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How to Tunnel Through 
Mountains of~~~mz& ............. ~ ....... 

To Find The Answers You Need. 
Even the best data is worth less-ir you don't know how to usc it. At The Wirthlin Group we rea lize that obtaining marketing data . 

in itseiL is not a goa l. But learning how to use it is. 

That's Why Wr Offrr Srmlnars. 

To help you turn data into inrormation . . And in rorrnation into decisions. 

After all-providing Decision Making Information is our specialty 

Our Srmlnar Program 

The seminars arc developed and presented by Gaurav Bha lla whose reputation as a seminar lradrl' is widel y recognized by 
members or the marketing research community. 

" ... very thorough, clear, comprehensive. and fun .'' 

·: .. maintains a good energy level. He docs a ver:v good job of 
gelling audience participation. " 

"Ver}' knowledgeable but humble. As a result. he was able 
to communicate his message." 

" .. . extremely knowledgeable. articulate. great teaching 
skills. .. 

" Dr. Bhalla Is an excellent presenter and explains things 
clearly and accurately without oversimplifying concepts. He 
has a solid grasp of the complex and very real problems 
we deal with every day.'' 

.. , can usc !the material! in my clay·to·day work . 

" He gets a lot or in rormation across in a short prriocl or time 
ancl it is inrormalion that can be put to practica l usc." 

" Vc(v well done. vety l1clpful. !lwroug/1. inlercsling, useful!" 

''The speaker makes you think and gets participants 
Involved In discussions. Real. live examples keep the 
seminar Interesting." 

"relevant to my job." 

"Real-world applications . . Vol just theor:•!" 

You wi ll learn how to obta in the most actionable inrormation . how to leverage it and how to apply it toward clcvcloping an crrcclivc 
strategy in the areas or: 

• Marketing Research • Strategy Development • Research Design and Data Analysis 

Contemporary Marketing Research 
Techniques and Methods 

Chicago Sept. 4- 6 

Applications and Benefits of Research In Developing 
Marketing Strategy Washington, DC 

Los Angeles 
Sept. 12, 13 
Dec. 5, 6 

Applied Multivariate Techniques for Strategic 
Data Analysis 

Effective Analysis Techniques for Interpreting 
Marketing Research Data 

Questionnaire Design and Effective Data 
Collection Techniques 

Washington, DC 
San Francisco 

San Francisco 

Washington, DC 
Los Angeles 

Aug. 21-23 
Nov. 13-15 

Oct. 9-11 

July 26,27 
Oct. 17, 18 

Plus we're so conrident about the va lue or our seminar programs that we even guarantee U1rm. 1r you arc not saW;ried . we'll rcrund 
your money. 

Join us. So you too can cut through the mountains of data and start making the right decisions. 

Simply cut out the coupon and mail. Or call Ms. Marian Ch irichella at 1·800·332-462 1 ror more in rormation on : 

• sem inar program 
• corporate team discount 

The Wirthlin Group® 
Decision Making Information for Intelligent Choices. 

Dr. Gaurav Shalla, Vice President 
Analytical and Consulting Services 
The Wirthlin Group 
1363 Beverly Road 
Mclean, Virginia 221 01 
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• in-house seminar program 
• combination discount, 

r~-----------------' wou ld like more information on 
I · your seminar program. Please send 
I 1~ YEs me yo_ur brochure and registration 
1 ~ matertals. 
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~amc ___________________ _ 

Tille _________ Phone ________ _ 

Comp<llly __________________ _ 

1\CidP<'SS __________________ _ 

City ______ Stale ______ Zip _____ _ 

Or ca ll Ms. Marian Chirichella at 1-800-332-4621. 



A Great Data Collection 
Legacy Lives on 

Under a New Name 

Locations: Boston, MA • Albany, NY 
• New York, NY • Moorestown, NJ • 
Philadelphia, PA • Bethlehem, PA • 
Norfolk, VA • Durham, NC • Greens­
boro, NC • Nashville, TN • Atlanta, GA 
• Melbourne , FL • Orlando, FL • 
Tampa, FL • Oklahoma City, OK • 
Austin, TX • San Antonio, TX • Cor­
pus Christi, TX • Houston, TX • 
Detroit, MI • Cincinnati, OH • Chi­
cago, IL • Minneapolis, MN • St. Louis, 
MO • Denver, CO • Santa Fe, NM • 
Phoenix, AZ • Seattle, W A • San Fran­
cisco, CA • Sunnyvale, CA • Los 
Angeles, CA • London, England 
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QUICK TEST 
IS NOW EC(.UIF.AX 

The 
Information 
Source 

The signs of change are all around as America's lead­
ing data collection company makes a name change for 
the better. The corporate moniker for Quick Test 
Opinion Centers is now Equifax, the information 
source. And while we're in the process of changing our 
signs, stationery and the way we answer the phones, 
one important thing remains the same: our commit­
ment to providing you with the largest network of data 
collection services all over America with one telephone 
call. From mall intercept interviewing to central loca­
tion testing to focus groups, the Quick Test legacy 
continues under the Equifax umbrella of quality. 

215-564 -1670 212-682-1221 
(Philadelphia office) (New York sales office) 

508-872-1800 818-995-1400 
(Boston office) (Los Angeles office) 

Copyright 1990, Equifax Inc., Atlanta , Georgia. All rights reserved. 
"Equifax" is a registered trademark of Equifax , Inc. 
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Your team needs 
tbe best stats if you 
want to win a title. 

Now more than ever, SPSS® 
market research software gives 
you the best stats in the field. 

Your team depends on you to deliver 
all the right statistics. That's why SPSS 
gives you more stats and features for 
market research than any other software. 

And now the best is even better. 
Because now, SPSS adds the power of 
SPSS Categories:M The new option 
package created especially for the infor­
mation needs of market researchers. 

SPSS Categories gives you even 
more ways to turn your raw data into 
hard facts. Like conjoint analysis. 

CAREER HIGHLIG 
Screened all 198s HTS 
likely to buy. sales leads to identify 
.reps, who ~e~o;too S~uo/ified ~eiS most 
m Previous vea OSed 31% more sales to com(XJny 

' r. per cal/ than 
Entered d J9AL 
SPSs on analyzed vv 

to S(XJtiight best customer-surve d 
development p openings for n Y oto with 
as text-and-g. reseh. nfed findings to :w Product 

rop ICS report. P management 
DeviSed optimum . '1987 
~otipns using SmPSstx of advertising, direct . 
~Tea sales analyses re mot/ and 

23% while Cutfi ' ports and groph 
Promoted to Mark . '1988 ng expenses by 7%. s. 

ehng Manager. 

Correspondence analysis. Perceptual 
mapping. And greater overall ability for 
categorical data analysis than any other 
software ever made. 

All this, of course, is in addition to the 
already impressive capabilities of SPSS. 
On mainframe, mini or micro, SPSS 
takes you all the way from data to knowl­
edge. From data entry and analysis to 
presentation graphics and tables. 

Yet you'll find the power of SPSS sur­
prisingly easy to control. For over 20 
years, we've designed software expressly 
for market and survey researchers. So 
SPSS software naturally works the way 
you work, and talks to you in plain English. 

And you're supported every step of 
the way by the entire SPSS team. With 
ongoing upgrades, documentation and 
training that's come through for over a 
million users. 

Find out how SPSS market research 
software can give you a clearer view of 
the field, by calling 

1-312-329-3308. 
And start building the stats that can 

win you a title. 

Best in the final analysis. 
444 North M1ch1gan Avenue · Ch1cago, lllmo1s 60611 

SPSS International BV Avel1ngen West 80, PO. Box 115,4200 AC Gorinchem, The Netherlands 
SPSS ts a reg is tered trademark and SPSS Categones is a trademark of SPSS Inc . 
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Advertising Research ----- - ------------- --------

Money well spent 
Research supports United Way 's decision to use 

P ublic service 
announce­
ments on 

radio and television 
are a valuable source 
of promotion for many 
charities and non­
profit organizations. 
But because the adver­
tising time is provided 
free of charge, the 
stations can run the 
spots at their discre­
tion, which means that 
the messages don't 
always reach the or­
ganization's target 
audience. 

Faced with this fact, 
United Way of the 
Minneapolis decided for the first time to 
purchase additional time for its advertis­
ing on Mpls.-St. Paul-area TV and radio. 

"Public service announcements that 
show at 2 in the morning don't get a lot of 
response," says Pam Carlson, director of 
advertising and promotion for United Way 
of the Minneapolis area. "One of the 
main reasons we went paid was to have 
some control over when the messages are 
aired so we can reach the audience we 
want to reach." 

Jim Boyle, director of marketing, 
United Way of the Minneapolis area, 
says that his organization isn't alone in its 
decision to pay for time; many other 
United Ways and non-profit organiza­
tions have turned to paid advertising. The 
availability of public service time has 
diminished as the TV stations have in­
creased their self-promotion, he says, and 
in addition, the United Way's major fund 

As the mood of the television commercial 
progressed from despair to hopefulness, the 
images changed from black and white . .. 

drive begins in the fall, just when televi­
sion stations are kicking their fall season 
promotion into high gear. 

"As stations do more and more promo­
tion, there is less and less public service 
time available at the time needed to reach 
our target audience, so control over when 
the message is shown is becoming more 
and more important," Boyle says. 

A radio and TV campaign developed 
by Campbell Mithun Esty, using a gos­
pel-influenced theme song, "Trouble 
Don't Come 'Round My Door," aired 
during slots purchased in prime time and 
prime time fringe on television and dur­
ing drive-time slots on radio during the 
fall of 1989. 

The television commercial showed a 
variety of scenes of people who benefit 

from United Way­
funded programs, in­
cluding a homeless 
man, an abuse victim 
cowering in a bath­
room, and two deaf 
people conversing via 
sign language. As the 
mood of the commer­
cial progresses from 
despair to hopeful­
ness, the images move 
from black and white 
to color to show the 
effect that a contribu­
tion to the United Way 
can have. 

"It's not a direct 
ask, because we raise 
most of our money 

either through workplace campaigns or 
direct mail giving, but it's to predispose 
the public to contributing and make them 
feel good about it," Boyle says. 

"We wanted to communicate the im­
portance of their contribution in helping 
people who really need it. That's very 
consistent with what our research shows 
as one of the more important reasons why 
people contribute: they want to feel like 
they're helping the people that need it the 
most. 

"In conjunction with that, we also 
wanted to give them a feeling for the 
types and breadth of services that their 
contribution funds, to make them see the 
need but also to have them feel good 
about contributing." 

The campaign was targeted at working 
adults under the age of 35-who as a 
group aren't giving to the United Way at 
the same rate as older working adults. 



paid advertising for the first time 

"We're trying to 
build awareness and 
recognition among 
(adults under 35) of 
how United Way ad­
dresses current needs 
and changes to meet 
community needs. 
That was the reason 
for concentrating on 
radio and television 
(for advertising) be­
cause the electronic 
media are the main 
sources of information 
for younger working 
adults," Carlson says. 

Advertising recall 
study 

To make sure that purchasing ad tirrie 
was worthwhile, an advertising recall 
study was conducted. A benchmark wave 
~as do~e in early September of last year 
JUSt pnor to the start of the paid cam­
paign. The post-test was conducted in 
late October immediately after the adver­
ti sing stopped. 

"Our board of directors was interested 
in ~nowing whether spending money on 
patd advertising made any difference , 
because whi Ie it' s not a substantial amount 
of money in advertising dollars from the 
advertising world's perspective, from our 
perspective it was a great deal of money," 
Carlson says. 
. For .each of the waves, 400 telephone 
mtervtews were conducted by Project 
Research, Minneapolis, with qualified 
respondents who were between the ages 
of 18-64 and who worked for a firm with 
less than 250 employees. Thi s company 

. . . to color, to show the effect that a 
contribution to United Way can have. 

"size target" was set because employees 
of medium and smaller sized companies 
aren't as well-informed by their employ­
ers about United Way, Boyle says. 
. "The larger companies do a pretty good 
JOb of educating their employees during 
~he (fall) campaign, and some do a good 
JOb all year ' round. We ' re very active 
during our fall drive, raising funds and 
creating awareness in local companies, 
so the research targeted people in small 
and medium sized companies who would 
be less likely to have a lot of information 
about the United Way on an ongoing 
basis." 

Because the United Way had run a 
radio campaign in July and August, and 
because of national United Way com­
mercial s such as those seen during NFL 

football games, atten­
tion was paid during 
the pre-test to iden­
tify where respon­
dents came in contact 
with United Way 
commercials, so that 
the awareness of the 
new campaign could 
be correctly assessed. 
"We wanted to make 
sure we could sepa­
rate out those influ­
ences to get a better 
handle on how the 
advertising was im­
pacting people ," 
Boyle says. 

Results 
When asked if they had seen or heard 

messages for the United Way that used 
gospel music or the song "Trouble," 38% 
of Wave II respondents recalled such 
advertising. Eighty-eight percent recalled 
seeing the message on television, 31 % 
claimed awareness from the radio. 

Respondent mentions of executional 
elements from the commercials (such as 
slogans, images, jingles, and logos) in­
creased 23% from Wave I (58%) to Wave 
II (81 %). In Wave II, 14% specifically 
played back some aspect of the "Trouble" 
ad. 

Unaided recall ofUnited Way's adver­
ti sing jumped from 25% in Wave I to 
~3% in Wave II. With interviewerprompt­
tng, awareness jumped to 76% in Wave 
II, compared to 46% in Wave 1. 

Overall, television seems to have been 

continued on p. 44 



Hispanic Research-----------------------------

You need a creative approach 
Avon researchers find that normal rules don't apply 
by Maisie Wong, Ayn Gelinas & Phyllis Rocha 

Editor's note: The authors are employ­
ees in Sensory Evaluation at A von Prod­
ucts, Inc. Maisie Wong is senior re­
search analyst, Ayn Gelinas is manager, 
Sensory Evaluation, and Phyllis Rocha is 
a category manager, fragrance. 

P enny, an interviewer for a data 
collection agency, approached 
an Hispanic-looking couple at 

the mall and asked the woman, in Eng­
lish, if she would like to participate in a 
marketing research survey. The couple 
quickly walked away. A group of teen­
age girls overheard Penny and asked her 

if they could participate. They were His­
panic, they spoke English, and they would 
like to answer Penny's questions. Penny 
was ecstatic! She had filled a good por­
tion of her quota with these helpful girls! 

What's wrong with this picture? 
The answer-as we encountered it­

is: The "normal" rules for conducting a 
marketing research survey do not apply 
when the target sample is an Hispanic 
population. 

Fortunately, we discovered this in the 
planning stages of our sensory evaluation 
formulation guidance study. As we re­
searched the topic of testing among His-

panics, we found that most of our experi­
ence in testing among A von's customary 
target population simply did not apply. 
We acknowledged that fact and accepted 
the challenge of starting from ground 
zero. During each phase of the study, we 
encountered idiosyncrasies inherent to 
the Hispanic population. Further research 
gave us a better understanding of the 
fragmented Hispanic cultures. Through 
careful planning and a pilot study con­
ducted prior to implementation of the 
actual study, we gained invaluable in­
sights into ways to overcome some of the 
cultural barriers and ensure that the re­
search was of the highest quality. We'd 
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when testing among Hispanic women 

like to share our experiences and relay 
some anecdotes that may be helpful tore­
searchers working with this population. 

Recruiting 
While the number of Spanish/English 

bilinguals is growing, the Hispanic Pol­
icy Development Projects of New York 
City and Washington, D.C. report that 
6,800,000 Hispanics speak only Spanish 
or are bilingual and prefer Spanish. This 
equates to approximately one-third ofthe 
Hispanic population. Therefore, bilingual 
interviewers are a must! 

The interviewer should speak to the 
respondent in the language with which 
the respondent is most comfortable. In 
our study, to determine the potential re­
spondent's language preference, the inter­
viewer approached the respondent and 
asked her, in Spanish, if she would like 
the interviewer to speak to her in Spanish 
or in English. By speaking to potential 
respondents in Spanish first, we had a 
higher chance of reaching a larger pro­
portion of this population on the first at­
tempt. After the potential respondent 
replied, the interviewer continued the 
screening in the respondent's language 
of choice. This also determined the lan­
guage of all subsequent printed mate­
rial-instructions, questionnaires, re­
minder sheets-received by the respon­
dent. 

To be successful at this stage, we 
f.ound that we had to go to the respon­
dents, wherever that might be. Malls are 
commonly used sites for intercept screen­
ing; however, even carefully selected 
malls may not generate enough Hispanic 

June/July, 1990 

traffic to fulfill the requirements of a 
study. This occurred at one of the sites 
selected for our study. The traffic in the 
mall was slow, and the number of His­
panic women passing through was low. 

Given these circumstances, we consid­
ered alternatives within the local His­
panic communities. We discovered a laun­
dromat and beauty salon located on the 
neighborhood 's main street, which, in 
this instance, proved to be entirely appro­
priate and fertile grounds for the recruit­
ing of female Hispanic respondents. We 
asked the owner of the beauty salon to 
participate in the study. She was not a 
qualified respondent, and we later dis-

AVOll 
carded her data.However, once she was 
engaged in the process, her approval was 
tremendously helpful, and we success­
fully recruited her qualifying patrons to 
participate. 

While soliciting bids for our study, we 
were warned that pre-recruiting tends to 
yield a large number of no-shows. The 
research services told us that an over-re­
cruitment of as much as 40-50% may be 
necessary to yield the intended number of 
completed responses. Intercepts appear 
to be more successful, since a stage where 
attrition may occur is eliminated. If re­
spondents are recruited by intercept, an 
over-recruitment of 20-25% may be suf-

ficient to ensure a completed sample of 
sufficient size. We were able to generate 
the necessary number of completions with 
an over-recruitment of approximately 
20%. Our high level of success was, in 
part, attributable to the diligence of the 
interviewers and tothenatureofthe study, 
which provided an inherently pleasur­
able sensory experience. 

Further, as an enticement to full par­
ticipation and completion, the study's 
incentives were packaged in bright, multi­
colored miniature shopping bags over­
flowing with tissue paper and ribbons, 
and displayed on a counter in the salon in 
full view of qualifying respondents. Al­
though the women did not know the 
specific contents of the bags, their ap­
pearance was attractive and evoked a 
high level of perceived worth. 

U.S. Census Bureau data show that 
approximately 65% of Hispanic females 
are married. Traditionally, the male is the 
head of the household and does not con­
done his wife's working outside the home. 
We found this to be true at one of our 
selected geographic locations, where this 
tradition holds strong. The female gener­
ally depends upon her husband for trans­
portation; he accompanies her wherever 
she needs to go. Interestingly, we found 
that in these instances, when approaching 
a couple, it is appropriate to first ask the 
husband's permission for his wife to 
participate in the survey. Once he con­
sents, the interviewer may speak to the 
wife. 

We also found that the daily routines 
of non-working females are very differ­
ent from those of working females. The 
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majority of married Hispanic women do 
not work. They tend to rise and go to bed 
later than working women. Therefore, 
the most productive time to screen and 
recruit respondents is after 10 a.m. 

When working with this specific popu­
lation, we found it necessary to screen the 
potential respondent for literacy in either 
Spanish or English. We accomplished 
this by simply asking the potential re­
spondent to reply to an early screening 
question by reading her response from a 
card pre-printed in the appropriate lan­
guage. 

Screening a nd interviewing 
Our study required that the respon­

dents interact with the product under 
normal use conditions at several 
timepoints during the day. Under similar 
circumstances, with a more general U.S. 
sample,we'd found that a self-admini­
stered questionnaire worked well. 

We invested a greater than usual amount 
of time in explaining the logistic of the 
study to these women. The bilingual inter­
viewers really engaged the respondents, 
and convinced them that we valued their 
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personal opmwns highly, while going 
over the questionnaire, point by point, 
with each of them. We found that once 
these women really understood what 
was expected of them, they became en­
gaged in the process, and were usually 
committed to the study. 

Study design 
Central location tests are generally more 

successful in the achievement of com­
pleted quotas than home use tests, be­
cause one has a captive audience. In ad­
dition, interviewers are on hand if ques­
tions arise. The nature of the research, 
however, often dictates the appropriate 
technique to be used, as it did in our case. 
· In designing this study, we gave con­
sideration to the fact that a number of 
Hispanics do not have easy access to a 
telephone. Alternatives to phone inter­
views should be explored if this sub­
group is part of your target market. His­
panic women may regard several tele­
phone callbacks as a nuisance; the calls 
may anger them to the point where com­
pletion of the study is jeopardized. 

Our study spanned a length of time, 
with product evaluations throughout. 
Further, it was important that the evalu­
ations be completed at specified 
timepoints. In the past, when we have­
conducted similar studies with a more 
general population, the respondents were 
asked to stay at a location where they 
could be reached by phone during the 
day. The interviewers called the respon­
dents near their specified evaluation 
times, and reminded the respondents to 
evaluate the product and complete the 
appropriate questionnaire. 

For this particular study, we had to 
explore alternatives to the "reminder" 
calls. We created a reminder sheet that 
was clear and simple. It contained the 
pertinent information and was handwrit­
ten in large, easy-to-read block print. We 
asked the respondents to use the sheets as 
reminders and to post them in a place 
where they could be easily seen during 
the day. 

In part, central location tests work well 
because the questionnaires are admini­
stered by the interviewer. In the case of 
home use tests, phone interviews or self­
administered questionnaires must suffice. 
In the specific case of our study, a self-

continued on p. 38 
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A tlanta Cincinnati 
( 404) 551-6450 (513) 563-3505 

"Crowd Control" 
At Just 8C Per Number. 
(No Extra Charges). 

The Maritz Sampling System lets you take control of 
the crowd you neea to reach ... and your sampling budget! 

Your highly efficient Maritz sample costs you just 8¢ 
per number. There are no annual fees, minimum purchase 
agreements or other extra charges. 

Our capabilities include random digit, listed and 
targeted samples. Even 
geography descriptions 
and coding of tele­
phone records are 
included at the same 
low cost. 

With Maritz, you're 
assured of a quality 
sample. Our database 
is obtained from the 
world's largest list com­
piler. It contains over 
1.8 billion updates per 
year, from over 20 
sources -- twice as 
many as competitive 
databases. Our dialing 
methodology is supe­
rior because we pro­
duce the random digits 
only for the last two 
digits of the number, 
not the last four. Low 

· utilization telephone 
block groups are auto­

matically excluded to further improve accuracy. 
Your Maritz sample can be delivered on printed dialing 

sheets, magnetic tape, PC diskettes, or we can transmit 
your sample electronically-- all at no extra charge! 

Maritz samples deliver an unbeatable value: top quality 
at a competitive price. Order today through your Maritz 
representative, or contact one of our sampling experts at 
(314) 827-3728. 

H :\1. \HIT/ \1. \I U\.LTI~(; HI ·:..'-;F. \HCIII'\1 

Sampling System 
Los Angeles New Jersey 
(213) 809-0500 (201) 292-1775 

San Francisco 
(415) 391-1606 

Agri.llnd. Div ision 
(3 14) 827-2305 

Chicago Dallas Minneapolis New York St. Louis 
(708) 759-0700 (214) 387-0010 (612) 922-0882 (212) 983-7575 (3 14) 827-1427 
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CHAID response modeling 
and segmentation 
by Tony Babinec 

Tony Babinec is a market manager at SPSS Inc ., a company 
that writes and markets software for market research and 
analysis. 

A 
common research situation is the need to predict a 
response variable based upon a set of explanatory 
variables. When most of the variables in the analysis 

are quantitative, including the response variable, then multiple 
regression is a popular technique. However, market researchers 
often work with variables whose values represent categories. 

Predicting a dichotomous response 
It is often the case that the response variable is dichotomous. 

Examples include: 
• A direct marketer does a 20,000-piece mailing and gets 500 

returns. The question is: what distinguishes those who re­
sponded from those who didn 't? 

• An Army recruitment office makes a re-enlistment offer to 
two-year enlistees whose terms are up. What distinguishes 
those who re-enlist from those who do not? 

• A college admissions office wants to ensure that the entering 
class is of a certain size. What distinguishes students who accept 
admittance from those who do not? 

In each of these instances, the response is dichotomous. 
In practice, multiple regression is sometimes used in dichoto­

mous response modeling. However, when the response variable 
is dichotomous, naive use of multiple regression might not be 
appropriate. This is because the assumptions under which 
regression is valid are not met. 

Use of regression assumes that the residuals have a constant 
variance. However, when the dependent variable is dichoto­
mous, this assumption is not met. 

Use of regression assumes that the residuals are normally 
distributed. Again, when the dependent variable is dichoto­
mous, this assumption is not met. 

Use of regression assumes that the predicted values from 
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regression will to some degree approximate the values of the 
response variable. It is convenient to code the response variable 
0 or 1. Then, one might hope that the predicted values fall in the 
interval from 0 to 1, with predicted values near 0 indicating pre­
dicted membership in group 0, and predicted values near 1 
indicating predicted membership in group 1. However, the 
predicted values from regression are not bounded, and thus are 
not guaranteed to lie in the interval from 0 to 1. 

These problems are especially troublesome when the re­
sponse variable is skewed, that is , one response category 
contains the bulk of the responses. In direct marketing, for 
example, a successful mailing is considered to be one with a 2-
3% response rate. That is, for every 100 letters mailed, the direct 
marketer gets 2 or 3 responses. In this instance, multiple 
regression should be discarded in favor of other, more appropri­
ate techniques. 

Some researchers turn to discriminant analysis in this situ­
ation. Discriminant analysis is appropriate when the response 
variable is categorical with two or more categories and the 
explanatory variables are quantitative. Discriminant analysis is 
used to determine which explanatory variables-and with what 
weight-can be used to distinguish membership in different 
response categories. However, discriminant analysis is not an 
ideal prediction technique, and moreover, when the response 
variable has two categories, discriminant analysis and multiple 
regression are formally identical. Thus, the objections to regres­
sion in this case also hold for discriminant analysis. 

Finally, older AID and SEARCH programs likewise fall into 
the regression framework. They are designed for quantitative 
response variables although practitioners use them on dichoto­
mous response variables. The objections raised for regression 
also hold for these programs. 

What about categorical predictors? 
Regression and discriminant analysis are even less appropri­

ate when the explanatory variables are also categorical. None­
theless, this situation is commonly faced by market researchers 
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and survey researchers who use such variables as region, ZIP 
code area, sex, race, and the like, to predict a categorical 
response variable. 

Statisticians have developed techniques such as logistic 
regression and logit analysis for the situation when most or all 
of the variables are categorical. Despite their appropriateness, 
these techniques have the drawbacks of complexity and diffi­
culty in interpreting resu lts. Fortunately, there exists a tech­
nique in the loglinear analysis family that is easy to use, pro­
duces intuitively appealing results, and is statistically valid­
namely CHAID analysis. 

Benefits of CHAID 
CHAID stands for CHi-square Automatic Interaction Detec­

tion. "Chi-square" is the stati stic used in categorical models; 
"interactions" are associations between variables which should 
be taken into account for successful prediction; "detection" is 
what the researcher hopes to do; and "automatic" means that a 
guided technique is available. The following list includes some 
of the benefits of using CHAID in response modeling. 

The researcher often has a large collection of prospective 
explanatory variables. CHAID can be used to pre-screen data to 
exclude extraneous variables, that is, those with no predictive 
utility. In addition, theorderofentry of variables which do enter 
CHAID conveys information on their predictive importance. 

Simply because a categorical variable consists of a set of 
categories, it does not follow that each of those categories is 
behaviorally distinct in the response variable. CHAID can be 
used to determine which categories can be combined. For 
example, a data file might represent regions by 12 categories, 
but there might be only 3 different response patterns across the 
12 regions. In this case, region categories ought to be combined. 
CHAID will perform statistical tests and combine nondi stinct 
categories. 

Some explanatory variables might consist of unordered cate­
gories, while others might consist of ordered categories. The 
researcher might wish to combine any categories of the unor­
dered variable, if statistically appropriate, but only adjacent 
categories of the ordered variable if statistically appropriate. 
CHAID will do either. 

Regression finds linear patterns. For example, suppose that 
as respondent education goes up, the percentage who say "yes" 
to a response item goes up. This pattern is linear, and regression 
will detect it. But suppose that as respondent education goes up, 
the percentage who say "yes" to a response item first increases 
and then decreases. Then, naive use of regression might miss 
the obvious relationship between response and education level 
because it is not linear. On the other hand, CHAID reveals non­
linearities. 

Regression finds main effects. That is, the effect of an 
explanatory vari able is assumed to be con tant across values of 
other explanatory variables. However, reality can be otherwise. 
That is, before the researcher can ascertain the effect of an 
explanatory variable on a response, the researcher might need 
to specify the level of some other explanatory variable. This is 
termed a "specification effect" or an " interaction." CHAID will 
reveal interactions in the explanatory variables. 

CHAID produces a class ificat ion tree. The researcher can 
read down the classification tree to spot segments that are 
statistically distinct in response. Because CHAID uses Bonfer­
roni adj ustments in its built-in statistical tests, the segmentation 
model found in a set of data will tend to cross-validate well in 
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a similarly drawn sample. 

An example 
To demonstrate CHAID, we chose some variables from the 

1984 General Social Survey, a survey of the general adult 
American population conducted by the National Opinion Re­
search Center. The response variable is opposition to abortion 
in the context where carrying the child to term could seriously 
endanger the mother 's health. In the sample analyzed, 10.6% of 
the respondents oppose abortion in this context, while the 
remaining 89.4% favor abortion in this context. The set of 
possible predictors consists of: 

• grouped age, a 3-category variable consisting of 18 to 32 
years old, 33 to 52 years. old, and 53 to 89 years old; 

• attendance of religious services, a 9-category variable 
ranging from never to more than once a week; 

• number of children, a 9-category variable ranging from 
none to eight or more; 

• education level, a 3-category variable consisting of less than 
high school, high school, and more than high school; 

• marital status, consisting of 5 categories; 
• race, a 3-category variable consisting of white, black, and 

other; 
• sex, a 2-category variable. 
In the analysis, the categories of the attendance variable are 

treated as monotonic, so that only adjacent categories will be 
combined if statistically possible. On the other hand, the other 
variables are declared "free" so that any categories can be 
combined if statistically possible. 

The CHAID analysis produced the classification tree shown 
in the accompanying figure. 

Reading down the tree, attendance is the most important 
predictor. Note that categories 1 through 5 of attendance are 
combined, categories 6 through 8 are combined, and category 
9 is distinct. An important property of CHAID, not held by other 
AID approaches, is that it is not restricted to binary splits. Here, 

Figure 1 
CHAID Classification Tree 

it split attendance into 3 groups. Note that the response variable 
trenqs upward across the groups: infrequent attenders oppose 
abortion when the woman's health is seriously endangered at a 
rate of 4.46%; more frequent attenders (up to "weekly") oppose 
abortion at a rate of 14.26%; while frequent attenders (more 
than once a week-Baptists?) oppose abortion at a rate of 
32.81%. 

The next split in the classification tree reveals an interaction 
effect. That is, if the respondent is an infrequent attender, then 
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race of the respondent is the next most important predictor. On 
the other hand, if the respondent attends more frequently, then 
educational level of the respondent is the next most important 
predictor. When race is the predictor, racial groups "white" and 
"other" are combined because they are not statistically distinct 
in response. They are, however, distinct from blacks. When 
education is the predictor, "high school" and "more than high 
school" are combined because they are not statistically distinct 
in response. They are, however, distinct from those with less 
than a high school education. 

Finally, CHAID splits attendance groups 6 and 7 from 
attendance group 8. 

To summarize, CHAID segmentation analysis reveals 6 
segments in the data. In rank order by response, they are: 

32.81 %-those who attend religious services more than once 
a week. 21.71 %-more frequent attenders of religious services 
who have less than a high school education. 14.57%-those 
who attend religious services weekly and have at least a high 
school education. 9.88%-blacks who are infrequentattenders. 
6.62%-those who attend religious services almost weekly and 
have at least a high school education. 3.81 %-whites and 
others who are infrequent attenders. 

A lobbyist, political consultant, or fundraiser could make 
good use of such information in targeting segments for activity, 
or avoiding "deadbeat" or antagonistic segments. 

Look what the CHAID analysis has accomplished! If pre­
sented with the above data, most researchers would perform 
some cursory analysis such as crosstabulating each pair of 
variables and leave it at that. In a multivariate sense, the input 
table to the CHAID analysis is a 2 by 3 by 9 by 9 by 3 by 5 by 
3 by 2 table. How would one make sense of that? The CHAID 
analysis reveals important variables, extraneous variables, inter­
actions, and categories that can be combined. 

What's more, for the sophisticated analyst, CHAID gives 
information which can then be used in more formal modeling. 
The classification tree shows what variables to use in further 
analysis and what variables to discard. If the researcher is 
interested in more formal models, then variables should be 
recorded to reflect categories that _were combined in CHAID, 
and then a logit model could be developed (in SPSS LOGLIN­
EAR) with a RESPONSE mean effect, main effects of AT­
TEND, RACE, and EDUC, and interactions involving AT­
TEND and RACE and ATTEND and EDUC. 

Conclusion 
CHAID analysis is appropriate for categorical data analysis, 

which is a data analysis situation commonly faced. While we 
illustrated CHAID using a dichotomous response variable, the 
same analysis can be performed with response variables having 
3 or more categories. CHAID has a natural place as an explora­
tory multivariate technique, and resides in the same family of 
techniques as loglinear modeling. Just as in the use of regres­
sion, one should measure and include important variables in the 
analysis in order to get useful, not to mention correct, results. 
Since the input to CHAID is really a multidimensional table, it 
is useful to have large sample sizes to get any sort of detail in the 
CHAID classification tree. Having said that, CHAID belongs in 
every market researcher's arsenal of analytic tools. 0 
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Despite dietary concerns, 
most Americans haven't 
changed their 
eating habits 

Americans talk a lot about healthy 
eating, but they don't always back up 
their words with action. That's the find­
ing of a new report, "The Impact of Die­
tary Concerns on Food and Beverage 
Selection," just published by the NPD 
Group's National Eating Trends (NET) 
Service. 

While a substantial percentage of 
homemakers indicated they're strongly 
concerned about cholesterol, fat, salt, and 
sugar, the number of them actually fol­
lowing a modified diet to limit intake of 
those ingredients was quite small. 

And despite negative reports on red 
meat and eggs, some 85% of all U.S. 
hous~holds serve beef in their homes on 
a regular basis, while 84% continue to 
use eggs routinely. 

The households polled maintained 
diaries on their total in-home food and 
beverage consumption habits. This be­
havioral information was then compared 
to attitudinal data collected at a later date 
from the same households. 

Major findings from the report include 
the following: 

• The 1980s was a decade of growing 
awareness for health and nutrition, with 
homemakers expressing increased cau­
tion about all harmful substances, except, 
surprising! y, sugar. 

• Salt was the top worry five years ago, 
but now fat and cholesterol have the 
greatest impact on consumers. 

• Egg consumption varies little be-

16 

tween those who are anxious about fat/ 
cholesterol and those who are less con­
cerned. 

• Beef remains the most popular pro­
tein, and frying is still the favorite way to 
prepare all meat/protein sources, regard­
less of fat/cholesterol awareness. 

• Homemakers who are strongly con­
cerned about sodium actually consume 
15% more soup than those who are less 
concerned. 

• Since 1985, consumers see choles­
terol and fat as major health concerns, 
while additives and salt doubts have stayed 
about the same. Preservatives and caf­
feine have shown no change, while ap­
prehension about sugar has actually less­
ened by 20% since 1985. 

Overall, in a given two-week period, 
some 28% of adult females are on a diet, 
while 21% of adult males and only 3% of 
children follow this course. 

Dieting for Americans has pretty much 
stabilized since 1985. Dieting does in­
crease with age, however. Older females 
(65+ years) diet the most, with 41% par­
ticipating, while only 17% of women 
aged 18-34 watch their food intake. 

Executives rate top five 
marketers 

IBM, Procter & Gamble, Coca-Cola, 
Ford, and Sony were named by chief 
executive officers as the top five market­
ers in the world, according to a study 
released by United Research, a New Jer­
sey- and London-based management 
consulting firm. 

The study, which polled the readers of 
Chief Executive magazine, evaluated 
CEO perceptions about time-based man-

agement, particularly those related to a 
company 's success at being first to mar­
ket with new products. 

When asked to name the companies 
that they perceived as the top three mar­
keters in the world, 50 percent of the 311 
CEOs who responded named IBM, 20 
percent named Procter & Gamble, 18 
percent named Coca-Cola, 14 percent 
named Ford, and 12 percent named Sony. 

Many shoppers read 
food product labels 

A recent TeleNation survey, conducted 
by Market Facts Inc., found that Ameri­
cans are steady, if not voracious, readers 

READERS OF FOOD LABELS 

of food product labels. Using a ten-point 
scale, where ten was "always" and one 
was "never," respondents were asked, 
"How frequently do you read the list of 
ingredients on food product labels?" 
Thirty-nine percent said they "always" 
read the label, 34% said "sometimes," 
16% said they "rarely" read the label, and 
11% said they never did so. 
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Omnibus studies are a popular 
research method 
by Stephanie Jeffers 

Editor's note: Stephanie Jeffers is an 
account manager at the ICR Survey Re­
search Group. 

I n these days of last minute infor­
mation needs, those involved in 
the research process should be 

aware of the various research sources 
available to them. One of the most popu­
larandcosteffective is the omnibus study. 
For those not familiar with omnibus re­
search, it can best be described as a cross 
between a syndicated study and a custom 
study. It offers the advantages of syndi­
cated research in that multiple clients 
share the cost, however, it also allows 
participating clients to insert the ques­
tions of their choice, similar to a custom 
study. In addition to the questions in­
serted by cli~nts, most omnibus studies 
contain a set of standard demographic 
questions. All of the custom questions, as 
well as the corresponding data, is strictly 
proprietary. 

There are many types of omnibus stud­
ies available, differing by data collection 
mode, type of respondents, and frequency. 
For example, there are omnibuses which 
are conducted by mail, telephone, and in­
person; some sample consumers while 
others interview business people. They 
can be fielded as frequently as twice a 
week or as infrequently as once every six 
months. Probably the best known and 
most popular are the consumer telephone 
omnibus studies. Many researchers think 
of a telephone omnibus study as a method 
to get answers to a few questions quickly. 
While omnibus studies are used frequently 
for this purpose they have proven to be a 
very accurate and efficient--both time 
and cost-wise--means of conducting more 
involved types of studies such as: track­
ing studies, price elasticity studies, aware­
ness, trial and usage studies, databasing 
studies, low incidence studies, pro~uct 
placement studies, and public opinion 
studies. 

Telephone omnibus studies also pro­
vide the client with a great deal of flexi­
bility. Clients can choose to interview 
the total sample or any segment thereof. 
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For example, clients can limit their sam­
pling to targeted groups such as: males, 
females, 18 to 35 year olds, residents of 
the Northeast corridor and so forth. What­
ever the case, clients will almost certainly 
save time and money. The tum-around 
time for most telephone omnibus studies 
is only one week from the start of the field 
work to full tabulation. While the dead­
line for question insertion varies by 
omnibus, required lead time is usually 
one day or less prior to the start of the 
field period. And because multiple clients 
are sharing the costs, the price will usu­
ally be much lower than that of a custom 
study. 

At ICR Survey Research Group, we 
have been offering a telephone· omnibus 
since 1986. The omnibus, called EX-

CEL, consists of 1 ,000 interviews split 
equally between males and females and 
is conducted twice weekly. Because ICR 
uses CRT's to prompt the questions se­
ries , questions can be supplied as late as 
the day interviewing is scheduled to begin. 
Clients use the service for a wide variety 
of purposes. Among them are: 

Tracking 
A management consulting firm spe­

cializing in the entertainment and com­
munications industries, has been using 
the service since March, 1987 to track 
VCR penetration, video tape rental and 
sales activity. Approximately 1,500 in­
terviews are conducted each week with 
VCR households. Using the data, the 
firm develops comprehensive monthly 
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John Battista has joined Norwalk, 
CT-based AB Research Associates, Inc. 
as a project director. Previously he was 
with General Foods Corp. 

Battista Thies 

With the merger of MarketeamAssoci­
ates and Thies Research Services, Victo­
ria Thies joins Marketeam as director of 
field operations. 

Jonathan K. Harding has been named 
marketing vice president for the Cincin­
nati office of NFO Research, Inc. 

Harding 
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The Roper Organization announces 
three promotions: Edward Keller to ex­
ecutive vice president, Thomas A.W. 
Miller to senior vice president, and Kim 
Knepper to vice president. 

Dr. David Jacobson has been named 
senior vice president of Research & Fore­

casts, Inc. Previously he was with Na­
tional Decision Systems. In addition, 
Edward Dowgiallo has joined the firm 
as group project director. Previously he 
was director of research at Porter /Novelli 
public relations. 

Kevin Hill has joined Dailey & Asso­
ciates Advertising, Los Angeles, in the 
newly created position of project man­
ager of market research. Previously he 
was senior research analyst with Los 
Angeles-based Davis, Ball & Colombatto 
Advertising. 

The board of directors of R.L. Polk & 
Co. elected Stephen R. Polk president. 

Don Hester has been promoted to mall 
manager at Precision Field Services. In 
addition, Kelly Shokunbi and Sara Fre­
mega have joined the firm as mall man­
agers. 

Princeton, NJ -based Opinion Research 

Corp. has announced several appoint­

ments to its senior staff. Dr. Elizabeth A. 
Russ has been named senior consultant, 
pharmaceutical/healthcare practice. Pre­
viously she was with Bristol-Meyers 
Squibb. Dr. John C. Pollock was named 
senior consultant, corporate reputations 
practice. Laurence N. Gold has been 
named director, Midwest region. He will 
be headquartered in Chicago. Donald L. 
Marshall was appointed as consultant, 
pharmaceutical/healthcare practice. Anne 
S. Marsden has been named senior stat­
istician, advanced statistics practice. Jef­
frey T. Resnick has been appointed vice 
president and director, international fi­
nancial serv ices practice. 

Shaiy E. Knowles has joined RIV A 
Market Research, Inc., Bethesda, MD, as 
vice president of operations. 

John B. Brodsky has been appointed 
vice president of the Marketing Models 

Division of the NPD Group, Inc. Previ­
ously he was with theN.W. AyerMarket­
ing Planning Group. 

Ned Anschuetz has been elected sen­
ior vice president of DDB Needham 
Worldwide. He is an associate director of 
the Strategic Planning and Research de­
partment in the Chicago office. 
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Books provide 
demographic information 
by ZIP code, county 

CACI Marketing Systems has released 
two new demographic sourcebooks: The 
Sourcebook of ZIP Code Demographics 
(seventh edition) , and The Sourcebook of 
County Demographics (fifth edition). 

Encompassing the entire U.S., the ZIP 
Code Sourcebook provides demographic 
and market potential information form ore 
than 34,000 ZIP Codes. Over 80 different 
characteristics are examined: 1990 and 
1995 estimates for key demographic 
variables, market potential indices for 
major consumer goods and services; 1980 
census information, business informa­
tion statistics by ZIP Code and more. 

The County Sourcebook covers all 
3,100c~mnties in the U.S. and details age, 
population, housing, income, race, edu­
cation, employment and market potential 
indices for each, featuring 1990 and 1995 
estimates and 1980 census information. 
Comparison data for MSAs , DMAs, 
AD Is, and states are also included, along 
with county maps for each state. 

For more information, contact Eric 
Cohen at 800-292-CACI. 

New copytesting system 

Decision Analyst, Inc. , Arlington, TX, 
has added a diagnostic advertising pre­
testing system to its line of marketing 
res~arch services. The system, called 
CopyTest, is designed to help companies 
understand and predict the effectiveness 
of their advertising before it is aired. 
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CopyTestevaluates television commer­
cials, animatics or photomatics, story­
boards, radio commercials, and print and 
outdoor advertisements. The system 
measures comprehension and recall , de­
termines what messages are being com­
municated (unaided and aided) and meas­
ures commercials on 10 advertising evalu­
ation factors that include attention, stimu­
lation, and clarity and credibility. Through 
the system, advertising effectiveness is 
measured with: composite persuasion­
a model-weighted pre-post shift in 
planned brand purchase; a ·derived pur­
chase motivation factor; and a derived 
brand reinforcement factor. 

CopyTest is executed in consumer 
homes using a telephone/mail methodol­
ogy, or through a recruit-to-centralloca­
tion interview. Results are interpreted by 
comparison to normative scores from a 

r 

database of more than 1000 adverti sing 
pretests. 

PINMAP update available 

Hawthorne Software Co. Inc. an­
nounces an update to their mapping prod­
uct PINMAP. PINMAP displays any 
geographic data on a push-pin style map 
of the U.S. , whi'ch emphasizes the data 
and helps reveal patterns in the data. The 
new Version 1.1 includes up-to-date 1990 
ZIP codes, and allows the user to change 
the shape of the map pins to triangles, 
circles, or rectangles and expands the 
number of pin colors from three to six. 

Pins of very high or very low values 
can be emphasized or eliminated to aid in 
the visual analysis of the data. Where are 
the highest sales? Which shipments are 

When critical marketing decisions 
depend on accurate data, 

Marketeam comes through. 
To be sure you have on-target input when major dollars are at stake, 
count on reliable information from Marketeam. From strategically 
located facilities in America's heartland, we provide the data- and 
analysis - you need. How can we help you make right decisions? 

• Full data collection services: 
Phone interviews, mall inter­
cepts, taste tests, in-home 
testing, store audits 

• Modern focus group facilities 

• Downtown & suburban sites 
in St. Louis & Northeast Ohio 

• Top professional staff 
• Experience in packaged goods, 

health care, financial 

For complete information, call Dave Tugend at (314) 878-7667. 

MOrketeam ASSOCiates 
1807 Park 270 Drive, Suite 300, St. Louis, MO 63146 Phone (314) 878-7667 
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the most expensive? Where is the lowest 
market penetration? 

PINMAP' s AREAS module allows the 
user to define and name up to 300 custom 
areas. Areas are created by adding to­
gether whole states, 3-digit ZIPs, and 5-
digit ZIP Codes while watching the area 
being created on a map. Areas may be 
added together to firm regions. While 
mapping data at any of the six resolu­
tions, the SHOW function can be used to 
view any area and its summary statistics. 
Map images can be saved for slide shows 
or transparencies, printed on a black and 
white or color printer, or maps can be 
produced on a plotter. PINMAP files can 
be imported into WordPerfect for reports. 

Requirements: IBM AT or PS/2 and 
compatibles running EGA and VGA color 
graphics boards, a hard disk with at least 
5 MB of free memory, and a mouse. For 
more information, phone 201-304-0014. 

FIND/SVP offers 
consulting for hi-tech 
industry 

The Strategic Research Division of 
FIND/SVP has formed a new Telecom-

munications Group specializing in mar­
keting consulting for high-technology 
manufacturing and services businesses. 
The group will assist in business strategy 
formulation, new venture development, 
acquisition screening, market needs as­
sessment, new product idea generation, 
concept formulation and market analy­
sis. The group will utilize in-depth pri­
mary and secondary research as well as 
advanced analytical techniques. For more 
information, contact Bruce Simmon at 
212-645-4500. 

Study examines 
supermarket customer 
buying habits 

A new study points the way for match­
ing the types of customers who shop in a 
particular supermarket to the types of 
products they like to buy there. In a story 
in the March issue of Supermarket Busi­
ness, "Targeting Your Trading Area," 
marketing and retailing decision makers 
are shown a new method for projecting 
performance of individual product cate­
gories based on the geodemographic 

characteristics that define an individual 
supermarket's trading area. 

The study is based on the combine 
resources of two databases. It links the 
consumer database of Mediamark Re­
search, Inc., which projects product us­
age data, with that of ClusterPLUS, a 
geodemographic targeting system offered 
by Donnelley Marketing Information 
Services. 

Any given supermarket draws its cus­
tomer base from the trading area that 
surrounds it. People living within such an 
area tend to share similar geodemogra­
phic characteristics, such as income level, 
age, type of household and lifestyle. At 
the same time, influenced by these simi­
larities, they also share similar patterns of 
buying behavior for various product cate­
gories. Therefore, based on the identifi­
cation of the geodemographics of an area, 
it is possible to predict consumption lev­
els (versus the national average) on a 
category-by-category basis. 

The report identifies 10 major geode­
mographic groups and details their rela­
tive usage of over 300 product categories 
sold in supermarkets. By identifying 
which of the 10 groups best describes the 
trading area of an individual store, its 
management can then assess the sales 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~, porenti~ ~bove or below averng~ of 

Consumer Opinion Services, Inc. 
''We Cover the Northwest'' 

Mt. Vernon Mall 
Everett Mall 
Lakewood Mall 

Seattle 

Vancouver Mall 
Three Rivers Mall 

• Spokane 
Northtown Mall 

• Boise 

Call (206) 
241-6050 

Boise Towne Square 

Seattle - Portland - Spokane - Boise 
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Mall Intercept • Focus Groups • Central Telephone • CRT Interviewing 
Audits • Pre-Recruits • Executive • Medical • Demos • Door to Door 

12825 - 1st Avenue South, Seattle , Washington 98168 • (206) 241-6050 
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every product category. This can aid in 
making decisions on allocation of shelf 
space, participation in promotions, in­
store display, etc. 

Here are some examples of how the 
system works: 

•Almost every Baked Goods category 
(including bread, cookies, crackers, snack 
cakes) shows wide swings in consump­
tion across the 10 groups. Overall, how­
ever, stores operating in locations whose 
trading area is populated by the younger, 
higher income types should show the best 
overall reception for Baked Goods." 

•The weakest market for the Breakfast 
category (including breakfast cereals, 
jams & jellies, pancake/waffle mix, toaster 
products) is the upper income, well-edu­
cated urban professionals. With relatively 
few children and a residence in the cen­
tral city , they show below average usage 
of all breakfast categories, including 
convenience products such as toaster 
products." 

•Blue-collar families with an above­
average incidence of children in the 
household show the highest rate of usage 
for powdered fruit/soft drinks." 

For more information, contact Jerry 
Ohlsten at 212-599-0444. 
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New graphical data 
analysis program for PCs 

ECHO Data has released Data Vision, 
a graphical data analysis package for IBM 
compatible PCs that uses three-dimen­
sional graphics to display multi-dimen­
sional data. Data Vision accepts summary 
level matrix data, similar to data com­
monly used in spreadsheet software. 

Data Vision di splays the data in a 
MultiGraf, a graphical display of the data 
using multi-dimensional imagery. The 
data is represented in terms of entities and 
attributes. The entities are data points 
represented in the MultiGraf as dots or 
small spheres. Attributes are characteris­
tics of the entities and are represented by 
axis lines. These lines pas through the 
MultiGraf and are positioned according 
to their correlation to the other attributes. 

As an example, DataVision could be 
used to see which of an automaker 's new 
car models is the best buy in terms of 
price, safety features, customer sati sfac­
tion, miles per gallon, and horsepower. 
The new car model s would be entities 
while thecriteria (price, safety,etc.) would 
be attributes. 

THE 
ROCKWOOD 

For more information, contact Terry 
Dick on at 801-226-7800. 

Firms will joint-market 
Compass and PRIZM 

The Arbitron Co. and Claritas Corp. 
announce a joint marketing agreement to 
sell the latter 's Compass system, a PC­
driven desktop database marketing sys­
tem that will be used as a platform for the 
delivery of the PRIZM encoded ratings 
data. 

The agreement allows Arbitron to of­
fer Compass to advertising agencies, 
advertisers, television and radio stations, 
broadcast rep companies, and cable sys­
tems. Compass combines demographic, 
cartographic, primary client data, and 
syndicated third-party data to enable 
marketers to produce reports, analyses, 
and full-color maps of any market area or 
ADI in the United States. 

The agreement also provides for Arbi­
tron 's marketing of PRIZM coded Arbi­
tron data. PRIZM is Claritas Corp. 's life­
style segmentation system that defines 
each neighborhood in the U.S. in terms of 
40 distinct "clusters." Using PRIZM 

coded Arbitron data, clients will be able 
to analyze viewers or listeners by life­
style cluster. 

Together, the two companies will also 
produce a variety of reports and publica­
tions that include PRIZM segmentation 
information and demographics. This in­
formation will be available in Arbitron's 
on-line systems and PC products. 

Research firms join video 
focus group network 

In a joint announcement, Heakin Re­
search, Inc., Quality Controlled Services, 
and Quick Test Opinion Centers, stated 
they will provide the initial 15 sites for a 
nationwide network of focus groups fa­
cilities installed with FocusVision Net­
work equipment for live video transmis­
sion of in-progess focus groups direct to 
client offices. Commencing in October 
1990, the new service will allow clients 
to view and interact with their live, geo­
graphically dispersed focus group ses­
sions through in-office FocusVision re­
ception consoles. 

For more information, contact John 
Houlahan at 714-721-6616. 

DIFFERENCE Your room with a view 
Where you conduct your focus 
group interviews does make 
a diHerence. 

At Rockwood Research the difference is: 
• Thousands of fresh respondents 

within a few miles of our offices. 
• An ideal Twin Cities location. 
• An experienced professional staff. 
• Modern, state-of-the-art facilities. 

Our completely remodeled moderating area includes a large focus group room, a spacious 
observation room, private client offices and high-quality recording equipment. Ceiling-mounted 
microphones are connected to large speakers so you never miss a word from the respondents. 

Call us when you need focus group interviewing in the Twin Cities. 

Rockwood Research 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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Finally, A Stat Package 
That Knows Who's Boss. 

StatPac Gold is a well-behaved 
software package for surveys and 
marketing research. It's fast, 
accurate, reliable, user-friendly 
and comprehensive. Basic tabs 
and advanced statistics with 
graphics. Compare. Nothing else 
comes close. 

Call Now: (612) 866-9022 

Ask for our free report on 
Designing Better Questionnaires. 

StatPac Inc. 
6500 Nicollet Ave. S. 
Minneapolis, MN 55423 

StatPac is a registered trademark of tatPac Inc. 
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Cincinnati Bell Inc. has acquired ADI 
Research Inc. ADI is a privately held 
corporation headquartered in Cincinnati. 
It will operate as a division ofMA TRIXX 
Marketing, Cincinnati Bell Inc. 's tele­
marketing and related marketing services 
subsidiary. ADI founder and president 
Michael Dean will continue to lead the 
company. Senior vice presidents John 
Fox and Sally Moore will also retain their 
positions. 

• 
The New York-based qualitative re­

search firm Murray Hill Center has 
opened a new facility in the Los Angeles 
area at 2951 28th St. , Suite 3070, Santa 
Monica, CA. For more information, 
contact Sue Mender at 213-392-7337. 

• 
St. Louis-based Marketeam Associ­

ates and Thies Research Services (TRS) 
have merged. Victoria Thies, former prin­
cipal of TRS, joins Marketeam as direc­
tor of field operations. 

• 
MarketForce, a Southampton, PA­

based marketing and communications 
firm , has added a new service , 
MarketSearch, to offer practical research 
programs tailored to client needs. For 
more information, contact Donna Walker 
or Jeremy Smith at 215-953-1810. 

• 
Martin Research, Inc., Roanoke, VA, 

has opened the Capitol Focus Group 
Centre at 8100 Three Chopt Rd. , 
Richmond, VA, 23229. Phone 804-285-
3165. 

Applied Behavioral Dynamics has 
moved to new offices at 55 Nottingham 
Way, Freehold, NJ 07728. Phone 201-
780-7999. 

• 
As of July 1, Bryan Research, Inc. 

will have a new address: 820 South Main 
St. , Suite 207, St. Charles, MO 63301. 

• 
Smith Davis Communication Re­

search has opened a new focus group 
facility in the Times Square Professional 
Park, Suite 203, New Paltz, NY, 12561. 
The facility is 90 minutes from New York 
City and minutes away from Stewart 
International Airport. Contact Donna 
Wyatt or Sheryl Cullin at 914-883-7241 
for more information . 

• 
The Milwaukee-based research firm 

Zigman, Joseph, Stephenson has opened 
a new focus group facility in downtown 
Milwaukee in the Faison Building, 100 
East Wi sconsin Ave. For more informa­
tion contact George Shiras at 414-273-
4680. 

• 
MarketPotential, a marketing consult­

ing firm , has opened offices at 47 Tim­
berwick Dr., Flemington, NJ 08822. 
Contact Frederic Rhoads at 201-788-7929 
for more information. 

• 
WMS Marketing Services, a firm spe­

cializing in domestic and international 
agricultural marketing research, has 
opened offices at 750 Kappock St., Suite 
606, Riverdale, NY 10463. Contact 
Eugene Westling at 212-601-4949 for 
more information. 
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IF 
PERFORMANCE 

COUNTS ... 

... then the choice is clear. Because no other 
source of samples for survey research 
delivers the array of options and level of 
performance that GENESYS does. 

GENESYS, developed by the Marketing 
Systems Group, represents the future of 
sampling technology. We provide custom 
samples designed specifically for your needs, 
integrated with your particular research 
objectives. Or we can set you up with your 
own in-house GENESYS sampling system, 
tailored specifically for your company. The 
bottom line: increased productivity, with no 
compromise in sample integrity. And that in 
turn translates into lower costs at both the 
front and the back ends. 

GENESYS is a trademark of the Marketing Systems Group. 

At the Marketing Systems Group, we know 
that performance counts. We make sure our 
products perform better than anyone else's 
-so your projects will too. 

Call (215) 521-6747 to find out more about 
GENESYS sampling systems: 

• In-House Systems • Business samples 
• RDD samples • Business purging 
• Listed samples • Mapping/Radii 

• Sample Design/Research Consultation 

IT'S PERFORMANCE YOU CAN COUNT ON. ------------TM GENESYS 
SAMPLING SYSTEMS 

Marketing Systems Group 
Scott Plaza II • Suite 630 • Philadelphia, PA 19113 
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Don't overlook panel research 
by H. Catherine Bueter 

Editor's note: H. Catherine Bueter is 
currently employed by Hewlett-Packard, 
where she has held the positions of prod­
uct manager and marketing programs 
manager for the firm's San Diego Color 
Imaging Division. 

R ecently, when Quirk's Market­
ing Research Review surveyed 
its readers on their usage of vari­

ous research methods, almost two thirds 
(68.9%) of the respondents said they had 
used focus groups in the past year, while 
slightly less than one-fifth (17 .9%) said 
they had used panels. I feel that panels are 
an extremely effective market research 
tool, and the survey confirmed my belief 
that panels are under-utilized by the mar­
keting research community. 

A panel can be an effective alternative 
to focus groups, which I feel are relied on 
too heavily and sometimes used inappro­
priately. Here's some key data on how 
panels work, in case you aren't familiar 
with this research method. 

What is a panel? 
A panel is a group of people who rep­

resent a target market and are recruited 
and pre-qualified to participate in market 
research studies on an on-going basis. 

How do panels work? 
Panel members are recruited (either 

by mail or, more typically, by phone) and 
are asked to participate. They are told that 
they will be called upon several times for 
their input about a given product cate­
gory. Most panel members agree to par­
ticipate because they believe they are 
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helping improve the quality of products 
offered by the manufacturers. As an added 
incentive, it is common for panel mem­
bers to receive a gift for their participa­
tion. Membership is also anonymous; 
members do not know each other. 

One of the key ingredients for the suc­
cess of a panel is its on-going mainte­
nance. It is essential for the members of 
the panel to be balanced demographi­
cally and according to other key variables 
(like region, sex, psychographies, etc.). 
This is to ensure that the panel is repre­
sentative of the population under investi­
gation. It is the research company's job to 
ensure that the integrity of the sample is 
maintained. 

What do panels offer the researcher? 
Panels basically offer a pre-qualified 

audience that is matched to the demo­
graphics of the target audience. Since 
they are in a sense "ready for action" at 
any given time, they offer you the follow­
ing advantages: 

• Quicker survey results 
One of the most time-consuming as­

pects of research is the process of decid­
ing who you want to interview, develop­
ing the screening questionnaire, and 
choosing the sample. With a panel, you 
have already made these decisions and 
pre-selected your respondents. 

• Higher respondent participation rates 
Panel members are more likely to re­

spond to the research instrument they are 
given because they have a sense of obli­
gation. This is accomplished at the very 
beginning when they are recruited. They 
feel they are making a contribution, and 

therefore, when they are called upon to 
provide input, they are likely to respond. 

• Opinions Jhat are projectable to your 
target market 

By definition, the panel members are 
representative of the population you are 
trying to influence. Again , this is a key 
part of building a panel. It is essential that 
the panel be broad enough to encompass 
the range of people in your target audi­
ence. It is usually worthwhile to get con­
sensus from all interested parties in your 
organization on this part of the process. 
Otherwise, you end up adding people at a 
later date, which can be costly and time­
consuming. 

• Efficiency 
Efficiency is increased because your 

panel members have been carefully 
screened and qualified, and are ready to 
respond at any given time. This will sig­
nificantly increase your actual number of 
"qualified" respondents. In other words, 
you go after fewer respondents, which 
results in a higher percentage of com­
pleted interviews. 

• The ability to track behavior over 
time 

With a panel, you can track the behav­
ior of the same individuals over time. 
This is especially useful for determining 
patterns of consumption, buying, and 
general product usage. Having access to 
the same group of people over a pro­
longed period of time is an excellent way 
to evaluate the effectiveness of certain 
stimuli (i.e., advertising) on an individ­
ual's behavior. 

• Potential cost savings (set up costs 
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are spread over several surveys) 
The costs for finding the people to 

interview often are a significant portion 
of the research budget. These costs are 
diluted with panels because of the initial 
investment in their set-up. Because you 
only really design the sample once, you 
do not have to repeat these costs every 
time you do a survey. 

Why aren't panels used more often? 
There may be the belief that panels are 

extremely costly and therefore difficult 
to justify. Well , it is true that there are 
significant costs involved in setting up 
and maintaining a panel. However, it's 
important to look beyond the sheer dol­
lars involved and analyze panels from a 
cost/benefit point of view. 

A panel should be seen as a long-term 
solution, not as another singular research 
project. Look back over the past year and 
analyze the types of research projects 
you ' ve done. For example, tally up all the 
dollars you've spent in the past year on 
other research methods and ask yourself, 
" Is this too much, and were there times 
when some other methodology would 
have been more appropriate?" 

One way to examine this is to compare 

the kinds of marketing issues that are 
typically explored in focus groups and 
panels. Focus groups are helpful for in­
vestigating issues that benefit from the 
group synergy that the format offers. 
These include: 

• new product concept development 
• understanding customer language 
• generating hypotheses about customer 

behavior 
Quantitative studies (which include 

panels as a subset) are most appropriate 
for providing answers to specific ques­
tions such as: 

• Should we introduce product X? What 
is the level of purchase interest? What is 
the optimal positioning? How much 
should the product cost? 

• Which positioning (A,B, or C) is best 
for our product or product line? 

• Who is the target audience for our 
product? 

• What benefit should we promote in 
our advertising? 

All of these are specific marketing 
questions that need definite, precise an­
swers. And yet, at times, a research tool is 
used that only allows you to explore, not 
confirm, the findings. Why? The answer 

is not that complex when you compare 
focus groups to quantitative research 
methods. 

No. of ~~~; Prep. Time to Client 
P<>nnl<> Tim<> A<>.::• It<:: Involvement 

Method-
ology : 

1 focus 
group 10-12 $5-6k 2Wks 2Wks Intrusive 

Quant. 
Survey 100+ $15k+ 2Wks 4-6 Wks Passive 

At first glance, the advantages of focus 
groups overquantitative methods are time 
and money. But after being on both sides 
of the marketing research fence (I spent 
several years conducting primary research 
before shifting to the user community as 
a product manager) I believe that the real 
reason for the predominant use of focus 
groups is their " intrusive" nature. By 
intrusive I mean that the product manager 
physically sees her/his customers , hears 
their reactions to the products and is able 
to develop a sense of how they feel about 
the products. 

From my experience, I have noticed 
that product managers are much more 
comfortable when they receive informa­
tion first hand, straight from the respon-

MRSI.THE 
SHORTEST DISTANCE BETWEEN 

TWO POINTS-OF-VIEW. 
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Look at it this way. You can't afford to perceive 
your product or service differently than your 
customer does. More than ever before, your 
customers are demanding satisfaction. So are 
your employees. If you don't provide it, 
your competitors will. 

Our Satisfaction Measurement programs 
are custom-designed to help you assess 
your service quality, your customers and 
your competitive environment. 

We've been doing Satisfaction Measurement 
for over 15 years. Call us. We'll help you go 
the distance. 

Marketing Research 
Services} Inc. 

15 East Eighth St./ Cincinnati, Ohio 45202/ (513) 579-1555 
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dent's mouth. And we all know that people 
remember more when they not only hear 
information but are also exposed to vis­
ual reinforcement of the data-which is 
just what happens in a focus group. 

So your product manager loves focus 
groups because they provide valuable 
feedback. But how do you convince him 
that there are times when other, less intru­
sive forms of research are better-suited to 
obtaining the kind of information he 
needs? 

One suggestion is to provide examples 
of how using an inappropriate research 
tool can lead to the wrong decision. The 
"cost" of bad decisions ultimately will 
more than offset the cost and time savings 
that a research method might seem to 
offer. 

But let's look at the problem you will 
face if you push for a quantitative survey. 
Let's say a product manager chooses to 
do a quantitative survey to answer some 
questions about what features printer users 
want in a new color printer. As his re­
searcher, you meet with him and develop 
the specific questions to be asked. The 
two of you then review the sample specs 
and the questionnaire with the research 
agency. 

After the survey is approved, the ques­
tionnaire is mailed out and about 4-6 
weeks later, a huge 3-inch, 3-ring binder 
arrives with more number than the prod­
uct manager could ever possibly use! (I 
have even seen it happen that the product 
manager is on a different product by the 
time the research is finished!) 

So now you have all this data and you 
get questions like, "But how do they feel 
about being able to add color to their 
typed memos?" You reply with, "43.4% 
said on a 1-5 scale, with a 1 being 'not at 
all important' and a 5 being 'extremely 
important,' that the importance of being 
able to add color to memos was a 4.8." 
You then hear, "Well , how many colors 
would they want?" You respond, "We 
didn't ask thatquestion."Frustrated, your 
product manager leaves with unanswered 
questions and decisions that still need to 
be made about the new color printer. 

However, if you maintained a panel 
study in which printer users were asked 
their perceptions of the new color print­
ers, you could then tum to the product 
manager and suggest that you simply add 
that question to the next survey. You've 
accomplished several things here. You've 
enhanced your credibility in the mind of 

the product manager and second! y, you've 
established that you can find solutions to 
any question that she/he might have. 

"Wow, this sounds great," you may be 
saying to yourself, "but what's the catch?" 
There is one major consideration with 
respect to setting up a panel: initial set-up 
and on-going maintenance costs. How­
ever, once again refer back to your past 
year research studies and ask yourself if 
some of the money in your research budget 
might be more efficiently used elsewhere. 

Another potential problem is respon­
dent overuse, which creates a "profes­
sional respondent" bias. But there is a 
cure for this-simply establish a maxi­
mum number of research projects per 
year in which a given person can partici­
pate. This will eliminate the potential of 
any one person becoming an expert in a 
given area. 

It is important to keep in mind that you 
are offering a contribution to improve de­
cision-making in your company. It is a 
challenge, but isn't that what research is 
ultimately all about? Given this, it seems 
worth some time and effort to investigate 
ways to provide the proper methodology 
to answer marketing questions. Because 
we all know that some data really isn't 
better than no data at all. 0 

FOCUS GROUPS? 
See what Portland, Oregon has to offer!! 

Gargan & Associates, Inc. is pleased to announce the opening of its Portland focus group facilities. 
Located in the historic Burnside Trolley Building, our complete facility features a spacious viewing 
room seating 12 to 15 people behind a large one-way mirror, additional observation offices seating 
35 to 40, high quality audio and video equipment, and a complete test kitchen. We offer a wide range 
of services to meet your market research needs. 

• Focus Group Moderation & Analysis 
• Complete Recruiting 
• Statewide Mall Intercept 

• Door-to-Door 
• W ATS Telephone Surveys 
• Data Processingtrabulation 

Gargan & Associates, Inc. 
2705 East Burnside, Suite 200 
Portland, Oregon 97214 
(503) 234-7111 
(503) 233-3865-F AX 
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Codes: 
S=Syndicated 

O=Omnibus 

Editors Note: This list was devel­
oped by mailing forms to those 
organizations we have found who 
offer Omnibus/Syndicated Re­
search Studies in their advertise­
ments, publicity or others pub­
lished material. 

American Sports Data, Inc. 
234 N. Central Ave. 
Hartsdale, NY 10530 
Ph. 914/328-8877 
Fax 914/328-1823 
Contact: Harvey Lauer 
American Sports Analysis(s) 
Sports Awareness Monitor(s) 
Sports Media lndex(s) 

Analysis Research Limited 
4655 Ruffner St. , Suite 180 
San Diego, CA 92111 
Ph. 619/268-4800 
Fax 619/268-4892 
Contact: Arline Lowenthal 
CHIPS/Continuous Hispanic Pro­
file Study(o) 

ARC Research Corporation 
230 Sherman Avenue 
Berkeley Heights, NJ 07922 
Ph. 201 /464-4400 
Fax 201 /464-8767 
Contact: Sherrie Starr 

ARC Yellow Pages Ad Size 
Study(s) 

ARC Syndicated Measurement 
Study of Yellow Pages(s) 

ARC/TAG Voice Information 
Services Study(s) 

COMPPARE/Comparison of 
Media Product Purchase and 
Reach Evaluation(s) 

Behavior Research Center, Inc. 
1117 N. 3rd St/P.O. Box 13178 
Phoenix, AZ 85002 
Ph . 602/258-4554 
Fax 602/252-2729 
Contact: Earl de Berge 
Business Track(s) 
Consumertrack(o) 
Metrotrack( o) 

Beta Research Corporation 
6400 Jericho Turnpike 
Syosset, NY 11791 
Ph. 516/935-3800 
Fax 516/935-4092 
Contact: Richard Welch 
Beta Editorial Tracking Svce­
BETS(s) 
Subscriber Advertising Measure­
ment(s) 
Omni-Health(o) 

Irwin Broh & Associates, Inc. 
1011 E. Touhy Avenue 
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Des Plaines, IL 60018 
Ph. 708/297-7515 
Fax 708/297-7515 
Contact: David Waitz 
Marcom(o) 
Car Telephones(s) 
Electric Appliance Studies(s) 
Outdoor Power, Lawn, Patio & 
Hardware Studies(s) 
Home Health Care(s) 
Home Entertainment(s) 
Marine Products Studies(s) 
Sporting Goods Studies(s) 
Travel Industry Report Card(s) 

Bruskin Associates 
303 George Street 
New Brunswick, NJ 08903 
Ph. 201 /249-1800 or 212/349-
0781 
Fax 201/249-1623 
Contact: David Bender 

Omnitei-Weekly 1,000telephone 
interviews using a random digit 
dialing sample of U.S. households. 
Interviewing Friday, Saturday & 
Sunday. Fully tabulated results 
by Tuesday.(o) 

AIM-Quarterly personal2,000 in­
home interviews using a national 
probability sample of U.S. 
households.(o) 
Teen OmniTel - Teenage re­

search at an affordable price.(o) 
(See Advertisement on Page 33) 

Cambridge Reports , Inc. 
955 Massachusetts Avenue 
Cambridge, MA 02139 
Ph. 617/661-0110 
Fax 617/661 -3575 
Contact: Gene Pokorny 
Cambridge Reports Omnibus 
Surveys(o) 
Cambridge Report Program(s) 
Quarterly Opinion Review 
Program(s) 
Quarterly Opinion Briefing 
Program(s) 

Canadian Facts, Div. SK/CF Inc. 
1 075 Bay Street,3rd Floor 
Toronto, ONT, MSS 2X5 
Ph. 416/924-5751 
Fax 416/923-7085 
Contact: Donald Monk, Pres. 
Monitor(o) 
Multifacts(o) 

Chemark Consulting 
9916 Carver Rd/Ste 103 
Cincinnati, OH 45242 
Ph. 513/891-9502 
Fax 513/891-2196 
Contact: Roger Lohman 
Chemical Industry Studies(s) 

Children's Market Research,lnc. 
1385 York Ave. 
New York, NY 10021 
Ph. 212/794-0983 
Fax 212/879-8495 
Contact: Dr. Selina S. Gruber 
Children 's Market Report: Kid 
Trends(s) 
Children 's Market Report: Pre-

pared Foods(s) 
Children 's Market Report : Snack 
Foods(s) 

College Track Inc. 
595 Madison Avenue 
New York, NY 10022 
Ph . 212/319-5880 
Contact: Stuart Himmelfarb 
College Track(s) 

Com-Sci Systems, Inc. 
444 Frontage Rd. 
Northfield, IL 60093 
Ph. 708/446-0446 
Fax 708/446-0504 
Contact: Joseph E. Brady 
BPI lndex(s) 

Custom Research, Inc. 
10301 Wayzata Blvd 
Minneapolis, MN 55426-0695 
Ph. 612/542-0800 
Fax 612/542-0864 
Contact: Mary Ellen Kappes 
Criterion Multi -Client Omnibus 
Concept(o) 

Danis Research 
One Gothic Plz 
Rt 46W@ Hollywood Ave. 
Fairfield, NJ 07006-2402 
Ph. 201 /575-3509 
Fax 201 /575-5366 
Contact: Carl S. Raphael 
Fresh Track(s) 

Dittman Research Corp. of Alaska 
8115 Jewel Lake Road 
Anchorage, AK 99502 
Ph . 907/243-3345 
Fax 907/243-7172 
Contact: David L. Dittman 
Multi-Quest(o) 

Doane Marketing Research, Inc. 
1807 Park 270 Drive, Ste. 300 
St. Louis, MO 63146 
Ph. 314/878-7707 
Fax 314/878-7616 
Contact: David M. Tugend 

Farm Rodent Control Study­
Measurement of market share of 
rodenticides purchased by U.S. 
farmers(s) 

U.S. Feed Market Study-A point­
in-time measurement of brands of 
beef, dairy, and swine feeds pur­
chased by U.S. farmers.(s) 

Animal Health Market Study­
Identifies market share of anthel­
mentics, biologicals, feed medi­
cations, implants, pharmaceuti­
cals and probiotics used by U.S. 
beef, dairy & swine farmers.(s) 

Dealers Attitudes Toward Chemi­
cal Manufacturers-A national 
dealer rating of U.S. manufactur­
ers of agricultural chemicals.(s) 

Pesticide Profile-Data base study 
that projects total product volume 
use across all crops and within 
each crop the product is used 
on.(s) 

Seed Corn Market Study-Quan­
tification of seed corn market in 

terms of acres planted , purpose 
for seed selection and source of 
purchase .(s) 

The Dohring Company 
255 No. Glendale Avenue, Ste. 
300 
Glendale, CA 91206 
Ph . 818/242-1600 
Fax 818/242-3975 
Contact: Doug Dohring 
Southland Cooperative Survey(o) 

Ehrhart-Babic Assoc. 
120 Route 9W 
Englewood Cliffs, NJ 07632 
Ph . 201 /461 -6700 
Fax 201 /461-0435 
Contact: Donald Harkin 
National Alcoholic Beverage 
lndex(s) 
National Retail Tracking lndex(s) 

Gallup Canada, Inc. 
180 Bloor St. W., 1Oth Floor 
Toronto, ONT, MSS 2V6 
Ph . 416/961 -2811 
Fax 416/961 -3662 
Contact: John Stanton 
National ConsumerScan 
Omnibus(o) 
Syndicated Retirement Savings 
Plan Survey(s) 

Gallup & Robinson , Inc. 
575 Ewing Street 
Princeton , NJ 08540 
Ph. 609/924-3400 
Fax 609/924-3400 
Advert ising Impact Research 
Services(s) 

Gartner Group, Inc. 
56 Top Gallant Rd. 
Stamford, CT 06904 
Ph. 203/964-0096 
Fax 203/324-7901 
Contact: Kristine Dale 
Comtec Market Analysis 
Services(s) 

Goldring & Company, Inc. 
820 N. Orleans St. 
Chicago, IL 60610 
Ph. 312/440-5252 
Fax 312/266-1742 
Contact: Bob Kaden 
Beyond Perestroika(s) 

Graham Research Service, Inc. 
20 East 46th Street 
New York, NY 10017 
Ph . 212/986-8301 
Fax 212/297-9025 
Contact: Robert Schultz 
GRIPS/Graham Research Idea 
Position Screening(s) 

Harrington Market Research, Inc. 
Div. W. R. Biggs/Gilmore Assoc. 
511 Monroe St. 
Kalamazoo, Ml 49007 
Ph. 616/342-6783 
Fax 616/345-733 7 
Contact: Brenda Murphy 
Harrington Survey(o) 
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June/July, 1990 

THE CASE 
FOR 

& 
THE CASE 

FOR 

AMERICA'S PREMIER 
PERSONAL INTERVIEW OMNIBUS 

THE NATION'S MOST POPULAR 
TELEPHONE INTERVIEW OMNIBUS 

METHOD 
In-home, Personal Interviewing 

FREQUENCY 
QUARTERLY 

SAMPLE 
2000 interviews, 1000 females, 
1 000 males, 1 8 and over. A 
national probability sample of U.S. 
households. 

SUPPLEMENTS 
Teens, children, in-home audits, 
leave-behinds with personal 
retrieval. 

BENEFITS 
Use of exhibits, cards, scales. 
Personal interviewing at a fraction 
of custom costs. Demographic 
breakdowns included. 

IN SUMMARY 
8,000 in-home, personal interviews 
each year. 

METHOD 
Telephone Interviewing 

FREQUENCY 
WEEKLY 

SAMPLE 
1 000 interviews, 500 females, 500 
males, 18 and over. A national 
random digit dialing (ROD) sample 
of U.S. households. 

SUPPLEMENTS 
Teens, children, ethnic groups. 
Screening for low-incidence 
categories. 

BENEFITS 
Results delivered 3 working days 
from start. Low cost. Demographic 
breakdowns included. 

IN SUMMARY 
52,000 telephone interviews 
each year. 

Of course, if you're like so many other users of marketing research the chances are 
good that both services are right for you. To learn more about AIM or OmniTel 
write or call: Marvin Baiman, Barbara Berkowitz, Newton Frank, Bob Golden, 
Jeff Harris, Joel Henkin or Judi Lescher. 

BID SKIN 
ASS 0 CIA T E S :E MARKET RESEA R C H 
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OldNIBUSISYNDICATED RESEARCII STUDIES 

Codes: 
S=Syndicated 
O=Omnibus 

Healthcare Communications, Inc. 
3371 Route One 
Princeton, NJ 08543 
Ph. 609/452-0211 
Contact: Mahesh Naithani 
Various Medical Studies(s) 

Hispanic Marketing Research & 
Communication, Inc. 
4550 Northwest Loop 410, #140 
San Antonio, TX 78229 
Ph. 512/736-2000 
Fax 512/736-2004 
Contact: Naghi Namakforoosh 

Hispanic Annual House-To­
House Survey-lmpact(o) 

Hispanic Semi-Annual House­
To-House Survey(s) 

HTI Custom Research, Div. NPD 
Group 
900 West Shore Road 
Port Washington, NY 11 050-0402 
Ph. 516/625-0700 
Fax 516/625-2222 
Contact: Lynne Armstrong 
lnsta-Vue(o) 

Hospital Research Associates 
383 Route 46W 
Fairfield, NJ 07004 
Ph. 201/575-3650 
Contact: Norman Goldberg 
Medical Related Studies(s) 
Telephone Omnibus - Physi­

cians (o) 
Hospital Omnibus(o) 

ICR Survey Research Group 
605 West State Street 
Media, PA 19063 
Ph. 215/565-9280 
Fax 215/565-2369 
Contact: Fred Soulas 

EXCEL-Two independent 
samples of 1,000 each weekly. 
CRT telephone interviewing con­
ducted in 5 days and results avail­
able on the 6th day.(o) 
(See Advertisement on Page 35) 

IMR Research 
140 Burlington 
Clarendon Hills, IL 60514 
Ph. 708/654-1077 
Fax 708/654-0147 
Contact: George Griffin 
Continuing Consumer Survey­
U,S.(s) 
Continuing Consumer Survey­
Canadian(s) 
Continuing Consumer Automotive 
Maintenance Survey(s) 

Info Corp. 
2880 Lakeside Drive 
Santa Clara, CA 95054 
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Ph. 408/980-4300 
Contact: Skip Bushee 
Computer Industry Studies(s) 

Information Resources, Inc. 
150 N. Clinton 
Chicago, IL 60606 
Ph. 312/726-1221 
Fax 312/726-8214 
lnfoScan(s) 

International Demographics, Inc. 
3000 Richmond Avenue/#170 
Houston, TX 77098 
Ph. 713/522-1016 
Fax 713/522-5727 
Contact: Robert Jordan 
The Media Audit(s) 
The Financial Audit(s) 

Interviewing Service of America 
16005 Sherman Way, Ste. 209 
Van Nuys, CA 91406-4024 
Ph. 818/989-1044 
Fax 818/782-1309 
Contact: Michael Halberstam 
Surveys Asian-Americans( s) 

Link Resources Corp. 
79 Fifth Avenue 
New York, NY 10003 
Ph. 212/ 627-3099 
Contact: Kathy Heeny 
Various Electronic Studies (s) 
National Work-at-Home Survey( o) 

Maritz Marketing Research, Inc. 
1395 North Highway Drive 
Fenton, MO 63099 
Ph. 314/827-1610 
Contact: Roy Cleveland, V P 

Farmers' Pesticide Use Study­
Annual syndicated study among 
30,000 growers which provides 
brand share and tracking of farm 
pesticide usage in the U.S. and 
Canada.(s) 

Animal Products Use Study­
Syndicated study conducted ev­
ery 6 months with 2,000 hog pro­
ducers providing information on 
feed and pharmaceutical product 
usage.(s) 

Farmers' Pesticide Satisfaction 
Study-Annual syndicated study 
with 10,000 growers providing 
information on growers' satisfac­
tion with pesticide products.(s) 

Maritz Marketing Research, Inc. 
3035 Moffat Drive 
Toledo, OH 43615 
Ph. 419/841-2831 
Contact: Kathy Keirn, Rsch Mgr. 
Initial Buyer Study-Syndicated 
study among early buyers of 
recently introduced automotive 
VP.hicles.(s) 

Maritz Marketing Research, Inc. 
400 No. Schmidt Road 
Bolingbrook, IL 60439 
Ph. 312/759-0700 
Fax 312/759-0700 

Contact: Bruce Westcott, V P 
SuperScreen(o)-Auniquelycost­

effective vehicle for locating low­
incidence consumers, strength­
ening study designs or just tap­
ping into a continous daily tele­
phone dialog with the nation's con­
sumers. Interviews with 1 ,550 
households every day, except 
holidays.(o) 

Market Facts, Inc. 
676 No. St. Clair, 
Chicago, IL 60611 
Ph. 312/280-9100 
Fax 312/280-8756 
TeleNation( o) 
Data Gage(o) 
Mini Screen(o) 

Market Facts of Canada 
77 Bloor St. West, 12th Fir. 
Toronto, ON M5S 3A4 
Ph. 416/964-6262 
Fax 416/964-5882 
Contact: Sheila Kumar 
National Flexibus Mail Panel(o) 

Market Trends Research 
3633 136th Place SE, #11 0 
Bellevue, WA 98006-1451 
Ph. 206/562-4900 
Fax 206/562-4843 
Contact: Mike Dunn 
Washington/Oregon Opinion 
Monitor( c) 
Mystery Shopper Program(s) 

Marketing Evaluations/TVQ 
14 Vanderventer Ave 
Port Washington, NY 11050 
Ph. 516/944-8833 
Fax 516/944-3271 
Contact: Steven Levitt 
Cartoon Q(s) 
Performer Q(s) 
Product Q(s) 

The Marketing Workshop, Inc. 
3294 Medlock Bridge Rd., # 200 
Norcross, GA 30092 
Tel. 404/449-6767 
Fax 404/449-6739 
Contact: Jim Nelems 
Guest Satisfaction Measure­
ment(s) 

McKay & Company 
1431 Opus Place, Ste. 535 
Downers Grove, IL 60515 
Ph . 708/960-2626 
Contact: B.J. Ryman 
DataMac(s) 

Mediamark Research, Inc. 
708 Third Ave 
New York, NY 10017 
Ph. 212/599-0444 
Fax 212/682-6284 
Contact: Sylvia Cassel 
Business-T a-Business( s) 
Survey of American Consumers(s) 
Upper Deck(s) 

Mendelsohn Media Research, Inc. 
841 Broadway 
New York, NY 10003 
Ph. 212/677-8100 
Fax 122/677-8833 
Survey of Adults & Markets of 
Affluence(s) 

Metromark Market Research , Inc. 
3030 Devine Street 
Columbia, SC 29205 
Ph. 803-256-8694 
Contact: Emerson Smith 
South Carolina Omnipoll(o) 

MACA Information Services 
2215 Sanders Rd. 
Northbrook, IL 60062 
Ph. 708/480-9600 
Fax 708/480-9600 
Contact: Jack Abrams 
Menu Census(s) 
Health Care Remedies Usage 
Study(s) 

MACA Information Services 
4 Landmark Square 
Stamford, CT 06901 
Ph . 203/324-9600 
Contact: Herb Stork 
Packaged Goods Purchases(s) 
Soft Goods lnformation(s) 

NFO Research, Inc. 
2 Pickwick Plaza 
Greenwich, CT 06830 
203/629-8888 
Contact: Lawrence D. White 
CARS/Carpet and Rug Study(s) 
Multicard(o) 
NFO Travels America(s) 
Share of Intake Panel(s) 

A.C. Nielsen 
Nielsen Plaza 
Northbrook, IL 60062 
Ph. 708/498-6300 
Fax 708/498-7280 
Scantrack( s) 
Scantrack Household(s) 

The NPD Group 
1300 W. Higgins Road/#300 
Park Ridge, IL 60068 
Ph. 708/692-6700 
Fax 708/692-6049 
Contact: Bob O'Brien 
Crest(s) 

The NPD Group 
900 W. Shore Rd 
Port Washington, NY 11050 
Ph. 516/625-2302 
Fax 516/625-2444 
Contact: Claire Hamilton 
Annual Report on Eating Patterns 
in America(s) 
Impact of Dietary Concern on Food 
& Beverage Selection(s) 
Learn from the Past...Profit in the 
Future(s) 
National Segmentation Update(s) 

O'Neil Associates, Inc. 
412 E. Southern Avenue 
Tempe, AZ 85282 
Ph. 602/967-4441 
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Fax 602/967-6122 
Contact: Michael O'Neil 
Valley Monitor(o) 
East Valley Monitor(o) 

Perception Research Services 
440 Sylvan Avenue 
Engelwood Cliffs , NJ 07632 
Ph. 201 /568-8151 
Fax 201 /568-7111 
Contact: Elliot Young 
PRS/FSI Monthly Audit(s) 

Play Lab Research I Div. of The 
Creative Group 
31800 Northwestern Hwy. 
Farmington Hills, Ml 48018 
Ph. 313/855-7812 
Fax 313/855-2368 
Contact: Brett Blackwell 
PlayLab PreSchooler™(s/o) 
Play Lab Predictor™ ( s/o) 
PlayLab Requestor™(s/o) 
TeenAge Trend lndex(s/o) 

Profile Market Research 
4020 So. 57th Street 
Lake Worth , FL 33463 
Ph. 407/965-8300 
Fax 407/965-6925 
Contact: Robert Hayslip 
Data Quest( o) 

Restaurant Research Associates 
202 Fashion Lane/Ste 101 
Tustin , CA 92680 
Ph. 714/731 -7775 
Fax 714/731 -7759 
Contact: Lynn Stal one/Ron Clark 
Los Angeles/Orange County/ 
Family Restaurant Tracking(s) 

Rockwood Research Corp. 
1751 W. County Road B 
St. Paul , MN 55113 
Ph. 612/631 -1977 
Fax 612/631-8198 
Contact: Karl Wiemer 

Mail Monitor-Survey the extent 
of direct mail receivership and 
analize correlations between char­
acteristics of pieces and reader­
ship and action taken(s) 

AgTel Studies-Series of studies 
conducted monthly covering a 
variety of agricultural crops, live­
stock and management 
categories( o) 
(See Advertisement on Page 23) 

The Roper Organization 
566 E. Boston Post Road 
Mamaroneck, NY 1 0543 
Ph. 914/698-0786 
Contact: Jean Henry 
Limobus(o) 

Russell Marketing Research Inc. 
152 E. 71 Street 
New York, NY 10021 
Ph. 212/879-3350 
Fax 212/535-4543 
Qualitest-NYC MSA(o) 

Sievers Research Company, Inc. 
1414 Fair Oaks/Suite 9 
So. Pasadena, CA 91 030 
Ph . 818/441 -5900 
Fax 818/799-1964 
Omniview-California( o) 

Simmons Mkt Research Bureau 
380 Madison Avenue 
New York, NY 10017 
Ph. 212/916-8900 

June/July, 1990 

Fax 212/916-8918 
Contact: Thomas Murphy 
Simmons Teen Age Research 
Study(s) 
Study of Media and Markets(s) 
Study of Media & Markets For 
Foodservice lndustry(s) 
Top Management lnsight(s) 

The Sinrod Marketing Group 
76 No. Broadway 
Hicksville, NY 11801 
Ph. 516/433-3200 
Fax 516/433-3201 
Contact: Barry Sinrod 
Various Surveys of Mothers(o) 
Laser National Telephone 
Omnibus(o) 

Lee Slurzberg Research , Inc. 
158 Linwood Plaza 

Ft. Lee, NJ 07024 
Ph . 201 /461 -6100 
LSR New York Hispanic 
Omnibus(o) 

Southeastern Institute of Rsch 
2325 W. Broad Street 
Richmond, VA 23220 
Ph . 804/358-8981 
Fax 804/358-9761 
Insight Studies-Tidewater, Balti­
more, Richmond and Washington 
D.C.(o) 

SPAR/Burgoyne 
One Centennial Plaza 
Cincinnati , OH 45202-1909 
513/621 -7000 
Contact: Thomas Schneider 
Burgoyne Limited Item Syndicated 
Service(s) 

EXCEL's 

Hot Button Sweep(s) 

Strategy Research Corporation 
1 00 NW 37th Avenue 
Miami, FL 33125 
Ph. 305/649-5400 
Fax 305/649-6312 
Contact: Jim Loretta, VP 
U.S. Hispanic Omnibus(o) 

Teenage Research Unlimited 
601 Skokie Blvd. 
Northbrook, IL 60062 
Ph. 708/564-3440 
Fax 708/564-3641 
Contact: Peter Zollo 
Teenage Media/Market Study(s) 
Teenage Media/Market Study(o) 

2000 weekly interviews 
give you everything 

you need from. 
an om.nibus service, 

m.ore or less. 

More. 
Sometimes bigger is better. So EXCEL, 

ICR;s weekly national telephone omnibus 
service, now offers two samples of 1CXX) adults 
each week - making it the largest weekly 
omnibus survey in the country. 

The benefits? More efficient and faster 
low incidence sampling . . . more flexibility, 
because questions can be inserted in either 
study on two different days each week ... 
and more extensive demographic subsampling 
- for example, you can interview lCXX) 
males or 1 CXX) females in a single week. 

Of course, you still get the high-quality, 
reliable data that EXCEL is famous for. 

Less. 
Sometimes, less is more. Whether you 

require l(XX) or 2CXX) interviews per week, 
you still get your information in far less time 
than with other kinds of research - top-line 
results the day after interviewing stops, and 
full tabs the day after that 

The twice-weekly sample also lets us offer 
EXCEL at less cost- only $1400 per 
question for 2CXX) interviews. 

Sometimes you need more, sometimes 
you don't "That's why ICR designed EXCEL 
to give you the opti0ns in omnibus service 
you really need And that's why it's called 
EXCEL 

Anything less just couldn't be called 
EXCEL 

To find out how EXCEL can meet your 

--~ .... --- research needs, call ICR at (800) 
"~CR 633-1986, or in PA at (215) 565-9280. 
~ We don't call it EXCEL for nothing. 

ICR Survey Research Group • 605 West State Street • Media, PA 19063 • Phone (215) 565-9280 • FAX (215) 565-2369 
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Advertising Consumer-Canada Management 
Codes: Beta Research(s) Canadian Facts(o) Simmons Mkt Rsch Bureau(s) 

S=Syndicated Gallup & Robinson(s) Gallup Canada(s) 

Medical Graham Research Service(s) Gallup Canada(o) O=Omnibus Healthcare Communications(s) IMR Research(s) 
Marketing Evaluation/TVQ Market Facts of Canada(o) Advertising Research 
Perception Research Svcs(s) Corporation(s) 

Total Research Corporation Video Storyboard Tests(s) Consumer-U.S. American Sports Data(s) 
Princeton Corporate Center 

Irwin Broh Assoc.(o) Beta Research Corporation(s) 
5 Independence Way Agricultural 

Irwin Broh Assoc.(s) International Demographics(s) 
Princeton , NJ 08540 Doane Marketing Research(s) Bruskin Associates(o) Marketing Evaluations/TVQ(s) 
Ph . 609/921 -8100 Maritz Marketing Research(s) Cambridge Reports(o) Mediamark Research, lnc.(s) 
Fax 609/987-8839 Rockwood Research Corp(o) Cambridge Reports(s) Rockwood Research Corp.(s) Contact: Barbara MacAulay 

Custom Research lnc.(o) Simmons Mkt Rsch Bureau(s) Synergy(o) Asian Americans HTI Custom Research(o) 

Trendata, Inc. Interviewing Service of ICR Survey Research Grp(o) Mothers IMR Research(s) 9 Mott Ave. , Ste. 201 America(o) 
Maritz Marketing Research(o) Children's Market Research Norwalk, CT 06850 
Market Facts, lnc.(o) PlayLab Research Ph. 203/866-3113 Automotive Mediamark Research, lnc(s) Sinrod Mktg Grp(o) Fax 201 /866-3113 

Irwin Broh Assoc.(s) Mendelsohn Media Research(s) Trendata Report(s) 
IMR Research(s) NFO Research(o) Physicians 
Maritz Marketing Research(s) A.C. Nielsen(s) U.S. Travel Data Center 

The NPD Group(s) Total Research Corporation(o) 
1133 21st Street NW, 

Business-To- The Roper Organization(o) Two Lafayette Center 
The Sinrod Marketing Group(o) Restaurants/Fast Washington DC 20036 

Business Trendata, lnc.(s) 
Foods Ph. 202/293-1 040 

Fax 202/293-3155 Mediamark Research, lnc.(s) 
Electronics The NPD Group(s) Contact: Elizabeth Stewart 

National Travel Survey(o) Carpeting Link Resources Corp. (s) Restaurant Research Assoc.(s) 

VF Information Service, ICT Group NFO Research(s) 
Financial Retail 

800 Town Center Drive 
Ehrhart-Babic Assoc.(s) Langhorne, PA 19047 Chemical Industry International Demographics(s) Information Resources(s) Ph . 215/757-0200 

Chemark Consulting(s) MRCA Info. Svces.(s) Fax 215/757-4538 Food/Beverage A. C. Nielsen(s) LANSearch(s) 

Children Com-Sci Systems(s) Spar/Burgoyne(s) 

Video Storyboard Tests 
Children's Market Research(s) 

Danis Research(s) 
Sports Ehrhart-Babic Assoc.(s) 107 E. 31st Street 

PlayLab Research(o/s) MRCA Info. Svcs.(s) New York, NY 10016 Youth Research , CSi(o) NFO Research(s) American Sports Data, lnc.(s) 
Ph . 212/689-0207 

The NPD Group(s) 
Irwin Broh Assoc(s) 

Fax 212/689-0210 
College Students Simmons Mkt Rsch Bureau(s) Contact: Dave Vadehra Teens Campaign Monitor(s) College Tracking, lnc.(s) 

Health Care/Medic Bruskin Associates(s) The Wagner Group(o) 
The Wagner Group, Inc. Beta Research(o) PlayLab Research(s/o) 
53 West 21st Street Communications Irwin Broh Assoc.(s) Simmons Mkt Rsch Bureau(s) 
New York, NY 10010 Healthcare Communications(s) Teenage Research Unlimited(s) 
Ph . 212/627-0066 Gartner Group lnc(s) Hospital Research Assoc .(s) 
Contact: Jeffrey Wagner Hospital Research Assoc( o) Textiles College Scan(o) Computers MRCA Info. Svces.(s) 

MRCA Info. Svces.(s) 
West Group Mktg. Rsch . Info Corporation(s) 

Hispanic 1110 E. Missouri Ave/#780 VF Information Services(s) Toys 
Phoenix, AZ 85014 

Consumer(Local) 
Analysis Research Limited(o) 

PlayLab Research(s/o) Ph. 602/264-4915 Hispanic Marketing Research 
Contact: Glenn Iwata Behavior Research-AZ( o) Communication (o) 

Travel WestTrack Monitor-Phoenix , Dittman Research-AK(o) Hispanic Marketing Research 
Tucson(o) The Dohring Company-CA(o) Communications( s) Irwin Broh Assoc.(s) 

Harrington Mkt Rsch-MI/IN(o) Lee Slurzberg Research, lnc. (o) NFO Research(s) Youth Research , CSi Market Trends-WA(s) Strategy Research Corp.(o) U.S. Travel Data Center(o) 
246 Federal Rd ., Ste . B-22 Metromark Market Rsch-SC(o) 
Brookfield, CT 06804 O'Neil Associates-AZ(o) International Trucking Ph. 203/797-0666 Profile Marketing Rsch-FL(o) 
Fax 203/748-1735 Russell Mktg Rsch-NY MSA(o) Goldring & Company(s) McKay & Company(s) 
Contact: Karen Forcade Sievers Rsch Co.-CA. (o) 
Youth Research Omnibus(o) SE Institute of Rsch-Mid.Atl.(o) Lodging Industry Work-at Home West Grp. Mktg. Rsch .-AZ(o) 

The Marketing Workshop,lnc. (s) Link Resources Corp. (o) 
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Omnibus 
continued from p. 17 
and quarterly reports, called Video Flash, 
which review the home video market. 
Performance and activity trends are ana­
lyzed by individual titles, in addition to 
various other classifications such as genre 
(action, comedy, drama, etc.), price, 
MPAA rating, and manufacturer. Major 
film studios who subscribe to VideoFlash 
gain insight into this relatively young 
marketplace and, as a result, can make 
more informed decisions when develop­
ing marketing strategies for upcoming 
releases. 

Price elasticity 
A manufacturer of high-tech consumer 

products uses EXCEL to determine the 
potential size of the market for new prod­
ucts and then to assess the demand for the 
product at various price levels. 

Concept testing 
A major fast food chain utilizes 

EXCEL on a regular basis to "fine tune" 
promotion ideas. A detailed description 
is read to consumers whose reactions to 
the description are then probed. This feed­
back tells whether the promotion is worth­
while or what changes are required to 
make the promotion more successful. The 
time-sensitive nature of the promotion 
requires the fast tum-around provided by 

the omnibus. 
Databasing 
Although the Census Bureau was 

conducting the national census this year, 
a national religious federation felt the 
need for a more in-depth analysis among 
members of its faith. This federation's 
research plan called for a lengthy survey 
to be conducted among a nationally rep­
resentative sample of individuals (2,500 
interviews). However, since the national 
incidence for this group was very low, the 
screening cost associated with locating 
these people through a custom methodol­
ogy would have been exorbitant. Instead, 
the federation used EXCEL for the sole 
purpose of locating qualified individu­
als. Once identified, the information for 
these people was stored in a database. 
The database, in tum, was used at a later 
date as the sampling frame for the custom 
research effort. 

New business pitches 
A rna jor West Coast advertising agency 

recently employed EXCEL when pitch­
ing a new account. It provided informa­
tion which was not available from secon­
dary sources. This allowed the agency to 
strengthen its proposed advertising/mar­
keting plan, thereby giving it a leg up on 
the competition. 

Public opinion polling 

ABC News and the Washington Post 
have found EXCEL useful in assessing 
public opinion on various topical issues 
such as the drug problem, and the Pete 
Rose scandal, compliance with the Na­
tional Census, and so on. 

Although the uses of an omnibus study 
might seem endless, there are some situ­
ations when it is not the best technique. 
As ICR limits the overall length of 
EXCEL, it cannot accommodate ex­
tremely long inserts. Also, while we 
frequently have questionnaires with open­
ended questions, a study with many 
"open-ends" cannot be handled as effi­
ciently. Finally, if the population to be 
sampled has a very low incidence (e.g. , 
0.5%) a custom methodology would most 
likely locate an adequate sample size 
faster. 

The choice between custom and 
omnibus research sometimes comes down 
to tradeoffs involving cost and time. Very 
short inserts offer savings in these areas, 
while longer inserts provide time savings 
but at slightly higher costs. Conversely, 
low incidence populations can be sampled 
at low cost, but usually with extended 
field periods. At any rate, it is always 
wise to request quotes for both custom 
and omnibus research methodologies and 
let management help evaluate the pros 
and cons. 0 

DON'T TAKE OUR WORD FOR IT ... 

IQl Ci2 System for 
LAJ Com~uter Inte~iewing 

"I can state unequivocally that Sawtooth Software has the most re­
sponsive and the most uniformly competent support organization 
I've run across." 

- Peter Andrews 
Decisions Center/Research International 

"Ci2 works directly with all of the tabulation and statistical software 
that I've used for years. There was no need to switch or upgrade and 
no long software learning curve for me or my staff." 

-Jess Fry 
New Directions Marketing Research, Inc. 

~ CCA System for l:lJ Convergent Cluster Analysis 

"The print-out is so easy to read that clients love to pore over it." 
-Tom McNulty 

McNulty Research, Inc. 

"We find that CCA's mix of starting-point strategies and pre-process­
ing options allows us to construct the best-fit solutions more effi­
ciently." 

- Pat Fullmer 
The Gilmore Research Group 

N ~~A Syste~ for Adaptive Con­
~ JOint Analysis 

"I like the adaptive nature of the. interview. It results in the most 
efficient use of a respondent's time, meaning, I get more information 
for my research dollar." 

-Neil Allison 
McKinsey & Co. 

"The new ACA simulator interface,.makes the simulator so intuitive, 
even the president of our company has no trouble using it." 

-Tom Pilon 
IntelliQuest, Inc. 

Q APM System for 
~ Adaptive Perceptual Mapping 

"I have been able to produce perceptual maps within an hour of com­
pleting data collection. This allows for more emphasis on the inter­
pretation of the results." 

- Steve Cooley 
Motorola, Inc. 

"APM's simulation capability is unique. It lets us go beyond 'just 
plain mapping' and explore the impact of repositioning." 

- Rich Siemer 
Dow Chemical 

For additional information or demo disks write or call: 

!JJ Sawtooth Software 
1007 Church Street, Suite 302, Evanston, IL 60201 • Telephone: 708/866-0870 Fax: 708/866-0876 
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administered questionnaire worked well 
because 1) the respondent was told ex­
actly how to fill it out; 2) the study was 
short; 3) the questionnaire was kept 
simple; 4) receipt ofthe incentive hinged 
upon the respondent returning the ques­
tionnaire in person; and 5) the interviewer 
edited the questionnaire before giving 
the respondent the incentive, to ensure 
that the questionnaire was correctly and 
completely filled out. 

Questionnaire construction 
As with the design of any other ques­

tionnaire, the key point is to keep it simple! 
The length of the questionnaire itself is 
not the most important factor as long as, 
1) the questionnaire is laid out in an easy­
to-follow format; 2) the directions are 
clear and easy to follow; and 3) the ques­
tions are easy to understand and require 
little effort on the respondent's part to 
complete. 

The language 
The translation stage required several 
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rounds of discussion and revisions be­
fore we were satisfied with the question­
naire. Even so, it proved not to be perfect. 

We found that translating the ques­
tionnaire from English to Spanish was 
very tricky. It was imperative that the 
two versions be equivalent; nuances of 
the words used in one language had to 
carry over to the other language. For 
instance, one of the descriptive terms 
used in the English version of the ques­
tionnaire was "sexy," which was best 
translated as "sensual" in Spanish, since 
this has a different ~eaning than "sen­
sual" in English. Despite our best efforts, 
the occasional gaffe slipped through. In 
our pilot study, we had translated eau de 
toilette as "aqua de tocador" for a product 
usage query in the screening question­
naire. The usage response to "aqua de 
tocador" was suspiciously low. We were 
chagrined to learn that "aqua detocador" 
literally means "water from the bowl"! 
This episode taught us that foreign words 
or phrases that are universal in all lan­
guages should not be translated. Other 
words, such as "hello"or "bye-bye" are 
universally understood by people, re­
gardless of their ethnic background, and 
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also may not require translation. 
We would recommend that colloquial, 

rather than formal Spanish be used. 
However, it is important not to use collo­
quial expressions that are specific to a 
sub-group of the Hispanic population. 
For example, a phrase used by Puerto 
Ricans may be incomprehensible or mis­
understood by a Hispanic of Mexican 
origin. Keep in mind that some words in 
the English language may not exist in 
Spanish, or vice versa. 

The scales 
Again, simplicity is the key! The His­

panic respondents with which we tested 
had limited education and had difficulty 
with the concept of gradation. For ex­
ample, we found that they either liked or 
disliked something; it was difficult for 
them to quantify the degree oftheir liking 
or disliking. 

We have also found this to be true in 
our research with female respondents in 
our Mexico subsidiary. Our question­
naires for this type of study, when con­
ducted with our customary population, 
usually contain a seven-point hedonic 
scale. Early on in our work with our 
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Mexican counterparts, upon their return 
of the completed questionnaires in Span­
ish, we found that they had collap ed our 
seven point scale to three points-"like," 
"neither like nor dislike," and "dislike." 
Their concern was that their testing popu­
lation would not be comfortable with a 
seven-point scale. A flurry of telexes 
later, we had convinced them of the need 
for the expanded scale. 

Whether word scales or pictorial scales 
are used, the interviewer must explain the 
use of the scale to the respondent and 
ensure that she understands it. As an ex­
tension of this, we noted that Hispanic 
respondents, as a group, tend to rate higher 
or use the upper end of the scale more 
readily. We speculate that this could be 
due to their desire not to offend the inter­
viewer. It could also reflect that the 
product category we were testing is de­
signed to provide a pleasurable experi­
ence; thus, we got "good," "gooder," and 
"goodest"! This tendency must be taken 
into consideration during data analysis 
and interpretation. 

Incentives 
Large cash incentives are sometimes 
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used in an effort to bolster returns. We've 
found that over-compensation has its 
repercussions. It sets a precedent that, 
given the vagaries of research budget 
funding, may be difficult to meet the next 
time around. 

Cash may be generally preferred. 
However, in this particular case, we dis­
covered a way to get around using cash as 
the incentive. We gave an assortment of 
beauty products manufactured by a lead­
ing beauty company, and worth more 
than $50. This approach had several ad­
vantages. Since the products were manu­
factured by our company, we "bought" 
them at cost, which substantially lowered 
our out-of-pocket expenses. Further, the 
perceived value of the incentive was 
greater than the monetary equivalent. 
Combine that with the fact that our com­
pany was receiving free advertising and 
sampling of major products, and you have 
an incentive strategy that can't be beat. 
Since the respondents did not know the 
identity of the manufacturer until after 
completed questionnaires were returned, 
the incentives did not present a study 
bias, nor did they breach the security of 
this research guidance study. 

Circle No. 623 on Reader Card 

Summary 
Our experience has led us to several 

conclusions regarding what it takes to 
conduct successful research among His­
panics. 

The Hispanic population represents a 
multitude of segments. Each differs in its 
cultural and historic background, as well 
as in its attitudes and beliefs. It should not 
be regarded as homogeneous, and seg­
menting it should not be oversimplified. 

The largest requirement for conduct­
ing research among this population will 
be your investment of time. Never under­
estimate it. It will directly affect the qual­
ity of your questionnaire and the clarity 
of your questions. 

Be aware of cultural implications, as 
well as the implications of the Spanish 
language. Both will help you in under­
standing the complexity of this popula­
tion. Successful execution of your study 
requires that you accommodate to the 
habits and practices of the Hispanic 
people. 

Lastly, we highly recommend that you 
run a pilot study, to refine the test proce­
dure and questionnaire, before initiating 
the full-scale study. 0 

Keep You 
In Control 
Irwin's 70 station Telephone 
Center allows us to conduct 
and control multiple interviews 
at the same time while 
electronically recording 
the answers through the 
Ci2 CATI* System. 

Join the band. Call Irwin 
today for an estimate on your 
next project. 

Irwin Research 
Services, Inc. 

900 University Boulevard North 
Suite 606 

Jacksonville, Florida 32211 
904/744-7000 • FAX 904/744-2090 

Member: A.M.A.-M.R.A. 

'Irwin uses the Ci2 CATI System designed by 
Sawtooth Software. 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 
Listed be.low are. names of companies specializing in focus groups. Included are contact personnel, addresses and phone numbers. 
Compan~es are hsted ~lphabetlca lly an.d are also classified by state and specialty for your convenience. Contact publisher for listing 
rates: Qmrk 's Marketmg Research Review, P. 0 . Box 23536, Minneapolis, MN 55423. 612 I 861-8051. 

ADI Research, Inc. 
8044 Montgomery Rd ., Suite 625 
Cincinnati, OH 45236 
5131984-2470 
Contact: Michael L. Dean, Ph. D. 
Cincinnati's Most Modern and 
Convenient Facilities 

Alpha Research Associates, Inc. 
395 Smith Street 
Providence, Rl 02908 
401 I 861 -3400 
Contact: Anthony Pesaturo 
FuiiSvcQuai/Quan.Analysis.l 
Consltg&MktRes!Since 1976 

American Public Opinion Survey & 
Market Research Corp. 
1324 South Minnesota Ave. 
Sioux Fal ls, SO 57105 
6051338-3918 
Contact: Warren R. Johnson 
Established 1960-Full Service 
Grou~National & lnternat'l 

The Answer Group 
11161 Kenwood Rd. 
Cincinnati, OH 45242 
5131489-9000 
Contact: Maribeth McGraw 
Consumer, HealthCare, Prof., 
Focus Groups, One-On-Ones 

Brand Consulting Group 
17117 W.Nine Mile Rd./Ste. 1020 
Southfield, Ml 48075 
3131559-2100 
Contact: Milton Brand 
Consumer,Advertising Strategy, 
New Product Strategy Research 

Carlson Research Company 
Carlson Parkway-Box 59159 
Minneapolis, MN 55459-8211 
6121 449-2526 
Contact: Allan Floyd 
Full Service Customized 
Business/Consumer Research 

Clarion Marketing and Comm. 
340 Pemberwick Road 
Greenwich, CT 06831 
203 I 531 -3600 
Contact: Thomas L. Greenbaum 
Clarion Offers Unique Approach 
To Groups; Call to Find Out Why 

Cleveland Field Resources, Inc 
6501 Wilson Mills Rd. , Suite J 
Cleveland, OH 44143 
2161473-9941 
Contact: Daniel McCafferty 
Modern Facilities on East & West 
Sides of Cleveland 

Saul Cohen & Associates, L TO. 
Suite 1 02, 30 Eliot Lane 
Stamford, CT 06903 
2031322-0083 
Contact: Saul Cohen 
Specializing in All Qualitative 
Methodologies 

40 

Concepts In Marketing 
Research 
400 North Robert St. 
Saint Paul , MN 55101 -2098 
612 I 228-5667 
Contact: Kara Marx 
Consltng., Qua/.Rsch., Facl 
Recruit I Moderation/Analysis 

Consumer Opinion Services 
12825-1st Ave. South 
Seattle, WA 98168 
2061241 -6050 
Contact: Jerry Carter 
Consumer,Business Groups and 
One-On-Ones 

Creative Marketing Solutions, Inc. 
P.O. Box 487 
Lahaska, PA 18931 
2151357-3655 
Contact: Larry Schwarz 
Experienced Specialists in 
Qualitative Research Techniques 

Creative Research Associates,lnc. 
500 N. Michigan Ave. 
Chicago, IL 60611 
3121 828-9200 
Contact: Stephen Turner 
Twenty-Five Years of Leadership 
in Qualitative Research 

Cunninghis Associates 
43 Middleton Lane 
Will ingboro, NJ 08046 
6091877-5971 
Contact: Burt Cunninghis 
37 Years Exp. , Moderator & 
Moderator Training 

Datatactics, Inc. 
555 Presidential Blvd. 
Bala Cynwyd, PA 19004 
2151668-1660 
Contact: Phyllis Rosenberg 
Prof & Cons Segments, incl. 
Doctors. Applied Psych. Meth. 

Decision Research 
99 Hayden Ave. 
Lexington , MA 02173 
6171861 -7350 
Contact: Peg Marrkand 
Over 25 Mods. Avail. , Bus/Cons 
Grps., Offcs: NY,LA,SF,Atlanta 

DeNicola Research, Inc. 
325 Greenwich Ave. 
Greenwich, CT 06830 
2031629-3323 
Contact: Nino DeNicola 
Consumer, Healthcare, Financial 
Services, Advertising 

Direct Marketing Research 
Assocs. 
4151 Middlefield Rd. , Suite 200 
Palo Alto, CA 94302 
4151856-9988 
Contact: Michael Green 
Catalog, Direct Mail, Bus-to-Bus, 
Space, Databases 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St. 
Waltham MA 02154 
6171647-0872 
Contact: Reva Dolobowsky 
Experts In Idea Generating 
Groups, In-Depth Interviews 

Doyle Research Associates,lnc. 
919 N. MichiganiSte. 3208 
Chicago, IL 60611 
3121944-4848 
Contact: Kathleen M. Doyle 
Specialty:Children/T eenagers 
Concept&Product Evaluations 

Equifax I Quick Test Opinion Ctrs. 
5430 Van Nuys Blvd. , #1 02 
Van Nuys, CA 91401 
213 I 872-1717 
Contact: Louise Kroot-Haukka 
Consumer/Pkg Goods/ Advertising 
Heavy Experience in Fast Food 

First Market Research Corp. 
1111 W. 6th Street, Suite 220 
Austin , TX 78703 
800 I FIRST-TX (347-7889) 
Contact: James R. Heiman 
High Tech,Publishing, 
Bus-To-Bus, Colleges 

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
6171482-9080 
Contact: Linda M. Lynch 
Consumer, Retail, Banking, 
Health Care 

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
6171482-9080 
Contact: Jack M. Reynolds 
Banking, Health Care,Ad 
Testing, Consumer, Executive 

Focus America 
1140 Ave. of the Americas , 9th Fl 
New York, NY 10036 
212/302-1808 
Contact: David Schreier 
Mid-Manhattan Loci State of the 
Art Fac. I 15 Seat Viewing Room 

Focus Plus 
79 5th Avenue 
New York, NY 10003 
212/807-9393 
Contact: Elizabeth Lobrano 
Impeccable Cons. & B-B 
Recruiting/Beautiful Facilities 

D.S. Fraley & Associates 
1205 East Madison Park 
Chicago, IL 60615 
312/536-2670 
Contact: Diane S. Fraley 
Full Qual. Specialty:Child/Teen I 
In-Home/Observational Rsch 

Lynn Greenberg Associates 
36 Country Ridge Road 
Scarsdale, NY 10583 
914 I 723-3121 
Contact: Lynn Greenberg 
Strategic Qualitative Marketing/ 
Research Consulting 

Greenfield Consulting Group,lnc. 
274 Riverside Ave. 
Westport, CT 06880 
203/221 -0411 
Contact: Andrew Greenfield 
Quai./Quan. Rsch, New Product 
Dev., Fine Svcs, Toys/Games 

Grieco Research Group, Inc. 
743 North Avenue 66 
Los Angeles , CA 90042 
213/ 254-1990 
Contact: Joe Greico 
Marketing and Advertising 
Focus Groups 

Hammer Marketing Resources 
12 Maymont Court 
Timonium, MD 21093 
301 1252-5757 
Contact: William L. Hammer 
New Product, Consumer & Indust­
ria l/Commercial, Executive 

Hispanic Marketing 
Communication Research 

1535 Winding Way 
Belmont, CA 94002 
4151595-5028 
Contact: Dr. Felipe Korzenny 
Hisp. Biling./Bicult. Foe Grps Any­
where In U.S./Quan. Strat. Cons . 

D.S. Howard Assoc., Inc. 
307 No. Michigan Ave. #1214 
Chicago, IL 60601 
312/372-7048 
Contact: Dennis S. Howard, Ph. D. 
Expert Guidance In Design, 
Implementation And Analysis 

Huelskamp & Associates 
7734 Via De Fonda 
Scottsdale, AZ 85258 
602/443-8708 
Contact: Henry J. Huelskamp 
Extensive Background and 
Experience 

JRH Marketing Services, Inc. 
29-27 41st Avenue 
New York, NY 11101 
718/786-9640 
Contact: J. Robert Harris, II 
Experience Counts: Check out the 
rest but USE THE BEST 

K C A Research 
701 Howe Avenue, Suite H58 
Sacramento, CA 95825 
916 I 920-2841 
Contact Lynne Cunningham 
Experts : Health Care and Senior I 
Adult Care Givers 

Kennedy Research Inc. 
405A Waters Bldg. 
Grand Rapids, Ml 49503 
616/458-1461 
Contact: Mary P. Tonneberger 
Cons. & Ind. , Telecom. , Health, 
Office Systems, Chemicals, Drugs 
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K PC Research 
908 S. Tryon Street 
Charlotte, NC 28211 
704/ 342-1626 or 704/ 379-6342 
Contact: Linda Dawley 
Largest Facility in Charlotte, 
Consumer and Business 

K S & R Consumer Testing Center 
Shoppingtown Mall 
Syracuse, NY 13214 
800/ 289-8028 
Contact: Lynne Van Dyke 
Qualitative /Quantitative, Inter­
cepts, CA Tl, One-on-One 

LaScola Qualitative Research 
3701 Connecticut Ave .,N.W. 
Washington D.C. 20008 
202/363-9367 
Contact: Linda J. LaScola 
Public Affairs,Healthcare, 
Telecommunications, Financial 

Manhattan Opinion Center 
369 Lexington Ave. 
New York, NY 10017 
212 I 972-5553 
Contact: Jana Warren 
3 Room Focus Group Facility! 
Quality Recruiting 

Marketeam Associates 
1807 Park 270 Drive,#300 
St. Louis, MO 63146 
314/ 878-7667 
Contact: Richard Homans 
Financial Services, HealthCare, 
Consumer, Pkgd. Goods,Agric. 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg , NY 10962 
914 I 365-0123 
Contact: George Silverman 
Telephone Focus Groups for 
High-Level Respondents 

Mar-Quest Research, Inc. 
1 315 Evamar Drive 
Midland, Ml 48640 
517/ 631 -3900 
Contact: Roger H. Jennings 
Hard Recruit I Qual I Quant !Con­
vention Rsch. I Gust .Satisfaction 

Martin Research Inc. 
P.O. Box 8595 
Roanoke, VA 24014 
703/342-1970 
Contact: Frank Martin, Ill 
Focus group facilities in Norfolk, 
Roanoke, Winston-Salem 

MedProbe Medical Mktg. Rsch 
7825 Washington Ave. S. ,Ste 745 
Minneapolis, MN 55435 
612/941 -7965 
Contact:Asta Gersovitz, Phrm. D. 
MedProbe Provides Full Service 
Custom Market Research 

Menendez International 
8931 S.W. 85th St. 
Miami , FL 33173 
305/598-2829 
Contact: Teresa Menendez 
Hispanic/Gen Market-15 Years 
Oualitative!Quantative Exp. 

Michelson & Wender, Inc. 
335 Scenic View Drive 
Atlanta, GA 30339 
800/633-1 523 
Contact: Mark Michelson 
The Retail Specialists, 
Experienced, Insightful/Thorough 
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Moosbrugger Marketing Research 
901 W. Hillgrove Ave. 
LaGrange, IL 60525 
312/354-5090 
Contact: Mary C. Moosbrugger 
Expertise in Healthcare, Food, 
Agriculture, Banking 

Murray Hill Center 
205 Lexington Ave. 
New York, NY 10016 
212/889-4777 
Contact: Susan Mender 
3 Rm Full Svce Facility;Effic­
ient, Beautiful, Competitive Price 

PACE, Inc. 
28535 Orchard Lake Road 
Farmington Hills, Ml 48018 
313/ 553-4100 
Contact: Peter J. Swetish 
Full Service Vehicle Specialist­
GEM and Aftermarket Experience 

Performance Focus 
P.O. Box 723 
Addison , Tx 75001 -0723 
214/380-6575 
Contact: Judi P. Levy 
Strat Mkt Rsch, Health Care, 
Travei,Leisure,Spec Needs Cons. 

PLA YLAB® Research, Division 
of The Creative Group, Inc. 

31800 Northwestern Hwy. # 385 
Farmington Hills, Ml 48018 
313/855-7812 
Contact: Dana Blackwell 
Children, Teens,Moms,Expect.Moms, 
Parents,Grandparents & Families 

Product & Consumer Evaluations 
28535 Orchard Lake Road 
Farmington Hills, Ml 48018 
313/ 553-4100 
Contact: Paul Johnson 
Expert Moderators on Staff. 
State of the Art Facility 

Reid Qualitative 
2149 S. Grape Street 
Denver, CO 80222 
303/758-6424 
Contact: Michael Reid 
Consumer, Tech/ lndust., New 
Prod., Concept Test/Refinement 

Research Arts, Inc. 
1300 lroquois/Ste . 100 
Naperville, IL 60563 
703/420-2064 
Contact: Francesca Jaskowiak 
Qualitative Firm,5 Moderators 
on Staff. Own Facility 

Rhode Island Survey and 
Research Service, Inc. 
690 Warren Avenue 
East Providence, Rl 02914 
401 /438-4120 
Contact: Patricia Shake/ 
First in New England. 
Established in 1962 

R J Research 
P.O. Box 3787 
Santa Rosa, CA 95402 
7071 795-3780 
Contact: Bob Pellegrini 
Full Service Qual I Quan, Most 
Packaged Goods & Bus to Bus 

Rockwood Research Corp. 
1751 W. County Rd. B 
St. Paul , MN 55113 
612/631-1977 
Contact: Dale Longfellow 
High Tech,Executives,Bus.-To­
Bus. ,Ag, Specifying Engineers 

Rodgers Marketing Research 
4575 Edwin Drive , NW 
Canton , OH 44718 
216/ 492-8880 
Contact: Alice Rodgers 
Creative I Cost Effective: New 
Product I Consumer, Etc. 

James M. Sears Associates 
48 Industrial West 
Clifton, NJ 07012 
201 I 777-6000 
Contact: James M. Sears 
Business-To-Business And 
Executives A Specialty 

SMS Research & Marketing 
Services, Inc. 

1 042 Fort Street Maii/Ste. 200 
Honolulu , HI 96813 
808/537-3356 
Contact: Sheila M. Sanders 
Since 1960,Full Service, Bus. , 
Tourists, Intercept, One-On-One 

Sources For Research, Inc. 
170 West End Ave., Ste PHC 
New York, NY 10023 
212/787-8810 
Contact: Phyllis Morrow 
Diff 'Exec/Prof/Tech Rspd Natwd 
New Prd Dev lmplmt!Analysis 

Southeastern Institute of 
Research, Inc. 

2325 West Broad St. 
Richmond, VA 23220 
804/358-8981 
Contact: Rebecca H. Day 
Est. 1964, Full Service Qualitative 
and Quantitative Analysis 

James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
212/472-3766 
Contact: Julie Horner 
Focus Groups And One-On-Ones 
In Broad Range Of Categories 

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus, OH 43212 
614 I 488-31 23 
Contact: Betty Spencer 
4'x16' Mirror Viewing Rm Seats 
8-12. In House Audio/ Video 
Equip 

Strategic Marketing Services 
148 Middle Street 
Portland , ME 04101 
207 I 774-6738 
Contact: Patrick Murphy 
20 yrs Broad Based Exper. 
Nationwide. Full Service 

Strategic Research, Inc. 
4600 Devonshire Common 
Fremont, CA 94536 
415/376-1924 
Contact: Sylvia Wessel 
400 groups Hi-Tech/Medical! 
Financial/Transportation Svcs. 

Sutherland Research Grp, Ltd 
1160-B Pittford-Victor Road 
Pittsford, NY 14534 
716/ 586-5757 
Contact: John R. Stensrud, Ph. D. 
Experienced Full Service Market 
Research Firm 

Sweeney International, Ltd. 
246 Federal Road, Suite B22 
Brookfield, CT 06804 
203 I 775-8507 
Contact: Timm Sweeney 
Qualitative Research. Member: 
ORCA I AMA I Advt. Club 

Thorne Creative Research Services 
10 Columbia Place 
Mt. Vernon , NY 10552 
914/699-7199 
Contact: Gina Thorne 
Ideation, Teens, New Product, Ad 
Concepts, Package Goods 

The Travis Company, Inc. 
509 Cathedral Parkway, Suite BE 
New York, NY 10025 
212/ 222-0882 
Contact: Jerry Travis 
Qualitative Research and 
Consultation 

TRENDFACTS Research, Div. 
of The Creative Group, Inc. 

31800 Northwestern Hwy. 
Farmington Hills, Ml 48018 
313/855-7810 
Contact: Brett Blackwell 
Consumers,Retaii,Rest., Real Est., 
Financial, Hlthcare, lndust., Bus-Bus 

Paul A. Warner Associates, Inc. 
3355 Lenox Road, NE Suite 665 
Atlanta, GA 30326 
404 I 239-0101 
Contact: Robin S. Salter 
25 Years of Experience in Design, 
Moderation & Analysis 

Lucy Warren & Associates 
3619 29th Street 
San Diego, CA 92104 
619/295-0342 
Contact: Lucy Warren 
Understands I Meets Business 
Needs With Quality I Experience 

Weiss Marketing Research 
27 Manor Hill Road 
Summit, NJ 07901 
201 /273-3952 
Contact: Debra R. Weiss 
Strong Client Side. New Products 
Background 

The Winters Group, Inc. 
14 Franklin St. 
Rochester, NY 14604 
716/546-7 480 
Contact: Susan Morrison-Vega 
Info ThatWorks. Svces Inc/ 
Pri/Sec Rsch, Cnsltg, TeleMktg 

Wolf/Aitschui/Callahan,lnc. 
171 Madison Ave. 
New York, NY 10016 
212/725-8840 
Contact: Ed Wolf 
All Consumer/Business-To­
Business Qualitative Needs 

Yarnell, Inc. 
1 Anita Drive 
East Hanover, NJ 07936 
201 /593-0050 
Contact: Dr. Stephen M. Yarnell 
Information Technology/ Financial 
Services/ Modeling 

See Next Page For State & Specialty Cross Indexes I 
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STATE CROSS INDEX OF MODERATORS 
Refer to Preceeding Pages For Address, Phone Number and Contact 

Arizona Georgia Minnesota Ohio 
Huelskamp & Associates Michelson & Wender, Inc. Carlson Research Com~any ADI Research, Inc. 

Paul A. Warner Associates, Inc. Concepts In Marketing sch. The Answer Group 

California MedProbe Medical Mktg. Rsch Cleveland Field Resources, Inc 

Hawaii Rockwood Research Corp. Rodgers Marketing Research 
Direct Marketing Research 

SMS Research & Marketing Svce 
Dwight Spencer & Associates 

Assocs. Missouri Equifax I Quick Test Opinion Pennsylvania Ctrs . Illinois Marketeam Associates 
Grieco Research Group, Inc. Creative Marketing Solutions 
His8anic Marketing Creative Research Associates New Jersey The Data Group 
K A Research Doyle Research Associates Datatactics , Inc. 
R J Research D.S. Fraley & Associates Cunninghis Associates 
Strategic Research, Inc. D.S. Howard Assoc., Inc. James M. Sears Associates Rhode Island 
Lucy Warren & Associates Moosbrugger Marketing Rsch. Weiss Marketing Research 

Research Arts , Inc. Yarnell , Inc. Alpha Research Associates , Inc. 

Colorado 
Rhode Island Survey , Inc. 

Maine New York 
Reid Qualitative 

Strategic Marketing Services Focus America South Dakota 

Connecticut 
Focus Plus American Public Opinion Survey 

Maryland L~nn Greenberg & Associates & Market Research Corp 
Clarion Marketing and Comm. J H Marketing Services, Inc. 
Saul Cohen & Associates , L TO. Hammer Marketing Resources K S & R Consumer Testing Ctr. Texas 
DeNicola Research, Inc. Manhattan Opinion Center 
Greenfield Consulting Group,lnc Massachusetts Market Nav~ation , Inc. First Market Rsch(J. Heiman) 
Sweeney International , Ltd. Decision Research 

Murray Hill enter Performance Focus 
Sources For Research , Inc. 

Washington D.C. 
Dolobowsky Qual. Svcs., Inc. James Spanier Associates Virginia First Market Rsch(L. Lynch) Sutherland Research Group, Ltd 

LaScola Qualitative Research First Market Rsch(J. Reynolds) Thorne Creative Research K C A Research 
Martin Research Inc. The Travis Company Martin Research Inc. 

Michigan The Winters Group Southeastern Institute of Rsch . 

Florida Brand Consulting Group Wolf/Aitschui/Callahan , Inc. 
Washington 

Menendez International Kennedy Research Inc. 
North Carolina Mar-Quest Research , Inc. Consumer Opinion Services 

PACE, Inc. K P C Research 
Product & Consumer Evaluations Martin Research Inc. 
TrendFacts I Playlab 

SPECIALTY CROSS INDEX OF MODERATORS 
Refer to Preceeding Pages Li stings For Address, Phone Number and Contact 

ADVERTISING APPAREL/ First Market Rsch(J .Heiman) COMMUNICATIONS D.S. Howard Assoc., Inc. 
Brand Consulting Group FOOTWEAR Greenfield Consulting Group,lnc. RESEARCH Saul Cohen & Associates , L TO. 

Brand Consultin~ Group 
Kennedy Research Inc. 

Sau l Cohen & Associates, L TO. Concepts In Marketing Research Mar-Quest Research , Inc. 
DeNicola Research, Inc. PlayLab /Trend acts Moosbrugger Marketing Rsch. D.S. Fraley & Associates 
Dolobowsky Qual. Svcs., Inc. Rockwood Research Corp. Sources For Research , Inc. 
Doyle Research Associates AUTOMOTIVE Sources For Research , Inc. James Spanier Associates 
D.S. Fraley & Associates 

ADI Research , Inc. James Spanier Associates 
First Market Rsch(J. Reynolds) 

PACE, Inc. Strategic Marketing Services COMPUTERS/MIS 
Lynn Greenberg & Associates 

Product & Consumer Evaluations Sutherland Research Group, Ltd Saul Cohen & Associates , L TO. Menendez International Sweeney International , Ltd . 
PACE, Inc. Trend Facts 

Trend Facts 
First Market Rsch(J. Heiman) 

PlayLab /TrendFacts Paul A. Warner Associates , Inc. Yarnell , Inc. D.S. Howard Assoc., Inc 

Product & Consumer Evaluations Market Navigation, Inc. 

Research Arts , Inc. BIO-TECH CANDIES 
Research Incorporated 

Rockwood Research Corp. D.S. Howard Assoc., Inc. 
James Spanier Associates 

Southeastern Institute of Rsch. D.S. Fraley & Associates Strateg ic Research , Inc. 

James Spanier Associates Market Nav~ation , Inc. Play Lab Sutherland Research Group, Ltd 

Sweeney International , Ltd. 
MedProbe edical Mktg . Rsch Sweeney International , Ltd. 

Paul A. Warner Associates, Inc. 
The Winters Group 

CHILDREN 
Trend Facts I PlayLab 

Yarnell , Inc. Yarnell , Inc. 

AGRICULTURE BLACK 
ADI Research, Inc. 
Saul Cohen & Associates , L TO. CONSUMERS 

Market Navigation, Inc. JRH Marketing Services , Inc. Dote Research Associates 
Concepts In Marketing Research Moosbrugger Marketing Rsch. D. . Fraley & Associates 

Rockwood Research Corp. 
Paul A. Warner Associates , Inc. Lynn Greenberg & Associates Consumer Opinion Services 

PlayLab DeNicola Research , Inc. 

ALCOHOLIC BUSINESS-TO- Research Arts , Inc. Doyle Research Associates 

Rhode Island Survey , Inc. First Market Rsch(L. Lynch) 

BEVERAGES BUSINESS First Market Rsch(J. Reynolds) 

Trend Facts 
Saul Cohen & Associates, L TO. CIGARETTES 

D.S. Fraley & Associates 

Concepts In Marketing Research D.S. Howard Assoc., Inc. 
Wolf/Aitschui/Callahan , Inc. Consumer Opinion Services Paul A. Warner Associates, Inc. Kennedy Research Inc. 

Decision Research Rodgers Marketing Research 
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SMS Research & Marketing Svce HEALTH CARE NEW PRODUCT SENIORS Thorne Creative Research 
Trend Facts I Play Lab ADI Research , Inc. DEVELOPMENT Saul Cohen & Associates, L TO. 

Saul Cohen & Associates , L TO. K C A Research 

DIRECT MARKETING 
Concepts In Marketing Research Brand Consulting Group Trend Facts 
Creative Marketing Solutions Saul Cohen & Associates , LTD. Weiss Marketing Research 

Direct Marketing Research The Datafax Company Creative Marketing Solutions 
Assocs. DeNicola Research , Inc. Dolobowsky Qual. Svcs., Inc. SMALL BUSINESS/ Dolobowsky Qual. Svces., Inc. D.S. Fraley & Associates 

ENTERTAINMENT 
First Market Rscht. Lynch) First Market Rsch(J . Heiman) ENTREPRENEURS First Market Rsch J. Re nolds) 
Greenfield Consu tin~ a'roup, Inc. 

Greenfield Consulting Group,lnc. 
Saul Cohen & Associates, L TO. D.S. Fraley & Associates D.S. Howard Assoc., Inc. 

PlayLab /TrendFacts D.S.Howard Assoc. , nc. PlayLab /TrendFacts Sources For Research, Inc. 
K C A Research 

Sweeney International , Ltd. Kennedy Research Inc. Product & Consumer Evaluations 
SOFT DRINKS, LaScola Qualitative Research The Research Center 

EXECUTIVES Marketeam Associates Rhode Island Survey , Inc. 
BEER, WINE Market Nav~ation , Inc. Sources For Research, Inc. 

Saul Cohen &Associates, LTD. Mar-Quest esearch , Inc. Southeastern Institute of Rsch. American Public Opinion Survey 
Concepts In Marketing Research MedProbe Medical Mktg . Rsch James Spanier Associates & Market Research Corp 
Dolobowsky Qual. Svcs., Inc. Moosbrugger Marketing Rsch. Strategic Marketing. Svces Saul Cohen & Associates , L TO. 
First Market Rsch(J. Heiman) Performance Focus D.S. Fraley & Associates 
First Market Rsch(J. Reynolds) Product & Consumer Evaluations PACKAGED GOODS Grieco Research Group, Inc. 
Kennedy Research Inc. Southeastern Institute of Rsch PlayLab /TrendFacts 
Market Views Research, Inc. James Spanier Associates The Answer Group Thorne Creative Research 
Mar-Quest Research , Inc. Strate~ic Marketing Services Saul Cohen &Associates, LTD. Paul A. Warner Associates , Inc. Trend acts PACE, Inc. Weiss Marketing Research Concepts In Marketing Research 
Product & Consumer Evaluations The Winters Group Dote Research Associates TEACHERS 
James Spanier Associates D . . Fral{f; &Associates 
Sources For Research, Inc. 

HISPANIC 
PlayLab rendFacts D.S. Fraley & Associates 

Sweeney International , Ltd . Research Arts , Inc. PlayLab 
Trend Facts Hispanic Marketing The Research Center 

Communication Research Thorne Creative Research TB..ECCJvM.J«'l'DS 
FINANCIAL Menendez International Paul A. Warner Associates , Inc. Creative Marketing Solutions 

SERVICES IDEA GENERATION PARENTS 
Cunninghis Associates 
Datatactics, Inc. 

ADI Research , Inc. ADI Research, Inc. Saul Cohen & Associates, L TO. Decision Research 
Cleveland Field Resources, Inc Brand Consulting Group Dote Research Associates First Market Rsch(J . Heiman) 
Saul Cohen & Associates , LTD. Saul Cohen & Associates , LTD. D . . Fraley & Associates D.S. Howard Assoc. , Inc. 
Concepts In Marketing Research Decision Research PlayLab /Trend Facts Kennedy Research Inc. 
Datatactics, Inc. Dolobowsky Qual. Svcs. , Inc. LaScola Qualitative Research 
Dolobowsky Qual. Svcs., Inc. First Market Rsch(J . Reynolds) 

PET PRODUCTS 
PlayLab /Trend Facts 

First Market Rsch(L. Lynch) D.S. Fraley & Associates Sources For Research, Inc. 
First Market Rsch(J. Reynolds) L~nn Greenbed'l: & Associates Saul Cohen & Associates , LTD. Southeastern Institute of Rsch. 
Greenfield Consulti n~ Group,lnc. P ayLab /Tren acts Rockwood Research Corp. Wolf/Aitschui/Callahan , Inc. 
LaScola Qualitative esearch Rhode Island Survey , Inc. Yarnell , Inc. 
Marketeam Associates SweeneCinternational, Ltd . Thorne Creative Research 

Moosbrugger Marketing Rsch Thorne reative Research TELECONFERENCING 
PACE, Inc. Paul A. Warner Associates , Inc. PHARMACEUTICALS 
Product & Consumer Evaluations The Answer Group 

Rockwood Research Corp. 

The Research Center INDUSTRIAL Saul Cohen & Associates , L TO. TELEPHONE FOCUS Rockwood Research Corp. Concepts In Marketing Research Creative Marketing Solutions 
Sources For Research , Inc. First Market Rsch(J . Heiman) Datatactics, Inc. GROUPS Southeastern Institute of Rsch D.S. Howard Assoc., Inc. D.S. Howard Assoc. , Inc. 
James Spanier Associates Kennedy Research Inc. Market Nav~ation , Inc. Datatactics, Inc. 
Trend Facts Market Navigation, Inc. MedProbe edical Mktg. Rsch Market Navigation, Inc. 
Paul A. Warner Associates, Inc. Mar-Quest Research , Inc. Playlab /Trend Facts Trend Facts 
The Winters Group Strategic Research, Inc. James Spanier Associates 
Wolf/Aitschui/Callahan , Inc. Sweeney International, Ltd . Weiss Marketing Research TEENAGERS Yarnell , Inc. Trend Facts The Winters Group 

ADI Research , Inc. 
Yarnell , Inc. 

FOOD PRODUCTS POLITICAL 
Saul Cohen & Associates, LTD. 
Dote Research Associates 

American Public Opinion Survey INSURANCE RESEARCH D. . Fraley & Associates 

& Market Research Corp Trend F acts/Piaylab 
American Public Opinion Survey 

PlayLab 
Saul Cohen & Associates , LTD. Research Arts , Inc. 

Dote Research Associates MEDICAL 
& Market Research Corp Rhode Island Survey , Inc. 

D . . Fraley & Associates Cleveland Field Resources, Inc Thorne Creative Research 
Moosbrugger Marketing Rsch . PROFESSION LaScola Qualitative Research 

PlayLab /Trend Facts Weiss Marketing Research TRANSPORTATION 
James Spanier Associates ADI Research, Inc. 

Thorne Creative Research Saul Cohen & Associates , LTD. PUBLISHING SERVICES 
Trend Facts Creative Marketing Solutions 

Saul Cohen & Associates , L TO. Sweeney International, Ltd. 
Paul A. Warner Associates , Inc. D.S. Howard Assoc, Inc. 

Marketeam Associates First Market Rsch(J . Heiman) Paul A. Warner Associates , Inc. 
Weiss Marketing Research 

Mar-Quest Research , Inc. D.S. Fral{f; & Associates 

HEALTH & BEAUTY 
MedProbe Medical Mktg. Rsch PlayLab rendFacts TRAVEL 
Strategic Research, Inc. Thorne Creative Research 

Saul Cohen & Associates, L TO. 
PRODUCTS MILITARY RESTAURANT/ 

Mar-Quest Research, Inc. 

American Public Opinion Survey 
Sweeney International , Ltd. 

& Market Research Corp American Public Opinion Survey FAST FOOD Trend F acts/Piaylab 

The Answer Group & Market Research Corp 
PlayLab /Trend Facts YOUTH Saul Cohen & Associates , LTD. PlayLab /Trend Facts 

D.S. Fral~ & Associates Paul A. Warner Associates , Inc. 
RETAIL DoJ'e Research Associates 

PlayLab rendFacts D .. Fraley & Associates 
Thorne Creative Research MODERATOR Brand Consulting Group PlayLab 
Paul A. Warner Associates , Inc. 

TRAINING 
Saul Cohen & Associates, L TO. Research Arts, Inc. 
First Market Rsch(L. Lynch) Strategic Research Corp. 

Cunninghis Associates First Market Rsch(J. Reynolds) Paul A. Warner Associates , Inc. 
Paul A. Warner Associates, Inc. Wolf/Aitschui/Callahan, Inc. 
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United 
Way 

continued from p. 7 

the most successful advertising vehicle. 
Fifty-four percent of the respondents said 
they were aware of United Way TV 
advertising in Wave I, and 67% said they 
were aware in Wave II. By contrast, in 
Wave II , 17% ofthose who were aware of 
United Way advertising said they heard 
the advertising on the radio, compared 
with 15% in Wave I. Unaided recall of 
United Way advertising increased from 
25 % in Wave I to 43% in Wave II. 

Respondents were also asked about 
their general awareness of several chari­
ties. Total awareness was high for all 
charities, and the United Way was high­
est in top-of-mind awareness and in total 
unaided awareness. 

About one in three said they were 
encouraged by their employers to con­
tribute to charitable organizations; United 
Way was the organization supported most 
heavily in this manner. The research found 
that a company 's size had a strong influ­
ence on the level of giving within the 
company. Employer-encouraged contri­
butions were much more widespread in 
firms with 35 or more employees than 
those with less than 35 employees. 

A success 
Based on the awareness findings alone, 

the campaign-and the decision to use 
paid time-was considered a success . 

"I think that you can only expect tele­
vision or radio to do so much for you, so 
just the level of awareness alone was very 
significant," Boyle says. "We were very 
pleased by it. The fact that people could 
actually recall some of its elements 
showed that it was something that caught 
their attention. That 's important because 
you have to get their attention before you 
can get people to receive even a brief 
message. 

"The other thing that you see in the 
follow-up research is that we did some 
agreement scales on how people felt about 
United Way and what their contributions 
were doing and you saw some movement 
from neutral to positive for those attrib­
utes." 

An unexpected dividend of the deci­
sion to buy adverti sing time was an in-
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crease in public service time provided by 
the stations. Carlson says that initially 
there were fears that buying time might 
adversely affect the amount of public 
service time available to United Way. 
But the Haworth Group, United Way 's 
volunteer media buyer for the campaign, 
in most cases secured matched donations 
of spots for each prime time spot pur­
chased. 

"(The Haworth Group) was very 
upfront about the fact that our dollars 
were limited and they asked ifthe stations 
could match the air time in prime time 
with the donated spots and they were able 
to get about a one-for-one match in most 
cases. We had approximately $400,000 
in donated time, which was much better 
public service time than we 'd ever had 
before, so instead of reducing our public 
service time, it actually enhanced it," 
Carlson says. 

Re-run spots 
Based on the success of the "Trouble" 

campaign, United Way will re-run the 
spots this fall. Another round of pre- and 
post-tests will also be conducted. 

"Our entry into the world of paid ad­
vertising was approved as a two-year 
pilot," Boyle says, "so the research will 
help us determine what our advertising 
expenditure levels should be after the 
pilot' s over. It also lets us look at the 
effectiveness of the advertising and fig­
ure out if there are things we need to 
change in it. Right now we ' re using the 
research results to develop some copy 
points for future messages. 

"This (project) really established a 
baseline to measure future advertising 
by. We ' re very interested to see what the 
testing we do for thi s fall 's advertising 
will indicate. We may be starting at lower 
levels than we fini shed at last year be­
cause of the fall-off effect. In the future , 
one of the issues we ' ll be looking at is, 
when you have a high degree of aware­
ness, how do you structure your research 
to show differences as the awareness 
levels climb and the growth is smaller?" 

Overall , Carlson says, the research 
backed up the previous finding that the 
United Way 's biggest challenge is just 
asking people to give. "Our research has 
shown over and over that the main reason 
people don ' t give is that nobody asks 
them, and thi s project just reinforced that. 
There aren ' t any major problems with 
United Way, we just have to do a better 

job of getting out and asking people." 0 

Please add the fo llowing faci lities to the 1989 
Directory of Focus Group Facilities: 

T & K Research Center 
245 Peachtree Center Ave. 
Marquis One, Suite 308 
Atlanta, GA 30303 
Ph . 404-578-9085 
Fax 404-977-0833 
I ,2,3,4,6,7B 

The Meeting Place 
2 11 8 l/2 Silver Lake Road 
New Brighton, MN 55 11 2 
Ph . 6 12-63 1-2084 or 
6 12-636-3003 
1,2,3,6,70 

Olsen Marketing, Inc. 
P.O. Box II 
Willmar, MN 5620 1 
Ph. 6 12-23 1- 1970 
1,6,7B 

Capitol Focus Group Centre 
Div. of Martin Research, Inc. 
8 100 Three Chopt Rd. 
Richmond, VA 23229 
Ph . 804-285-3 165 
I ,3,4,6,78 

Please add the fo llowing faci lities to the 1990 
Directory of Telephone 1nterviewing Facilities: 

Southern Research Serv ices, Inc. 
1930 Bishop Lane, Suite 92 1 
Louisville, KY 402 18 
Ph . 502-454-077 1 
Fax 502-458-5773 
16-0- 16-0 
Contact: Sharron Hermanson 

Minnesota Opinion Research, Inc. 
790 I Xerxes Ave. S., Suite 300 
Bloomington, MN 5543 1 
Ph . 6 12-88 1-2380 
Fax 6 12-88 1-620 1 
22-22-22-22 
Contact: Kristin McGrath 

Bryan Research, Inc. 
820 South Main St., Suite 207 
St. Charles, MO 6330 I 
Ph . 3 14-946-8007 
7-0-7-0 
Contact: Susan Bryan 

I/H/R Research Group--Las Vegas 
4440 S. Maryland Pkwy, Suite 203 
Las Vegas, NV 89 11 9 
Ph. 702-734-0757 
55-25-55-55 
Contact: Lynn Stalone 

Smart Line Systems 
Empire Tower, Suite 5 10 
Buffa lo, NY 14202 
Ph. 7 16-842-2020 
Fax 71 6-842-2003 
30-30-30-0 
Contact: Lynn M. Holbe l 

East Coast/West Coast 
30 1 N. Chestnut 
Lumberton, NC 28652 
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Trade Talk 
continued from p .46 
questions that get raised and there aren't any answers to them 
yet." 

have begun requiring homeowners to recycle their yard waste, 
which, Daniels says, has sent consumers to their local hardware 
and garden stores loaded with questions. 

"Yard waste accounts for 20-25 % of what's in our landfills, 
and we knew it was just a 'l'lflll'l! it'1'i'2l'PiWPm'IDJUR'PVnr1wrrw-

Safe chemicals matter of time before the ORGANIC u 

Public concern over pesticides and herbicides has also been 
demonstrated at lawn and garden centers across the country. 
Organic Gardening is sold in more than 1200 lawn and garden 
centers, and Daniels says that the retailers say they are receiving 
many requests from consumers for "safe" chemicals. 

municipalities started tell­
ing people they wouldn ' t 
handle it anymore. So now 
people want to know how 
to compost." 

Overall , the results of the 
second Organic Index are 
further proof that a modest 
but significant change is oc­
curring. It shows that people 
are backing up their con­
cern with action. 

GARDENING 
"It started last gardening season and it 's been even more 

dramatic this year. People are coming in and saying, 'Tell me 
something I can use that 's safe for my children and won't harm 
my pets. ' They want to take care of their lawns and shrubs and 
gardens, but they want environmentally sound products. 

"This and other stories we hear tell us that awareness is 
increasing steadily. There are companies that are trying to 
respond to consumer needs in thi s area-they're small compa­
nies, but because of the interest they ' re growing by leaps and 
bounds." 

The poll found that 26% of the respondents who are active 
gardeners have started composting, another indication of spread­
ing environmental concern. Municipalities around the U.S. 

"Some ofthe polls that have asked people about their concern 
for the environment haven ' t asked what they have done about 
it. That 's why I found our results every encouraging and 
exciting. Even though they ' re not huge, they show that some 
people did change. And from my point of view that 's the only 

way we ' re going to tum around the problems we have." 0 

Ph. 9 19-739- 1157 
30-0-30-0 
Contact: Elsie Beaver 

Due to a typographical error, information was 
omitted fro m the Equifax/Quick Test Opinion 
Centers listing on page 70 of the 1990 Directory of 
Telephone Interviewing Facilities . The corrected 
listing is: 

Equifax/Quick Test Opinion Centers 
8 16 Greenbriar Circle/Suite 208 
Chesapeake, VA 23320 
Ph. 804/523-2505 
Fax 804/523-0463 
16-0- 16-16 
Contact: Gerri Kennedy 

The listing for Irwin Research Services , Inc. on 
page 48 of the 1990 Directory ofTelephone Inter­
viewing Facilities should read as fo llows to reflect 
the firm's move to a new location: 

Irwin Research Services, Inc. 
900 University Blvd ., Suite 606 
Jacksonville, FL 32211 
Ph. 904/744-7000 
Fax 904/744-2090 
70-70-70-70 
Contact: Scott Irwin 

Headquarters: Quirk's Marketing 
Research Review, 6607 18th Ave. 
So., Minneapolis, MN 55423. Phone 
& fax (612) 861-8051. 

West Coast: Lane E. Weiss, 582 
Market St. , Suite 611, San Francisco, 
CA 94104. (4 15) 986-6341. 
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Analytical Computer ... ...... ... ..... ... ..... .. ... ... 13 
Bretton-Clark ... ... .... .... .. .. ... .................. .. ... 15 
Bruskin Associates ..... ..... ...... ... ................ 33 
Burke Institute ....... .... .. .. .... ... .. .. ... ............. 4 7 
Consumer Opinion Services ......... .... .. .... . 22 
Demometrika .. ......... .... ........ .. ....... .. ...... ... . 1 5 
Equifax/Quick Test ........ ...... ..................... 3 
Focus Suites of Philadelphia .. .. ....... .. ...... . 48 
Gale Research .... .... ..... ... ..... ... ....... ...... ... . 37 
Gargan & Associates ........ ... .... ................ 31 
I C A Survey Research Group ... .. ........... . 35 
Irwin Research ............. ... ... ... ... ................ 39 
Maritz Marketing Research ... ..... .. .... ... ..... 11 
Marketeam Associates ......... ....... .. .... ... ... . 21 
Marketing Research Services ...... .. ... .. ..... 28 
Marketing Systems Group ..... ... ... ............ 25 
MKTG, Inc ....... .. ..... ..... ..... ...... ... ...... .... ..... 27 
Namelab ..... .. ... .. .. .. .. ......................... ....... 46 
National Food Labs ............................. .... . 13 
Northwest Surveys ... ..................... .... ... .... 14 
Ortek ...... .. .......................... ...... ..... ......... ... 17 
Question Box ..... .... .. ....... ................. .... ... .. 1 o 
Rockwood Research .. ... ... ........................ 23 
Sawtooth Software ................... .. ....... ....... 37 
SPSS, Inc .......... .. ........... ............... .... ... .... 5 
StatPac ............. ..... .... .......... .. ... ... .......... ... 24 
Wirth lin Group . . . .. . . . .. . .. . .. . . . ... . .. . ... . . .. . . ... . .. . 2 

Evan Tweed has joined the sales staff 
of Quirk's Marketing Research Review 
as marketing associate. Working from 
our Minneapolis headquarters , he will 
assist current advertisers and new pros­
pects in the development of their adver­
tising programs. 

FOR SALE 

Thriving market research field 
service for sale due to owners' 
age. 

For more information write to: 
Quirk's Marketing Research Review 

Dept. H 
P.O. Box 23536 

Minneapolis, MN 55423 

Market Research Just Got Easier! 

Save time and $ on your next study. 
Subcontract the final data analysis and 
report writing. We have over 10 years of 
multi-industry experience. Our reports 
are clearly written and speak to your 
objectives. Complete desktop publishing 
capabilities including color graphics. 
Presentation overheads in color also 
available. Call today to discuss your 
upcoming study. 

Answers Research 
202 N. Rios Avenue 

Solana Beach, CA 92075 
619-792-4660 
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by Joseph Rydholm 
managing editor 

Poll finds growing interest in 
organic gardening 

A s concern over the use of pesticides and herbicides on 
the food we eat has mounted, many Americans have 
started growing more of their own fruits and vege­

tables, according to a nationwide Louis Harris poll conducted 
for Organic Gardening magazine. 

The second annual "Organic Index" poll, conducted in late 
1989 for the popular (eire. 1 million) magazine, found that 
nearly 30% of the Americans who said they grew their own 
fruits, vegetables, and herbs said they were growing more of 
their own food as a result of reports on pesticides and other 
chemicals. Thirty percent of those surveyed said the reports had 
caused them to change their eating habits. Just over 28% said 
they had sought out organically grown produce grown with 
limited use of chemicals. 

Stevie Daniels, executive editor of Organic Gardening, says 
that the idea for the poll came out of staff planning meetings. "It 
occurred to us that we had never really taken a measure of the 
general American population in terms of how many people 
recognize and understand the word 'organic , 'she says. 

"When we got the results of the first poll, we were tremen­
dously excited to find out that almost half of the people said they 
had eaten organically grown food and another 84% said that if 

they were given a choice, they would prefer to buy it. This told 
us that not only did they understand what organic was, they had 
a preference for that kind of food. The first poll was done before 
the Alar scare, so it was of tremendous significance that people 
were already concerned. They didn ' t have to be scared into it." 

Wait and see 
Consumer interest hasn't made organic items a fixture in 

local supermarkets, primarily because supermarkets have 
adopted a wait-and-see attitude, Daniels says. 

"After the Alar controversy surfaced, many of the large 
supermarket chains responded by putting in some organic 
produce. But in the late winter and early spring of this year, 
many of those chains stopped providing it because the con­
sumer response wasn't strong enough from the supermarkets' 
point of view, so they pulled their (organic) sections. 

"No one really knows what that means. Is the conclusion that 
the mass supermarket is really not the place for organic pro­
duce? Is organic produce something that"consumers should be 
buying at the grower ' s farm, at a farmer ' s market, or at a small 
supermarket that can give it the right handling? Those are the 
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At NameLab, we've made product and company names like Acura, AutoZone, 
Compaq, Cycolar, Geo, Lumina, Sequa and Zapmail by constructional linguistics. 

The result of aN ameLab project is a report presenting and analyzing registrable 
names expressing your marketing ideas. We quote costs accurately in advance and 
complete most projects within four weeks. 

For information, con tact N ameLab Inc., 711 Marina Blvd., San Francisco, CA 94123. 
Voice 415~563-1639 NAMELAB® Fax 415-563-9176 
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Experience~TheBe&Teacher. 
We cordially invite you to learn marketing research methods and applications from the professionals who have 
done more customized marketing research and have taught it to more people than !IDJODe else in the world. 

When you attend a Burke Institute seminar, you 
participate in more than an exciting, on-target 
learning experience. You learn from what we have 
learned by doing tens of thousands of marketing 
research studies. Our seminars reflect this invalu­
able depth of real-life expertise, not available to you 
anywhere else. 

It is just one of the many reasons for the rave re­
views we have received worldwide from past par­
ticipants at more than 1200 marketing research 
seminars conducted by us during the past 14 years. 
Here are just a few verbatims from recent seminar 
evaluations: 

I. Super- best 2 day seminar I've ever had! Totally targeted 
-very well done. Best (seminar manual) I've seen in terms of 
walking away with a great memory jogger. 

Manager; ICI Pharmaceuticals 
2. Outstanding! Will recommend for the entire professional 

staff at Ford. Extremely helpful for doing my job. Excellent, 
well laid out (manual). 

Project Manager; Ford 
3. Fabulous seminar. Covered a wide range of difficult informa­

tion in only three days. I felt a very personalized learning ex­
perience - all due to the (speakers) vibrant, one-on-one 
communication style. 

President, Marketing Consulting Comp.JmY 
4. Excellent -Covered more information in more detail and 

certainly more immediately useful methodology than the 
two semesters of business research methodology that I had 
just completed in an MBA program. Exciting, energetic, 
knowledgeable and effective presentation. 

Opportunity Analyst, Dow Chemical 
5. Fantastic! Even though I have an M.S. in stats, I have never 

had such a clear picture of how to apply stat techniques 
before. Wonderful examples to explain the theories, ideas, 
philosophies- superb (speaker)! Helped to motivate me to 
expand my use of different techniques and explore more 
possibilities. 

Market R esearch Analyst, Consumer Power ComrumY 
6. Great seminar. Concentrated- practical- directed. Engaging 

(speaker)- it is exciting to have direct contact to such talent. 
Market Officer; Marine Midland Bank 

7. Excellent -exactly what I was looking for. No doubt that 
(the speaker) knows material inside and out, easily access­
ible, applied situation in real life to what we were learning. 

Project Manager; Procter & Gamble 
8. I can't say enough. I am much more prepared to understand 

the analysis needs and interpret the results effectively. Thank 
you. Nothing was a waste of time. 

Assistant Manager; AT&T 

9. Outstanding seminar. I learned a great deal and this seminar 
tied together a great deal of information that I had been 
exposed to but never trained in. Outstanding (speaker) used 
a lot of analogies that helped with the understanding of a lot 
of concepts. This course made marketing research more 
interesting to me. 

Market Planner; Corning Glass Works 
I 0. Covered exactly the kinds of Issues we face in advertising re­

search, and more important, the material was made very un­
derstandable because of the context in which each tool was 
described. The speaker can't be beat. 

V. P., Group Research Director; Leo Burnett Advertising 

B:Thel __ . urKe 
Institute 

800 Broadway, Cincinnat~ Ohio 45202, 800-543-8635 
© 1989, The Burke Institute 

The Burke Institute 
Partial schedule of seminars January 1990-September 1990 

101. Practical Marketing Research 
Atlanta .... . ........ Jan.8-10 
Boston ............ . Jan. 29-31 
Cincinnati ........... Feb. 5-7 
Chicago ............ Feb. 28-Mar. 2 
New York ........... Mar. 26-28 
Detroit .. .... .... . .. April 2-4 
San Francisco ........ April 30-May 2 
Cincinnati . . ......... May 14-16 
New York ....... .... June4-6 
Chicago ............ June 25-27 
Cincinnati . .......... July 16-18 
New York . .... ...... Aug. 8-10 
Cincinnati ........... Sept. 5-7 
Boston ............. Sept. 24-26 

102. Introduction to Marketing Research 
Cincinnati ........... Mar. S-6 

104. Questionnaire Construction 
Workshop 
New York . ....... . .. Feb. 27-28 
Cincinnati ........... Mar. 26-27 
Chica~o ........ ... . April 17-18 
DetrOit ... ... ....... May 23-24 
New York ........... June 12-13 
Los Angeles . ......... July 31-Aug.1 
Cincinnati ........... Sept.ll-12 

105. Questionnaire Design: 
Applications and Etihancements 
New York ........... Mar. 1-2 
Cincinnati .......... . Mar. 28-29 
NewYork ........... June14-IS 
Los Angeles .......... Aug. 2-3 
Cincinnati ........... Sept.13-14 

201. Focus Groups: An Introduction 
New York ........... Feb.12-13 
Boston . . ........... Mar. 6-7 
Chicago ............ April 19-20 
Boston .. .. ......... Sept.27-28 

202. Focus Groups: 
An Applications Workshop 
New York ........... Feb. 14-15 

203. Focus Group Moderator Training 
Cincinnati ........... Jan. 30-Feb. 2 
Cincinnati ........... Feb. 20-23 
Cincinnati ........... Mar. 13-16 
C~c~nat! ........ ... April 3-6 
Cmcmnati ........... May 8-11 
Cincinnati ........... June 19-22 
Cincinnati ........... July 10-13 
Cincinnati ..... ... ... Aug. 14-17 
Cincinnati ........... Sept. 18-21 

204. Qualitative Marketing 
Research with Children 
New York ........... Feb. 16 

301. Writing Actionable Marketing 
Research Reports 
Los Angeles .......... Jan. 10-11 
Chicago ............ Feb. 1-2 
Cincinnati ........... Mar. 19-20 
San Francisco ........ May 3-4 
New York ... . ....... June7-8 
Detroit ............. Aug. 21-22 
Cincinnati ........... Sept. 20-21 

302. Effective Oral Presentation 
of Marketing Information 
Cincinnati ........... Jan. 22-24 
Cincinnati ........... Mar. 21-23 

401. Managing Marketing Research 
Boston ............. Feb. 1-2 
New York ........... June28-29 
Cincinnati ........... Sept. 26-27 

501. Applications of Marketing Research 
Atlanta .. ........... Jan. ll-12 
New York ........... Mar. 29-30 
Cincinnati ........... May 17-18 
New York ........... June26-27 
Cincinnati ........... Sept. 24-25 

502. Product Research 
Cincinnati ........... Feb. 6-7 
Cincinnati ........... May 8-9 
New York ........... July 10-11 

503. New Product Forecasting 
Cincinnati ........... Feb. 8-9 
New York ........... Aug. 21-22 

504. Advertising Research 
New York ........... Jan. 25-26 
Cincinnati ........... May 24-25 

505. Positioning and 
Segmentation Research 
New York ........... Jan. 23- 24 
Cincinnati ........... May 22-23 
New York ........... Aug. 21-22 

506. Customer Satisfaction Research 
Cincinnati ........... Jan. 18-19 
Los Angeles .......... Mar.15-16 
Cincinnati . .......... May 3-4 
New York ........... July 12-13 
Cincinnati .......... . Aug. 23-24 

507. Pricing Strategy & Tactics 
Cincinnati ........... Feb. 22-23 

601. Tabulation & Interpretation 
of Marketing Research Data 
Chicago ............ Feb. 12-13 
Boston ...... . ...... Mar.l2-13 
Cincinnati ........... April 23-24 
New York ........... June 18-19 
San Francisco . . ...... Aug. 6-7 

602. 1bols and 'Thchniques 
of Data Analysis 
Chicago ........ . ... Feb. 14-16 
Boston ............. Mar. 14-16 
Cincinnati ........... April 25-27 
New York ........... June 20-22 
SanFrancisco ........ Aug.8-10 
Detroit ............. Aug. 29-31 
Cincinnati ........... Sept.17-19 

603. Practical Multivariate Analysis 
New York ........... Feb. 7-9 
Chicago ............ Mar. 19-21 
Cincinnati ........... April 18-20 
Boston .......... ... June 12-14 
NewYork ........... July25-27 
Los Angeles .......... Sept.ll-13 

701. International Marketing Research 
Cincinnati ........... Mar. 29-30 

901. Four-Week Certificate Program 
New York ........... June4-27 
Cincinnati ........... Sept. 5-25 

Sign Up For These Or Other Seminars 

Please look over the list of our current seminars. Then call 
us toll-free. We will help you select the best seminar or other 
educational opportunity to meet your specific needs. Please 
call Lisa Raffignone, Marketing Manager, or D:r: Sid Venkatesh, 
President, at 800-544-7373 (ext. 3775). 
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Find out what hundreds of researchers already knovv ... 

Focus Suites is like no other facility you've ever tried. 

• The expertise of our professional recruiters is unsurpassed in this industry. 

• We have three separate, totally private 3-room suites. 

• These extraordinary suites are available for the same cost or less than that 
of an ordinary facility. 

Call today for a competitive bid on your next qualitative research project. 
Once you've tried us, you'll never be satisfied with an ordinary facility again. 

The Right People ... The Right Price ... The Right Place 

One Bala Plaza, Suite 622, 231 St. Asaphs Road, 
Bala Cynwyd, PA 19004 (215) 667-1110 
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