Inc. (CRS) 
Dialtek 
forsa GmbH 
Harris lnteractivee 
lpsos - Insight Corporation 
Leflein Associates, Inc. & Research Center 
Marketing Resource Group, Inc. 
NFO CFgroup 
Opinion Search, Inc. 
Strategic Marketing Services 
Synovate 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
Wirthlin Worldwide 
Yontem Research & Consultancy Ltd. 
Zogby International 

Restaurants/Fast-Food 
CARAVANe 
FG I Research 
Harris lnteractivee 
INTAGE Inc. 
KidzEyes.com 
Marketing Resource Group, Inc. 
MERCURY Research 
NFO CFgroup 
Quota Research S.A. 
RJC Marketing Research Inc. 

Your one-stop 
marketing 
research 

resource is 
just a mouse 

click away 

Mflllflllf.quirks.conJ 

Synovate 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
TNS Spain 

Retail 
ACNielsen Australia 
Baltic Data House 
California Retail Survey 
CARAVAN® 
Central Research Services, Inc. (CRS) 
Digital Research , Inc. 
Equifax Direct Marketing Solutions, Inc. 
FG I Research 
Global Market Research 
Harris Interactive® 
Leflein Associates, Inc. & Research Center 
Marketing Resource Group, Inc. 
NFO CFgroup 
Quota Research S.A. 
Strategic Marketing Services 
Synovate 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
TNS Spain 
WestGroup Research 
Yontem Research & Consultancy Ltd. 

Seniors/ Mature/ Elderly 
CARAVAN® 
Central Research Services, Inc. (CRS) 
FGI Research 
I.E.S. Information Europe Services 
Issues and Answers Network, Inc. 
Carrick James Market Research 
Leflein Associates, Inc. & Research Center 
Marketing Resource Group, Inc. 
Mature Marketing and Research 
Synovate 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
TNS Spain 

Shopping Malls 
Harris Interactive® 
Leflein Associates, Inc. & Research Center 
NFO CFgroup 
Synovate 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
TNS Spain 

Small/Home Business 
BRC Field & Focus Services 
ICR/International Communications Research 
NOP Financial 
Synovate 
TNS lntersearch Express Omnibus 
TNS NIPO, The Market Research Institute 
TNS Spain 
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Sporting Goods 
Equifax Direct Marketing Solutions, Inc. 

Sports 
ACNielsen Australia 
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People know 
Pueblo for it$ ..... 

$nany Web Site? 
( www. pue blo.g$a.gov) 

t!a$y~'t o~ "Remember 
Phone Number? 

(1~888~8 PU't:BLO) 

~ool ~on$umer 

Information ~atalog? 

tamou$ 
H'ot $a1$a? 

It's not just the salsa. In Pueblo, the free infor­

mation is also hot. You can ~et it by dippin~ 

into the Consumer Information Center web 

site, www.pueblo.~sa.~ov. Or callin~ toll-free 

1-888-8 PUEBLO (1-888-878-3256) to order 

the free Catalo~ . Either way, you c~n spice up 

your life with ready-to-use ~overnment infor· 

mation on topics like investin~ for retirement, 

~ettin9 federal benefits, raisin9 healthy children 

and buyin~ surplus ~overnment property. 

So remember, if you want information, mild, 

chunky or otherwise, Pueblo is all you need to 

know. Sorry, salsa not available throu~h the 

Consumer Information Catalo~ or web site. 

..... 
=--., A public service of this publication and the Consumer 

Information Center of the U.S. Genera! Services Administration. 
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Attention 
research 

providers! 
Have your received your 2003-2004 

SourceBook forms? 

If not, please contact us at 952-854-5101 or steve@quirks.com. 

The Researcher SourceBook TM is published in n1' f] QUIRK'S 
September and will list over 7,300 rese~rch firms fro~ fl'4! 
around the world. Make sure your f1rm IS one of them. _.. :.. Marketing Research Review 



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. 
E-Mail: lane@quirks.com. 

On page 54 of the April issue, Stacey 
Hurwitz's firm Strategic Research Horizons 
was incorrectly identified as Strategic 
Business Horizons. 
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81 S. Hotel St. Ste. 201 Honolulu, m 96813 
Phone: (808) 537-3887 

Facsimile: (808) 537-3997 
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Hartford Research 
(860) 529-8006 (203) 234-9988 

ctconnection.com 

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

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 9266 7 
(714) 974-8020 
FAX: (714) 974-6968 
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Are the days getting shorter or 
are the discussion guides 

getting longer? 
By Murray Simon 

Editors note: Dr. Murray Simon is president of DIRIS 
HealthCare Consultants, a pharmaceutical marketing 
research firm based in Charlotte, N C. He can be reached at 
drsimon@mindspring. com. 

11ere is a trend in pharmaceutical qualitative market 
esearch that seems to have evolved over the years, a 

trend toward the lengthy, all-inclusive discussion guide. 
What was once a two- or three-page document with lots of 
room for probing maneuverability is now typically a rather 
bloated seven-plus pages with every word of the pending 
interview spelled out. This development is quite under­
standable in light of the globalization of pharmaceutical prod­
ucts, the intense competitiveness of the marketplace and the 
escalating cost and complexity of successfully bringing a new 
drug to market but it does have its problems. 

• In a focus group setting with multiple respondents it can 
lead to a series of short answers that lack the qualitative 
nuances that often prove so important in making strategic 
marketing decisions. Do the math - 20 or 30 questions for 
eight respondents over a 120-minute time span? 

• With individual depth interviews, there is the risk of 
respondent fatigue or a steep drop-off in the level of interest. 
In evaluating a series of potential ad headlines, is it truly pro­
ductive to ask, "How unique is this headline? I How relevant 
is it to you in your practice? I What is its inherent message? 
I What impact might it have on your decision to pre­
scribe?" ... and do that repeatedly for six or eight headlines? 
Why not a single question (with room for probing) that 
encompasses uniqueness, relevance, the inherent message and 
its potential impact for each headline? 

• A bloated report is often the progeny of a bloated dis­
cussion guide; i.e. , redundancy in the discussion guide often 
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begets redundancy in the report. 
• The process of having to verbally drag around an ele­

phantine discussion guide during a week or two in the field 
can result in a brain-fried moderator - the same moderator 
who is now supposed to smoothly segue into analysis and 
report-writing mode. 

• In report writing, there is the temptation to use tables 
and/or charts in an effort to manage and clarify lots of indi­
vidual pieces of information. This can potentially lead to a 
false sense of statistical significance on the part of some 
clients. 

Guidelines 
Here are some guidelines to consider in developing that 

next discussion guide: 
• Stay true to the objectives of the study: prioritize ques­

tions and distill out the nice-to-know from the need-to-know. 
• Resist the temptation to put two or three market research 

projects into a one-project bucket. 
• Encourage your moderator to play an active/aggressive 

role in developing and formatting the discussion guide. 
• If the guide seems too long, it probably is. Seek out and 

eliminate redundancies. 
• Run a pre-test to develop concise questioning and elim­

inate timing issues. 
• Create an " if time permits" section at the end of the dis­

cussion guide for those questions that are somewhat less 
than essential but might add to the depth and richness of 
understanding. 

• A critical component of any qualitative study for the 
moderator is to understand the objectives of the study and stay 
on course with those objectives throughout the project. The 
same holds true, of course, for the client. r~ 
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access your telephone data 24/7 

dataCAP features include: 

Real time frequencies 

Real time cross-tabulation online 

Real time quota status 

CATI programming testing 

Real time open-ended verbatim responses 

data collection 
professionals 

data CAP 

Our Data Control and Access Portal 

Opinion Search Inc:s (OSI) Data Control and Access Portal 

(data CAP) is an industry first. It does exactly what the name 
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to ensure the highest security for your data. Once you 

register with OSI, we will provide you with a unique 

username and password so that you can access the dataCAP, 

anytime, anywhere. All you need is an internet connection. 

Test it out at: www.opinionsearch.com 
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