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Health Care Research-------------------------

Ongoing treatment 
Research helps a rural Arizona hospital through a 

bond election and beyond 

0 ne often overlooked aspect of 
America's ongoing health care 
crisis is the disappearance of 

the nation's rural hospitals. Rising health 
care costs, shrinking small town popu­
lations, a long-slumping agrarian 
economy-all have taken their toll on 
hospitals in outlying areas . According 
to American Hospital Association fig­
ures, 330 rural hospitals closed between 
1980 and 1990, trimming the number of 
rural facilities by over 14 percent. 

One facility in west central Arizona is 
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by Joseph Rydholm/managing editor 

Medical Center (YRMC) is a full ser­
vice community hospital staffed for 87 
beds. The hospital draws patients from 
a population base of 65,000. (Prescott's 
population is about 25,000.) Its proxim­

YAVAPAI REGIONAL ity to Phoenix makes the region aeon-

MEDICAL CENTER venient weekend destination for that 
city's residents. The Prescott area is 

aiming to stem that tide, and marketing 
research is part of its plan. 

Located in Prescott, about 100 miles 
north of Phoenix, Yavapai Regional 

also a popular choice for retirees, who, 
along with other newcomers, contrib­
ute to the area's steady growth. 

Though YRMC is the only health 
care facility in its area (with the excep-
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tion of a nearby veteran's hospital) it 
must compete, in a sense, with health 
care providers in Phoenix. Some resi­
dents choose to drive there either for 
specialized se rvices that Yavapai 
doesn ' tofferorbecause they don't have 
a local physician. 

Because of thi s competitive situa­
tion, the hospital uses a regular cycle of 
surveys to gauge community awareness 
and perceptions of the hospital. These 
help determine what kinds of marketing 
efforts to undertake, ays Robbie Nicol , 
YRMC' s director of develop­
ment and community relations. 

" In a smaller community, it 's 
easier to make assumptions 
about our market and those as­
sumptions are not always ac­
curate. That 's why it 's impor­
tant to stay in touch with all the 
publics, not only the patients 
but the family members, the 
employees, and the people who 
haven ' t had any recent contact 
with the hospital. We ' re not 
just listening to one segment. 
We ' re trying to li sten to every­
body." 

Survey of voters 
The importance of li stening 

to the market was made clear in 
1986, when YRMC used a sur­
vey of local voters to help pass 
a bond election that would en­
sure funding for completion of 
a renovation of the hospital. 

Though the ho pi tal receives 
no tax support from area res i­
dents, the hospital district op­
erates as a public body, hence voter 
approval was needed to pass the bond 
measure. The hospital commissioned a 
telephone study with voters that Nicol 
says was critical to the development of 
a campaign for bond passage that would 
convince voters. 

" I knew I had to have some informa­
tion aboutthecommunity's perceptions 
and attitudes before I could begin to 
design any kind of campaign. I genu­
inel y do not think that it would have 
been successful without the informa­
tion that the research was able to pro­
vide," Nicol says . 
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Chris Herbert, now president of The 
Insight Group, a Phoenix-based research 
and consulting firm, designed the bond 
issue survey for Yavapai while em­
ployed by another firm. He says that the 
survey was designed to find out how 
people reacted to the bond issue and to 
determine the arguments that were most 
likely to sway people to vote yes. "The 
initial survey data was encouraging but 
nothing near a slam dunk. Just over half 
of the respondents were in support of 
the bond, 20% said they 'd vote no, and 

25% were undecided, so the vote shift 
could go either way. The hospital had to 
find out what messages the voters needed 
to hear about the bond issue to assure 
passage." 

Tax support 
From the survey process, the hospital 

learned that residents had a number of 
misperceptions about the amount of tax 
support YRMC received. "We still 
struggle with the misperception that 
we're tax supported, even though we've 
never received any tax revenue since 
the district was formed in 1960," Nicol 

says. 
In addition, the hospital found that it 

had some misperceptions of its own. 
For example, YRMC was proud that its 
rates were much lower than the state­
wide average and in comparison to other 
rural facilities, but this wasn't impor­
tant to residents. "I think that 's because 
health care is expensive and it 's not 
relative in the minds of the consumer. 
Although some do shop around for 
health care, when it 's a friend or a loved 
one, people want the best care they can 

get," Nicol says. 
"That 's when I first realized 

that the community does not 
think like we in hospital ad­
ministration think. We were so 
proud that we had kept our rates 
low and in fact that probably 
ended up hurting us in the long 
run because in the last few years 
we 've spent a lot of time play­
ing catch-up with our rate in­
creases." 

New study 
The bond issue passed, and 

the new section of the hospital 
has been open since late 1989. 
Earlier thi s year, YRMC com­
missioned The Insight Group 
to conduct a more marketing­
related survey to examine resi­
dent impressions of the hospi­
tal and determine if the renova­
tion has had a positive impact 
on community perceptions of 
the hospital. 

"The main goal for the new­
est study was to find out how 

the image of the hospital had changed. 
At the beginning of this year we launched 
a vision for the hospital. We 've done a 
lot of work internally with the employ­
ees and the department managers and 
we were interested in knowing if that 
work has had an impact on how we're 
perceived by the patients and the com­
munity at large," Nicol says . 

For the latest survey, 400 heads of 
household were interviewed by tele­
phone. Because of the likelihood that 
hospital employees or theirfamily mem-

continued on p. 28 
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Consulting the maps 
Computer mapping, statistical analysis help the 
director of research for a Philadelphia-area health 
care system meet information needs 

L 
ocated in Radnor, Pennsylvania, 

Main Line Health , Inc. (MLH) 

is one of the oldest and largest 
health care systems in its area. The non­

profit system includes four hospitals: 
Lankenau, a large research and tertiary 

care facility just outside of Philadelphia 
with 475 beds; two acute care faci lities, 

Bryn Mawr and Paoli Hospital s, with 

393 and 208 beds respectively; and Bryn 
Mawr Rehabilitation, a 121-bed fac ility 

located in Malvern, 
Penn. that receives 

referrals from five 

states and the Dis­
trict of Columbia. 

- Major Arterials 

- Minor A• \enol~ 

e Family Practice 

+ OG C '\ * PA"o[Nr 

we act as consultants for the hospital s," 
he says . 

One tool Stanowski often uses in the 
health care system 's many data analysis 

projects is computer mapping software. 

For example, MLH was considering 
setting up a network of health care pro­
viders for its 5,000 employees. A loose 

network already existed, but MLH 

wanted to solidify contracts with some 
hospitals and eliminate other from the 

MEDICAL CENTER 
PHYSICiAN RUERF~AL SYSTLM 

Strategic Mapping Inc. 's Atlas GIS map­
ping software to how employee loca­

tion by ZIP code, employee utili zat ion 

of the hospitals by gross charges, and 
the location of competitors. "By look­

ing at those three factors, two of them 
with strong geographic , spatial rela­
tionships, we were able to eliminate 

certain hospitals from the network. In 

one or two cases I think we added hos­
pitals to the group that we want to con-

tract with. One hospi­
tal wouldn't g ive us 

the discounts we were 

looking for so we 
found another one that 
could meet our needs 

just as well so we're 

negotiating with them 
to enter the network," 

Stanowski says . 

Survey and 

clustering 
When MLH wanted 

to investiga te con­
tracting with some 

managed care compa­
nies in its area, it used 

a system that incorpo-

As director of mar­

ketresearch for Main 
Line Health, it 's An­

thony Stanowski 's 

job to coordinate the 
research studies con­
ducted by each of the 
hospital s. "Two of 

the hospital s have re­
search analysts, but 
for the most part I'm 
the corporate re­
source for research. 

So although we con­
tract out most re-

search studies, the 
hospitals rely on me 

Computer maps similar to the one shown above helped Main Line Health rates a large scale sur­
determine which hospitals to contract with when it was setting up a network of vey and clustering. 
health care providers for its employees. The 

for opinions of research methodologies 
and vendors. It 's a decentralized sys-

tern. From the corporate standpoint 
there isn't a strong locus of control so 

8 

network. The analysis was intended to 
determine which hospital s to keep and 

which to drop. 
Computer maps were created using 

sys tem , 

Mediedge, created by Inform Inc ., com­
bines data from a health care survey of 

1 00,000 people around the country and 
Clarita ' PRIZM clustering method. 
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The Main Line Health 
System includes tour 
hospitals (shown clockwise 
from top): Lankenau, Bryn 
Mawr, Paoli Memorial, and 
Bryn Mawr Rehab. 

PRIZM identifies distinct de- health utilization estimates 
mographic clusters, assigning based on the National Center 
each of them a name (such as for Health statistics; it tracks 
Blue Blood Estates, Hard physicians in that area; and it 
Scrabble, Young Influentials) takes practice statistics based 
based on their incomes, spend- on national norms. It uses all of 
ing habits, where they live, etc. these to give an idea of poten-

"We take the utilization rates r'- tial practice expense and rev-

by cluster code, and although enue. 
it 's kind of a leap of faith when "For example, you define 
you say, ' Blue Blood Estates yourareabasedonathreemile 
will havex percentoftheirpopu- radius and you say, if we put a 
lation in HMOs,' it 's probably physician here and we penetrate 
the best thing we've got going the market by getting x percent 
right now to determine certain --=----~------~-~~-------' of all patients we will have a 

utilization rates in a small area. net profit of x thousands of 
Using Inform we're able to take esti- Health member hospital wanted to in- dollars by the third year. 
mates of managed care populations in vestigate expanding its market share in "We used AmPlan to identify areas 
specific ZIP codes or groups of ZIP certain areas as part of long range stra- where we should consider placing phy­
codes. There 's really no other way to tegic planning. To start, Stanowski used sicians or enhancing practices and then 
get at that data. " Inform' AmPlan , a computer program we used Atlas GIS' pinpoint mapping 

that simplifies the forecasting of health to see the spatial relationship of physi-

Market share care usage estimates. 

In another analysis task, a Main Line "It applies local demographics to continued on p. 26 
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Health Care Research------------------------

Number 
crunc 
Forest Hospital uses statistical 

analysis to develop effective 
quality measures 

M ental health professionals today are being held to more 
rigorous standards. They are being asked not merely to 
demonstrate that a particular course of treatment works, 

but that it works consistently for individuals with similar diagnoses. 
Increasingly, they must validate their work with reliable statistical 
research. 

Only a decade ago, a patient might have been admitted to a psychi­
atric facility and started on a course of treatment based on the therapist's 

10 

clinical judgment and previous experience in 
dealing with individuals in similar circumstances. 
Today, it is far more likely that the therapist will 

evaluate treatment options in relation to statisti­
cal measures of outcome generated from a data­
base containing dozens, if not hundreds, of simi­
lar cases. 

But is it right-or fair-to look at a severely 
depressed adolescent, a recovering alcoholic, or 
an abused spouse as a number, a point on a chart 
displaying imper onal statistics like mean aver­
ages and standard deviations? 

Within the realm of treatment and therapy the 
answer is clearly no. The interaction between 
therapist and patient remains primary, with the 
goal being to help a particular individual adjust to 
his or her life situation. But in the broader context 
of rising health care costs and efforts to improve 
treatment outcomes and ensure consistently high 
standards of care, there may be compelling rea­
sons for turning people-or at least data about 
them-into statistics. 

"The overriding issue for psychiatric hospitals 
in the 1990s will be delivering quality care and 
being cost-effective while doing it, says Dr. Chris 
Stout, associate administrator of Forest Hospital, 

At left, Forest Hospital's Dr. Chris Stout 
(I) and Kim Holub discuss one of the 
many reports the hospital staff generates 
to monitor patient satisfaction. 

a private psychiatric hospital in Des Plaines, 
Illinois. "Institutions will have to do a better job 
and then be able to demonstrate this performance 
with statistically valid measures that consumers, 
employers, insurers and others outside the mental 
health community under tand." 

Stout also serves as chief of p ychology and 
director of the Department of Clinical Research 
and Evaluation at the 170-bed facility. His per­
spective as both a clinician and an administrator 
has made him a proponent of using statistical 
techniques to improve the quality and cost-effec­
tiveness of psychiatric care. By developing accu­
rate measures of quality, the hospital can main­
tain its efforts to asse s and improve the perfor­
mance of every member of the patient-care team, 
from therapists to the housekeeping staff. 

Quirk's Marketing Research Review 



Quality measures play a very practical role , Stout says, 
because they "serve as a problem-detection and early-warn­
ing system" that helps the hospital take preventive measures 
to avoid potential medical and legal problems. In addition, in 
a health care environment that places a heavy emphasis on 
cost containment, reliable stati stical measures of perfor­
mance are vital marketing tool , closely evaluated by em­
ployers, insurance companies and managed care organiza­
tions. 

Regular surveys 
Regular patient sati sfaction surveys are a key component 

of Fore t Hospital 's quality assurance program. The hospital 
routinely surveys newly discharged patients in an effort to 
measure everything from food quality to the patient 's inter­
action with the therapi st. Re pondents are asked to complete 
an extensive questionnaire, checking off their answers on a 
five-point scale ranging from "strongly agree" to "strongly 
disagree." 

"Our patient sati sfaction survey is in its fourth generation 
of evolution. It i reviewed annually by our quality improve­
ment committee and we make any recommended revisions. 
At version three we specifically added sections soliciting 
data on patients' dislikes and recommendations for improve­
ment. We didn ' t want to lead patients to only respond 
affirmatively. Such data is biased and unusable. I feel we get 

Forest Hospital 
more of a balanced perspective and frank responses by asking 
for negative, positive, and neutral feedback." 

Stout says that patient satisfaction surveys are of key 
importance in total quality management and patient care. 
"Directly accessing the opinions of the patient is the best way 
to view how well we do our job from the consumer's 
perspective. " 

Evaluation and development 
Forest Hospital uses the data to aid in program evaluation 

and development, department/unit functioning, and in qual­
ity improvement functions. 

Over the course of a 12-month period , the patient sati sfac­
tion surveys may encompass up to 1,100 subjects and some 
35 to 45 variables. Mean averages are determined for each of 
the items included in the patient questionnaire. At the begin­
ning of each year, these mean averages are used to establish 

January, 1992 

performance criteria. 
In addition, standard deviations are calculated from the 

means. These standard deviations-a measure of the prob­
ability that sample means will vary from the mean establi hed 
for the entire population-are the key to measuring quality. 
If a department 's performance falls below the standard dev ia­

tion , hospital management knows there is a problem that 
requires immediate action. Conversely, if a department or 
staff member consistently scores above the standard devia-

Over 2,000 companies have used our 
software/ consulting services to develop attention 
riveting product and company names . Names like 
SatisFAXtion, Auto Source, Cold Rush, Rate Wise, 
The Sensible Chef, Pandora's Secrets and 
Visual Edge. 

We bundle human creativity, marketing insight, a 
proprietary namebase, and quick turnaround into a 
very affordable package. 

2 1 4 
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tion, management makes a special effort to recogn ize and 

reward the outstanding performance. 

"We use our stati stical data to establish criteria for all our 

patient contact and service departments," Stout says. "We 

calculate mean averages from each prior year's database 

sample with SPSS/PC+ and the standard deviations. When a 

department 's quarterly rating exceeds one standard devia­

tion, we commend the department; if they fall below a 

standard deviation we work to investigate why and how to 

help improve their services and thus their score. Using a 

stati stical criterion is a remarkably fair and objective ap­

proach to monitoring patient opinion and feedback. 

"The health care community and those who finance it are 

increasi ngly demanding thi s kind of stati stical measurement. 

With the new tools at our disposal, Forest is trying to be 

innovative and proactive in providing it," Stout says. 

Empirical studies 
For the past five years, Stout has used a personal computer 

and software from SPSS, a Chicago-based supplier of statis­

tical analys is packages. Using the software, Stout and hi s two 

research a sistants have produced hundreds of empi rical 

studies and reports each year. Many have a direct impact on 

patient care and Forest Hospital 's quality assurance pro­

grams. 
" I am really proud of what we have been able to accom­

plish. I do not know of any other private psychiatric hospital 

in the area that conducts such an extensive series of evalua­

tive studies. We routinely conduct patient satisfaction, day 

treatment outcome, out-patientoutcome, and numerous other 

individuali zed studies. We cou ld not be thi s productive with 

such a small staff without a powerful stati stical program as 

SPSS/PC+." 
For example, the analyses are used to chart the effective­

ness of Countdown to Recovery, an intensive outpatient 

substance abuse treatment program targeted primarily to 

corporate employees. Although the program is relatively 

new, the hospital has begun to track and analyze po t­

di scharge data on program graduates. One of the greatest 

chaiJenges in treating substance abu ers is the high rate of 

recidivism. 

A preliminary study performed with a small group of 

patients approximately one year after inpatient treatment 

showed an encouraging I 0 percent recidivism rate. No matter 

Quirk's Marketing Research Review 



what the results, Stout and his staff are comm itted to this type 

of outcome study and they continue to track vi rtua lly all 

consenting patients at three, six, nine, and twelve-months 

after their discharge from any of the hospital's programs. 

Using SPSS/PC+, Stout says, "We can cross-tabu late or 

run a descriptive analysis of referrals, targeted market samples, 
or other data sources. This helps save wasted effort, time, and 

money on misdirected marketing efforts by first statistically 

assessing the market and making informed, unbiased, statis­

tically-based decisions." 
Another research example is the current Fami ly Composi­

tion Study. The purpose of the research is two-fo ld: first, to 

determine what, if any, influence parental involvement has 

on adolescent treatment outcomes (e.g., length of stay, post­

discharge adjustment, symptom recurrence, etc.); second, to 

evaluate whether parental involvement varies with fami ly 

structure. Today, Stout notes, chi ldren can be a part of a 
traditional nuclear family, or they may just as easily be part 

of single-parent families-usually as a resu lt of divorce-or 

blended families, where a divorced parent has remarried. 

The answers to these quest ions are critical, espec ially at 

Forest Hospital, which takes a family-oriented approach to 

the diagnosis and treatment of both chi ldren and adu lts . If it 
is found, for example, that chi ldren from single-parent fami­

lies are hampered because a working adult cannot partic ipate 

regularly in treatment sessions, then it may be necessary to 
rearrange schedules or make other adjustments that al low a 

parent to be more fu lly involved in a child's therapy. 

Built database 
To date, Stout and his staff have built a database across 

studies of approximately 4000 cases, which they are analyz­
ing using both descriptive and inferential statistical too ls 

avai lable in SPSS . "The key is being able to access live 
databases that we are continually bu ilding based on clinical 

experience; and then being able to eas ily and effective ly 

analyze and reanalyze the data as we look for significant 

relationships. 

"I view the future of psychiatric care being more and more 
data-based and statistically-based. The industry must support 

its merit and va lue with unbiased, objective data supporting 

therapeutic efficacy. Those who cannot do so simply will not 

survive," Stout says. 0 
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Focus groups with physicians 
have different requirements 
than those with consumers 

by Thomas Greenbaum 

Editor's note: Thomas Greenbaum is executive vice president of Clarion Marketing and 
Communication, Greenwich, Conn. 

F ocus groups are generally recognized to be the most widely used form of market 
research in America. A recent study by the Advertising Research Foundation 
reported that virtually all business organizations use focus groups as a vehicle to 

learn more about reactions to their products and services. 
One market segment that is frequently used for focus groups is physicians. Doctors are 

recruited for focus groups by a wide 
variety of organizations, including phar­
maceutical manufacturers, producers of 
over the counter medications, financial 
services companies, and others seeking 
to talk to the very high income segment 

of our society. 
Conducting focus groups with physi­

cians requires some different procedures 
and techniques than are used in either 
consumer or business focus groups. The 
purpose of this article is to highlight 
some of the key factors that should be 
considered in implementing focus 
groups with physicians to maximize the 
quality of the research. 

Logistics 
1. Make a special effort, even if it 

requires additional expense, to recruit 
physicians that do not regularly partici­
pate in focus groups. Because of the 
demand for focus groups with doctors, 
and the difficulty motivating physicians 
to participate, there appears to be a 
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relatively small cadre of doctors willing 
to participate in focus groups. They can 
become "professional" focus group par­
ticipants because of their familiarity 
with the technique, and therefore come 
to the group with two major disadvan­

tages: 

• First, because they are "regulars," 
one must be suspect of why they are 
willing to participate so frequently. Are 
they representative of their medical spe­
cialty, or do they represent the rela­
tively unsuccessful physicians who 
participate in groups to supplementtheir 
income? 

• Second, "regular" participants do 

not generally provide the same objec­
tivity in the groups as one would get 
from a new or infrequent subject. They 
have become "research hardened" and 
often react in such a way as to "per­
form" for the moderator rather than 
reflect their real feelings. 

2. Take specific actions with the phy­
sicians that will help make them react 
more like objective participants in the 
groups, rather than "experts" who have 
come to pass judgment over the topic 
being researched. It is important toes­
tablish an environment whereby the 
participants react to the subject matter 
from their own perspective, rather than 
trying to second guess the client organi­
zation sponsoring the groups. To achieve 
the needed environment, the moderator 
should: 

· • Make it very clear in the beginning 
of the group that he or she is controlling 
the discussion, and the format of the 
session will follow a formal outline 
guide that has been prepared. This will 
help avoid the physicians trying to di­
rect the moderator to discussion areas 
which they feel will be more produc­
tive. 

• Do not use the "Doctor" title on the 
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name tags. By using first names, doc­
tors generally will not feel they are 
"above" the moderator, and therefore 

have been selected to judge what is 
happening in the group. 

3. Do not permit physicians in the 
room with beepers or portable tele­
phones, and ensure that they know they 

will not be permitted to leave the room 
for telephone calls during the session. 
This can be a real problem, as some 

doctors feel they must regularly leave 
the room to follow up on patient situa­
tions. When this happens , it negatively 

effects the dynamics of the group, and 
precludes the moderator maximizing 
the input of all the participants. 

4. Pay special attention to screening 
details, to insure that the correct people 

are recruited. For example, the type of 
problems that can occur are: 

• Some of the doctors might be acade­

micians who do not operate private of­
fices or see patients. For a large percent­

age of medical focus groups, these 
people do not have the correct back­
ground to provide the type of informa­

tion the client desires. 

• Some physicians do not have suffi­
cient experience to be effective partici­

pants in a group. For example, a doctor 
who has been in private practice for 

only one to three years might not have 

enough experience to contribute mean­
ingfully to the group discussion. Fur­
ther, the young doctor might be very 

intimidated by the other physicians in 
the room who have considerably more 

experience. 

• Some older physicians currently 
function exclusively as consultants to 

other doctors. These types of people can 
be very problematic in a group situation 
as they tend to "lecture" to the group 

rather than participate in the discussion. 

• Be sure that the physicians who are 
recruited are involved in the procedure 

or medical area that will be discussed. 
For example, just because a doctor is a 

dermatologist does not mean he or she 
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does laser surgery, and all orthopedists 
do not use the MRI diagnostic tech­
nique. 

with a physician target, thinking that 

this is representative of the larger uni­
verse. 

5. Conduct enough groups to feel 

confident that the information that has 
been obtained is reasonably representa­

tive of what might be gathered from the 
full physician universe. While focus 
groups are a qualitative technique and 
are not projectable, some organizations 

compound the problems of this method­
ology by implementing only one group 

6. Where appropriate, insure that both 

sexes are represented in the groups. as 
they might have very different views on 
treatment. For example, I have found 

that male and female dermatologists 
often have very different views about 
various treatments which probably can 

continued on p. 30 

Why only test 
the water in Maryland, 

when you can net 
the entire nation? 

TeleFocus!l-a better way to run focus groups. 
A focus group in just one area may give you a very 
narrow view. Wouldn 't it be better to get the full range of 
attitudes, opinions, and verbatims that more accurately 
represents the big picture? With TeleFocus-focus 
groups by phone-you can. 

The telephone setting provides our highly skilled 
moderators with a more relaxed, less formal environ­
ment, allowing them to provoke spirited interaction, 
probe interesting ideas, and elicit more candid 
responses. 

TeleFocus works-for concept evaluation, ad testing, 
attitude studies, or basic product research, at a 
significant savings over face-to-face groups. Catch us 
at (212) 599-1500. 

TeleFocus. 
Invite the nation to your next focus group. 

TeleFocus is a registered trademark of TeleSession Corporation, NY, NY.© 1990 ZZ0-12-102C 
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Executives identify key issues for 
North American firms in future 

International management and technology consulting f irm 
Arthur D. Little , Inc. conducted a nationwide survey to 
determine the important issues for North American busi­
nesses in the next five to ten years. Interviews were con­
ducted by Opinion Research Corporation in August of this 
year with 270 executives in nine industries: automotive, 
chemical s, financial serv ices, industrial electronics, metals, 
pharmaceutical s, telecommunications, travel and tourism, 
and uti lities. Of the 270 respondents, 58 percent were vice 
presidents and above, whi le 33 percent were managers and 
directors. 

When asked to rate the importance of 16 specific business 
issues, 92 percent of the respondents rated " improving cus­
tomer sati sfaction " as important or very important, while 80 

percent and 79 percent li sted "developing more competiti ve 

strategies" and " implementing tota l quality management," as 

important or very important, respecti vely. 

The three most frequently c ited concerns fac ing companies 

in the next five to ten years were " international competition ," 

followed by "coping with government/environmental regu­
lations" and " hiring qualified people." 

Tamara 1. Erickson , a vice pres ident of Arthur D. Little and 

managing director of its North American Management Con­

sulting Directorate, says that it 's no surpri se that the key 

issues of the 80s will remain the critical issues of the 90s. 

"The burden of finding, hiring, and reta ining appropriate ly 

qualified people will be a predominant obstac le to American 
competitiveness in the 1990s. As with customer satisfaction , 

giving priority to employee sati sfaction will be important to 

dealing effectively with these concerns." 

Eighty-four percent of the respondents 

Executives' Ratings of Key Business Issues in North America 
(percentage of respondents rating each issue as important or very important) 

believe technology will become much more 

re levant to businesses in the 90s. 
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"Financia l restructuring" and " restruc­

turing the organi zation" were the least­

mentioned spec ific issues of importance to 

today's businesses, ta ll ying onl y 13 percent 

and 22 percent, respecti ve ly. 

Supermarket pharmacies 
snare shoppers 

A new study f inds that supermarkets with 
pharmac ies are entic ing shoppers to pur­
chase personal care products and non-pre­
scription medications in the supermarket. 
Among consumers who regular) y shop food­
drug combination stores, 52 percent cl a im 
they usually purchase personal care prod­
ucts and 56 percent buy non-prescripti on 
medications-compared with 37 percent 
and 39 percent of those whose primary 
supermarket has no pharmacy. The study, 
titled "Consumer Attitudes Toward Super-

a market Pharmacies," was conducted by 
~~------------------------------------------~ 

.§ .§ :::J 0 a: 
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Food Marketing Institute (FMI)-a 
Washington, D.C. -based non-profit as­
soc iation of food reta ilers and whole­
salers-and Johnson & Johnson. 

The FMI study 's objective was to 
provide information to guide pharmacy 
marketing and merchandi sing. It in­
vo lved focus groups in three major mar­
kets, a national te lephone survey of 
more than 600 pharmacy cus tomers and 
a survey of pharmacy directors in 65 
food-drug reta il companies. 

In genera l, food-drug combination 
store shoppers more often rate their 

makes the store a better place to shop, 
with nearly half (46 percent) say ing it 's 
much better. 

The pharmacy report also reveals the 
attitudes of pharmacy directors from 
food-drug combination stores. It shows 
that the majority (71 percent) believe 
service is the key factor in attracting and 
retaining pharmacy customers. Phar­
macy directors also consider conve­
nience and the personal relationship 
between customers and pharmacists to 
be "extremely important. " 

Factory outlet 
shopping popular 
with affluent women 

A study by Response Analysis Corp. 
found that affluent women wil l go out 
of their way to shop at a factory out let 
center. The tudy was conducted by the 
Princeton , New Jersey-based research 
firm for a property management com­
pany to profile the most likely consum-

continued on p. 27 

store ' s health and beauty care (HBC) ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

and over-the-counter (OTC) medica­
tions sec tion better than those who 
shopped stores without pharmacies. 
More than ha lf (56%) consider the food­
drug combination's HBC/OTC section 
more convenient to shop, compared with 
45 percent of shoppers in non-phar­
macy supermarkets. Stores with phar­
macies also rece ive hi gher overall rat­
ings than those without pharmacies. 
More food-drug combinat ion shoppers 
(78 pe rcent) g ive hi ghly favorable rat­
ings to the ir stores, compared with seven 
in I 0 non-pharmacy store shoppers. 

The food-drug combination stores are 
a lso more like ly to g ive thei r supermar­
kets highl y favorable ratings on offer­
ing a wide range of serv ices and depart­
ments- 82 percent , versus 53 percent 
of the shoppers in stores wi thout phar­
macies. The same holds true for rating 
the store progressive and up-to-date-
80 percent, compared to 65 percent of 
the non-pharmacy store shoppers. 

Those who buy HBC/OTC products 
at the supermarket do so mainly for 
convenience, and the food-drug combi ­
nation store shoppers are even more 
like ly to recogni ze this convenience 
benefit than those who shop at stores 
without pharmac ies. The study found 
that half of food-drug combination shop­
pers say they use the store pharmacy at 
least somet imes. About one in five (2 1 
percent) have almost all their prescrip­
tions filled there . 

Mo t shoppers (73 pe rcent) who use 
supermarket pharmac ies cite conve­
nience as the ir main reason . Many indi­
cate they have prescriptions f i lied as 
they are doing the ir other shoppi ng. Use 
of the pharmacy contributes to the shop­
pers' image of the store . About two­
thirds (64 percent) feel the pharmacy 
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Why only listen to 
Philadelphia, when 

you're at liberty to give 
the nation a ring? 

Telefocus®-a better way to run focus groups. 
Single-city focus groups may give you a very narrow 
view. Wouldn 't it be better to get the full range of 
attitudes, opinions, and verbatims that more accurately 
represents the big picture? With TeleFocus- focus 
groups by phone-you can. 

TeleFocus gives you everything you want from a focus 
group-plus access to participants nationwide and the 
ability for you to listen in from anywhere rn the country. 

TeleFocus works-for concept evaluation , ad testing, 
attitude studies, or basic product research, at a 
significant savings over face-to-face groups. Give us a 
ring at (212) 599-1500. 

TeleFocus. 
Invite the nation to your next focus group. 

TeleFocus is a registered tradema rk of TeleSession Corporation . NY, NY© 1990 ZZ0-12-102A 
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William H. Moult has been appointed 
president and chief operating officer of 
AS/ Market Research, New York City. 
Previously he was president of BASES 
Burke Institute Ventures. 

Richard H. Seale has been named 
field director and Steven Weachter 
project manager of Shugoll Research, 
Bethesda, MD. 

James M. Stewart has been named 
vice president for industry relations and 
director of research by Albany, NY-

based NovalisC01poration . Since April, 
1990, Stewart has been executive vice 
president of the Navalis subsidiary , 
Health Networks of America. 

The NPD Group Inc., Port Washing­
ton, NY has named Ed Roth vice presi­
dent and Rosalind Wells account ex­
ecutive, apparel services. 

Mark et Opinion Res ea rc h , 
Farmington Hills , MI , has named Linda 
Retford senior analyst, Media Divi ­
sion. 

Lori Young and Barbara Fields have 
been named researchers at Griggs­
Anderson Research , Portland, OR. 

DataSource has formed a new data 
collection marketin g s taff: Julie 
Donohue has joined the staff a East 
Coast account representative, Angela 
Winship as Midwest account represen­
tative, Marlene Brewer as account rep­
resentative, and Teresa Young, mar­
keting manager. 

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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The senior management of Opinion 
Research Corporation (ORC) has 

completed the purchase of ORC from 
Arthur D. Little, Inc. (ADL), which 

acquired the 54 year-old strategic re­

search consultancy from McGraw-Hill 

Publishing in I 975. Terms of the sale 

were not disclosed. ORC and ADL will 

continue to work together under a spe­

cial services agreement. In addition, 

Ashok S. Kalelkar, senior vice presi­

dent of ADL and former ORC chair­

man, will remain a member of ORC's 

new board of directors . 

• 
Hancock Information Group, Inc., 

a Longwood, FL-based sales support 
and business-to-business telemarketing 

company, has opened a full- service fo­

cus group facility in its newly expanded 

headquarters, located at 2180 West S.R. 

434, Ste. 3170, Longwood, FL 32779. 

Telephone 407-682-1556. 

• 
Tragon Corporation has opened a 

new focus group facility in the San 

Francisco Bay area. Located in Red­

wood City, 12 miles from the San Fran­

cisco International Airport, the facility 

features a large group room, tiered view­

ing room, and private client office. The 

address is: 365 Convention Way, Red­

wood City, CA, 94063. Telephone 415-

365-1833. 
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Xtreme Inc., a marketing consu lting 

firm specializing in the youth market, 

has moved to new offices at 270 
Lafayette St., Ste. 6I 2, New York, NY, 

I 00 12. Telephone 212-274-1222. Fax 

2 12-274-1352. 

Bases Burke Institute, a divis ion of 
BBI Marketing Services, Inc. has moved 

to new offices at: Cincinnati Corporate 
Headquarters, 50 E. Rivercenter B lvd., 

Ste. 1000, Covington, KY, 410 II. 

Seattle We Cover The Norlhwest 
Portland 

Spokane 

Boise · 

• Mall Intercepts 
• Focus Groups 
• Central Telephone 
• .Pre-Recruits 
• Audits 
• Distribution Checks 
• CRT Interviews 
• .Product Purchases 
• Mystery Shopping 
• Medical . . . . . . -. . 

We've been collecting data and keeping clients 
happy in the Northwest for over 30 years. Call us. 

• Executive 
' -. . . . . . . . . . . . . . . . . ' . . . . . . -
' - . - - . . ' . . - . . . - . . . . . . . . . . . . . . . . . . . . . 

. . . . -. . . . 

Consumer Opinion Services 
----------• We answer to you 
12825 I st Ave. South · Seattle, W A 98168 

206/241-6050 ask for Jerry, Dorothy or Greg Carter 
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Electronic survey system 
gathers responses in 
real time 

Ortek Data Systems, a manufacturer 
of group data collection systems for 
market research and meetings, has in­
troduced its new Express model, a real­
time, electronic survey system that gath­
ers data from a group of up to 200 
respondents at once. Express uses hand­
held keypads, called Responders, simi­
lar to those used by audiences on some 
popular TV shows. Each participant 
answers the moderator's questions by 
pressing a button on their personal Re­
sponder. Within seconds, the data are 
collected and a summary ofthe group's 
answers is displayed as a color graph. 

Market researchers who conduct test­
ing of audio/visual productions and pre­
sentations can use another Express 
model, the 300C. In addition to the 
keypad, this model includes a dial to 
register responses to continuous mate­
rial such as TV commercials and mov­
ies. 
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The Express system connects to the 
user's host PC through an ordinary e­
rial interface. All setup, control, analy­
sis, and graphic display functions are 
provided by the Orsoft operating soft­
ware included with the system. For more 
information, call 503-626-0171. 

Publications help 
uncover information on 
difficult research targets 

Now researchers, competitive ana­
lysts and other company investigators 
can learn details about tough research 
targets: privately held companies; spe­
cific divisions, subsidiaries, and prod­
ucts buried within corporate structures, 
and; elusive foreign firm . Washington 
Researchers has released new editions 
of three publications that explain how 
to find information about these types of 
companies. 

"How to Find Information About Pri­
vate Companies" describes the data­
bases and publications that cover the 
activities of small companies, special 
techniques for tapping trade and profes­
sional associations, ways to use local 
governments and organizations to keep 
tabs on privately held targets, informa­
tion that every private company must 
file with at least one state government. 

"How to Find Information About Di­
visions, Subsidiaries, and Products" tells 
how to discover business details from a 
variety of sources, such a blueprints of 
plant expansions from local builders' 
councils, labor contracts from unions, 
new product developments from cus­
tomers, and production schedules from 

suppliers. 
"How to Find Information About For­

eign Firms" describes the best data­
bases for finding information about for­
eign firms, which federal agencies have 
fi les on foreign companies, and which 
international organizations have re­
sources for tracking foreign firms. For 
more information, call 202-333-3499. 

Update of financial 
segmentation system 

An enhanced version of Claritas/ 
NPDC's P$YCLEsystem is now avail­
able. P$YCLE is a market segmenta­
tion system used by banks and other 
financial institutions to predict consum­
ers ' use of financial products and ser­
vices. The system describes households 
in terms of 27 types or segments, each 
with distinct financial-product prefer­
ence , usage patterns, and demographic 
characteristics. To make sure that the 
system is up-to-date, Claritas/NPDC 
uses annually refreshed data from its 
Market Audit, a 25-minute telephone 
survey of more than 90,000 households 
per year. The basic P$YCLE model, 
created in 1987, remains unchanged, 
but some specific changes in the new 
version are described below. 

The system can estimate household 
usage and account balances for 100 
different financial products at all levels 
of geography. Previously, these esti­
mates relied on national averages. Now, 
local-market or regional data is avail­
able. This allows users to examine local 
markets in addition to understanding 
national norms. In addition, P$YCLE 
product potential estimates now include 
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both current-year numbers and a five­
year forecast. This provides a projected 
count of households, by P$YCLE seg­
ment, and a forecast of future product 
usage. For more information, phone 703-
683-8300. 

Automated research tool 
from MCI 

MCI Communications Corp. has in­
troduced a new toll-free 800 service 
designed to allow businesses to use tele­
communications technology to auto­
matically gather a research informa­
tion. The service MCI Survey, lets a 
business use a single 800 telephone 
number to conduct market research or 
opinion surveys among e lect groups, 
such as its key customers, its sales staff, 
its employees, or any other target group. 
With the service, businesses set up a 
series of pre-recorded survey questions 
on a designated 800 number. Respon­
dents can call in , li sten to the que tions 
and give their answers by entering the 
specified numbers for each answer on 
their touch-tone phones. MCI Survey 

software captures, tabulates and com­
piles respondent data into summary re­
ports that can be delivered overnight, 
weekly, or monthly via MCI' s elec­
tronic mail system. 

Typical applications include customer 
ati faction and employee opinion sur­

veys, advertising impact testing and 
evaluation , field sales and customer ser­
vice feedback programs, and product 
testing and usage surveys. MCI Survey 
can be used with a range of question 
types, including yes/no, true/false, opin­
ion response ranges, and others, de­
pending on the business application. 
For more information, call 800-999-
9449. 

East European surveys 
scheduled for February 

A series of marketing and public opin­
ion surveys will be conducted in Czecho-
lovakia, Hungary, and Poland begin­

ning in February 1992. The surveys, 
which will be undertaken by the Roper 
Organization and GM Associates Inter­
national , are a wide-scale, ongoing ef-

fort to determine consumer attitudes, 
lifestyles, market preferences, and me­
dia habits in the three countries. In­
tended primarily for Western businesses, 
the East European Market, Media, and 
Lifestyle Study will monitor public at­
titudes and consumer lifestyles; pro­
vide marketing data (by presenting in­
telligence on market penetration of con­
sumer durables and on consumer us­
age); measure media usage (newspa­
pers, magazines, television , and radio); 
and provide clients the opportunity to 
gain proprietary information through 
an omnibus service. . 

The study will comprise simultaneous 
surveys among 1 ,000 consumers, age 
18 and over, in each of the three coun­
tries. All interviews will be face-to­
face. The sample will be representative, 
reflecting the socioeconomic, educa­
tional , age, sex , and geographic distri­
bution of the entire population. The 
surveys will be conducted four times a 
year. For more information, contact 
William Wilson, president, Starch INRA 
Hooper, 914-698-0800 or George 
Mihaly, GM Associates International , 
212-595-5459. 

HOW TO FIND THE BEST DEAL 
ON A RANDOM DIGIT SAMPLE. 

Whether you're in academic or 
market research, Scientific Thle­
phone Samples can help. With the 
best service and the most accurate 
computer-generated random digit 
telephone samples available 
anywhere. 

At just 5¢ a number, plus ship­
ping and a small set-up fee, our 
prices could be about a third the cost 
of another service. And our set-up 
fee is just $25 for one area and $10 
an area after that. We can even give 
you same-day service for just 3¢ extra t..--~~~-~: 
a number. 

Our sampling methodology is accurate, reliable, and 
technically sound. We guarantee it-if you aren't happy; you 
don't pay. 

Our standard shipping turnaround is just 24 hours. And 
on most projects if you call us by 9 A.M. Pacific Time (Noon 
Eastern}, we can send it the same day for our same-day rate 
of8¢. 

We automatically ship you 10% extra per area, just in 
case. Free. It's our way of making your job easier. 

What's more, we've simplified your sample management 

(714) 731-8576 
2ff2 Fashion Lane, 

Suite221, 
. CA92680 Tustm, 

by randomly shuffiing the numbers 
within each replicate. So you won't 
need to work out complicated distri­
bution schemes-just open the packet 
and begin. 

We can provide random digit 
samples based on almost any type 
of geographic coverage and with 
a variety of sampling frames, 
including: 

D Zip code D Exchange/Working 
blocks D State D County 0 City 

National D ADI D Census Regions 
D Census Divisions D PMSA/CMSA/MSA D Weighted in 
proportion to number of listed households in area 
D Unweighted so everyone has equal chance of being selected 
regardless of population D Your desired cut-off or efficiency 
level D Customized sample design specifications (e.g., single 
stage, multi-stage, stratified, etc.) 

Add it up. The best samples. The best service. And a staff 
that's happy to help you with any sampling aspect of your 
study. Then call STS for a quote. 
•Prices subject to change without notice. Warranty is limited to amount paid by client 
to STS for the right to use the particular sample in question. Please ask for a copy of 
our detailed information booklet for exact price and warranty specifications. 

January, 1992 Circle No. 611 on Reader Card 23 



The qualitative/ quantitative 
segue in health care 
marketing research 

by Dr. Murray Simon 

Editor's note: Dr. Murray Simon is president of D/R/S Health Care Consultants 
of Charlotte, North Carolina. 

P 
ick up a major newspaper in this country on any given day and chances are you 
will find one or more feature articles dealing with the cost of health care. Few 
issues generate the ongoing emotions that this one does. During the past ten to 

fifteen years we have gone from an attitude of quality care at any price to an almost chaotic 
"battle of the special interest groups." The public is demanding good care at a reasonable 

price; employers are trying to climb out 
from under the cost of medical cover­

age in the work place; physicians are 
being forced to negotiate their fees and 

no longer feel in control of their prac­
tices. Hovering over all is the federal 

government, trying to figure out how to 
bring its own special brand of absentee, 

deficit-ridden management into play in 

this area. 

Somewhere in the midst of all this 
confusion stands the marketer of health 
related products and services, mandated 
with the charge of successfully selling 

new and existing products in this ever 

changing marketplace. It's not an easy 

job, but someone ha to do it. Health 
care manufacturers are acutely aware of 
the need to stay current in the face of 
rapid change within the health care ser­

vice sector. Cost containment ... man-
aged care ... resource based/relative 
value scales ... the FDA's recent hard-
line on consumer product claims ... 

prescription product advertising to the 
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public are justa few of the issues that are 
currently impacting, not only on the 

provider and patient, but on the mar­
keter of goods and services as well. 

One of the ways the industry is meet­
ing thi s challenge is, of course, through 

the use of marketing research, and in 

particular, through the expanded use of 
what we refer to as the Qualitative/ 

Quantitative Segue. A workable defini­
tion for the Q/Q Segue could be: the use 
of a qualitative marketing research study 

to help define appropriate language, 
issues and areas of sensitivity to be used 
in developing a subsequent quantitative 

study. 
There are generally two major rea­

sons for a company to consider using 

the Q/Q Segue: 
1. The company is new to this par­

ticular product/service category and has 
to have a better understanding of the 

marketplace before developing appro­
priate marketing strategies. 

2. The subject is complex and it is 

important to understand both how the 

product is used in the field and what 

language i correct in communicating 
with end users. 

Some might suggest that a well de­
signed quantitative study can provide 

all of the information necessary and that 
a qualitative precursor is just a waste of 
time and money. The arguable point in 

that statement is the phrase "a well 

designed quantitative study. " As a 
former health care provider, I remem­

ber a number of questionnaires that 
wound up in the waste basket because a 
quick read class ified them as prepared 

by someone who did not do his/her 
homework. If pre-study assumptions 
are made that are incorrect , if assump­
tions are overlooked, if regional varia­
tions are not recognized, if the language 

u ed is inaccurate or inappropriate, if 

small but influential sample segments 
are not identified, or even omething as 
minor as telephone interviewers repeat­

edly mi spronouncing a word or techni-
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cal term; all of these factors and more 

can have a damaging influence on the 

outcome of a quantitative study; all of 
these factors and more can be mini­
mized or avoided through the use of the 

QIQ Segue. Let's take a look at the 
potential advantages in using a qualita­
tive foundation for a quantitative study. 

• Appropriate language. Health care 
professionals place a premium on their 

time and they ea ily become impatient 

with those whom they consider to be 
wasting it. If a questionnaire uses inac­

curate or inappropriate language, one of 

three things will occur: 
1. The questionnaire wind up in the 

round file or the telephone interview is 
terminated. 

2. The provider will "tos off' an­
swers with little forethought. 

3. A staff member will be asked to 
"fill this out and send it back." 

Here are some examples of language 
variation that we have encountered in 

previous Q/Q Segue studies: 
• Veterinarian do not use the term 

"heart attack" in referring to small ani­

mals (cats, dogs). They refer to them as 

"cardiovascular accidents." 

• Oral surgeons, in dealing with prob­
lems related to the jaw joint, have re­
cently adopted the universal term 
"Tempera-Mandibular Dysfunction" 

(TMD). 

• Physicians are often concerned when 

a prescription drug becomes available 

in a reduced strength, over the counter 
version. They worry that their patients 

will bypass the office prescription and 

take a heavier than recommended dos­
age of the OTC. Physicians refer to it as 

"double do ing." 

Certainly a questionnaire would not 
be inaccurate in using the terms "heart 

attack" with veterinarians or "jaw joint 
problems" with oral surgeons, but by 
using the more familiar terminology the 

study sends a subtle message that this is 
a well thought out questionnaire-that 

someone did their homework before 

hand. 

• Quality quantitative. There's an 
old saying: Don't send a boy to do a 

man's job. This seems particularly ap-
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propriate in a discussion of the Q/Q 
Segue. Doing a qualitative segment first 
better prepares you for doing the quan­
titative segment. Questions will be much 

more specific and better directed than 
they would have been without the quali­

tative input and this can have a positive 
impact on the results in a number of 
ways: 

1. Respondents want to know, "How 
long will this take?" Many of the ex­

ploratory questions are answered in the 

qualitative phase which can lead to a 

shorter quantitative questionnaire. 
Shorter questionnaires generally have 
better response rates than longer one . 

2. The quality of what you get is 
directly related to how well you frame 

your questions. The qualitative portion 

of the Q/Q Segue gives you the oppor­
tunity to "test run" certain questions 
and pre-determine their potential rela­
tive effectiveness. If attributes lists are 
to be rated, these lists can be fine tuned 

continued on p. 31 

... l\To Question .About It! 
Your Partners ... 

[Y{Jerience P/Uf3 

SUEAMIDEI 
President 

MYRA CONTI 
Director of 

Focus Group Operations 

JENNIFER 
KERSTNER 

Field Director 

ALAMIDEI 
Office Manager 

... in Southern California. 
Ask Southern California, Inc. 
At the F&M Plaza 
1.224 E. KatellaAvenue, Suite 100 
Orange, California 92667 
Call Sue Arnidei at · 
(714) 744-2744 • FAX (714) 744-2933 

Orange County's largest focus group room; 
client observation for one-on -one interviews; 

choice of conference room or living room focus group setting; 
private client telephone booths ... and the capable 

services of MRA Certified Interviewers. 
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Maps 
continued from p. 9 

cians already in that area. That way, the 
CEO of the hospital can choose which 
physicians to recruit and which areas to 
place a physician in." 

The mapping software also supported 
the efforts of Bryn Mawr Rehabilitation 
Hospital to refinance some of its bonds 
by illustrating the breadth of its service 
area. "Using Atlas GIS we were able to 
plot their primary, secondary, tertiary 
and regional referrals and define them 
in-depth. We were also able to map 
exactly where their competitors were." 

Ongoing basis 
Like many health care providers, Main 

Line Health uses patient satisfaction 
surveys on an ongoing basis to monitor 
the system's performance in a number 
of service areas. In addition, Main Line 
Health participate in annual studies as 
a part of a local hospital council. "We've 
used those studies to measure prefer­
ence for one of our hospitals over the 
competition. Also, the hospitals use the 
studies to learn how to increase knowl-

edge and awareness of their facilities 
through communications efforts based 
on the results of the surveys. 

"Everyone likes to think they're on 
the cutting edge with their research, but 
I really believe we are. With the tools 
we have-Atlas GIS, Inform's 
Mediedge and AmPlan systems-and 
the way we're working with the man­
aged care industry and looking at a wide 
range of service issues, I think we're 
doing some very interesting thing ." 

Minimize risks 
Stanowski says that Main Line Health 

is aware of the sensitive nature of infor­
mation on an individual's health care, 
so steps are taken to minimize risks in 
data handling. "The hospital informa­
tion systems departments are very con­
servative about giving out patient level 
detail. You have to balance the need to 
know who the consumer is versus the 
patient's right to privacy. Although there 
are benefit uch as being able to do 
direct mail, the negatives of having that 
information outweigh the positives. So 
when we had to do some analysis of 

trend in our area and utilization by 
demographics we chose to go with a 
database based on scrambled ocial se­
curity number . It can be frustrating at 
times dealing with a database like that 
because you always want to know more 
but you have to weigh what could hap­
pen if that information fell into the wrong 
hands." 

The many research projects the sys­
tem conducts each year serve to main­
tain an efficient family of facilities pro­
viding quality health car:e at a reason­
able cost, Stanowski says. "Our system 
tries to structure health care services to 
meet customer needs. Although quality 
is foremost and underlies all of our 
efforts, we try to distinguish ourselves 
from other quality facilities. For man­
aged care, we position ourselves as lower 
cost, high-level care givers. We need to 
distinguish ourselves somehow and be­
ing a cost efficient provider is one way 

to do that. " 0 

PeoRle come to Baltimore to sample the city's 
world-famous seafood. 

• Telephone interviewing is completely super 
visea at all times. 
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But you can sample more than seafood in 
Baltimore. You can lap into the city's fresh and 
rich demographic diversity in your next focus 
group. Chesapeake Surveys can help. Here's 
some of what we have to offer: 
• Centralized location - Baltimore is close to 

Washington D.C., New Jersey, Philadelphia 
and New York. 

• Executive, Medical & Consumer recruiting 
which also includes the 2% incidence proJects. 

• Accurate and proper recruiting done in-house. 
Computerized dafabase of more than 4,000 
households and growing all the time. 

• All specs are met to your qualifications and re­
screened prior to the group. 

• 25 line phone center complete with on & off 
premise telephone monitorinf:?: capabilities. 

• 45 full & part time trained inferviewers using 
the MRA Video taped training prof:?:ram. 

• Executive & extensive medical incfepth inter 
viewing with 30,000 doctors & complete 
hospital database on computer. 

• Convention interviewing, m-store interviewing, 
store audits and mystery ,..-------­
shopping. 
For more information 

on your next focus group 
or telephone survey, call 
Carolyn Hilton at (it 1 0) 
296-4411. 

CHESAPEAKE 

SURVEYS 

Chesapeake Surveys • 305 W. Chesapeake Ave. • Suite L19 • Baltimore, MD 21204 • (410) 296-4411 
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Survey Monitor 
continued from p. 17 

ers for a factory direct outlet center in the Princeton area. Its 
findings were reported in a recent issue of The Sampler, the 
Response Analysi newsletter. 

Factory outlet offer brand name merchandise to consum­
ers straight from the manufacturer without the department 
store markup. The most likely candidate to frequent a factory 
outlet is 35 to 54 years old, married with children, employed 
full-time, with a household income of $50,000 or more. 
While this describes the majority of women who shop at 
factory direct outlets, those in other categories say they 
readily shop at outlet malls or at discount clothing stores such 
as Marshall's, TJ Maxx, or Loehmann's. Almost two-thirds 
of the shoppers say they are familiar with and have shopped 
at factory direct stores . 

. Women surveyed who live in and around Princeton-an 
affluent area-say they feel that shopping in their area i too 
expensive. Factory direct shopping is not only acceptable to 
the upscale consumer, it ' s in demand. "Even women in 
affluent communities want to shop at factory direct outlets," 
says Jim Fouss, president of Response Analysis. "The per­
ception of value to the shopper is key." 

Twenty-seven percent of those surveyed say they perceive 
a much greater value at factory direct stores, 52% recognize 
some value in spending at factory direct stores, 9% say 
factory direct stores offer the same prices as department 
stores, and 12% don't know. 

VISUALIZE your Data 
with MCA+ 

Create Presentation-Quality Perceptual Maps 
from data ranging from cross-tabs thru conjoint. 

Communicate complex relations with ease. 
. Ma nufac t ur i n g 

. Northeast 

o$ 251K -$1M 
oBra nd _F a F in a nce 

o ( $ 250K oMidw e s t 

oRe to i I 
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At a factory outlet mall , shoppers want name brand stores 1----------------------­

that represent quality to them. Respondents say they most 
want stores such as Ann Klein, Eddie Bauer, and Nine West, 
among others. For these names, shoppers will travel. 

The survey reveals that 44% of the women asked say they 
will travel up to 30 minutes to get to a factory direct outlet. 
Thirty-four percent say they will travel up to 60 minutes to 
shop. Ninety-four percent of the women say they travel in 
their own car to shop, with 5% traveling with a friend and 1% 
taking public tran portation. 

An outlet mall or cluster of outlet stores proves to be a 
destination in itself; the women urveyed say they are not 
interested in the setting or historical attractions in the same 
area. They complain that they do not like to shop in areas 
congested with traffic or plagued by a lack of parking space. 
They routinely visit outlet malls once a month and spend an 
average of $140 each visit (total yearly expenditure $1 ,680). 

Americans say they'll spend their green 
to keep things green 

According to a recent Simmons Study of Media & Mar­
kets, Americans say they are willing to spend more to protect 
the environment. The study found that 62% of American 
would pay increa ed sales tax to pre erve wilderness and 
wetland areas. More than 70% indicated they would pay more 
to improve the quality of drinking water. In addition, the 
study indicates that nearly 60% of the consumers would pay 
a higher purchase price for a brand of tuna fish from a 
company that protects dolphins when catching tuna. 

January, 1992 

Pamper your clients in 
Cleveland's finest facility. 
• Spacious focus group room for 12, plus elegant 

observation room for 15 with lourtge, phones 
• Suburban location near fine hotels and dining 
• Access to all socio-economic groups, including 

upscale; expertise in healthcare, business 
For a focus group proposal - or phone and mall 
projects- call Nikki Klonaris at (216) 491-9515. 

MOrketeom 
Associates 

3645 Warrensville Ctr. Rd., Shaker Heights, OH 44122 
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Ongoing Treatment 
continued from p. 7 

bers might be interviewed, the hospital 
provided The Insight Group with a list 
of telephone numbers of employees, 
hospital board members, and doctors to 
eliminate them from the ample. 

The survey was presented to respon­
dents as a survey of current issues in 
Yavapai county, including public atti­
tudes towards health care in the area. 

Respondents gav.e their opinions on: 
•overall quality of hospital care in the 

area 
•perceptions of the physicians 
•changes in their impression of the 

hospital over the past three years 
•reasons for deciding to u e one hos­

pital over another 

A number of questions dealt with 
where the respondents went for their 
own health care or where they would go 
if they needed it. "It's only 90 minutes 
to Phoenix, so some people go there," 
Herbert says. "They feel that the hospi­
tal in Prescott can't meet their needs. In 

MEMO TO: All Marketing Research Professionals, 
Moderators and Clients 

FROM: CONSUMER SURVEYS COMPANY 

MESSAGE: You Deserve To Be Pampered! 

You get off a cramped airplane, drive through an unfamiliar 
city to arrive, barely on time, at a research facility where you 
spend time in a cramped, too warm/too cold viewing room, 
craning your neck to see around a cameraman who is busily 
videotaping your group. 

Next time, pamper yourself at our new facility at the 
Northpoint Shopping Center. Relax in our spacious client 
lounge. Monitor the group in the lounge, or in our tiered, 
airy, observation room along with your 15 agency and 
corporate traveling companions. You'll feel refreshed by our 
separate air/heating system. View your group through an 
insulated one-way window stretching from the desktop 
writing ledge to the ceiling while a cameraman records the 
session from a remote video system located at the rear of the 
room, thereby providing you an unobstructed view. 

While you are comfortably watching your moderator capture 
every nuance, you can periodically jump up and utter those 
immortal words ... "That's right! That's exactly what I've 
been telling you!" 

Come join us in a research environment designed to provide 
both comfort and quality research. After all, you are worth it. 

In Chicago, when you demand excellence . .. 

CONSUMER SURVEYS 
NORTHPOINT SHOPPING CENTER 
304 E. Rand Road, Suite 220 Tel.# 708/394-9411 I I 

I 
Arlington Heights, IL 60004-3147 Fax# 708/394-0001 
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some ca es that's true but YRMC is 
certainly equipped to do a number of 
different procedures and tests and they 
have the ability to provide a more per­
sonal level of care in a more caring 
atmosphere closer to the patient's 
home." 

During the survey, respondents were 
given a hypothetical situation: If you or 
a family member faced a hospital stay 
of a week or so, which hospital in Ari­
zona would you choo e? "We specifi­
cally tried to under tand why people 
made the choice to go to the hospital in 
Prescott versu a hospital in the Phoe­
nix area. And we found in many cases 
that it was a result of personal experi­
ence or some ort of reputation that the 
hospital had. People were saying, 'I had 
good care there' or, 'They treated a 
family member of mine well.' Con­
versely, individuals who chose not to go 
to the hospital tended to do so on the 
basis of the perceived quality of care, 
either from personal experience or from 
hearsay," Herbert says. 

Findings favorable 
In general, the findings were favor­

able toward the hospital. Respondents 
who had been hospitalized at YRMC 
tended to rate the hospital and its staff 
highly. The hospital received somewhat 
lower marks from people whose friends 
or family members had been treated at 
YRMC. 

"Some of tho e reactions might be 
caused by the fact that people feel help­
less and anxious when they see a friend 
or loved one ho pitalized," Nicol says. 
"That may lead to a propensity to be 
more critical, but I think there are things 
we can do to help people feel less anx­
iou and more comfortable with the 
care their loved ones are receiving. The 
research gave u very good information 
and we plan to pursue that with focus 
groups so we can get more information 
to find out what we can do to improve 
things in the eyes of the family mem­
ber ." 

Herbert says that these visitor reac­
tions to the hospital's care concur with 
information he has obtained from prior 
research about patient expectations in a 
hospital tay. "Often it seems that the 
patient is more atisfied with the expe­
rience than is the person who's watch­
ing the patient. There's a lot of empathy 
on the part of the individual who is 
watching the patient. They tend to be 
much more critical of any little thing 
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Some of 
the most powerful 

decisions aren't 
blacl~ and white ... 

that happens. 
"These findings show YRMC that 

they have a good opportunity to help to 
manage those expectations and that 
whatever they can do to make those 
family members and household mem­
bers feel positive about the hospital 
experience helps their general impres­
sion in the community. Those people 
are liable to go out and speak well of the 
hospital." 

Reservoir of goodwill 
The hospital appears to have a reser­

voir of goodwill in the community, be­
cause even respondents who offered 
criticism said they maintained a posi­
tive view of YRMC. "They would tell 
us they had a favorable impression of 
the hospital and they would also tell us 
some negative things," Herbert says. "I 
interpreted that to mean that they were 
trying of give constructive criticism. 
They said the hospital is good, but it 
could be better, and here are some areas 
where it needs to improve. That infor­
mation will help the hospital go out into 
the community both by mail and in 
person to educate the public about the 
facilities and what they're doing to im­
prove them." 

January, 1992 

About ten percent of the respondents 
had no impression of the hospital, which 
may be because new residents are al­
ways moving into the area, Nicol says. 
"We're a fast growing community, and 
that means there's a challenge for me in 
getting information about the hospital 
outthere."This includes mailing a news­
letter to 35,000 households, and work­
ing with local banks, realtors and even 
the Welcome Wagon to promote the 
hospital. 

The most common response of people 
who had a better impression toward the 
hospital was that it looks better. "People 
felt better about the hospital because of 
the facade, but many didn't know what 
was behind that. They didn't know about 
the improved quality of the surgical 
suites, the new equipment, the rooms. 
So I think there's an opportunity there 
for the hospital to get the word out: it not 
only looks better, it is better," Herbert 
says. 

"We found that no matter what the 
facility, equipment or other amenities,' 
it really comes down to the staff and the 
perception ofthe quality of care overall. 
People want high-tech, but, as the say­
ing goes, they also want high-touch." 

Patient satisfaction surveys 
Along with embarking on a regular 

schedule of research on community 
perceptions and awareness of the hospi­
tal, YRMC also began distributing pa­
tient satisfaction surveys over a year 
ago. Positive comments are shared 
throughout the facility and included in 
the employee newsletter. For negative 
comments, the departments are con­
sulted individually, Nicol says. 

"We know that we're far from per­
fect. We have patient complaints just 
like everybody else does. It can be easy 
to feel threatened by the things that 
come back from the research but I think 
instead we should try to look at them as 
areas that we can improve on." 

YRMC appears to have a large enough 
population base to draw patients from 
and its research shows that the commu­
nity values its presence. Fund-raising 
efforts are also going well. So the threat 
of closure doesn't seem likely. But Nicol 
says the. hospital will keep working to 
stay in touch with the community. "Ru­
ral hospitals have to operate on a tight 
budget, so sometimes we feel like we can't 
afford to do market research. But I maintain 
that we can't afford not to." 0 
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Physician Focus Groups 
continued from p. 15 

be traced to personal experience. 

7. Insure that your moderator is expe­
rienced in conducting focus groups with 

physicians. A successful moderator in 
the medical environment must be com­
fortable with (as opposed to intimidated 
by) the target audience and, be able to 
take immediate control of the group. 
Further, this individ~al must be able to 
quickly learn the medical jargon neces­
sary to discuss the topic intelligently 
with the participants. To this end, for 
most topics with physicians, it is better 
to have a moderator who is highly skilled 
in the focus group technique but who is 
not a physician, rather than a physician 
who conducts a few groups a year and 
has been hired to do the sessions be­
cause of the medical background. 

sight into versus what the client can 
discover for themselves. A major mis­
take many organizations make with phy­
sician focu groups is to establish unre­
alistic objectives for the re earch, in 
terms of the capabilities of the method­
ology or the skills of the physic!ans. For 
example, focus groups with phy icians 
about advertising should focus on the 
copy content of the ads (i.e., is it correct, 
believable, convincing) rather than the 
overall reaction to the advertising. 

2. In the implementation of the groups. 
have the physicians write down their 
reactions to subjects being explored 

esting as possible. particularly if the 
subject matter is inherently not excit­
.in.& For example, I have found that 
focus groups dealing with new medica­
tions or new treatment modalities are 
normally of great interest to the doctors, 
and will usually result in active partici­

pation throughout the entire ession. 
However, group dealing with over the 
counter medications, packaging, adver­
tising or office procedure are generally 
of considerably less interest to the doc­
tors and require more effort to make 
them interesting. Some techniques for 
adding interest value to groups are: 

before they are opened up to the group • Showing the physicians visual 
for general discussion. The purpose of stimuli, such as copies of ads, packages 
this is to reduce the negative impact of or actual ample of the OTC medica­
group dynamics among the participants. tions being di cussed. 
By asking the doctors to write their • Using projective techniques to force 
views down before they are shared with doctors to think about the topic areas in 
the group, it is more likely that the a way that they never have before. For 
individual will not be influenced by the example, asking a group of physicians 

Implementation of the group comments of the other doctors relative to indicate what animal they most closely 
1. Insure that the subject of the focus to the topic at hand. associate with Brand X facial moistur-

group is really something that the par- izer can become a creative exercise that 

:ti:c:ip:a:n:~~c:a:n:p:r:o:v:id:e~m:e:a:n:i:n:g:fu=l~in=-~~:3:·~S~ee~k~to~m~a=k~e~t:h:e~g~r~o~u~p:s~a=s~i~n~te~r~-, is interesting ~r the doctoG and pro­
vides some very useful inputs to the 

moderator. r------------------------------------

I 

Los Angeles 
818-783-2502 

Nancy Levine 
President 

17547 Ventura Boulevard, Suite 308 

Encino, CA 91316 

FAX 818-905-3216 

focus 
graups tool 

FULL 
KITCHEN 

R~EmoJ 

#1 
CONFERENCE 

19'X 17' 

TELEPHONE 
CENTER 

VIEWING 
13' X 17' 

12 
CONFERENCE 

16' X 14' ENTRANCE I I 
CLIENT ENTRANCE '--~~--'----....LU...---L.J 

• recruiting 
• location studies 
• car clinics I ride & drive tests 
• product clinics I tests I placements 
• focus groups 
• one-on-one interviews 
• testimonial commercials 
• taste tests 
• mailing studies 
• telephone interviews 
• executive I professional I medical 
• Spanish and Asian languages 
• nationwide capabilities 

------------------------------------30 Circle No. 618on Reader Card 

4. When appropriate. seek the 
physician's input toward the topic as an 
individual or a parent. and not only as a 
doctor. For example, if you are research­
ing a new type of OTC medication, it 
would not be inappropriate to ask the 
doctor whether she or he would bring 
samples home for family use or whether 
the physician would prescribe this medi­
cation for a family member rather than 
the brand that has traditionally been 
used. This type of exploration often 
provides insight into the real feelings 
about a particular product which cannot 
be obtained by holding the physician in 
the traditional medical role. 

In summary, focus groups with phy­
sicians require some different consider­
ations than those conducted with other 
target segments. However, by follow­
ing the guidelines provided in this ar­
ticle, one can maximize the output from 
focus group research with the medical 
profession. 0 
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... they're Blue! 
In the agricultural age, land was power. In the industrial 
age, capital was power. Now in the information age, 
information is power. That's why your clients turn to you 
and why your staff should turn to the MRA Blue Book. 

trust to objectively provide the information they most 
need on suppliers. 

Using the Blue Book, your staff will spend less time, guess­
work and long distance charges to find qualified suppliers 
of research services and data collection facilitites. 

Ever responsive to evolving client needs, significant 
changes have been made to the 1992 edition, making 
this comprehensive directory even more user-friendly. 

And the price is right .. . at an annual cost of just $1 00 
($65 for MRA members}, the Blue Book will pay for 
itself many times over in greater purchasing power 
and enhanced client satisfaction . 

The Blue Book, now in its 15th year, is published by the 
Marketing Research Association- a source researchers 

The MRA Blue Book-A powerful resource for your important decisions. 
To Order- Look for our card in the Researcher Card Deck or call 203-257-4008 

QIQ Segue 
continued from p. 25 

and narrowed down to the important 
essentials. 

3. As a qualitative researcher I hesi­

tate to bring this up, but in certain situ­
ations i.e., research on technical prod­
ucts with low incidence medical 
specialties( nuclear radiologists, pediat­
ric ophthalmic surgeons, etc.), if you've 
done three or four focus groups around 
the country you already have the begin­
nings of a statistical consensus which, 
in combination with the analysis of the 
quantitative segment, can provide a 
pretty good reading on market poten­
tial. 

4. The Q/Q Segue gives everyone on 
the marketing team an opportunity to 
directly examine the parameters of the 
task at hand. We have seen it happen a 
number of times. When the viewing 
room contains brand managers, R&D 
people, directors of marketing and busi­
ness development analysts there is a 
very strong "reality check" that carries 
forward into the quantitative study. 
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5. Some of our clients regularly use 
the Q/Q Segue to evaluate the potential 
for certain products under development 
that are being considered for licensing 
and/or marketing. In these cases not 
only does the qualitative study give us 
the opportunity to test and modify con­
cepts for use in the quantitative phase, 
but it frequently results in the el imina­
tion of some products because of 
strongly negative responses. It focuses 
the quantitative que tionnaire directly 
on those products with potential . 

• Incorrect assumptions. In one Q/Q 
Segue study within a particular medical 
specialty, the assumption was made that 
this group screens all of their adult pa­
tients over a certain age for a particular 
type of cancer. The qualitative segment 
of the study revealed that this was not 
the case. They screen all adult patients 

within a certain age range for specific 
diagnostic criteria, and those who test 
positive are then tested for cancer. This 
may seem like a basic problem of se­
mantics, but to these specialists it repre­
sented a valid differentiation in diag-

nos tic protocol. If the quantitative ques­
tionnaire had been developed without 
the qualitative input, the question "What 
percentage of your adult patients do you 
initially screen for cancer?" could have 
produced dangerously misleading re­
sults. 

• Overlooked assumptions. While 
testing concepts for a new medical prod­
uct, one of the respondents mentioned a 
marketing related factor that the client 
had considered unimportant prior to the 
study. The rest of the group strongly 
concurred with this respondent's as­
sumption. This bit of information added 
a new dimension to the marketing strat­

egy being developed and necessitated a 
significant ~hange in the soon-to-fol­
low quantitative study. But fortunately 
the client had the option of making this 
change before the fact, not after it. If this 
situation had gone unidentified, a large 
pothole on the long road to marketing 
success may have caused some serious 
damage. 

• Regional variations. There are far 
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fewer Caesarean sections performed in 
Bangor, Maine than in Portland, Maine 
even though the population and hospital 
demographics are similar. General den­
tists perform more periodontal surgery 
in the Boston area than do general den­
tists in the metropolitan Los Angeles 
area. While a well designed quantita­
tive study will pull out these geographic 
variations, it is important to know that 
they exist and to recognize ~hat type of 
input you will need ~o make your quan­
titative results more complete. It's a lot 
more effective to go hunting for bear 
with a rifle than with a fishing rod. 

• Influential segments. Not too long 
ago we did a Q/Q Segue with specialists 
on the subject of diagnostic procedures. 
The research protocol called for four 
focus groups to be followed by a nation­
wide telephone survey. During the quali­
tative phase it became clear that there 
was a sub-segment, previously uniden­

tified, that greatly influenced how these 
speciali sts did their diagnostic proce­
dures. This sub-segment not only had a 

strong influence on the diagnostic prod­
ucts used, in many cases they dictated 
how the procedure was to be done. If a 
qualitative phase had not been involved, 
the quantitative instrument may have 
elicited this information but a follow-up 
study would have been necessary to 

expand on it. 

• Market potential. Often, one ofthe 
most important questions to be answered 
by a quantitative study is, "Is there 
market potential for this product?" This 
may prove to be a big negative to some 
readers , but some of the Q/Q Segues 
that we have been involved with have 
ended at the qualitative stage because 
the market potential was painfully clear 
by the time we had completed the final 
focus group or one-on-one interview. 
These situations generally evolve in one 
of two ways: 

1. The research is early/primary and 
the client learns all they feel they need 
to know during the qualitative stage. 

Ann Sampogna-Reid & Chris Balthaser 
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2. The product or concept is a total 

bomb with no hope of redemption. 

While this can result in the research 
firm losing out on a quantitative study, 
there is a positive side to it; it can lead to 
a satisfied customer with the potential 

for more work later on. 
One of the most important factors in 

developing a successful Q/Q Segue is 
adequate preparation for the qualitative 
phase. Sometimes these studies repre­
sent uncharted waters for the client and 
a large, rapid learning curve is antici­
pated. If the qualitative researcher 
spends too much respondent/c) ient time 
in moderator education, important fac­
tors can be missed or overlooked. This 
is especially true in projects having to 
do with relatively technical subjects. In 
these situations it is incumbent on the 
researcher to familiarize himself/her­
self with the language beforehand and 
to develop at least a reasonable under­
standing of the practice modalities in­
volved in the use of the product or 
service to be studied. Anything less 

Annie and Chris 
together again. 

With Denver's new, 
state-of-the-art focus 

group facility. 

The Research Center 
Denver, Colorado 

(303) 935-1750 
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could result in an incomplete or inaccu­
rate study and this could eas ily be car­
ried forward and compounded in the 
quantitative phase. 

It is also critical to have as complete 
an understanding of the research objec­

tive as possible. This needs assessment 
must go beyond the development of a 
good discussion guide or qualitative 
questionnaire. The following factors 

should also be weighed and considered: 
• What decisions have to be made 

from this study? 

• Have previous studies been done? 
What were the results? 

• If prototypes or concepts are to be 
tested, what is the extent of the client 's 

commitment to these products? 

• Who is the actual client- marketing, 
R&D, business development, research? 

• What are the parameter of the quan­

titative study? 
These fac tors can have a very impor­

tant impact on the direction that the 
qualitative segment should take. 

Marketing research is experiencing a 
move towards alliances where two or 

more research finns capitalize on indi­
vidual strengths to produce a research 
instrument that is unique or stronger 

than the the sum of its parts. The Q/Q 
Segue is an ideal situation for the meld­
ing of talents between an experienced 

quantitative finn and a well sea oned, 

specialized focus group moderator. Our 
own experience in these "partnerships" 
has been very positive and we would 

encourage others to consider develop­

ing similar working relationships. 0 

• SURVEY PRO <tml is friendly all-in­
one software to simplify the job • 
Automatically performs page layout to 
generate forms of desktop-publishing 
quality without the work • Exportable 
integrated data base • Fast analysis 
toolkit to screen or laser printer for 
tables, graphs, percents, means, open­
ended answers and cross-tabulations 

I U HI WEEK u ..• ease of use and impressiu! 
suroey, and report,puUisiUng 

LABS feaLUres earn it the Analyst's 
ANALYST'S Clwice " 
C H 0 I C E (7/1/91 Rev 1.01, offour packages) 

llt.-/o ..... ~ ...... ., ........ " .......... ~..., .. ,...,.,, ....... .J.It.l.r,.,_ 
""'"'"''""!o>lwl{llrtf<L>"flollor~ .. ,..,.,.,w, 

(b Apian Software 
P.O. Box 1224, Menlo Park, CA 94026 

IBM PC, HP Laser/DeskJet & compatibles 

MONEY-BACK GUARANTEE 

Call (800) 237-4565, x230 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? 1/H/R Research Group can help - with the 
highest quality, lowest prices , and best service available anywhere. 

• 75 line national coverage • MRA certified interviewers • Project bids in one hour 

• 50 Ci2/CATI stations • Highest quality • On/off premise monitoring 

• On time results • Low prices • State-of-the-art technology 

What makes 1/H/R the best? Some say it's our on-going training program or our great supervisors ... But, 
what seems to make our clients even happier are the really competitive prices . We're growing, so we can 
afford to bid very aggressively. 

If you're tired of the same old song and dance, give 1/H/RResearch Group a call. We' ll make sure your job's 
done right and at a cost you can live with. 

1/H/R Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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1991 Index of Articles 
I 

Month/Page Number 
January 

Case Histories 

6 In excellent condition: Patients tell a New York hospital that its 
service matches its strong reputation 
8 Don't take away my samp!es: Study gathers physicians' reac­
tions to pharmaceutical sales forces 
February 
6 On the right track: CSi program helps GM dealers monitor 
customer satisfaction 
March 
6 Retaining heat: Research and a strong marketing campaign 
keep Copper Mountain's business hot 
12 A fresh approach: Research helps GranVJacoby develop new 
advertising for Stokely USA 
April 
6 Back to the tutu re for Centrex: Research and marketing breathe 
new live into a mature product 
8 Developing Affinity: Research instrumental in creating system for 
measuring reader feelings about business-to-business publica­
tions 
May 
6 Going for the gold: Consumers give Mannington a winning 
formula for new vinyl flooring product 
June/July 
6 Getting lite right: Chick-fil-A uses research to fine-tune its spring 
promotion 
8 Making fast food faster: Arby's and MIS use research in 

development of new customer order entry system 
October 
6 Craftsmanship for the 90s: Packaging research guides position­
ing of 3M's innovative line of wood care products 
8 Walking a fine line: Stiefel Laboratories hopes updated packag­
ing will attract new users to its Oilatum soap without alienating 
current consumers 
14 Dollars and scents: How men view, choose and use their 
fragrances 
November 
6 Regular check-ups: CIGNA uses an ongoing patient satisfaction 
study to tailor service of its health plans 
8 Service with a smile: Ongoing customer satisfaction research 
helps Hampton Inns guarantee good service 
December 
6 "Lite" meter: Boston Edison uses research to measure the 
success of an energy conservation program 
8 Insuring success: Focus groups guide creation of environmental 
insurance product 

Discussion of Techniques/Other 
January 
14 Strategic marketing and marketing research 
28 A guide to international market research 
February 
8 Six questions to ask your supplier about multivariate analysis 
12 New measuring sticks for media and other marketing-mix 
variables 

ACCORDING TO A RECENT SURVEY, 
9 OUT OF 10 EVALUATORS 
OF STATPAC GOLD IV 
BECOME USERS. 
Professional's choice for survey & marketing research. 
User-friendly, comprehensive & dependable. 
Camera ready tables & graphics. Basic & advanced 
statistics. CRT & telephone interviewing. Easiest 
to learn. Guaranteed. 

StatPac Inc. 
3814 Lyndale Ave. S. 
Minneapolis, MN 55409 
Tel: (612) 822-8252 
Fax: (612) 822-1708 

tatPa 
The Right Choice for Survey & Marketing Research. 

CALL TODAY 
FOR A TEST DRIVE. 
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March 
14 The value of verbatims 
17 Are you penalized for testing commercials in "rough" form? 
28 Principles of rapport-focus group moderation 
April 
1 0 Retooling the focus group to business-to-business research 
26 Defining the system of needs in an industrial market 
28 The product rnanagement'marketing research partnership 
May 
16 How to maximize the benefits of computer assisted telephone 
interviewing 
26 Natural group interviewing revisited 
28 Designing screening questionnaires to minimize dishonest 
answers 
June/July 
25 How to use the instant marketing research jargon generator 
October 
22 Finding the hot buttons: a scientific approach to motivational 
research 
44 Winning isn't everything for teens who play sports 
November 
16 Guidelines for measuring customer satisfaction in international 
markets 
18 Enhancing primary research with secondary research 
26 Mystery shopping: uses and abuses 
29 Improving marketing decision-making with conjoint analysis 
December 
14 Backroom moderators ... or How two perspectives are better 
than one 
16 Beyond conventional focus groups: Emerging options for 
qualitative research 18 The art of moderating: A blend of basic skills 
28 Focus on advertising: When, why & how to use qualitative 
research 
30 Tips on controlling focus group crosstalk 
32 Guidelines for videotaping qualitative research 

34 How to keep respondents from taking over focus groups 

Data Use 
January 10 How to think about your tables 
February 1 0 Mapping the future 
March 9 Optimizing the advertising message for Second City 
Bus Service 
April 12 Computers know "how" but they don't know "what" 
May 10 Structured Equation Models: an introduction 
June/July 1 0 Hitting the target: Effective techniques for 
market share and response rate modeling using demographics 
October 1 0 Using conjoint analysis for price optimization 
November 1 0 Controlling non-response bias and item non­
response bias using CATI techniques 
December 10 The statistics of missed opportunities (or) You 
better beware of beta 

Trade Talk 
January 54 Information, please (review of the book, "Captur­
ing Customers") 
February 54 Home is where the work is (study on home office 
equipment buying habits) 
March 54 Up close and personal (profile of an account 
planner) 
April 54 New book's "thinker toys" promote effective use of 
information (review of the book, "Hearing the Voice of the 
Market") 
May 86 Study finds that many Americans want to buy 
American-made goods 
June/July 42 Omnibus study talks to kids 
October 52 Study seeks to define quality 
November 84 Qual ity still should be Job One (reprint of article 
on customer satisfaction) 
December 124 Another round of belt tightening (study of 
buying habits in Evansville, Indiana) 

r------------------------------------~ 
Get The Latest In Market THE~6~~ABY 
lnJelligence In Your Industry 
Check the appropriate boxes and attach your business card to receive your free 
Table of Contents from the FIND/SVP and Packaged Facts market studies listed below 

[j? FOOD [j? BEVERAGE 
0 Bread 0 Energy Drinks 
0 Cheese 0 Fruit & Vegetable Juices 
0 Condiments 0 Gourmet Coffees & Teas 
0 Diet Aids 0 Microbreweries 
0 Fresh Produce 0 New Age Beverages 
0 Gourmet/Specialty Foods 
0 Healthy Prepared Foods [j? DRUG~ . 

[i? HEALTHCARE 
0 Ambulatory Care Clinics 
0 Dental Supplies 
0 Disposable Hospital Products 
0 Healthcare Cost Containment 
0 Horne Medical Diagnostic 

Products 
0 Wound Care 

0 Healthy Snacks 0 Alternative Drug Delivery 
0 Light Desserts Systems [i? CONSUMER DURABLES 
0 Light Foods 0 Central Nervous System 0 Greeting Cards 
0 L Ch 1 t 1 & L Drugs 0 PWcsic_ ai Fitness & Exercise ow- o es ero ow- 0 C ld C 1 & Fl R d" Fat Foods o , o~ 1 u _erne Ies qmprnent 
0 Mail Order Foods 0 Rx-to-OT Drug Switches [i? RETAILING/ 
0 Microwaveable Foods [i? PERSONAL CARE/ CONSUMER SERVICES 
0 Microwaveable Frozen HOUSEHOLD PRODUCTS 0 Automotive Aftermarket 

[i? DEMOGRAPHICS 
0 Corporate Environmental 

Programs 
0 Emerging Lifestyles in the 

1990s 
0 Hispanic Market in the 

1990s 
0 Green Consumer 
0 Infant/Toddler /Preschool 
0 Marketing to Women in 

the 1990s 
0 Maturity Market 
0 New Baby Boom 

Sandwiches 0 Adult Incontinence Market 0 Diet Centers 
0 Pasta o Eyecare Products o Specialty Retailing Attach your business 
0 Poultry 0 Household Cleaners 
0 Prepared Frozen Foods 0 Insecticides [i? WATER & WASTE Card and mail fO: 
0 Pretzels . . 0 Insect Repellents MANAGEMENT ~nd'fa~n ~~ 
0 Salad & Cooking Oil 0 Non-Prescription Contracep- 0 Air Pollution n ~vr 
0 Sauces & Gravies tives 0 Hazardous Waste 625 Avenue of the Americas 
0 Seafood 0 Oral Hygiene Ma~a_gernen~ 
0 Soup 0 Shaving Products 0 MuniCipal Sohd Waste New York, NY 10011 
0 Sweet Baked Goods 0 Sun Care Products 0 Public Water Supply (212) 645-4500 

1 0 Yogurt 0 Skincare Products 0 Water Purification B4A X 1 

.._ ____________________________________ _. 
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QUALITATIVERESEARCH/FOCUSGROUPMODERATORS 
Listed below are n~mes of ~ompanies sp~cializing in focus group~· Included are contact personnel, addresses and phone 
num?ers. Co~~ames are hst.ed,alphabet.Ically and are also classified by state and specialty for your convenience. Contact 
publisher for hstmg rates:QmrksMarketmgResearchReview,P.O. Box 23536,Minneapolis, MN 55423. 612/861 -8051 . 

ADI Research, Inc. 
(See Matrixx Marketing) 

Alpha Research Associates, Inc. 
395 Smith St. 
Providence, Rl 02908 
40 1 1861 -3400 
Contact: Anthony Pesaturo 
Full Svc. Quai./Quan. Analysis/ 
Consltg. & Mkt. Rsch.!Since 1976 

Analysis Research Limited 
4655 Ruffner St. , Ste. 180 
San Diego, CA 92111 
6191268-4800 
Contact: Arline M. Lowenthal 
All Qual. Needs: Eng. & Span. 
Recruit/Moderate/ Analysis 

The Answer Group 
4665 Cornell Rd. , Ste. 150 
Cincinnati, OH 45241 
5131489-9000 
Contact: Lynn Grome 
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 

Chamberlain Research Consultants 
12 East Olin Ave. 
Madison, WI 53713 
6081258-3666 
Contact: Sharon Chamberlain 
Full-service marketing research. 
Business & consumer studies 

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 

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

Consumer Opinion Services 
12825-1 stAve. South 
Seattle, WA 98168 
2061241 -6050 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones 
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Creative Marketing Solutions, Inc. 
P.O. Box 487 
Lahaska, PA 18931 
2151357-3655 
Contact: Larry Schwarz 
Experienced Specialists in 
Qualitative Research Techniques 

Creative & Response Rsch Svces. 
500 N. Michigan Ave. 
Chicago, IL 60611 
312/828-9200 
Contact: Stephen Turner 
Twenty-Five Years of Leadership 
in Qualitative Research 

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

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

Doane Marketing Research 
1807 Park 270 Drive, #300 
St. Louis, MO 63146 
3141878-7707 
Contact:David Tugend 
Agriculture, Veterinarian Products 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St. 
Waltham MA 02154 
6171647-0872 
Contact: Reva Dolobowsky 
Experts In Ideation & focus 
groups. Formerly with Synectics. 

Doyle Research Associates,lnc. 
919 N. MichiganiSte. 3208 
Chicago, IL 60611 
312/944-4848 
Contact: Kathleen M. Doyle 
Specialty:Children!T eenagers 
Concept& Product Evaluations 

DIRIS HealthCare Consultants 
3127 Eastway Dr. , Ste. 105 
Charlotte, NC 28205 
7041532-5856 
Contact: Dr. Murray Simon 
Specialists in Research with 
Providers & Patients 

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. 
2301 Hancock Drive 
Austin , TX 78756 
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 

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 On Kids 
327 Papin Avenue 
St. Louis, MO 63119 
3141963-1902 
Contact: Alan Burns, Ph. D. 
Kid/Mom Specialist; New 
Concepts/Products/Advertising 

Focus Plus 
79 5th Avenue 
New York, NY 1 0003 
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!T een I 
In-Home/Observational Rsch 

Gilmore Research Group 
2324 Eastlake Ave. E., Ste. 300 
Seattle, WA 98102 
206/726-5555 
Contact: Carolyn McKernan 
Exp. Prof. Moderators to Meet 
Your Needs. 

Grieco Research Group, Inc. 
7 43 North Avenue 66 
Los Angeles, CA 90042 
2131 254-1990 
Contact: Joe Greico 
Marketing and Advertising 
Focus Groups 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Pk. (BaVD.C.), MD 21146 
301 1544-9191 
Contact: Bill Hammer 
23 Years Experience - Consumer, 
Business & Executive 

Hispanic Marketing 
Communication Research 

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

Horowitz Associates 
2 East Avenue 
Larchmont, NY 1 0538 
9141834-5999 
Contact: Howard Horowitz 
CableNideo Marketing-Program­
ming-Advertising Strategy 

Hughes Marketing Communications 
341 Farnum Road 
Media, PA 19063-1605 
2151 566-6542 
Contact: Warren B. Hughes 
Moderate Focus Groups; In Depth 
Interviewing. 

Johnston, Zabor & Ascts., Inc. 
P. 0 . Box 12743 
Rsch Tri Park, NC 27709 
8001544-5448 
Contact: Jeffrey M. Johnston 
Camp. Capabilities. New Prod/ 
Svce!Cust Satis/Comm Rsch. 

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 

Keeffe Research 
24 Liberty St. 
San Francisco, CA 9411 0 
415164 7-2265 
Contact: Jeffrey Keeffe 
Auto, Tobacco, Cons. Prod, Pkg. 
Gds., Advtg., New Prod. 
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Kennedy Research Inc. 
405A Waters Bldg. 
Grand Rapids, Ml49503 
6161458-1461 
Contact: Mary P. Tonneberger 
Cons. & Ind., Telecom. ,Health, 
Office Systems, Chemicals,Drugs 

KS & R Consumer Testing Center 
Shoppingtown Mall 
Syracuse, NY 13214 
8001 289-8028 
Contact: Lynne Van Dyke 
Qualitative /Quantitative, 
Intercepts, 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 

Leichliter Associates 
252 E. 61st St. , Ste. 2C-S 
New York, NY 10021 
212/753-2099 
Contact: Betsy Leichliter 
New Ideas, New Solutions, Call For 
Consultation. Offcs. in Chicago 

The Looking Glass Group 
401 Henley St. , Suite 10 
Knoxville, TN 37902 
6151525-4789 
Contact: Dick Nye 
Groups, In-Depths, etc. 
Heavy Ad/Mktg./Publ. Experience 

Lubavs Qualitative Research 
2116 Aberdeen 
Kalamazoo, M149008 
6161381 -7239 
Contact: Aija Lubavs 
Moderator/In-Depth Interviewer 
Marketing & Psychology 
Experience 

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 
3141878-7667 
Contact: Richard Homans 
Financial Services, HealthCare, 
Consumer, Pkgd. Goods,Agric. 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg, NY 1 0962 
914 I 365-0123 
Contact: George Silverman 
Med, Bus-to-Bus, Hi-Tech, lndust, 
Ideation, New Prod., Tel. Groups 
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Matrixx Marketing-Rsch Div. 
Cincinnati , OH 
8001323-8369 
Contact: Michael L. Dean, Ph.D. 
Cincinnati's Most Modern and 
Convenient Facilities 

Meadowlands Consumer Ctr, Inc. 
The Plaza at the Meadows 
700 Plaza Dr., 2nd. Fir. 
Seacaucus, NJ 07094 
201 1865-4900 
Contact: Andrea C. Schrager 
Qual. Expertise-Ideal Location 
Spacious Focus Suites 

Medical Marketing Research, Inc. 
6608 Graymont Place 
Raleigh, NC 27615 
9191870-6550 
Contact: George Matijow 
Specialists in Health Care 
Research; MDs, RNs, Pts. 

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

Ruth Nelson Research Svcs. 
2149 S. Grape Street 
Denver, CO 80222 
303/758-6424 
Contact: Christy Reid 
Consumer, Tech/lndust. , New 
Prod., Concept Test/Refinement 

PACE, Inc. 
31700 Middlebelt Rd. , Ste. 200 
Farmington Hills, Ml 48334 
3131 553-41 00 
Contact: Peter J. Swetish 
Full Service Vehicle Specialist­
OEM & Aftermarket Experience 

Research In Marketing, Inc. (RIM) 
508 Central Avenue 
Highland Park, IL 60035 
7081433-8383 
Contact: Larry Hammond 
Unsurpassed Quality, Competitive 
Pricing 

Rhode Island Survey and 
Research Service, Inc. 

690 Warren Avenue 
East Providence, AI 02914 
401 1438-4120 
Contact: Patricia Shake/ 
First in New England. 
Established in 1962 

R J Research 
P.O. Box 3787 
Santa Rosa, CA 95402 
7071795-3780 
Contact: Bob Pellegrini 
Full Service Quai./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 
2161492-8880 
Contact: Alice Rodgers 
Creative/Cost Effective: New 
Product/Consumer, Etc. 

Pamela Rogers Research 
311 East 50th Street 
New York, NY 10022 
2121751 -3380 
Contact: Pamela Rogers 
Environmental Issues-Healthy 
Food I Products I Packaging 

James M. Sears Associates 
48 Industrial West 
Clifton, NJ 07012 
201 1777-6000 
Contact: James M. Sears 
Business-To-Business And 
Executives A Specialty 

Southeastern Institute of 
Research, Inc. 

2325 West Broad St. 
Richmond, VA 23220 
8041358-8981 
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 488-3123 
Contact: Betty Spencer 
4'x16' Mirror Viewing Rm. Seats 
8-12. In House AudioNid. Equip. 

Jane L. Stegner & Ascts. 
2215 Penn Ave. So. 
Minneapolis, MN 55405 
612/377-2490 
Contact: Jane Stegner 
Bus-T o-Bus/Medicai/Fncl. Svcs./ 
Agric., Groups/ 1:1's 

Strategic Research, Inc. 
4600 Devonshire Common 
Fremont, CA 94536 
415/797-5561 
Contact: Sylvia Wessel 
400 Groups, Hi-Tech/Medical/ 
Financial/Transportation Svcs. 

Sweeney International, Ltd. 
221 Main St. 
Danbury, CT 06810 
203 I 7 48-1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
QRCNAMNAdvt. Club 

Telesession Corporation 
355 Lexington Ave. 
New York, NY 10017 
212 I 599-1500 
Contact: Michael Gorbein 
Focus Groups by Phone/Medical/ 
Agriculture!Business-toBusiness 

Thorne Creative Research 
Svces 
1 0 Columbia Place 
Mt. Vernon, NY 10552 
9141699-7199 
Contact: Gina Thorne 
Ideation, teens, New Product 
Ad Concepts, Package Goods 

The Travis Company, Inc. 
509 Cathedral Parkway, Ste. 8E 
New York, NY 10025 
2121 222-0882 
Contact: Jerry Travis 
Qualitative Research and 
Consultation 

Venture Marketing Ascts, Inc. 
3845 Viscount, Stes. 3 & 4 
Memphis, TN 38118 
Contact: Lawrence Berry 
Hispanic, Medical, H&BA, 
Food, Business-To-Business 

Lucy Warren & Associates 
3619 29th St. 
San Diego, CA 92104 
6191295-0342 
Contact: Lucy Warren 
Understands/Meets Business 
Needs With Quality/Experience 

Yarnell, Inc. 
1 Anita Drive 
East Hanover, NJ 07936 
201 1593-0050 
Contact: Or: Stephen M. Yarnell 
Information Technology/ 
Financial Services/Modeling 

Turn to the next page for state 
and specialty cross indexes. 
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STATE CROSS INDEX OFMODERATORS 
Refer to Preceding Pages For Address , Phone Number and Contact Name 

California Maryland Yarnell , Inc. 
Pennsylvania 

Analysis Research Ltd. Hammer Marketing Resources New York 
Direct Marketing Rsch Assocs. Creative Marketing Solutions 

Equifax/Quick Test Opinion Ctrs. Massachusetts Focus America Hughes Marketing Communications 

Grieco Research Group, Inc. Dolobowsky Qual. Svcs. , Inc. 
Focus Plus 

Hispanic Marketing First Market Rsch (L. Lynch) 
JRH Marketing Services, Inc. Rhode Island 

Keeffe Research Horowitz Associates, Inc. Alpha Research Associates , Inc. 
R J Research Michigan K S & R Consumer Testing Ctr. Rhode Island Survey & 
Strategic Research, Inc. Leichliter Ascts . Research Services, Inc. 
Lucy Warren & Associates 

Brand Consulting Group Manhattan Opinion Center 
Kennedy Research Inc. Market Navigation, Inc. Tennessee 

Colorado Lubavs Qualitative Research Pamela Rogers Research The Looking Glass Group 
Ruth Nelson Research Svcs. 

PACE, Inc. Sources For Research, Inc. Veture Marketing Ascts ., Inc. 

Minnesota James Spanier Associates 

Connecticut T elesession Corporation Texas MedProbe Medical Mktg. Rsch Thorne Creative Research 
Clarion Marketing and Comm. Rockwood Research Corp. The Travis Company First Market Rsch . (J. Heiman) 
Saul Cohen & Associates, Jane L. Stegner and Ascts. Virginia Sweeney International, Ltd. North Carolina 
Washington D.C. 

Missouri D/R/S HealthCare Consultants Southeastern lnst. of Research, Inc. 

Doane Marketing Research Johnston , Zabor & Associates Washington LaScola Qualitative Research Focus On Kids Medical Marketing Research , Inc. 

Illinois 
Marketeam Associates Consumer Opinion Services 

Ohio Gilmore Research Group 
Creative & Response Rsch Svcs. New Jersey The Answer Group Wisconsin Doyle Research Associates Cunninghis Associates Matrixx Marketing 
D.S. Fraley & Associates Meadowlands Consumer Center Rodgers Marketing Research Chamberlain Research Consultants 
Leichliter Associates James M. Sears Associates Dwight Spencer & Associates 
Research In Marketing , Inc. 

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

ADVERTISING BLACK Yarnell , Inc. Rockwood Research Corp. 
Southeastern Institute of Rsch . 

Analysis Research Ltd. JRH Marketing Services, Inc. CONSUMERS James Spanier Associates 
Brand Consulting Group BUS.-TO-BUS. Chamberlain Rsch. Cnsltnts. Sweeney lnt'l. Ltd. 
Chamberlain Research Cnsltnts. Consumer Opinion Services Yarnell , Inc. 
Dolobowsky Qual. Svcs. , Inc. Chamberlain Research Cnsltnts. 

Consumer Opinion Services 
Doyle Research Associates 

FOOD PRODUCTS Doyle Research Associates First Market Rsch. (L. Lynch) 
D.S. Fraley & Associates First Market Rsch. (J.Heiman) 

D.S. Fraley & Associates Doyle Research Associates 
Johnston, Zabor & Associates Kennedy Research Inc. 

Kennedy Research Inc. D.S. Fraley & Associates 
The Looking Glass Group Research In Marketing, Inc. Rodgers Marketing Research Keeffe Research 
PACE, Inc. Rockwood Research Corp. 

Thorne Creative Research Leichliter Associates 
Rockwood Research Corp. James Spanier Associates Pamela Rogers Research 
Southeastern Institute of Rsch. Sweeney International , Ltd. DIRECT MARKETING James Spanier Associates 
James Spanier Associates Yarnell, Inc. 

Direct Marketing Research Ascts. Thorne Creative Research 
Sweeney International, Ltd. 

CANDIES Trend Facts 
Thorne Creative Research ENTERTAINMENT 
AGRICULTURE 

D.S. Fraley & Associates 
D.S. Fraley & Associates HEALTH & BEAUTY 

Doane Marketing Research CHILDREN Sweeney International, Ltd. PDCTS 
Market Navigation, Inc. Doyle Research Associates ENVIRONMENTAL The Answer Group 
Rockwood Research Corp. D.S. Fraley & Associates D.S. Fraley & Associates 

Focus On Kids Pamela Rogers Research Pamela Rogers Research 

ALCOHOLIC BEV. Johnston, Zabor & Associates EXECUTIVES 
Thorne Creative Research 

Research l.n Marketing , Inc. Matrixx Marketing-Research Div. 
Rhode Island Survey, Inc. Chamberlain Rsch . Cnsltnts. HEALTH CARE 

APPAREL/ Dolobowsky Qual. Svcs. , Inc. Chamberlain Rsch . Cnsltnts. 

FOOTWEAR CIGARETIES First Market Rsch. (J. Heiman) Creative Marketing Solutions 
Keeffe Research Kennedy Research Inc. Dolobowsky Qual. Svces., Inc. 

Brand Consulting Group The Looking Glass Group D/R/S HealthCare Consultants 
Research In Marketing , Inc. COMMUNICATIONS PACE, Inc. First Market Rsch (L. Lynch) 

AUTOMOTIVE RESEARCH 
James Spanier Associates Kennedy Research Inc. 
Sweeney International, Ltd . LaScola Qualitative Research 

Keeffe Research D.S. Fraley & Associates 
FINANCIAL SVCS 

Marketeam Associates 
Matrixx Marketing-Research Div. James Spanier Associates Market Navigation, Inc. 
PACE, Inc. 

COMPUTERS/MIS 
Dolobowsky Qual. Svcs. , Inc. Matrixx Marketing-Research Div. 
First Market Rsch (L. Lynch) Medical Marketing Research , Inc. 

BIO-TECH First Market Rsch (J . Heiman) LaScola Qualitative Research MedProbe Medical Mktg. Rsch. 

Market Navigation, Inc. Market Navigation, Inc. Marketeam Associates Research In Marketing , Inc. 

Medical Marketing Research, Inc. James Spanier Associates Matrixx Marketing-Research Div. Southeastern Institute of Rsch. 

MedProbe Medical Mktg. Rsch. Strategic Research, Inc. The Research Center James Spanier Associates 

Yarnell, Inc. Sweeney International, Ltd. Research In Marketing, Inc. 
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HISPANIC NEW PRODUCT DEV. 
Analysis Research Ltd. Brand Consulting Group 
Hispanic Marketing Creative Marketing Solutions 

Communication Research Dolobowsky Qual. Svcs. , Inc. 
D.S. Fraley & Associates 

IDEA GENERATION First Market Rsch. (J. Heiman) 

Analysis Research Ltd. 
Leichliter Ascts . 
Research In Marketing, Inc. 

Brand Consulting Group Rhode Island Survey, Inc. 
Dolobowsky Qual. Svcs. , Inc. Southeastern Institute of Rsch. 
D.S. Fraley & Associates James Spanier Associates 
Leichliter Associates Strategic Marketing. Svces. 
Matrixx Marketing-Research Div. 
Rhode Island Survey , Inc. PACKAGED GOODS 
Sweeney International, Ltd. The Answer Group 
Thorne Creative Research Doyle Research Associates 

INDUSTRIAL D.S. Fraley & Associates 
Keeffe Research 

First Market Rsch . (J. Heiman) The Looking Glass Group 
Kennedy Research Inc. Thorne Creative Research 
Market Navigation, Inc. 

PARENTS Strategic Research, Inc. 
Sweeney International , Ltd. Doyle Research Associates 
Yarnell , Inc. 

MEDICAL PROF. PET PRODUCTS 
Creative Marketing Solutions 

Rockwood Research Corp. 
Thorne Creative Research 

D/R/S HealthCare Consultants 
Marketeam Associates PHARMACEUTICALS 
Matrixx Marketing-Research Div. The Answer Group Medical Marketing Research, Inc. Creative Marketing Solutions MedProbe Medical Mktg. Rsch . D/R/S HealthCare Consultants Research In Marketing , Inc. Johnston, Zabor & Associates Strategic Research, Inc. Market Navigation, Inc. 

MODERATOR TANG Medical Marketing Research, Inc. 

Cunninghis Associates 
MedProbe Medical Mktg. Rsch. 
Research In Marketing, Inc. 
James Spanier Associates 

Room tor Rent 
Ideal Twin Citie.s 

focus group location. 

Thousands of 
fresh respondents nearby. 

Private client offices. 

State-of-the-.art audio, 
video equ1pment. 

Experienced staff· 

Recruiting and screening. 

Moderating and analysis. 

Call today. 

POLITICAL RSCH Rhode Island Survey, Inc. 

Chamberlain Rsch. Cnsltnts. Thorne Creative Research 

PUBLIC POLICY lB..ECXMvi.I«:"J'D.S 

RESEARCH 
Creative Marketing Solutions 
Cunninghis Associates 

LaScola Qualitative Research First Market Rsch. (J. Heiman) 
Leichliter Ascts . Horowitz Associates , Inc. 

Kennedy Research Inc. 
PUBLISHING LaScola Qualitative Research 
First Market Rsch. (J. Heiman) Southeastern Institute of Rsch . 

Yarnell , Inc. D.S. Fraley & Associates 
Thorne Creative Research 

TELECONFERENCING The Looking Glass Group 

RETAIL 
Rockwood Research Corp. 

Brand Consulting Group TELEPHONE 
First Market Rsch. (L. Lynch) FOCUS GROUPS 
Research In Marketing, Inc. Market Navigation, Inc. 

SENIORS Medical Marketing Research, Inc. 
Telesession Corporation 

Keeffe Research 
Research In Marketing , Inc. TRANSPORTATION 
SOFT DRINKS, SERVICES 
BEER, WINE Sweeney International , Ltd. 

Grieco Research Group, Inc. TRAVEL 
Thorne Creative Research Sweeney International , Ltd. 

TEACHERS UTILITIES 
D.S. Fraley & Associates Chamberlain Rsch. Cnsltnts. 

TEENAGERS YOUTH 
Doyle Research Associates Doyle Research Associates D.S. Fraley & Associates D.S. Fraley & Associates The Looking Glass Group 
Matrixx Marketing-Rsch. Div. 

Rockwood Research 

January, 1992 

1751 West County Road B • St. Paul, MN 55113 
Phone: 612-631-1977 • Fax: 612-631-8198 
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Researcher SourceBook 

:Supplement 

A 

A & C Enercom (AZ) 
A & C Enercom (CA) 
A & C Enercom (CT) 
A & C Enercom (GA) 
A & C Enercom (MI) 
A & C Enercom (NJ) 
A & C Enercom (OH) 
A & C Enercom (WI) 
AHF Marketing Research , Inc. (NY) 
American Sales and Marketing (NC) 
Applied Decision Analysis, Inc (CA) 

B 

Bardsley & Neidhart, Inc. (OR) 
Marty Beilinson & Ascts (NY) 
Bernett Research Svcs. (CO) 
Bernett Research Svcs. (MA) 
Bernett Research Svcs. (MA) 
Bernett Research Svcs. (NJ) 
Bernett Research Svcs. (SC) 
Bernett Research Svcs. (TN) 
Benner Research Group (OR) 
Braun Qualitative Research (CT) 
Catherine Bryant & Associates, Inc. (NC) 

c 
C. M. Partners, Inc. (NY) 
California Research Corp. (CA) 
Car-Lene Research (PA) 
J. Carson & Ascts. (CA) 
Charlotte Research Services (NC) 
Charnoff Consulting Ascts. (PA) 
Commercial Services Systems, Inc. (CA) 
Commercial S~rvices Systems, Inc. (CA) 
Commercial Services Systems, Inc. (CA) 
Compass Marketing Research (GA) 
Comprehensive Research Group (MN) 
Construction Market Research (PA) 
Consumer Research Center (NV) 
Cooper Research , Inc. (GA) 
CSi Qualitative Research Center (MA) 
CSi Testing Center (MA) 
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Alphabetic Index 

CSi Testing Center (NJ) 
CSi Testing Center (NJ) 
Custom Healthcare Analysis & Rsch, Inc. (NJ) 
Customer Perspectives (NH) 

D 

Data Sciences, Inc. (CA) 
Davidson-Peterson Associates, Inc. (ME) 
Decision Research (AR) 
Dolobowsky Qualitative Svcs, Inc. (MA) 
Downtown Focus Center (NY) 

E 

Economics Research Ascts. (CA) 
Economics Research Ascts. (FL) 

F 

Facts Research Group (VA) 
Feedback Research Co. (CT) 
Five Rivers Research Consultancy (TN) 
Flaspohler Rose Marketing Research (KS) 
F M R Associates (AZ) 
Focal Pointe (IN) 
Focus One of Jackson (MS) 

G 

G.M.K. Focus (DC) 
The Gediman Research Group, In (CT) 
Gikas International (AZ) 
Gikas International (CA) 
Gikas International (MD) 
Glickman Research Associates , Inc. (NJ) 
Gross Marketing Research (CA) 

H 

H/M Market Research Ascts . (NY) 
Harbicht Research Inc. (CA) 
Harris Solutions (MI) 
Heintz Research (PA) 
Herman Research Corp. (GA) 

Robin Hill Research, Inc. (NY) 
Hispanic Marketing Comm. Rsch. (CA) 

I 

Ideas In Marketing (FL) 
lllini Research Ascts . (IL) 
Information Transfer Systems, Inc. (MI) 
Dr. Richard C. lnsinga (NY) 

J 

Johnson Research-Audits & Surveys (CA) 

K 

Keeffe Research (CA) 
Keystone Marketing Research & Consulting 
(DE) 
Keystone Marketing Research & Consulting 
(PA) 
Rickie Kruh Research (VA) 

L 

L.A. Focus (CA) 
Lee & Associates (NY) 
Lockney & Associates, Inc. (WV) 
Logistics Data Systems (TX) 

M 

Market Measurement (MI) 
Market Strategies (IN) 
Market Strategies (MI) 
Market Strategies (MI) 
Marketing Advantage (IL) 
Marketing Analysis Associates (CA) 
Marketing Viewpoints , Inc. (WI) 
Martell Research (MO) 
Marylander Marketing Research (CA) 
McEvoy Strategic Intelligence Ascts . lnc. (CT) 
Meyer Associates , Inc. (MN) 
Midwest Marketing Research (MI) 
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Robert V. Mitchell Asscociates (IL) 
M N L Research , Ltd. (NC) 
Monterrey Research Group (WI) 
M T & T (TX) 

N 

Nielsen Household Services (NY) 
Nielsen Marketing Research (IL) 
Novak Marketing , Inc. (NY) 

0 

Omnitrak East West International , LTD (CA) 
Omnitrak Group, Inc. (HI) 
On Target Research (CA) 
Outsmart Marketing (MN) 

p 

Paria Group (UT) 
Porchey Research , Inc. (MO) 
Pro Focus Research (CT) 
Product Innovators™ (IN) 
Public Reaction Research (NJ) 
Pulse Train Technologies , Ltd. (IL) 

Q 

Quantum Consulting, Inc. (CA) 

R 

Rabin Marketing Services (IL) 
The Rainbow Research Group (FL) 
Reactions , Inc. (NJ) 
Research Associates (N E) 
The Research & Planning Grp (MO) 
The Research Partnership, Inc. (KS) 
Research Plus (CA) 
Research Results (MA) 
The Response Center (PA) 
Riley Research Associates (OR) 
A. P. Roberts Associates , Inc. (PA) 
Gar Roper Associates (CT) 
The Rose Organization (CT) 
The Rose Organization (NY) 
ARC Associates (CO) 
Ryan McGinn Samples Research (WV) 

s 
Schlenker Research Services, Inc. (NJ) 
The Schoenwald Group, Inc. (NY) 
Scudder & Associates Research, Inc. (OR) 
Service Decisions, Inc. (NY) 
Sonet Research & Planning (CT) 
Sonet Research & Planning (NY) 
Staples Technology Research , Inc (CA) 
Staples Technology Research , Inc. (TX) 
Stars, Inc. (TX) 
Statistical Research Associates (CO) 
Strategic Communications Ltd. (NY) 
Strategic Focus Inc. (CT) 

Survey Analysis , Inc (FL) 
Survey Perspectives (NY) 

T 

Tandem Probe, Inc. (NY) 
Tel Star (USA), Inc. (NY) 
Topline Research Cor. (NY) 

u 
Ultra-Research , Inc. (CA) 
USA/DIRECT, Inc. (NJ) 

v 
The Village Coder (NY) 

w 
Walker: Research & Analysis , L.P. (IN) 
Walker: Research & Analysis , L.P. (NJ) 
Walker: Research & Analysis , L.P. (OH) 
Washington Researchers (DC) 
Wiese Research Associates (NE) 
Wilson Research Group (CA) 
Wilson Research Group (CA) 
Write Step (NY) 

z 
The Zitter Group (CA) 

Geographic Index 

* Indicates change from 1991 -92 
Researcher SourceBook 

ARIZONA 

PHOENIX 

Gikas International 
551 5-1 N. 7th St. 
Phoenix, AZ 85014 
Ph. (602)265-2890 
Fax (602)234-3955 
Contact : Cathie Coppes, Mgr. 

A & C Enercom 
5030 E. Sunrise Dr. 
Phoenix, AZ 85044 
Ph . (602)893-331 0 
Fax (602)893-7816 
Contact: Mike Rucker, Dir. Mktg . 

TUCSON 

FM R Associates 
6045 East Grant Rd . 
Tucson , AZ 85712 
Ph . (602)886-5548 
Fax (602)886-3907 

January, 1992 

Contact: Jesse DeVaney, Dir. Rsch. 

ARKANSAS 

LITTLEROCK 

Decision Research 
1501 N. University, Suite 227 
Little Rock, AR 72207 
Ph . (501 )666-2281 
Fax (501 )666-9468 
Contact: Donna Crook, Pres. 

CALIFORNIA 

LOS ANGELES 

California Research Corp. 
2719 Wilshire Blvd., Suite 200 
Sanat Monica, CA 90403 
Ph. (31 0) 829-9865 
Fax (310) 828-7375 
Contact: Cynthia Chrysler, Rsch Asst. 

* J. Carson & Ascts . 
16200 Ventura Blvd., Ste. 228 
Encino, CA 91436 
Ph . (818)906-3312 
Fax (818)990-2680 

Contact: Jean Nightingale, Prncpl. 

Commercial Services Systems, Inc. 
P. 0. Box 3307 
Van Nuys, CA 91407 
Ph. (818)997-7955 
Fax (818)997-1 049 
Contact: Peter Doomanis, Pres. 

Christian Doomanis, Mktg Mgr. 

Mystery shoppers services. Written reports 
on customer service, compliance with com­
pany policy & integrity testing. Corporate 
offices Van Nuys, Calif. and operating divi­
sions throughout the west. Nation-wide cov­
erage capability. Performing services since 
1946. Licensed & complete insurance cover­
age. 

Data Sciences, Inc. 
7100 Hayvenhurst Ave ., Ste. A-C 
Van Nuys, CA 91406 
Ph. (818)988-0800 
Fax (818)988-0663 
Contact: James Starks, Pres. 

*Economics Research Ascts. 
10990 Wilshire Blvd., Ste. 1600 
Los Angeles , CA 90024 
Ph . (213)477-9585 
Contact: Austin Anderson, Pres. 
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Gross Marketing Research 
10711 Baile Ave 
Chatsworth, CA 91311 
Ph. (818)831 -1905 
Contact: Ronald Gross, Pres. 

Harbicht Research Inc. 
234 E. Foothill Blvd. 
Arcadia, CA 91006 
Ph. (818)357-3377 
Fax (818)357-1718 
Contact: Robert Harbicht, Pres. 

*L.A. Focus 
17337 Ventura Blvd ., Ste. 301 
Encino, CA 91316 
Ph . (818)501 -4794 
Fax (818)907-8242 
Contact: Jay Crossan, Pres. 

Qualitative and quantitative research - car 
clinics/ride & drive, intercepts, telephone sur­
veys, recruit from lists or 100,000 name data 
base, Spacious facility -(2) conference rooms 
& viewing rooms (1) One-on one room - floor 
to ceiling wrap-around two-way mirrors - Pri ­
vate penthouse patio and seperate client 
entrance. Above available in Spanish. 

Marylander Marketing Research 
16055 Ventura Blvd., Ste. 820 
Encino, CA 91436-9973 
Ph. (818) 990-7940 
Fax (818) 990-5106 
Contact: Howard Marylander, Pres. 

On Target Research 
206 S. Brand Blvd. 
Glandale, CA 91204 
Ph . (818}247-6891 
Fax (818)247-6883 
Contact: Bruce Raymond, Sis Mgr. 

Research Plus 
1772 Avenida de los Arboles, Ste. E 
Thousand Oaks, CA 91362 
Ph. (805) 492-3547 
Contact: Gene Sarmaga, Owner 

Field interviewing service for all consumer 
products. Phone bank, mall intercept, prod­
uct placement, CRT assisted interviews, test 
kitchen and more. Our combination of sea­
soned staff and total commitment assures 
the delivery of survey results and data you 
can rely on . 

MODESTO 

Johnson Research-Audits & Surveys 
P.O. Box 860 
Empire, CA 95319 
Ph. (209)524-981 0 
Fax (209)576-1601 
Contact: Cecilia Johnson, Owner 

ORANGE COUNTY 

Gikas International 
2146 E. Lincoln Ave. 
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Anaheim , CA 92806 
Ph. (714)778-291 0 
Fax (714)778-4937 
Contact: Nancy Fidel 

Nancy Kleinschmit 

One call to our Los Angeles office will enable 
you to book jobs in an Gikas location . Com­
plete range of data collection including mall 
intercepts, pre-recruits, CL T's , one-on-ones, 
audits , mystery shops and focus groups. 
Contact Nancy Fidel. 

Omnitrak East West International, LTD 
17702 Cowan Street, Suite 1 04 
Irvine, CA 92714 
Ph. (714)756-8305 
Fax (714}756-8306 
Contact: Chris Stewart 

Ultra-Research , Inc. 
P.O. Box 307 
Atwood , CA 92601 
Ph . (714) 524-1150 
Contact: John Rau , Pres. 

SACRAMENTO 

Wilson Research Group 
3409 J Street #5 
Sacramento, CA 95816 
Ph. (916)442-1638 
Contact: Zachary Wilson 

SAN DIEGO 

Commercial Services Systems, Inc. 
4442 Vandeve Ave. 
San Diego, CA 92120 
Ph. (619)282-7800 
Contact: Christian Doomanis, Mktg Mgr. 

Marketing Analysis Associates 
8380 Miramar Rd., Suite 200 
San Diego, CA 92126 
Ph. (619) 693-8867 
Fax (619) 492-5398 
Contact: Walter Gerson, Ph .D. , Owner 

SAN FRANCISCO 

A & C Enercom 
50 California St. , Ste 920 
San Francisco, CA 94111 
Ph . (415)989-4402 
Fax ( 415)989-5324 
Contact: Jim Sadler, V.P. 

*Applied Decision Analysis , Inc 
2710 Sand Hill Rd. 
Menlo Park, CA 94025 
Ph. (415)854-71 01 
Fax (415)854-6233 
Contact: Lynne Weber, Prncpl. 

Commercial Services Systems, Inc. 
P.O. Box 4369 
Foster City, CA 94404 
Ph. (415)349-3955 
Fax (415)349-6365 
Contact: Orlie Esquibel , V.P. 

*Hispanic Mktg. Comm. Research 
1535 Winding Way 
Belmont, CA 94002 
Ph. (415)595-5028 
Fax (415}595-5407 
Felipe Korzenny, Pres. 

HMCR is a bilingual and bicultural firm that 
conducts qualitative research . HMCR fea­
tures custom research designed to uncover 
the subtleties that advertisers require for ef­
fective Hispanic communication strategies. 
HMCR specializes in Hispanic psycho-socio­
cultural research to uncover motivational 
structures that differentiate diverse Spanish 
speaking groups. This type of research looks 
at the complex Gestalt that individuals con­
front in making purchase decisions. The ex­
perience of HMCR includes : beverages, cos­
metics, automobiles, media consumption , 
social services, soups, electronic equipment, 
salty snacks, baby products, medical and 
medicinal products and services, candy, lot­
tery, cooking oil , meat and milk products, 
financial and postal services, staples, hot 
sauces, coffee, travel , corporate image, in­
surance services, etc. 

*Keeffe Research 
24 Liberty St. 
San Francisco, CA 94110 
Ph. (415)647-2265 
Contact: Jeffrey Keeffe , Owner 

Quantum Consulting, Inc. 
2030 Addison St. 
Berkeley, CA 94704 
Ph . (51 0)540-7200 
Fax (51 0)540-7268 
Contact: Robert Uhlaner, V.P. 

Quantum Consulting provides superior solu­
tions in integrated market research ,m quan­
titative research , sample design, survey de­
sign and fielding , CAT I systems, market plan­
ning , factor and segmentation analysis, and 
program effectiveness. Expert developers in 
Windows™ and SAS®. Ask about our Cus­
tomer Profiler™ software. 

Staples Technology Research , Inc 
2685 Marine Way, Suite 910 
Mt. View, CA 94043 
Ph . (415)964-8800 
Contact: John Staples, Pres. 

Walker: Research & Analysis, L.P. 
2700 Ygnacio Valley Rd. , Ste. 135 
Walnut Creek, CA 94598 
Ph . (510) 945-7444 
Fax (510) 938-9399 
Contact: Kent Gordon , Bus. App. Cnslnt. 

Wilson Research Group 
1016 Walnut St . 
San Carlos, CA 94070 
Ph . (415}591 -3227 
Fax ( 415)637 -0400 
Contact: Larry Wilson 
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The Zitter Group 
90 New Montgomery St. , Suite 820 
San Francisco, CA 94105 
Ph. (415)495-2450 

COLORADO 

BOULDER 

RRC Associates 
4875 Pearl East Circle, #301 
Boulder, CO 80301 
Ph. (303)449-6558 
Fax (303)449-6587 
Contact: Cally Chastain , Off Mgr. 

DENVER 

*Bernett Research Svcs. 
Aurora Mall 
14200 Alameda Ave. 
Aurora, CO 80012 
Ph. (303)341 -1211 
Fax (303)341 -4469 
Contact: Karen Allen , Mall Mgr. 

Gikas International 
701 W. Hampden Ave., Ste. 215 
Englewood, CO 80110 
Ph . (303)789-0565 
Fax (303)789-0573 
Contact: Dunlap Scott 

Statistical Research Associates 
99 S. Bellaire St. 
Denver, CO 80222 
Ph . (303)333-6929 
Contact: Ellen Susman, Ph. D., Pres. 

CONNECTICUT 

DANBURY 

McEvoy Strategic Intelligence Ascts. Inc. 
66 Seminary St. 
New Canaan, CT 06840 
Ph . (203)966-6727 
Fax (203)966-7563 
Contact: George McEvoy, Pres. 

HARTFORD 

Feedback Research Co. 
Box 795 
Avon, CT 06001 
Ph. (203)679-9763 
Fax (203)679-9750 
Contact: James Steuer, Pres. 

NEW HAVEN 

A & C Enercom 
205 Research Dr., Unit 9 
Milford, CT 06460 
Ph . (203)877-7445 
Fax (203)876-2275 
Contact: Bill Barry, Grp V.P. 
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Braun Qualitative Research 
33 Eld Street 
New Haven, CT 06511 
Contact: Dr. Ronnie Braun. Prncpl. 

Pro Focus Research 
831 Black Rock Trnpke 
Fairfield, CT 06430 
Ph. (203)333-2508 
Contact: Judy Boland 

Gar Roper Associates 
831 Black Rock Trnpke 
Fairfield, CT 06430 
Ph. (203)331 -1735 
Fax (203)579-4501 
Contact: Gar Roper, Pres. 

Sonet Research & Planning 
39 Deepwood Dr. 
Guilford, CT 06437 
Ph. (203)453-4966 
Contact: Toni Sonet, Pres. 

STAMFORD 

*The Gediman Research Group, In 
733 Summer Street 
Stamford, CT 06901 
Ph . (203)348-0009 
Fax (203)348-1 077 
Contact: Judith S. Gediman, Prncpl. 

The Rose Organization 
79 Black Rock Rd. 
Stamford, CT 06903 

*Strategic Focus Inc. 
274 Riverside Avenue 
Westport, CT 06880 
Ph . (203)221 -0789 
Fax (203)221 -0783 
Contact: Diane D'Arcy, Pres. 

Focus group facility serving metro New York 
area, designed and staffed to provide maxi­
mum service. We offer conscientious, on­
spec recruiting , comfortable , spacious, well 
appointed viewing room which accommo­
dates up to 20 viewers, and personalized and 
responsive service. Able to recruit all income 
levels, untapped markets--Bridgeport and 
Trumbull as well as Norwalk and Stamford. 

DELAWARE 

DOVER 

Keystone Marketing Research & Consulting 
21 Pebble Drive 
Millsboro, DE 19966 
Ph. (302)945-5170 
Contact: Janet Kell 

DISTRICT OF 
COLUMBIA 

*Gikas International 
11611 Old Georgetown Rd. 
Rockville, MD 20852 
Ph . (301 )468-2380 
Fax (301 )770-0171 
Contact: Larry Moyer, Mgr. 

G.M.K. Focus 
927 15th Street N.W. 
Washington, DC 20005 
Ph . (202)789-2000 
Fax (202)289-2585 
Contact: Gary Lisp, V.P. 

Rickie Kruh Research 
2138 South Bay Lane 
Reston, VA 22091 
Ph. (703)476-4444 
Fax (703)620-3333 
Contact: Rickie Kruh , Prncpl. 

Washington Researchers 
2612 P Street, NW 
Washington, DC 20007 
Ph. (202)333-3499 
Fax (202)625-0656 
Contact: Denise Benoit, Mktg. Dir. 

Washington Researchers can provide com­
petitive intelligence in any industry. Our 
researchers are available for customized re­
search projects. 

FLORIDA 

FT. LAUDERDALE 

*Economics Research Ascts. 
1512 E. Broward Blvd., Suite 104 
Ft. Lauderdale, FL 33301 
Ph. (305)527-1108 
Contact: Maria Hamilothoris, Mgr. 

Birch Scarborough Research Corp. 
12350 NW 39 St. 
Cor~ Springs, FL 33065 
Ph. (305) 753-6043 
Contact: Beverly Mitchell 

TAMPA/ST. PETERSBURG 

*Ideas In Marketing 
14100 North 46th St. , Bldg K #207 
Tampa, FL 33613 
Ph . (813)972-1827 
Fax (914)723-,8470 
Contact: Craig Rosenthal , Owner 

Now there is a lower priced, high quality field 
service covering Tampa, Orlando, Jackson­
ville, Miami and most Florida cities. Services 
include mystery shopping, store audits, sur­
veys, intercepts, demonstrations, telephone 
interviewing , traffic counting devices. Please 
contact Craig Rosenthal at 813-972-1827. 
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The Rainbow Research Group 
3404 Hoedt Rd., Suite D 
Tampa, FL 33618 
Ph . (813)962-1773 
Fax (813)962-1773 
Contact: James Welsh, Pres. 

WEST PALM BEACH 

Survey Analysis, Inc 
13428 Miles Standish port 
Palm Beach Gardens, FL 3341 0 
Ph . (407)775-1460 
Fax (407)775-1474 
Contact: Michael Eiselman, Pres. 

GEORGIA 

ATLANTA 

A & C Enercom 
1777 NE Expressway 
Atlanta, GA 30329 
Ph. (404)633-9099 
Fax (404)633-2308 
Contact: Richard Tate, Dir. Op. 

Compass Marketing Research 
3294 Medlock Bridge Rd. , Suite 100 
Norcross, GA 30092 
Ph. (404)448-0754 
Fax ( 404 )416-7586 
Contact: Anne Rast, Dir 

Herman Research Corp. 
3355 Northeast Expressway, #131 
Atlanta, GA 30341 
Ph. (404)458-1125 
Fax (404)457-6738 
Contact: Raymond Herman, Pres. 

SAVANNAH 

Cooper Research, Inc. 
108 W. Manta Cove 
Savannah, GA 31410 
Ph. (912) 897-9028 
Contact: Carolyn Cooper, Pres. 

HAWAII 

HONOLULU 

Omnitrak Group, Inc. 
220 S. King St. , Suite 975 
Honolulu , HI 96813 
Ph. (808)528-4050 
Fax (808)538-6227 
Contact: Barbara Ankersmit, Exec V.P. 
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ILLINOIS 

CHAMPAIGN/URBANA 

lllini Research Ascts . 
P.O. Box 695 
Urbana, IL 61801 
Ph. (217) 367-5824 
Contact: LaVerne Hedgcock 

Robert V. Mitchell Asscociates 
2030 Bentbrook Dr. 
Champaign, IL 61821 
Ph. (217)352-0630 
Contact: Robert V. Mitchell , Prncpl. 

CHICAGO 

Marketing Advantage 
2349 N. Lafayette St. 
Arlington Heights, IL 60004 
Ph . (708)670-9602 
Fax (708)670-9629 
Contact: Marilyn Richards, Owner 

Nielsen Marketing Research 
Nielsen Plaza 
Northbrook, IL 60062 
Ph. (708) 498-7911 
Fax(708) 205-4026 
Contact: Paul J.J. Payack, V.P. 

Pulse Train Technologies, Ltd. 
6232 N. Pulaski Road 
Chicago, IL 60646 
Ph. (312)794-8900 
Fax (312)794-0732 
Contact: Henry Copeland 

*Rabin Marketing Services 
420 Happfield Rd. 
Arlington Hts., IL 60004 
Ph . (708)394-5254 
Contact: Michael Rabin , Pres. 

INDIANA 

ELKHART 

Product Innovators™ 
15532 Cold Spring Ct. , Suite 201 
Granger, IN 46530 
Ph. (219)273-0708 
Fax (219)273-9679 
Contact: Ronald Shaw, Pres. 

INDIANAPOLIS 

Walker: Research & Analysis , L.P. 
3939 Priority Way South Drive 
Indianapolis, IN 46240 
Ph . (317) 843-8633 
Fax (317)843-8988 
Contact: Harry Sunenshine, Ph .D., Pres. 

Wesley Jones, Ph.D., V.P. Bus. Ap. 

Walker: Research & Analysis , L.P. offers 
research based consulting through the de­
velopment, execution, and application to busi­
ness problems of full -service custom re-

search, providing innovative solutions to busi­
ness problems. 

SOUTH BEND 

Focal Pointe 
534 N. Michigan St. 
South Bend, IN 46601 
Ph. (219)284-7350 
Fax (219)284-3674 
Contact: Rosalind Alexander, Clnt. Coord. 

Market Strategies 
108 N. Main St. , Suite 311 
South Bend, IN 46601 
Ph . (219)233-3453 
Fax (219)287-1165 
Contact: Sharon Boveri 

KANSAS 

WICHITA 

The Research Partnership, Inc. 
Wichita Marketing Research 
224 N. Ohio 
Wichita, KS 67214 
Ph . (316)263-6433 
Fax (316)263-0885 
Contact : Esther Headley, Pres. 

MASSACHUSETTS 

BOSTON 

*Bernett Research Svcs. 
Assembly Square Mall 
133 Middlesex Ave. 
Somerville, MA 02145 
Ph . (617) 623-2330 
Fax (617)623-8945 
Contact: Steven Davis, Ops Mgr. 

*Bernett Research Svcs. 
South Shore Plaza 
250 Granite St. 
Braintree, MA 02184 
Ph . (617)849-1692 
Fax (617)843-5276 
Contact: Elaine Bower, Mall Mgr. 

*CSi Testing Center 
Northshore Shopping Center 
Route 114 ans 128 
Peabody, MA 01960 
Ph. (508)532-2333/4615 
Fax (508)532-6827 
Contact: Charles Kohler, Exec V.P. 

*CSi Qualitative Research Center 
Focus On Boston 
400 Atlantic Ave. 
Boston, MA 0211 0 
Ph . (617)338-9639 
Fax (617)338-9236 
Contact: Paul Bolden, Mng Dir. 
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*Dolobowsky Qualitative Svcs, Inc. 
94 Lincoln St. 
Waltham, MA 02154 
Ph . (617)647-0872 
Fax (617)647-0264 
Contact: Reva Dolobowsky, Pres. 

WORCESTER 

Research Results 
3 Park St. 
Leominster, MA 01453 
Ph . (508) 537-3464 
Fax(508)537-3599 
Contact: John Zarrella, Pres. 

MAINE 

YORK 

*Davidson-Peterson Associates , Inc. 
P.O. Box 350 
18 Brickyard Ct. · 
York, ME 03909 
Ph . (207)363-7347 
Fax (207)363-7347 
Contact: Karen Ida Peterson , Pres. 

MICHIGAN 

BATTLE CREEK 

Midwest Marketing Research 
660 Country Club Dr. 
Battle Creek, Ml 49015 
Ph . (616)963-6529 
Fax (219)533-0540 
Contact: Frank August, Cnslt . 

DETROIT 

Harris Solutions 
2725 Windwood Dr., Suite A65 
Ann Arbor, Ml 48105 
Ph. (313)996-9621 
Fax (313)662-0419 
Contact: Elizabeth Harris, Dir. 

Information Transfer Systems, Inc. 
307 N. First St. 
Ann Arbor, Ml 48103 
Ph. (800)837-7487 
Fax (313)994-1228 
Contact: Bruce Brock, Ph.D., Pres. 

High quality government , academic , 
healthcare, social sciences, travel , non-profit, 
international, employee, and computer re­
lated research and program evaluation . Ser­
vices include: proposal development, re­
search and sampling designs, questionaire 
development, telephone (CATI) and mail data 
collections, and interpretive data analysis. 

Market Measurement 
32500 Telegraph Rd. 
Birmingham, Ml 48010 
Ph. (313)646-1650 
Contact: Carl Hendrickson, Pres. 
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Market Strategies 
1000 Town Center, Suite 1600 
Southfield, Ml 48075 
Ph. (313)350-3020 
Fax (313)350-3023 
Contact: Jan Brown, Prncpl. 

Market Strategies 
14099 Farmington Rd. 
Livonia, Ml 48154 
Ph. (313)261 -9550 
Fax (313)261 -9557 
Contact: Sharon Boveri 

LANSING 

A & C Enercom 
1660 Haslett Rd ., Suite 1 &3 
Haslett, Ml 48840 
Ph . (517)339-8555 
Fax (517)332-0161 
Contact: Tim Hardesty, mgr. 

MINNESOTA 

MINNEAPOLIS/ST. PAUL 

*Comprehensive Research Group 
2400 Snelling Ave. 
St. Paul , MN 55112 
Ph . (612)481-0020 
Fax (612)635-9013 
Contact: Bruce Bale 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph . (612)924-0053 
Fax (612)924-0920 
Contact: Paul Tuchman, Pres. 

ST. CLOUD 

Meyer Associates, Inc. 
14 Seventh Ave. N. 
St Cloud, MN 56303 
Ph. (612)259-4000 
Fax (612)259-4044 
Contact: Risa Goldlust, Acct. Exec. 

MISSOURI 

ST. LOUIS 

Flaspohler Rose Marketing Research 
4330 Shawnee Mission Pkwy ~ 

Shawnee Mission, KS 66205 
Ph. (913)384-1337 
Fax (913)831 -0671 
Contact: Jill C. Rogers, Proj. Dir. 

*Porchey Research, Inc. 
700 St. Louis Union Sta. 
St. Louis, MO 63103 
Ph . (314)621-7770 
Fax (314)621-5619 
Contact: Jim Porchey, Pres. 

The Research & Planning Grp 
7730 Carondelet #412 
St Louis, MO 63105 
Ph. (314)725-6766 
Fax (314)725-1530 
Contact: David Rich, Pres. 

SPRINGFIELD 

Martell Research 
3 Corporate Centre, Suite 3-300 
Springfield , MO 65804 
Ph . (417)882-5999 
Fax (417)882-3309 
Contact: Lawrence Bisno, V.P. 

MISSISSIPPI 

JACKSON 

Focus One of Jackson 
850 E. River Place, Suite 304 
Jackson, MS 39202 
Ph. (601 )829-1231 
Contact: linda Hartman, Prncpl. 

NEBRASKA 

LINCOLN 

Research Associates 
503 CenterStone, 100 N. 12th St. 
Lincoln , NE 68508 
Ph . (402)435-4048 
Fax (402)435-7617 
Contact: Barbara Derrick, Sr. Ptnr. 

OMAHA 

*Wiese Research Associates 
10707 Pacific St. , Ste. 202 
Omaha, t\JE 68114 
Ph . (402)391-7734 
Contact: Tom Wiese, Pres. 

NEW HAMPSHIRE 

MANCHESTER/NASHUA 

*Customer Perspectives 
51 North Main 
Hooksett, N H 031 06 
Ph . (603)485-91 00 
Contact: Judi Hess, Prncpl. 
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NEW JERSEY 

ATLANTIC CITY 

*CSi Testing Center 
Hamilton Mall 
1 00 West Black Horse Pike 
Mays Landing, NJ 08330 
Ph. (609)641 -1600 
Fax (609)641 -5187 
Contact: Gloria Gravely 

NORTHERN NEW JERSEY 

A & C Enercom 
555 US Hwy 1 S. 
Iselin , NJ 08830 
Ph . (908)750-1260 
Fax (908)750-1262 
Contact:Roger Kliemisch, V.P. 

*Bernett Research Svcs. 
Menlo Park Mall 
Personage Road & Route 1 
Edison , NJ 08837 
Ph . (908)548-3900 
Fax (908)549-0026 
Contact:Jill Teilor, Mall Mgr. 

*CSi Testing Center 
Wayne Towne Center 
Route 23 South 
Wayne, NJ 07470 
Ph. (201 )785-4449 
Fax (201 )785-3679 
Contact: Leslie M. Harris, Chrmn. 

Custom Healthcare Analysis & Research , 
Inc. 
7 Stonewood Parkway 
Verona, NJ 07044 
Ph. (201 )857-9177 
Fax (201 )857-8654 
Contact: Charlotte Schmidt, Pres. 

Glickman Research Associates, Inc. 
160 Paris Ave. 
Northvale, NJ 07647 
Ph. (201 )767-8888 
Fax (201 )767-6933 
Contact: James Glickman, Pres. 

Reactions, Inc. 
634 Berkeley Ave. 
Orange, NJ 07050 
Ph. (201) 673-4610 
Fax (201) 673-0208 
Contact: Donna Chlopak, Pres. 

Schlenker Research Services, Inc. 
47 Callary Circle, P.O. Box 358 
Morganville, NJ 07751 
Ph. (908)591-191 0 
Fax (908)249-3003 
Contact: Barry Schlenker, Pres. 
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USNDIRECT, Inc. 
133 S. Livingston Ave. , #200 
Livingston, NJ 07039 
Ph . (201 )731 -0074 
Fax (201 )731 -0374 
Contact: Guy Parker, Pres. 

Speed, quality and cost-efficiency based on 
25 years' Fortune 500 experience plus state­
of-the-art predictive-dial live telephone inter­
viewing technology. Full-service support from 
design through analysis. Specializing in low­
incidence research , customer satisfaction 
programs, database building /updating /en­
hancing , market opportunity studies, con­
sumer tracking research , direct marketing 
target group research , and Hispanic market 
studies. 

Walker: Research & Analysis, L.P. 
240 Cedar Knolls Rd. 
Cedar Knolls , NJ 07927 
Ph. (201) 540-0811 
Fax (201)540-9507 
Contact: Robert McMahon, Bus. App. Conslnt. 

PRINCETON 

Public Reaction Research 
912 Kingston Terrace Rd. , Suite A 
Princeton, NJ 08540 
Ph. (908)297-7090 
Contact: Mary Jane DiFresca, Dir. 

NEVADA 

LAS VEGAS 

Consumer Research Center 
1370 E. Flamingo Rd. J 
Las Vegas, NV 89119 
Ph . (702)737-3272 
Fax (702)737 -1023 
Contact:Buddy Goldbaum, Pres. 

NEW YORK 

ITHACA 

Service Decisions, Inc. 
1 08 North Plain St. 
Ithaca, NY 14850 
Ph . (607)272-5856 
Fax (607)272-5986 
Contact: Charleen Heidt, Pres. 

NEW YORK CITY 

*AHF Marketing Research, Inc. 
555 Broadway 
New York, NY 10012 
Ph. (212)244-5555 
Fax (212)268-0586 
Contact: Tibor Weiss, Sr., Exec. V.P. 
weirdo ph. # 

Marty Beilinson & Ascts 
2903 Beach Dr. 
Merrick, NY 11566 
Ph . (516)378-3863 
Contact: Marty Beilinson, Pres. 

C. M. Partners, Inc. 
120 W. 44th Street 
New York, NY 10036 
Ph. (212)398-6060 
Fax (212)840-3560 
Contact: Will iam Harris, Pres. 

Downtown Focus Center 
c/o The Journal of Commerce 
Two World Trade Center, 27th Fl. 
New York, NY 10048 
Ph . (212)837-7160 
Fax (212)837-7079 
Contact: Marcia Holland, V.P. 

H/W Market Research Ascts . 
240 East 82nd St. - 3J 
New York, NY 10028 
Ph. (212)988-3669 
Contact: Helene Walder 

Lee & Associates 
1 00 Surrey Commons 
Lynbrook, NY 11563 
Ph . (516)887-4157 
Fax (516)596-1537 
Contact: Lee Saltz 

Having been on your side in the past, we are 
on your side now. Recruiting/interviewing 
with integrity. Field supervision available. 
Ten years experience as field supervisor, 
moderator/interviewer and focus facility man­
ager. Let us tailor that experience to your 
needs. 
(see Advertisement on p. 47) 

Nielsen Household Services 
21 Harbor Park Dr. 
Port Washington, NY 11 050 
Ph. (516) 625-1900 
Fax (516)625-2577 
Contact: Andy Tarshis 

Novak Marketing , Inc. 
237 Park Ave ., 27th Fir. 
New York, NY 10017 
Ph . (212) 557-1222 
Fax(212)697-8486 
Contact: Greg Novak, Pres. 

Robin Hill Research , Inc. 
P. 0 . Box 607 
Amawalk, NY 10501 
Ph . (914) 962-7069 
Fax(914) 962-7063 
Contact: Curt Shulman, Pres. 

The Rose Organization 
25 Kay Fries Dr. 
Stony Point, NY 10980 
Ph. (914)786-2800 
Fax (914)786-8727 
Contact: Doug Brautigam, V.P. 
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The Schoenwald Group, Inc. 
915 Broadway 
New York, NY 10010 
Ph . (212)529-3535 
Fax (212)460-8131 
Contact: Elaine Morgenstein, Exec. V.P. 

Sonet Research & Planning 
275 Madison Ave., Suite 1518 
New York, NY 10016 
Ph. (212)949-41 02 
Fax (212)986-3218 
Contact: Teri Sonet, Pres. 

Strategic Communications Ltd. 
100 W. 12th St. , Suite 6R,S 
New York, NY 10011 
Ph. (212)807-6640 
Fax (212)633-1913 
Contact: J. Richard Dindorf, Pres. 

Survey Perspectives, Inc. 
758 Vivian Ct. 
Baldwin, NY 11510 
Ph . (516) 546-9500 
Fax(516)379-2149 
Contact: Ed Cohen, Pres. 

Survey Perspectives, Inc. 
439 E. 84th St. 
New York, NY 1 0028 
Ph. (212) 249-9500 
Fax(212)249-9508 
Contact: Ed Cohen, Pres. 

Tandem Probe, Inc. 
P.O. Box 223 
Mahopac Falls, NY 10541 
Ph . (914)628-7868 
Fax (914)628-4065 
Contact: Henry Jendras, PrE:!s. 

Tel Star (USA) , Inc. 
235 Great Neck Rd. 
Great Neck, NY 11021 
Ph . (516)829-1800 
Fax (516)829-1823 
Contact: Paul Capozzi , V.P. 

Topline Research Cor. 
3 W. 35 Street 
New York, NY 10001 
Ph . (212)947-6141 
Fax (212)629-4423 
Contact: Martin Zeidner, Pres. 

The Village Coder 
220 West 19th Street, Suite 2A 
New York, NY 10011 
Ph. (212)727-3093 
Fax (212)675-1 016 
Contact: AI Colacello, Pres. 

Write Step 
191 W. 10th St. , #6 
New York, NY 10014 
Ph. (212)463-9221 
Contact: Deborah Rizzo, Owner 
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SYRACUSE 

Dr. Richard C. lnsinga 
16 Elm Street 
Cooperstown, NY 13326 
Ph . (607)547-9412 
Fax (607)547-9412 

NORTH CAROLINA 

CHARLOTTE 

Charlotte Research Services 
301 E. Kingston Ave. 
Charlotte, NC 28203 
Ph . (704)333-5028 
Contact: Elizabeth Peeler, Owner 

RALEIGH 

MNL Research , Ltd. 
4520 Gwynnebrook Cir. 
Raleigh , NC 27613 
Ph . (919)881-0512 
Fax (919)881-2192 
Contact: David Nerz, Ptnr. 

WINSTON-SALEM 

Catherine Bryant & Associates , Inc. 
353 Jonestown Rd., Suite 124 
Winston-Salem, NC 27104 

Ph. (919)766-8966 
Fax (919)766-0786 
Contact: Kathy Kennedy, V.P. 

Focus facility , recruiting , moderating. Moti­
vated virgin respondents. WA TS phone cen­
ter. In-house code, tab service. Twenty 
years apparel experience. Ten years home 
furnishings experience. Flexible, practical 
approach. A field service operated by full 
service professionals. 

OHIO 

CINCINNATI 

Walker: Research & Analysis, L. P. 
1717 Dixie Highway, Ste. 500 
Fort Wright, KY 41 011 
Ph. (606) 331-3500 
Fax (606) 331 -3694 
Contact: Linda Tessar, V.P. Applied Rsch . 

CLEVELAND 

Paulette A. Sage 
3601 Brinkmore Rd. 
Cleveland Hts., OH 44121 
Ph. (216)291 -4593 

RECRUITING & INTERVIEWING 
WITH INTEGRITY 

Lee & Associates is ready to fulfill your interviewing and 
recruiting needs with a direct, detail oriented and cost 

effective approach. Over ten years experience as Field 
Supervisor, Moderator/Interviewer and Focus Group Facility 

Manager will assure you of highly professional service. 
For further information call or write Lee Saltz. 

Let Us Tailor Our Experience To Your Needs. 

LEE & ASSOCIATES 
100 SURREY COMMONS 
LYNBROOK, NV 11563 

PHONE 516-887-4157 FAX 516-596-1537 

(Located near but not limited to New York City) 
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COLUMBUS 

A & C Enercom 
2531 Tiller Lane 
Columbus, OH 43231 
Ph . (614)523-1066 
Fax (614)523-1068 
Contact: William Streetman, Grp. V.P. 

OREGON 

PORTLAND 

Bardsley & Neidhart, Inc. 
1220 S.W. Morrison, Suite 625 
Portland, OR 97205 
Ph . (503)248-9058 
Fax (503)222-3804 
Contact: Laura Neidhart, Pres. 

Benner Research Group 
8010 SW Cirrus Drive 
Beaverton, OR 97005 
Ph. (503)626-7653 
Fax (503)626-7665 
Contact: Lisa Perrin 

Riley Research Associates 
P.O. Box 1345 
Portland, OR 97207 
Ph. (503)222-4179 
Contact: Michael Riley, Pres. 

Scudder & Associates Research, Inc. 
110 West 6th Ave. , Suite 4 
Eugene, OR 97401 
Ph. (503)484-0149 
Fax (503)484-0150 
Contact: Tammy Scudder, Pres. 

PENNSYLVANIA 

ERIE 

Heintz Research 
709 Park Ave. 
Erie, PA 16502 
Ph. (814)452-6474 
Contact: Richard Deluca, Owner 

LANCASTER 

Keystone Marketing Research & Consulting 
57 W. Walnut St./ P.O. Box 44 
Marietta, PA 17547 
Ph . (717)426-1511 
Contact: Janet M. Kell , V.P. 

PHILADELPHIA 

Charnoff Consulting Asscos. 
1649 Dublin Rd. 
Dresher, PA 19025 
Ph. (215) 643-4484 
Contact: Michael Charnoff, Pres. 
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*The Response Center 
3440 Market St. , 1st Fir. East 
Philadelphia, PA 19104 
Ph . (215)222-2800 
Fax (215)222-3047 
Contact: Patrick M. Baldasare, Pres. 

Full-service research , specializing in CRT 
interviewing (70 WATS positions) , mall/air­
port intercepts and mail surveys. Executive, 
industrial, physician, political and consumer 
studies. Total on-premise capabilities in­
clude multivariate analyses. Unparalelled 
speed and responsive project management. 
Member of CASRO. 

A. P. Roberts Associates , Inc. 
P. 0. Box 7 
Brommall , PA 19008 
Ph. (215)353-6363 
Fax (215)356-9011 
Contact: Albert P. Roberts , Pres. 

We have over twenty-five years of experi­
ence in conducting qualitative marketing re­
search-focus groups, depth interviews and 
teleconferences-in medical and technical ar­
eas including computers. Our rates are 
cometitive and we have few peers in market­
ing research expertise. 

PITTSBURGH 

*Car-Lene Research 
Monroeville Mall 
Monroeville, PA 15146 
Ph. (412)373-3670 
Contact: Della Gilmore, Mgr. 

Construction Market Research 
508 Edgewood Rd. 
Pittsburgh , PA 15221 
Ph. (412)241-3244 
Fax (412)241-3173 
Contact: Jane Snyder, Pres. 

SOUTH CAROLINA 

CHARLESTON 

*Bernett Research Svcs. 
Northwoods Mall 
E1 B Northwoods Blvd. 
N. Charleston, SC 29418 
Ph. (803)553-0030 
Fax (803)553-0526 
Contact: Judy Hart, Mall Mgr. 

TENNESSEE 

KNOXVILLE 

Five Rivers Research Consultancy 
3479 McCorkle Rd. 
White Pine, TN 37890 
Ph. (615)674-7512 
Fax (615)674-2351 
Contact: J. Milton Peterson, Jr. , Pres. 

Provides "grassroots" consumer understand­
ing combined with high tech quantitative tech­
niques. Specializes in consumer electronics 

and services in global markets. Projects 
conducted in context of marketing strategy. 
Individual one-on-one high quality consulta­
tion. Clear, graphical communication of re­
sults and action . 

NASHVILLE 

*Bernett Research Svcs. 
Rivergate Mall 
1 000 Two Mile Pkwy 
Goodlettsville, TN 37072 
Ph. (615)859-4484 
Fax (615)851 -0717 
Contact: Lorna Stephens, Mall Mgr. 

TEXAS 

DALLAS/FT. WORTH 

Logistics Data Systems 
104 Decker Ct. , Suite 200 
Irvine, TX 75062 
Ph. (214) 541 -1537 
Fax (214) 717-0630 
Contact: David Lonsdale 

Stars, Inc. 
12720 Hillcrest Rd. 
Dallas, TX 75230 
Ph . (214)490-1818 
Fax (214)490-1810 
Contact: Allen Falk, Pres. 

HOUSTON 

Staples Technology Research, Inc. 
2401 Fountain View, Suite 910 
Houston, TX 77057 
Ph. (713)266-8800 
Contact: John Staples, Pres. 

MCALLEN 

*M T & T 
801 Nolana Loop, Suite 120 
McAllen, TX 78504 
Ph . (512)631 -3449 
Fax (512)687-2122 
Contact: Rueben Cuellar, Pres. 

UTAH 

SALT LAKE CITY 

Paria Group 
390 West 800 N. 
Orem, UT 84057 
Ph . (800)346-0255 
Fax (801 )226-8351 
Contact: Jon Tuttle , Dir Sls/Mktg. 

A full service survey research company. In­
ternational language capabilities . External 
monitoring (visual & auditory). Mountain time 
zone. Quality interviewers without strong 
regional accent. 50 station CATI system. 
Large field service capacity . Complete sam­
pling, instrument design and research analy­
sis. Quality guaranteed. 

Quirk's Marketing Research Review 



VIRGINIA 

NORFOLK 

Facts Research Group 
612 Nevan Road , Suite 102 
Virginia Beach , VA 23451 
Ph. (804)428-8243 
Fax (804)428-8421 
Contact: Kenneth M. Wheeler, Pres. 

WEST VIRGINIA 

CHARLESTON 

Ryan • McGinn • Samples Research 
1012 Kanawha Blvd., E. Suite 500 
Charleston, WV 25301 
Ph. (304) 343-7655 

ADVERTISING RESEARCH 
Walker: Research & Analysis, L.P. (IN) 

BRAND POSITIONING STUDIES 
Five Rivers Rsch Consultancy (TN) 

BUSINESS-TO-BUSINESS 
Washington Researchers 

CLAIMS SUBSTANTIATION 
Walker: Research & Analysis, L.P. (IN) 

COMPETITOR ANALYSIS 
EVALUATION 
Washington Researchers 

COMPETITOR CUSTOMER 
RESEARCH 
Washington Researchers 

CoNCEPT DEVELOPMENT 
Five Rivers Rsch Consultancy (TN) 

CoNCEPT TESTING 
Research Plus (CA) 
Walker: Research & Analysis , L.P. (IN) 

CONJOINT ANALYSIS/TRADE­
OFF ANALYSIS 
Walker: Research & Analysis , L.P. (IN) 

CoNsULTATION-CONSUMER 
RESEARCH 
Walker: Research & Analysis , L.P. (IN) 

CONSULTATION-ETHNIC 
RESEARCH 
Monterrey Research Group (WI) 

CoNsULTATION-LEGAL 
RESEARCH 
Walker: Research & Analysis, L.P. (IN) 

January, 1992 

Fax (304) 342-1941 
Contact: Robert Samples, Pres. 

PARKERSBURG 

Lockney & Associates, Inc. 
#1 Wildwood Drive, P.O. Box 414 
Parkersburg, WV 26102 
Ph. (304)863-8004 
Fax (304)863-8007 
Contact: Linda Long , Rsch Dir. 

WISCONSIN 

MILWAUKEE 

A & C Enercom 
400 N. Executive Dr., Suite 106 
Brookfield, WI 53005 
Ph. (414)789-2160 

Specialty Index 
CoNsULTATION-MARKET 
RESEARCH 
Marty Beilinson & Ascts. (NY) 
Construction Market Research (PA) 
Walker: Research & Analysis , L.P. (IN) 

CoNsUMER RESEARCH 
Monterrey Research Group (WI) 
Research Plus (CA) 

CUSTOMER sATisF'ACTioN 
STUDIES 
Five Rivers Rsch Consultancy (TN) 
USNDirect, Inc. (NJ) 

DATA ENTRY 
Stars, Inc. (TX) 

DATA PROCESSING 
Stars, Inc. (TX) 

DATABASEDEVELOPMENTI 
MIS 
USNDirect, Inc. (NJ) 

FoCus GROUP FACILITIES 
Bernett Research Services (MA) 
Catherine Bryant & Ascts. , Inc. (NC) 
LA Focus (CA) 

FoCUs GROUP-RECRUITING 
Bernett Research Services (MA) 
LA Focus (CA) 
Lee & Associates (NY) 

FORECASTING 
Walker: Research & Analysis, L.P. (IN) 

HOME-USE TESTS 
Bernett Research Services (MA) 
Research Plus (CA) 

IMAGE STUDIES 
Walker: Research & Analysis, L.P. (IN) 

Fax (414)789-2167 
Contact: David Gohlke, Mgr. 

Monterrey Research Group 
3069 N. Bartlett Ave., #300 
Milwaukee, WI 53211 
Ph. (414) 961-7733 
Fax (414)961-7734 
Contact: Angelina Villareal, Pres. 

Hispanic market research specialists. Quali­
tative and quantitative studies. 

RACINE 

Marketing Viewpoints, Inc. 
12 Lakewood Drive 
Racine, WI 53402 
Ph. (414)639-1280 
Contact: Larry Constantineau, Prncpl. 

INTERNATioNAL RESEARCH 
Five Rivers Rsch Consultancy (TN) 

INTERVIEWING SERVICEs­
CENTRAL LOC. 
Bernett Research Services (MA) 
Research Plus (CA) 

INTERVIEWING svCES-DATA 
COLLECTION FIELD SERVICES 
Bernett Research Services (MA) 
LA Focus (CA) 

INTERVIEWING svCES-DEPTH 
INTERVIEWS 
Bernett Research Services (MA) 

INTERVIEWING svCES-EX­
ECUTIVE 
Bernett Research Services (MA) 

INTERVIEWING SERVICES­
MALL INTERCEPTS 
Bernett Research Services (MA) 
Research Plus (CA) 

INTERVIEWING SERVICEs-oN­
SITE 
Research Plus (CA) 

INTERVIEWING svCES-PRE­
RECRUIT 
Bernett Research Services (MA) 

INTERVIEWING SERVICES­
TELEPHONE 
Bernett Research Services (MA) 
Lee & Associates (NY) 
Research Plus (CA) 

LEGAL RESEARCH 
Walker: Research & Analysis , L.P. (IN) 
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LOW INCIDENCE SCREENING 
USA/Direct, Inc. (NJ) 

MARKET OPPORTUNITY 
STUDIES 
USA/Direct, Inc. (NJ) 

MARKET SEGMENTATION 
STUDIES 
Walker: Research & Analysis, L.P. (IN) 

MARKETING RESEARCH-FULL 
SERVICE , 
Nielsen Marketing Research (IL) 
Walker: Research & Analysis , L.P. (IN) 

MUsic TESTS 
Bernett Research Services (MA) 

MULTIVARIATE ANALYSIS 
Walker: Research & Analysis, L.P. (IN) 

MYSTERY SHOPPERS 
Bernett Research Services (MA) 
Commercial Services Systems, Inc. (CA) 

NEW PRODUCT RESEARCH 
Product Innovators™ (IN) 

PACKAGING TESTING 
Research Plus (CA) 
Walker: Research & Analysis, L.P. (IN) 

PANELs-scANNER 
Nielsen Marketing Research (IL) 

PANELS-TELEPHONE 
USA/Direct, Inc. (NJ) 

POLITICAL POLLING 
USA/Direct, Inc. (NJ) 

PRICING RESEARCH 
Walker: Research & Analysis, L.P. (IN) 

PRODUCT PLACEMENT 
Research Plus (CA) 

PRODUCT POSITIONING 
STUDIES 
USA/Direct, Inc. (NJ) 

PRODUCT TESTING RE­
SEARCH 
Walker: Research & Analysis , L.P. (IN) 

PROGRAM EFFECTIVENEss 
STUDIES 
USA/Direct, Inc. (NJ) 

PROMOTIONAL FEATURE 
BENEFIT ANALYSIS 
Nielsen Marketing Research (IL) 

PROMOTION DEVELOPMENT/ 
EVALUATION STUDIES 
Nielsen Marketing Research (IL) 
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PROTOTYPE DEVELOPMENT 
Five Rivers Rsch Consultancy (TN) 

PUBLIC OPINioN STUDIES 
USA/Direct, Inc. (NJ) 

QUANTITATIVE RESEARCH 
Five Rivers Rsch Consultancy (TN) 
Research Plus (CA) 

SALES PROMOTION RE­
SEARCH 
USA/Direct, Inc. (NJ) 

SEGMENTATION STUDIES 
Walker: Research & Analysis , L.P. (IN) 

STORE AUDITs 
Bernett Research Services (MA) 
Commercial Services Systems, Inc. (CA) 

SYNDICATED RESEARCH 
USA/Direct, Inc. (NJ) 

TASTE TESTS 
Bernett Research Services (MA) 

TELEPHONE/MAIL/TELE­
PHONE STUDIES 
USA/Direct, Inc. (NJ) 

TEST MARKETS RESEARCH 
USA/Direct, Inc. (NJ) 

TRACKING RESEARCH 
USA/Direct, Inc. (NJ) 
Walker: Research & Analysis , L.P. (IN) 

Industry Cross Index 

APPAREL/CLOTHING/TEX­
TILES 
Catherine Bryant & Ascts., Inc. (NC) 

AUTOMOTIVE 
LA Focus (CA) 

BUsiNESS-TO-BUsiNESS 
Bernett Research Services (MA) 
Catherine Bryant & Ascts., Inc. (NC) 

CHILDREN 
Marketing Advantage (IL) 

COMPUTERS 
Five Rivers Rsch Consultancy (TN) 
A. P. Roberts Ascts., Inc. (PA) 

COMPUTER HARDWARE 
Marketing Advantage (IL) 

coNSTRUCTION INDUSTRY 
Construction Market Research (PA) 

coNSUMER SERVICES 
Five Rivers Rsch Consultancy (TN) 

coNsUMERS 
Bernett Research Services (MA) 

DIRECT MARKETING/DIRECT 
RESPONSE 
USA/Direct, Inc. (NJ) 

ELECTRONics 
Five Rivers Rsch Consultancy (TN) 

ENTREPRENEUR~SMALL 
BUSINESS 
Five Rivers Rsch Consultancy (TN) 

FITNESS INDUSTRY 
Five Rivers Rsch Consultancy (TN) 

FOOD/NUTRITION 
Research Plus (CA) 

HEALTH & BEAUTY AIDS 
Research Plus (CA) 

HISPANic 
Monterrey Research Group (WI) 
USA/Direct, Inc. (NJ) 

HI-TECH 
Bernett Research Services (MA) 
Five Rivers Rsch Consultancy (TN) 

HOUSEHOLD PRODUcTs/svcs 
Research Plus (CA) 

INTERNATIONAL 
Five Rivers Rsch Consultancy (TN) 

MATURE/ELDERLY 
Research Plus (CA) 

MEDIA 
Bernett Research Services (MA) 

MEDICAL 
Bernett Research Services (MA) 
A. P. Roberts Ascts., Inc. (PA) 

PACKAGED GOODS 
Research Plus (CA) 

PHARMACEUTICAL PROD­
UCTS 
Custom Healthcare Analysis & Rsch, (NJ) 
A. P. Roberts Ascts ., Inc. (PA) 

PHYSICIANs 
A. P. Roberts Ascts. , Inc. (PA) 

RET AlLING 
Commercial Services Systems, Inc. (CA) 

TECHNOLOGY 
A. P. Roberts Ascts., Inc. (PA) 

TRANSPORTATION 
Catherine Bryant & Ascts ., Inc. (NC) 
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Trade Talk 
continued from p. 52 

Prevention magazine. 
Hype alert: "The end of 'me-ism,' the beginning of 'we­

ism.' " Are Americans rejecting greed-is-goodism and per­
sonal gain for sharing, cooperation, and volunteerism ? Yes 
and no. Yes, that is the direction in which the nation has 
turned. No, this isn't going to find important expression until 
well into the 1990s. And no, we aren't going to be post­
materialistic. Americans love their stuff The facts evidence 
no indication of decreasing desire for owning goods, and in 
fact, image-consciousness is alive and well, and going glo­
bal. 

Not comprehensive 
On th~ minus side, the book is, in a ense, at the mercy of 

the studies that are available, so it's not comprehensive. You 
wo~'t find ev~rything there is to know about, say, shopping 
~ab1ts: But smce the primary sources are listed, you can 
mvest1gate further if the facts pique your interest. 

Another slight drawback is the book's organization. There 
isn · ~an index. And some chapters share overlapping infor­
ma~IOn. For example, a few entries on book buying that could 
easily be found under "reading habits" in the Leisure chapter 
are instead placed in the chapter on media use. You may have 
to hunt a bitto find all of the references to your area of interest. 

Still, the book contains enough information (some of it 
~urprising--I didn ' t know that teen use of plastic surgery had 
mcre_ased over 300 percent in the past few years) and hype­
bashmg to be very worthwhile. 

No squinting necessary 
The second book offers thousands of figures for you to use 

in making your own predictions. It is "Consumer Power," 

Margaret Ambry's follow-up to her monumental "1990-91 
~lmanac of Consumer Markets" (reviewed in the May, 1990 
1 _s ue ofQMRR). "Consumer Power" is equally huge, but it's 
big for a reason. Packed with data from the Bureau of Labor 
Statistics ' annual Consumer Expenditure Survey (CES), the 
book has over450 pages of oversize data tables. No squinting 
necessary. 

The CES is a marvel of our tax dollars at work, proof that 
the government can sometimes do things right. The ongoing 
urvey collects over 35,000 spending records from 25,000 

U.S. households, recording purchases of everything from 
houses to babies ' underwear. 

For example, the section on vehicle purchases breaks down 
into purchase on steering system repair, body work, clutch 
work; the "food at home" section has figures on purchases of 
condiments and seasonings, frozen and refrigerated bakery 
products. 

Until recently , you had to go to a data house to get CES data 
in this kind of detail , but Ambry, former editor of American 
Demographics Press and current editor-in-chief of New 
Strategist Publications, has assembled it for you. 

An introductory section explains how to use the tables. The 
book is organized by product and service area, Transporta­
tion, Entertainment, Health Care, Financial Services, etc. It 
also includes summary tables broken out by variable uch a 
age, race, income, region, and marital status. Each section 
offers a quick overview with five-year spending trends and 
spending projections to the year 2000. 

"Consumer Power" is a quick source of information that's 
easy to use and easy on the eyes. 0 

"Future Vision," $12.95, 250 pp., is published by 
Sourcebooks Trade, P.O. Box 372, Naperville, IL 60566 
(708-961-2161 ). "Consumer Power," $69.95, 461 pp., is 
published by New Strategist Publications, P.O. Box 242, 
Ithaca, NY 14851 (607-273-0913). 

Listing Additions Sales CJffices 
l [ 

Please note these changes to the 1991 Direc­
tory of Focus Group Facilities : 

The contact name for the listings on page 1 03 
for The Answer Group, Cincinnati , should be 
Lynn Grome. 

The "See advertisement" number under the 
listings for Norfolk Focus Group Centre, Capi­
al Focus Group Centre, and Roanoke Focus 
~r?up Centre (all located in Virginia, p. 118) 
IS Incorrect. It should read "See advertise­
ment on p. 23." 

Please add the following firm to the 1991 
Directory of Focus Group Facilities: 

Marketviews 
1215 Hightower Trail , #D 150 
Atlanta, GA 30350 
Ph . 404-992-1289 
Fax 404-992-6770 
Contact: Dorothy Randall 
1 ,3,4,6,78 

January, 1992 

Please add the following firm to the 1991 
Directory of Customer Satisfaction Research 
Providers: 

STAT Resources, Inc. 
822 Boylston St. 
Brookline, MA 02167 
Contact: Dr. Susan Ellerin 

Please note this change to the 1991 Direc­
tory of Mall Research Facilities: 

The phone number for CSi Testing Centers, 
Wayne, NJ (p. 68) should read 203-797-
0666. 

Please add the following firm to the 1991 
f?irectory of Telephone Interviewing Facili­
ties: 

J.D. Franz Research 
1050 Fulton Ave. , Ste. 230 
Sacramento, CA 95825 
Ph . 916-488-1550 
Fax 916-481-4838 
Contact: Jennifer D. Franz 
25-0-25-0 

Headquarters: Contact 

Evan Tweed at 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. 

(415) 986-6341. 
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by Joseph Rydholm 
managing editor 

What does the future hold? 

I 
f you're considering introducing a new product or 
service or revamping an old one, an important ques­
tion to answer is: What societal trends might spell 

success or failure for your efforts? Gauging the direction of 
social change is difficult; you ' re likely to find yourself 
buffeted about by some vicious crosswinds. Because just as 
one source is adamant that x will happen, another is scream­
ing that y is the wave of the future. 

There are trend sayers galore; it's not hard to find one who 
confirms your suspicion. But then you run the risk of falling 
victim to that person's or group's hidden agenda, should there 
be one. The best way to avoid that is to have the numbers, the 
hard figures and facts, at your disposal. 

With that in mind, here are two new books that offer a little 
shelter from all the hot air swirling around out there. 

The first is "Future Vision," from Eric Miller, publisher of 
Research Alert, a bi-weekly newsletter that summarizes 

as Population, Politics, Money, Home, and Food, short para­
graphs containing findings and analysis of studies and sur­
veys on all areas of American life. The findings are taken 
from government sources, as ociations, universities, ad agen­
cies, publications (from The New York Times to Discount 
Store News), and research firms. The avvy analysis is 
supplied by Miller and his staff. 

Some sample findings: "more than 18 million Americans 
bought new bathroom or kitchen faucets in the past 12 
months;" "Asian shoppers are the least interested in coupons 
and catalog shopping when compared to white, Hispanic, and 
black consumers;" "adults 55+ account for 47 percent of the 
li tening audience for news/talk stations." 

The book is subtitled, "The 189 Most Important Trends of 
the 1990s," though the trends are neither numbered nor 
explicitly stated. Some of the entries make projections, but 
more often it seems they are intended to give you the basis for 

making you own predictions. 

CC®tJOOm 
IRID\_UJ]l] .. :::" 

Consider source 
In an introduction, Miller stresses the 

importance of considering the source of 
opinions on trends. He advocates digging 
for independent confirmation when pos­
sible because the purveyors of hype, he 
says, work in three ways, by, "reporti~g a 
false fact; taking an actual fact, framing it, 
shining a spotlight on it-thus removing it 
from context or overempha izing it; citing 
an inclination as an actuality." 

the189 most 
important 

Trends~~e 1990. 

THE 1990.91 
illiANAC OF 
CON UMER 
MARK.I."fS HOW~­

AMERICANS Iii ~ 
SPEND 
THEIR 

0 c 
~ rn u 

MONEY ~~,, ~ 

With that in mind, Miller has interspersed 
among the entries helpful "hype alerts" 
containing a common belief on a societal 
trend followed by evidence (either num­
bers or gut instincts) refuting it. For ex­
ample: 

market research findings from a number of sources. He and 
his editorial staff have used a similar approach in compiling 
the tidbits found in "Future Vision."The book doesn' t predict 
the future, rather it provides facts and figures that point to 
what may happen. 

Hype alert: "Americans are getting fitter." Think big­
Americans are fatter than ever. Most Americans (64 percent 
are overweight, the highest percentage ever--plus, 20 per­
cent of those who are overweight do not think they are. 

The 250-page book presents , under chapter headings such continued on p. 51 
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Experience Is The Best 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 anyone 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 
invaluable depth of real-life expertise, not available 
to you anywhere else. 

It is just one of the many reasons for the rave 
reviews we have received worldwide from past 
participants at more than 1,600 marketing research 
seminars conducted by us during the past 16 years. 
Here are just a few verbatims from recent seminar 
evaluations: 

1. The best seminar in marketing I've ever taken. Very timely. The content 
is absolutely excelent. Speaker - excellent, engaging. It 's nice to have 
someone who can help us to understand .. . Finaly, a marketing semi­
nar which is both in-depth and practical. 

Director of Market Research, Faultless Starch/Bon Ami 

2. Fantastic - I finaly understand the stuff that good college professors 
could not explain if their lives depended on it. Great manual. Speaker 
is realy great - I have learned more from him in 2 days than I did in 
2 years in grad school! 

Market Actnristrator, GTE Directories 

3. If the wealth of information, knowledge and understanding I walked away 
with could be cooverted to money, I would be a miionaire from hereafter. 
I was never more impressed with an instructor and a seminar as I was 
with this. Wor1<book ike none I have ever been exposed to . .. somewhat 
simiar to the Eroc¥:Jopaedia Brittarlca. Speaker dynamic, excililg, brEnt, 
showed tremendous interest in the subject as well as each participant. 

Project Coorrinator, General Foods 

4. Super - best 2 day seminar I've ever had. Totaly targeted . Best 
workbook I've seen i1 terms of walkilg11'my with a great memory jogger. 
Super speaker. 

Manager, ICI Phannaceuticals 

5. I have listed more than 30 ideas for immediate implementation at my 
company. Outstanding speaker: expert, enthusiastic, as good a listener 
as he is a teacher. 

Manager, Consumer Research, Heinz 

6. Fantastic and on-track! The manual wl be a great addition to our reference 
library! Priceless! So wen laid out. Speaker excellent, interesting -

on-track. Prod.Jct Researcher, Midmark Corporation 

7. The best (seminar) I've attended . Outstanding association of statistics 
to marketing research problems. Linked statistical background of MBA 
to study concerns I face everyday. (The speaker) explains statistics and 
methods better in 2 days than most professors have done in a semester 
of undergrad and grad work . 

Business Research Analyst, Dow Chemical 

8. Fantastic! Even though I have an M.S. in slats I have never had such 
a clear picture of how to apply stat techniques before. Wonderful examples 
to explain the theories, ideas, phHosophies-superb (speaker)! Helped to 
motivate me to expand my use of different techniques and explore more 
possibilities. 

Marketing Research Analyst, Consumer Power Company 

9. " Intensive" is an understatement! But, I sure feel I got my money's worth. 
I got everything I came for, and more. Incredibly helpful and useful 
information. TerrifiC workbook. Unique instructor ... someone who can 
" do" and " teach". Wonderfully enthusiastic. 

Principal, CreBive Focus 

10. 1ncredble- better than I expected. " Biggest Bang for the Buck" of any 
seminar I've ever attended. Fantastic. 

Marketing Research Analyst, Depuy 

ur e BTheiD 
Illst1 te 

A Division of BASES Burke Institute , Inc. 
Cincinnati Corporate Headquarters 

50 E. Rivercenter Boulevard 
Covington, Kentucky 4 10 11 (800-544-7373) 

©1992 , The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through April 1992 

101. Practical Marketing Research 
Cincinnati ........... July 29-31 
Boston . ..... . ....... Aug. 26-28 
New York . . . . . . . . . . Sept. 23-25 
San Francisco . . . Oct. 7-9 
Cincinnati . . Oct. 21-23 
Boston . . . . . . . . . . . . . . Nov. 18-20 
Cincinnati . . . . . • . . . . . Dec. 16-18 
New York . . . . . . • . . . . Jan. 6-8 
Los Angeles . . . . . . . . . . Feb. 3-5 
Cincinnati . . . . . . . . M ar. 2-4 
Boston . . . . . . . . • . . . . . Mar. 23-25 
Chicago Apr. 20-22 

103. Marketing Research for Decision Makers 
Cincinnati . . . . . . . . . . . Apr. 16-17 

104. Questionnaire Construction \\Orkshop 
Cincinnat i . . . . . . . . . . . Aug. 5-6 
San Francisco . . . . . . . . Sept. 16-18 
Cincinnati . . . . . . . Oct. 28-30 
New York . . . ........ Jan. 13-15 
Cincinnati . . Mar. 9-11 
Chicago . . . . . . . . . . . . . Apr. 27-29 

lOS. Questionnaire Design: Applications and 
Enhancements 
Cincinnati ... 
San Francisco ..... . 
Cincinnati ... . 
New York 
Cincinnati ... . ... . .. . 
Chicago .. 

Aug. 7-8 
Sept. 19-20 
Oct. 31-Nov. I 
Jan. 16-17 
Mar. 12-13 
Apr. 30-M ay I 

ZOI. Focus Groups: An Introduction 
San Francisco . . . . . . . . Sept. 26-27 
Los Angeles . . . . . . . . . . Feb. 6-7 

203. Focus Group Moderator Training 
Cincinnati . . . . . . . . . . . July 16-19 
Cincinnati . . . . . . . . . . . Sept. 10-13 
Cincinnati Nov. 5-8 
Cincinnati . Dec. 3-6 
Cincinnati . . . . . . . . . . . Feb. 11-14 
Cincinnati . . . . . Apr. 14-17 

301. Writing and Presenting Actionable 
Marketing Research Reports 
Cincinnnati Aug. 1-2 
Boston Aug. 29-30 
Cincinnati Nov. 11-13 
New York ... .. .. . ... Jan. 27-29 
Cincinnati . . . . . . Apr. 6-8 

401. Managing Marketing Research 
Cincinnati . . Aug. 21-22 
San Francisco . . . . . . . . Oct. 10-11 
New York ........... Jan. 30-31 
Cincinnati . . . . . . . . . . . Apr. 9-10 

402. Reducing Costs in Marketing Research 
Cincinnati . . . . . . . . . . . Dec. 9 
Cincinnati . . . . . . . Apr. 3 

403. Selecting and Evaluating Research 
Agencies 
Cincinnati . . . . . . . . . . . M ar. 20 

404. Improving Quality of Marketing 
Research 
Cincinnati ... Mar. 19 

501. Applications of Marketing Research 
Cincinnati Aug. 19-20 
Boston . Nov. 21-22 
New York . . Jan. 9-10 
Cincinnati . . Mar. 5-6 

502. Generating, and Evaluating New 
Products and Services 
Cincinnati Dec. 10-11 
New York . . . . . . . . . . Feb. 24-25 

504. Advertising Research 
Cincinnati Oct. 3-4 
Cincinnat i Feb. 20-21 

505. Positioning and Segmentation Research 
Cincinnati . . . . . . . . Oct. 1-2 
Cincinnati . . . . . Feb. 18-19 

506. Customer Satisfaction Research 
New York . . . . . Aug. 20-21 
Cincinnati . . . . . . . . . . . Nov. 14-15 
Boston . . Mar. 26-27 

601. Tabulation & Interpretation of 
Marketing Research Data 
Cincinnati Aug. 12-13 
Cincinnati . . Oct. 24-25 
Cincinnati . . Dec. 19-20 
New York . . Feb. 10-11 
Chicago Apr. 23-24 

602. Tools and Techniques of Data Analysis 
Cincinnati Aug. 14-16 
Chicago . Oct. 15-18 
Cincinnati Dec. 3-6 
New York . . . Jan . 21-24 
Cincinnati Mar. 30-Apr. 2 

603. Practical Multivariate Analysis 
Cincinnati . . July 24-26 
New York . . Sept. 16-18 
Cincinnati Nov. 25-27 
New York . . . . Feb. 12-14 
Cincinnati . Apr. 13-15 

~1. International Marketing Research 
New York . . . Feb. 27-28 

'702. Business to Business Marketing Research 
Cincinnati . . . . . Sept. 4-6 
Cincinnati . . . . . . . . . . Mar. 16-18 

Four-~k Certifacate Program 
Cincinnati ...... . . July 29-Aug. 22, 1991 
New York .Jan. 6-Jan. 31, 1992 
2 Week Segments 
Cincinnati .. . . . .. . . .. .. . Mar. 2-Mar. 13 
Cincinnati ........... . . Mar. 30-Apr. 10 
Chicago . . . . . . Apr. 20-May I 

Please call Lisa Raffignone at 800-544-7373 (ext. 3775) for schedule information for the following 
seminars which are also currently offered by the Institute: 
• Introduction to M arketing Research 
• M arketing Research for Decision Makers 
• Focus Groups: An Applications Workshop 
• Effective In-person Presentation of Marketing Information 
• Pricing Strategy and Research 
• Using Mult ivariate Analysis: A P.C. Based Workshop 
• Experimental Designs for Marketing Research 
• Industry Speci fic Seminars 

• Healthcare • Financial Institutions 
• Pharmaceutical • Public Uti l ities 
• Telecommunications • Automotive/Transportation 

• Planning Marketing Strategies and Tactics Using Actionable Research 
• Effectively Sell ing Marketing Research Services 
• Negotiating Marketing Research Contracts 
• Strategic Market Simulation 

ALL OF THE ABOVE SEMI NA RS ARE AVA ILABLE FOR IN-HOUSE PRESENTATION. 

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 Dr. Sid Venkatesh, President, at 800-544-7373 
(ext. 3775) or 513-852-3775. 
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More than 
measurement. 

Results. 

Customer Satisfaction Research 

That Gets To The Bottom line. 
At Maritz, we believe it's one thing to define 

customer satisfaction. And another to achieve it. 

Research firms can conduct programs that stop at 

measuring satisfaction levels. Maritz goes beyond 

measurement to improve performance. D Maritz is a 

leader in Customer Satisfaction because we deliver more 

than measurement - we put research into action . We 

work with you to deploy the voice of the customer throughout 

your organization and integrate it into your Total Quality process. 

D All of which can impact satisfaction, loyalty, and the bottom line. 

To learn more, write for our free brochure. Or call Marsha Young, 

Director, Customer Satisfaction, or Phil Wiseman, Manager, Marketing 

Services, at (314) 827-1610. 

MARITZ~ 
MA RK ET I NG R E S EA R C H IN C . 

~tkalt~ 
Circle No. 626 on Reader Card 


	Table of Contents
	Ongoing Treatment
	Consulting the Maps
	Number Crunching
	Focus Groups with Physicians Have Different Requirements Than Those with Consumers
	The Qualitative/Quantitative Segue in Health Care Marketing Research
	1991 Index of Articles

	Departments
	Survey Monitor
	Names of Note
	Start Ups, Changes, Mergers & Acquisitions
	Product and Service Update
	Qualitative Research/Focus Group Moderator Directory
	1992 Researcher SourceBook Supplement
	Sales Offices/Listing Additions
	Trade Talk


