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Continuous tracking is the wave of 
the future. It not only offers excep­
tional advantages, but can also be 
surprisingly cost-effective! 

Fast - Tracking data is on an 
equally frequent basis with other 
highly-monitored marketing data 
such as sales, distribution and media. 

Timely - You don't risk missing 
the impact of short-term or other 
special marketing efforts conducted 
by you or your competition. 

Flexible - Questions are added 
and deleted as needed. Additional 
questions or interviews can be done 
in selected markets at any time . . . 
for any length of time. New product 
introductions, regional or market-by­
market programs can all be evaluated 
within the context of one program. 

Cost-Effective - The need for 
additional custom studies is greatly 
reduced , while the cost of continu-

(g) 

ous tracking research can be shared 
by several products. 

From package goods to fast 
foods . . . cosmetics to pharma­
ceuticals to computers, we're deeply 
involved. Involved through WATS 
research, mall intercepts, taste and 
concept tests, in-home use tests, 
name tests, focus groups ... virtually 
every technique that keeps you in 
touch with the marketplace. 

May we help you? 
CI) Research , one of the fastest 

growing market research firms in 
the nation , is a pioneer in this new 
technique .. . an indication of our 
continuing dedication to consumer 
research. 

We welcome the opportunity to 
become involved in your research 
projects. 

CjJ RESEARCH, INC. 
3150 Salt Creek Lane · Arlington Heights, IL 60005 

312/253-1100 
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T~ QUi~~tcomputerlt mn 1r AS 
Intervlewlng system: ~'-' 

interviewing with 
a pencil as passe 

• 
as SerViJlg 

Coquille St.Jacques 
on a paper plate. 

Today, without question , state-of-the­
art data collection has reached beyond 
the point of a pencil. 

Some refer to it as the gourmet level 
of research service_ 

It's the unique computer inter­
viewing system from the Quick Test 
Opinion Centers~ The advantages to 
research professionals are tremen­
dous_ For one, it puts time on your side . 
You can examine the top line results at 
any point. 

There's no interviewer error. There's 
no need to print and ship question­
naires . No editing. No cleaning. All 
that plus you get an instant national 
network of sophisticated research 
facilities with the ability to accurately 
and quickly target your audience. 

Nineteen key shopping malls, 3 field 
offices, plus a midtown New York City 
research center-all ready to serve you. ' 

Please contact any Quick Test office 
and let us show you how well the gour~ , 
met side of Quick Test can feed your : .. 
research projects. . 

·'QUICKTESI 
OPINION CENTERS ~ 

W?ere the focus is always on you. 

800-523-1288 

SERVICES: FOCUS GROUPS • PRE-RECRUITED 
ONE-ON-ONES. SHOPPING MALL INTERVIEWING 
• COMPUTER DATA COLLECTION • EXECUTIVE 
AND INDUSTRIAL INTERVIEWING • DOOR-TO­
DOOR INTERVIEWING • CENTRAL LOCATION 
AND OTHER FIELD RESEARCH • COMPUTER 
DATABANK 

LOCATIONS: NY: Sunrise Mall. DENVER, CO: Villa Italia Mall • HOUSTON, TX: 
NEW YORK CITY: 747 Third Ave. • MOORESTOWN, Sharpstown Center. SAN ANTONIO, TX: Windsor 
NJ: Moorestown Mall • PHILADELPHIA, PA: Nesha- Park Mall • PHOENIX, AZ: I..QS Arcos Mall • SAN 
miny Mall • ATLANTA, GA: Town Center at Cobb • FRANCISCO, CA: Su.n Valley Mall • Southland Mall 
TAMPA , FL: Countryside Mall • CHICAGO, IL: in Hayward • SUNNYVALE CA: Sunnyvale Town 
Hawthorn Center • Ford City • MINNEAPOLIS, MN: Center • LOS ANGELES, CA: West Covina Fashion 
Burnsville Center • NASHVILLE, TN: Hickory Hollow Plaza. ORANGE COUNTY, CA: Westminster Mall 
Mall • OKLAHOMA CITY, OK: Cross Roads Mall • 

QUICK TEST OPINION CENTERS:'" AN EQUIFAX COMPANY 

Clrcl. No. 231 on R •• der C.rd 
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Need Business­
To-Business 
Marketing Research? 
Determining the competitive position of your brand, product, 
division or company? Pin-pointing the buying influences for 
your product? Describing the right target audience? Mea­
suring the size of your market? Developing a new product? 
Evaluating the effectiveness of your advertising? 

Call McGraw-Hili 
Research 
McGraw-Hi" Research has a variety 
of methodologies and techniques 
that have helped many companies 
take better advantage of their market­
ing opportunities. Our closeness to 
the business-to-business market­
place enables us to provide action­
able research for your marketing 
decisions at an affordable price. 

For a quote or proposal call 
Joseph T. Collins, Manager 
Marketing Research at 
(212) 512-3264. Or write him 
at McGraw-Hi" Research, 
1221 Avenue of the Americas, 
New York, NY 10020 

~'~ ... 
ItnU~ 

Put McGraw-Hi" Research to work 
for you . 

If irs a marketing research problem. 
we probably pioneered the solution. 

Need Telephone 
Interviewing? 
Want to survey a particular seqment or cross ~ection of 
a spec ial audience or market? Need Information .trom 
electronic engineers , houseWives , doctors , architects, 
computer owners , etc.? Do you want to follow-up on 
inquiries , update a list , track the attitudes of customers 
and prospects? 

Call McGraw-Hili 
Research 
The Telephone Interviewing Center 
at McGraw-Hi" Research can han­
dle all your data gathering needs 
quickly and efficiently. Whether it's 
just an exploratory pretest or 
thousands of interviews, our 
trained, professional interviewers 
will deliver quality information at a 
reasonable price . 

Put McGraw-Hi" Research 
to work for you . 

For a quote or proposal , call Sheryl A. 
Fox, Director-Telephone Interview­
ing Center at (609) 426-5946. Or 
write her at the Telephone Interview­
ing Center, McGraw-Hi" Research, 
Princeton-Hightstown Road , 
Hightstown, New Jersey 08520. 

~'~ ... 
itnUI 
If irs a markellng research problem. 
we probably pioneered Ihe solution. 

Need Research That Utilizes 
Computer-Assisted 
Telephone Data Gathering? 
Want to gather information rapidly using state-of-the-art 
computer-assisted telephone interviewing? Need fast 
access to tabulated results? Require integrated graphics 
with sophisticated analysis? Are you seeking real-time 
information? 

Call ~~~aN=-' at 
McGraw-Hili Research 
ResearchNet is the leading edge 
approach to research that integrates 
study deSign, computer-assisted 
telephone interviewing, on-line 
tab(Jlation, and report analysis capa­
bilities as we" as real-time data gath­
ering. ResearchNet links together 
McGraw-Hi" Research project 
teams, interviewers' terminals, re­
spondent input, and you-to produce 
timely, accurate and meaningful 
study results. 

For a quote or proposal call 
SherylR. Fox (609) 426-5946 
(Information Data Gathering) or 
Joseph T. Collins (212) 512-3264 
(Fu"-Service Research) or 
write David P. Forsyth at 
McGraw-Hi" Research, 1221 
Avenue of the Americas, NY, 
NY 10020 

~'~ ... 
itnUI 
" it's a marketing research problem, 
we probably pioneered the solution. 

Need to Measure Your 
Corporate Communications? 
Want to define your company's image? Measure 
competitive strengths? Determine the acceptance of your 
company publications? Gauge reactions to your annual 
report? Determine the effectiveness' of your corporate 
advertising? Monitor the impact of important trends and 
developments on your company's business? 

Call McGraw-Hili 
Research 
Backed by 30 years of research 
experience covering scores of 
markets and fields. McGraw· HIli 
Research professionals design 
custom projects that can make a 
big difference in the success of 
your corporate communications 
efforts. The Corporate Commu· 
nications Research Center will 
meet your research needs 
promptly. at a reasonable price. 

Put McGraw· Hill Research to work 
for you. 

For a quote or proposal. call 
Joseph T. Collins. Manager. 
Corporate Communications 
Research Center at (212) 
512-3264. Or. write Corporate 
Communications Center. 1221 
Avenue of the Americas. New 
York, NY 10020. 

"" s a communec:ateons problem. we 
probably p!OflHfed !he soIuteon 
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Mall Research 

M ost people are familiar with 
sugar substitutes as a low­
calorie alternative to sugar 

for hot and cold beverages. Although 
this may have been their original pur­
pose, marketers at the NutraSweet 
Co., Chicago, makers of. Equal sugar 
substitute, wanted to reposition the 
product to compete with sugar and 
market it as a natural, healthier re­
placement for use in foods as well. 

This appeal of balancing good taste 
with good nutrition was accomplished 
through new packaging created for 
Equal by S&O Consultants, Inc., a 
San Francisco-based permanent media 
specialist. 

"We wanted to broaden Equal's ap­
peal beyond that of a diet product used 
primarily in coffee and tea," says Mar­
garet H. Widelock, senior vice presi­
dent of S&O. "The packages' appetiz­
ing vignettes help convey this 
message." 

The product's five new packages 
highlight Equal's use-on-food proper­
ties; appetizing vignettes show Equal 
sprinkled on cereal, coffee, iced tea, 
fruit salad and fresh strawberries. The 
five versions appear simultaneously on 
the grocery shelf. 

When Equal was originally intro­
duced, it was promoted as a better 
tasting, saccharin-free alternative to 
other brands in the sugar substitute 
category, especially market leader 
Sweet 'N Low. To lure a broader audi­
ence, it is targeting many previous 
non-users who were dissatisfied with 
the taste of sugar substitutes but 
wanted a sweetener. 

Research in 1986 by NOVA Re­
search, Inc., San Francisco, S&O's 
sister company, also indicated a need 
to strengthen brand identity, distin­
guish Equal from its look -alike com­
petitors, heighten appetite appeal and 
provide a greater level of NutraSweet 
recognition. The quantitative label 
evaluation study by NOVA measured 
the effectiveness of the previous label 
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Research improves 

design and four new alternatives in 
projecting key product attributes and 
the desired imagery. 

Research sample 
The sample in the study was com­

prised of 1,121 female heads-of­
household between 21 and 59 , who 
sweeten food and beverages on a regu­
lar basis. One-third of the respondents 
use sugar most often, one-third use 
Equal most frequently and one-third 
use saccharin. 

Research m~thodology 
Respondents participated in a stan­

dard tachistoscope (T-scope) shelf visi­
bility test to measure speed of registra­
tion of the product category, brand 
identity and key packaging elements 
for the Equal designs and competitive 
products within the array. The same 
participants also completed a label 
communication T-scope test. 

According to Mary Fox, account su­
pervisor at NOVA, the T-scope shelf 
visibility test uses an electronically-

Quirk's Marketing Research Review 



sweetener packaging 
timed shutter to control how long the 
respondents view a particular stimuli. 
In this case, respondents saw slides of 
grocery shelves stocked with vari­
ously arranged packages of Equal , 
competitive sugar substitute products 
and regular sugar. 

"It 's a way of finding out how visi­
ble your package is," says Fox. 

The label communication T-scope 
test involved showing respondents a 
slide with only one sugar substitute 
product on it. Fox says its purpose is 
to find out what the respondents could 
read on the package and what's impor­
tant enough about it to stick in their 
minds . 

"The test tells us , can they read 
what the manufacturer wants them to 
read? " explains Fox . " Also , what 
color do they see? What words do they 

"We wanted to broaden 
Equal's appeal beyond that 
of a diet product used 
primarily in coffee and tea. 
The packages' appetizing 
vignettes help convey this 
message." Margaret H. 
Widelock. 

pick out and is the type size large 
enough?" 

Their responses helped determine 
what features should be included on 
the new package. 

Respondents took a series of other 
tests , evaluating the projected image, 
overall appeal, purchase inclination 
and basic product and brand usage. 

A sub-sample of the total partici­
pated in eye-movement tracking re­
search, in which they were exposed to 
a series of slides simulating a store 
walk-through. Included in this se­
quence was a mass display slide and a 

Continued on p. 8 
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Packaging change 
boosts coffee's identity 

Until recently, the Johann Ja­
cobs brand of coffees were 
suffering an identity prob­

lem. Thanks to new packaging cre­
ated by S&O Consultants, Inc. , San 
Francisco, "Europe's most preferred 
coffees" are now a viable competitor 
on the American supermarket shelf. 

The rich package design for the 
Delavan, Wis.-based brand's line of 
four coffees was created because 
the original packaging for Jacobs 
failed to create a strong presence in 
the category. Compared to its com­
petition, the brand had fewer fac­
ings and was contained in a smaller 
brick pack. Moreover, the packag­
ing did not distinctly designate each 
product - regular and decaffeinated 
coffee and regular and decaffeina­
ted expresso. 

"We wanted to ensure that the 
new packaging reinforced Jacobs as 
a premium brand coffee with a 
strong European heritage ," ex­
plains C. Gerron Vartan , senior 
vice president of S&O Consultants, 

Inc., a marketing and design spe­
cialist in permanent media. " A 
more dominant use of the brand 
name and a color-coding system 
makes the coffees stand out on the 
shelf while clearly differentiating 
between flavors." 

Packaging research 
The research for Jacobs ' packag­

ing was conducted last year by 
NOVA Research , Inc . , San Fran­
cisco. NOVA conducted a quantita­
tive design arbitration study. The 
research evaluated the current and 
three proposed label alternatives. 
The main objectives of the study 
were to: 

• Measure the visual impact and 
recognition characteristics of the 
design concepts in relationship to 
each other and key competition 

• Evaluate the visibility and read­
ership properties of the four alter­
natives and, 

• Assess the imagery conveyed 
by each of the four alternatives. 

Continued on p. 21 
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Is working with your 
current research supplier 
a lRICK or a TREAT? 

If it has been more 
trick than treat, 
you need to call 

The Datafax Company. 

You're always treated to the very best 
when you use the services of The Datafax 
Company for your quantitative and qual­
itative research needs. We work closely 
with you throughout your project, keep­
ing you up to date on its progress and in­
formed of its status. Someone is always 
available who understands your problem 
and can answer your questions. Don't be 
tricked into accepting less than the best, 
call The Datafax Company the next time 
you need research. 

The Datafax Company knows that 
good research requires expert knowledge, 
thoughtful planning, careful implementa­
tion, knowledgeable analysis and intelli­
gent interpretation of research results. We 
can provide you with these attributes and 
deliver research that is timely, accurate, 
projectable and useful. 

IF YOU TIllNK 
RESEARCH IS 

IMPORTANT ... 

GIVE us A CALL 

Tf-E 

CATAFAX 
COMPANY. INC 

2600 Maitland Center Pkwy. 
Ste. 170 
Maitland, Florida 32751 

1-800-233-3578, (In Fla. (305) 660-8878 

Full Service: Dr. Gordon McAleer, 
Sheila Raw, or Felicia Lassk 

Field Service: Carole Redstone 

Circle No. 233 on Reader Card 

Equal 
Continued from p. 7 

close-up beauty shot of each Equal test 
package. 

Study results 
The packaging design that was ulti­

mately selected scored fastest in speed 
of recognition and attained a high level 
of both brand recognition and shelf 
visibility. It appropriately communi­
cated brand, product and packaging 
imagery and beat out the other alterna­
tives in its level of "NutraSweet" rec­
ognition. 

The package's attractive design in­
corporating bright, bold colors and 
eye-catching vignettes also won 
greater consumer appeal than the other 
designs. 

All of the design alternatives outper­
formed Sweet 'N Low and three out of 
four out performed the previous label 
in communicating attributes such as 
"clean," "uncluttered ," "contempo­
rary" and "very attractive." 

The design also evoked overwhelm­
ing appetite appeal. The positive ap­
peal of this design became even more 
apparent in the eye- movement track­
ing test. Respondents spent more time 
viewing slides which had this package 
on the shelf, with many noticing the 
product in particular. 

"The packaging capitalizes 
on the well-known 
NutraSweet brand 
sweetener in Equal and on 
the brand name and clearly 
distinguishes the product 
from its competitors. " 
Margaret H. Widelock 

With respect to purchase inclination, 
the proposed test packages generated 
favorable interest on a par with the 
current package. 

According to Widelock, "The pack­
aging capitalizes on the well-known 
NutraSweet brand sweetener in Equal 
and on the brand name and clearly dis­
tinguishes the product from its com­
petitors." 

To reflect that objective, the brand 
name "Equal" is reversed out in white 
and is vertically displayed in bolder 

"Not only is the packaging 
more appetizing but it 
emphasizes the direct use­
on-food characteristic and 
takes advantage of the 
NutraSweet endorsement. 
Equal is no longer just a 
low-calorie sugar substitute 
for use in tea and coffee. " 
Fred Dial 

and larger type down the front left 
panel. A royal blue replaces the pre­
dominant fluorescent blue of the origi­
nal package and becomes proprietary 
for the product. 

There was some concern with the 
vertical positioning of the brand name 
on the selected design. However, re­
search did not indicate any consumer 
difficulty with this format because the 
name is short and simple. 

The NutraSweet designation ap­
pears in a box at the top right. The ref­
erence is underscored by two tur­
quoise bars forming an equal sign. 
White sprinkles of Equal emerge onto 
the nutritious food depicted below. 

The five packages side by side pro­
duce a billboard effect on the grocery 
shelf; clear product identification at­
tained through the use of blue, the ap­
pealing food vignettes and the brand 
name. 

"The new packaging for Equal has 
helped us reposition the product as a 
healthier, natural replacement for 
sugar," explains Fred Dial , marketing 
manager for the NutraSweet Co. " Not 
only is it more appetizing but it em­
phasizes the direct use-on-food char­
acteristic and takes advantage of the 
NutraSweet endorsement. Equal is no 
longer just a low-calorie sugar substi­
tute for use in tea and coffee." MRR 

College salaries 
The top salary earners at private col­

leges are full professors of engineer­
ing, averaging $51 ,835 a year, reports 
the College and University Personnel 
Assn. The next highest wage earners 
are professors of business and man­
agement, earning $49,523 annually. 
The average salary for all full profes­
sors is $41 , 175 . 

Quirk 's Marketing Research Review 



... OF YOUR MARKET 
RESEARCH BUDGET. 
You need to gather the most accurate market data with the 
utmost efficiency That's why you need the superior ana­
lytical capabilities of SPS~ software. With such a powerful 
addition to your in-house system, you'll eliminate the exces­
sive cost of outside tabulation services. And you'll reduce 
your internal operating expenses by using one set of soft­
ware for every research task. 

SPSS products will help you every step of the way, from 
data collection and tabulation to analysis and preparation 
of professional reports, charts and maps. And since 
they run on nearly all mainframes, minis and micros, you 

can quickly turn every bit of available data into decision­
supporting facts. 

SPSS products aren't just budget savers. They're time sav­
ers, too. Each product is designed to promptly meet specific 
research needs. Needs for features like item non-response 
handling. Multi-punched data. Extensive labeling. Multiple 
response items. Advanced statistics. Stub-and-banner 
tables. Customized market research training. What's more, 
SPSS software is superbly supported by SPSS Inc., an 
industry leader for over 20 years. 

Take the first step toward controlling your research budget. 
Contact our Marketing Department today 

CALL 1/312/329-3400 

SIS-
II~W'o.... SPss Inc. • 444 North Michigan Avenue, Suite 3000 · Chicago, Illinois 60611 
~ In Europe: SPSS Europe BV • P.o. Box 115· 4200 AC Gorinchem, The Netherlands · Telephone: +31183036711 • TWX: 21019 

SPSS is a registered trademark of SPSS Inc. for its proprietary computer software. © 1987, SPSS Inc. 
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Mall Research 

Restaurant chain 
uses mall intercepts 
to test products 
By Beth E. Hoffman 
managing editor 

Seven years ago, when Kathleen 
Flynn Fox left the marketing re­
search department at Bresler's 

Ice Cream Co. in Chicago to work in 
market research at Carousel Snack 
Bars of Minnesota, Inc., in Minneapo­
lis, she was taking on a big challenge. 
Her duty was to market a typically 
male-consumed product - hot dogs - in 
a primarily female-populated location 
- shopping malls. 

"It really isn't difficult to get people 
to buy ice cream because practically 
everyone loves it and eats it," says 
Fox, vice president of marketing at 
Carousel Snacks. "But traditionally, 
only males have been known to be the 
biggest consumers of a product like 
hot dogs. Most females, if you ask 
them, say they don't eat hot dogs. The mBE IJ:.IE Am 
total mall population, however, is 75% ... \I': .A.L 
female and 25 % male." 

In addition to the large variety of hot 
dog specialties, Carousel also sells 
hamburgers, pizza, pocket sand­
wiches, beverages, french fries and 

nachos. The 325 food outlets, also EXPEBlE"'1CE, .. 
known as "Hot Dogs & More," "The .1.111 , 
Great Hot Dog Experience," "The 
Great Hamburger Experience," "Car-
ousel Pizza" and, "Frankly Speak- fJfJJlo d, 
ing," are located in major shopping I ~ A 
malls nationally. ~ 

Fox's challenge was further compli-
cated. No formal research was cur- SNACK BARS 
rently being conducted to find out 
what the restaurant customers-35 % 

15 % teens and senior citizens- I ~ A 
mall employees, 50% shoppers and fJfJJlo d, 
thought of the restaurants, the food ~ 
served or what they wanted to eat. 
That's when Fox initiated vigorous SNACKS 
market research consisting of mall in-
tercepts and focus groups. 

10 

On-going research 
Almost any day of the year, mall in­

tercepts and focus groups are being 
conducted by Carousel to test new 
product introductions. The mall inter­
cepts help the restaurants discover 
what foods are or are not appealing to 
the mall customers and what new types 
of food they would like to see on the 
menu. Mall intercepts also rate the 
restaurants' performance, how cus­
tomers perceive their service respon­
siveness, cleanliness, menu variety 
and price value. Ideas generated by 
mall customers and store managers are 
then presented to focus group partici­
pants. Five sets of focus groups test a 
particular product prototype. Cus­
tomers of various Carousel restaurants 
within that particular city are asked to 
participate and every targeted audi­
ence, whether it's children, working 
women, homemakers or mall employ­
ees, assist in product testing. 

Actively listening and following up 
on customer needs and expectations 
have paid off for the restaurant chain. 
Seven years ago, there were just 240 
food outlets, each with annual sales of 
approximately $115,000. Today, all 
325 stores have annual sales of about 
$160,000. 

"International Sausages" 
The introduction of Carousel's "In­

ternational Sausages" in May, 1986, 
was one way in which the restaurant 
followed up on customers' request for 
a different product. 

Fox says the product rating they 
were getting for hot dogs was good for 
everyone except the male segment. 
When males were interviewed, Carou-

Continued on p. 36 
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We could fill this page 
with interesting infOrmation 

about our research compan~ 
but research indicates 
you wouldn't read it . 

October/November, 1987 

• ® Project Research, Inc. 

1313 Fifth Street SE, Minneapolis, MN 55414 
(612) 331-9222 
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Packaging Research 

Innovative packaging 
keeps Campbell's at 
market forefront 
"The package of today and tomorrow. 
It has to communicate harder than its 
predecessor. It has to be targeted at a 
more specialized market niche. And, it 
has to be even more thoroughly re­
searched than its predecessor to guar­
antee that it meets more stringent com­
munication requirements." Frank 
Tobolski, "Dissecting the Megatrends: 
The Impact on Packaging." 

C onsumers purchase products 
based on a multitude of crite­
ria. Sometimes it's because 

their past experience with a certain 
product has been positive or because 
the product is easy or convenient to 
use. It's no surprise , then, that the 
Campbell Soup Co. is highly commit­
ted to new package research and de­
velopment and subsequently, why it's 
one of the country's leaders in the con­
sumer products industry. 

"We view packaging as a way to be 
pre-emptive in the marketplace and to 
fulfIll emerging consumer needs, says 
Robin L. Danziger, senior marketing 
research manager at Campbell's in 
Camden, N.J. Danziger provided in­
sight in the area of new packaging de­
velopment in her presentation entitled, 
"Identifying new product opportuni­
ties: How the pros do it," at the Amer­
ican Marketing Assn.'s annual market­
ing conference in Orlando, Fla., last 
fall. 

"At the point of sale, the package is 
the product to the consumer," con­
tinues Danziger. "A good package 
both contains and protects the product 
from the time of production until it's 
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finally discarded by the consumer. An 
effective package informs, convinces, 
satisfies, triggers sales and aids repeat 
sales. The package is the single con­
stant in the marketing program at the 
point of sale, in advertising , in promo­
tion materials and in use by the con­
sumer." 

Least understood 
Despite the importance of packag­

ing, it is one of the least understood 
and most underutilized elements of the 
new product marketing mix, says Dan­
ziger. That's why Campbell's, like 
other similar companies, "needs to 
encourage the kind of creativity that 

will help it maximize its opportunity to 
cash in on consumer trends. An orga­
nization does this through innovative 
approaches in which new ideas are 
welcomed, encouraged and re­
warded." 

Having ideas is one thing; making 
them succeed is another. One tech­
nique which has been very effective in 
helping make ideas succeed is synec­
tics, says Danziger. 

"Broadly speaking, synectics is a 
creative process that can be applied 
and adapted to almost any situation. It 

involves free-flowing, nonevaluative 
thinking, with the goal of developing 
alternative solutions to current prob­
lems or bottlenecks." 

According to Danziger, "Synectics 
generate 'I wish ' statements - state­
ments which allow us to move beyond 
practical solutions , solutions that may 
be more absurd but are also more in­
novative. It allows Campbell's to get 
techniques that can help develop new 
product ideas , new packaging ideas 
and new solutions to old problems. 
Marketing research has taken a leader­
ship role in synectics sessions." 

Task force 
Campbell's also established a pack­

aging task force in 1983 to address the 
question of what are the optimal pack­
ages for soup for the long term, says 
Danziger. That's because the company 
believes packaging can be very impor­
tant in new product development, es­
pecially if it accomplishes one or more 
of the following objectives: 

• Solves a problem 
• Makes it easier to use the product 

and, 
• Projects an image of differentia­

tion. 
Danziger explained some of the task 

force's work. "First of all, whenever 
we tackle a new issue, such as what is 
the optimal package for Campbell's 
for the long term, we start with a step 
backward. We want to make sure that 
the direction in which we're heading is 
consistent with today's trends and the 
trends we're predicting for the future." 

The company does this by reviewing 
demographic trends. As we all are 
aware, these show that over 50 % of 
households today consist of only one 
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or two people. The traditional family -
the father as the main financial sup­
porter and the mother at home with the 
children - is diminishing. More com­
monly, the family has two wage-earn­
ers with both mother and father in the 
work force and the kids in day care. 

"An effective package 
informs, convinces, 
satisfies, triggers sales and 
aids repeat sales. " Robin 
Danziger 

"These two-income families have 
contributed to the growing affluence in 
this segment of the population. They 
are a favorite oftoday's marketers, be­
cause they tend to have more disposa­
ble income and they're spending their 
income differently, in different ways 
and on different types of goods and 
services, than their parents did." 

Danziger says the aging population 
has also had a large impact on the 
country, especially since disposable 
income is growing among today's el­
derly. Those age 55 and over represent 
just 21 % of this country's population 
yet control 39 % of the discretionary 
income. 

"The graying of America is one of 
the most visible and inescapable 
trends," says Frank Tobolski, director 
of marketing research at Container 
Corporation of America's DMR (De­
sign and Market Research Laboratory) 
facility, Carol Stream, m., in his ar­
ticle, "Dissecting the Megatrends: 
The Impact on Packaging." In it he 
asks, "What impact will this have on 
the role of packaging in the marketing 
mix? The implication here is that 
packaging design will have to address 
this age group's specific needs. Legi­
bility and easy readability of user in­
structions is one area. 

"For more personal identification," 
continues Tobolski, "product photog­
raphy will incorporate older models. 
They'll be doing the same things as 
their younger counterparts. At home, 
at work, at leisure - the accent will be 
on the older, more mature adults." 

The ability to identify such trends , 
says Danziger, as well as predict the 
impact they will have in the future, is 
critical in enabling companies to be the 
marketplace leaders of tomorrow. 

Campbell's task force also considers 
consumers' lifestyles as they design 
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their packages and their research. 
"Today's consumers are working 

with a new definition of qUality. We 
must understand their perceptions of 
quality if we are to make and adapt 
products to their needs ," continues 
Danziger. "We have a full-fledged ef­
fort underway to constantly talk to our 
consumers and to react to what they're 
telling us." 

Focus groups, among other things, 
are part of the firm's full-fledged ef­
fort in understanding consumers. Such 
research, says Tobolski, is critical in 
confirming a product's positioning. In 
turn, the research determines 
"whether the package communicates 
that positioning to the consumer who 
buys the product." 

With research knowledge at hand, 
Campbell's hopes to develop packag­
ing that is one step ahead of its compe­
tition and which fulfills emerging con­
sumer needs. 

Convenient packaging 
Like other manufacturers, Camp­

bell's is learning from its foreign com­
petition. "The Japanese have entered 
the market with the ultimate in packag­
ing convenience, Nissin Cup O'Noo­
dIes. You just add hot water, eat it and 
toss. It's lightweight, disposable, rela­
tively inexpensive an~ you eat it right 
out of the container," says Danziger. 
"We recognize the need to compete 

Continued on p. 14 

Four necessary criteria for packaged products 

Several package options on food 
products compete for the con­
sumer's attention, and conve­

nience plays a critical role in con­
sumer's decision to purchase certain 
products, says Frank Tobolski, direc­
tor of marketing research at Container 
Corporation of America's DMR (De­
sign and Market Research Laboratory) 
facility, Carol Stream, m., in his ar­
ticle, "Dissecting the Megatrends: 
The impact on Packaging." Says To­
bolski, " Viewed against this competi­
tive background, the package graphics 
might stress convenience, positioning 
the product strongly against the eat-out 
option in addition to positioning it 
against another food product." 

But no matter what source prompts a 
purchase decision, whether it be soci­
etal trends or changes driven by demo­
graphics, the implication is that the 
marketer and packager thoroughly re­
search the product and package to 
make sure they are on target, says To­
bolski. 

Tobolski cites four criteria which he 
feels indicate whether a package is do­
ing its job: 

"1. Efficacy requires that the pack­
age properly communicate the prod­
uct's attributes and positioning. If it is 
a 'feather' product (one which caters 
to a consumer's internally-oriented de­
sires or self-indulgence), product 
graphics should clearly communicate 
its luxurious, showy, sensuous attrib­
utes. If it is a basic product, the graph­
ics should do a straightforward job of 
saying, 'This is what the product is,' 
and 'This is how it is used.' 

"2. Convenience in all aspects of 
the product and package looms larger 
as a requirement. The rise in dispens­
ing closures on health and beauty-aid 
items underscores the consumer's de­
mand for convenient packaging. And, 
dispensing closures are finding their 
way onto food containers - allowing 
easy, convenient handling of products 
such as condiments and syrups which 
not too long ago had packaging that 
the consumer simply tolerated. 

"3. Quality in positioning has to be 
reflected by both the product and the 
packaging. Consumers are willing to 
pay for quality, they expect it in the 
product, and the packager who doesn't 
use his container to reflect quality may 
be missing the connection." 

4. Congruence is another package 
necessity. This need "requires that the 
package and the product match the 
consumer's expectations within their 
values and lifestyles. If the product is a 
luxury item, let the packaging say 
that. If it is a basic product, don't use 
graphics that embellish product attrib­
utes." 

All of these criteria point to the im­
portant link in the packaging "connec­
tion" - information. 

"Information may overshadow even 
capital as the factor which drives busi­
ness decisions," says Tobolski. And 
that information is achieved through 
design and market research which To­
bolski says "are the tools that validate 
a product's positioning and the con­
sumer's perception of that positioning 
as communicated by the package." MRR 
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Campbell's 
Continued from p. 13 

along this functional dimension of 
convenient packaging." 

Danziger listed some criteria the 
company is now using in the design of 
new soup packaging of the future. The 
package must be: 

• Lightweight 
• Durable 
• Able to withstand rough treatment 

and avoid the denting problem cans 
have 

• Easy to open 
• Heat proof so that it can withstand 

the heat generated during processing 
as well as being able to heat it in its 
own container either at home or at the 
office 

• Microwavable. 

Moreover, to enhance the perception 
of portability and convenience, the 
company wants the consumer to be 
able to eat from it. 

Exploring alternatives 

Her firm is in the process of devel­
oping other packages as well . Some of 
these are: 

It's In 
The Cards 

• Soup du Jour: This frozen soup is 
made from the microwave only and 
comes in its own bowl 

• Cream of tomato soup: Its new 
aseptic box offers consumers portabil­
ity and convenience and, 

• Cookbook Classics , which come 
in its own plastic bowl and is both 
portable and microwavable. 

New product innovator 
The innovative approaches in pack­

aging that Campbell's is using with its 
soup line is just one of the ways the 

"The package is the single 
constant in the marketing 
program at the point of 
sale, in advertising, in 
promotion materials and in 
use by the consumer." 
Robin Danziger 

company is "trying to keep in the 
forefront and remain a product innova­
tor," says Danziger. But innovative 
products don't just happen; creative 
thinking remains an essential ingredi­
ent in the new product development 
process. 

• • • 
When it comes to full-service, quality market research, 
Rockwood Research is holding all the cards. Our experi­
enced professional staff will give your project personal 
attention from start to finish. We have in-house focus 
group interviewing facilities, a computer-assisted telephone 
system, local and national capabilities, on-site data processing. 

"We view packaging as a 
way to be pre-emptive in 
the marketplace and to 
fulfill emerging consumer 
needs." Robin Danziger 

Concludes Danziger, "It is essential 
in tackling the challenge of introduc­
ing innovations for existing products 
and discovering and bringing new 
packaged goods to market." MRR 

A legal complaint 
Twenty-one percent of surveyed 

young lawyers said they chose law be­
cause they " didn't know what else to 
do," according to a survey conducted 
by the American Bar Assocation' s 
ABA Journal. For 25 % of them, the 
biggest surprise was " the amount of 
money I'm not making." The survey 
revealed more than two-thirds earn 
less than $50,000 a year from practic­
ing law. 

Whatever your requirements - attitudes or perceptions among product users 
tracking awareness of your advertising, brand share or testing potential advertising 
concepts - you can be assured the staff of Rockwood Research has handled 
thousands of similar projects for firms like yours. 

Remember, Rockwood Research is large enough to provide all the market research services you need, and 
small enough to give your project individual attention. Call us today. 

ROCKWOOD RESEARCH 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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Mall Research 

Surveys help settle trade 

The boardroom is not the only 
place where consumer surveys 
are playing a role. More and 

more frequently they are showing up 
in the courtroom as evidence in cases 
such as trade dress infringement. 

That was the "case" about two 
years ago between Kmart Corp. and 
LeSportsac, Inc., a marketer of lug­
gage, bags and knapsacks. The case 
started after Kmart introduced a line 
of bags which LeSportsac claimed 
were similar in appearance to its bags. 
Apparently, according to LeSportsac, 
Kmart lead consumers to believe that 
they were purchasing LeSportsac bags 
when actually they were purchasing 
products from the retailer. Evidence 
from consumer surveys by Kmart and 
LeSportsac revealed that many con­
sumers were unable to distinguish the 
origin of the products. 

In late 1986, the case was settled af­
ter a federal judge signed a consent 
agreement between the two parties. 
Settlement was reached after the par­
ties had completed most of the pretrial 
discovery and were in the process of 
preparing the case for trial. 

The long court battle ended with the 
retailer agreeing to stop selling its line 
of bags carrying the name "di Paris 
sac," a line it had been offering for 
sale since 1984. LeSportsac had been 
selling its distinctive, highly success­
ful line of luggage and bags since 
1976. During that period, LeSportsac 
had sold approximately 50,000,000 in 
both the U.S. and abroad. 

LeSportsac's study 
In LeSportsac's study, a majority of 

the respondents could, with the logo 
masked, name LeSportsac as the 
maker of its bags. Another sample 
group was shown Kmart's "di Paris 
sac" bags and one-third of them said 
those bags were made by LeSportsac. 

LeSportsac's study, conducted by an 
independent research supplier in July, 
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1985, used two different questionnaire 
versions. It involved women 18-40 
years of age living in three metropoli­
tan areas and within 30 miles of the 
interview area. All of them had to 
have purchased any light-weight, soft­
sided bags or light-weight, soft-sided 

"The use of consumer 
suroeys in trademark cases 
is on the rise because the 
product's shape is acting as 
a recognition signal to the 
public and it's difficult to 
prove what a company's 
symbol is without the aid 
of a suroey. " Steven 
Bazerman 

luggage within the past two years. 
LeSportsac's survey also obtained 

information as to the type of stores the 
respondents shopped in order to dis­
prove any argument that buyers of 
LeSportsac bags were a different set 

than customers of Kmart, says Steven 
Bazerman, attorney with Moore, Ber­
son, Lifflander & MeWhinney in New 
York City. Bazerman acted as trial 
counsel for LeSportsac. 

Purpose of the study 
One group of women were shown 

two LeSportsac light weight soft-sided 
bags from which all tags were re­
moved and all words and designs were 
printed over within the distinctive 
LeSportsac ovals. The purpose of this 
study version was to learn whether or 
not these women perceive a single 
company or source and/or brand iden­
tity of masked bags, what identifica­
tions they make, if any, and the rea­
sons they give for doing so. 

A second group of women were 
shown two "di Paris sac" light­
weight, soft-sided bags on which the 
brand name was visible and bearing 
the tags and labels these bags carry 
when displayed in a store. The pur­
pose of this study version was to learn 
whether or not these women recognize 
the company source and/or brand 
name of the "di Paris sac" bags, what 
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dress infringement case 
sources and brand names they offer, if 
any, and the reasons they give for do­
ing so. 

Study methods 
The sample design called for ap­

proximately 400 completed personal 
interv.iews, 134 in each of three metro­
politan areas: Chicago, New York and 
Los Angeles. Interviewing was con­
ducted at points in the three metropoli­
tan areas where it was anticipated that 
mobile women would be found who 
would more likely be purchasers or 
potential purchasers of light weight 
soft-sided bags and luggage. 

Because this was a random intercept 
study rather than a study utilizing a 
probability sample, the results of the 
study were not statistically projectable 
to the entire national population of 
women who had within 1984-85, pur­
chased any light-weight , soft-sided 
bags or luggage. Respondents were 

"LeSportsac has clearly 
established that the federal 
courts will protect a 
product's appearance or 
trade dress, provided it has 
established that the public 
recognizes the product's 
appearance is an indication 
that the goods come from a 
single source. " Steven 
Bazerman 

not selected in accordance with strict 
probability methods whereby each 
such individual would have an equal or 
known chance of being included in the 
sample of all such people living in 
each of the three metropolitan areas, 
nor were the three metropolitan areas 
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selected on a strict probability basis, 
even though they are populated by a 
wide diversity of people from various 
socioeconomic origins. 

However, all respondents were se­
lected in accordance with age quotas 
and without reference to any knowl­
edge, perception, preference or pur­
chase behavior on their part concern­
ing light-weight, soft-sided bags or 
luggage which might have introduced 
a bias into the selection of the respon­
dents or affected the content of their 
replies to the interviewer's questions. 

Interviewing for LeSportsac was 
conducted mainly during the last two 
weeks of July, 1985. Interviews were 
conducted at hours during the day and 
evening when the level of pedestrian 
traffic in each of the locations was 
likely to be highest. 

Except for the survey company, 
none of the interviewers nor the super­
visors knew at the time of the survey 
that it was being conducted for possi­
ble use in litigation. None of the su­
pervisors nor interviewers knew the 
name of the party in whose behalf the 
survey was being conducted. More­
over, the interviewer instructions and 
the interview questionnaire were de­
signed to avoid providing any sugges­
tions about who the survey sponsor or 
interested parties might be. 

LeSportsac conclusions 
The data gathered in the two studies 

of female consumers purchasing soft­
sided bags in the three cities indicate 
the following: 

1. 48.8% of total survey respon­
dents associated the appearance of the 
masked "LeSportsac" bags with a sin­
gle source and did not make an incor­
rect source identification. 

2. 4.13 % of total survey respon­
dents identified "LeSportsac" as the 
brand name or the name of the com­
pany making the "LeSportsac" soft­
sided bags they were shown. Over one 

Evidentiary 
requirements 
for surveys 

According to the Handbook 
of Recommended Proce­
dures for the Trial of Pro­

tracted Cases, issued by the Judi­
cial Conference of the United 
States in 1960, the party offering a 
survey into evidence is recom­
mended to establish the following: 

1. That the proper universe was 
selected and examined; 

2. A representative sample was 
drawn from that universe; 

3. A fair and correct method of 
questioning the interviewees was 
used; 

4. The persons conducting the 
survey were recognized experts; 

5. The data gathered was accu­
rately reported; 

6. The sample, the questionnaire 
and the interviewing were in ac­
cordance with generally accepted 
standards of objective procedure 
and statistics in the field of such 
surveys; 

7. The sample and the interviews 
were conducted independently of 
the attorneys in the case; 

8. The interviewers were ade­
quately trained in the field and had 
no knowledge of the litigation pur­
poses for which the survey was to 
be used. MRR 

half of these individuals cite insignia 
and/or labels and/or circles as the rea­
son for making the "LeSportsac" 
identification. An additional 3.0 % of 
total survey respondents gave a name 
having a partial similarity to "LeS­
portsac." Almost all of the remaining 

Continued on p. 33 
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FROM THE PUBLISHER ---

By Tom Quirk 
publisher 

M any marketing directors 
believe that there are certain 
groups of individuals who 

will not participate in focus groups. It 
is their feeling that these individuals 
are unwilling to become involved in 
this phase of the research process be­
cause of their business position or aca­
demic background. 

Nothing could be further from the 
truth. I have found that the higher the 
educational level or corporate position 
the more likely the individual is to par­
ticipate. Very seldom will you find the 
"wallflower" who attempts to fade 
into the background. Successful busi­
ness people are ones who have aggres­
sively worked to reach their position 
and can usually articulate their experi­
ences and attitudes very clearly. 

One example illustrates my point. I 
was conducting a project for a pharma­
ceutical company that was preparing 
to introduce a new product. Ph.D. nu­
tritionists were asked to play a key 
role in the introduction. It was critical 
that this group be presented the salient 
information about the new product in a 
form and manner which would get fa­
vorable reaction. 

I recommended focus groups as be­
ing preferable to personal interviews. I 
knew that other competing products 
had been introduced in the preceding 
two to three years and that I was likely 
to get more information using a setting 
where there would be interaction 
among participants than I could obtain 
from a one-on-one situation. 
Recruiting the qualified 

The most critical part of the process 
was getting only qualified partici­
pants. Most of the screening process 
was done prior to the contact with the 
individual. We used a variety of 
sources to identify the most likely 
prospect within each of the targeted 
firms. Once we had identified these in­
dividuals, we submitted the names to 
the client for final verification. The 

client, because of its involvement al­
ready in this industry, had final ap­
proval as to whom we would contact. 

Monetary incentive was a key ele­
ment in our recruitment strategy but 
what was more important was the use 
of peer pressure. We had a finite group 
to select from, the industry was small 
and the prospective participants knew 
each other from industry meetings. 

I personally contacted and recruited 

the first three participants for each 
meeting and explained what we 
planned to do. The ability to use the 
names of these three individuals in the 
remainder of our recruiting proved in­
valuable. It provided us and our pro­
ject with the credibility we needed to 
convince others of the value of their 
participation. 

As with our other focus group pro­
grams, each participant was sent a let-

NEW! 
W·A·T·S RESEARCH INTERVIEWS 

CAN NOW BE VALIDATED & VERIFIED 
ARE YOU GETTING THESE RESULTS 

FROM A NATIONAL PROBABILITY 
W-A-T-S STUDY? 

(According to an example using A.C. Nielsen data) 

A COUNTIES (25 largest SCSA's or SMSA's) 
B COUNTIES (not A's, over 150,000 pop. in SCSA, etc.) 
C COUNTIES (not A's or 8's, over 40,000 pop. in SMSA) 
o COUNTIES (all remaining counties) 

41.5% of hslds. 
30.0% of hslds. 
15.1 % of hslds. 
13.4% of hslds. 

OR ARE THE RESULTS SKEWED? 
You may buy the best of telephone samples, but your final calling sample may be 
quite skewed. (In over 10 national studies conducted by East Coast WATS houses, 
each under-represented West Coast respondents.) 

THE DIFFICULT JOB OF CHECKING THE FINAL WATS SAMPLE CAN NOW BE 
DONE. IF YOU DON'T WEIGHT DATA AFTER INTERVIEWING ITS A BET YOUR 
SAMPLE (AND MAYBE FINAL RESULT) IS VERY DIFFERENT FROM WHAT 
YOU EXPECT IT TO BE. 

A BET 
FREE* VALIDATION & VERIFICATION, IF YOUR UNWEIGHTED 
WATS DATA MATCHES WITHIN 10% OF CENSUS REGIONAL POPU­
LATION TOTALS AND NIELSEN A,B,C,D COUNTY TOTALS. 

• IF OUTSIDE THE +/- RANGE PAY ONLY FOR VALIDATION. 
• VALIDATION IS THROUGH THE REPEAT RESPONDENT MATCHING PROGRAMt . 

• MATCHING COST IS 60 CENTS PER TELEPHONE NUMBER CHECKED. 
*Offer available to new WATS clients, until April 1988. 

tCali/Write for speech by Edward J. Flesch, Marketing Research Director, The Drackett 
Company, on the subject of THE REPEAT RESPONDENT MATCHING PROGRAM, 
presented to The Conference Board's Council on Marketing Research, May 1987. 

-
SIGMA RESEARCH COMPANY 

~~~~g= 1275 15th Street, Fort Lee, NJ 07024· Call 201-886-0550 

HELPING RESEARCH SUPPLIERS CRAFT BETTER RESEARCH 

Circle No. 272 on Reader Card 



ter repeating what had been told to him 
or her in the phone recruitment. The 
only difference was that we provided 
more information about the purpose of 
the meeting than we would do for con­
sumer focus groups. This was done to 
reinforce the image we had attempted 
to create as to the important role they 
as a participant would play in the de­
velopment and introduction of a new 
product. Finally, the day before the 
meeting , each participant was called to 
verify attendance. 

Ten participants had been recruited 
for each of the two meetings. The 20 
companies represented controlled ap­
proximately 40% of the purchasing 
power in this market. We felt confi­
dent that the information obtained 
would be reflective of the total indus­
try. 

Everyone arrived within five min­
utes of the announced starting time. 
Because of previous contacts at indus­
try meetings and shows, no introduc­
tions were needed. 

We were able to get into the subject 
matter much quicker than we could do 
with consumer groups. The partici­
pants understood the purpose of the 
discussion and were, of course, well­
versed in product knowledge. Because 
a number of them had been in the in­
dustry for a number of years , we were 
able to obtain a history of competitors 

from the customer's or prospect 's per­
spective. 
Quality participation 

Without giving away any confiden­
tial information, the participants pro­
vided glimpses into the factors which 
are taken into account when making 
buying decisions. Price , service, sales 
support and technical assistance were 
discussed. Each of the participants 
were able to contribute to the discus­
sion because of their involvement with 
these products within their respective 
companies. 

The previously announced time 
limit of 90 minutes was strictly ad­
hered to. Because the participants 
were knowledgeable in the subject 
matter and could articulate this knowl­
edge succinctly, we were able to cover 
much more ground than could be ac­
complished with consumers. Our 
meetings obtained the information we 
were after and were a major input into 
the client's marketing plan. 

Many times, we as researchers have 
people tell us that they do not partici­
pate in research projects. It seems to 
be a "knee-jerk" reaction that some 
individuals feel they have to make. 
However, when properly approached, 
these same people can become enthu­
siastic participants in research pro­
jects. Careful planning , sensitivity 
when making the initial contact and 

proper follow-through are factors 
which help give participants the assur­
ance that their cooperation is impor­
tant. MRR 

Public thinks 
sports overemphasized, 
poll shows 

College sports are overemphasized 
today, half of all surveyed Americans 
believe. The remaining half believe 
overly devoted fans often violate rules 
by giving money to players , a Media 
General-Associated poll shows. 

Of the 1,304 adult Americans ques­
tioned in the nationwide telephone 
poll , 52 % thought campus sports were 
given too much emphasis. Just 38 % 
thought sports had the proper empha­
sis. 

Compared with those of less educa­
tion , college graduates were much 
more likely to say sports were overem­
phasized in college. Non-fans were 
also more apt to think sports on cam­
pus were overemphasized. 

Moreover, 54 % of the surveyed par­
ticipants thought college booster clubs 
frequently violated rules by giving 
money to college players ; 18 % said it 
was a rare occurence; 28 % were not 
certain. 

Coming in the next twelve months 

Issue Editorial Emphasis Directories/Listings 

Decem ber / J an uary Focus Groups Focus Group Facilities 

February Business-To-Business 
Research 

March Data Processing Data Processing Services 
and Software Programs 
Designed for Research 

April Advertising Research 

May Telephone Interviewing Major Telephone 
Interviewing 
Organizations 

June/July Healthcare Research 

August/September Syndicated Research Syndicated Research 
Services 

October /November Packaging Research Permanent Shopping 
Mall Research Facilities 
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Study and approach 
Four-hundred individuals - pri­

mary grocery shoppers between 21 
and 50 who had purchased coffee in 
the past month - participated in visi­
bility and projected imagery tests. 
One-half of the sample had pur­
chased super-premium coffee in the 
past month. 

Respondents participated in a 
standard tachistoscope (T-scope) 
shelf visibility test in which they 
were exposed to a cluttered, mass 
display including one of the Jacobs 
designs. The consumers also took a 
label communications T-scope test 
which exposed a close-up beauty 
shot of the test package and its key 
competitor, Maxwell House's Mas­
ters Collection, shown at progres­
sively longer exposure intervals. 

A T-scope test is a way of mea­
suring how long the respondent 
views a particular stimuli, says 
Mary Fox, account supervisor at 
NOVA. A label communication T­
scope test is a way of finding out 
what respondents can read on the 
package and what features about it 
are important enough to stick in the 
respondents' minds. 

Other tests evaluated purchase 
interest, likes and dislikes, quality, 
flavor and preference. 

A sub-sample of the total partici­
pated in eye-movement tracking re­
search in which they were exposed 
to a series of slides simulating a 
store walk- through. 

Research results 
In terms of projected imagery, 

the "contemporary" design which 
is currently in the marketplace, out­
performed the previous label and 
competitors on key attributes re­
lated to desired positioning objec­
tives. It also generated strong con­
sumer appeal, communicated a 
coffee which is better than other 
brands, is processed for everyday 
use and has a label that is both at­
tractive and eye-catching. 

The new design retains the color 
equities of the original packages by 
using dark, rich colors - green, 
blue, burgundy and brown - to rein­
force the full-bodied taste of the 
coffees. 

Continued on p. 50 
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College students 
considered naive 
about workplace 

The way to succeed at work is han­
dled the same way one · succeeded at 
school, believes college students. Not 
so, according to a study by Catalyst, 
which fosters careers of women, citing 
the students hold a "somewhat unreal­
istic view" of the workplace and get­
ting ahead in one's job. In the student's 
opinion, superior performance, enthu-

siasm and self-confidence are more 
important than getting along with the 
boss , having a helpful adviser, work­
ing long hours or playing (or avoiding) 
office politics. 

Catalyst reports "knowing the 
ropes, being a team player and other 
important workplace concepts are not 
part of students' consciousness. For 
employers to elicit a truly 'superior' 
performance, they may need to teach 
new recruits about these concepts." 

D/R's TESI M 
TELLS ALL. 

D/R'SMAXTESTTM tells you all you want to know 
about your latest rough or finished commercial. Is it 
persuasive? Is it intrusive? Does it communicate the 
intended message? Does it project the desired image? Is 
it credible? Confusing? Liked? Disliked? And why? Why 
does it succeed so well or fail so miserably? Why does it 
perform well on certain dimensions and not on others? 

And D/R'sMAXTESTTM is all addition. No subtrac­
tion. It successfully integrates persuasion (pre-post 
constant sum), recall (in a program environment), and 
complete diagnostics all in one test without one single 
tradeoff. 

Want more information about the first truly compre­
haw"a"'F4 approach to evaluating television advertising? 

....... ca.u. Di~08tic Research. And ask all the questi~ 
D/R' TN. The ":I1l~Wlll.l,·)::';j 
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Data Use 

Survey crosstab softvvare 
for your desktop 
computer 
By Peter A. Sharpe 

What! It's almost 1988 and 
you're still not using your 
desktop computer for cros­

stabbing your survey data? Software 
available today for desktop computers 
can help you turn out high quality, cus­
tom tables for your management re­
ports quickly, easily and at ridicu­
lously low cost! 

Quality, flexibility and speed. It was 
to achieve these that our firm first ex­
plored using desktop computers (PCs) 
to do our crosstab analysis. That was 
in 1983. Prior to that, we relied on 
hand-tabs, time-sharing systems and 
tab-houses. Not only did crosstab soft­
ware provide these improvements, but 
it has also saved our firm thousands of 
dollars a year. 

We now use our PCs for virtually all 
of our crosstabbing needs - small sur­
veys for which we could justify neither 
the cost of nor the preparation for a tab 
service; large, repetitive, or trend sur­
veys; and surveys with structured, 
open-ended and multiple response 
questions, or with scaled responses. 

Desktop crosstabbing 
Here's how "desktop crosstabbing" 

has helped us: 
1. It has given us complete control 

over our surveys - from design 
through reporting. 

2. It has provided immediate turn­
around. Topline results are available 
within minutes after the last interview 
has been completed. Final crosstabs, 
with complete banners, can be gener­
ated within a few minutes or a few 
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hours - depending on the survey size. 
We can also print crosstabs for cumu­
lative groups of interviews as results 
come in. 

3. We have been able to eliminate all 
typing of tables. The crosstab software 
has allowed us to enter, change, or edit 
table labels directly on the PC, and 
then reprint the edited, report-ready 
tables within minutes. 

4. It has given us the flexibility to 
modify the table format; run (and re­
run) tables with different banner set­
ups; run filtered tables for alternative 
analyses; combine, rank, rearrange or 
group (i.e., into subgroups) the row 
stubs as appropriate for each table; or 
print out only those banner questions 
which are relevant or meaningful to 
particular questions. And it has al­
lowed us to do all this immediately 
and without incurring delays or extra 
charges from a tab service. 

5. It has allowed us to re-use the al­
ready-entered data to create presenta­
tion charts with professional quality 
charting software; to incorporate se­
lected tables into the body of reports 
without additional typing by using 
word processing software; or to spe­
cial analyses by transferring survey 
data to spreadsheet software. 

Don't be afraid 
Sounds great, you say. But you don't 

have keypunch operators available and 
you're not set up for data entry. You 
are not a tab house. You are willing to 
suffer delays and continue paying the 
high cost of outside tab services. You 
are afraid to get involved. Don't be! 

If you have a desktop computer 
available and a typist who knows one 
end of a keyboard from the other, you 
have what you need to take advantage 

of survey crosstab software. With your 
own crosstab software, your typist can 
enter data as the questionnaires come 
in and probably do it as a spare time 
activity. In fact, you don't even need 
the typist. Some desktop crosstab soft­
ware will accept data which has been 
keypunched, so you can send the ques­
tionnaires out for keypunching and 
then take advantage of all the other ad­
ditional benefits of the software. 

Let's take the mystery out of using 
crosstab software. Here's how you 
might work with it. Our illustration is 
based on the crosstab software called 
TABULYZER (by Business Research 
& Surveys) which we first used five 
years ago. We liked the software so 
much, we purchased the rights to it. It 
is only one of many crosstab software 
packages available. (See March, 
1987, issue of Quirk's Marketing Re­
search Review). 

Simple steps 
Here are the simple steps you would 

follow, working from your edited and 
coded questionnaires. This is the point 
at which you would normally send the 
questionnaires out to your tab house. 
Keep in mind that you don't have to be 
concerned with punch cards and 
columns, complex table definitions or 
tab spec procedures. 

1. Set up your survey. The software 
will automatically prompt you to pro­
vide a survey name, the number of 
questionnaires and the number of 
questions per questionnaire. 

2. Enter the survey data from the 
computer keyboard. You will see a 
format for two vertical columns on the 
screen. As the question number ap­
pears in the left column, the typist en-

Quirk 's Marketing Research Review 



Peter A. Sharpe is vice president of 
Irwin P. Sharpe & Associates, a mar­
keting consulting firm which spe­
cializes in new business deve lop­
ment, marketing and strat eg ic 
planning for high tech, ind ustrial 
and business-to-business products 
and services. He has been with the 
firm for five years. Sharpe has held 
market research and product devel­
opment positions for 15 years . and 
has conducted seminars for market­
ing executives on the use of micro­
computers in marketing research. 
He holds a B.S. degree from the Uni­
versity of Wisconsin and an M.B.A. 
from Rutgers University. 

ters the coded response number in the 
right column. The next question num­
ber will automatically appear. The typ­
ist can revise or skip questions as re­
quired. Responses to 100 questions 
can usually be entered in less than two 
minutes. (If you are using keypunched 
data, you can skip all of this step). Af­
ter all data has been entered, you may, 
if you wish , clean or verify data; 
search for selected questionnaires or 
questions; edit entries; and display se­
lected or all data. 

3. Analyze t he data. Marginal 
counts and top-line tables can be 
printed immediately, simply by press­
ing a few keys on the computer. If you 
wish to run complete crosstabs with 
banners , the software will ask you to 
answer questions concerning which 
questions are to be used as banners, 
and the number of columns you want, 
and it will automatically analyze the 
data and develop the crosstabs for your 
entire survey. 

4. Label the tables. From the com­
puter keyboard, in response to ques­
tions from the software, type in the ta­
ble titles and row labels for each table 
- without worrying about table format. 
The software will insert the labels in 
the proper location for each table when 
the tables are printed. Columns may 
also be rearranged or suppressed; 
rows may be ranked, combined, sup­
pressed or rearranged. 

5. Print the finished, labeled, re­
port-ready tables to a printer; to the 
screen; or to disk for use by word 
processing or other software. 

And that's it. You have achieved fast 
results and have kept control of your 
survey - and your first survey has al­
ready saved the cost of the software. If 

Continued on p. 32 
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1988 Sawtooth Conference 
On Perceptual Mapping, 
Conjoint Analysis, And 
Computer Interviewing 

Over 250 researchers attended our 1987 conference 
that focused on the practical issues of designing, 
implementing, and analyzing studies using perceptual 
mapping, conjoint analysis, and computer 
interviewing. The speakers were academics and 
researchers from consumer, industrial, and 
research firms. 

The 1988 conference, to be held April 6-8 in 
Sun Valley, Idaho, will address how well these 
techniques work by presenting evidence of usefulness 
and validity of results. Its purpose will also be to 
stimulate broader use of these techniques by 
emphasizing new and inventive applications. 

We invite you to submit the outline of a paper to be 
presented at the 1988 conference. Although written 
papers will be required for the published proceedings, 
speakers will present their material informally during 
half hour presentations. The deadline for outlines is 
November 15, 1987. 

Outlines should be submitted to: 

Sawtooth Software 
p. O. Box 3429 

Ketchum, ID 83340 

Circle No. 240 on Reader Card 23 



Packaging Research 

"Packaging Research­
Evaluating Consumer 
Reaction" 

I t goes without saying that strong 
and effective packaging has to be 
an integral part of the marketing 

mix. A strong package is equity. A 
strong package sells a product and a 
strong package justifies premium pric­
ing. 

But, who defines a strong package? 
The shopper, because the shopper is 
the individual who ultimately picks up 
and buys the product or quickly by­
passes or totally ignores it. From both 
the shoppers' and the marketers' point 
of view, the shopping experience is a 
battle. The shopper has to battle 
through competing items, through 
heavy shopper traffic and through the 
check-out lines. The marketer, on the 
other hand, has to break through the 
clutter to get a few precious seconds of 
consideration. A number of startling 
facts about shopping in the U. S. are 
now available. For example: 

• The average supermarket contains 
over 17,000 items, with 2,300 new 
products being introduced each year. 

• The average shopper is spending 
approximately 30 minutes in his/her 
normal shopping trip. This translates 
to 1,800 seconds to consider 17,000 
items. Needless to say, many of these 
items are being ignored. In one of our 
eye tracking studies, we recorded how 
shoppers zero in on different product 
categories. Not surprisingly, approxi-

The accompanying presentation, 
"Packaging Research - Evaluating 
Consumer Reaction," was given by El­
liot Young, president, Perception Re­
search Services, Inc., at the Strategic 
Packaging 1987 International Seminar 
in September in Toronto. 
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Elliot C. Young is president of 
Perception Research Services, Inc., 
Englewood Cliffs, N.J. Young 
attended New York University 
graduate school of business 
administration and holds a B.S 
degree in business administration 
from Boston University. Prior to 
establishing PRS in 1972, Young 
spent 15 years within the 
Interpublic Group of Companies 
and served as administrative vice 
president of Marplan Research, Inc. 
He also served within McCann­
Erickson, Inc., Dataplan and the 
Institute of Communications 
Research. PRS' clients include 
Bacardi Imports, R.J. Reynolds, 
Ralston Purina, AT&T, Gillette, 
Beatrice/Hunt- Wesson and 
Campbell Soup Co. Major new 
product introductions tested by the 
company include Actifed and 
Sudafed from Burroughs Wellcome, 
Miller Draft Beer, Eagle Snacks, 
Philips Light Bulbs, Captain Morgan 
Spiced Rum and Seagram's Golden 
Cooler. 

mately one-third of the packages on 
the shelf were being completely ig­
nored. Even with more than 5,600 
products bypassed, the U. S. super­
market shopper is still faced with 
11,000 items being considered in 
1,800 seconds; not much time for a 
marketer to sell his/her product. 

In the U.S., it is now generally ac­
knowledged that 80 % of the decisions 
made in today's supermarkets are in­
store decisions and, of equal impor­
tance, 60 % are impulse purchases. 
This means that the packaging and its 
effectiveness in breaking through the 
clutter and conveying the right imag­
ery can determine, and does deter­
mine, a product's success or failure. 

How do we marketers research 
packaging to insure our products will 
receive a fair share of non-planned or 
impulse purchases? Initially, we must 
define an effective package. 

Effective package 
An effective package: 
• Is simple 
• Quickly communicates what the 

product is 
• Makes use of focal points 
• Stands out from the competition 
• Makes selection within a product 

line easy 
• Has the right quality impression 
• Reflects the image of the product 
• Retains a visual connection with 

the past when redesigned. 

Packaging research must address 
each of these criteria. Effective pack­
aging research must also be conducted 
with the appropriate target audience; 
the same target audience that is used 

Continued on p. 27 
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when developing marketing strategy, 
when planning TV commercials and 
when producing print ads. 

Good packaging research 
What is good packaging research? 

Let's begin with the premise that the 
packaging must be compatible with the 
long term strategy and positioning of 
the brand . The packaging must close a 
sale in the store. 

If we can define what the package 
should be , then certainly we should be 
able to design research to uncover if 
the packaging is delivering in all of the 
key areas. 

One research tool that can be used to 
find out where the packaging is strong 
and where it is weak is through eye 
tracking. Eye tracking is used to ex­
amine how shoppers read labeling on a 
package. The tracking shows if they 
move top to bottom or bottom to top, if 
key product attributes are seen and 
read , or if a unique product benefit is 
camouflaged within a poor graphic de­
sign. 

Let's not shortcut the traditional 
tried and true verbal interview. With 
questions , the researcher uncovers 

"A strong package must 
have stopping power; it 
must generate readership 
and involvement with the 
labeling and it must convey 
the imagery which helps 
close a sale." Elliot Young 

shoppers' attitudes and feelings to­
ward packaging, if the shopper were to 
take the time to pick the package up, to 
consider it and , hopefully, to buy it. 
We recognize that a designer can cre­
ate a gimmick package which gets at­
tention but does not close a sale. Con­
versely, a marketer can have a unique 
product with unique benefits, yet its 
packaging may be lost or buried on the 
cluttered store shelf. A strong package 
must be strong in many areas. It must 
have stopping power, it must generate 
readership and involvement with the 
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labeling and it must convey the imag­
ery which helps close a sale. 

Packaging for a well established 
brand represents equity. Changing that 
package represents a risk. Packaging 
research must profile the equity the 
marketer has in his/her existing pack­
aging and the risk he/she may encoun­
ter by making a change. Thus, packag­
ing research must be evaluative. This 
means that it must profile to the mar­
keter the strengths as well as the limi­
tations of his/her package and, at the 
same time, it must be diagnostic. It 
must generate information or fine tune 
packaging designs , if fine tuning is 
necessary. 

Conducting research 
There are basically three methods of 

conducting packaging research: 
• Focus group sessions 
• Mall intercept interviewing 
• Test market auditing. 

Focus groups have a number of ad­
vantages as well as serious limitations. 
They allow you to see and to hear con­
sumer reaction. They can also provide 
valuable diagnostic input. However, 
we're all familiar with one dominant 
respondent totally controlling the fo­
cus group and biasing the responses of 
the other attendees. Many of you have 
also learned from attending focus 
groups that we often hear what we 
choose to hear. So often, four or five 
observers walk out of a focus group 
session with four or five different in­
terpretations. 

I mentioned earlier the importance 
of shelf visibility. It is impossible to 
measure the shelf prominence of a 
package in a focus group session. To 
ask a shopper if he/she would or 
would not take notice of a package on 
the shelf is naive at best. What you 
gain from focus group sessions is an 
overall insight of "acceptable or unac­
ceptable." If you're looking for serious 
negatives, the focus group will begin 
to uncover problems. If you're looking 
for quantitative decision-making infor­
mation, the focus group session is not 
for you. 

Mall interviewing 
Mall intercept interviewing is 

widely used. In the shopping malls, 
we're generally able to reach target 
shoppers and interview them individu­
ally. Let me emphasize individually. 
The mall intercept interview is con-

ducted on a one-to-one basis (shopper 
and interviewer). Accordingly, one 
strongly opinionated shopper cannot 
make or break a package, as so often 
occurs in the focus group session. 

Areas which should be covered in 
the questionnaire include: 

• Aesthetic appeal of the packaging 
• Perceived product imagery con­

veyed by the packaging 
• Believability of claims 
• Effectiveness of the package in 

stimulating interest in trial 
• Functionality of the packaging 

(easy to store , easy to pour, easy to 
hold) 

• Confusion (if any) with labeling 
claims and instructions. 

Test market auditing , on face value, 
appears to be an effective way of docu-

"Packaging research must 
be evaluative. It must 
profile to the marketer the 
strengths as well as the 
limitations of his/her 
package and it must also be 
diagnostic. It must generate 
information or fine tune 
packaging designs. " Elliot 
Young 

menting the impact of packaging in the 
store. In actuality, it is probably the 
least efficient method, since it is sub­
ject to so many uncontrollable varia­
bles - competitive pricing, positioning 
on the shelf, number of facings and in­
store sales . In addition, in-store audit­
ing requires the packaging to be pro­
duced in finished form and in 
sufficient quantities to stock the 
shelves. Unfortunately, if your pack­
aging is deficient, the marketer will 
not find out until he/she has wasted a 
lot of time and money. 

Measuring shelf impact 
Researchers have tried a variety of 

tools to measure shelf impact. Some 
have strengths and some have serious 
limitations. Let's consider: 

• Tachistoscopic research 
• Findability tests 
• Recall questioning 
• Eye tracking. 

Continued on p. 29 
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THE CASE OF 
THE DISAPPEARING BLIP 

... or, How Industrial/Business Research Can 
Uncover Hidden Problems and Prevent a Downturn in Sales. 

THE TIME: 6:30 PM 
THE PLACE: THE EXECUTIVE OFFICES OFA MAJOR 
MANUFACTURER. 

Several executives are gathered around a table in the cor­
ner office. It's late. Papers and print-outs are piled high in 
front of them. A man standing near the head of the table 
passes out still another report. "This is a study of our overall 
image and customer perceptions. """just mention that it 
shows we're doing a good job in overall quality, product 
support. .. etc. etc. I'd say we're looking good." 

(He pauses) "Oh there's something about engineering, 
but what the heck, nobody's perfect." 

A Division M anager, looks up and says, "Harry, what did 
you say?" 

"I said we can't be perfect, can we?" 

"No, not that. .. something about engineering." 

"Oh, that. The report shows a weaker than expected 
rating in our engineering capability, and said something 
about competitive performance. Probably nothing to 
worry about .. . ?" 

The group w as suddenly alert. One by one, they began 
studying the report. 

A few minutes later, it was agreed the "blip·' regarding 
engineering must be examined more carefully. A meeting 
was held a few days later with the heads of engineering 
and M cGraw-Hili Research. A new study was designed to 
probe deeper. Engineering would be responsible for the 
study-and report back to corporate. 

Several weeks later, findings showed serious problems 
had developed. If allowed to go uncorrected, sales might 
take a nose dive. 

Armed with precise information, a plan was made to 
overcome the shortcomings. Engineering Management 
was happy to know where to focus their attention and 
Corporate was pleased that they had provided needed 
assistance. Overview research that identified the 
problem-and led to sharply focused investigation­
had once again saved the day. The blip disappeared. 

McGraw-Hili Research would like to demon­
strate how you too can Identify serious prob­
lems before they become disasters. Joseph T. 
Collins, Manager, Marketing & Corporate 
Communications Research, will be happy to 
provide details. Call him at ,212, 512-3264, 
or write tOday. McGraw-Hili wants to be your 
research company. 

McGRAW - HILL RESEARCH 
1221 Avenue of the Americas. New York . NY 10020 
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Tachistoscopic research is simple to 
administer and provides a measure of 
quick recognition. The shopper is ex­
posed to a series of scenes at brief time 
intervals (1/5, 1/2, 1 second) and 
asked to identify what he or she saw. 
The package which is identified most 
quickly is generally considered to be 
the best. 

Unfortunately, there are many seri­
ous limitations to T-scope research. 
The most fundamental is the arbitrary 
time the researcher chooses to show 
each package. Does it really matter 
that package" N' communicates faster 
in one-fifth of a second than package 
"B." Who's to determine if a fifth of a 
second is a relevant time frame? 

An even greater drawback is the as­
pect of familiarity. As you might imag­
ine, the familiar brands are generally 
those which are identified faster. 
Thus, when a marketer is considering 
a packaging modification, the T-scope 
may put his/her new design at a dis­
tinct disadvantage. 

The T-scope has one other serious 
deficiency; the designer's know-how 
to beat the system. They need only put 
the name of the product big, bold and 
dead center. T-scope research stifles 
creativity. A designer is inhibited from 
using unique type styles, from putting 
the product name on a slant and from 
being creative. These types of execu­
tions don't test well in T-scope re­
search. 

Findability tests 
Findability tests are simply those 

that ask a shopper to look at a cluttered 
in-store shelf scene and find specific 
products. Again, the assumption is 
made that the package that can be 
found fastest is the most effective. I 
mentioned earlier that 80 % of the pur­
chases made in the supermarket are 
non-planned. Thus, the findability 
tests which ask the shopper to locate a 
specific brand he/she is looking for is 
only relevant to those 20% who are 
going into the store looking for that 
brand. In actuality, the marketer's con­
cern is with the other 80% who might 
make a non-planned purchase. The 
20 % who plan to buy your product 
will find it, regardless of where it's lo­
cated on the shelf. 

A third commonly used measure of 
shelf impact is recall questioning. Re­
call, like T-scope research, is often­
times influenced by familiarity. The 
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well-known brands receive the higher 
recall scores. The new products or low 
awareness brands suffer from a lack of 
previous exposure. 

Though recall questioning has been 
used for decades to evaluate advertis­
ing performance, in the packaging 
area recall scores are inconsequential. 
How many marketers would be satis­
fied with 90 % of the shoppers walking 

"An effective package 
makes selection within a 
product line easy, has the 
right quality impression 
and reflects the image of the 
product. " Elliot Young 

out of a supermarket remembering 
their product was in the third aisle, on 
the right? Yet only 2 % bought it. A 
package is on the shelf to sell, not to 
be recalled. 

Eye tracking research 
I believe eye tracking research to 

document shelf prominence over­
comes many of the limitations of the T­
scope, findability tests and recall. The 

eye tracker enables you to observe the 
shopper behavior; to see what they 
see, to see what they consider and, 
most importantly, to observe what they 
ignore. Importantly, eye tracking is 
not hampered by the need to select an 
arbitrary viewing time. You are able to 
observe what people do and how they 
shop the category in the time they 
choose to give the category, be it one 
second, one minute or one hour. The 
eye tracking is not biased by familiar­
ity. 

One might even argue that the 
uniqueness of new brands would have 
an advantage, rather than a disadvan­
tage, in drawing shopper attention. 
Many major marketers in the U. S. are 
using the eye tracking to develop 
plano grams and to pinpoint the pros 
and cons of additional shelf facings, 
horizontal and vertical layouts and 
even to uncover the competitive prod­
ucts which are strong on the shelf. 

Some may argue that the eye track­
ing viewing situation is artificial and 
they are correct. However, the reality 
is that no one can duplicate "real 
world," for it differs from store to 
store. How many times have we seen 
beautiful planograms never imple-

Continued on p. 30 
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Continued from p. 29 

mented in the supermarkets? 
Oftentimes we refer to eye level. 

But does eye level assume the shopper 
is 6 '2", 5'10", or 4 '9" ? With eye 
tracking we can watch the shopper dis­
criminate and , most importantly, see 
what he or she ignores . We know from 
eye tracking the packaging that is 
breaking clutter and the packaging that 
is being zapped. 

Label readership 
Label readership is another vital 

area that comprehensive packaging re­
search must address. The designer has 
positioned key elements on the label to 
be seen and to be read. The three re­
search tools commonly used to evalu­
ate label readership are T-scope, recall 
and eye tracking. The T-scope and re­
call measures suffer from the limita­
tions described earlier - a fixed view­
ing time , contamination by familiarity 
and , in many instances , shopper 
guessing. The eye tracking shows how 
shoppers read the package labeling. It 
quantifies the advantages of top of the 
package versus bottom. It shows the 
shoppers ' discriminating process and , 
most importantly, it allows the shopper 
to ponder and thoroughly examine a 
package if he/she chooses. 

Earlier, I stated an effective pack­
age: 

• Makes selection within a product 
line easy 

• Has the right quality impression 
• Reflects the image of the product 
• Retains a visual connection with 

the past when redesigned. 
Researching each of these attributes 

can be accomplished only through a 
comprehensive and well thought out 
questionnaire. Unfortunately, many 
researchers attempt to answer these 
questions through paired comparisons, 

Morketeam 
AssOciates 

i.e. , showing two potential packaging 
alternatives side by side. This is a sim­
ple approach for forcing a winner be­
cause one package will test better than 
the other. However, in actuality, nei­
ther may meet marketing objectives 
and the end result may be the best of 
the worst. 

Designing research 
With all of the above in mind , let me 

offer a few of my do's and don'ts when 
designing packaging research: 

1. Don'ts show different packaging 
alternatives side by side to a shopper. 
The shopper will never see two execu­
tions for the same package side by side 
in the store. His/her frame of refer-

"To advise a package 
designer that certain colors 
or shapes or designs will 
not work within a category 
is shortsighted. Utilize their 
talents, allow them free rein 
and explore all creative 
opportunities before 
accepting or rejecting an 
innovation in packaging. " 
Elliot Young 

ence is competition. Thus , each pack­
aging execution should be tested 
against competition. 

2. Never control the amount of time 
you let a shopper look at a package. 
Remember, a designer is trying to de­
velop a package which is a stopper, a 
package which is involving, a package 
which a shopper will want to take a 
second or third look at. The instant a 
researcher controls the amount of time 
they let the shopper look at a package, 

Announces New Focus Group Facilities In Cleveland 
Open March 1,1987 
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• Large and Flexible Conference • Observation Room That 
Setting For Participants Comfortably Accommodates 

• Separate Entrances For 12 Clients 

Participants and Clients • Private Lounge For Clients 

• Totally Separate Climate Control System In Focus Group Area 

3645 Warrensville Center Road, Shaker Heights, Ohio 44122 
216-491-9515 
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is the instant you can no longer mea­
sure involvement. Speed of communi­
cation is not the key. Effective com­
munication is far more relevant. 

3. Don't live by hard and fast rules. 
Be innovative. Packaging designers 
have demonstrated time and time 
again that being different can pay great 
dividends at the cash register. Who 
would have guessed years ago that an 
orange juice company could use the 
color black as their primary packaging 
identifier? Yet Minute Maid has done 
it and done it with enormous success . 

4. Don't rely on traditional advertis­
ing research recall scores. Many re­
searchers have a tendency to rely on 
that magical thing called recall. Yet re­
call per se is irrelevant when it comes 
to packaging research. A package is 
not on the shelf to be recalled. A pack­
age is there to be seen , to be consid­
ered and to sell . 

5. Don't tie the package designer 's 
hands. As a packaging researcher, I've 
developed great admiration and re­
spect for the creativity and excellence 
of the packaging design industry. 
They ' re creative, they ' re innovative , 
they ' re insightful and , most of all , 
they approach their task with a market­
ing frame of reference. To advise a 
package designer that certain colors or 
shapes or designs will not work within 
a category is shortsighted. Utilize 
their talents, allow them free rein and 
explore all creative opportunities be­
fore accepting or rejecting an innova­
tion in packaging. 

6. Don't forget to look at competi­
tion. The shopper considers competi­
tion prior to making his/her purchase 
decision. The marketer should do the 
same. All too often, there is a ten­
dency to " follow the leader." If he/ she 
is using red , we should use red. If his/ 
her packaging is horizontal , ours 
should be the same. Keep in mind , 
breaking through clutter and getting 
attention is the first step to a sale. 

Effective packaging is an integral 
part of the marketing mix. An effec­
tive package catches the consumer's 
eye and entices the shopper to give the 
product a try. Successful products lead 
to successful businesses and the suc­
cess of each and everyone of us. 
Don't underestimate the influence of 
packaging . Your package represents 
your product. Your package is equity . 
A major change in your package is a 
risk. Research the risk thoroughly and 
logically, for in many instances , your 
package is your product. MRR 
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----NAMES OF NOTE----
Field Facts, Inc., Framingham, MA, 
announces the opening of its first mall 
location in London, England. The 
mall is located in the Wood Green 
Shopping City and is managed by Ms. 
Jay Lemon. The facility is able to han­
dle all types of intercepts including 
taste tests and commercial evaluations 
as well as the traditional English Hall 
Tests. For information call (617) 872-
1800 in the U.S. or (01) 881-5730 in 
the U.K. 

Consumer Pulse announces the ap­
pointment of Jodie Rapp, formerly of 
Market Probe, as director of its Phila­
delphia facility and, Judith Charles, 
formerly of Yankelovich, Skelly & 
White, as director of its Charlotte, 
NC, facility. Sally Fitlow joins the 
company as coordinator of marketing 
for all of CPI's 11 markets at its head­
quarters. Margie Santa has been pro­
moted to vice president of operations. 

The Atlantis Group has announced the 
addition of Nancy Sorsdahl as vice 
president and partner. Sorsdahl's re­
sponsibilities will be to manage quali­
tative research projects and to develop 
a secondary data search and analysis 
service. In addition, she will manage 
new client product assignments. 

Joining Leferman Associates in Stam­
ford, CT, as vice president for client 
service is Richard F. Whittington. 
Whittington has spent the last 16 years 
in the marketing and market research 
fields, most recently employed as 
group marketing manager for Philips 
Home Interactive Systems. 

John B. Timberlake has joined Scar­
borough Research Corp., New York 
City, as vice president, major market 
studies. He was previously with the 
Chicago Tribune as research manager. 

Colleen Hall has been promoted to ac­
count executive from client service ex­
ecutive for Nielsen Station Index in 
San Francisco. Hall started with Niel­
sen in 1985 as a client service execu­
tive in the Los Angeles NSI office. In 
1986, she transferred to the San Fran­
cisco office. 

Roger Johnston has been promoted to 
research executive, Opinion Research 
Corp., Washington, D. C. He was pre­
viously research director. 

October/November, 1987 

Kapuler Market'ing Research, 
Arlington Heights, IL, announces sev­
eral promotions: Susan Lazar to vice 
president and, Nancy Fletcher and Il­
ene Lanin-Kettering to associate vice 
presidents. Joining Kapuler is Tyrone 
Albert, associate group manager. He 
was formerly with Vopan Marketing 
Research, Boston. 

Robert J. Hodlick has been promoted 
to client service executive from client 
service assistant with Nielsen Station 
Index in Chicago. Hodlick began his 
Nielsen career in 1980 as field sur­
veyor in the media statistical research 
department in Northbrook. He was 
promoted to manager of field survey 
operations in 1981. In 1986 he trans­
ferred to the Chicago NSI office as cli­
ent service assistant. 

John Trumbore was promoted to sen­
ior vice president director, corporate 
planning and research, Lewis, Gilman 
& Kynett, Philadelphia, from vice 
president research director. 

Opinion Research Corp. has an­
nounced several staff promotions: 
Welling C. Howell, Jr., has been pro­
moted to manager of programming 
and systems in the operations division; 
Gerald Miodus to manager of ORC's 
central telephone interviewing facility 
in South Plainfield, NJ; Rose Mas­
troianni to manager of the company's 
telephone interviewing operations; 
Barbara Worek to assistant supervi­
sor in the word processing center. 

Carol S. Matasic has been promoted 
to president of Valley Forge Informa­
tion Service, King of Prussia, PA. She 
was previously vice president at the 
company's Washington, D.C. office. 
Also promoted at King of Prussia is 
Dan Margherita to executive vice 
president from vice president. 

Ellen Farley has been promoted to 
senior vice president market research 
at Donnelley Marketing, Stamford, 
CT. She was formerly vice president 
market research. 
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HeM' WOULD YOU RATE THE COMPUTER SYSTEM? 
(Scale of 1-5: 5 = Excellent; 1 = Poor) 

Department 

Data Mrktg/ 
Proc. Resrch Sales 

lOTAL Dept. Dept. Dept. 

(5) Excellent 3859 1843 817 1199 
39.1% 38.1 40.4 39.9 

(4) Very Good 3068 1555 622 891 
31.1% 32.1 30.7 29.7 

(3) Good 1327 665 281 381 
13.5% 13.7 13.9 12.7 

(2) Fair 1146 535 202 409 
11.6% 11.1 10.0 13.6 

(1) Poor 465 240 101 124 
'4.7% 5.0 5.0 4.1 

lOTAL RESPONSES 9865 4838 2023 3004 

Mfr. 

2031 
40.0 

1545 
30.4 

650 
12.8 

599 
11.8 

258 
5.1 

5083 

Type of 
Company 

Retail 

1828 
38.2 

1523 
31.8 

677 
14.2 

547 
11.4 

207 
4.3 

4782 

Left: A sample of 
a table which was 
generated on a 
PC computer us-
ing TABULY-
ZER crosstab 
software. 

100.0% 100.0 100.0 100.0 100.0 100.0 

MEAN 3.88 
VARIANCE 1.40 
STD. DEV. 1.18 
STD. ERROR 0.01 
cmsQ(DF) 

Data Use 
Continued from p. 23 

you wish to try a different banner ar­
rangement; or use a filter; or change 
filter, go to step 3, and let the com­
puter do the rest of the work. If you 
wish to expand the study, just go to 
step 2 and add the data. The computer 
will do the rest. 

In addition to the many fine survey 
crosstab packages available , there are 
many comprehensive statistical pro­
grams, too. They are great for high-

3.87 3.92 3.88 3.88 
1.39 1.38 1.43 1.44 
1.18 1.18 1.19 1.20 
0.02 0.03 0.02 0.02 

27.71 ( 8) 10.16 

powered statistical analyses ; but, we 
have found that they either lack cros­
stab capabilities , or, these capabilities 
are specialized or limited. Like the 
TABULYZER package we have de­
scribed, many crosstab software pack­
ages will also print descriptive statis­
tics and , if you wish , allow you to 
transfer data into many of the high­
powered statistical packages. 

Database software? 
Can spreadsheet or database soft­

ware be used for survey crosstabs? 
Yes, they can be forced into use for 

3.88 
1.36 
1.16 
0.02 

( 4) 

some simple crosstabs; but they are 
clumsy, tedious and time-consuming 
to use with large quantities of fre­
quency count data. They are simply 
not designed for quick and convenient 
entry and analysis of this type of data 
as are the crosstab software packages. 

So, if you wish to declare your inde­
pendence by taking control of your 
survey analysis and reporting , while 
drastically reducing the budget for it, 
check out the fine survey crosstab soft­
ware packages which are available -
and really move into the computer era. 
Try it , you' ll like it. MRR 

• CENTRAL TELEPHONE BANK • 
• LOCAL ANO NATIONAL TELEPHONE LINES 

• CRT INTERVIEWING CAPAB ILITY 
• CONSTANT ON-SITE SUPERVISION 

• ELECTRONIC MONITORING CAPAB ILITY 
• FAST TURN -AROUND/COMPETITIVE PRICING 

• COMPUTER/TABULATION FACILITY • 
• SIX IN-HOUSE COMPUTERS 

• DATA ENTRY INCLUDING COMPLETE VERIFICATION 
RESEARCH. INC. 
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--------------------------------------~-. • FLEXIBLE CROSS-TABULATIONS WITH STATISTICAL CALCULATIONS 
• ELECTRONIC DATA BASE TRANSFER CAPABILITY 

QUALITY Market and Advertising Research 
Operating Locally and Nationally FOR INFORMATION: BETTY SPENCER OR GEORGE MAYNARD 

... Since 1958 
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Continued from p. 17 

consumers making the LeSportsac 
company or brand identification re­
ferred to the material or design of ma­
terial or the style of the bag. 

3. Of the survey respondents offer­
ing insignia, labels or circles as the 
reason for their company/brand identi­
fication, 81.1 % said "LeSportsac; " 
76.1 % of those giving a material/de­
sign of material explanation and 
76.7% of those giving a style of bag 
explanation also gave LeSportsac ·as 
their company/brand identification. 

4. When asked which of several 
brands they had previously seen and 
whether there was anything about their 
total appearance they associated with 
it , 31. 8 % of total survey respondents 
volunteered label/insignia/circles as 
the characteristics (" anything about 
the appearance") of the LeSportsac 
bags that caused them to associate it 
with the brand name LeSportsac. 

5. When a similar body of con­
sumers, picked by the same tech­
niques, were asked to identify the 
source of "di Paris sac" bags that car­
ried all of their name and logo mark­
ings as well as their handtags, 25.9% 
of total survey respondents said the 
company source was LeSportsac. 
Moreover, 15.9% of total survey re­
spondents attributed their LeSportsac 
source identification to the insignia or 
label. Other respondent references to 
LeSportsac as the source were ex­
plained on the basis of style/design 
and material/texture of material. 

6. When asked the brand name of 
the "di Paris sac" bags they were be­
ing shown, 11.4 % of total respondents 
replied LeSportsac. In response to this 
question concerning brand, one-half of 
the respondents giving "The insignia/ 
label" reason for their brand identifi­
cation had made a LeSportsac brand 
identification. 

7. An unduplicated net 33.8 % of to­
tal survey respondents stated, when 
shown the "di Paris sac" bags, that 
LeSportsac either makes the bags or is 
the brand name for the bags. 

8. Given the reasons of these find­
ings: 

October/November, 1987 

A. More than 40 % of female con­
sumers of soft-sided bags, when they 
view a LeSportsac soft-sided bag with­
out its name believe, on the basis of 
the design, shape, color and placement 
of its oval marks and to a lesser extent 
on the basis of the presence of other 
items of appearance and style, that 
they viewed soft-sided bags the com­
pany source and/or brand name of 
which is LeSportsac. 

B. More than 25 % of female con­
sumers of soft-sided bags, when they 
viewed a fully marked "di Paris sac" 
soft-sided bag, believed for reasons of 
the design, shape and placement of its 
oval marks and to a lesser extent on 
the basis of the presence of other items 
of appearance and style, that they 
viewed soft-sided bags the company 
source and/or brand name of which is 
LeSportsac. 

Value of surveys 
Bazerman says the use of consumer 

surveys in trademark cases is on the 
rise because "the products' shapes do 
act as brand recognition signals to the 
public and it's difficult to prove this 
without the aid of a survey." In the 
Kmart/LeSportsac case, consumer 

surveys provided a cost-effective way 
of assisting in the court of appeal's de­
cision to affirm the issuance of a pre­
liminary injunction. 

"We used the surveys to prove sec­
ondary meaning," says Bazerman. 
"Secondary meaning implies that con­
sumers recognize that a particular 
symbol such as a work, product pack­
aging or product shape is associated 
with one company, i.e., a single 
source. The Rolls Royce grill is an ex­
ample. Consumers may not be able to 
tell you it's a Rolls Royce but they do 
know it's associated with a particular 
company. Aside from a survey, evi­
dence one can use to prove 'secondary 
meaning' is advertising expenditures, 
unsolicited articles in the media or 
other indications of public recognition 
of the symbol." 

In discussing the Kmart/LeSportsac 
case, Bazerman indicated: "By its 
suit, LeSportsac has clearly estab­
lished that the federal courts will pro­
tect a product's appearance or trade 
dress, provided it has established that 
the public recognizes the product's ap­
pearance is an indication that the 
goods come from a single source, in 
this case, LeSportsac." MRR 
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Our facilities and services are designed to handle the full spectrum of 
your survey research . 

• Central Telephone (CRT's) • Pre-Recruit 
• Focus Group Facilities • Intercept Studies 
• WATS Center in Omaha (CRT's) • Store Audits 
• Executive Interviewing • Demos 

~ 
"Data Collection Specialists" 

Seattle (206) 547-5600 Portland (503) 282-4551 
2100 North 45th Street 5322 N.E. Irving Street 

Seattle, Washington 98103 Portland, Oregon 97213 
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CSi Testing Centers, Wayne, N.J. 

Don't blame stress 
If you think job stress is what 's causing you to light up , a 

study suggests that that may not be true. 
Acccording to a survey of nurses by Bethann Cinelli of 

Penn State, there is no significant correlation between job 
tensions and smoking behavior. What Cinelli did find : 
"The more people around you who smoke , the more likely 
you are to smoke." 

CROSSTABUlATION Never looked So Good 

... Or Seemed So Ea~y . 
Only A-Cross looks and acts like popular spreadsheet programs and lets you see a table 
before running it. No command language, just Point and Shoot . 
... Or Worked So Hard. 
Weighting, ranking, netting, multi -variate banners, statistics, ASCII , Column Binary; 
A-Cross handles it. Only ACross can create tables as actual Lotus 1-2-3 worksheets. 

A-Cross & You r PC Call for our demdnstrat ion diskette. 

Strawberry Software. Inc. 42 Pleasant SI.. Watertown. MA 02172 1617) 923-8800 
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Premier 
Developer 
of Software 
for Market 
Research 
Applications 

For 20 years, Computers for 
Marketing Corporation (CFMC) 
has been building a reputation for 
technological leadership in the 
research industry. Employing the 
most advanced programming 
techniques, and placing special 
emphasis on on-going support 
and product enhancement, CFMC 
has developed programs for CRT 
interviewing, crosstabulation, and 
other research functions which are 
truly state-of-the-art, including: 

SUR VENT 
The first computer-assisted telephone 
interviewing system ever developed for 
minicomputers, and now among the 
most widely used programs of its kind. 
SURVENT is extremely sophisticated 
and powerful in its capabilities, en­
abling users to develop and effectively 
administer all aspects of even the most 
complex telephone projects. 

SURVENT's phone management system 
is frequently cited as a standard of 
excellence in the research industry and 
is a key reason why many clients 
select SUR VENT over other programs. 
It includes complete capabilities for 
managing the operations of your 
phone room, including call scheduling, 
interfacing with least-cost-routing 
switches, and autodialing. SURVENT 
also provides full Supervisory capabil­
ities with interviewer monitoring, and 
the production of an array of manage­
ment reports to help analyze and 
improve interviewer performance and 

the productivity of your facility. 

PC-SUR VENT 
A version of the popular SURVENT 
program, designed to work on personal 
computers. A modular system, PC­
SURVENT can grow with the 
requirements of the user, and is a good 
solution for both mall interviewing 
and smaller phone facilities . 

MENTOR 
A full-featured crosstabulation system 
designed for use by tab "experts". 
Originally developed in 1967, it has 
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been enhanced and upgraded throughout 
the years, making it one of the most 
comprehensive and flexible systems 
for research tabulation available today. 
It is so powerful, in fact, that it is the 
program selected by a number of 
leading service bureaus. MENTOR 
includes sophisticated database 
management capabilities which are 
particularly useful for researchers 
conducting large or on-going projects 
such as tracking studies. 

SURVEYOR 
Automatically generates labelled 
marginals or question-by-banner 
crosstab runs for studies which use 
SUR VENT or PC-SUR VENT for data 

collection. 

MICROPUNCH & 
NANOPUNCH 
Data entry systems which closely 
emulate an IBM-type keypunch 
machine. MICROPUNCH runs on the 
HP3000 minicomputer; NANOPUNCH 
runs on IBM PC's and compatibles. 

STATPAK 
A set of programs for performing a 
variety of multivariate statistical tests . 
ST A TP AK is unique in that it accepts 
mUltipunch data without the need for 
costly, time-consuming reformatting. 

Computers 
for 
Marketing 
Corporation 

Worldwide Hsadquar1ers 
547 Howard Street 
San Franc~, California 94105 
Tel: (415) 777·0470 Telex: 5106003978 CFMCORP 

U.S. Rsglonal Marketing & 
Servics Bureau Locations: 
EBstern Reg/on: 
126 Fifth Avenue, SuilC 1501 
New York, New York looll 
Tel: (212) 627·7730 

Mdwestem Reg/on: 
Kettering Tower, Suite 1910 
Dayton, Ohio 45423 
Tel: (513) 228·2652 

Mountsin Region & Service BureBu: 
1800 Grant Street, SuilC 370 
Denver, Colorado 80203 
Tel: (303) 860-1811 

Western Reg/on & Service BureBu: 
547 Howard Street 
Sm Franc~, California 94105 
Tel: (415) 777·0470 

United Kingdom & Europe 
Marketing Liaison Office: 
E.ntctprise House 
Pack md Prime Lane 
Henley on Thames 
Oxon RG91TN, UnilCd Kingdom 
Tel: 0491 579690 Telex: 846424 PROSPX G 
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Carousel products. Mall intercepts during this 
time revealed that male customers 
were eating and liking the sausages, 
says Fox. The final product · is one of 
the restaurants' biggest sellers. 

Continued from p. 10 

sel found they wanted a bigger, spicier 
hot dog. Six. months later, Fox and a 
task force of various company officers 
who help with product development 
and introduction, came out with two 
sausage prototypes. The unit test - the 
customers' taste buds - was the next 
step and involved putting the product 
in 20 restaurants for 2-3 months to get 
the customers' reaction to the two 

"The 'International Sausages ' are a 
Polish and Italian sausage twice as big 
as hot dogs, spicier, loaded with con­
diments and have a bigger bun," ex­
plains Fox. 

Channeled results 
Before a product like the "Interna­

tional Sausages" is introduced, the 
findings from the mall intercepts and 
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GET THE ANSWERS IN MINUTES, 
NOT HOURS OR DAYS. 

Explorer is a tool of the 90's that combines crosstabulations, graphics, and 
statistics in one easy-to-use package. It allows anyone to access information 
without being a computer expert . 

As a researcher you have to be responsive and adaptable, yet research suppl iers 
just aren't able to respond to your needs in hours. Additionally , traditional data 
processing is ill-equipped to meet your schedule. Most analytical software and 
timesharing approaches require long setup times before results can be obtained . 
Often , you just can't wait that long. 

Explorer is the answer to your immediate data needs and custom reports . Explorer 
puts the data on your desk, on your PC computer, to be run on your schedule. 

Call your nearest Maritz office and ask for The Decision Support System for 
Marketing Research. 

One More Reason Maritz Is A Leader 

lEI MARlTZ· MARKETING Rr-=SEARCH I~( : . 
St.louis 

(314)827·1610 
1395 N Highway Dr 
Fenton. MO 63099 

NewVork 
(201)292·1n5 

1515Rt 10 
ParSippany. NJ 07054 

Atlanta 
(404) 256·4080 

5995 Barfield Rd .• ,60 
Atlanta. GA 30328 

Minneapolis 
(612) 922·0882 

6800 France Ave. SUite 320 
Mlnneapol,s. MN 55435 

Chicago 
(312) 759·0700 

400 N Schmidt Rd 
Bolingbrook. IL 60439 

Agricultuml 
(31 4) 827·2305 

1395 N Highway Dr 
Fenton. MO 63099 

Detroil Dallas 
(313) 540·2200 (214) 387·0010 

255 East Brown St . SUite 205 0 12720 Hillcrest Rd . SUite 1010 
Birmingham. MI48011 Dallas. T X 75230 

Toledo los Angeles 
(419) 841·2831 (213) 947·4602 
3035 Moffat Dr 15851 East Whittier Blvd 

TOledo. OH 43615 Whittier CA 90603 
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"Our customers are very 
truthful. They're also very 
understanding. They don't 
expect a five-star 
restaurant, but they do 
expect cleanliness, to be 
treated courteously and to 
get fast seroice." Kathleen 
Flynn Fox 

focus groups go through a channel of 
company officers. Besides Fox , the 
company's other two vice presidents 
(operations and real estate) get the 
results, as well as Carousel's comp­
troller and the president of the com­
pany. Fox also gives quarterly presen­
tations to the company's field 
management teams from across the 
country. 

"The purpose of these presentations 
is to tell them where our sore spots are 
and where we look good. It also lets 
them know where our customer count 
is up and where it is down." 

THEGBEAT 
HAlVIBURGER 
EXPERIENCE 
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The results are then used by Fox and 
the task force to develop new product 
prototypes that are finally tested by the 
restaurants ' customers. This stage of 
the research process is especially ex­
citing for Fox. 

"This is the best part of the research 
effort because I'm not sitting in a vac­
uum coming up with new product 
ideas all by myself. Everyone is in­
volved and behind the product we're 
introducing. It makes it so much fun 
and rewarding for everyone when we 
have a successful product." 

Carousel Snacks has been successful 
developing products and providing 
service which keep customers coming 
back. Customer input, believes Fox , 

HOT DOGS 
&MOO 

has been invaluable to the restaurants. 
" Our customers are very truthful. If 

they have a problem with service, for 
example, they tell us. They're also 
very understanding. They don't expect 
a five-star restaurant, but they do ex­
pect cleanliness , to be treated courte­
ously and to get fast service. And 
that's exactly what we try to provide." 

Household income 
In 1985, the typical American 

household took in $22,646 after taxes, 
ajump of 0. 9 % for the fourth consecu­
tive annual increase, the Census Bu­
reau reported. From 1981-85 , house­
hold after-tax income rose 8.9 %, after 
adjustment for inflation, the report 
said. 

Low crime areas 
The least crime-prone regions of the 

U. S. last year was the northeast, with 
19 % of households being affected, the 
U.S. Bureau of Justice Statistics re­
vealed. The midwest ranked second, 
with 25 %. 
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Correction 

In the August/September issue, the article "Mar­
keters track, understand teens with syndicated stud­
ies" incorrectly identified the title of MTV Net­
works' Ned Greenberg. He is vice president of 
marketing and advertising, advertising sales divi­
sion. 

In the August/ September issue, Analysis Re­
search Limited was inadvertently omitted from 
the Syndicated/ Omnibus Research Directory. 
The company provides an Hispanic omnibus 
study called "Chips." Contact Arline Lowen­
thal, Analysis Research Limited, (619) 268-
4800. 

This listing was omitted from the June/July 
Health Care Marketing Services Directory: 

In the Syndicated/ Omnibus Directory of the 
August/ September issue, the page numbers 
for the advertisements for International Com­
munications Research (lRC) and Maritz Mar­
keting Research, Inc., were reversed. ICR's ad 
is on p. 28 and Maritz Marketing Research's ad 
is on p. 22. 

E. Friedman Marketing Services, Inc. 
25130 Southfield Road, Suite 200 
Southfield , MI48075 
(313) 569-0444 
A-1 , 2, 3, 4, 5, 6 
B-1, 2 
C-1, 2, 3, 4, 5, 7, 8, 9 

How Can Ruth Nelson 
Be In Four Places 
At Once? 

EXPANSION 
Ruth Nelson Research 
Services, Inc. is growing. 

We've added a brand new 
operations center in 
Oklahoma City, Oklahoma 
and three new mall 
facilities in Denver! 

Whether it's mall intercept, focus groups, 
central telephone or more, you'll find the 
professional service and performance you 
need wherever we are. For over 25 years, 
the Ruth Nelson name has meant data 
collection excellence and today, you can 
enjoy that superior service in four 
places-at once! 

colorado 
market 
I'8I881'Ch 
Corporate 
Headquarters 
Five Mall 
Operation Ctrs. 

arIzcma 
market 
l'8I8arch 
Metrocenter 
Mall 
Phoenix, AZ 

oklahoma 
city 
l'8I8arch 
Quail Springs 
Mall 
Oklahoma City, 
OK 

ruth nelson research services 
2149 South Grape Street 
Denver, Colorado 80222 

(303) 758-6424 
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Four ways to delight lllillions 
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How can you delight all the 
nice people who make up your 
market? 

Simple. Give them the products 
they want. With help from FRC. 

We'll help you explore your cus­
tomer's hearts and minds. Find 
out what delights them. What 
makes them buy. 

The resulting sales will delight 
you, too. 

A line they'll 
really fall for. 
To create the most delightful 
product line, use FRC's Line 
Optimization Technique (LOT) ™ . 

LOT helps you create the optimal 
line-the best-selling mix of 
products, flavors, colors or 
designs. 

Use LOT to examine all your 
options. Identify winning items. 
The uniqueness or similarity of 
their appeal. The groups they 
appeal to. 

LOT is simple to execute. Flexi­
ble. Use concept statements, 
photographs, renderings, pro­
totypes or products. 

LOT gives you so much valuable 
information for the money, and 
so simply, that everyone who's 
tried LOT once has used it 
again-up to nine delightful 
times. 



of people. 

Extra ™ conceptI 
product power. 
FRC offers you a concepti 
product test with a predictive 
model built in. 

We call it FRC Extra. Because 
that's what it gives you: a lot 
more information, a lot faster 
than usual ... for a Ii ttle more 
money. 

You get extra insight from your 
diagnostics. Which means extra 
precision in fine-tuning your 
concept or product. 

And you get a predictive model. 
] ust give us the usual variables: 
media and promotion weights, 
distribution levels, price ... and 
along with useful concepti 
product information, you'll get a 
volume prediction. Far sooner 
than usual. Giving you far more 
time to adjust variables. 

WATS good for you. 
At FRC, WATS-line research 
isn't the usual blunt instrument. 
It's a fine tool. Fast. Flexible. 
Precise. 

That's because we keep it in­
house. Supervised by our own 
project management team. 
To help you set objectives. 
Design and field your study. 
Analyze the results. 

And since they understand what 
you need, they'll get you some of 
the fastest toplines in the 
business. 

It's our custom ... 
. .. to remind you that in addi­
tion to specific research prod­
ucts, we do custom research. Of 
all kinds. Expertly. Wi th our 
eyes and ears open. And with the 
long-standing goal of doing the 
best work. 

Because to us, 
that's the most fun. 

Something nice 
for you, too. 
Now that you've made so many 
other people happy, you deserve 
something for yourself. 

So take our great-looking 1988 
4-color poster/calendar. It says 
"Because doing the best work is 
the most fun." It's fun. And it's 
free. Just for asking about any­
thing we do. 

Call us at 212-696-0870 or send 
us the coupon below. 

Do it today. We promise it'll be 
fun. 

Research 
Corporation 

Because doing 
the best work is 
the most fun. 

404 Park Avenue South 
New York, New York 10016 
212 .696.0870 

I.---------------------------~ 

I YES, please send me my FREE I 
I 1988 "Because doing the best work Name I 
I is the most fun" poster/calendar Position I 
I and more information on FRC's: Company I 

: 0 Line Optimization Technique ~;.... Sm" Zip : 
~~) I I 0 Extra ~Ph~o:!!:ne~ ____________ _ 

I 0 WATS-line services I 
I 0 Custom research services I 
I I 

! Call2I2.li96.o870 for faster response. Q O/N J L- __________________________ _ 



Helpful Hints 

Telephone tracking studies 
Telephone tracking studies are widely 
used to obtain data on the effectiveness 
of ad campaigns, new product intro­
ductions and market share. Cll Re­
search, Inc., Arlington Heights, Ill., 
has over the past 10 years conducted 
hundreds of studies using its l00-plus 
WATS station facility. Cll president 
Terence Cotter has been involved since 
the beginning and shares his observa­
tions about telephone tracking studies. 

What are the elements which you 
find to be crucial for telephone 
tracking studies to be success­
ful? 

First, those involved in tracking 
studies have to be very concerned 
about wave-to-wave replication. This 
means that everything related to the 
tracking study should remain the 
same. The same sources should be 
used for sample selection. Second, it is 
important that the respondents' quali­
fications stay the same. This means 
that those involved in preparing for 

each wave must give careful thought 
as to the methodology used in the pre­
vious wave. Ideally, all variables 
should be held constant except those 
that are being tested . 

There are some other factors which 
should be taken into consideration. We 
find we must be very careful regarding 
local time zone calling. We want to be 
consistent and use the same calling 
times into areas because there are dif­
ferences in who is home at different 
times. We also recommend limited 
daytime calling on consumer tracking 
studies because there is a dispropor­
tionate number of retired people and 
mothers with young children at home 
which could result in a skewed sam­
ple. 

The client may also want to consider 
including some "control" markets, re­
gions or groups in the design of the 
tracking study. This is particularly use­
ful in determining if an observed 
change is because of the variables be-

EVERYTHING YOU WANT IN AN INTERVIEWING 

40 

SYSTEM IS NOW WITHIN REACH 

REACH Is the system that fills your com­
puter aided Interviewing requirements. De­
veloped by World Research Systems, the 
creators of the UNCLE tabulation system, 
REACH provides all the features you need 
In one powerful system. 

Compatible with a wide variety of hard­
ware, REACH Is Ideal for all central location 
Interviewing operations. Yet It also runs In­
dependently on an IBM PC or compatible, 
with or without a network -- So wherever 
there's an Interviewer there can be REACH. 

Features within REACH such as unlimited 
questionnaire length, sample selection, and 
quota control , coupled with a set of clear, 
easy to use commands and Instructions, 
maximize your efficiency and minimize your 
turn-around time. 

REACH has been designed using the most 
efficient and state of the art software devel­
opment techniques. On going development 
by WRS Insures continued refiability and 
enhancements. 

REA C H -

The JI@~ Interviewing System 

To learn more about the advantage of REACH or REACH + UNCLE, call World Research now. 

WORLD RESEARCH SYSTEMS. LTD. 
P.O. Box 1009, Palatine, IL 60078 (312) 991 -1122 ; 3007 Washington Blvd ., Manna del Rey . CA 90292 (213) 306·0163 

CotJyr'g' " • ' !jU 1 WUIIIJ Re:.e.m .. h Sys lems.. lid 

UNCLE ,." ... "" J~ h! l c ll "oJIh 'II,oM " 1,11 Wu lll,J Re~ ... , ch S 'l''i I Cm~ . lh.l 

REA. CH ,s a "~ I ' · II I.l'''' 1,11 WOrld Arose.arc h Sysl ems., lid aU 

IBM PC ... nd AT oJIe 1t:\,II'~ II " N 1 1. 1I"'1I 1.oJ 1 " ~ " I IIOUH II ,. " OI'a! 8 1b'OeSlo MaChines COI pu, ':'lIo.l11 
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ing tested or because there has been an 
overall market shift. 

What about recommended sample 
size? 

This is probably the most fre­
quently asked question and an impor­
tant one. The client should consider 
first the number and nature of market 
segments (e.g., regions , working 
women, males 18-34 years old, house­
holds with young children) that will be 
scrutinized upon completion of each 
wave of the study. Then it should be 
decided what the minimum number of 
interviews for that segment is accept­
able. In general, we recommend a 
minimum of 100 interviews per seg­
ment, optimally more if the budget al­
lows. 

Second, the size of the total sample 
per wave is dependent on the desired 
level of precision . The greater the 
sample size, the lower the sampling 
error. Most market research firms will 
assist the client in estimating the ap­
propriate number of interviews for 
each wave. 

What about scheduling tracking 
studies? 

If it is an annual or semiannual 
tracking study, data collection should 
ideally occur during the same calendar 
time periods as previous waves. Tim­
ing on ad tracking programs, however, 
are generally scheduled to reflect the 
flight and/or weight of the campaign. 

Even though everyone involved in 
planning a study did their best to an­
ticipate every contingency, there are 
times when questions must be added 
to a later wave. How do you handle 
this problem? 

We know that inserting new ques­
tions into the middle of the survey can 
affect the data. Therefore, whenever 
possible, we try to put additional ques­
tions at the end of the questionnaire. 
This can usually be done with the ef-
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Telephone research facility at CI J 
Research, Inc., Arlington Heights, 

Ill. 

fect of maintaining the integrity of the 
benchmark data and still obtain valid 
information for the questions which 
have been added. It is also very im­
portant that the "wording" of each 
question be kept exactly the same from 
wave-to-wave. 

Some industries have a history of 
heavy advertising expenditures. 
How do you recommend to your cli­
ents to reduce potential problems in 
case an unusual amount of advertis­
ing expenditure is made by a com­
petitor during a wave period of the 
tracking study? 

In some industries, it is not uncom­
mon for companies to "spike" ex­
penditures over a short period of time. 
When this is a possibility, we recom­
mend that our clients spread the data 
collection of each wave out between 6-
8 weeks. This tends to reduce the im­
pact of these "spikes" in advertising 
expenditures and provide more accu­
rate results on volatile measures such 
as unaided advertising awareness and 
product awareness. On smaller track­
ing studies we recommend each wave 
be started and finished within five to 

October/November, 1987 

seven days - thus measuring a very 
narrow point in time. 

There are also situations where 
"continuous tracking" is the recom­
mended methodology. In this case, a 
small number of interviews are con­
ducted each day with tabulation occur­
ring on the quarter or every six 
months. 

Are studies which require a large 
sample handled any differently than 
those which require more modest 
numbers? 

iN SAN diEGo 

Normally, on large studies, we sug­
gest CRT interviewing because it may 
be more cost-efficient. The software 
for CRT interviewing is highly sophis­
ticated and can offer some cost sav­
ings. 

The most useful feature of CRT in­
terviewing is the ability to perform a 
preliminary "tab" of the results part 
way into the study. On large tracking 
studies that take some time to com­
plete, this feature is especially useful 
in providing the client "top-line" 
results based on the first four or five 
days of production. MRR 

TAyLoR RE§EARCIl ••• 
. has been the leading field service since 1956. What 

began as a small interviewing service in the door -to-door era 
has become a centrally managed organization covering the 
depth and breadth of America's 7th largest city. We rely on 
rigorous operating standards, intensive supervision, and per­
sonal attention from senior staff members to ensure our clients 
of the highest quality field work. At TAYLOR RESEARCH, 
we make it our business to complete your project on time and 
under budget. 

GROSSMONT CENTER, a regional 
mall noted for its "heartland" shopper pro­
file, is host to nearly 150 merchants and four 
major anchor stores. 

TAYLOR RESEARCH occupies prime 
space at the mall. Facilities include two 
large focus group rooms, each with its own 
comfortable and completely stocked view­
ing area. There is a well equipped profes­
sional test kitchen for taste tests. An addi­
tional 800 square feet of interviewing 
stations allows us to maintain tight security 
for our clients. 

San Diego's Banker's Hill district is home 
of TAYLOR RESEARCH's oldest facility. 
In the V ictorian era structure are a modern , 
fully equipped test kitchen, a spacious focus 
group room with a private, comfortable 
viewing area , and twenty-five telephones in 
a closely supervised bank. 

TAYLOR RESEARCH has talked to over 
900,000 respondents about several thou­
sand products. The quality of our work has 
earned us the friendship of major corpora­
tions nationwide! 

c:==:J TAyLoR Phone: 1-800-262-4426 
~RESEARC" In California: 1-619-299-6368 _ •• 11 SAN diEGO __ 

}202 T~iRd AVE. SAN diEGo. CA. 9210} 
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Packaged Research 

Package program evaluates 
T raditionally, packaging re­

search has focused on image as­
sessment based on a con­

sumer's subjective and psychological 
attitudes toward a package. With the 
advent of a state-of-the-art package 
evaluation program, it's now possible 
to measure product visibility and as­
sess the strength of package designs. 

Developed by NOVA Research, 
Inc., the Design Visibility Lab (DVL) 
evaluates the visual strength of alter­
native package designs by measuring 
six dimensions of visibility. Moreover, 
packages can be judged against exist­
ing competitive products to determine 
their shelf impact. While the D VL fo­
cuses on package design, some of its 
tests are also suitable for measuring 
the effectiveness of signage. 

The DVL concentrates on the physi­
ological ability of the human eye to see 
a package under various physical con­
ditions. Unless a package is literally 
seen, it cannot communicate any mes-

Statistics 
Worksho 

sage. Both visibility and image are in­
tegral components of successful pack­
aging. 

The six instruments in the lab evalu­
ate packaging structure, performance 
and graphics - size, color and legibility 
- on the competitive retail shelf. 

DVL.instruments 
The six DVL instruments include: 
1. The Eyesight Quality test. Pur­

pose: Determines the strength of a 
package's design based on the quality 
of eyesight required to identify the 
product and key copy points from typi­
cal shopping distances. 

Test: An optical mask, transparent 
when touching a package but opaque 
when more than 18 in. away, is moved 
toward and away from the package. 
Distances are noted when certain de­
sign elements (copy, logos, symbols) 
can be con:ectly identified. 

2. The Design Dominance test. 
Purpose: Determines the dominance of 

one package design over another. 

Test: Two packages are placed at the 
same location in side-by-side cham­
bers separated by a membrane. The 
two designs are viewed simultane­
ously and independently; one eye sees 
one design and the other eye sees the 
second design. Because of the location 
of the de.signs and the brain's condi­
tioning, the two designs fuse into one 
image comprised of the dominant 
characteristics of the two designs. 
Since left and right brain biases exist, 
packages are rotated and each respon­
dent is tested twice. 

3. The Apparent Size test. Pur­
pose: Measures the perceived size of a 
package. Because of the physical size 
and graphic/color treatment of de­
signs, some packages may appear 
larger or smaller than their actual 
physical size. 

Test: A package and its gray card 
silhouette are placed in side-by-side 

2214 PADDOCK WAY DRIVE SUITE 100 
GRAND PRAIRIE, TEXAS 75050 

(214) 647-4272 

CENTRALLY LOCATED IN THE o ACCURACY IS OUR POLICY 
DALLAS/FORT WORTH METROPLEX PENNY MILES PRESIDENT 

5 MINUTES SOUTH OF D/ FW AIRPORT JAMES MILES CHAIRMAN OF BOARD 

TM 

Fundamentals of SPSS/PC+ OFFERING THE NEWEST & FINEST FOCUS GROUP 
FACILITY IN THE SOUTH 
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Minneapolis / st. Paul 
St. Louis 

October 27 & 28 
November 17 & 18 

Basic Statistics for Market Research 
Minneapolis / St. Paul 
St. Louis 

October 29 & 30 
November 19 & 20 

Expert instructors and practical, hands on exercises. We've 
have trained many of the region 's top firms. 

Our Classes fill quickly, Call now for more information! 

National Research Associates 
612-482-0547 

(We also provide research project services and support) 

EMS I McGraw Hill . ADC Telecommunications . Methodist Hospital . IDS I American Express . U.S. 
Bureau of Mines • Health One Corporation . Cold Spring Granite . Federal Reserve Bank System 
• Cargill, Inc. . U. of Minnesota Hospitals. Metropolitan Airports Commission . MTS Systems 
Corporation • General Mills . Lakewood Press. Minnesota Dept of Transportation . LifeTouch 
Portrait Studios . Minneapolis Public School District . Consolidated Research . Retail Systems, Inc . 
• Minnesota Dept. of Natural Resources. Ramsey Co. Data Processing . U. of Minnesota Dept. of Soil 
Sciences . Univ. of Minnesota Pediatric Heart Clinics . Marquette Bank. U.S. Dept. of Agriculture . 
U. of Minnesota Dept of Dentistry . Ramsey Co. Medical Center . Minn. Dept. of Public Safety • 
Minnegasco. The St. Paul Companies . St. Paul Poineer Press. Fluoroware, Inc. 

'~PSSiPC+ i •• registered trademark 01 spss. Inc. 
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4 LUXURIOUS CONFERENCE ROOMS 
VIEWING ROOMS SEAT UP TO 16 
RAISED PLATFORMS, WALL TO WALL MIRRORS 
AUDIO AND VIDEO EQUIPMENT 
CLIENT LOUNGE 

2 RECEPTION AREAS WITH OUTSIDE ENTRIES 
SEPERATE WAITING ROOM 

COMPLETE RESEARCH 
SERVICES: 

NATIONAL COVERAGE 

FOCUS GROUPS 
FULL TIME INTERVIEWERS 
PRODUCT PLACEMENT 
STORE AUDITS 
MYSTERY SHOPPING 
TEST KITCH EN 

GETTING THE FACTS TO YOU ACCURATELY 
IS OUR BUSINESS 
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strength of package designs 
chambers, separated by a membrane. 
Each is a movable track. The gray 
card, similar to the test product but 
lacking graphics, serves as a reference 
point. As in the design dominance test , 
the product and gray card are viewed 
independently and simultaneously. 
The two packages are moved toward 
or away from the respondent until they 
appear to be the same size . 

The results of this test determine 
whether a package is perceived as 
larger or smaller than its actual size. 

4. The Recognition Distance test. 
Purpose: Measures the distance at 
which the product can be correctly 
identified. 

Test: A package is placed at the 
back of a chamber. The respondent 
looks through a 35mm camera-like de­
vice placed in the front of the cham­
ber. A series of lenses are adjusted to 
make the package appear slightly be­
yond recognition distance. 

Through a series of optical modifi­
cations, the package is made to gradu­
ally appear closer until respondents 
can correctly identify specific ele­
ments, such as logos, copy and sym­
bois. Identification distances for each 
element are recorded. This test can 
also be applied to exterior signage 
evaluation. 

5. The Recognition Angle test. 
Purpose: Measures the angle at which 
the product can be correctly identified. 
Products on a retail shelf are initially 
viewed from a side angle as the shop­
per moves down the aisle. 

Test: A package is placed on a rotat­
ing platform within a chamber. The 
consumer rotates the platform from 
both the right and left sides. The 
points at which the product and design 
elements are correctly identified are 
recorded. The resulting left and right 
angles together comprise the product's 
overall recognition angle. 

6. The Threshold Illumination 
test. Purpose: Determines the amount 
of light or illumination required to 
properly recognize an overall design 
and/ or specific design elements. The 
density of ink, degree of paper gloss 
and absorption of ink by paper can af­
fect the amount of light needed to rec­
ognize a package. 

Test: A package is placed in a sealed 
and darkened chamber. As the respon­
dent looks into the chamber, the level 
of illumination, which imitates typical 
fluorescent retail lighting, is gradually 
increased. The test determines the 
point at which a package and its design 
elements can be identified. This test is 
appropriate for both packaging and 
signage. 

Objective method 
" DVL is one of the design indus­

try 's most objective methods of mea­
suring the strength of a sign' s design 

Continued on p. 49 

The Fieldwork Solution. 
QualifY- Data C~llection. 

Rap-id Turnaround. 
Comp-etitive Pricing. 

D 50 Phone Stations. D Validation Services. D Senior Staff Supervision. 

D Nat.lLocal (S. Cal) Coverage. D On Site and Remote Monitoring. D Responsive Service. 

D Bilingual/Spanish. D Computer Assisted Calling. ISA is built to meet your needs 

D Nat./Local Probability Sample. 
D Coding and Tab. 

D Experienced Interviewers. 
D Flexible Scheduling. 

and budget. Call Michael 
Halberstam or Lynne Denne. 
(818)989J044 ,~ 

INTERVIEWING SERVICE OF AMERICA, I c., 16005 SHERMA WAY, VAN N YS, CA 91406 ~ 
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"Not only was the 
focus group great, 

the Sushi was 
out of this world~' 

SERVICES: FOCUS GROUPS • PRE-RECRUITED 
ONE-ON-ONES. SHOPPING MALL INTERVIEWING 
• COMPUTER DATA COLLECTION • EXECUTIVE 
AND INDUSTRIAL INTERVIEWING • DOOR-TO­
DOOR INTERVIEWING • CENTRAL LOCATION 
AND OTHER FIELD RESEARCH • COMPUTER 
DATABANK 

~, 

, 
< '<,:'::;;::;:~:f;'.,':' 

,:"~.~:,~~~,, 

LOCATIONS: MASSAPEQUA, NY: Sunrise Mall • 
NEW YORK CITY: 747 Third Ave. • MOORESTOWN, 
NJ: Moorestown Mall • PHILADELPHIA, PA: Nesha­
miny Mall • ATLANTA, GA: Town Center at Cobb • 
TAMPA. FL: Countryside Mall • CHICAGO, IL: 
Hawthorn Center • Ford City • MINNEAPOLIS, MN: 
Burnsville Center. NASHVILLE. TN: Hickory Hollow 
Mall • OKLAHOMA CITY, OK: Cross Roads Mall • 

From supplying chopsticks to recruit­
ing CEO's, when it comes to assuring 
perfect focus groups, nobody goes out 
of their way in more ways than Quick 
Test Opinion Centers~ 

That's why Quick Test has been lead­
ing the way with consistent state-of­
the-art data collection for over 18 years . 
Our dedication to providing you with 
nothing less than quality service has 
made Quick Test the premier choice 
among research professionals. 

From New York to LA, each of our 19 
permanent, centrally-located facilities 
is luxuriously appointed and staffed 
with professionals who meticulously 
meet your needs while maintaining 
the confidentiality of your project. 

The point is this . Come to Quick Test 
and be assured that your mind won't 
be the only thing that will be well fed. 

QUICK TEST 
OPINION CENTERS ™ 

Where the focus is always on you. 

800-523-1288 

DENVER. CO: Villa Italia Mall • HOUSTON. TX: 
Sharpstown Center • SAN ANTONIO, TX: Windsor 
Park Mall • PHOENIX, AZ: Los Arcos Mall • SAN 
FRANCISCO, CA: Sun Valley Mall • Southland Mall 
in Hayward • SUNNYVALE, CA: Sunnyvale Town 
Center • LOS ANGELES, CA: West Covina Fashion 
Plaza • ORANGE COUNTY, CA: Westminster Mall 

QUICK TEST OPINION CENTERS~ AN EQUIFAX COMPANY 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 

Contact publisher for rates: 
Marketing Research Review, 
P.O. Box 23536, Minneapolis, 
MN 55423, 612/ 861-8051. 

Accurate Marketing Research 
2214 Paddock Way DrlSte 100 
Grand Prairie, TX 75050 
214/647-4272 
Contact: Robin H. McClure 
Consumer, Executive, Food, 
Packaged Goods,Automotive 

Creative Marketing Solutions, Inc. 
P.O. Box 568 
Langhorne, PA 19047 
215/357-3655 
Contact: Larry Schwarz 
Experienced Specialists in 
Qualitative Research Techniques 

American Public Opinion Survey & DAE Associates, Inc. 
Market Resea.rch Corp. 14 Pine Street 
1~24 South Minnesota Avenue Morristown, NJ 07960 
SIOUX Falls, SO 57105 201/267-0859 
605/338-3918 Contact· Donna Aughey Ely 
Contac:t: Warren R. Johnson . 18 Yrs E~pr;Focus&Many Grps, 
Established !960-Full SerVIce 1-on-1'Consumer/Business 
Group-NatIonal & Internat'l ' 

Analysis Research Limited 
4655 Ruffner St., Ste 180 
San Diego, CA 92111 
619/268-4800 
Contact: Arline M. Lowenthal 
All Qual. Needs: Eng. &Span. 
Recruit/Moderate/Analysis 

The Answer Group 
11161 Kenwood Road 
Cincinnati , OH 45242 
513/489-9000 
Contact: Maribeth McGraw 
Consumer, HealthCare, Prof., 
Focus Groups,One-on-Ones 

The Atlantis Group 
P.O. Box 54692 
Atlanta, GA 30308 
404/577-8000 
Contact: Nancy Sorsdahl 
New Prods, Pkgd Goods, Food, 
Drugs, Bus-to-Bus,Advertising 

Behavior Research Center, Inc. 
P.O. Box 13178 
Phoenix, AZ 85002 
6021258-4554 
Contact: Christopher Herbert 
20 + yrs, Nat'I,AII Topics, 
Spec. Screening, Full Reports 

Brand Consulting Grou~ 
17117W. Nine Mile Rdl te 1020 
Southfield, MI48075 
313/559-2100 
Contact: Milton Brand 
Consumer,Advertising Strategy, 
New Product Strategy Research 

Consumerllndustrial Rsch Svce 
600 North Jackson Street 
Media, PA 19063 
215/565-6222 
Contact: James D. Lewis 
Health Care;Agri-Bus;lnd; 
Trad'I;Tele;One-on-One 

Consumer Opinion Services 
12825-1st Avenue South 
Seattle, WA 98168 
206/241-6050 
Contact: Jerry Carter 
Consumer,Business Groups and 
One-on-Ones 

October/November, 1987 

The Datafax Company 
2600 Maitland Ctr PkwylSte 170 
Maitland, FL 32751 
305/660-8878 
Contact: Nancy McAleer 
Consumers, Physicians, Tourists, 
Executives,Ads, 13 Yrs. Exp. 

Datatactics, Inc. 
555 Presidential Blvd. 
Bala Cynwyd, PA 19004 
215/668-1660 
Contact: Phyllis Rosenberg 
Prof & Cons Segments, incl. 
Doctors. Applied Psych. Meth. 

Decision Research 
33 Hayden Avenue 
Lexington, MA 02173 
617/861-7350 
Contact: Pefl Marrkand 
One-Way Mirror Conf Rm Sty 
Obser Rm 15x 17 (15-20 Viewers) 

DeNicola Research 
325 Greenwich Avenue 
Greenwich, CT 06830 
203/629-3323 
Contact: Nino DeNicola 
Consumer, Healthcare, Financial 
Services,Advertising 

DOIOboWSkl Qual. Svcs., Inc. 
94 Lincoln treet 
Waltham, MA 02154 
617/647-0872 
Contact: Reva Dolobowsky 
Experts in Idea Generating 
Groups,ln-Depth Interviews 

Doyle Research Associates, Inc. 
980 N. Michigan/Ste 1400 
Chicago,IL60611 
3121944-4848 
Contact: Kathleen M. Doyle 
Specialty: Children/Teenagers 
Concept & Product Evaluations 

D-R·S HealthCare Consultants 
35 Lake Dr No/#99/Candlewd lsi 
New Fairfield, CT 06812 
2031746-5270 
Contact: Dr. Murray Simon 
Specializing In Physicians,Den­
tists & HealthCare Consumers 

East West Research Institute 
735 Bishop/#235 
Honolulu, HI 96813 
808/531-7244 
Contact: Lois Faison 
Bus., Consumer, Military, Tourist 
All Ethnic Grps.,Multi-Lingual 

Elrick & Lavldge, Inc. 
10 South Riverside Plaza 
Chicago, IL 60606 
3121726-0666 
Contact: Peggy Lang 
Business, Consumer, Children, 
Teens, New Products 

Faber Marketing Research 
222 So. Elm Street 
Greensboro, NC 27401 
800/334-0867 (N.C. 919/378-1181) 
Contact: J. Albert Faber 
Industrial/Consumer/Bus-To-Bus 
/New Prod;24 Yrs Exp 

First Market Research Corp. 
121 Beach Street 
Boston, MA 02111 
617/482-9080 
Contact: James R. Heiman 
High Tech,Publishing, 
Bus-To-Bus, Colleges 

First Market Research Corp. 
121 Beach Street 
Boston, MA 02111 
617/482-9080 
Contact: Linda M. Lynch 
Consumer, Retail, Banking, 
Health Care 

First Market Research Corp. 
121 Beach Street 
Boston, MA 02111 
617/482-9080 
Contact: Jack M. Reynolds 
Banking,Health Care,Ad 
Testing, Consumer, Executive 

Genus Research 
87 Grove PI/P.O. Box 9456 
New Haven, CT 06534 
203/934-1176 
Contact: Denise Marini Kuziel 
Svc Mktg/Telecom/Uti//Advertl 
Bus-To-Bus/Exec/1 :1/Minorities 

D.S. Howard Assoc., Inc. 
307 No. Michigan Ave. #1214 
Chicago, IL 60601 
3121372-7048 
Contact: Dennis S. Howard, Ph.D. 
Expert Guidance In Design, 
Implementation And Analysis 

Info Direct, Inc. 
230 South Broad Street 
Philadelphia, PA 19102 
2151735-7416 
Contact: Jonathan Brill 
Financial Services,Consumer, 
Healthcare, Geria tric, H i-Tech 

Intercontinental Marketing 
Investigations Inc. 
P.O. Box 2147 
Rancho Santa Fe, CA 92067 
6191756-1765 
Contact: Martin M. Buncher 
25 Yrs Exp in 50 States,40 
Countries;Consumer-Prof-Tech 

Intersearch Corporation 
132 Welsh Road 
Horsham, PA 19044 
215/657-6400 
Contact: Robert S. Cosgrove 
Medical, Industrial, Business, 
Consumer,Bio-Tech,Commun. 

Kennedy Research Inc. 
405A Waters Bldg. 
Grand Rapids, M149503 
616/458-1461 
Contact: Mary P. Tonneberger 
Cons. & Ind., Telecom., Health, 
Office Systems, Chemicals, Drugs 

Lan~er Associates, Inc. 
133 . 58 Street 
New York, NY 10022 
2121688-6066 
Contact: Judith Langer 
Spec. In Qual. Rsch. On 
Mktg. & Lifestyle Issues 

Linda LaScola Consulting 
3701 Connecticut Avenue, N.W. 
Washington, D.C. 20008 
2021363-9367 
Contact: Linda J. LaScola 
Public A ffairs,Healthcare, 
Telecommunications, Financial 

Marketeam Associates 
555 No. New Ballas Rd. 
St. Louis, M063141 
314/569-1324 
Contact: Richard Homans 
Financial Services, HealthCare, 
Consumer,Pkgd Goods,Agric 

T.A. Miller Co., Inc. 
1060 Clifton Avenue 
Clifton, NJ 07012 
2011778-6011 
Contact: Tom Miller 
45 Yrs Exp-Health Care,RXlOTC 
Pharmaceuticals-M. D.,Pharm. 

Moosbrugger Marketing Research 
901 W. Hillgrove Avenue 
LaGrange, IL 60525 
3121354-5090 
Contact: Mary C. Moosbrugger 
Expertise in Healthcare,Food, 
Agriculture, Banking 

M.L. Moss & Co. 
5129 Eagle Harbor Drive 
Seattle, WA 98110 
206/842-4797 
Contact: Merrill L. Moss 
Wide Experience,Superior Work, 
Highly Regarded Reports 
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Moderators 
Continued from p. 45 

Murray H ill Center 
205 Lexington Avenue 
New York, NY 10016 
2121889-4777 
Contact: Susan Mender 
3 Rm Full Svce Facility;Effic­
ient, Beautiful, Competive Price 

Radley Resources, Inc. 
P.O. Box 2275 
Westfield, NJ 07091 
201/232-1600 
Contact: M.J. Murphy 
Hi-Tech, Bus-To-Bus., Office 
En vir Experts. In-House Recruit 

National Analysts, Division Reitter, Wilkins & Assoc., Inc. 
Booz, Allen & Hamilton Inc. 708 Third Avenue 
400 Market Street New York, NJ 10017 
Philadelphia, PA 19106 2121972-2222 
215/627-8110 Contact: Robert N. Reitter 
Contact:Alfred E. Goldman,Ph.D. Depth Interviews For Strategy 
30 Yrs Qualitative Exp In Vir- Development 
tually Every Prod/Svce Category 

Nova Research Inc_ 
95 Madison Avenue 
New York, NY 10016 
2121889-2323 
Contact: Liz VanPatten 
Full Service;Retail,Packaging, 
Children, Bus. -To-Bus., Execs. 

Opinions Unlimited, Inc. 
15ooW. 13th 
Amarillo, TX 79102 
806/373-7491 
Contact: Anndel Hodges 
Financial Services, Utilities, 
Medical,Agriculture 

Boyd L. Peyton Associates 
389 Pineville Road 
Newtown, PA 18940 
215/598-3665 
Contact: Boyd L. Peyton 
Business,Hi-Tech,Fin. Svcs., 
Advtg., Consumer, Execs. 

Playlab Research, Division of 
The Creative Group, Inc. 
31800 Northwestern Hwy. 
Farmington Hills, MI48018 
313/855-7812 
Contact: Dana Blackwell 
Children, Youths, Teenagers, 
Students, Parents & Teachers 

Q·Set 
180 No. Michigan AvelSuite 320 
Chicago, IL 60601 
3121899-1906 
Contact: Celeste Zaubi 
Transcription Svce for Modera­
tors. Tapes Summarized/Edited 

Research Arts, Inc. 
1300 Iroquois/Ste 100 
Naperville, IL 60540 
3121420-2064 
Contact: Francesca Jaskowiak 
Qualitative Firm,5 Moderators 
on Staff. Own Facility 

The Research Center 
3 Fairlawn Court 
Rye, NY 10580 
914/921-0261 
Contact: Maureen Skrilow, Prin. 
Spec. In Focus Groups & Depth 
Intervs/Prin. Invlved Thrughout 

Research Resources Hispanic 
7951 S.W. 40th StlSte 208 
Miami, FL 33155 
305/266-0550 
Contact: Teresa Menendez 
Hispanic/Gen Market-15 Years 
Qualitative/Quantitative Exp. 

RIVA Market Research, Inc. 
4609 Willow Lane 
Chevy Chase, MD 20815 
301/652-3632 
Contact: Jo Ann Hairston 
Adv/Black/Consumers/Finc Svcs/ 
Publ/Soft Drinks/BeerlWine 

Rockwood Research Corp. 
1751 W. County Road B 
St. Paul, MN 55113 
6121631·1977 
Contact: Dale Longfellow 
High Tech,Executives,Bus. -To­
Bus.,Ag,Specifying Engineers 

Schrader Rsch. & Rating Svce. 
South River Road 
Cranbury, NJ 08512 
609/395-1200 or 800/257-9440 
Contact: Jack Paxton 
Pkg Goods/RetailinglTravel/ 
Entertainment Reg/Exec. Grps. 

Southeastern Institute of 
Research, Inc. 
2325 West Broad Street 
Richmond, VA 23220 
804/358-8981 
Contact: Rebecca H. Day 
Est. 1964, Full Service 
Qualitative and Quantitative 

James Spanier Associates 
120 East 75th Street 
New York, NY 10021 
2121472-3766 
Contact: Julie Horner 
Focus Groups And One-an-Ones 
In Broad Range Of Categories 

Strategic Marketing Services 
P.O. Box 505 
Portland, ME 04112 
2071774-6738 
Contact: Robert W Cuzner 
20 Yrs Broad Based Exper. 
Nationwide. Full Service 

Thonger Qualitative Research 
8531 Bradford Road 
Silver Spring, MD 20901 
301/587-1713 
Contact: Vivian Thonger, M.A. 
Moderating Since 1979;European 
Expertise;Strategic/Creative 

Total Research Corporation 
5 Independence Way 
Princeton, NJ 08540 
609/921-8100 
Contact: Hugh J. Devine, Jr. 
10 Moderators; 2 State of Art 
Facilities in PrincetonlTampa 

Trade·Off Marketing Svcs., Inc. 
11365 Ventura BlvdlSte 123 
Studio City, CA 91604 
818/508-6345 
Contact: Harris Goldstein 
Hi-Tech/Hi-Touch Qualitative 
Consumer, Business,Adv., etc. 

TrendFacts Research, Division 
of The Creative Group, Inc. 
31800 Northwestern Hwy. 
Farmington Hills, M148018 
313/855-7810 
Contact: Bob Quigley 
Hi-Tech,lndustrial,Financial 
Health Care,Consumer,Retail 

Trotta Associates 
Strategic Research Corporation 13160 Mindanao WaylSte 180 
311 West SuperiorlSuite 203 Marina del Rey, CA 90291 
Chicago, IL 60610 213/306-6866 
3121943-0114 
C t t 'K A dt P 'd t Contact: Diane Trotta 

on ac . aren y ' . re~1 en Focus Group Facs & Moderator 
Custom Rsch and KldVlew"', 
PreView"', MarketView"', GeriView'" w/20 Yrs Exp.Bus-To-Bus & Cons 

Strategic Research, Inc. 
591 Rheem Blvd. 
Moraga, CA 94556 
415/376-1924 
Contact: Sylvia Wessel 
400 Groups Hitech/Medical/Fin­
anciallTransportation Svcs 

Taylor Research 
3202 Third Avenue 
San Diego, CA 92103 
619/299-6368 
Contact: Beth lias 
30 Yrs Exp:Cons. & Ind:Commod­
ious Faclties/Attn to Security 

State cross index of moderators 
Refer to previous listings for address, phone number and contact. 

ARIZONA 
Behavior Research Center 

CALIFORNIA 
Analysis Research Ltd. 
Intercontinental Mktg. Inves. 
Strategic Research, Inc. . 
Taylor Research 
Trade-Off Marketing Svcs 
Trotta Associates 

CONNECTICUT 
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DeNicola Research 
D-R-S HealthCare Consultants 
Genus Research 

WASHINGTON D.C. 
Linda LaScola Consulting 

FLORIDA 
The Datafax Company 
Research Resources Hispanic 

GEORGIA 
The Atlantis Group 

HAWAII 
East West Research Institute 

ILLINOIS 
Doyle Research Associates 
Elrick & Lavidge, Inc. 
D.S. Howard Assoc., Inc. 
Moosbrugger Marketing Rsch. 
Q-Set 
Research Arts, Inc. 
Strategic Research Corp. 

MAINE 
Strategic Marketing Services 

MARYLAND 
Riva Marketing Research, Inc. 
Thonger Qualitative Research 

MASSACHUSETTS 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
First Market Rsch(J. Heiman) 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 

MICHIGAN 
Brand Consulting Group 
Kennedy Research Inc. 
Play Lab Research 
TrendFacts Research 

MINNESOTA 
Rockwood Research Corp. 

Quirk's Marketing Research Review 



MISSOURI 
Marketeam Associates 

NEW JERSEY 
DAE Associates, Inc. 
T.A. Miller Co., Inc. 
Radley Resources, Inc. 
Schrader Rsch & Rating Svce 
Total Research Corporation 

NEW YORK 
Langer Associates, Inc. 
Murray Hill Center 
Nova Research, Inc. 
The Research Center 
Reitter, Wilkins & Assoc. 
James Spanier Associates 

NORTH CAROLINA 
Faber Marketing Research 

OHIO 
The Answer Group 

PENNSYLVANIA 
Consumer/Industrial Rsch Svce 
Creative Marketing Solutions 
Datatactics, Inc. 
InfoDirect, Inc. 
Intersearch Corporation 
National Analysts 
Boyd L. Peyton Associates 

SOUTH DAKOTA 
Amer. Public Opinion Survey 

TEXAS 
Accurate Marketing Research 
Opinions Unlimited, Inc. 

VIRGINIA 
Southeastern Inst. of Rsch. 

WASHINGTON 
Consumer Opinion Services 
M.L. Moss & Company 

Specialty cross index of moderators 
Refer to previous listings for address, phone number and contact. 

ADVERTISING 
Analysis Research Ltd. 
Brand Consulting Group 
The Datafax Company 
DeNicola Research 
Dolobowsky Qual. Svcs., Inc. 
Doyle Research Associates 
East West Research Institute 
First Market Rsch(J. Reynolds) 

Reitter, Wilkins & Assoc. 
Rockwood Research Corp. 
Southeastern Inst. of Rsch. 
Strategic Marketing Services 
Total Research Corporation 
Trade-Off Marketing Svcs 
TrendFacts Research 
Trotta Associates 

M.L. Moss & CO. CAN DI ES 
Opinions Unlimited, Inc. 
Boyd L. Peyton Associates PlayLa~ Research 
Research Arts, Inc. Strategic Research Corp. 
Research Resources Hispanic 
Riva Market Research, Inc. CHILDREN 
Rockwood Research Corp. 
Schrader Rsch & Rating Svce Doyle Research Associates 
James Spanier Associates Intercontinental Mktg. Inves. 
Thonger Qualitative Research Nova Research Inc. 
Total Research Corporation PlayLab Research 

Strategic Research Corp. 

AGRICULTURE 
Consumerllndustrial Rsch SvceCOMMUNICATIONS 
Moosbrugger Marketing Rsch. RESEARCH 
Opinions Unlimited, Inc. Nova Research Inc. 
Rockwood Research Corp. Opinions Unlimited, Inc. 

APPAREL 
Brand Consulting Group 
Strategic Research Corp. 

AUTOMOTIVE 
National Analysts 
Schrader Rsch & Rating Svce 
TrendFacts Research 

Play Lab Research 
James Spanier Associates 

COMPUTERS/MIS 
First Market Rsch(J. Heiman) 
D.S. Howard Assoc., Inc. 
M.L. Moss & Co. 
Strategic Research, Inc. 
Total Research Corporation 

EXECUTIVES 
Accurate Marketing Research 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
East West Research Institute 
First Market Rsch(J. Heiman) 
First Market Rsch(J. Reynolds) 
Genus Research 
Intercontinental Mktg. Inves. 
Kennedy Research Inc. 

FINANCIAL 
SERVICES 

Consumer/Industrial Rsch Svce 
DAE Associates, Inc. 
The Datafax Company 
Datatactics, Inc. 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
East West Research Institute 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 
InfoDirect, Inc. 
Linda LaScola Consulting 
Marketeam Associates 
Moosbrugger Marketing Rsch 
National Analysts 
Opinions Unlimited, Inc. 
Boyd L. Peyton Associates 
The Research Center 
Riva Market Research, Inc. 
Rockwood Research Corp. 
Schrader Rsch & Rating Svce 
James Spanier Associates 
Strategic Research Corp. 
Total Research Corporation 
TrendFacts Research 

BIO·TECH 
D.S. Howard Assoc., Inc. 

CONSUMERS 
Accurate Marketing Research FOOD PRODUCTS 
Consumer/Industrial Rsch Svce Accurate Marketing Research 

BLACK 
Riva Market Research, Inc. 

BUSIN ESS·TO· 
BUSINESS 

Consumer Opinion Services 
DAE Associates, Inc. 
Elrick & Lavidge, Inc. 
Faber Marketing Research 
First Market Rsch(J. Heiman) 
Genus Research 
D.S. Howard Assoc. , Inc. 
Intersearch Corporation 
Kennedy Research Inc. 
Moosbrugger Marketing Rsch. 
Boyd L. Peyton Associates 
Radley Resources, Inc. 

October/November, 1987 

Consumer Opinion Services Amer. Public Opinin Survey 
DeNicola Research The Atlantis Group 
Elrick & Lavidge, Inc. East West Research Institute 
Faber Marketing Research InfoDirect, Inc. 
First Market Rsch(L. Lynch) Moosbrugger Marketing Rsch. 
First Market Rsch(J. Reynolds) PlayLab Research 
D.S. Howard Assoc. Inc. Schrader Rsch & Rating Svce 
Kennedy Research Inc. James Spanier Associates 
Langer Associates, Inc. Strategic Research Corp. 
Riva Market Research, Inc. 
Southeastern Inst. of Rsch. 
Strategic Research Corp. 
Taylor Research 
Trotta Associates 

ENTERTAINMENT 
Langer Associates, Inc. 
Strategic Research Corp. 
Total Research Corporation 

GERIATRIC 
Strategic Research Corp. 

HEALTH & BEAUTY 
PRODUCTS 

Amer. Public Opinion Survey 
The Answer Group 

Langer Associates, Inc. 
Schrader Rsch & Rating Svce 

HEALTH CARE 
Creative Marketing Solutions 
The Datafax Company 
DeNicola Research 
Dolobowsky Qual. Svcs., Inc. 
D-R-S Healthcare Consultants 
East West Research Institute 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 
D.S. Howard Assoc., Inc. 
InfoDirect, Inc. 
Kennedy Research Inc. 
Linda LaScola Consulting 
Marketeam Associates 
T.A. Miller Co., Inc. 
Moosbrugger Marketing Rsch. 
National Analysts 
Opinions Unlimited, Inc. 
Radley Resources, Inc. 
Southeastern Instit. of Rsch. 
Strategic Marketing Services 
TrendFacts Research 

HISPANIC 
Analysis Research Ltd. 
Research Resources Hispanic 

HI·TECH 
Radley Resources Inc. 

IDEA GENERATION 
Analysis Research Ltd. 
Brand Consulting Group 
DAE Associates, Inc. 
Dolobowsky Qual. Svcs., Inc. 
First Market Rsch(J. Reynolds) 
PlayLab Research 
Reitter, Wilkins & Assoc. 
Strategic Research Corp. 
Thonger Qualitative Research 

INDUSTRIAL 
Consumer/Industrial Rsch Svce 
First Market Rsch(J. Heiman) 
D.S. Howard Assoc., Inc. 
Intersearch Corporation 
Kennedy Research Inc. 
Reitter, Wilkins & Assoc. 
Strategy Research, Inc. 
Taylor Research 

Continued on p. 48 
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Moderators 
Continued from p. 47 

MEDICAL 
PROFESSION 

Creative Marketing Solutions 
D-R-S HealthCare Consultants 
East West Research Institute 
D.S. Howard Assoc., Inc. 

Nova Research, Inc. 
Playlab Research 
Research Arts, Inc. 
The Research Center 
Schrader Rsch & Rating Svce 
Strategic Research Corp. 
Total Research Corporation 
Trade-Off Marketing Svcs 
Trotta Associates 

TABULYZER Intersear?h Corporation PARENTS 
Intercontinental M.ktg. Invest. Strategic Research Corp. 

The Survey Crosstab and Reporting 

System for Personal Computers 

Marketeam Associates 
TA. Miller Co. 
Nova Research Inc. 
Strategic Research, Inc. 

MILITARY 
Amer. Public Opinion Survey 

NEW PRODUCT 
DEVELOPMENT 

The Atlantis Group 

PET PRODUCTS 
Rockwood Research Corp. 

PHARMACEUTICALS 
The Answer Group 
Consumer/Industrial Rsch Svce 
Creative Marketing Solutions 
Datatactics, Inc. 
D-R-S HealthCare Consultants 
D.S. Howard Assoc., Inc. 
TA. Miller Co., Inc. 
National Analysts 
James Spanier Associates 
Total Research Corporation 

Brand Consulting Group 
Creative Marketing Solutions 
DAE Associates, Inc. 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
Faber Marketing Research 
First Market Rsch(J. Heiman) 
D.S. Howard Assoc. , Inc. POLITICAL 
Langer Associates, Inc. RESEARCH 
National Analysts . . . 
The Research Center Amer. Public Opinion Su~vey 
Research Resources Hispanic E~st West Research In~tltute 
Schrader Rsch & Rating Svce lIn~~ laScol~ C?onsultlng 
James Spanier Associates Opinions Unlimited, Inc .. 
Strategic Marketing Svces Total Research Corporation 

BUSINESS RESEARCH & SURVEYS 

Strategic Research Corp. 
Total Research Corporation 
Trade-Off Marketing Svcs 

PACKAGED 
GOODS 

The Answer Group 
The Atlantic Group 
DAE Associates, Inc. 

PUBLISHING 
First Market Rsch(J. Heiman) 
Langer Associates, Inc. 
Riva Marketing Research, Inc. 

RETAIL 
Brand Consulting Group 

50 Greenwood Avenue, West Orange, N. J. 07052 

Telephone 731·7800 Area Code 201 

Circle No. 270 on Reader Card 

Doyle Research Associates 
East West Research Institute 
Langer Associates, Inc. 

First Market Rsch(L. lynch) 
First Market Rsch(J. Reynolds) 
Langer Associates, Inc. 
Nova Research, Inc. 

for QUALITY telephone interviewing ... 
THE WATS ROOM, INC. 
• Quality data collection for nearly two decades, on 

hundreds of thousands of interviews, from a central 
WATS telephone facility. 

• Professional project people and a continuously­
trained and monitored staff ensures that YOUR pro­
ject is executed to the highest standards. 

• We incorporate the latest CRT interviewing system 
and telephone switching equipment, all within a fa­
cility designed for maximum managerial and quality 
control. 

• Comprehensive range of sampling capabilities. A 
fully-equipped conference room for on-site 
meetings. Complete Client off-site monitoring 
abilities. 

• Fully independent service. Ready to Assist YOU in 
complete confidentiality. 

Experienced, Dependable, Professional. 

THE WATS ROOM, INC. 
120 Van Nostrand Avenue • Englewood Cliffs, NJ 07632 

Telephone (201) 585·1400 
Brochure available on request. 

Circle No. 271 on Reader Card 

SOFT DRINKS, 
BEER, WINE 

Amer. Public Opinion Survey 
East West Research Institute 
National Analysts 
Riva Market Research, Inc. 

TEACHERS 
Strategic Research Corp. 

TELECOMMUNICATIONS 
Creative Marketing Solutions 
DAE Associates, Inc. 
Datatactics, Inc. 
First Market Rsch(J. Heiman) 
Genus Research 
D.S. Howard Assoc. , Inc. 
Kennedy Research Inc. 
Linda laScola Consulting 
National Analysts 
Total Research Corporation 
TrendFacts Research 

TELECONFERENCING 
Rockwood Research Corp. 

TEENAGERS 
Play lab Research 
Strategic Research Corp. 

Continued on p. 49 
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Moderators 
Continued from p. 48 

TOYS/GAMES 
PlayLab Research 
Strategic Research Corp. 

TRANSCRIPTION 
SERVICES 

Q-Set 

TRANSPORTATION 
SERVICES 

Total Research Corporation 

TRAVEL 
East West Research Institute 
M.l. Moss & Co. 
Schrader Rsch & Rating Svce 
Total Research Corporation 

YOUTH 
Elrick & Lavidge, Inc. 
Play Lab Research 
Strategic Research Corp. 
Thonger Qualitative Research 

DVL 
Continued from p. 43 

and its visibility in the retail environ­
ment," says William D. Haueisen, 
president of NOVA. "With so many re­
strictions - size , location - being 
placed on the use of the external sign, 
it is important to ensure that a sign re­
mains effective within those limita­
tions, especially in terms of its visibil­
ity." 

DVL tests are administered to an ex­
pert panel whose members are pre­
screened for corrected 20/20 vision, 
correct depth perception, balanced 
eyesight and the absence of color 
blindness, to ensure that responses 
have the same basis of comparison . 

Editor's note: NOVA Research, Inc., 
San Francisco, is an international firm 
specializing in design , new product 
and corporate and retail identity re­
search. MRR 

Habitats of millionaires 
The largest number of millionaires 

can be found in Florida, the District of 
Columbia, Connecticut , California, 
Arizona, Hawaii, Vermont, Nevada, 
Kansas and Illinois , shows a study by 
FIND/SVP, a New York market re­
searcher. 

October/November, 1987 

CONFERENCE PROCEEDINGS AVAILABLE 

1987 Sawtooth Software Conference on 
Perceptual Mapping, Conjoint Analysis, 

and Computer Interviewing 

PERCEPTUAL MAPPING 
Perceptual Mapping: Its Origins, 
Methods, and Prospects 

Allan D. Shocker, Professor of Marketing 
University of Washington 

Adaptive Perceptual Mapping 
Richard M. Johnson, President 
Sawtooth Software 

How to Sell Perceptual Mapping 
Michael Baumgardner, Vice President 
Burke Marketing Services, Inc. 

Edward (Ted) Evans, Manager of 
Planning & Analysis 
Ortho Consumer Products Division 
Chevron Chemical Co. 

How to Design A Study 
Betty A. Sproule 
Manager Marketing Research 
Hewlett-Packard 

William G. Mclauchlan 
Vice President / Group Director 
Burke Marketing Research 

Presenting Results 
Peter B. Bogda, Executive Vice President 
M/ A/ R/ C Inc . 

Marc R. Prensky, Product Development Dir. 
The Boston Consulting Group 

COMPUTER INTERVIEWING 
Historical Perspectives and the Future of 
Computer Interviewing 

Lawrence Dandurand 
Professor of Marketing 
University of Nevada 

Doing Traditional Research By 
Computer: What Has Been Learned 
So Far 

Long Self-Administered Interviews 
Lesley A. Bahner, Principal 
POPULUS, Inc. 

Political Polling 
Brent Stahl, Research Analyst, MORI , Inc. 

Consumer Taste Tests 
David Griscavage, Senior Consumer 
Research Scientist, PepsiCo 
Telephone Interviewing Analysis and Interpretation 

of Results Richard Miller, President, Consumer Pulse, Inc . 

Paul N. Ries, Manager Statistical R&D 
Market Research Department 
Procter & Gamble 

Paul Hase, Executive Vice President 
Hase/ Schannen Research 

Presenting Results 
Bruce J. Morrison 
General Electric 

John A. Fiedler, Principal 
POPULUS, Inc . 

CONJOINT ANALYSIS 
Conjoint Analysis: How We Got Here 
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Complex Interviews with Laptops 
Joel Gottfried, Senior Associate 
National Analysts, Division of Booz, 
Allen & Hamilton 
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William Tooley, President 
IMR Systems, Ltd. 
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Audrey Bowen, Field Development 
General Foods 

David Griscavage, Senior Consumer 
Research Scientist, PepsiCo, Inc . 

David J. Santee, Senior Analyst Team 
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Peter Honig , President 
Peter Honig Associates 

Elizabeth Bradley, Study Director 
National Analysts, Division of Booz, 
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Richard Miller, President 
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Bernadette Schleis, President 
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Johann Jacobs 
Continued from p. 21 

The package emphasizes the 
brand name "Jacobs" in bolder 
type, along with a much more dom­
inant "J oha.nn" to strengthen the 
ties to the European tradition of the 
coffee. The design's use of Johann 
in this way had more impact than 
the other alternatives. 

The research found that while the 
purchase interest for all the Jacobs 
label alternatives, as well as for key 
competitors, was relatively low due 
to the basically unbranded nature of 
the category, the premium coffee 

user was more likely to purchase 
the three proposed designs than ei­
ther the current one or the competi­
tor's products . 

Both the "contemporary" and 
"close-up" designs communicated 

"A more dominant use of 
the brand name and a 
color-coding system makes 
the coffees stand out on the 
shelf while clearly 
differentiating between 
flavors. " C. Gerron Vartan 

TESTING TERRITORIES? TESTING PRODUCTS? TESTING IDEAS? 
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TEST ARIZONA FIELD RESEARCH 
Call the experienced research professionals in the booming sunbelt region. Our three 
locations in the growing Southwest markets give you the advantage. 
Remember, you've worked hard; even your hard work is only as good as the interview­
ers, facilities and locations to which you have access. 

Permanent 
Mall Facility ____ .... 

Full Kitchen __ ~ 

b i Arizona _ 0 Field 
~D Research 

Mall 
Intercepts 

On-Site Supervision 

Complete Focus Group 
Room with One-Way Mirror 
and Video Taping 
Capabilities 

Personal Intercept 
Interviewing 

... and more .. 

If you want to make the grade, Test Arizona Field 
Research today. Your source of decision infor· 
mation. You'll find us passing with honors 
throughout the Southwest. 

ForMorelnformation 1 (800) 327·2881 
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brand, product and packaging im­
agery consistent with Johann Ja­
cobs' premium positioning and Eu­
ropean heritage, but the 
"contemporary" was particularly 
liked due to its color, design ele­
ments and classy, elegant appear­
ance. The "close-up," on the other 
hand, better communicated the Eu­
ropean traditions of the coffee. 

Contemporary design 
The contemporary design fea­

tures a gold foil medallion which 
highlights attributes of the brand, 
such as "imported" and "Europe's 
most preferred coffees," along with 
the brand name. The names of the 
blends appear in serif type under­
neath the medallion. 

As part of the nomenclature sys­
tem which describes the products , 
the decaffeinated blends emphasize 
their use of the special Swiss water­
process created by Jacobs. 

Bright bands serve as important 
design elements to color-code the 
four flavors while enhancing the 
dominant color of each package. 
The overall effect is a less clut­
tered, more elegant package. 

"The richer, more upscale pack­
aging supports our premium posi-

tioning in the marketplace ," says 
Robert A. Crockett , marketing 
manager, the Jacobs Coffee Co. 
"Through the bolder use of our 
brand name and a color-coding sys­
tem, Jacobs has created a strong 
section look in the category while 
clearly segmenting its four fla­
vors." MRR 
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ALABAMA 

BIRMINGHAM 
Polly Graham & Assoc. 
Eastwood Mall #7712 
Birmingham, Al35210 
(205) 985·3099 
H·20% M·65% l·15% 
Stat.·12 1,2,3,4 

Polly Graham & Assoc. 
Western Hills Mall #20 
7201 Wieble Drive 
Birmingham, Al 35228 
(205) 985·3099 
H·50% M·40% l·10% 
Stat.·8 

GADSEN 
Polly Graham & Assoc. 
Gadsden Mall 
1001 Rainbow Drive 
Gadsden, Al 35901 
(205) 546·6270 
H·50% M·40% l·10% 
Stat.·6 3 

MOBILE 
Polly Graham & Assoc. 
Bel Aire Mall #3289 
Mobile, Al 36606 
(205) 471·0059 
H·50% M·40% l·10% 
Stat.·8 3,4 

TUSCALOOSA 
Polly Graham & Assoc. 
University Mall #142 
1701 McFarland Blvd. E. 
Tuscaloosa, Al 35405 
(205) 553·7591 
H·50% M·40% l·10% 
Stat.·8 3,4 

ARIZONA 

PHOENIX 
Angeletti Market Research Service 
Indian Village Shopping Center 
4015·A North 16th St. 
Phoenix, AZ 85016 
(602) 956·2500 
H·20% M·40% l·40% 
Stat.·15 2,3,4 

E. Friedman Marketing Services 
Phoenix Research Services 
Colonnade Mall 
1911 E. Camelback Rd. 
Phoenix, AZ 85016 
(602) 264·1133 
H·30% M·50% l·20% 
Stat~8 1, ~ ~ 4 
(See Advertisement on Page 15) 

E. Friedman Marketing Services 
Consumer Testing Center 
Paradise Valley Mall 
4550·30 E. Cactus 
Phoenix, AZ 85032 
(602) 996·0233 
H·35% M·55% l·10% 
Stat.·10 1, 2, 3, 4 
(See Advertisement on Page 15) 
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E. Friedman Marketing Services 
Consumer Opinion Center 
Tower Plaza 
3843 E. Thomas Rd. 
Phoenix, AZ 85018 
(602) 273·6329 
H·25% M·55% l·20% 
Stat.·13 1,2,3,4 
(See Advertisement on Page 15) 

E. Friedman Marketing Services 
Consumer Opinion Center 
Westridge Mall 
7611 ·118 W. Thomas Rd . 
Phoenix, AZ 85033 
(602) 849·8080 
H·25% M·50% l·25% 
Stat.·14 1,2,3,4 
(See Advertisement on Page 15) 

Gikas Opinion Research Center 
Cinema Park Center 
5515·1 No. 7th Street 
Phoenix, AZ 85014 
(602) 265·2890 
H·25% M·60% l·15% 
Stat.·6 1, 2, 3, 4 

Ruth Nelson Research Services 
Metrocenter Mall 
9609 Metro Parkway West 
Phoenix, AZ 85051 
(602) 997·7221 
H·40% M·40% l·20% 
Stat~8 1, 2, ~ 4 
(See Advertisement on Page 37) 

Quality Controlled Services 
Thomas Mall, Suite 200 
4513 East Thomas Rd. 
Phoenix, AZ 85018 
(602) 840·9441 
H·10% M·70% l·20% 
Stat.·N/A 1, 2,3, 4 

Response Research 
Maryvale Mall 
5220 W. Indian School Rd. 
Phoenix, AZ 85031 ·2610 
(602) 277·2526 
H·30% M·50% l·20% 
Stat~6 1, ~ ~ 4 

Quick Test Opinion Centers 
los Arcos Mall 
1327 No. Scottsdale Rd. 
Scottsdale, AZ 85257 
(602) 946·9972 
H·15% M·65% l ·20% 
Stat.·11 1, 2, 3, 4 
(See Advertisement on Page 3 & 44) 

Walker Research, Inc. 
Valley West Mall, Suite 178 
5730 W. Hayward 
Glendale, AZ 85301 
(602) 247·2560 
H·30% M·60% l·10% 
Stat.·6 1, 2, 3 
(See Advertisement on Page 18) 

TUCSON 
Arizona Field Research 
Tucson Mall 
4500 North Oracle, Box #360 
Tucson, AZ 85705 
(602) 887·3502 
H·11% M·63% l·26% 
Stat.·8 2, 3, 4 
(See Advertisement on Page 50) 

ARKANSAS 

LITTLE ROCK 
Arkansas Answers, Inc. 
Southwest Mall 
1·30 & Geyer Springs 
little Rock, AR 72209 
(501) 568·0261 
H·15% M·70% L·1 5% 
Stat.·6 1, 2, 3, 4 

PINE BLUFF 
E. Friedman Marketing Services 
Consumer Opinion Center 
The Pines Mall #338 
2901 Pines Mall Dri ve 
Pine Bluff, AR 71601 
(501) 535·1688 
H·25% M·50% L·25% 
Stat.·15 1, 2, 3, 4 
(See Advertisement on Page 15) 

CALIFORNIA 

EUREKA 

E. Friedman Marketing Services 
Consumer Opinion Center 
Bayshore Mall #238 
Eureka, CA 95501 
(313) 569·0444 
H·30% M·55% L·1 5% 
Stat.·12 1, 2, 3, 4 
(See Advertisement on Page 15 ) 

FRESNO 

Bartels Research 
Town Center, 130 Shaw 
Clovis, CA 93612 
(209) 297·7206 
H·10% M·75% L·1 5% 
Stat.·N/A 1, 2, 3, 4 

Bartels Research 
Manchester Mall 
3738 No. Blackstone 
Fresno, CA 93726 
(209) 298·7557 
H·10% M·75% L·1 5% 
Stat.·4 1, 3 

LOS ANGELES 
Adept Research , Inc. 
Sherman Oaks Fashion Square 
14006 Riverside Drive 
Sherman Oaks, CA 91423 
(818) 784·5657 
H·60% M·30% L·1 0% 
Stat.·12 2, 3 

Adept Research, Inc. 
Hawthorne Plaza 
12270 Hawthorne Blvd. 
Hawthorne, CA 90250 
(213) 676·1426 
H·10% M·70% L·20% 
Stat.· 7 2, 3, 4 

Car·lene Research, Inc. 
Santa Fe Springs Mall 
Santa Fe Springs, CA 90670 
(213) 946·2176 
H·10% M·60% L·30% 
Stat.· 7 2, 3, 4 
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Car-Lene Research, Inc. 
Indian Hills Mall 
Pomona, CA 91767 
(714) 623-4844 
H-10% M-60% L-30% 
Stat.-10 2, 3, 4 

Consumer Pulse of Los Angeles 
Galleria at South Bay #269 
1815 Hawthorne Blvd. 
Redondo Beach, CA 90278 
(213) 371-5578 
H-20% M-50% L-30% 
Stat.-9 1, 2, 3, 4 . 
(See Advertisement on Page 59) 

Facts 'N Figures 
Panorama Mall, Suite 78B 
Panorama City, CA 91402 
(818) 891-6779 
H-30% M-50% ' L-20% 
Stat.-12 1,2,3,4 

Heakin Research, Inc. 
Fallbrook Mall, Suite 315 
6633 Fallbrook Ave. 
Canoga Park, CA 91307 
(818) 712-0660 
H-50% M-40% L-10% 
Stat.-6 2, 3, 4 

Integrity Research 
Stonewood Mall 
9081 E. Stonewood 
Downey, CA 90241 
(213) 869-2665 
H-20% M-70% L-10% 
Stat.-8 1, 2, 3 

Los Angeles Marketing Research 
Association 
Woodman Mall, Woodman & Nordhof 
Panorama City, CA 91331 
(818) 506-5544 
H-20% M-65% L-15% 
Stat.-8 2, 3, 4 

L.A. Research, Inc. 
9010 Office, #190 
9010 Reseda 
Northridge, CA 91324 
(818) 993-5500 
H-50% M-50% L-O% 
Stat.-7 2, 3, 4 

Marketeam Associates 
Orangefair Mall, #228 
Fullerton, CA 92632 
(714) 526-0600 
H-O% M-65% L-35% 
Stat.-5 2, 3, 4 
(See Advertisement on Page 30) 

MSI International 
Hillsdale Mall #14 
San Mateo, CA 94403 
(415) 574-9044 
H-25% M-60% L-15% 
Stat.-10 2, 3, 4 

P.K.M. Marketing Research Services 
Whittwood Mall 
15618-B Whittwood Lane 
Whittier, CA 90603 
(213) 694-5634 
H-40% M-40% L-20% 
Stat.-8 2, 3, 4 

Quality Controlled Services 
Del Amo Fashion Square, Upper Mall 7 
103 Del Amo Fashion Square 

October/November 

Torrence, CA 90505 
(213) 316-9011 
H-15% M-75% L-10% 
Stat.-N/A 1, 2, 3 

Quality Controlled Services 
Lakewood Center Mall 
Lakewood Blvd. & Del Amo 
Lakewood, CA 90712 
(213) 947-2533 
H-20% M-70% L·10% 
Stat.-N/A 1, 2, 3 

Quick Test Opinion Centers 
Westminster Mall #136 
Westminster, CA 92683 
(714) 898·0906 
H-40% M-50% L·10% 
Stat.-8 1, 2, 4 
(See Advertisement on Page 3 & 44) 

Quick Test Opinion Centers 
West Covina Fashion Plaza 
519 Fashion Plaza 
West Covina, CA 91790 
(818) 960-8547 
H-20% M-70% L-10% 
Stat.-7 1,2,3,4 
(See Advertisement on Page 3 & 44) 

Wade West, Inc. 
Long Beach Plaza 
369 Long Beach Blvd. 
Long Beach, CA 90802 
(213) 435-0888 
H-20% M-60% L-20% 
Stat.-8 1, 2, 3, 4 

ORANGE COUNTY 
Consumer Opinion Forum 
Div. of Market Facts 
Buena Park Mall 
8623 On The Mall 
Buena Park, CA 90620 
(312) 524-2001 
H-19% M-40% L-41 % 
Stat.-16 1,2,3,4 

The Question Shop, Inc. 
Olive Court Plaza 
1500 E. Lincoln 
Orange, CA 92665 
(714) 974-8020 
H-60% M-35% L-5% 
Stat.N/A 1,2,3,4 

South Coast Research 
10848 Katella 
Anaheim, CA 92804 
(714) 539-9500 
H-25% M·75% L-O% 
Stat.-9 2, 3, 4 

So. California Interviewing Service 
Town & Country Shopping Center 
17200 Ventura Blvd. 
Encino, CA 91316 
(818) 783-7700 
H-50% M-45% L-5% 
Stat.-8 2, 3, 4 

So. California Interviewing Service 
Burbank Golden Mall 
229 N. Golden Mall 
Burbank, CA 91502 
(818) 783·6166 
H-25% M-65% L-10% 
Stat.-6 2, 3 

RIVERSIDE 
Field Management Associates 
Riverside Plaza, #3601 
Riverside, CA 92506 
(714) 369-0800 
H-30% M-60% L-10% 
Stat.-7 2, 3, 4 

l.A. Research, Inc. 
Canyon Crest Towne Centre, #303 
5225 Canyon Crest Drive, Bldg. #300 
Riverside, CA 92507 
(714) 788·2280 
H-50% M·50% L-O% 
Stat.-8 2, 3, 4 

SACRAMENTO 
Heakin Research, Inc. 
Arden Fair Mall 
1607 D Arden Way 
Sacramento, CA 95815 
(916) 920·1361 
H-19% M-56% L·25% 
Stat.-6 2, 3, 4 

Research Unlimited 
Country Club Centre, Suite 40 
3382 EI Camino Ave. 
Sacramento, CA 95821 
(916) 484-0131 
H-15% M-70% L-15% 
Stat.-12 2,3,4 

Research Unlimited 
Old Sacramento 
1012 Second St. 
Sacramento, CA 95814 
(916) 446-6064 
H-15% M·80% L-5% 
Stat.-10 2, 3, 4 

Research Unlimited 
Downtown Plaza, 5th & K Streets 
Sacramento, CA 95814 
(916) 446-6064 
H-35% M-60% L·5% 
Stat.-3 2, 3, 4 

SALINAS 
E. Friedman Marketing Services 
Consumer Opinion Center 
Northridge Mall 
Hwy. 101 & Borondo Rd. 
Salinas, CA 93906 
(408) 449-7921 
H-30% M·50% L-20% 
Stat.-8 1, 2, 3, 4 
(See Advertisement on Page 15) 

CODES: 
N/A - Information not available 
H - high Income 
M - middle Income 
L - low Income 
Stat. - Number of Interviewing stations 
1 - Computer aided Interviewing 
2 - Kitchen facilities 
3 - Private display room 
4 - One-way mirror for viewing of stations 
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SAN DIEGO 
Analysis/Research Limited 
Market Place At The Grove 
217 The Mall 
San Diego, CA 92115·0856 
(619) 268·4800 
H·20% M·55% L·25% 
Stat.·7 1, 2, 3, 4 
(See Advertisement on Page 55) 

Luth Research, Inc. 
Plaza Bonita #3033, Space 2188 
National City, CA 92050 
(619) 283·7333 
H·12% M·80% L·8% 
Stat.·10 1,2,3,4 

Luth Research, Inc. 
Misson Valley Center 
1640 Camino de Rio No., Suite 1275 
San Diego, CA 92108 
(619) 283·7333 
H·30% M·50% L·20% 
Stat.·10 1,2,3,4 

San Diego Surveys 
Escondido Village Mall 
1351 E. Pennsylvania 
Escondido, CA 92027 
(619) 480·8440 
H·20% M·70% L·10% 
Stat.·6 1, 2, 3, 4 

San Diego Surveys 
Point Lorna Mall, Midway Drive 
Point Lorna, CA 92110 
(619) 265·2361 
H·25% M·65% L·10% 
Stat.·6 1, 2, 3, 4 

SAN FRANCISCO 
Field Management Associates 
EI Cerito Plaza #309 
EI Cerito, CA 94530 
(415) 527·8030 
H·10% M·80% L·10% 
Stat.· 7 2, 3, 4 

E. Friedman Marketing Services 
Consumer Opinion Center 
The Mall at Northgate, #5800 
San Raphael, CA 94903 
(313) 569·0444 
H·50% M·40% L·10% 
Stat.·13 1, 2, 3, 4 
(See Advertisement on Page 15) 

Heakin Research, Inc. 
Tanforan Park Mall 
San Bruno, CA 94066 
(415) 952·8558 
H·10% M·56% L·34% 
Stat.·6 2, 3, 4 

Heakin Research, Inc. 
Vallco Fashion Park, Suite 2031 
10123 No. Wolfe Rd. 
Cupertino, CA 95014 
(408) 253·4690 
H·50% M·37% L·13% 
Stat.·6 2, 3, 4 

Nichols Research, Inc. 
New Park Mall, #1155 
Newark, CA 94560 
(415) 794·2990 
H·30% M·55% L·15% 
Stat.·10 1, 2, 3, 4 
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Quick Test Opinion Centers 
Sun Valley Mall , #177 A 
Concord, CA 94520 
(415) 798·2700 
H·10% M·60% L·30% 
Stat.·8 1, 2, 3, 4 
(See Advertisement on Page 3 & 44) 

Quick Test Opinion Centers 
Southland Mall 
State Hwy. 17 & W. Winton 
Hayward, CA 94545 
(415) 785·4650 
H·20% M·60% L·20% 
Stat.·6 1, 2, 4 
(See Advertisement on Page 3 & 44) 

Quick Test Opinion Centers 
Town Center, #1268 
Sunnyvale, CA 94086 
(408) 773·9777 
H·35% M·40% L·25% 
Stat.·10 1, 2,3,4 
(See Advertisement on Page 3 & 44) 

Wade West, Inc. 
Serramonte Center, #8·0 
Daly City, CA 94015 
(415) 992·9300 
H·35% M·50% L·15% 
Stat.·6 1, ~ ~ 4 

Margaret Yarbrough & Assoc. 
South Shore Center 
415 Otis Drive 
Alameda, CA 94501 
(415) 531·9099 
H·60% M·30% L·10% 
Stat.·4 1, 2, 3 

COLORADO 
COLORADO SPRINGS 

Consumer Pulse of Colorado Springs 
The Citadel Mall , #1084 
750 Citadel Drive East 
Colorado Springs, CO 80909 
(303) 596·6933 
H·10% M·45% L·45% 
Stat.·9 1, 2, 3 
(See Advertisement on Page 59) 

Ideal Field Services, Inc. 
Mall of the Bluffs 
3650 Austin Bluff Pkwy. 
Colorado Springs, CO 80917 
(303) 594·9192 
H·10% M·45% L·45% 
Stat.·6 2, 3 

DENVER 
Consumer Opinion Forum 
Div. of Market Facts 
Southwest Plaza 
So. Wadsworth & W. Bowles 
Denver, CO 80221 
(312) 524·2001 
H·21 % M·39% L·40% 
Stat.·18 1, 2, 3, 4 

Consumer Pulse of Denver 
Lakeside Mall, #B·119 
5801 W. 44th Avenue 
Denver, CO 80212 
(303) 480·0128 
H·10% M·40% L·50% 
Stat.·10 1, 2,3 
(See Advertisement on Page 59) 

Ideal Field Services, Inc. 
Tiffany Plaza 
3515 So. Tamarac 
Denver, CO 80237 
(303) 773·2440 
H·45% M·45% L·10% 
Stat.·N/A 

E. Friedman Marketing Services 
Consumer Opinion Center 
Crossroads Mall 
1600 · 28th Street 
Boulder, CO 80030 
(303) 449·4632 
H-35% M·45% L·20% 
Stat.-10 1, 2, 3, 4 
(See Advertisement on Page 15) 

Informat ion Research , Inc. 
Bear Valley Mall , #23 
3100 So. Sheridan Blvd. 
Denver, CO 80227 
(303) 936-3400 
H-25% M-70% L-5% 
Stat.-4 3 

Information Research , Inc. 
Twin Peaks Mall , #51 
1250 So. Hover Rd . 
Longmont, CO 80501 
(303) 443·3548 
H·22% M·70% L·8% 
Stat.·5 2, 3, 4 

Ruth Nelson Research Services 
Westminster Mall 
5433 West 88th Avenue 
Westminster, CO 80030 
(303) 426-1840 
H·40% M·50% L·10% 
Stat.·8 1, 2, 3, 4 
(See Advertisement on Page 37) 

Ruth Nelson Research Services 
Buckingham Square 
So. Havana at E. Mississippi 
Aurora, CO 80012 
(303) 750·0290 
H·20% M·50% L·30% 
Stat.·8 1, 2, 3, 4 
(See Advertisement on Page 37) 

Ruth Nelson Research Services 
Northglenn Mall 
10578 Melody Drive 
Northglenn, CO 80234 
(303) 450·0940 
H·10% M·40% L-50% 
Stat.·5 1, 2, 3, 4 
(See Advertisement on Page 37) 

Ruth Nelson Research Services 
Southglenn Mall 
6911 So. University Blvd. 
Littleton, CO 80122 
(303) 794·2653 
H·50% M·40% L·10% 
Stat.·5 1 
(See Advertisement on Page 37) 

Ruth Nelson Research Services 
North Valley Mall 
500 East 84th Avenue 
Thornton , CO 80229 
(303) 758·6424 
H·10% M·45% L·45% 
Stat.·3 
(See Advertisement on Page 37) 
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Quality Controlled Services 
Cinderella City Mall 
701 Hampden Avenue 
Englewood, CO 80110 
(303) 789-0565 
H-20% M-55% L-25% 
Stat.-N/A 1,2,3, 4 

Quick Test Opinion Centers 
Villa Italia Mall 
7200 W. Alameda 
Lakewood, CO 80226 
(303) 937-0144 
H-20% M-70% L-10% 
Stat.-8 1, 2, 4 
(See Advertisement on Page 3 & 44) 

CONNECTICUT 

BRIDGEPORT 
CSi Testing Centers 
Connecticut Post Mall 
1201 Boston Post Rd. , Suite 2073 
Milford, CT 06460 
(203) 877-2739 
H-30% M-60% L-10% 
Stat.-8 1, 2, 3, 4 

Field Facts, Inc. 
Trumbull Shopping Park 
5065 Main Street 
Trumbull , CT 06611 
(203) 372-4995 
H-40% M-40% L-20% 
Stat.-16 1, 2, 3, 4 
(See Advertisement on Page 61) 

Firm Facts Interviewing 
Hi Ho Center 
333 State Street 
Bridgeport, CT 06604 
(203) 332-0947 
H-20% M-40% L-40% 
Stat.-N/A 2, 3 

J.B. Martin Interviewing Services 
Ansonia Mall , Main Street 
Ansonia, CT 06403 
(203) 371-4158 
H-25% M-45% L-30% 
Stat.-4 1, 2 

DANBURY 
Performance Plus, Inc. 
Danbury Fair Mall 
7 Backus Avenue 
Danbury, CT 06810 
(617) 872-1287 
H-50% M-35% L-15% 
Stat.-16 1,2, 3, 4 

HARTFORD 
Karen Associates, Inc. 
Farmington Valley Mall 
Route #44 & Route #167 
Sinsdury, CT 06070 
(203) 236-2947 
H-50% M-40% L-10% 
Stat.-6 2, 3, 4 

NORWICH 

Karen Associates, Inc. 
Norwichtown Mall 
Norwich, CT 06360 
(203) 236-2947 
H-30% M-55% L-15% 
Stat.·6 2, 3, 4 

October/November 

DISTRICT OF COLUMBIA 
Consumer Pulse of Washington 
The Mall at Manassas 
8300 Sad ley Road 
Manassas, VA 22110 
(301) 256·7700 
H-10% M-45% L·45% 
Stat.·8 1, 2, 3 
(See Advertisement on Page 59) 

Decision Data Collection, Inc. 
McLean Commons 
7405 Colshire Dr., #218 
McLean, VA 22102 
(703) 556-8682 
H·20% M·60% L·20% 
Stat.·16 3,4 

Heakin Research , Inc. 
Laurel Centre 
14882 Baltimore/Washington Blvd. 
Laurel, MD 20707 
(301) 776-9800 
H-23% M-43% L·34% 
Stat.·6 2, 3, 4 

House Market Research, Inc. 
Prince George Plaza 
3500 East West Hwy. 
Hyattsville, MD 20782 
(301) 559·7060 
H·25% M·50% L·25% 
Stat.·6 2, 3, 4 

Metro Research Services, Inc. 
Outlet Mall 
10710 Lee Highway 
Fairfax, VA 22030 
(703) 385·1108 
Income·N/A 
Stat.·4 2 

Metro Research Services, Inc. 
Beacon Mall 
6756 Richmond Highway 
Alexandria, VA 22306 
(703) 385·1108 
Income·N/A 
Stat.·4 

Olchak Market Research, Inc. 
Beltway Plaza Mall 
6194 Greenbelt Road 
Greenbelt, MD 20770 
(301) 441-4660 
H-10% M·80% L·10% 
Stat.-4 2, 3 

Opinion Centers, Inc. 
Springfield Mall, #6737 
Springfield, VA 22150 
(703) 971·6717 
H·65% M·20% L·15% 
Stat.·20 1, 2, 3, 4 

Joan Shugoll Associates 
Carrollton Mall 
7722 Riverdale Road 
New Carrollton , MD 20784 
(301) 656·0310 
H·10% M·75% L·15% 
Stat.·10 1, 2, 3, 4 

T.I.M.E. Market Research 
Spotsylvania Mall 
425 Spotsylvania Mall 
Fredricksburg, VA 22401 
(614) 846·3163 
H·25% M·60% L·15% 

Stat.·12 1, 2, 3, 4 
(See Advertisement on Page 65) 

FLORIDA 

BRADENTON 
Mid·America Research, Inc. 
De Soto Square Mall 
303 US 301 Blvd. West 
Bradenton, FL 33505 
(813) 746·1849 
H·12% M·78% L-10% 
Stat.·12 1, 2, 3, 4 

FORT LAUDERDALE 
Alenik Field Services, Inc. 
Pine Island Ridge Plaza 
8960 State Road 84 
Ft. Lauderdale, FL 33324 
(305) 474·3800 
H·30% M·70% L·O% 
Stat.·4 1, 2, 3, 4 

CODES: 
N/A· Information not available 
H . high income 
M - middle income 
L - low income 
Stat . - Number of interviewing stations 
1 - Computer aided interviewing 
2 - Kitchen facilities 
3· Private display room 
4 . One-way mirror for viewing of stations 

WE KNOW YOU NEED IT 
YESTERDAY 

At Analysis/Resea r ch Limited our un i~ue 
ca pabilities he lp you mee t YO UR deadllnes 

OL OL \Pl' 0),. 
Quaitlall vC }Procedure Study Quantltallve 

A/RL delivers t he best r esea r ch methodol ogy 
i n a l ow- cost , timely fo rmat. 

Le t A/RL tap i nto the habi ts and atti tudes 
of U. S. Hispanics for YOU 

Cus t om re sea r ch studies and 
t he origi nal, i n- pe r son tracking ,omni bus: 

CH i PS © (Co nti nuing Hispani c Proflle Study) 

print and commercial pre-testing 
pre- and po st-tracking s~udies 
pr i nt and broadcast medla ad s 

~AN" "'VS'S R E s E .... n c .. L..."".-rEO 

SAN DIEGO • LONDON • MEXICO 
Telephone 619/268·4800 

Circle No. 283 on Reader Card 
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CSi Testing Centers 
Coral Ridge Mall, #118 
3200 N. Federal Highway 
Ft. Lauderdale, FL 33306 
(305) 565-4185 
H-30% M-60% L·10% 
Stat.-10 1,2,3,4 

Heakin Research, Inc. 
Coral Square M~II 
9569 W. Atlantic Blvd. 
Coral Spring, FL 33071 
(305) 753-4466 
H-30% M-60% L-10% 
Stat.-6 2, 3, 4 

Mar's Surveys 
Coral Springs Mall 
3215 N. University Dr. 
Coral Springs, FL 33065 
(305) 755-2805 
H-60% M-30% L-10% 
Stat.-4 2, 3, 4 

Natalie G. Weitzman, Inc. 
Hollywood Fashion Center 
101 Hollywood Blvd. 
Hollywood, FL 33023 
(305) 653-6323 
H-25% M-50% L-25% 
Stat.-N/A 

FORT MYERS 
DLI Opinion Center 
Edison Mall 
4125 Cleveland Avenue 
Fort Myers, FL 33901 
(813) 275-0223 
H-15% M-65% L-20% 
Stat.-13 2, 3, 4 

Starr Marketing Research, Inc. 
Metro Mall 
2855 Colonial Blvd. 
Fort Myers, FL 33907 
(802) 862-3911 
H-40% M-30% L-30% 
Stat.-6 2, 3, 4 

JACKSONVILLE 
Irwin Research Services 
Regency Square Mall 
9501 Arlington Expressway, Suite 155 
Jacksonville, FL 32211 
(904) 725-8407 
H-30% M-60% L-10% 
Stat.-11 -1, 2, 3, 4 

Irwin Research Services 
Orange Park Mall 
44 Wells Road, Su ite A 1.1 
Orange Park, FL 32073 
(904) 269-7956 
H-30% M-60% L-10% 
Stat.-9 1, 2, 3, 4 

MELBOURNE 
Irwin Research Services 
Melbourne Square Mall 
1700 W. New Haven Ave., Suite 577 
Melbourne, FL 32901 
(305) 724-9211 
H-30% M-60% L-10% 
Stat.-8 1, 2, 3, 4 

MIAMI 

Jean M. Light Interviewing Service 
163rd St. Shopping Mall 
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1239-NE 163rd Street 
Miami, FL 33155 
(305) 264-5780 
H-50% M-45% L-5% 
Stat.-6 1, 2, 3 

Rife Market Research, Inc. 
Skylake Mall 
1758 N.E. 183rd St. 
Miami, FL 33179 
(305) 945-9390 
H-20% M-60% L-20% 
Stat.-8 2, 3, 4 

Natalie G. Weitzman, Inc. 
California Club Mall 
850 Ives Dairy Road 
Miami, FL 33179 
(305) 653-6323 
H-25% M-60% L-15% 
Stat.-N/A 2, 3, 4 

ORLANDO 
Pilar Ellis Market Research 
Colonial Plaza Mall, Suite 87 
2400 E. Colonial Dr. 
Orlando, FL 32803 
(305) 628-1835 
H-20% M-60% L-20% 
Stat.-8 1, 2 

Pilar Ellis Market Research 
Winter Park Mall, Suite 1398 
500 No. Orlando Avenue 
Winter Park, FL 32789 
(305) 628-1835 
H-25% M-60% L-15% 
Stat.-6 1, 3, 4 

Barbara Nolan Market Research 
Altamonte Mall 
Altamonte Springs, FL 32701 
(305) 830-4542 
H-35% M-55% L-10% 
Stat.-10 1,2,3,4 

Barbara Nolan Market Research 
Florida Mall 
8001 So. Orange Blossom Tr. 
Orlando, FL 32803 
(305) 830-4542 
H-30% M-55% L-15% 
Stat.-N/A 1, 2, 3 

TALLAHASSEE 
E. Friedman Marketing Services 
Consumer Opinion Center 
Tallahassee Mall, #718 
2415 N. Monroe 
Tallahassee, FL 32303 
(904) 385-4399 
H-25% M-50% L-25% 
Stat.-9 1, 2, 3, 4 
(See Advertisement on Page 15) 

TAMPA/ST. PETERSBERG 
Adam Market Research, Inc. 
Belz Mall, Buffalo Ave & 1-4 
Tampa, FL 33607 
(813) 875-4005 
H-15% M-55% L-30% 
Stat.-9 2, 3 

Data Inquiries 
Pinellas Square Mall 
715 No. Sherrill 
Pinellas Park, FL 33609 
(813) 877-9617 

H-27% M-65% L-8% 
Stat.-8 2, 3, 4 

Gulf Coast Research 
Tampa Bay Center Mall 
3302 W. Buffalo Avenue 
Tampa, FL 33607 
(813) 876-0321 
H-25% M-60% L-15% 
Stat.-5 2, 3, 4 

Quick Test Opinion Centers 
Country Side Mall, #323B 
2601 U.S. Hwy. 19 North 
Clearwater, FL 33575 
(813) 797-4868 
H-30% M-50% L-20% 
Stat.-7 1,2,3,4 
(See Advertisement on Page 3 & 44) 

Walker Research, Inc. 
Eastlake Square Mall 
5701 E. Hillsborough Avenue 
Tampa, FL 33610 
(813) 623-1774 
H-31 % M-57% L-12% 
Stat.-12 1, 2, 3 
(See Advertisement on Page 18) 

GEORGIA 

ATHENS 
Jackson Associates, Inc. 
Georgia Square 
3700 Atlanta Highway 
Athens, GA 30610 
(404) 353-3338 
H-20% M-50% L-30% 
Stat.·5 2 

ATLANTA 
Consumer Network, Inc. 
Gwinnett Place 
2100 Pleasant Hill Rd. 
Duluth, GA 30134 
(404) 231-4399 
H-55% M-40% L-5% 
Stat.-20 2, 3 

Consumer Network, Inc. 
Shannon Mall, #331 
Union City, GA 30291 
(404) 231-4399 
H-30% M-60% L-10% 
Stat.-8 2, 3, 4 

Elrod Marketing Research, Inc. 
Roswell Mall 
608 Holcombe Bridge Rd. 
Roswell, GA 30076 
(404) 352-0686 
H-20% M-60% L-20% 
Stat.-4 

Jackson Associates, Inc. 
Holiday Mall 
5000 Buford Highway 
Atlanta, GA 30341 
(404) 458-4075 
H-10% M-50% L-40% 
Stat.-5 2 

Joyner Hutcheson Research, Inc. 
Marketsquare Mall 
DeKalb, GA 30033 
(404) 321-0953 
H-20% M-60% L-20% 
Stat.-7 2, 3, 4 
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Joyner Hutcheson Research, Inc. 
Belmont Hills Mall 
2486 Atlanta Rd. 
Smyrna, GA 30080 
(404) 321-0953 
H-20% M-40% L-40% 
Stat.-4 3 

Mid-America Research, Inc. 
Lenox Square Mall 
3393 Peachtree Road 
Atlanta, GA 30326 
(404) 261-8011 
H-26% M-60% L-14% 
Stat.-24 1, 2, 3, 4 

Mid-America Research, Inc. 
Northlake Mall 
4800 Briarcliff Rd. 
Atlanta, GA 30345 
(404) 493-1403 
H-19% M-76% L-5% 
Stat.-12 1,2,3,4 

Peachtree Surveys, Ltd. 
Southlake Mall 
2443 Southlake 
Morrow, GA 30260 
(404) 257-1230 
H-20% M-60% L-20% 
Stat.-8 3,4 

Quick Test Opinion Centers 
Cobb Town Center, Suite 272 
400 Ernest Barret Pkwy. 
Kennesaw, GA 30144 
(404) 423-0884 
H-10% M-65% L-25% 
Stat.-8 1, 2, 3, 4 
(See Advertisement on Page 3 & 44) 

John Stolzberg Market Research 
Outlets Limited 
750 George Busbee Pkwy. 
Kennesaw, GA 30134 
(404) 329-0954 
H-30% M-70% L-O% 
Stat.-4 

John Stolzberg Market Research 
3750 Venture Drive 
Duluth, GA 30136 
(404) 329-0924 
H-15% M-70% L-15% 
Stat.-4 

Tannenbaum Research Services 
South DeKalb Mall, #80 
Decatur, GA 30034 
(404) 321-1770 
H-30% M-50% L-20% 
Stat.-8 2, 3 

Tannenbaum Research Services 
Outlet Square Mall 
4166 Buford Highway 
Atlanta, GA 30345 
(404) 321-1770 
H-50% M-40% L-10% 
Stat.-7 2, 3 

COLUMBUS 
Quality Controlled Services 
Columbus Square Mall 
3050 Macon Road 
Columbus, GA 31906 
(404) 568-3455 
H-20% M-65% L-15% 
Stat.-N/A 1,2 

October/November 

GAINESVILLE 
Jackson Associates, Inc. 
Lakeshore Mall 
1285 W. Washington Street 
Gainesville, GA 30501 
(404) 454-7060 
H-40% M-30% L-30% 
Stat.-12 2,3,4 

SAVANNAH 
Cooper Research, Inc. 
Oglethorpe Mall, Suite 18-A 
Savannah, GA 31406 
(912) 355-0498 
H-28% M-52% L-20% 
Stat.-4 2, 3, 4 

ILLINOIS 

CHICAGO 

Assistance In Marketing 
Spring Hill Mall, #1278 
Dundee, IL 60118 
(312) 428-0885 
H-51 % M-35% L-14% 
Stat.-20 1, 2, 3, 4 

Assistance In Marketing 
Century City Mall 
2828 North Clark Street 
Chicago, IL 60657 
(312) 428-0885 
H-40% M-30% L-30% 
Stat.-12 1, 2, 3, 4 

Baxter Research 
North Park Mall 
270 W. North Ave. 
Villa Park, IL 60181 
(312) 832-2617 
H-15% M-65% L-20% 
Stat.-5 2, 3, 4 

Bryles & Associates 
Washington Square Mall 
17735 So. Halsted St. 
Homewood, IL 60430 
(312) 799-7400 
H-20% M-60% L-20% 
Stat.-10 1,2,3,4 

Bryles & Associates 
Century Mall 
8275 Broadway 
Merrillville, IN 46410 
(219) 769-7380 
H-20% M-60% L-20% 
Stat.-8 1, 2, 3, 4 

Bryles & Associates 
Orland Park Plaza, #260 
Orland Park, IL 60462 
(312) 403-0300 
H-40% M-60% L-O% 
Stat.-15 1,2,3,4 

Bryles & Associates 
Brementown Mall 
6847 W. 159th Street 
Tinley Park, IL 60477 
(312) 532-6800 
H-40% M-60% L-O% 
Stat.-7 1,2,3,4 

Car-Lene Research, Inc. 
Northbrook Court 
Northbrook, IL 60062 
(312) 498·1305 

H-40% M-60% L-O% 
Stat.-8 2, 3, 4 

Car-Lene Research, Inc. 
Deerbrook Mall 
188 So. Waukegan St. 
Deerfield, IL 60015 
(312) 564-1454 
H-10% M-80% L-10% 
Stat.-8 2, 3, 4 

Consumer Opinion Forum 
Div. Of Market Facts 
Fox Valley Center Mall 
Hwy. #59 & New York Street 
Aurora, IL 60505 
(312) 524-2001 
H-24% M-46% L-30% 
Stat.-9 1, 2, 3, 4 

Consumer Professional Research 
Plaza Del Lago 
1515 Sheridan Rd. 
Wilmette, IL 60091 
(312) 256-7744 
H-80% M-20% L-O% 
Stat.-8 2, 3, 4 
(See Advertisement on Page 58) 

Consumer Surveys Company 
Northpoint Shopping Center 
346 E. Rand Rd. 
Arlington Heights, IL 60004 
(312) 394-9411 
H-30% M-50% L-20% 
Stat.-10 2,3,4 

Consumer Surveys Company 
Chicago Ridge Mall, #730 
Chicago Ridge, IL 60415 
(312) 499-6000 
H-5% M-65% L-30% 
Stat.-8 2, 3, 4 

CSi Testing Centers 
Illinois Center 
111 E. Wacker Drive 
Chicago, IL 60601 
(312) 819-0056 
H-70% M-25% L-5% 
Stat~8 1,2,3,4 

Heakin Research, Inc. 
Lincoln Mall 
Route 30 & Cicero Avenue 
Matteson, IL 60443 
(312) 748-8320 
H-32% M-38% L-30% 
Stat.-12 2 

Heakin Research, Inc. 
North Riverside 
7501 W. Cermak Road 
No. Riverside, I L 60546 
(312) 447-9208 
H-28% M-45% L-27% 
Stat.-8 2 

CODES: 
N/A - Information not available 
H - high income 
M - middle income 
L - low income 
Stat. - Number of interviewing stations 
1 - Computer aided interviewing 
2 - Kitchen facilities 
3 - Private display room 
4 - One-way mirror for viewing of stations 
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Heakin Research, Inc. 
Louis Joliet Mall, Door 4 
1166 Louis Joliet Rd. 
Joliet, IL 60435 
(815) 439·2053 
H·34% M·28% L·38% 
Stat.·6 2, 3, 4 

Heakin Research', Inc. 
Brickyard Mall 
6465 W. Diversey 
Chicago, I L 60635 
(312) 745·8001 
H·9% M·55% L·36% 
Stat.·8 2 

Heakin Research, Inc. 
Jefferson Square Mall 
2450 W. Jefferson 
JOliet, I L 60436 
(815) 729·0595 
H·12% M·50% L·38% 
Stat.·6 2 

Mid·America Research, Inc. 
Randhurst Shopping Center 
999 N. Elmhurst Rd. 
Mt. Prospect, IL 60056 
(312) 392·0800 
H·33% M·52% L·15% 
Stat.·20 1, 2, 3, 4 

Mid·America Research, Inc. 
Orland Square Mall, #280 
Orland Park, IL 60462 
(312) 349·0888 
H·24% M·63% L·14% 
Stat.·12 1, 2, 3, 4 

Precision Field Services, Inc. 
Hillside Mall 
101 N. Wolf Rd. 
Hillside, IL 60162 
(312) 966·8666 
H·27% M·58% L·15% 
Stat.·8 2, 3, 4 

Precision Field Services, Inc. 
Town & Country Mall, Suite 52 
445 E. Palatine Road 
Arlington Heights, IL 60004 
(312) 966·8666 

For 
Mall 

Interce~t~ 
call 

......... --"'_ .... ,_ .. J ..... 1_ ...... ... -~~ .. 
312/256·7744 
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H·35% M·49% L·16% 
Stat.·6 2, 3, 4 

Quality Controlled Services 
Yorktown Center Mall 
203B Yorktown Road 
Lombard, IL 60148 
(312) 629·4152 
H·35% M·55% L·10% 
Stat.·Variable 1, 2, 3 

Quality Controlled Services 
Harlem·lrving Mall 
4192 Harlem Ave. 
Norridge, I L 60634 
(312) 452·7660 
H·10% M·75% L·15% 
Stat.·N/A 1, 2,3,4 

Quick Test Opinion Centers 
Ford City Shopping Center 
7601 S. Cicero Avenue 
Chicago, IL 60652 
(312) 581·9400 
H·5% M·75% L·20% 
Stat.·8 1, 2, 4 
(See Advertisement on Page 3 & 44) 

Quick Test Opinion Centers 
Hawthorn Mall 
429 Hawthorn Center 
Vernon Hills, IL 60061 
(312) 367·0036 
H·60% M·30% L·10% 
Stat.·9 1, 2, 4 
(See Advertisement on Page 3 & 44) 

INDIANA 

EVANSVILLE 
Gore Research & Associates 
Eastland Mall 
800 Green River Rd. 
Evansville, IN 47715 
(812) 473·7112 
H·8% M·47% L·45% 
Stat.·9 2,3 

FORT WAYNE 

Communications Alert Research Div. 

Circle No. 274 on Reeder Cerd 

Ideally located on 
Chicago's affluent North 
Shore, our location in 
Plaza del Lago, a popular 
and fashionable shopping 
center, allows you to 
reach nearly 500,000 
consumers who are well­
educated, sophisticated 
and have a very high 
annual income . 
So when your research calls 
for reaching an upscale 
market, do it in style at CPR 
Plaza del Lago! Call Margie 
Morich at 312/256-7744 . 

COtIRIBct I ProfCllioul Rcseardl, 1lIc. 
Plaza dd LaJo, IS IS Slicridaa Road 
WiIlIIettc, DliaoiJ ~l 

e4/rnbr 

Glenbrook Square 
4201 Coldwater Road 
Fort Wayne, IN 46805 
(219) 483·2884 
H·50% M·40% L·10% 
Stat.·7 2, 4 

INDIANAPOLIS 
Herron Assoc iates, Inc. 
Greenwood Park, #C·26 
1251 U.S. 31 North 
Greenwood, IN 46142 
(317) 882·3800 
H·20% M·60% L·20% 
Stat.·12 1, 2, 3, 4 

Herron Assoc iates, Inc. 
Washington Square, Suite 402 
10202 E. Washington St. 
Indianapolis, IN 46229 
(317) 882·3800 
H·8% M·50% L·42% 
Stat.·13 1, 2, 3, 4 

Strategic Marketing & Research 
Eastgate Consumer Mall 
Washington & Shadeland 
Indianapolis, IN 46215 
(317) 359·9407 
H·20% M·50% L·30% 
Stat.·4 2, 3, 4 

Walker Research, Inc. 
Castleton Square Mall 
6020 E. 82nd Street 
Indianapolis, IN 46250 
(317) 842·6800 
H·37% M·43% L·20% 
Stat.·8 1, 2, 3 
(See Advertisement on Page 18) 

IOWA 

DES MOINES 
E. Friedman Marketing Services 
Consumer Opinion Center 
South ridge Mall , #158 
1111 E. Army Post Rd. 
Des Moines, IA 50315 
(515) 287·4744 
H·30% M·55% L·15% 
Stat.·15 1, 2, 3, 4 
(See Advertisement on Page 15) 

IMR 
Merle Hay Mall, #423 
Merle Hay Rd. & Douglas Ave. 
Des Moines, IA 50310 
(515) 276·8449 
H·21% M·70% L·9% 
Stat.·10 1 

Mid·lowa Interviewing 
Valley West Mall 
1551 35th Street 
West Des MOines, IA 50265 
(515) 287·1266 
H·30% M·60% L·10% 
Stat.·6 3, 4 

KANSAS 

WICHITA 
N.S.V. Market Research 
Twin Lakes Mall 
21 st & Amidon 
Wichita, KS 67203 
(316) 264·3670 
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H-50% M-25% L-25% 
Stat.-2 2,3 

KENTUCKY 

LOUISVILLE 
Personal Opinion, Inc. 
Green Tree Mall, Hwy. 131 
Louisville, KY 40218 
(502) 451-1971 
H-15% M-60% L-25% 
Stat.-10 1, 2, 3 

Stevens Research Services, Inc. 
Outlets Ltd. Mall 
Bluegrass Parkway 
Louisville, KY 40299 
(502) 456-5300 
H-30% M-50% L-20% 
Stat.-3 3 

LOUISIANA 

BATON ROUGE 
NGL Research Services, Inc. 
Cortana Mall 
9119 Cortana Place 
Baton Rouge, LA 70815 
(504) 924-0010 
H-21 % M-45% L-34% 
Stat.-7 2, 3, 4 

NEW ORLEANS 
E. Friedman Marketing Services 
Consumer Opinion Center 
Belle Promenade Mall, #666 
1701 Barataria Blvd. 
Marrero, LA 70072 
(504) 340-0972 
H-25% M-50% L-25% 
Stat.-14 1,2, 3, 4 
(See Advertisment on Page 15) 

Heakin Research, Inc. 
Esplanade Mall, Suite C3 
1401 E. Esplanade 
Kenner, LA 70065 
(504) 464-9188 
H-21% M-45% L-34% 
Stat.-6 2, 3, 4 

MARYLAND 

BALTIMORE 
Baltimore Research Agency 
Columbia Mall 
10300 Little Patuxent Pkwy. 
Columbia, MD 21044 
(301) 484-2177 
H-75% M-24% L-1 % 
Stat.-6 4 

Consumer Pulse of Baltimore 
White Marsh Mall, #1039 
8200 Perry Hall Blvd. 
Baltimore, MD 21236 
(301) 256-7700 
H-20% M-50% L-30% 
Stat.-8 1, 2, 3, 4 
(See Advertisement on Page 59) 

Heakin Research , Inc. 
Eastpoint Mall 
7839 Eastpoint Mall 
Baltimore, MD 21224 
(301) 282-3133 

October/November 

H-6% M-30% L-64% 
Stat.-6 2, 3, 4 

Opinion Centers of Maryland 
Golden Ring Mall 
6400 Rossville Blvd. 
Baltimore, MD 21237 
(301) 391-7750 
H-48% M-29% L-23% 
Stat.-20 1, 2, 3, 4 

Opinion Centers of Maryland 
Hunt Valley Mall 
118 Shawan Road 
Cockeysville, MD 21030 
(301) 785-5344 
H-65% M-25% L-10% 
Stat.-20 1, 2, 3, 4 

FREDERICK 
Polk-Lepson Research Group 
Francis Scott Key Mall 
Frederick, MD 21701 
(717) 741-2879 
Income-N/A 
Stat.-2 

MASSACHUSETTS 

BOSTON 
Bernett Research, Inc. 
Southshore Plaza 
230 Granite 
Braintree, MA 02124 
(617) 254-1314 
H-50% M-50% L-O% 

Bernett Research, Inc. 
Assembly Square, Middlesex Ave. 
Somerville, MA 02145 
(617) 254-1314 
H-O% M-50% L-50% 
Stat.-15 1, 2,3,4 

Car-Lene Research, Inc. 
Hanover Mall 
Hanover, MA 02339 
(617) 826-0052 
H-20% M-60% L-20% 
Stat.-5 2, 3, 4 

CSi Testing Centers 
North Shore Mall 
Peabody, MA 01960 
(617) 523-2966 
H-65% M-25% L-10% 
Stat.-8 1, 2, 3, 4 

Field Facts, Inc. 
Methuen Mall, Route 113 
Methuen, MA 01844 
(617) 685-1917 
H-40% M-40% L-20% 
Stat.-8 1, 2, 3, 4 
(See Advertisement on Page 61) 

CODES: 
N/A - Information not available 
H - high income 
M - middle income 
L - low Income 
Stat. - Number of interviewing stations 
1 - Computer aided Interviewing 
2 - Kitchen facilities 
3 - Private display room Stat.-15 1,2,3 
4 - One-way mirror for viewing of stat ions 

Consumer Pulse, Inc. 

11 high-traffic regional malls 
11 complete field offices 

18 focus group rooms 
180 + central telephones 

I~~~~~~~~=--g-!r~~~~~~~ 

Quality Data Collection 
(800) 336-0159 

Circle No. 264 on Reader Card 
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Field Facts, Inc. 
Worcester Center, West Mall 
Worcester, MA 01608 
(617) 754-3960 
H-30% M-50% L-20% 
Stat.-8 1, 2, 3, 4 
(See Advertisement on Page 61) 

Field Facts, Inc. 
Watertown Mall 
550 Arsenal Street 
Watertown, MA 02172 
(617) 924-8486 
H-20% M-60% L-20% 
Stat.-14 1, 2, 3, 4 
(See Advertisement on Page 61) 

Performance Plus, Inc. 
Route 30 Mall 
341 Cochituate Road 
Framingham, MA 01701 
(617) 872-1287 
H-50% M-35% L-15% 
Stat.-16 1,2,3 

Performance Plus, Inc. 
Westgate Mall 
Brockton, MA 02401 
(617) 872-1287 
H-25% M-65% L-10% 
Stat.-10 1,2,3 

Performance Plus, Inc. 
Woburn Mall 
300 Mishawum Road 
Woburn, MA 01801 
(617) 872-1287 
H-35% M-50% L-15% 
Stat.-8 1, 2, 3 

Performance Plus, Inc. 
Faneuil Hall Marketplace #3 
Boston, MA 02109 
(617) 872-1287 
H-35% M-50% L-15% 
Stat.-5 2, 3, 4 

Survey & Research Service 
North Shore Shopping Center 
Route 128 & Route 114 
Peabody, MA 01960 
(617) 864-7794 
H-35% M-50% L-15% 
Stat.-5 3,4 

SPRINGFIELD 
Performance Plus, Inc. 
Fairfield Mall 
591 Memorial Drive 
Chicopee, MA 01020 
(617) 872-1287 
H-10% M-60% L-30% 
Stat~8 1, ~ ~ 4 

Quality Controlled Services 
Holyoke Mall 
Whiting Farms Road 
Holyoke, MA 01040 
(617) 653-1122 
H-25% M-60% L-15% 
Stat.-N/A 1, 2, 3, 4 

West. Mass. Interviewing Service 
Eastfield Mall 
1655 Boston Road 
Springfield, MA 01129 
(413) 543-5820 
H-10% M-50% L-40% 
Stat.-10 2, 3, 4 
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MICHIGAN 

DETROIT 
Consumer Pulse of Detroit 
Universal Mall 
28620 Dequindre Rd. 
Warren, MI 48092 
(313) 540-5330 
H-10% M-45% L-45% 
Stat.-11 1, 2, 3, 4 
(See Advertisement on Page 59) 

Detroit Marketing Service 
Wonderland Mall 
29755 Plymouth Road 
Livonia, MI 48150 
(313) 569-7095 
H-25% M-45% L-30% 
Stat.-7 1,2,3,4 

E. Friedman Marketing Services 
Consumer Testing Center 
Oakland Mall 
350 B W. 14 Mile Road 
Troy, MI 48084 
(313) 589-0950 
H-30% M-50% L-20% 
Stat.-15 1,2,3,4 
(See Advertisement on Page 15) 

E. Friedman Marketing Services 
Consumer Testing Center 
Westland Mall 
35000 W. Warren Road 
Westland, MI 48185 
(313) 522-4080 
H-25% M-50% L-25% 
Stat.-14 1,2,3,4 
(See Advertisement on Page 15) 

Heakin Research, Inc. 
Macomb Mall, Suite 790 
32165 Gratiot 
Rosevi lie, M I 48066 
(313) 294-3232 
H-41 % M-41 % L-18% 
Stat.-6 2, 3, 4 

Hi-Scope Research 
Hunter Square Tally Hall 
31005 Orchard Lake Road 
Farmington Hills, MI 48018 
(313) 855-4121 
H-70% M-25% L-5% 
Stat.-8 2, 3, 4 

Opinion Search 
Haward Row 
21730 W. 11 Mile Rd. 
Southfield, MI 48076 
(313) 353-0034 
H-50% M-40% L-10% 
Stat.-4 

GRAND RAPIDS 
Datatrack, Inc. 
Rogers Plaza 
1110-28th Street SW 
Grand Rapids, MI 49509 
(616) 776-7230 
H-19% M-43% L-38% 
Stat.-N/A 1,2,3 

MINNESOTA 

MINNEAPOLIS/ST. PAUL 
A & I Of Minnesota 
Eden Prairie Center, #1248 
Eden Prairie, MN 55344 
(612) 941-0825 

H-60% M-30% L-10% 
Stat.-6 1, 2, 3 

N.K. Friedrichs & Assoc., Inc. 
Northtown Mall, #310 
Blaine, MN 55434 
(612) 784-7332 
H-30% M-60% L-10% 
Stat.-10 1,2,3 

Heakin Research, Inc. 
Knollwood Mall 
8332 Highway 7 
St. Louis Park, MN 55426 
(612) 936-0904 
H-26% M-41 % L-33% 
Stat.-6 2, 3, 4 

Quality Controlled Services 
Maplewood Mall, #2016 
Maplewood, MN 55109 
(612) 831-7133 
H-20% M-65% L-15% 
Stat.-N/A 1, 2, 3, 4 

Quick Test Opinion Centers 
Burnsville Center, #1008 
Burnsville, MN 55337 
(612) 435-8581 
H-25% M-65% L-10% 
1,2,3,4 
Stat.-7 
(See Advertisement on Page 3 & 44) 

MISSISSIPPI 

JACKSON 
E. Friedman Marketing Services 
Consumer Opinion Center 
Metrocenter, #1275 
Hwy. 80 & Robinson Rd. 
Jackson, MS 39209 
(601) 352-9340 
H-20% M-60% L-20% 
Stat.-13 1,2, 3, 4 
(See Advertisement on Page 15) 

MISSOURI 

KANSAS CITY 
The Field House, Inc. 
Oak Park Mall 
11319 West 95th Street 
Overland Park, KS 66214 
(913) 492-1506 
H-40% M-50% L-10% 
Stat.-12 2, 3, 4 

The Field House, Inc. 
Metro North Mall 
400 NW Barry Road 
Kansas City, MO 64155 
(816) 436-8787 
H-10% M-60% L-30% 
Stat.-8 2,3 

The Field House, Inc. 
Metcalf South Mall 
95th Street & Metcalf 
Overland Park, KS 66212 
(913) 381-7021 
H-20% M-60% L-20% 
Stat.-6 

Heakin Research, Inc. 
Blue Ridge Mall 
4200 Blue Ridge Blvd. 
Kansas City, MO 64133 
(816) 737-1130 
H-25% M-41 % L-34% 
Stat.-6 2, 3, 4 
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Heakin Research, Inc. 
Independence Center, #116 
Independence, MO 64057 
(816) 795-0706 
H-33% M-43% L-24% 
Stat.-6 2, 3, 4 

Heakln Research, Inc. 
Indian Springs 
4601 State Ave. 
Kansas City, KS 66102 
(913) 596-2244 
H-8% M-42% L-50% 
Stat.-6 2, 3, 4 

Quality Controlled Services 
Ward Parkway Mall 
8600 Ward Parkway 
Kansas City, MO 64114 
(816) 361-0345 
H-20% M-70% L-10% 
Stat.-N/A 1,2,3,4 

ST. LOUIS 
Bryan Research 
Belz Factory Outlet Mall 
40/61 Highway 70 
Wentzville, MO 63385 
(314) 928-0811 
H-25% M-65% L-10% 
Stat.-4 2, 3 

Marketeam Associates 
Mark Twain 
1355 Fifth Street 
St. Charles, MO 63301 
(314) 947-4195 
H-10% M-70% L-20% 
Stat.-4 2,3 
(See Advertisement on Page 30) 

Marketeam Associates 
River Roads Mall, #117 
St. Louis, MO 63136 
(314) 867-1432 
H-O% M-65% L-35% 
Stat.-8 3 
(See Advertisement on Page 30) 

Quality Controlled Services 
South County Center 
24 S. County Center Way 
St. Louis, MO 63129 
(314) 966-6595 
H-20% M-70% L-10% 
Stat.-N/ A 1, 2, 3 

Superior Surveys of St. Louis 
Mid Rivers Mall, #1279 
St. Peters, MO 63376 
(314) 965-0023 
H-50% M-50% L-O% 
Stat.-12 1,2,3,4 

Superior Surveys of St. Louis 
Village Square Mall, #60 
St. Louis, MO 63042 
(314) 965-0023 
H-O% M-100% L-O% 
Stat.-4 

CODES: 
N/A - Information not available 
H - high income 
M - middle income 
L - low income 
Stat. - Number of Interviewing stations 
1 - Computer aided interviewing 
2 - Kitchen facilities 
3 - Private display room 
4 - One-way mirror for viewing of stations 

October/November 

Circle No. 265 on Reader Card 
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Wade West, Inc. 
Northwest Plaza 
536 Northwest Plaza 
St. Ann, MO 63074 
(314) 291-8888 
H-30% M-50% L-20% 
Stat.-7 1, 2, 3, 4 . 

SPRINGFIELD 
Bryles & Associates 
Battlefield Mall, #226 
Springfield, MO 65801 
(417) 887-1035 
Income-N/A 
Stat.-12 1, 2, 3,4 

NEBRASKA 

OMAHA 
E. Friedman Marketing Services 
Consumer Opinion Center 
Mall of the Bluffs, #330 
1751 Madison Avenue 
Council Bluffs, IA 51501 
(712) 322-7200 
H-30% M-55% L-15% 
Stat.-14 1,2,3,4 
(See Advertisement on Page 15) 

Midwest Survey, Inc. 
West roads Shopping Center 
102nd & Dodge Street 
Omaha, NE 68114 
(402) 391-1051 
H-16% M-64% L-20% 
Stat.-8 2, 3, 4 
(See Advertisement on Page 63) 

Midwest Survey, Inc. 
Crossroads Mall 
72nd & Dodge St. 
Omaha, NE 68114 
(402) 399-9346 
H-12% M-62% L-26% 
Stat.-12 1,2,3,4 
(See Advertisement on Page 63) 

Midwest Survey, Inc. 
Southroads Mall 
1001 Ft. Crook Road No. 
Bellevue, NE 68005 
(402) 733-4036 
H-10% M-58% L-32% 
Stat.-7 2, 3, 4 
(See Advertisement on Page 63) 

NEVADA 

LAS VEGAS 
Las Vegas Surveys 
Boulevard Mall 
3718 E. Maryland Blvd. 
Las Vegas, NV 89119 
(702) 796-6451 
H-20% M-65% L-15% 
Stat.-6 1, 2, 3, 4 

NEW JERSEY 

SOUTH JERSEY 
CSi Testing Centers 
Hamilton Mall 
100 West Black Horse Pike Rd. 
Mays Landing, NJ 08330 
(203) 797-0666 
H-30% M-60% L-10% 
Stat.-10 1,2,3,4 
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NEW MEXICO 

ALBUQUERQUE 
Sandia Marketing Services 
Coronado Mall 
923 Coronado Mall , NE 
Albuquerque, NM 87110 
(505) 883-5512 
H-30% M-60% L-10% 
Stat.-12 1,2,3, 4 

Sandia Marketing Services 
Winrock Mall 
Albuquerque, NM 87110 
(505) 883-5512 
H-30% M-60% L-10% 
Stat.-6 1 

NEW YORK 

ALBANY 
Field Facts, Inc. 
Crossgates Mall 
120 Washington Avenue Ext. 
Albany, NY 12203 
(518) 456-8641 
H-30% M-50% L-20% 
Stat.-8 1, 2, 3, 4 
(See Advertisement on Page 61) 

Field Facts, Inc. 
Mohawk Mall 
428 Mohawk Mall 
Schenectady, NY 12304 
(518) 370-5077 
H-30% M-50% L-20% 
Stat.-12 1,2,3,4 
(See Advertisement on Page 61) 

Markette Research 
Clifton Country Mall, #421 
Clifton Park, NY 12065 
(518) 383-1661 
H-35% M-60% L-5% 
Stat.-6 2,3 

Markette Research 
Aviation Mall 
Glen Falls, NY 12081 
(518) 792-2998 
H-35% M-60% L-5% 
Stat.-3 2,3 

BUFFALO 

Buffalo Survey & Research 
Main Place Mall 
Buffalo, NY 14202 
(716) 833-6639 
H-10% M-50% L-40% 
Stat.-4 2, 3 

Ruth Diamond Market Research 
Boulevard Mall 
730 Alberta Drive 
Buffalo, NY 14226 
(716) 836-1110 
H-28% M-53% L-19% 
Stat.-4 2, 3, 4 

Quantum Analysis Research Center 
McKinley Mall 
Hamburg, NY 14075 
(716) 827-4444 
H-30% M-60% L-10% 
Stat.-6 2, 3, 4 

Survey Service of West New York 
Eastern Hills Mall 

4545 Transit Road 
Williamsville, NY 14221 
(716) 634-3085 
H-15% M-65% L-20% 
Stat.-8 1, 2, 3, 4 

Survey Service of West New York 
Lockport Mall 
5737 South Transit 
Lockport , NY 14094 
(716) 433-1987 
H-O% M-25% L-75% 
Stat.-5 1, 2, 3, 4 

Survey Service of West New York 
Thruway Mall 
Harlem Rd. & Walden Avenue 
Cheektowaga, NY 14225 
(716) 891 -9895 
H-O% M-75% L-25% 
Stat.-7 1, 2, 3 

NEW YORK 
Bernett Research, Inc. 
Livingston Mall 
Eisenhower Parkway 
Livingston, NJ 07039 
(201) 740-1566 
H-60% M-40% L-O% 
Stat.-12 1, 2, 3, 4 
CSi Testing Centers 
West Belt Mall 
Wayne, NJ 07470 
(201) 785-2256 
H-70% M-25% L-5% 
Stat.-8 1, 2, 3, 4 

Ebony Marketing, Inc. 
Five Town 's Shopping Mall 
253-01 Rockaway Tpke. 
New York, NY 11422 
(718) 217-0842 
Income-N/A 
Stat.-8 2 

Enclosed Mall Research Of N.Y. 
Galleria Mall 
100 Main Street 
White Plains, NY 10601 
(914) 997-7200 
H-25% M-60% L-15% 
Stat.-N/A 2, 3, 4 

Field Facts, Inc. 
Staten Island Mall 
2655 Richmond Avenue 
Staten Island, NY 10314 
(718) 494-8562 
H-30% M-50% L-20% 
Stat.-5 1, 2, 3, 4 
(See Advertisement on Page 61) 

E. Friedman Marketing Services 
New York Opinion Center 
Orange Plaza Mall 
Route 211 East 
Middletown, NY 10940 
(914) 343-0203 
H-25% M-50% L-25% 
Stat.-9 1, 2, 3, 4 
(See Advertisement on Page 61) 

E. Friedman Marketing Services 
Consumer Opinion Center 
Jefferson Valley Mall, #E-1 
650 Lee Boulevard 
Yorktown Heights, NY 10598 
(914) 962-9400 
H-30% M-55% L-15% 
Stat.-8 1, 2, 3, 4 
(See Advertisement on Page 15) 
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Heakin Research, Inc. 
Seaview Square 
Route 35 & 66 
Ocean, NJ 07712 
(201) 922·0300 
H·20% M·40% L·40% 
Stat.·6 2, 3, 4 

Ideal Field Services, Inc. 
Green Acres Mall, #1242 
Valley Stream, NY 11581 
(516) 561·1723 
H·40% M·40% L·20% 
Stat.·7 2, 3, 4 

J & R Research, Inc. 
East Meadow Mall 
1917 Front Street 
East Meadow, NY 11554 
(516) 542·0081 
H·10% M·55% L·35% 
Stat.·4 2 

J & R Research, Inc. 
Shirley Mall 
800 Montauk Highway 
Shirley, NY 11967 
(516) 399·0200 
H·15% M·45% L·40% 
Stat.·4 2, 3, 4 

J & R Research, Inc. 
New Rochelle Mall 
Harrison Street 
New Rochelle, NY 10801 
(914) 235·8335 
H·20% M·65% L·15% 
Stat.·6 2, 3, 4 

Quick Test Opinion Centers 
Sunrise Mall 
Massapequa, NY 11758 
(516) 541·5100 
H·30% M·60% L·10% 
Stat.·12 1,2,3,4 
(See Advertisement on Page 3 & 44) 

Audrey Schiller Market Research 
Nassau Mall 
3601 Hempstead Turnpike 
Levittown, NY 11756 
(516) 731·1500 
H·25% M·60% L·15% 
Stat.·5 2, 3, 4 

Walker Research, Inc. 
Rockaway Townsquare Shopping Ctr. 
1·80 & Mt. Hope Avenue 
Rockaway, NJ 07866 
(201) 328·0848 
H·28% M·40% L·32% 
Stat.·6 1, 2, 3, 4 
(See Advertisement on Page 18) 

NIAGARA FALLS 
Survey Service of West New York 
Summit Park Mall 
6929 Williams Road 
Niagara Falls, NY 14304 
(716) 297·9647 
H·O% M·50% L·50% 
Stat.·5 1, 2, 3 

ROCHESTER 
Ford Research Services 
The Marketplace 
3400 W. Henriette Road 
Rochester, NY 14623 

October/November 

(716) 424·3203 
H·46% M·40% L·14% 
Stat.·6 1, 2, 3, 4 

Ford Research Services 
Greece Towne Mall 
2211 W. Ridge Road 
Rochester, NY 14626 
(716) 225·3100 
H·38% M·44% L·18% 
Stat.·6 1, 2, 3, 4 

SYRACUSE 
McCarthy Associates, Inc. 
Penn Can Mall 
5775 South Bay Road 
Syracuse, NY 13041 
(315) 458·9320 
H·20% M·70% L·10% 
Stat.·10 2, 3, 4 

Mc·Carthy Associates, Inc. 
Camillus Mall 
5300 W. Genesee Street 
Syracuse, NY 13031 
(315) 458·9320 
H·15% M·70% L·15% 
Stat.·10 2 

McCarthy Associates 
Fingerlakes Mall 
Auburn, NY 13022 
(315) 458·9320 
H·10% M·55% L·35% 
Stat.·8 2 

Quantum Analysis Research Center 
Fayetteville Mall 
Fayetteville, NY 13066 
(315) 637·3169 
H·30% M·60% L·10% 
Stat.·4 2, 3, 4 

Marion Simon Research Service 
Northern Lights Mall 
Syracuse, NY 13212 
(315) 455·5952 
Income·N/A 
Stat.·N/A 2, 3, 4 

Marion Simon Research Service 
Marketplace Mall 
5701 E. Circle Drive 
Clay, NY 13041 
(315) 458·8651 
Income·N/A 
Stat.·N/A 2, 4 

NORTH CAROLINA 

CHARLOTTE 
Consumer Pulse of Charlotte 
Eastland Mall 
5625 Central Avenue 
Charlotte, NC 28212 
(704) 536·6067 
H·20% M·40% L·40% 
Stat.·10 1,2,3,4 
(See Advertisement on Page 59) 

CODES: 
N/A • Information not available 
H . high Income 
M . middle Income 
L· low Income 
Stat. . Number of Interviewing stations 
1 . Computer aided Interviewing 
2· Kitchen facilities 
3 . Private display room 
4 . One·way mirror for viewing of stations Circle No. 288 on Reader Card 
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Leibowitz Market Research Assoc. 
Eastridge Mall 
120 New Hope Rd. 
Gastonia, NC 28052 
(704) 861-0936 
H-30% M-50% L-20% 
Stat.-6 1, 2, 3 

Leibowitz Market Research Assoc. 
Outlet Square 
Kings Dr. & E. Independence Blvd. 
Charlotte, NC 28204 
(704) 375-5611 
H-30% M-55% L-15% 
Stat.-6 1, 2, 3 

Leibowitz Market Research Assoc. 
Monroe Mall 
Highway 74, Roosevelt Blvd. 
Monroe, NC 28110 
(704) 283-4667 
H-20% M-50% L-30% 
Stat.-6 1, 2, 3 

GREENSBORO 
Wade West, Inc. 
Carolina Circle Mall, #203 
2300 W. Meadowview Rd. 
Greensboro, NC 27407 
(919) 854-3333 
H-25% M-55% L-20% 
Stat.-7 1,2 

RALEIGH 

Field Facts, Inc. 
South Square Mall 
Durham, NC 27707 
(919) 489-3104 
H-30% M-50% L-20% 
Stat.-8 1, 2, 3, 4 
(See Advertisement on Page 61) 

L & E Research 
Crabtree Valley Mall 
Route 70 & Glenwood Ave. 
Raleigh, NC 27612 
(919) 782-3860 
H-33% M-34% L-33% 
Stat.-4 3 

OHIO 

AKRON 
Opinion Centers of America 
Summit Mall, #200 
3265 W. Market Street 
Akron, OH 44313 
(216) 867-6117 
H-70% M-25% L-5% 
Stat.-10 1,2, 3, 4 

CINCINNATI 
Assistance In Marketing, Inc. 
Northgate Mall 
9523 Colerain Avenue 
Cincinnati, OH 45239 
(513) 385-8228 
H-50% M-30% L-20% 
Stat.-12 1, 2, 3, 4 

Assistance In Marketing 
Florence Mall 
1150 Florence Mall Road 
Florence, KY 41042 
(606) 283-1232 
H-45% M-35% L-20% 
Stat.-18 1,2,3,4 
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B & B Research, Inc. 
Cassinelli Mall 
Princeton Park Drive 
Cincinnati, OH 45246 
(513) 792-4223 
H-25% M-50% L-25% 
Stat.-6 . 

Marketing Research Services, Inc. 
Biggs Place 
4450 Eastgate Blvd. 
Batavia, OH 45103 
(513) 752-3350 
Income-N/A 
Stat.-8 1, 2, 3, 4 

MarketVision Research 
Outlets Limited Mall 
Kings Mill Road 
Mason, OH 45040 
(516) 733-5600 
H-60% M-30% L-10% 
Stat.-8 2,3 

CLEVELAND 
Consumer Pulse of Cleveland 
Parmatown Mall 
7859 Ridgewood Drive 
Parma, OH 44129 
(216) 351-4644 
H-20% M-50% L-30% 
Stat.-10 1, 2, 3, 
(See Advertisement on Page 59) 

Marketeam Associates 
Eastwood Mall, Suite 2636A 
5555 Youngstown-Warren Road 
Niles, OH 44446 
(216) 544-5253 
H-15% M-70% L-15% 
Stat.-5 3,4 
(See Advertisement on Page 30) 

Opinion Centers of America 
Randall Park Mall 
20801 Miles Road 
Cleveland, OH 44128 
(216) 581-7880 
H-60% M-25% L-15% 
Stat.-12 1,2,3,4 

Questions, Inc. 
Great Lakes Mall 
7850 Mentor 
Mentor, OH 44060 
(216) 255-9940 
H-20% M-75% L-5% 
Stat.-6 2,3 

COLUMBUS 
Assistance In Marketing 
Westland Mall, #A-15 
4265 Westland Mall 
Columbus, OH 43228 
(614) 276-6336 
H-15% M-70% L-15% 
Stat.-12 1,2,3,4 

Assistance In Marketing 
River Valley Mall, #401 
1475 Columbus-Lancaster Rd. 
Lancaster, OH 43130 
(614) 846-3163 
H-20% M-50% L-30% 
Stat.-15 1,2,3,4 

B & B Research, Inc. 
Westerville Mall 
Huber Village Drive 
Westerville, OH 43081 

(614) 486-6746 
H-30% M-60% L-10% 
Stat.-3 3 

Columbus Research Center 
Southland Mall 
South High Street 
Columbus, OH 43207 
(614) 885-1598 
H-10% M-60% L-30% 
Stat.-6 1 

T.I.M.E. Market Research 
Indian Mound Mall, #667 
Heath, OH 43055 
(614) 522-2162 
H-10% M-60% L-30% 
Stat.-8 1, 2, 3 
(See Advertisement on Page 65) 

T.I.M.E. Market Research 
Westland Mall, #4265 
Columbus, OH 43228 
(614) 276-6336 
H-25% M-50% L-25% 
Stat.-10 1,2,3,4 
(See Advertisement on Page 65) 

DAYTON 
Opinion Centers 
Dayton Mall, #560 
2700 Miamisburg-Centerville Rd. 
Dayton, OH 45459 
(513) 433-6296 
H-50% M-30% L-20% 
Stat.-12 1,2,3,4 

OKLAHOMA 

OKLAHOMA CITY 

Oklahoma Market Research, Inc. 
Heritage Park Mall 
6749 B East Reno 
Midwest City, OK 73110 
(405) 733-4266 
H-25% M-50% L-25% 
Stat.-8 2, 3, 4 

Ruth Nelson Research Services 
Quail Springs Mall 
2501 West Memorial Drive 
Oklahoma City, OK 73134 
(405) 752-4710 
H-30% M-50% L-20% 
Stat.-6 1, 2, 3, 4 
(See Advertisement on Page 37) 

Quick Test Opinion Centers 
Crossroads Mall, #1153 
Oklahoma City, OK 73149 
(405) 631-9738 
H-20% M-70% L-10% 
Stat.-5 1, 2, 3, 4 
(See Advertisement on Page 3 & 44) 

TULSA 

E. Friedman Marketing Services 
Consumer Opinion Center 
Eastland Mall 
14002 E. 21st Street 
Tulsa, OK 74108 
(918) 234-3793 
H-25% M-55% L-20% 
Stat.-17 1, 2, 3, 4 
(See Advertisement on Page 15) 
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Tulsa Surveys 
Woodland Hills Mall 
7021 So. Memorial Dr. 
Tulsa, OK 74133 
(918) 836-4512 
H-20% M-70% L-10% 
Stat.-7 1,2,3,4 

Tulsa Surveys 
Southroads Mall 
4945 E. 41st 
Tulsa, OK 74135 
(918) 836-4512 
H-30% M-65% L-5% 
Stat.-5 1 

OREGON 

PORTLAND 
ATW Research 
Beaverton Mall 
3275 SW Cedar Hills Blvd. 
Beaverton, OR 97005 
(503) 646-4477 
H-12% M-59% L-29% 
Stat.-5 2, 3, 4 

A TW Research 
Lancaster Mall, #53 
831 Lancaster Drive NE 
Salem, OR 97301 
(503) 646-4477 
H-20% M-50% L-30% 
Stat.-8 2, 3, 4 

Data Unltd., Inc. 
Mall 205 
9900-A S.E. Washington 
Portland, OR 97216 
(503) 777-0201 
Income-N/A 
Stat.-8 1, 2, 3, 4 

Data Unltd., Inc. 
Eastport Plaza 
SE 82nd Street 
Portland, OR 97266 
(503) 760-0201 
Income-N/A 
Stat.-N/A 1, 3 

Griggs-Anderson Field Research 
Yamhill Marketplace 
110 SW Yamhill 
Portland, OR 97204 
(503) 241-8700 
H-30% M-54% L-16% 
Stat.-28 2, 3 

Omni Research 
Jantzen Beach Mall 
1667 Jantzen Beach Center 
Portland, OR 97217 
(503) 283-3436 
H-20% M-60% L-20% 
Stat.-6 1, 2, 3 

PENNSYLV ANIA 

ERIE 
T.I.M.E. Market Research 
Millcreek Mall, #340 
Erie, PA 16565 
(814) 868-0873 
H-15% M-70% L-15% 
Stat.-10 2 
(See Advertisement on Page 65) 

October/November 

OUTSTATE 
Polk-Lepson Research Group 
(17 Locations) 
South Mall 
Allentown, PA 

Logan Valley Mall 
Altoona, PA 

Bradford Mall 
Bradford, PA 

Capital City Mall 
Camp Hill, PA 

Carlisle Plaza Mall 
Carlisle, PA 

Chambersburg Mall 
Chambersburg, PA 

Schuylkill Mall 
Frackville, PA 

North Hanover Mall 
Hanover, PA 

Highlands Mall 
Natrona Heights, PA 

Viewmont Mall 
Scranton, PA 

Shenango Valley Mall 
Sharon, PA 

Nittany Mall 
State College, PA 

Uniontown Mall 
Uniontown, PA 

Franklin Mall 
Washington, PA 

Wyoming Valley Mall 
Wilkes-Barre, PA 

Lycoming Mall 
Williamsport, PA 

West Manchester Mall 
York, PA 
(717) 741-2879 

PHILADELPHIA 
Associated Interviewing Services 
Springfield Mall 
1200 Baltimore Pike 
Springfield, PA 19064 
(215) 328-1147 
H-60% M-30% L-10% 
Stat.-14 1,2,3,4 

CODES: 
N/A - Information not available 
H - high Income 
M - middle Income 
L - low income 
Stat. - Number of interviewing stations 
1 - Computer aided Interviewing 
2 - Kitchen facilities 
3 - Private display room 
4 - One-way mirror for viewing of stations 

It's about T.I.M.E. 
To take advantage of 

cities on the move 
for 

• Telephone • Mall Intercepts 
• Focus Groups • Audits 

in 

• Erie, PA 

• Columbus, OH 

• Knoxville, TN 

TIME Market Research 
6276 Busch Blvd., Columbus, OH 43229 

(614) 846-3163 
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Consumer Pulse of Philadelphia 
Plymouth Meeting Mall, #2203 
Plymouth Meeting, PA 19462 
(215) 825-6636 
H-15% M-50% L-35% 
Stat.-15 1, 2,3, 4 
(See Advertisement on Page 59) 

J.J. & L. Research Co. 
Roosevelt Mall 
2383 Cottman 
Philadelphia, PA 19149 
(215) 332-7040 
H-33% M-34% L-33% 
Stat.-10 2, 3, 4 

JRP Marketing Relearch Services 
Granite Run Mall, Store #274 
1067 W. Baltimore Pike 
Media, PA 19063 
(215) 565-7821 
H-30% M-40% L-30% 
Stat.-10 1,2,3 
(See Advertisement on Pg. 29, 31 & 33) 

JRP Marketing Relearch Services 
King of Prussia Plaza 
Route 202 & 363, Continental Arcade E 
King of Prussia, PA 19406 
(215) 265-4442 
H-40% M-40% L-20% 
Stat.-4 1,3 
(See Advertisement on Pg. 29, 31 & 33) 

JRP Marketing Research Services 
Oxford Valley Mall, Store 108 
Route 1 & Oxford Valley Rd. 
Langhorne, PA 19047 
(215) 757-0232 
H-30% M-30% L-40% 
Stat.-10 1, 2, 3, 4 
(See Advert/sement on Pg. 29, 31 & 33) 

JRP Marketing Research Services 
Quakerbrldge Mall, Store 173 
Route 1 & 1-95 
Lawrenceville, NJ 08648 
(609) 799-1790 
H-40% M-30% L-30% 
Stat.-4 1, 2 
(See Advertisement on Pg. 29, 31 & 33) 

Mar's Surveys, Inc. 
Woodhaven Mall 
1336 Bristol Pike 
Bensalem, PA 19020 
(609) 786-8514 
H-10% M-40% L-50% 
Stat.-2 

Pak Interviewing Co. 
Village Mall 
Blair Mill & Moreland 
Horsham, PA 19044 
(215) 441-8042 
H-10% M-80% L-10% 
Stat.-8 1, 2, 3, 4 

Pak Interviewing Co. 
1-95 Marketplace 
Route #1 & Route 1-95 
Levittown, PA 19056 
(215) 441-8042 
H-20% M-60% L-20% 
Stat.-4 1 

Quality Controlled Services 
Burlington Center 
2501 Mount Holly Rd. 
Burlington, NJ 08016 
(609) 387-7090 
Income-N/A 
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Stat.-N/A 1,2,3, 4 

Quality Controlled Services 
Pennsauken Merchandise Mart 
Route 73 & 130 
Pennsauken, NJ 08110 
(215) 639-8035 
H-10% M-80% L-10% 
Stat.-N/A 1, 3 

Quick Test Opinion Centers 
Neshaminy Mall, #109 
Bensalem, PA 19020 
(215) 322-0400 . 
H-20% M-70% L-10% 
Stat.-4 1, 2, 3, 4 
(See Advertisement on Page 3 & 44) 

Quick Test Opinion Centers 
Moorestown Mall 
Route 38 & Lenola Road 
Moorestown, NJ 08057 
(609) 234-5440 
H-15% M-70% L-15% 
Stat.-9 1, 2, 4 
(See Advertisement on Page 3 & 44) 

Survey Center, Inc. 
Cherry Hili Mall, #208 
Cherry Hili, NJ 08002 
(609) 663-6700 
H-33% M-34% L-33% 
Stat.-12 2, 3, 4 

PITTSBURGH 
Data Inquiries 
Century III Mall 
3075 Clairton Rd. 
W. Mifflin, PA 15123 
(412) 655-8690 
H-33% M-50% L-17% 
Stat.-8 1, 2, 3, 4 

Greater Pittsburgh Research Services 
Beaver Valley Mall 
Monaca, PA 15061 
(412) 788-4570 
H-25% M-50% L-25% 
Stat.-8 1, 2, 3, 4 

Heakin Research, Inc. 
Ross Park Mall 
1000 Ross Park Mall Rd. 
Pittsburgh, PA 15237 
(412) 369-4545 
H-30% M-45% L-25% 
Stat.-6 2, 3, 4 

Santell Market Research, Inc. 
Parkway Center Mall 
1135 McKinney Lane 
Pittsburgh, PA 15220 
(412) 191-0550 
H-20% M-65% L-15% 
Stat.-Flexlble 1, 2, 3, 4 
(See Advertisement on Page 67) 

Truxell Interviewing Service 
Monroeville Mall 
Monroeville, PA 15146 
(412) 373-3670 
H-60% M-30% L-10% 
Stat.-4 2,4 

SOUTH CAROLINA 

CHARLESTON 
Bernett Research, Inc. 
Northwoods Mall 

62 Northwoods Mall Rd. 
Charleston, SC 29418 
(803) 553-0030 
H-50% M-50% L-O% 
Stat.-10 1, 2, 3, 4 

G & G Market Research 
CharlesTowne Square Mall 
2401 Mall Drive 
No. Charleston, SC 29418 
(803) 744-9807 
H-20% M-40% L-40% 
Stat.-10 3 

GREENVILLE 
Carolina Market Research 
Greenville Mall 
Woodruff Rd. & 1-385 
Greenville, SC 29607 
(803) 233-5775 
H-20% M-60% L-20% 
Stat.-8 3 

TENNESSEE 

KNOXVILLE 
T.I.M.E. Market Research 
East-Towne Mall 
3029-B Mall Rd. No. 
Knoxville, TN 37924 
(615) 544-1885 
H-15% M-70% L-15% 
Stat.-6 2, 3, 4 
(See Advert isement on Page 65) 

MEMPHIS 
Chamberlain Inter~iewlng Services 
Raleigh Springs Mall , #3376 
3684 Austin Peay Hwy. 
Memphis, TN 38128 
(901) 795-6800 
H-35% M-35% L-30% 
Stat.-10 1, 2, 3 

E. Friedman Marketing Services 
Consumer Opinion Center 
Belz Factory Outlet Mall 
3536 Canada Road 
Arlington, TN 38022 
(901) 377-6774 
H-30% M-50% L-20% 
Stat.-11 1, 2, 3, 4 
(See Advertisement on Page 15) 

Heakin Research, Inc. 
Mall of Memphis, #4434 
Memphis, TN 38118 
(901) 795-8180 
H-29% M-46% L-25% 
Stat.-8 2, 3, 4 

Heakin Research, Inc. 
Southland Mall, #1287-2 
Memphis, TN 38116 
(901) 345-0147 
H-4% M-37% L-59% 
Stat.-5 2 

NASHVILLE 
Bernett Research, Inc. 
Rivergate Mall 
100 Two Mile, #810 
Nashville, TN 37214 
(615) 859-4484 
H-40% M-50% L-10% 
Stat.-8 1, 2, 3 
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Quality Controlled Services 
Harding Mall 
4046 Nolensville Rd. 
Nashville, TN 37211 
(615) 383-5312 
H-10% M-75% L-15% 
Stat.-N/A 1,3 

Quality Controlled Services 
100 Oaks Mall, Office Tower Suite 401 
719 Thompson Lane 
Nashville, TN 37204 
(615) 383-5312 
H-15% M-70% L-15% 
Stat.-N/A 1, 2, 3, 4 

Quick Test Opinion Centers 
Hickory Hollow Mall, #1123 
Nashville, TN 37013 
(615) 834-0900 
H-20% M-60% L-20% 
Stat.-10 1,2,4 
(See Advertisement on Page 3 & 44) 

TEXAS 

AMARILLO 
Opinions Unlimited, Inc. 
Westgate Mall 
7701 West 1-40 
Amarillo, TX 79102 
(806) 353-4025 
H-30% M-50% L-20% 
Stat.-6 1, 2, 3 

AUSTIN 
Irwin Research Services 
Barton Creek Square C-09 
2901 Capitol Texas Highway 
Austin, TX 78746 
(512) 327-8787 
H-30% M-60% L-10% 
Stat.-6 1, 2, 3, 4 

Texas Field Service 
Highland Mall, #1200 
Austin, TX 78752 
(512) 459-3139 
H-46% M-41 % L-13% 
Stat.-6 1, 3, 4 

CORPUS CHRISTI 
Wade West, Inc. 
Sunrise Mall, #38 
5858 S. Padre Island 
Corpus Christi, TX 78412 
(512) 993-6200 
H-35% M-45% L-20% 
Stat.-8 1, 2, 3, 4 

DALLAS/PORT WORTH 
Brisendine & Associates, Inc. 
Hulen Mall 
4800 So. Hulen 
Ft. Worth, TX 76132 
(817) 292-8073 
H-38% M-47% L-15% 
Stat.-6 1, 2, 3, 4 

Brisendine & Associates Inc. 
RedBird Mall, #2024 
3662 W. Camp Wisdom Rd. 
Dallas, TX 75237 
(214) 296-8506 
H-25% M-45% L-30% 
Stat.-6 1 

October/November 

Car-Lene Research, Inc. 
Richardson Square Mall 
Richardson, TX 75230 
(214) 783-1935 
H-20% M-60% L-20% 
Stat.-5 2, 3, 4 

Heakin Research, Inc. 
Ft. Worth Town Center, Suite B31 
4200 South Freeway 
Ft. Worth, TX 76115 
(817) 926-7995 
Income-N/A 
Stat.-6 2, 3, 4 

JRP Marketing Research Services 
Six Flaggs Mall, Suite 409A 
2911 E. Division 

Probe Research, Inc. 
Golden Triangle Mall 
1-35 & Loop 288 
Denton, TX 75137 
(817) 566-0658 
H-O% M-50% L-50% 
Stat.-11 2, 3, 4 

CODES: 
N/A - Information not available 
H - high income 
M - middle income 
L - low Income 

Arlington, TX 76011 
(817) 649-1123 
H-30% M-40% L-30% 

Stat. - Number of interviewing stations 
1 - Computer aided interviewing 

Stat.-10 2,3 
2 - Kitchen facilities 
3 - Private display room 

(See Advertisement on Pg. 29, 31 & 33) 4 - One-way mirror for viewing of stations 

SANTELL MARKET RESEARCH INC. 
Serving the 

Pittsburgh Metropolitan Suburban Market 
NEW MALL LOCATION 

• 858 SQ. FEET OF 
INTERVIEWING SPACE 

• TEST KITCHEN (electric) 

• 2 FULL SIZE OVENS (Inllde 
dlmenllonl 18" x 24'1 

• REFRIGERATOR/FREEZER 

• STOVE 

• VIEWING ROOM 

• VCR IN HOUSE 

• SECURED STORAGE 

[""['J. 

VIewing ~o Room 

Ll /1 0 

Parkway Center Mall 
(Parkway Weat) 

Gruntree 

Reception 

Secured 
Storage 

Office 

t7 
All Belongs To You. We Are Set Up With Moveable 
Walls To Design Our Interviewing Area To Suit 
Your Projects. 

For cost estimates call: Grace Santelli 

Nanette Rosenzweig,Project Director 

Eve I y n Eng I e h ark, Sup e r vis 0 r 

ISMRI 
Parkway Center Mall 

1165 McKinney Lane 

Pittsburgh. PA 15220 

(412) 341-8770 
Sante II Mar1<et Research Inc. provides the full spectrum of services in the Pittsburgh. Pa. Metropolitan and suburban marilet 
to meet our clients specific needs adhering to specified requirement within budget stipulations. 15 years of marilet research 
activity assures optimum worilmanship and service. 
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Probe Research, Inc. 
Northeast Mall 
Routes 820 & 183 
Hurst, TX 76053 
(214) 263-2907 
H-50% M-50% L-O% 
Stat.-9 1, 2, 3 

Probe Research, Inc. 
Big Town Mall 
Loop 12 & 1-20 
Dallas, TX 75216 
(214) 241-6696 
H-O% M-50% L-50% 
Stat.-8 2, 3, 4 

Quality Controlled Services 
Ridgmar Mall 
1736 Green Oaks Road 
Ft. Worth, TX 76116 
H-50% M-45% L-5% 
Stat.-8 1, 2, 3 

Tops in Research 
Irving Mall 
Hwy. 183 & Beltllne Rd. 
Irving, TX 75062 
(214) 484-9901 
H-21 % M-53% L-26% 
Stat.-6 2, 3, 4 

HOUSTON 
Consumer Pulse of Houston 
San Jacinto Mall, ##1690 
Baytown, TX 77521 
(713) 421-2584 
H-10% M-45% L-45% 
Stat.-16 1, 2, 3, 4 
(See Advertisement on Page 59) 

Heakln Research, Inc. 
Galleria II, Suite 3897 
5085 West helmer 
Houston, TX 77056 
(713) 871-8542 
H-23% M-43% L-34% 
Stat.-8 2, 3, 4 

Heakln Research, Inc. 
Willowbrook Mall 
7925 F.M. Road 1960 West 
Houston, TX 77070 
(713) 469-2239 
H-23% M-41% L-36% 
Stat.-4 

Houston Consumer Research 
Almeda Mall, Suite 730 
555 Almeda 
Houston, TX 77075 
(713) 944-1431 
H-25% M-75% L-O% 
Stat.-7 2, 3, 4 

Quality Controlled Services 
Baybrook Mall, ##1088 
Friendswood, TX 77546 
(713) 488-8247 
H-40% M-50% L-10% 
Stat.-N/A 1, 2, 3, 4 

Quick Test Opinion Centers 
Sharpstown Center Suite 762 
7500 Bellaire Blvd. 
Houston, TX 77036 
(713) 988-8988 
H-40% M-50% L-10% 
Stat.-6 1, 2, 3, 4 
(See Advertisement on Page 3 & 44) 
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SAN ANTONIO 
Creative Consumer Research 
Central Park Mall 
San Antonio, TX 78216 
(512) 734-7025 
H-25% M-75% L-O% 
Stat.-8 2,3 

Creative Consumer Research 
Crossroads of San Antonio 
San Antonio, TX 78201 
(512) 734-7025 
H-O% M-75% L-25% 
Stat.-N/A 3 

Creative Consumer Research 
Westlakes Mercado 
San Antonio, TX 78227 
(512) 734-7025 
H-O% M-75% L-25% 
Stat.-N/A 3 

Creative Consumer Research 
South Park Mall 
San Antonio, TX 78224 
(512) 734-7025 
H-O% M-50% L-50% 
Stat.-N/A 3 

Galloway Research Service 
North Star Mall 
San Pedro & McCullough at 410 
San Anton iO, TX 78229 
(512) 349-0434 
H-60% M-40% L-O% 
Stat.-8 1, 2, 3, 4 

Galloway Research Service 
Ingram Park 
6301 N.W. Loop 410 
San Antonio, TX 78238 
(512) 681-0642 
H-10% M-80% L-10% 
Stat.-7 1, 2, 3, 4 

Galloway Research Service 
McCreless Mall, ##800 
4100 S. New Braunfels 
San Antonio, TX 78223 
(512) 534-8883 
H-O% M-40% L-60% 
Stat.-8 1,2 

Quick Test Opinion Centers 
Windsor Park Mall, Suite 14B 
San Antonio, TX 78218 
(512) 657-9424 
H-30% M-50% L-20% 
Stat.-7 1, 2, 4 
(See Advertisement on Page 3 & 44) 

UTAH 

SAL T LAKE CITY 
E. Friedman Marketing Services 
Consumer Opinion Center 
Layton Hills Mall, ##2051 
Layton, UT 84041 
(801) 544-8688 
H-30% M-55% L-15% 
Stat.-10 1, 2, 3, 4 
(See Advertisement on Page 15) 

Gay Hill Field Service 
Cottonwood 
483 Highland Drive 
Salt Lake City, UT 84117 
(801) 262-1960 
H-70% M-30% L-O% 
Stat.-6 3,4 

Ruth Nelson Research Services 
Crossroads Plaza Mall 
50 South Main Street 
Salt Lake City, UT 84144 
(801) 363-8726 
H-40% M-40% L-20% 
Stat.-3 1, 2, 3, 4 
(See Advertisement on Page 37) 

VERMONT 

BURLINGTON 
Starr Marketing Research 
Burlington Square Mall ##7 
Burlington, VT 05401 ' 
(802) 862-3911 
H-30% M-45% L-25% 
Stat.-6 2, 3, 4 

VIRGINIA 

NORFOLK/VIRGINIA BEACH 
Field Facts, Inc. 
Coliseum Mall 
1800 W. Mercury Blvd. 
Hampton, VA 23666 
(804) 826-0299 
H-30% M-50% L-20% 
Stat.-8 1, 2, 3 
(See Advertisement on Page 61) 

WASHINGTON 

SEATTLE 
Consumer Opinion Services, Inc. 
Everett Mall 
1402-SE Everett Mall Way 
Everett, WA 98208 
(206) 347-2424 
H-1 5% M-70% L-15% 
Stat.-8 2,3 
(See Advertisement on Page 69) 

Consumer Opinion Services, Inc. 
Vancouver Mall 
5001 NE Thurston Way 
Vancouver, WA 98662 
(206) 254-5650 
H-20% M-65% L-15% 
Stat.-7 2, 3 
(See Advertisement on Page 69) 

Consumer Opinion Services, Inc. 
Mt. Vernon Mall 
203A E. College Way 
Mt. Vernon, WA 98273 
(206) 254-5650 
H-5% M-60% L-35% 
Stat.-4 2,3 
(See Advertisement on Page 69) 

Consumer Opinion Services, Inc. 
Three Rivers Mall 
351 - Three Rivers Drive 
Kelso, WA 98626 
(206) 425-8815 
Income-N/A 
Stat.-N/A 
(See Advertisement on Page 69) 

E. Friedman Marketing Services 
Consumer Opinion Center 
Pavilion Outlet Center, ##286 
17900 Southcenter Pkwy. 
Tukwila, WA 98188 
(206) 575-1188 
H-30% M-50% L-20% 
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Stat.-17 1,2,3,4 
(See Advertisement on Page 15) 

Superior Surveys of St. ·Louis 
Aurora Village Mall 
20205 Aurora Village 
Seattle, WA 98133 
(206) 542-7631 
H-50% M-50% L-O% 
Stat.-15 1,2,3, 4 

Wade West, Inc. 
Crossroads Mall, Suite F13 
15600 N E 8th Street . 
Bellevue, WA 98008 
(206) 641-1188 
H-40% M-45% L-15% 
Stat.-8 1, 2, 3, 4 

SPOKANE 
Consumer Opinion Services, Inc. 
Northtown Mall, #315 
Spokane, WA 99207 
(509) 487-6173 
H-1 5% M-60% L-15% 
Stat.-8 2, 3, 4 
(See Advert/sement on Page 69) 

WEST VIRGINIA 

FAIRMONT 
Polk-Lepson Research Group 
Middletown Mall 
Fairmont, WV 26554 
(717) 741-2879 
Income-N/A 
Stat.-2 

WHEELING 
T.I.M.E. Market Research 
Ohio Valley Mall, #280 
St. Clairsville, OH 43950 
(614) 695-6288 
H-1 0% M-75% L-15% 
Stat.-12 1, 2,3,4 
(See Advertisement on Page 65) 

WISCONSIN 

APPLETON 
E. Friedman Marketing Services 
Consumer Opinion Center 
Fox River Valley Mall, #712 
Appleton, WI 54913 
(414) 730-2240 
H-30% M-55% L-15% 
Stat.-11 1, 2, 3, 4 
(See Advertisement on Page 15) 

EAU CLAIRE 
E. Friedman Marketing Services 
Consumer Opinion Center 
Oakwood Mall, #400 
4800 Golf Road 
Eau Claire, WI 54701 
(715) 833-2401 
H-25% M-55% L-20% 
Stat.-11 1, 2, 3, 4 
(See Advertisement on Page 15) 

FOND DU LAC 
Promen Research Systems, Inc. 
Forest Mall 
Fond du Lac, WI 54935 

October/November 

(414) 922-3706 
H-35% M-60% L-5% 
Stat.-4 

GREEN BAY 
Wisconsin Research 
Port Plaza Mall 
300 Main Street 
Green Bay, WI 54301 
(414) 436-4656 
H-30% M-50% L-20% 
Stat.-8 2, 3, 4 

MADISON 

Madison Interviewing Service, Inc. 
South Towne Mall 
2301 W. Broadway 
Madison, WI 53713 
(608) 222-1093 
H-30% M-60% L-10% 
Stat.-4 2 

MILWAUKEE 
Consumer Pulse of Milwaukee 
The Grand Avenue Mall, #2028 
275 West Wisconsin Avenue 
Milwaukee, WI 53203 
(414) 272-7202 
H-20% M-50% L-30% 
Stat~8 1, ~ 3,4 
(See Advertisement on Page 59) 

Coming In 
December/January 

Issue 

Focus Group 

Special Emphasis 

Issue With 

Up-To-Date 

Information On 

Over 700 

Facilities In The 

United States 

And Canada. 

~~s ____________ __ 
MARKEI1NG RESEAROI 

CODES: 
N/A - Information not available 
H - high Income 
M - middle Income 
L - low Income 
Stat. - Number of Interviewing stations 
1 - Computer aided Interviewing 
2 - Kitchen facilities 
3 - Private display room 
4 - One-way mirror for viewing of stations 

Consumer 
Opinion Services 

Covering the Northwest 
with our Expanding Network of 

Mall Facilities 

Seattle Main Office 
• 3000 Square Feet 
• Beautiful Spacious Focus Group Facility 
• 22 Line Telephone Center 
• 4 Oven Test Kitchen with Mirror 
• 5 Minutes to Airport 

Focus Groups 
Central Telephone 

Aud its 
Pre-recru ited Groups 

Executive 
Med ical 
Demos 

Door to Door 

AMA (206) 24 t .6050 MRA 

Ask for Jerry C.rter or Dorothy C.rter 

Consumer Opinion Services. Inc. 
12825 - 1st Avenue South 
Seattle, Washington 98168 

Over 20 Years in the. Northwest 

QUALITY INTEGRITY SERVICE 
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Study shows 
elderly, well-educated 
getting richer 

Education and age, rather than race 
or household make-up, are attributed 
to the growing gap in the distribution 
of the nation's wealth, states a new re­
port. 

Furthermore, the report acknowl­
edges an increase in income inequality 
but states it has been greatly inflated 
by the media. 

"There has been a remarkable rush 
to judgment, to the conclusion that the 
Reagan administration is responsible 
for increasing inequality," says the re­
port presented recently at a seminar 
sponsored by the American Enterprise 
Institute (AEI), a conservative-ori­
ented policy group. 

The findings were based on Federal 
Reserve Board surveys between 1977 
and 1983. Authors are John Weicher 
of AEI and Susan Wachter of the Uni­
versity of Pennsylvania. The surveys 
conclude that "inequality increased 
because of changes in the relationships 
between education and wealth and be­
tween age and wealth. The elderly and 
the well-educated have gained; the 
middle-aged and the uneducated have 
lost." 

Among their findings , in 1977 con­
stant dollars: 

- Those with a college degree had a 
mean net worth of $71,190 in 1977 
and $82,770 in 1983. People with only 
a high school education had a net 
worth of $37,401 in 1977 , up to only 
$37 ,680 six years later. 

- Based on age , "the dividing line 
comes at age 55 ," it says. Those aged 
55-64 had a net worth of $61,598 in 
1977 and $82, 115 in 1983 and people 
aged 65-74 saw their mean net worth 
grow from $53,514 to $84,499 six 
years later. Younger than 55, the mean 
dropped off in every category: from 
$6,842 in 1977 to $4,531 in 1983 for 
17-24 year olds; $18,804 to $16,651 
for 25-34 year olds; $44,359 to 
$40,710 for 35-44 year olds, and 
$59,725 to $56,320 for 45-54 year 
olds. 

- By race, the AEI report reveals net 
worth of white households increasing 
from $44,817 in 1977 to $52,820 in 
1983. Blacks improved slightly, from 
$12,064 to $16,766. Hispanics overall 
saw a tiny drop in their net worth, 
from $15,642 to $15,318. 
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Portrait 
of the Great 

American Investor 

She's never in one place for long. Wherever the story takes 
her, she'11 go. She invests her time in her work and her 
money in U.S. Savings Bonds. 
People everywhere are discovering that Bonds have 
changed. When held five years or more, Bonds pay 
competitive rates, like money market accounts. They're 
also free from state and local income tax. 
Find out more, call1-800-US-BONDS. 

~ 
.-..... 

~------------~ ~----------~ 

u.s. SAVINGS BONDS 
THE GREAT AMERICAN INVESTMENT 

Bonds held less than five years earn a lower rate. A public service of this publication. 
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Continued from p. 72 

"A lot of people like to store their lantern in the 
box they purchased it in," explains Bartlett, "and 
have suggested we make a box which is more suitable 
for storing. So, we have redesigned the box, making 
it more substantial and sturdy so that it can be re­
used." 

where. We now advertise specific products we sell, 
such as a propane lantern or a certain kind of sleeping 
bag." 

The research results are developed into market re­
search reports and studies which are then distributed 
to the product manager of that particular product, the 
divisional manager, Bartlett and the ad agency. 

The number of returned questionnaires varies from 
"mediocre to excellent," says Bartlett. 

" It really depends on the product. With the big 
ticket items such as tents and canoes, the response 
rate is excellent. For the lower-priced items, it's not 
as good." 

Despite the roller-coaster effect, the research effort 
is positive and worthwhile, believes Bartlett. The 
technique has become exceptionally useful in letting 
customers express what features of a product are ap­
pealing or not appealing. 

Coleman also continually conducts focus groups to 
find out what its customers think about all of its prod­
ucts. These are conducted in Boston, Minneapolis, 
Austin, Texas, and Los Angeles. Bartlett says focus 
groups are used primarily to assist the company in 
improving the design of its products. The company 
also hires an outside consultant to track competitors 
to get market share information. 

Some customers , for example, have suggested en­
gineering changes on particular products, explaining 
what they like and dislike . 

Although the end of the summer season signals the 
retirement of some Coleman customers' products, it's 
not a signal of rest at the Coleman Co. The outdoor 
outfitter is always busy improving existing products 
and developing new ones for the next season and the 
next and the next. .. MRR 
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TRADE TALK 

Research season 
is year-round 
at Coleman Co. 

M any people take advantage of the warm 
summer months by going to the lakes for 
swimming and boating or to campgrounds 

for cooking and sleeping out under the stars. It's nor­
mally a three-month opportunity. No doubt it involves 
the annual ritual of digging out the canoe, life vests, 
beverage cooler, tent and sleeping bags. 

There are, however, some folks who are "using" 
these outdoor necessities year-round. No, they aren't 
retired or financially set for life. They're making im­
provements on these products so that others can better 
enjoy them not only during the summer months but 
year-round. 

These particularly dedicated people are from The 
Coleman Co. In addition to the products already men­
tioned, the company manufactures lanterns, jugs, 
propane stoves, heaters, inflatable boats, life vests, 
bags and sacks, frame trailers and inflaters. 
Customer questionnaire 

With a product-specific questIonnaire, Coleman 

Renaming 
your company 

If your company has outgrown its name, 
perhaps we can help. 

At NameLab, we've made crisp"meaningful 
and memorable names like Acura, Compaq and 
Zapmau by constructional linguistics. 

The result of a NameLab project is a 
report presenting registrable names expressing 
your corporate identity precisely and powerfully. 
We quote costs accurately in advance and complete 
most projects within four weeks. 

For an information packet, contact 
NameLab Inc., 711 Marina Blvd, San Francisco, . 
CA 94123,415-563-1639. 

NAMELAB® 
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By Beth .E. Hoffman 
managing editor 

keeps tabs on who's using its products, how it can 
improve them and if it should start manufacturing 
new products. 

The two-page, check-off question survey is tucked 
into boxes of the company's big selling items, says 
Brad Bartlett, director of marketing and advertising at 
the company's Wichita, Kan., office. These are the 
thermal coolers and jugs, lanterns and stoves, life 
vests, canoes, sleeping bags and tents. 

The front side of the questionnaire asks the particu­
lar model the customer purchased; who made the de­
cision to buy the product; where the product was pur­
chased; how the product will be used; how the 
customer became aware of the Coleman product; 
what factors influenced the customer's decision to 
purchase the product; the customer's birth date, mari­
tal status, occupation and number of children; the 
customer's annual family income; which credit cards 
the customer uses regularly and if the customer owns 
or rents. 
Customer interests 

The back side asks customers to indicate their inter­
ests and activities that they participate in on a regular 
basis. Bartlett says this section enables the company 
to better understand the types of people buying its 
products so that it can develop new products based on 
those interests and activities and target market its ad­
vertising more effectively. 

Generally, the purpose of the questionnaire, which 
Coleman updates annually, is to keep abreast of who's 
buying the company's products because the demo­
graphics are always changing, says Bartlett. "Cool­
ers and sleeping bag buyers have gotten younger; 
people who purchase lanterns and stoves have gotten 
older, more mature." 

The company also wants to make sure its advertis­
ing is reaching the right people. It uses the zip codes 
off the questionnaire to reach other potential cus­
tomers. 

"We want to rifle shoot our target instead of using a 
shot gun approach," Bartlett says. 

The kind of advertising Coleman uses has also 
evolved. 

"Our advertising has become more category-ori­
ented instead of image-oriented. We used to rely on 
the Coleman name and 'The Great Outdoors' to sell 
our products. We used to spread our name every-

Continued on p. 71 
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THE ROPER ORGANIZATION'S OMNIBUS: 
YOUR SOURCE FOR QUALITY SURVEY 
RESEARCH AT A COST OF UNDER $1.00 

PER RESPONDENT PER QUESTION 

FAST 
~eMrM interviews 2000 adult 
Americans in their homes, face-to-face, 
every month, and gives you results just 
four weeks after the interview. 

FLEXIBLE 

Sample size, and composition are 
tailored to your needs. 

ECONOMICAL 

A simple question asked of 2000 
respondents costs 90¢ per interview, 
asked of 1000 respondents, it's $1.10; 
asked of other partial samples (men or 
women only, for example), it's $1.40 
per interview. 

RELIABLE 
~eMTM is a service of the 
Roper organization so you know your 
data are credible. 

USE ~eM ™ TO: 

• Check Advertising and/or 
B rand Awareness 

• Conduct Pre and Post 
Campaign Measurements 

• Check Impact, Recall , 
and Conlmunication 

• Assess Penetration of 
Your Product/Brand 

• Test New or 
Altered Packaging 

• Evaluate New Product 
Performance 

. .. And Ahnost Any 
Other Research 
Problems You Have. 

When You Need Fast, 
Affordable, 
Quality Research 
Check Out 
~eMTM 

THE ROPER ORGANIZATION, A STARCH INRA HOOPER COMPANY, ADMINISTERS 
~tM '" FROM ITS WESTCHESTER OFFICE. FOR FURTHER INFORMATION CALL 
~t~t. " COLLECT AT 914-698-0800 OR WRITE LlMOBUS, 566 E. BOSTON POST ROAD, 

MAMARONECK, N.Y 10543 TELEX 996637 
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"I DON'T BUY IT." 
Your marketing plan could end up blowing in the 
wind if you're not interviewing the right people. 
The bald truth is, your research results could be 
more than a hair short of reality if your research 
starts with poor sampling. 
That's why thousands of researchers specify 

Survey Sampling. Our consistent sampling 
procedures create the most accurate 
and representative consumer or 
business samples available. 
Survey Sampling goes beyond the 
bare necessities to provide consistent, 
quality service. We offer you a variety of 
methodologies along with honest sam­
pling advice to help you make the right 

decisions. Your properly stratified, custom 
prepared sample is usually shipped within 

48 hours. 
Inaccurate research can lead to a lost market­
ing opportunity. And like your hair, once you've 
lost it, it will never come back. 

Call us today. If you risk your research on 
anything else, you could be in for a hair-raising 
experience. 

Survey 
Sampling, 
Inc. 1m 

One Post Road 
Fairfield, Connecticut 06430 

(203) 255-4200 
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