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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-Hill 
Research 
McGraw-Hill 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. 

Put McGraw-Hill Research to work 
for you. 

Circle No. 179 Reader Card 

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

~'~~ itnri 
If it's a marketing research problem, 
we probably pioneered the solution. 

Need Telephone lnterviewing­
WATS or Computer Assisted? 
Want to survey a particular business or industrial market? 
Or do you need information from consumers? Do you want 
to track the attitudes of customers and prospects, to follow­
up on inquiries or update a list? 

Do you require manual interviewing or computer-assisted 
telephone interviewing? Need fast access to tabulated 
results? 

Call McGraw-Hill 
Research 
The Telephone Interviewing Center 
at McGraw-Hill Research can han­
dle your data collection needs. Or 
tied together with ResearchNet­
computer-assisted telephone inter­
viewing and tabulating-we can 
professionally handle all your 
data-gathering and tabulation 
requirements. 

Put McGraw-Hill Research to work 
for you . 
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For an estimate or proposal, 
call Debra A. Keeney, 
Director, Telephone Inter­
viewing Center at (609) 
426-5946. Or write her at 
the Telephone Interviewing 
Center, McGraw- Hill Re­
search , Princeton- Hightstown 
Road, Hightstown, NJ 08520. 
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If it's a marketing research problem, 
we probably pioneered the solution. 

Need Opjnion Polling 
Across Key Business, 
Professional, Industrial or 
Consumer Groups? 
Want to define the impact of current events? Identify 
important trends and new developments? Determine 
short and long term effects of critical issues? Measure 
reactions to fast breaking issues and changes in busi­
ness and consumer environments? 

Call McGraw-Hill 
Research 
McGraw-Hill Research conducts sci­
entifically designed polls to help you. 
put current events and issues into per­
spective. Utilizing computer assisted 
telephone interviewing, online tabula­
tion and real-time data gathering, 
McGraw-Hill Research produces 
timely, accurate and meaningful results. 
Experienced researchers analyze and 
summarize opinion poll results and 
trends in areas of primary importance 
to you. 
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For a quote or proposal, call 
Joan M. Bullen, Executive Direc­
tor (212) 512-3517 or Elda Vale, 
Director, Opinion Polling (212) 
512-3349. Or write McGraw-Hill 
Research Opinion Polls, 1221 
Avenue of the Americas, New 
York, NY 10020. 
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If It's an opinion polling question, w& 
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-Hill 
Research 
Backed by 30 years of research 
experience covering scores of 
markets and fields. McGraw-Hill 
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. 

Circle No. 182 Reader Card 

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. 
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Attitude surveys keep 
phonecornpanyintouch 

By Beth E. Hoffman 
managing editor 

T he breakup of America's tele­
communications industry in 
1983 put a strain on the result­

ing "baby Bell" companies both inter­
nally and externally. Internally, these 
companies had to learn how to cope 
with and adjust to a new corporate cli­
mate. Externally, they faced the diffi­
cult task of building public under­
standing and support. 

For a midwestern telephone com­
pany, the external task has been suc­
cessfully accomplished with the help 
of a telephone survey called CAS, 
Customer Attitude Survey. CAS has 
been used by St. Louis-based South­
western Bell Telephone Co. since di­
vestiture to pinpoint consumer percep­
tions and as a result, has proven to be a 
valuable contributor to the company's 
strong initial success. In just four 
years since divestiture, positive cus-
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Seventeen different Tele-Help 
booklets have been produced 
by Southwestern Bell Tele· 
phone Co. and more than 13 
million of them have been dis­
tributed to its customers. 

tomer attitudes toward the company 
are at an all-time high. 

CAS was developed internally by 
Southwestern Bell employees in 1983. 
One of those employees was Jim Por­
chey, currently president of Porchey 
Research, Inc., St. Louis. Porchey 
says the survey was created because 
Southwestern Bell wanted to find "a 
better way to stay in touch with its cus­
tomers." It was part of a long-range 
strategy for the company to be sue-
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cessful in the external world, adds Ron 
Kemm, area manager, Issues Develop­
ment at Southwestern Bell. 

"The survey was critical to our suc­
cess and beyond as we became a stand­
alone organization. It provided us with 
the first steps as to how the public 
thinks about Southwestern Bell busi­
ness and value of service," says 
Kemm. "It helped gauge some of our 
strengths and point out and identify 
things we needed to pay attention to 
and make improvements on. It helped 
us find out what our customers' inhibi­
tions were about divestiture." 

Customer participation 
What is especially unique about 

CAS and what sets it apart from other 
research techniques is that customers 
participated in the design of the sur­
vey. That's because Southwestern Bell 
wanted to know what its customers 
thought would lead to the success of 

continued on p. 22 
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... 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 

SPSS is a registered trademark of SPSS Inc. for its proprietary computer software. 

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 1/312/329-3308 

© 1987, SPSS Inc. 
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Health Care Research 

Research service satisfies 
By Beth E. Hoffman 

H ow many times in your job 
have you needed some infor­
mation but didn't have the 

time to find it, or perhaps didn't know 
the best place to get it? Chances are, 
more than once. Maybe you wanted to 
know what the recent trends are in the 
juvenile furniture market? What the 
size is of exports to the U.S. of Aus­
tralian wines? What new frozen cookie 
is being test marketed by a major food 
manufacturer? Or even, if there is a 
recipe for malted milk balls? 

Questions like these are not unusual 
to FIND/SVP and there's not ·one 
question that they will not at least try 
to answer. 

The New York-based company is a 
worldwide information and research 
service, the largest business informa­
tion center in America. Its goal is to 
satisfy the research and information 
needs of American businesses and 
their executives by providing a conve­
nient , fas and cost-efficient service 
that is literally one phone call away. It 
also provides other research services 
and information products to meet cli­
ents ' marketing, competitive and busi­
ness intelligence needs. More than 

i•I•l ;).~I I§ ;I LIT~TRIPTER.. I 

Formed in 1984, Dornier Medical 
Systems, Inc., Marietta, Ga., 
imports, distributes and services 
lithotripters developed and 
manufactured in West Germany by 
Dornier GmbH, a major West 
German aircraft manufacturer. The 
lithotripter is a device for 
fragmenting kidney stones with 
sonic shock waves. Company 
activities include research, 
development and manufacturer of 
medical devices, as well as 
biotechnology, transportation, 
environmental protection, 
electronics, data processing, and 
energy technology. 

8 

half ofthe Fortune 100 use FIND as an 
adjunct to in-house research staffs. 

Founded in 1969 by Andrew P. Gar­
vin and Kathleen S. Bingham, FIND 
has a research staff of 65 information 
specialists, researchers , analysts and 
consultants. It has access to over 1,000 
databases, 11,000 subject files and 
10,000 company files, current and 
back issues of 1, 700 periodicals , thou­
sands of reference works, and per­
sonal information sources and contacts 
around the world. 
Four divisions 

Four divisions make up FIND: 
Quick Information Service, Strategic 
Research Division, Published Studies , 
and Information Catalog. 

The QIS is the starting point for a 
business 's information needs . If a 
question can be answered here , the 
caller is transferred to a subject spe-

cialist from one of six subject groups 
at FIND: the Consumer Group , the In­
dustrial/Technical Group , the 
Healthcare Group, the Business/Com­
pany/Finance Group , the Central 
Search Group , or the Document Ser­
vices Group. Clients discuss their in­
formation needs with the researcher 
who helps pinpoint just what informa­
tion is required . Some information can 
be answered immediately, but the cen­
ter 's average turnaround time is 24-48 
hours. 

QIS answers more than 70,000 
questions a year and represents ap­
proximately 60% of FIND's business. 
When a question comes in that's too 
involved for a quick answer, it is re­
ferred to the Strategic Research Divi­
sion. The SRD combines the extensive 
resources of the company's informa­
tion center with the survey and inter-

Quirk's Marketing Research Review 



businesses' information needs 
view techniques of an experienced 
staff to provide in-depth custom re­
search. 

In the Published Studies division, 
FIND produces and publishes approxi­
mately 25 copyrighted, syndicated or 
off-the-shelf studies which cover such 
markets and industries as prepared 
frozen foods, children's toys and 
games and industrial ceramics. 

The Information Catalog division is 
a bimonthly offering of industry and 
company reports, studies, books and 
other information, produced by FIND/ 
SVP and other research companies. 
Distributed to 75,000 business execu­
tives, the catalog is a compendium of 
market information and competitive 
intelligence. 
Competitive information 

Having access to competitive infor­
mation is a major reason why Dornier 
Medical Systems, Marietta, Ga., uses 
FIND. Dornier imports, distributes 
and services lithotripters - a device for 
fragmenting kidney stones with sonic 
shock waves - developed and manu­
factured in West Germany by Dornier 
GmbH, a major West German aircraft 
manufacturer. John Warlick, market­
ing information systems coordinator at 

continued on p. 1 0 

Glaxo 
Glaxo, Inc., Research Triangle Park, 
N.C., is the world's fifth largest 
ethical pharmaceutical company in 
terms of sales. The company 
produces and markets prescription 
medicines in the following 
therapeutic categories: Respiratory, 
cardiovascular, gastrointestinal, 
antibiotic and dermatological. 
Glaxo products are sold in 150 
countries through a network of 
more than 70 subsidiary and 
associated companies, of which 
Glaxo is the largest. Glaxo places 
heavy emphasis on the continuous 
expansion of its research, 
development and technical 
resources. 

June/July 1988 9 



FIND! SVP eventually get this material , FIND as­
sures it gets a copy as soon as the in­
formation is released so that Dornier 
alway s has " up -to -the-minute '' 
knowledge of competitor activity. 
FIND also accesses competitor and in­
dustry information from medical jour­
nals and publications Dornier may not 
subscribe to. 

continued from p. 9 

Dornier, says FIND can access be­
tween 15-20 databases that store com­
petitive information. 

"We're looking for anything that has 
to do with our competitors , who they 
are, what their products are , and any­
thing that's published on them." This 
kind of information is then pulled to­
gether into a monthly report by FIND 
and forwarded to Dornier's marketing 
department. 

Calls to competitors 
On request , FIND will even make 

telephone calls to competitor compa­
nies , says Warlick. No deception is in­
volved , however. FIND personnel al­
ways identify themselves, explain why 
they ' re calling, and acknowledges that 
it's working for a client. Even with 
such honesty, most of Dornier's com-

Specifically, FIND provides Dornier 
with press releases from competitor 
companies. While Dornier would 

10 

TEST.M 
TELLS ALL. 

MAXTESTTM 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 MAXTESTTM is all addition. No subtraction. 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
hensive approach to evaluating television advertising? 
Just call Diagnostic Research. And ask all the questions 
you want about MAXTESTTM. The maximal copytest. 
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petitors " have been very helpful ," 
says Warlick. " FIND has received a 
lot of timely information thi s way. 
Companies will reveal all sorts of 
things." 

Since Dornier established an in­
house strategic research department, it 
only utilizes FIND's QIS. This service 
is mo st use ful to Dornier , say s 
Warlick. " We can call anytime to ask 
any odd -ball question . Primarily, 
FIND provides us with demographic 
information , medical research infor­
mation , and Census data , such as the 
incidence of kidney stones and gall 
bladder stones in a particular area of 
the country." 

Its services also come in handy for 
company-related needs as well. Ex-

"Primarily, FIND provides 
us with demographic 
information, medical 
research information, and 
Census data, such as the 
incidence of kidney stones 
and gall bladder stones in a 
particular area of the 
country. " John Warlick 

plains Warlick, if Dornier has a sales 
meeting planned in Orlando, for ex­
ample , and wants to know where some 
local five-star restaurants are to bring 
clients , FIND is there to solve that 
kind of problem too. 

In a nutshell , FIND has been able to 
help Dornier answer all types of ques­
tions in a cost-effective and timely 
fashion. " And if they can't answer a 
question for you , they can tell you who 
can ," notes Warlick. 
Glaxo, Inc. 

Another satisfied FIND client is 
Glaxo, Inc ., Research Triangle Park, 
N.C. Glaxo, a producer and marketer 
of prescription medicines , is the 
world 's fifth largest ethical pharma­
ceutical company in terms of sales. 
The company has been using FIND for 
about 2 112 years for a variety of pur­
poses and to supplement other second­
ary resources the company has in­
house , according to George Matijow, 
manager, marketing research at Glaxo. 

" We use the services to get quick in­
formation on other companies and 

continued on p. 24 
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~urvey ,... 
~Network 

o 'The Desktop Survey System" 

----
This is one survey you urant to take! --
This survey was prepared on a laser printer by the SURVEY NETWORK lM system described -
on the reverse side. We would appreciate your answering this questionnaire in the context -of how you perceive this product and how it might fit into your business. -

1. What are the primary problems you have 
when conducting surveys? (Fill in all that apply) 

Data entry 

Elapsed time 
Data accuracy 

Cost 
Labor staffing 
Coding 

Peaks and valleys 
Other ___ _ 

Questionnaire preparation 

Last minute changes 
Flexibility 

Aesthetics 
Complex designs 
Assembling 

Typos 
Other ____ _ 

2. What is your typical number of respondents 
per survey? 

Less than 200 

201-500 
501-1,000 

1,001-2,000 

2,001-5,000 
5,001-10,000 
10,001-20,000 

Over 20,000 

3. How many surveys do you conduct per 
month? 

§ 1-2 
3-5 

6-10 § 11-25 

26-50 
Over 50 

4. How do you enter your data? 

Key entry minicomputer 

PC with key entry software 

CRT interviewing system 
Other ________ _ 

----------5. How do you prepare your Questionnaires? _ 

§ Word processing -
Computer software product -

Other -

6. Would you consider using the 
SURVEY NETWORK TM system for your 
operation assuming you can reduce costs 

-----and it solves the problems you marked in -
the first question? -
§Yes 

No 
Need more information 

-----Name __________________________ _ -
Title ____________ _ -Company ___________________ _ -Address __________ __ --Phone ________________________ _ ---

Thank you for your interest and opinions. Please mail this to the address on the other side. ____. ---
994 • -

Form NurnhN 76417-5-72 • • SURVEY NETWORK T., ----- --
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~urvey "" 
~Network 

o 'The Desktop Survey System" 

Announcing the marriage of 
scanning technology and 

desktop publishing 
Preparing and tallying market surveys have always been time con­
suming and costly tasks for effective market research. Now, National 
Computer Systems (NCS) unites the flexibility of desktop publishing 
with fast, reliable scanning technology to bring you easier, more 
efficient market surveying. 

With the Survey NetworkTM system, you create your own scannable 
survey questionnaires using an Apple0 J Macintosh(2

J microcomputer 
and a laser printer-just like we've done on the other side of this 
page. An NCS® optical mark reader rapidly scans the forms and 
transfers the data to a microcomputer for analysis. Key entry is 
virtually eliminated except for open-ended responses included on 
the same questionnaire sheet. Imagine the time and money you can 
save-not to mention the headaches-by using automatic scanning 
instead of key entry. 

Best of all, the desktop publishing capability of the Survey Network 
system helps you design and develop professional looking, scannable 
questionnaires in-house to meet a variety of survey needs. 

All that's required is the desire to make your market research easier 
and faster, and a phone call to the Survey Network team to find out 
more about the Survey Network system. 

Complete the survey on the other side of this page and mail to: 

Survey Network System 
National Computer Systems 
7600 France Ave. So. 
Edina, MN 55435 
612-830-7812 

1
Apple is a registered trademark of Apple Computer Inc. 

2
Macintosh is a trademark of Apple Computer Inc. 

Copyright o 1987 
National Computer Systems, Inc. 

NATIONAL . M 
COMPUTER 
SYSTEMS 

- NCS Mark Reflex® MP-76417-32 c , 1988. National Computer Systems, Inc. All rights reserved . Printed in U.S.A. -- • • 





''What's Coo kin'" 

Eating behavior trends 
revealed in Pillsbury study 

T he number of people watching their diet and 
feasting on nutritious foods, and those who eat 
primarily for sustenance and thrive on 

convenience, are both increasing substantially, a 
Pillsbury Co. study shows. 

"What's Cookin'?: A Study of Trends in American 
Eating Behavior," is a look over a 15-year period at 
the changes which have occurred in American's 
eating behavior. This includes what is eaten, how it's 
prepared, when it's eaten, with whom, how often, in 
what form, and where. 

The study is the first of its kind for Minneapolis­
based Pillsbury, says Judy Mottaz, marketing 
research assistant manager for U.S. Foods at 
Pillsbury and project director for the study. 

"What sets it apart from similar studies we've done 
in the past is that it cuts across all Pillsbury brand 
products and foods. It's also unique in that we have 
tracked actual eating behavior through a diary panel. 
This helps show what people are actually eating, not 
what they say they're eating or doing in terms of 
eating behavior." People say they're cutting down on 
sugar, salt and fat, for example, but the diaries from 
the study don't always show this. 
15-year analysis 

Pillsbury's analysis of American eating behavior 
was completed with the assistance of SRI 
International and Creative Research Associates, Inc. 
The company used data from a menu census - food 
diaries - collected at three points during the past 15 
years. Each census had a sample of approximately 
1, 000 households for a total sample size of 3, 000. 
Data collection was done by Market Research 
Corporation of America. 

Analysis of the eating patterns led Pillsbury to the 
discovery of five distinct clusters or groups of 
consumers who share similar eating behavior. These 
five groups were coined "The Chase & Grabbits," 
"The Functional Feeders," "The Down Home 
Stokers," "The Careful Cooks," and "The Happy 
Cookers." 

After all the quantitative data had been analyzed 
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and compared, focus groups were conducted "to fill 
in our knowledge of what these people are like," says 
Mottaz, enabling the company to draw profiles of 
each group. "We knew what these people ate but we 
knew much less about them as people. We wanted to 
know the who, what, where and why ; who they were 
eating this food with, where they were consuming it, 
and why they were eating the foods they ate." 
Focus groups 

In late 1987, a total of 10 focus groups -
approximately 100 people - were conducted, two 
groups for each of the five clusters. The participants 
were representative of the five segments, having been 

"What sets it apart from other studies 
we've done in the past is that it cuts 
across all Pillsbury brand products 
and foods. It's also unique in that we 
have tracked actual eating behavior 
through a diary panel." judy Mottaz. 

screened and selected in a telephone interview. The 
focus groups were conducted in the areas of the U.S. 
which best represented the particular cluster. For 
example, the health-conscious "Careful Cookers" 
tend to be older Americans living on the West Coast, 
so focus groups were conducted in Los Angeles. The 
traditional, regional food-eaters called the "Down 
Home Stokers" are found heavily in the south so 
focus groups were conducted in Atlanta. 

With qualitative and quantitative data in hand, 
Pillsbury packaged its information in the "What's 
Cookin'" booklet which was released at the 33rd 
Pillsbury BAKE-OFF. The following describes 
characteristics of the five groups. 
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• The Chase & Grabbits. This group experienced 
the biggest increase over the 15-year period, 136 %. It 
currently represents 26 % of the total sample. 

These are young urbanities. If single , they live 
alone or with one or more roommates . If married , 
they ' re childless and both spouses are employed. 

Having good incomes, one way they enjoy it is by 
eating out a lot. When it comes to food , they're 
adventurous, willing to try new and exotic foods. 
They don't spend time preparing food because work 
and leisure keep them very involved and thus , even 
microwave popcorn may suffice as a meal. Fast-food 
hamburgers and sandwiches , frozen dinners and 
carry out or frozen pizzas are common Chase & 
Grabbit fare. They ' re not interested in more 
convenient food just more convenience. Says one 
Chase & Grabbit , "Someday all you'll have to do is 
take a pill and it'll give you everything you need." 

• Functional Feeders. Currently 18% of the total 
sample, this group shows a 28% decrease in the 15 
years since 1971-72. Functional Feeders are over 45-
years-old and live in larger households in the Mid­
Atlantic or East North-Central states. 

Many of the women in this group are employed 
outside the home, but they choose to do so for reasons 
of self-fulfillment rather than economic necessity. 
Because of busy schedules , they seek out 
convenience foods but use them as ingredients or side 
dishes rather than the meal itself. They ' re not 
particularly adventurous about food , opting instead 
for a convenient way to prepare the kind of traditional 
meals they themselves grew up with . Typical 
Functional Feeders fare include: Canned soups , 

June/July 1988 

The Chase and Grabbits 

1971 /72 1977/78 1985/85 

The Chase and Grabbits are currently 26% of the 
total sample, an increase of 136% in 15 years. 

macaroni and cheese, frozen pancakes and waffles, 
store-bought cookies and instant potatoes. 

• Down Home Stokers. This group is tightly bound 
continued on p. 39 
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Health Care Research 

Microcomputer mapping 
aids health care marketers 

M
icrocomputer mapping has 
become an indispensable 
planning and marketing tool 

for many health care marketers who 
are faced with decisions based on geo­
graphic data. With all the necessary 
data geographically presented by state, 
county, zip code or customized bound-

aries, marketers can quickly and easily 
illustrate everything from population 
shifts to sources of patient referrals. 
Moreover, mapping enables marketers 
to analyze market share, study service 
area needs, develop marketing strate­
gies and select facility locations. 

A host of health care institutions 

General hospital service area. Zip code boundaries. 

16 

have reaped the benefits of mapping , 
such as hospitals, state and national 
public health agencies, marketing and 
management consulting firms, major 
medical groups, prepaid health care 
plans and insurance carriers. 

Magliaro & McHaney Health Care 
continued on p. 25 

Map prepared with 

Atlas*Graphics 
mapping software. 

No. of 

Admissions 

~ 80 to 235 

Gen. Hasp. b 40 to 80 

"~ [ill] 1 to 40 

Do to 1 

Prepared by Strategic Locations Planning 
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Two-way mirrors can't give you the whole picture. So come see our new 
focusgroupfacilityforyourself. Call Kevin Menkat(612)33l-9222to reserve a time. 

f~ Project Research, Inc. 
I t ~ 1313 Fifth Street SE, Minneapolis, MN 55414 
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Data Use 

"No preference'' in 
paired-preference testing 

By Michael Baumgardner 
and Ron Tatham 

S 
imple paired comparison tests of preference are one of 
the most common experiments done in marketing re­
search. For example, two products, A and B, are pre­

sented to respondents and they are asked which they prefer ei­
ther on an overall or attribute specific basis. We will call the 

2214 PADDOCK WAY DRIVE SUITE 100 
GRAND PRAIRIE, TEXAS 75050 
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4 LUXURIOUS CONFERENCE ROOMS 
VIEWING ROOMS SEAT UP TO 16 
RAISED PLATFORMS, WALL TO WALL MIRRORS 
AUDIO AND VIDEO EQUIPMENT 
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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 KITCHEN 
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GETIING THE FACTS TO YOU ACCURATELY 
IS OUR BUSINESS 
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proportion of people preferring A, P. and the proportion prefer­
ring B, Pb. Our goal is to determine whether a significant differ­
ence exists between P1 and Pb. 

Binomial problem 
Most reference texts treat this as a binomial problem, that is , 

only two responses are possible. Consequently, either the bino­
mial test or a Z-test (or equivalent X2

) would be applied. Under 
the null hypothesis that P. = Pb = .5, the common Z-test is seen 
in several forms , such as,__: -----,-

1.1 Z=P.- .5)/ [(.5*.5)/(n- 1)] 
or 

1.2 Z = (P.-Pb)/ [1/(n-1)] 
Generally, Yates correction factor for continuity is incorpo­

rated into the Z-test, but we will ignore that detail for our dis­
cussion. 

Unfortunately, the reference text wisdom fails to recognize 
that, as a practical manner, the paired-preference is most often 
not a binomial problem. Respondents will not only "prefer X' 
or "prefer B," but will also at times indicate they "don't know" 
or "have no preference." Thus, the typical marketing problem 
yields a trinomial distribution of responses: P., Pb, and Pc where 
Pc represents the proportion of respondents who indicate they 
have no preference. 

If we have a trinomial distribution, the variance of P. - Pb can 
be shown to be [P. + Pb- (P.- Pb)2]/(n- 1). Since, under the 
null hypothesis, we can assume that P. = Pb, then the variance 

Michael H. Baumgardner is vice president/executive direc­
tor of Burke Marketing Research's Information Services 
Division. Baumgardner has worked in the area of market­
ing research and statistics for over 10 years. He has a 
Ph.D. and masters degrees from Ohio State University. 
Ron Tatham is president of Burke Marketing Research. 
Tatham, formerly professor of marketing at Arizona State 
University and the University of Cincinnati, has worked in 
marketing research for over 15 years. His Ph.D. is from the 
University of Alabama. Both Baumgardner and Tatham 
have published extensively in marketing related books 
and journals. Burke Marketing Research is a division of 
SAMI/Burke. 
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becomes [P. + Pb]/(n-1) and the Z-test for testing significance 
becomes: 

1.3 Z = (P.-Pb)/~[(P. + Pb)/(n- 1)] 
Many researchers do not use 1.3 for significance testing. In­

stead, in the presence of "no preference'' responses, research­
ers will commonly choose one of the options described below: 

Option 1: Split the "no preference' ' responses evenly be­
tween the two products in the paired-comparison test. 

Option 2: Split the "no preference" responses proportion­
ately among the two products in the paired-comparison test, 
i.e., proportional to the observed preference among those who 
had a preference. 

Option 3: Throw away the "no preference" responses and 
reproportion on the smaller base of those stating a preference. 
They will then proceed to treat the problem as a binomial one 
and apply either 1.1 or 1.2. 

We will illustrate the implications of all this by examining the 
following hypothetical data from a paired-comparison study in­
volving 100 respondents: 

Observed 
frequency 

Observed 

Prefer A Prefer B 

49 31 

No Prefer­
ence ----

20 

Total 

100 

proportions .49 . 31 . 20 1. 0 
We can then proceed to calculate a Z-statistic for the differ-

ence P. - Pb based on this trinomial distribution as follows: 

Z = (P.-Pb)/~[(P. + Pb)/(n- 1)] 
z = (.49- .31)/ [(.49 + .31)/(100-1)] 

Z = 2.00 

It's In 
The Cards • • • 
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 

Option 1: Split the "no preference' ' responses evenly be­
tween the two products in the paired-comparison test. 

Splitting the 20 "no preference'' respondents equally gives us 
the following data: 

Observed 
frequency 

Observed 

No Prefer­
Prefer A Prefer B _...::..cenc.:....:ce-"---_ 

59 41 

Total 

100 

proportions .59 .41 1.0 

We can proceed to calculate a Z-statistic for the difference P.-
pb based on either 1.1 , 1.2, or 1.3. For example, using 1.2: 

Z = (P.-Pb)/~[1/(n-1)] 
z = (.59- .41)/.J[l/(99)] 

Z = 1.79 

Option 2: Split the "no preference" responses proportionately 
among the two products in the paired-comparison test, i.e. , pro­
portional to the observed preference among those who had a 
preference. 

Splitting the 20 "no preference'' proportionally gives us the 
following data: 

Observed 
frequency 

Observed 
proportions 

Prefer A Prefer B 

61.25 38.75 

.6125 .3875 

No Prefer­
ence ---- Total 

100 

1.0 

continued on p. 20 

group interviewing facilities, a computer-assisted telephone 
system, local and national capabilities, on-site data processing. 

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 • 61 2-631-1977 
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uali 
at a 

Collection 
In 
The 

Northwest. 

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 

Circle No. 190 Reader Card 

Data Use 
continued from p. 19 

We can proceed to calculate a Z-statistic for the difference P.-
Pb. 

Z = (P.-Pb)/v'[l/(n-1)] 
z = (.6125-.3875)/ [1/(99)] 
Z=2.24 
Option 3: Throw away the "no preference" responses and 

reproportion on the smaller base of those stating a preference. 
Eliminating the 20 "no preference' ' respondents gives us the 

following data: 

Observed 
frequency 

Observed 

Prefer A Prefer B 

49 31 

No Prefer­
ence ---- Total 

80 

proportions .6125 .3875 1.0 
We can proceed to calculate a Z-statistic for the difference P.-

Pb. 
Z = (P.-Pb)/v'[ll(n- 1)] 
z = (.6125- .3875)/ [1/(79)] 
Z = 2.00 

Summarizing our results: 
Split no Split no Eliminate 

Trinomial preference preference all no 
approach equally proportional rreference 

Z-Statistic: 2.00 1.79 2.24 2.00 
Conclusions: We believe the trinomial approach is fundamen­

tally correct and recommend that to our clients. In practice, this 
is almost' identical to eliminating the "no preference" responses 
and reproportioning on a smaller base. 

Splitting the "no preference'' respondents equally will reduce 
sensitivity, and frankly, we feel uncomfortable giving a con­
sumer a response that we make up. Splitting no preference re­
spondents proportionally is especially dangerous, since it can 
easily lead you to conclude products differ when in fact they 
don't. 2 

'We say "almost" because it is not mathematically equivalent 
when using n-1 rather than n in the standard error calculations. 

2Also, in both these latter approaches the "correct" variance 
estimate is more complex than the formulae imply. MRR 
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HERE'S THE BEST NEWS ... 
. . . Questions by Friday noon 

Answers by Wednesday 

TeleNation,. 
The Hotline to America 

ALWAYS AVAILABLE ... 
Weekly multi-client telephone survey of 1,000 
consumers nationwide. 

RAPID RESPONSE . .. 
Access to results in two working days. 

INEXPENSIVE . .. 
Pay-per-question means you pay only for the answers 
you want. 

RELIABLE ACCURACY . .. 
Same rigorous quality control standards associated 
with custom research. 

UNLIMITED APPLICATIONS . .. 
• Continuous tracking mechanism 

• Mini-studies 

• Concept testing 

• Data base screening device 

• And much more 

FOR MORE INFORMATION ... 
Call your local account representative 
or call Donna Malone, TeleNation's Product Manager, 
(312) 280-9100, Ext. 279. 

TeleNation TM -a service of MARKET FACTS, INC. 
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Southwestern Bell 
continued from p. 6 

the company, not just what Southwest­
em Bell thought would make it so. The 
factors mentioned by Southwestern Bell 
customers fall under three categories: 
Management, service, and value. The 21 
different "success" dimensions suggested 
by the respondents center under these 
three categories. 

The types of questions in CAS re­
volving around management, service 
and value are: How well do you feel 
Southwestern Bell is keeping you in­
formed? How easy is the company to 
do business with? How would you rate 
the quality of the telephone transmis­
sion? How would you rate the value of 
the service you're receiving? Do you 
believe you're getting your money's 
worth? and, Do you believe the 
charges are reasonable? 

From 1983 to 1986, CAS was con­
ducted quarterly among 3,000 ran-

domly selected customers. As atti­
tudes stabilized, however, the survey 
was changed to a semi-annual basis in 
1987. 

Says Kemm, "When the survey was 
first conducted in early 1983, cus­
tomers thought Southwestern Bell was 

"The suroey was critical to 
our success and beyond as 
we became a stand-alone 
organization. It provided 
us with the first steps as to 
how the public thinks 
about Southwestern Bell 
business and value of 
seroice." Ron Kemm. 

doing a good job. But in late 1983, the 
survey showed customer confidence 

Use our ~~~vantage 
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Regional • National • International 
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had dropped. That's when we knew 
we had to make a change." 

The survey findings were then ana­
lyzed to find out why this had oc­
curred. "One reason for the drop was 
that customers didn't fully understand 
what was going on and didn't know 
what divestiture was all about," says 
Kemm. "As a result, Southwestern 
Bell implemented plans and programs 
to build customer understanding and 
support of its operations.'' 

Informational campaign 
One program was Tele-Help, a type 

of "hand-holding" informational cam­
paign, describes Kemm, to walk cus­
tomers through the reasons and impli­
cations of the U.S. telecommunica­
tions breakup. According to Kemm, 
Tele-Help "was the cornerstone of our 
efforts to improve customer under­
standing of industry changes." 

Part of this campaign was the devel­
opment of pamphlets which explained 
the types of changes which would be 
occurring with the customers' tele­
phone service, for example, with their 
long-distance carrier. These pamphlets 
were distributed at no cost at commu­
nity functions, and television advertis­
ing helped promote their availability. 
A telephone hotline was also set up so 
that customers could call to get a copy. 
Through these channels, more than 13 
million copies of the pamphlet have 
been distributed. 

"The campaign really worked," 
adds Kemm, "especially in the area of 
information needed.'' 

The implementation of such a pro­
gram as a result of CAS illustrates one 
of this survey's strengths, comments 
Porchey. 

"CAS points out the company's 
strengths and weaknesses which leads 
to the development of programs to 
solve problems. The end result is bet­
ter service to Southwestern Bell cus­
tomers. That is what has lead to posi­
tive attitudes currently being at an 
all-time high." 

Porchey continues to assist South­
western Bell with CAS, conducting fo­
cus groups periodically as a follow-up 
to CAS surveys if there is an area 
which Southwestern Bell feels that 
more in-depth research is needed. 
"Southwestern Bell wants to probe 
customers' minds to fine-tune some 
areas of concern, areas that need at­
tention," says Porchey. 

Personal service 
For example, focus groups were 

continued on p. 24 
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COMPUTER INTERVIEWING 
EXPEI{IENCES 

THIRD IN A SERIES 

A "DIFFICULT" RESPONDENT GROUP 

Smith, Kline & French Laboratories 
markets prescription pharmaceutical pro­
ducts to physicians. For the last ten years, 
we have been interviewing physicians to 
develop our forecasts of the market poten­
tial for new product candidates. In these 
studies, we test the trade-offs physicians 
make among various attributes in deciding 
whether or not to prescribe a product. 

Physicians are a vital part of our research 
process, but they can be a particularly dif­
ficult group of survey respondents tore­
cruit and retain. Doctors are extremely 
busy, and their time is quite valuable. As 
a result, we usually conduct our research at 
medical conferences, where there is a plen­
tiful supply of physicians and their frames­
of-mind are more pre-disposed to market 
research. But even in this setting, it is vital 
that we keep our interviews short and 
engaging to maintain respondent interest 
and to obtain high quality data. 

II~RY INTERESTING" 

In the spring of 1980, we were given an 
assignment to develop a forecast for a new 
product so complex that twelve attributes 
were required to describe it. With the large 
number of possible combinations of these 
attributes, it would have been impossible 
for us to use our usual short paper-and­
pencil interview technique. We needed to 
turn to a different procedure, one that could 
handle the large number of product attri­
butes we needed to test, yet provide for an 
interview of reasonable length. We found 
that computer interviewing was the ideal 
solution to our problem. It allowed us to 
include numerous product attributes 
without sacrificing respondent interest, and 
gave us the flexibility to tailor the interview 
to each respondent's needs. 

Given the number of attributes we needed 
to test, there was no way we could prevent 
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Don Marshall, Smith , Kline & French 

the interview from being somewhat longer 
than we were used to, so we naturally had 
some initial misgivings about how physi­
cians would respond. Our concerns turned 
out to be unfounded. Physicians volun­
teered that they found the computer inter­
view to be "very interesting;' a strikingly 
different reaction than we were used to 
hearing with our usual paper-and-pencil 
interview. 

SEVEN YEARS AND THOUSANDS OF 
PHYSICIANS 

We have continued to use computer inter­
viewing for our forecasting studies, as well 
as for other types of studies. Over the last 
seven years we have conducted interviews 
with thousands of physicians and have 
found that a computer interview increases 
respondent interest. In fact, physicians still 
comment on how interesting they find the 
experience, and many, after completing an 
interview, will bring other doctors to us so 
that they, too, can experience the interview. 
As a result, we have been able to field much 
more complex and lengthy interviews than 
we ever thought possible. 

Don Marshall 
Manager of Quantitative Analysis 
Smith, Kline & French Laboratories 

For more information about computer interviewing, contact : 
Sawtooth Software, 1007 Church St. , Evanston, IL 60201 
312 / 866-0870 
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Southwestern Bell tomers and company employees to 
find out what they thought about the 
quality of Southwestern Bell's per­
sonal service and why they felt this 
way. 

continued from p. 22 

conducted a couple of years ago to ad­
dress the issue of personal service. 
The survey indicated that the quality 
of personal service is very important 
to Southwestern Bell customers. It 
wasn't just the quality of service cus­
tomers were getting when they picked 
up the phone, but the quality of service 
they received when they dealt with the 
company's operators and service per­
sonnel, explains Porchey. Focus 
groups were conducted with both cus-

"The attitudes expressed in the fo­
cus groups have brought about some 
action ," says Porchey. "We analyzed 
the strengths and weaknesses raised 
and developed techniques to make im­
provements ." 

While CAS has done an excellent 
job of addressing immediate concerns 
at Southwestern Bell , it's been instru­
mental in identifying long-term issues. 

For 
Health 

Care 
Related 

Research, 

Call 
IF~\ •" .. W ·-·J ...... ·- ... ·· ... ..,.,~ ... . 
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CPR specializes in health 
care research for hospi­
tals, out-patient facilities, 
pharmaceutical com­
panies, hospital supply 
and medical equipment 
manufacturers using in­
depth interviews, focus 
groups, telephone and 
mail surveys. 

Your studies can be com­
pleted among physicians, 
other health care profes­
sionals, insurers and con­
sumers. Call Don Morich 
at 312/256-7744. 
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for QUALITY telephone interviewing ... 

24 

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. 
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Adds Kemm, " CAS allows us to an­
ticipate future changes in the industry 
and to plan for the future. It enables us 
to exercise control and influence our 
own destiny." MAR 

FIND!SVP 
continued from p. 1 0 

their products for potential licensing or 
business development purposes. We also 
call FIND to get information on our com­
petitors and their product lines, sales data, 
and price lists." 
Forecasting purposes 

Finding out how many people have a 
certain type of disease is another area 
Glaxo uses FIND so that it can fore­
cast how a drug it may want to pro-

"We use FIND to get 
information on our 
competitors and their 
product lines, sales data 
and price lists." George 
Matijow 

duce to treat that disease will do on the 
market. In addition, FIND also rou­
tinely sends the company articles 
about Glaxo and its competitors from 
periodicals the company does not sub­
scribe to. 

Most of the information Glaxo gets 
from FIND is used in the early stages 
of more thorough research that will 
follow, says Matijow. Sometimes 
Glaxo will conduct custom research to 

"If they can't answer a 
question for you, they can 
tell you who can." John 
Warlick 

expand on the information it receives, 
and sometimes FIND suggests that the 
company do it. 

The main advantage to FIND is that 
it's quick, echoes Matijow. "There's 
no one else you can call to do this sort 
of leg work." MAR 
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Mapping 
continued from p. 16 

Consultants, La Jolla, Cal. , uses mi­
crocomputer mapping for its hospital 
clients because it provides demo­
graphic analyses such as the popula­
tion of a particular area and average 
household income, says Patricia Far­
rell , program analyst at M&M. The 
particular software package the firm 
uses is ATLAS Graphics from Strate­
gic Locations Planning, San Jose, Cal. 
The information is used by M&M 
sales personnel who work with hospi­
tals that are looking to bring in more 
patients . Mapping shows the hospitals 
the make-up of their heaviest patient 
population so that they can target mar­
ket services that best meet these pa­
tient needs. 

Targeting physicians 
Holy Family Health Care Systems , 

Inc. , Des Plaines , Ill. , uses ATLAS 
mapping as well to help promote the 
use of its specialized services by tar­
geting physicians who may refer pa­
tients for specialized care, says Dennis 
Thcker, corporate vice president of 
marketing at Holy Family. The 285-
bed acute care hospital and 362-bed 
nursing home may also assist physi­
cians with patient referrals by examin­
ing the demographics of ZIP code 
areas which are highly mobile and 
which could benefit from its special­
ists. Holy Family may then invest in a 
direct mail piece on patient referrals 
for those areas, or place advertise­
ments about disease and disease symp­
toms that persons in those areas are 
prone to and should be aware of. 

Mapping also shows how a hospi­
tal 's market share compares with its 
competitors. Additionally, mapping 
assists hospitals in evaluating new ser­
vices by pinpointing the increase, de­
crease or change in patient origin data . 
In response to changing community 
needs, recommendations can then be 
made to market particular services or 
establish certain types of medical prac­
tices . 

Cumbersome work 
Until recently, the only way to cre­

ate thematic maps was by mainframe 
computer or by hand, either of which 
proved expensive, time-consuming 
and limiting in use. With the advent of 
microcomputer mapping , marketers 
have been able to modify and analyze 
data and create geographic charts very 
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simply, quickly, and at greatly reduced 
costs . 

Creating thematic maps requires 
five basic components: A computer 
with graphics capabilities, an output 
device - such as a monitor, printer, or 
plotter - a data file , a boundary file, 
and mapping software. In the article , 
" Micro Mapping: Data Imaging for 
Information Managers ," Stephen L. 
Poizner of Strategic Locations Plan­
ning discusses these components at 
length. 

Computer: Although microcompu­
ter mapping programs are available 
for most popular microcomputers , 
mapping software is most readily 
available for the IBM PC, IBM-PC 
compatibles and certain Apple com­
puters. Microcomputer mapping pro­
grams are graphics oriented, there­
fore , the computer must possess 
graphics capabilities. These capabili­
ties are a graphics card and display 
monitor. Color capabilities are avail­
able and enhance presentation. 

Output device: To obtain "hard 
copy" maps , a pen plotter, laser 
printer or other similar output device 
is necessary. 

Colorful , high resolution maps of 
professional quality can be achieved 
by a pen plotter. A laser printer pro­
vides high resolution capability but 
uses patterns instead of colors for dif­
fering areas. Less detailed , black and 
white maps with lower resolution than 
pen plotters can be achieved by using 
dot matrix printers . 

Boundary files: Mapping software 
uses a boundary file to draw geograph­
ical components such as city limits and 
state and county borders that compose 
a map. The boundaries of these fea­
tures are stored in a boundary file as a 
series of x-y or latitude-longitude 
points. Mapping software draws the 
map boundaries by connecting these 
points together. 

Microcomputer mapping software 
vendors supply hundreds of different 
kinds of boundary files. Examples are 
those by zip code, streets, county, 
state , Designated Marketing Areas 
(DMAs), and Area Microcomputer 
Mapping of Dominant Influence 
(ADis). 

Boundary files can also be created 
with a digitizing tablet, an electronic 
pad with movable hand cursor. Digi­
tizing tablets are compatible with most 
microcomputers and allow the creation 

continued on p. 26 
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Mapping 
continued from p. 25 

of boundary files for practically any 
area. 

Data files: Data files and boundary 
files work hand-in-hand. While 
boundary files contain boundaries for 
a group of features, the data files con­
tain statistical data for these features. 
A data file consists of any data with a 
geographic element such as popula­
tion, income and retail sales. A state 
population density data file, for in­
stance, might contain information that 
shows the number of residents per 
square mile for each state. Another 
data file may show the average income 
per household per county in a particu­
lar state, or the number of single heads 
of households per county in that state. 

Data files can be purchased from 
government agencies and data compa­
nies in the private sector provide many 
specialized data files. 

Creating and loading your own data 
files by using business software pro­
grams is also feasible. That capability 
illustrates one of the advantages of the 
mapping software available on the 
market. 

Data files generated by spreadsheets 
and database management packages 
are compatible with many of the mi­
crocomputer mapping programs avail­
able. This means that data specific to a 
certain business, for example, from a 
customer profile, can be plugged di­
rectly into the mapping program. This 
is information in addition to that which 
is available from the federal govern­
ment or data companies. 

Mapping software: The last basic in­
gredient needed to create maps is 
mapping software. This is used to 
merge the corresponding boundary 
and data files. Mapping software uses 
the boundary file to draw the bounda­
ries of the map, then uses the data file 
to display data on the map. 

Data can be displayed on a map in 
many ways. The most common 
method is by color shading the map 
based on its corresponding data value. 
Another way is using dots in a dot den­
sity map. 

Mapping software's merging capa­
bility is one reason why this tool is so 
popular. This capability allows the 
user to get a clear picture of business 
trends. A marketer, for example, can 
pinpoint target markets using one or 
several demographic variables, add on 
a display of current market penetra-
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tion, and then interrelate the current 
level of penetration with the market's 
potential. This illustration of data per­
mits a quantifiable assessment of per­
formance vs. potential. Additionally, 
marketers have the capability to evalu­
ate the allocation of limited resources 
by overlaying many conditions within 
a single geographic area. MAR 

Students seek 
good careers, 
successful marriages 

The country's high school leaders 
hope to obtain some things in greater 
measure compared with their recent 
predecessors. These are good careers, 
successful marriages and personal 
contributions to society, according to 
survey participants at the 51st annual 
national conference of the National 
Assn. of Student Councils (NASC), in 
Amherst, N.Y. 

The yearly, four-year-old survey in­
volved about 1 ,300 of the 1, 700 stu­
dent leaders from the 50 states, Wash­
ington, D.C., and Puerto Rico. 
Although the survey does not try to be 
scientific, the organization said it rep­
resents the opinions of the only sec­
ondary school government group in 
the U.S. 

A conference spokesman said dele­
gates, from eighth grade to college 
freshmen, attended the conference. 
They represent 17,000 student organi­
zations and 20 million students. 

The survey, which covered 39 ques­
tions on current topics, trends and the 
students' hopes for the future, found 
that attitudes toward money have 
shifted. Compared with previous 
years, more students said that by the 
time they are 40, making money will 
be the least important of the five major 
values in their lives. 

The students ranked, in this order, 
those things most important, or impor­
tant: To have a successful career, a 
good first marriage, to be better par­
ents than their own and to contribute to 
society. 

Ranked in fifth place was making 
more money, which was 200 votes be­
hind fourth, out of 3, 700 total votes 
cast on the question. In most of the 
previous surveys, making more money 
had been a top-ranked value. 

Just 11 % said making money was 
the most important to them. On the 
other hand, 27% felt a good career 
was most important with about 20% 
choosing the other three choices. 

-CLASSIFIED AD--

FOR SALE 
Research facility with focus group 
room in growing southern market. 
Facility rated as "excellent" by cli­
ents. Turnkey operation with exist­
ing clients and directory listings .. 
Owners are moving and must sell. 

Contact: Jim Bryson (615) 331-
2086 

Impulse buying 
more common 
among females 

A recent study of unplanned pur­
chases has found that females are more 
easily influenced by the positive ef­
fects of a good mood than are males 
and thus consider themselves more 
likely to buy something on impulse. 

Females are more apt to yield to 
suggestive stimuli that improve their 
mood, the study found, such as back­
ground music, colorful point-of-pur­
chase displays and free samples. 

The study was conducted by the de­
partment of marketing at Georgia State 
University in Atlanta. 

Families stay close 
The Department of Health & Human 

Services reports that almost two-thirds 
of parents age 65 and older said they 
see their children at least weekly. That 
frequency is: 

• Daily, 23% 
• Weekly, 40% 
• Monthly, 16% 
• Yearly, 18% 
• Never, 3%. 

Most Americans 
support organ 
transplant "rights" 

Nearly nine out of 10 (86%) Ameri­
cans believe that organ transplants 
should be available to all patients re­
gardless of ability to pay, but only half 
(51%) agree that the government 
should pick up the tab, according to an 
SRI Gallup Hospital Market Research 
telephone poll of 1,003 adult Ameri­
cans conducted in June, 1987. 

The majority of Americans (51%) 
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would lay the bill at the government's 
door; 29% cite federal government re­
sponsibility and 22% believe that state 
or local governments should pay. But 
19% of Americans simply "don't 
know" who should pay the bill for pa­
tients unable to afford organ trans­
plants and nearly three out of 10 
Americans identify a wide range of 
potential payers, such as insurance 
companies, hospitals and charities. 

Men, middle-aged, higher income 
and western Americans more often fa­
vor federal government stepping in as 
the payer and younger Americans or 
northeasterners lay financial responsi­
bility with state or local governments. 
Older or less educated Americans as 
well as those who live in the north cen­
tral or south central states more often 
"don't know" who should pay. 

Other potential payers cited by 
Americans include insurance compa­
nies (7%), charities or private funds 
( 6%), taxpayers ( 4%), hospitals (3 %) , 
and doctors or "the medical commu­
nity" (2%). 

According to survey results, 93% of 
18-24 year-olds agree that transplants 
should be universally available regard­
less of ability to pay but only 75% of 
65-plus-year-old Americans agree 
with that position. Women, the elderly 
and the poor more often simply "don't 
know" if organ transplants should be 
available to all. 

The poll is based on telephone inter­
views conducted during June, 1987, 
with 1,003 adults in the contiguous 
U.S. 

The sample of telephone numbers 
called was randomly generated and 
stratified by age, sex and region of the 
country. Using a random-digit -dialing 
method which selects telephone num­
bers randomly, both listed and unlisted 
residential numbers were secured . In 
theory, in 19 out of 20 cases the results 

will differ by no more than 3. 1 per­
centage points in either direction ( + 
or -) than what would have been ob­
tained by interviewing all adult Ameri­
cans. 

No frills, please 
The no-frills hotels and motels, those 

without a restaurant, swimming pool 
or exercise room, may be what busi­
ness travelers want. Fifty-six percent 
of them said in a survey by R.H. 
Bruskin Associates, New Brunswick, 
N.J., that the less expensive alterna­
tive was preferable. Thirty-eight opted 
for full-service and 6% had no prefer­
ence. The most frequent business trav­
elers, those with incomes over 
$40,000, were about evenly divided in 
their feelings: 46% no-frills, 48% 
full-service, 6% no preference. 

Moving advice 
People relocating to a new home­

town prefer to get information about 
that area from family, relatives and 
friends rather than from places like 
chambers of commerce, real estate 
brokers and libraries, a survey shows. 

The Homequity, Inc., study of 1,800 
recently relocated families also found 
that the most requested information 
was on housing, mortgages and 
schools. 

Corrections 
The following listing was inadvertently omitted 
from the December /January Focus Group Re­
search Facilities Directory: 

Strategic Consumer Research, Inc. 
26250 Euclid Avenue 
Cleveland, OH 44132 
216-261-0308 
1, 3, 4, 6, 78 

TWO OUTSTANDING NEW FOCUS 
GROUP FACILITIES WITH THE 

SUPPORT SERVICE YOU EXPECT 

St. Louis, Missouri 
314-569-1324 

Cleveland, Ohio 
216-491-9515 

MOrketeam 
ASSOCiates ___ _. 
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PRODUCT AND SERVICE UPDATE--

Patient satisfaction tool ceptions during any "slice of time" 
and have the results within minutes 
of data collection. INTROSPECTIVE 

Alan R. Ehrlich & Co. announces IN­
TROSPECTIVE, a marketing re­
search software package designed 
to provide hospitals and other 
health care facilities with up-to­
date, "actionable" information re­
garding patient satisfaction. The 
system can measure patients' per-

alan r. ehrlich & co. 
utilizes computer interviewing tech­
niques and operates on any MIS­
DOS compatible computer. Contact 

28 

ANNOUNCES 

THE RELOCATION OF ITS OFFICES 

WITH 

NEW FOCUS GROUP FACILITIES 

LOS ANGELES 

17547 VENTURA BOULEVARD 

SUITE 308 

ENCINO, CALIFORNIA 91316 

818-783-2502 
FAX 818-905-3216 
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Nancy Levine 
President 

Alan R. Ehrlich, 15 Chelsea Way, Bri­
degwater, NJ 08807. (201) 722-1002. 

Response system 
Digisoft Computers, Inc., an­
nounces a response system called 
the Focus-Meter. The Focus-Meter 
system is a research tool that en­
ables a market researcher to mea­
sure participants' views on commer­
cials, screenings, discussions and 
programs as they see them . The 
system helps eliminate bias created 
by dominant participants in a focus 
group by individually recording the 
views of the participants. When the 
focus group session is complete, 
the moderator can use the recorded 
results in a follow-up discussion to 
gain insight on topics which may 
have been overshadowed by the 
opinions of a few participants. The 
system enables market researchers 
to provide their clients with immedi­
ate results. Contact Michael Jenner, 
director of marketing, Digisoft Com­
puters, Inc., (212) 289-0991. 

Random digit samples 
Creative Research Systems an­
nounces the Survey Sampler, a 
package for producing random digit 
telephone samples on a microcom­
puter. The user specifies the area 
codes and exchanges that should 
be included in the sample. The user 

c 
RS 

can also specify that certain num­
bers or block of numbers should be 
excluded from the sample. Lists of 
numbers to call are then produced 
in any of three customized formats. 
Contact Lisa M. Bacon, sales man­
ager, Creative Research Systems, 15 
Lone Oak Ctr., Petaluma, CA 94952. 
(707) 765-1001. 

Hispanic market data 
Hispanic Media & Markets, pub­
lished by Standard Rate & Data Ser-
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vice, Inc., is designed to promote 
targeting the Hispanic market 
among advertiser companies and 
advertising agencies. It contains 
market data estimates for popula­
tion, households, Hispanic penetra-

srds 
tion and other market indicators for 
212 ADis to be updated regularly. 
Supplier and service firms providing 
marketing-related services to the 
Hispanic market are included. Con­
tact Bonnie King, SDRS, 3004 Glen­
view Rd., Wilmette, IL, 60091 . (312) 
256-6067. 

Research reports 
Cambridge Information Group has 
published an updated edition of 
FINDEX, a guide to market research 
reports, studies and surveys. FIN ­
DEX 1988 includes summaries of 
more than 11 ,000 finished research 
reports in 12 categories ranging 
from consumer goods to transporta­
tion. It is intended to provide busi­
nesses with fast , economical ac­
cess to the vast amount of research 
being produced in America each 
year. Contact FINDEX, 7200 Wiscon­
sin Ave. , Bethesda, MD 20814. (301) 
961-6750. 

Search service 
Marcept Consulting & Research, 
Inc. , announces GATEWAY Data­
base Search, a private database 
search service giving executives ac­
cess to current marketing informa-

tion. GATEWAY accesses informa­
tion from hundreds of specialized 
computer databases. Usual turn­
around time is less than one week. 
Contact Marcept Consulting & Re­
search , Inc., (208) 343-4607. 

Sales promotion service 
Simmons Custom Studies an­
nounces PromoGuide, a research 
service that can increase the effec­
tiveness and efficiency of sales pro­
motion such as couponing , sweep­
stakes, premiums , tie-ins and 
rebates. It can be used at the na-
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tional, regional and neighborhood 
level. Contact Tom Gallagher (212) 
916-8936. 

Facility management system 

3 IN 10 
ISN'T BAD? 
OR IS IT? ECF Systems Development an­

nounces Focus FMS. This focus fa­
cility management system: Replaces 
respondent file cards with a com­
pletely menu-driven computer sys­
tem; allows you to search your re­
spondent files on any or all of up to 
40 demographic criteria; identifies 
and eliminates 'professional ' respon­
dents from groups; eliminates the 
problem of respondents attending 
more than one group for the same 
client; allows you to review the re­
cruiting status of your groups at a 
glance and keep track of your re­
cruiters ' performance; automatically 
prints complete recruiting forms, 
confirmation letters, group sign-in 
sheets and job records; maintains in­
formation on all of your clients and 
prepares complete histories of client 
activity. The system comes with full 
documentation, a set of data forms 
for collecting information and full 
customer phone support. Contact Ed 
Fredian, ECF Systems Development, 
31955 10th Ave. , S. Laguna, CA 
92677. (714) 499-5135. 

THREE* OF YOUR 
MARKETS WERE CLEAN 

IN YOUR LAST 
10-MARKET STUDY 

WE CAN HELP! 

Call JOHN ELROD 
SIGMA RESEARCH 

COMPANY 
201-886-0550 

*Based on over 1.5 mi ll ion mal l and 
door-to-door respondenrs. 1980 to 1987. 

-~ 

In those studies 3 markets had no 
duplication; 5 markets had I to I 0% 
duplication; and 2 markets had over 

I Olf'c duplication. 
Duplication is based on matchi ng 

te lephone numbers. 
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HEALTHCARE MARKETING RESEARCH SERVICES 
Editor's Note: Th is list was developed by maili ng forms to those organizat ions which we found have 
indicated healthcare research capabilities in the ir adverti sements, public ity or other publi shed mate­
ri al. 

Codes: Consumer Pulse, Inc. D.R.S. Health Cons. 
725 South Adams Road PO . Box 99 Candlewood Isle 

Quantitative Qualitative Areas of Expert ise Birmingham, Ml48011 New Fairfield , CT 06812 
A-1 Syndicated Studies B-1 Focus Groups C-1 Dentists 800/336-0159 203/746-5270 

2 Multi-Client Studies 2 One-On-Ones 2 Doctors / Physicians A 5-6-7-8-9 A 5-6-7 
3 Omnibus Studies 3 Drugs/ Health Products B 1-2 B 1-2 
4 Panels 4 Health Maintenance/ c 1-2-3-4-5-6-7-8-9 c 1-2-3-5-6-7-8-9 
5 Personal Interviewing Insurance Organizations 
6 Telephone Interviewing 5 Hospitals Creative Marketing Solutions DTW Mktg Rsch Grp 
7 Mail Surveys 6 Instrumentation/Devices PO. Box 568 395 Pleasant Valley Way 
8 Software 7 Nurses Langehorne, PA 19047 West Orange, NJ 07052 
9 Data Processing 8 Patient 215/357-3655 201/325-2888 

9 Pharmac ists B 1-2 A 1-5-6-7 
c 1-2-3-5-6-7-9 B 1-2 

c 1-2-3-4-5-6-7-8-9 
Aloco, Inc. Burgoyne Information Svcs. The Datafax Company 
875 Centerville Rd . One Centennial Pl/705 Central Ave 2600 Maitland Ctr Pkwy/#170 East West Research Institute 
Warwick , Rl 02886 Cincinnati, OH 45202 Maitland , FL 32751 735 Bishop St!Ste. 235 
401/821-6900 513/621-7000 407/ 660-8878 Honolulu, Hl96813 
A 2-4-5-6-7 A 5-6-8-9 A 1-5-6-7-9 808/531 -7244 
B 1-2 B 1-2 B 1-2 A 1-2-3-4-5-6-7 
c 2-4-5-7-8 c 1-2-3-4-5-6-7-8-9 c 2-5-7-8 B 1-2 

(See Advertisement Page 24) c 1-2-3-4-5-6-7-8-9 
American Public Opinion & C/J Research , Inc. 
Market Research Corp . 3150 Salt Creek Lane The Data Group, Inc. Blanka Eckstein Qual. Rsch . 
1324 So. Minnesota Ave . Arlington Heights, IL 60005 2260 Butler Pike 251 Lexington Avenue 
Sioux Falls, SD 57105 312/ 253-1100 Plymouth Meeting , PA 19462 New York, NY 10016 
A 1-2-3-4-5-6-7-8-9 A 4-6-7-9 215/834-2080 212/ 685-1 635 
B 1-2 B 1-2 A 5-6-7-9 B 1-2 
c 1-2-3-4-5-6-7-8-9 c 1-2-3-4-5-6-7-8-9 B 1-2 c 2-3-6-7 

c 1-2-3-4-5-6-7-8-9 
Analysis Research Ltd. California Survey Research Elrick & Lavidge, Inc. 
4655 Ruffner St!Ste 180 5400 Van Nuys Blvd/ Ste 307 Datalogics 1 0 South Riverside/ Ste. 1730 
San Diego, CA 92111 Van Nuys, CA 91401 6085 Route 263 Chicago, IL 60606-3838 
619/268-4800 818/986-9444 Solebury, PA 18963 312/726-0666 
A 5-6 A 6-7 215/794-7486 A 5-6-7-8-9 
B 1-2 c 2-4-5-8 A 8-9 B 1-2 
c 1-2-3-4-5-6-7-8-9 c 2-3-5-6-7-8-9 c 2-3-5-7-9 
(See Advertisement on Page 22) Chesapeake Surveys (See Advertisement Page 34) 

305 W. Chesapeake Ave/ #L 19 Endresen Research 
Anderson , ~iebuhr & Assoc . Towson , MD 21204 Datatactics, Inc. Four West Blaine 
1885 University Avenue 301/296-4411 555 Presidential Blvd ., Ste . 430 Seattle , WA 98119 
St. Paul , MN 55104 A 5-6-7-9 Philadelphia, PA 19004 206/285-1771 
612/645-5577 B 1-2 215/ 668-1660 A 2-6-7-9 
A 5-6-7 c 1-2-3-4-5-6-7-8-9 A 5-6-7-9 B 1-2 
B 1-2 B 1-2 c 2-3-4-5-8 
c 1-2-3-4-5-7-8 Commission on Professional c 1-2-3-4-5-6-7-8-9 

& Hospital Activities(CPHA) Edward Epstein & Assoc . 
The Answer Group 1968 Green Road/Box 1809 Decision Support Systems 420 Jericho Turnpike 
11161 Kenwood Road Ann Arbor, Ml48106 2261 Brookhaven PI Dr/#106 Jericho, NY 11791 
Cincinnati , OH 45242 313/769-6511 Arlington , TX 76011 516/822-8600 
513/489-9000 A8-9 817/640-0245 A 5-6-7 
A 5-6-7-8-9 c 3-5 A 5-6-7-9 B 1-2 
B 1-2 Consumer/Industrial Rsch . Svce. B 1-2 c 1-2-3-5-7-9 
c 1-2-3-5-6-7-8-9 600 N. Jackson Street c 1-2-3-4-5-7-8 

Media, PA 19063 First Market Research Corp. 
Barson Marketing 215/565-6222 DeNicola Research , Inc. 121 Beach Street 
Box 1148-Hwy. 9 A 5-6-7-8-9 325 Greenwich Avenue Boston, MA 02111 
Manalapan, NJ 07726 B 1-2 Greenwich , CT 06830 617 I 482-9080 
201 I 446-3662 c 1-2-3-4-5-6-7-9 203/629-3323 A 5-6 
A6-7 B 1-2 . B 1-2 
c 1-2-3-4-5 Consumer Opinion Services, Inc. c 1-2-3-7-9 c 1-2-4-5-7-8 

Jerome Brown Communications 
12825-1 st Avenue South (See Advertisement Page 31) 
Seattle , WA 98168 Ruth Diamond Mkt. Rsch . 

700 White Plains Rd . 206/241-6050 770 Alberta Drive Focus Market Research , Inc . 
Scarsdale, NY 10583 A 5-6 Buffalo, NY 14226 801 W. 1 06th Street 
914/472-7474 B 1-2 716/836-1110 Bloomington, MN 55420 
A 2-5-6-7 c 1-2 A 2-4-5-6-7 612/881-3635 
B 1-2 (See Advertisement Page 27) B 1-2 B 1-2 
c 1-2-3-5-7 c 1-2-3-5-7-8-9 c 1-2-3-7-8-9 

R.H . Bruskin Assoc . 
Consumer & Professional Research 
1515 Sheridan Rd ., PO. Box 759 Dolobowsky Qualitative Services, Inc. Focus Research 

303 George St. Wilmette , IL 60091 94 Lincoln Street 26142 Ave. Bonachon 
New Brunswick, NJ 08903 312/256-7744 Waltham , MA 02154 Mission Viejo, CA 92691 
201/249-1800 A5-6-7 617/647-0872 714/380-1612 
A 1-2-3-4-5-6-7 B 1-2 B 1-2 A 5-6-7 
B 1-2 c 2-3-4-5-6-7-8-9 c 1-3-4-5-9 B 1-2 
c 1-2-3-4-5-7-8-9 (See Advertisement Page 24) c 2-4-5-7-8 
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E. Friedman Marketing Services, Inc. Hildebrandt Consultants Kennedy Research Inc . MedProbe Medical Marketing Research 
25130 Southfield Rd .. #200 2 Ardmore Road 405A Waters Bldg . 7901 Flying Cloud Dr /#153 
Southfield, Ml48075 Berkeley, CA 94707 Grand Rapids, Ml49503 Eden Prairie , MN 55344 
313/ 569-0444 415/ 524-7929 616/ 458-1461 612/941-7965 
A 1-2-3-4-5-6 A 5-6 A 5-6-7 A 3-4-5-6-7-8-9 
B 1-2 B 1-2 B 1-2 B 1-2 
c 1-2-3-4-5-7-8-9 c 2-3-4-8 c 2-3-4-5-7-8-9 c 1-2-3-4-5-6-7-8-9 
(See Advertisement Page 3) 

The Melior Group Hospital Research Assoc . LaScola Qualitative Research 
The Gallup Organization One Gothic PI/Hollywood Ave 3701 Connecticut Ave NW / #136 316 So. 16th Street 
53 Bank Street Fairfield , NJ 07006 Washington , DC 20008 Philadelphia, PA 19102 
Princeton , NJ 08542 201 / 575-3650 203/363-9367 215/545-0054 
609/ 924-9600 A 1-3-4-5-6-7-8-9 B 1-2 A5-6-7 
A 1-2-3-5-6-7 B 1-2 c 2-7-8 B 1-2 
B 1 c 2-3-4-5-7-9 c 2-4-5-7-8 
c 2-3-4 Maritz Marketing Research 

D. S. Howard & Assoc . 1515 Route 10 Mid-America Research , Inc. 
Glickman Research Assoc . 307 N. Michi%an Ave . Parsippany, NJ 07054 999 N. Elmhurst Rd . 
354 Old Oak Road Chicago, IL 6 601 201 / 292-1775 Mt. Prospect , II 60056 
Westwood , NJ 07675 312/ 372-7048 A 2-5-6-7-9 312/392-0800 
201 /664-6688 A 5-6-7 B 1-2 A 5-6-7-9 
A 5-6-7-9 B 1-2 c 2-3-4-5-6-7-8-9 B 1-2 
B 1-2 c 1-2-3-4-5-6-7-8-9 (See Advertisement Page 11) c 1-2-3-4-5-7-8-9 
c 1-2-3-4-5-7-8-9 

In Focus Mktg . Rsch . & Cons . Market Data Resources Migliara-Kaplan Assoc . 
HDMC Marketing 1423 Highland Pkwy 1414 North 150 Street 305 W. Chesapeake Ave/#509 
127 Woodland Avenue St. Paul , MN 55116 Omaha, NE 68154 Towson , MD 21204 
Fanwood , NJ 07023 612/ 698-2777 402/496-7348 3-1/828-6520 
201/889-1941 B 1-2 A5-6-7 A 1-2-5-6-7-8-9 
B 1-2 c 2-3-4-5-6-7-8-9 B 1-2 B 1-2 
c 1-2-3-5-6-7-8-9 c 1-2-3-5 c 1-2-3-4-5-6-7-8-9 

lnfoDirect , Inc. 
Hancock Information Group 230 So. Broad St/?th Fir. Marketeam Associates MIL Research 
4 79 Montgomery Place Philadelphia, PA 19102 55 No. New Ballas Rd 307 N. Michigan 
Altamonte Springs, FL 32714 800/331 -9316 or 215/546-1636 St. Louis, MO 63141 Chicago, IL 60601 
305/ 682-1556 A6-7 314/569-1324 312/ .726-8099 
A 5-6-7-8-9 B 1-2 A 2-5-6-7 A 1-2-5-6-7 
B 1 B 1-2 B 1-2 
c 1-2-4-5 International Forum Corp. c 2-4-5-6-7-8 c 2-3-6 

9900 Westpark/Ste 186 (See Advertisement Page 30) 
Hanson & Quick Marketing Services, Houston , TX 77063 M/OR/E, Inc. 
Inc. 713/784-2222 The Marketing Workshop 970 Lexington Ave . 
6950 France Avenue South A 5-6 3294 Medlock Bridge Road New York, NY 10021 
Minneapolis, MN 55435 B 1 Norcross, GA 30092 212/744-5969 
612/925-3131 c 2-5-6-9 404/449-6767 A 2-5-6-7 
A 5-6-7-9 A 5-6-7-8-9 B 1 
B 1-2 lntersearch Corp. B 1-2 c 1-2-3-5-8 
c 2-3-4-5-6-7-8 132 Welsh Rd . c 1-2-4-5-6-7 

Horsham, PA 19044 National Analysts 
Harrington Market Research 215/657-6400 The Martec Group 400 Market Street 
511 Monroe Street A5-6-7 657 W. Fulton St. Philadelphia, PA 19106 
Kalamazoo, Ml49007 B 1-2 Chicago, IL 60606 215/627-8110 
616/ 342-6783 c 1-2-3-4-5-6-7-8-9 312/207-0887 A 5-6-7-8-9 
A 3-5-6-7-9 A 4-5-6-7-8-9 B 1-2 
B 1-2 JRB Mktg & Opinion Rsch . B 1-2 c 1-2-3-4-5-6-7-8-9 
c 1-2-3-4-5-6-7-8-9 29 Elm Street c 2-3-6-7-9 

Great Neck, NY 11021 National Research , Inc. 
Health Surveys & Marketing Inc. 516/829-8351 Medical Research Bureau 5454 Wisconsin Ave., lnc/#840 
6647 Fairfax Road A 4-5-6-7 10301 Wayzata Blvd/P.O. Box 26695 Chevy Chase, MD ·20815 
Chevy Chase, MD 20815 c 3-4-5-6-8 Minneapolis, MN 55426-0695 301/951-9550 
301/654-0185 612/542-0800 A6-9 
A? A 5-6-7-9 c 2-4-5-6-9 
B 1-2 B 1-2 
c 2-5-8 c 1-2-3-4-5-6-7-8-9 
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FREE KIT 
Data Collection 

S and • • 
canning • 

• 
Learn how we can help • • YOU help your company • or clients. • 

Data Lab has been scan- • 
• ning data for researchers • for more than a decade. • .. 

We're CAN DO on- • 
ented; CAN DO whole • 
projects, or parts of pro- • 
Jects you don't want to do; • 
the "back room" work. --We offer accuracy, 
speed, quality, econ- : 
omy, and use state-of-
the-art, equipment. : 

Data Lab can scan sin- -• gle or multi-page docu- • 
ments (up to 48 pps.), and 
from 5,000-150,000 (plus) : 
cumulative pps. @ up to 
10,000 sheetsjhr. • 

• 
Data Lab also offers 

assistance with: 

o document design 
o composition 
o printing 
o mail & returns 
o statistical analysis 

• • • 
• 
• 
• 
• 
• 
• 

Pass the $aving$ along • 
to yourself and your • 
client! • .. 

Write or call for your • 
FREE kit today. • 

• 
• 

Data Lab, Dept. a 
7333 N. Oak Park Ave. 

Niles, II., 60648 

Tel. 
(312) 647-6678 
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New Directions Marketing Rsch . Product Evaluation , Inc. Radley Resources, Inc. 
2670 W. Fairbanks Ave . 633 So. LaGrange Road P.O . Box 2275 
Winter Park, FL 32789 LaGrange, IL 60525 Westfield , NJ 07091 
407/740-7500 312/482-7750 201/232-1600 
A 5-6-7-9 A 5-6 A 5-6-7 
B 1-2 B 1-2 B 1-2 c 1-2-4-5-7 c 1-2-3-5-6-7-8-9 c 2-5-8 

Northwest Surveys Professional Field Svcs Research, Inc. 
2100 North 45th Street P.O . Box 128 521 Plymouth Rd/Ste. 108 
Seattle , WA 98103 Long Island , NY 11756 Plymouth Meeting , PA 19462 
206/547-5600 516/796-4242 800/828-3228 
A 1-2-3-4-5-6-7-8-9 A 4-5-6 A 5-6-7 
B 1-2 B 1-2 B 1-2 c 1-2-3-4-5-6-7-8-9 c 1-2-3-4-5-6-7-9 c 4-5 
(See Advertisement Page 20) 

Projections Mktg Rsch 
O'Neil Associates, Inc. 47 Marlboro St/P.O. Box 585 Response Analysis Corporation 
412 East Southern Ave . Keene, NH 03431-0585 377Wall St/P.O. Box 158 
Tempe, AZ 85282 603/352-9500 Princeton , NJ 08540 
602/967-4441 A 4-5-6-7 609/921-3333 
A 5-6-7-9 B 1-2 A 1-2-5-6-7 
B 1-2 c 2-3-4-5-6-7-8 B 1-2 
c 2-4-5-8 c 2-3-4-5-8 

Project Research, Inc . 
Opinions Unlimited , Inc . 131 Fifth St. SE RSVP/Interviewing Svcs 
1500 w. 13th. Minneapolis, MN 55414 1916 Welsh Road 
Amarillo, TX 79102 612/331-9222 Philadelphia , PA 19115 
806/373-7491 A 1-2-5-6-7-9 215/969-8500 
A 5-6 B 1-2 A6 
B 1-2 c 2-3-4-5-6-7-8 c 1-2-7-9 
c 4-8 (See Advertisement on Page 17) 

Rhoda Schild Focus Gp Recruit. 
Palshaw Measurement, Inc. Projections Mktg Rsrch & Cons 149 West 12 Street 
Box 1439 47 Marlboro Street New York, NY 10011 
Pebble Beach , CA 93953 Keene, NH 03431-0585 212/242-2328 
408/625-2500 603/352-9500 B 1-2 
A 2-3-5 A 4-5-6-7-9 c 1-2-3-4-5-6-7-8-9 
c 1-2-3-6-7-8-9 B 1-2 

c 2-3-4-5-6-7-8 Schulman, Ronca & Bucuvalas 
444 Park Avenue 

Perception Research Svcs Quick Test Opinion Centers New York , NY 10016 
440 Sylvan Avenue 1819 JFK Boulevard/Ste 330 212/481-6200 or 202/659-5010 
Englewood Cliffs, NJ 07632 Philadelphia, PA 19103 A 5-6-7 
201/568-8151 800/523-1288 B 1-2 
A5 A 5-6-9 c 2-4-5 
B2 B 1-2 
C2 c 1-2-9 Schwartz Field Services 

Rabin Research Company 
9211 Lazy Lane 

Philadelphia Focus, Inc. Tampa, FL 33614 
100 N. 17th Street/3rd Fir. 520 North Michigan Ave/#1400 813/933-8060 
Philadelphia, PA 19103 Chicago, IL 60611 A 4-5-6 
215/561-5500 312/467-5090 B 1-2 
B 1-2 A 5-6-7-8-9 c 2-4-5-6-9 c 1-2-3-4-5-6-7-8-9 B 1-2 
(See Advertisement on Page 26) c 1-2-3-4-5-7-8-9 continued on p. 44 
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• • 
• • • • • • • 
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Minneapolis/St. Paul Metro Area 

and 
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local and full U.S. W A TS coverage 

JEANNE DREW SURVEYS, INC. 
5005 112 - 34th Ave. So., Mpls. , MN 55417 
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Why this lication 
and nwre than 1,200 
others let us go over 
their books 

once a year. 
Some publications, we 're sorry to say, keep their readers 

undercover. They steadfastly refuse to let BPA (Business Pub­
lications Audit of Circulation , Inc.) or any other independent, 
not-for-profit organization audit their circulation records . 

On the other hand , over 1,200 publications (like this one) be­
long to BPA. Once a year, BPA auditors examine and verify the 
accuracy of our circulation records. 

The audit makes sure you are who we say you are. The infor­
mation helps advertisers to determine if they are saying the right 
thing to the right people in the right place. 

It also helps somebody else important : you. Because the more 
a publication and its advertisers know about you , the better they 
can provide you with articles and advertisements that meet your 
information needs. 

BPA. For readers it stands for meaningful information . For ad­
vertisers it stands for meaningful readers . Business Publications 
Audit of Circulation , Inc. 360 Park Ave. So. , New York, NY 10010. 

MEDIA 
INTELLIGENCE 

WBPA 



--------NAMES OF NOTE--------

Custom Research, Inc ., Minneapolis, 
announces the promotion of Darrell 
Foss to vice president and Jeanne Ka­
lien to senior vice president. 

Phil Balducci & Associates, Tampa, 
FL, announces the completion of an ex­
pansion which more than doubles its of­
fice space to include a focus group facil­
ity, a full-equipped test kitchen and 
additional WATS lines for intrastate and 
interstate telephone interviewing. 

Harvey Rosen has joined Research & 
Forecasts, New York, as senior vice 
president. Most recently, he was vice 
president of Simmons Market Re­
search Bureau's custom studies/finan­
cial research services division. 

Debra A. Keeney has been named di­
rector of McGraw-Hill Research's tel­
ephone interviewing center. Prior to 
rejoining McGraw-Hill , New York , 
Keeney was president of DAK Re­
search. 

Motoresearch has moved to a new lo-

cation. The address is: 1035 So. Ad­
ams, Birmingham, MI 48011. Tele­
phone: (313) 647-9500. 

Saul Cohen announces the formation 
of his company, Saul Cohen & Asso­
ciates, Ltd., Stamford, CT, specializ­
ing in qualitative marketing research. 
Formerly vice president and founder 
of the qualitative division of Leferman 
Associates , Cohen's expertise is in in­
terpersonal and group dynamics and 
interaction. The company offers a full­
range of customized methodologies. 

Cohen Kinter 

Priscilla Kinter has been appointed 
project director of Parkwood Research 
Associates, Allentown, PA. She will 

JOIN TODAY! 

34 

MEMBERSHIP$ 195./YEAR 

PERCEPTUAL MAPPING SOFTWARE ... FREE 
• CONJOINT ANALYSIS SOFTWARE ... FREE 
• PRICE SENSITIVITY SOFTWARE ... FREE 
• CROSS-TABULATION SOFTWARE ... FREE 

Advanced, state-of-the-art programs . Exquis ite ly designed , superbly 
documented , with TUTORIAL and DEMONSTRATION diskettes (fo r 
100% compatible PCs) . 

FREE enhancements, upgrades and 
new programs as developed. 
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be responsible for managing research 
projects , field work and the company's 
focus group facility. Prior to joining 
PRA , Kinter was a research supervi­
sor at Grey Advertising and an adver­
tising/research manager at GNB, Inc. 

Warren Dobbs has been promoted to 
senior vice president at Simmons Mar­
ket Research Bureau, Inc., New York. 
For the past three years, Dobbs has 
had a variety of sales responsibilities 
at Simmons including management of 
the midwest Simmons office and 
southern territory. 

Steve Fajen has joined Simmons' syn­
dicated studies as executive vice presi­
dent to head the newly created media 
sales and service unit. He was previ­
ously a partner and director of client 
services at Vitt Media . 

Med Focu s, St. Paul , MN , has 
changed its name to In Focus Market­
ing Research and Consulting. The 
company provides research design , 
field supervision, focus group moder­
ating and in-depth interviewing for cli­
ents in the medical, financial , insur­
ance, services and consumer products 
industries. 

ConsumerViews, a division of Bur­
goyne, Inc., Cincinnati, announces the 
appointment of Warren W. Pino as 
account executive in its West Coast cli­
ent services offices in San Francisco. 
Pino previously worked for Winona 
Research , IBM, and Columbia Infor­
mation Systems. 

Roy G. Stout has been elected to the 
newly created postion of vice presi­
dent, corporate marketing research at 
the Coca-Cola Co. , Atlanta. Stout was 
previously senior vice president , mar­
keting research , for the company's 
Coca-Cola, USA unit. In his new post , 
he is responsible for the company's 
world-wide marketing research. 
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Caryl-Lynn Kahn has joined Elrick 
& Lavidge's New York area office as 
qualitative research account manager. 
Previously, she was a research analyst 
at Ayerst Laboratories in New York. 
She also served as adjunct professor of 
marketing at the New York Institute of 
Technology, Old Westbury. 

David Nero, Elrick & Lavidge , Chi­
cago, has been named vice president. 
He will continue as head of the health 
care services research group in the 
Chicago office. Prior to joining E&L 
in 1980, he was with American Hospi­
tal Supply with responsibilities in mar­
ket research and business develop­
ment. 

Laurie (Josey) Butler, Elrick & 
Lavidge, Atlanta , has been appointed 
vice president. She will continue as 
head of the qualitative research group 
in Atlanta and will also assume addi­
tional business development responsi­
bilites . She joined E&L in 1981 as 
project manager. 

Joseph Ferrara has been promoted 
from research analyst to the newly cre­
ated position of research supervisor 
within the marketing communications 
department of The Record, New Jer­
sey 's largest evening newspaper. In his 
new position , Ferrara will be responsi­
ble for market research for the adver­
tising , circulation , and editorial de­
partment s a s well a s corporate 
research. 

Cook Research & Consulting has 
moved from the third floor to new fa­
cilities on the second floor of the 
Southdale Office Centre at 6600 
France Ave. So. , Minneapolis. Tele­
phone: (612) 920-6251. The company 
offers a telephone interviewing center, 
a focus group facility, a viewing room 
that accommodates up to 15 clients, 
and a viewable test kitchen for both 
consumer and institutional food test­
ing . 

Opinion Research Corp. , Princeton , 
NJ , annouces two promotions: Steven 
I. Marks to research executive and 
George M. Philip to research direc­
tor. Marks joined ORC in 1985 as a 
research associate in the company 's 
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cable video research center in New 
York City. In his new position, he will 
market and coordinate ORC 's shared­
cost General Public Caravan Survey. 
Prior to joining ORC as a research as­
sistant in 1985 , Philip was a graduate 
assistant at Texas A&M University. In 
his new position, Philip will be re­
sponsible for the direction of a wide­
range of custom-designed market re­
search projects. 

Kimberly Hess has joined Custom 
Research , Inc. , Minneapolis , as a re-

search manager at CRI 's East coast of­
fice in Union , NJ. Formerly she was 
with market management at Southern 
New England Telecommunications 
Corp. Hess has previously been senior 
account executive at Survey Sampling, 
Inc. 

Joining Precision Field Services , 
Niles , IL, is Carol Mitchell as field 
director. She will be responsible for 
executive/medical interviews , inside 
and outside projects, special events , 
and store audits . MRR 

TELEX® 
Call toll free 

1-800-828-6107 
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Americans favor 
tougher public 
school standards 

proval ratings for public schools com­
ing from affluent, college-educated 
whites living in the suburbs or small 
communities . 

Americans are in favor of moves to 
apply stricter standards on public 
schools and refute the idea that a faster 
pace will be too much for students 
from poor homes, a recent Gallup Poll 
shows. 

The survey, which was sponsored by 
Phi Delta Kappa, an educator's honor­
ary fraternity, also found opinions split 
on whether public schools have im­
proved over the past five years. The 
survey found that 25 % felt local 
schools had improved ; 22 % said they 
got worse; 36 % said they stayed the 
same and 17 % had no opinion . 

Respondents were least content with 
public schools in central cities , the 
survey found , with the highest ap- The survey respondents were also 
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asked to assign a letter grade to the 
schools in their community. Twelve 
percent gave them an "t\'; 31 %, "B" ; 
30% , "C"; 9 % , "D" and 4% , "F" 
for failure. Fourteen percent had no 
opinion . 

Those grades were a slight improve­
ment over 1986 when the grades as­
signed were: 11 %, "t\' ; 30 %, "B"; 
28% , "C"; 11 %, "D" and5 %, "F". 

The annual survey, which began in 
1969, involved interviews with 1,571 
adults in their homes between April 
10-13. The poll has a three-point mar­
gin of error in either direction . 

Dining out 
Dinner has replaced lunch as the 

meal most people eat away from 
home, according to the eighth annual 
Tastes of America survey for Restau­
rants and Institutions magazine. Fur­
thermore , breakfast sandwiches are 
the most frequently ordered breakfast 
item (24 %). The survey also showed 
that 40.3 % of the respondents said 
they or members of their households 
eat out more than seven times each 
week. Only 8.4 % did not regularly eat 
out. Conducted by National Family 
Opinion , the survey had 1,404 respon­
dents from across the country. 

Decision-makers 
read publication ads 

Approximately eight out of 10 pur­
chase decision-makers who begin to 
read an advertisement in a business 
publication read half or more , accord­
ing to a McGraw-Hill Research analy­
sis of 94 Ad/Call studies involving 
4,365 ads. 

Moreover, six out of 10 of those 
purchase decision-makers who begin 
to read an ad take or plan some action 
as a result of reading the advertise­
ment. These actions include purchas­
ing the item , calling for further infor­
mation , passing the ad along, filing for 
future reference , discussing the ad 
with others , recommending the prod­
uct 's use , or filling out an inquiry 
card. 

The studies prove that advertising 
can help to enhance selling efforts , 
since information from ads is carefully 
evaluated by decision-makers in their 
purchasing process. 
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For Faster And More Efficient Service 
Please Use The Attached Cards For 
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Pillsbury 
continued from p. 15 

to their traditional regional foods. They could be 
Midwesterners for whom a main meal is meat and 
potatoes; Southerners with fried chicken and 
vegetables, or New Englanders with their traditional 
clam bakes. Currently 21% of the total sample, this 
group showed a 34% decline in 15 years. 

Largely blue-collar workers with modest 
educations and incomes, Down Home Stokers are not 
adventurous eaters, perhaps because they're very 
involved in preserving their own ethnicity and so take 
less time to explore the differences other foods offer. 
They follow "nutrition trends" in a broad sense, but 
take little action on them, opting instead to stick with 
the foods of their past. Typical Down Home Stoker 
regional preferences are: Homemade fried chicken; 
fresh-baked breads (such as cornbread served with 
chicken or fish, rolls with steak, and biscuits with 
sausage); vegetables prepared with bacon or other 
salty meat, and fried eggs. 

• Careful Cooks. A steadily growing group, the 
Careful Cooks have grown by 122% during the 15-
year period. During 1971-72, this group comprised 
9% of the population; today it accounts for 20%. 
Characterized as retired and living on the West Coast, 
this group is generally well-educated and have high­
incomes. 

While the Careful Cooks want to enjoy food, they 
don't want to at the expense of their health. Once 
consumers of red meat, they've given it up in 
exchange for foods like chicken, fish, salads, fresh 
fruits and vegetables, yogurt, skim milk, and wheat 
bread. Adventurous, too, they like to try foods of 
other cuisines but in accordance with their doctor's 
dietary guidelines. 

• Happy Cookers. The last group, the Happy 

June/July 1988 

The Careful Cooks 

1 971 /72 1977/78 1985/86 

The Careful Cooks are currently 20% of the study 
sample, an increase of 122% in 15 years. 

Cookers, are those who say they can "read a 
cookbook like a novel." To them, cooking and baking 
are a source of pride and personal satisfaction. Their 
numbers, however, are dwindling. While once 23% 
of the survey population, the Happy Cookers are now 

continued on p. 44 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 

Listed below are names of companies specializing in focus groups. Included are contact personnel, 
addresses and phone numbers. Companies are listed alphabetically and are also classified by state and 

specialty for your convenience. Contact publisher for advertising rates: Quirk's Marketing Research 
Review, P.O. Box 23536, Minneapolis, MN 55423, 6121861-8051. 

Accurate Marketing Research Burke Marketing Research, Inc. DeNicola Research, Inc. First Market Research Corp. 
2214 Paddock Way Dr/Ste 100 800 Broadway 325 Greenwich Avenue 121 Beach Street 
Grand Prairie, TX 75050 Cincinnati, OH 45202 Greenwich, CT 06830 Boston, MA 021 11 
214/647-4272 513/852-3789 203/629-3323 617/482-9080 
Contact: Robin H. McClure Contact: Norman Ussher Contact: Nino DeNicola Contact: Linda M. Lynch 
Consumer, Executive, Food, Nat/ Network of Moderators: Hi- Consumer, Healthcare, Financial Consumer, Retail, Banking, 
Packaged Goods,Automotive Tech/Finance/Child/Older Adult Services,Advertising Hea lth Care 

A~ha Research Associates, Inc. Consumer/Industrial Rsch Svce Dolobowsky Qual. Svcs., Inc. First Market Research Corp. 
P. . Box 28497, North Station 600 North Jackson Street 94 Lincoln Street 121 Beach Street 
Providence, Rl 02908 Media, PA 19063 Waltham, MA 02154 Boston, MA 02111 
401 /521 -6660 215/565-6222 617/647-0872 61 7/482-9080 
Contact: Victor L. Profughi Contact: James D. Lewis Contact: Reva Dolobowsky Contact: Jack M. Reynolds 
Fu//SvcQuai/Quan.Analysis/ Health Care;Agri-Bus;lnd; Experts in Idea Generating Banking,Health Care,Ad 
Consltg&MktRes/Since 1976 Trad 'I;Tele;One-on-One Groups,ln-Depth Interviews Testing, Consumer, Executive 

American Public Opinion Survey & Consumer Opinion Services Doyle Research Associates, Inc. Fitzpatrick Research Services, Inc. 
Market Research Corp. 12825-1 st Avenue South 980 N. Michigan/Ste 1400 102 Foxwood Road 
1324 South Minnesota Avenue Seattle, WA 98168 Chicago, IL60611 West Nyack, NY 10994 
Sioux Falls, SD 57105 206/241-6050 312/944-4848 914/353-44 70 
605/338-3918 Contact: Jerry Carter Contact: Kathleen M. Doyle Contact: Linda Fitzpatrick 
Contact: Warren R. Johnson Consumer, Business Groups and Specialty: Children/Teenagers Expert Moderator, Strong 
Established 1960-Full Service One-on-Ones Concept & Product Evaluations Marketing Background 
Group- National & lnternat 'l 

Creative Marketing Solutions, Inc. D-R-S HealthCare Consultants Genus Research 
Analysis Research Limited 35 Lake Dr No/#99/Candlewd lsi 87 Grove PI/P.O. Box 9456 
4655 Ruffner St. , Ste 180 P.O. Box 568 New Fairfield, CT 06812 New Haven, CT 06534 
San Diego, CA 92111 Langhorne, PA 19047 

203/7 46-5270 203/934-1176 
619/268-4800 215/35 7-3655 Contact: Dr. Murray Simon Contact: Denise Marini Kuziel 
Contact: Arline M. Lowenthal Contact: Larry Schwarz Specializing In Physicians,Den- Svc Mktg/Telecom/Utii/Advertl 
All Quai.Needs:En~.&Span. Experienced Specialists in tists & HealthCare Consumers Bus-To-Bus/Exec/1:1/Minorities 
Recruit/Moderate/. nalysis Qualitative Research Techniques 

D.S. Fraley & Associates 
Gross Marketing Research 

The Answer Group DAE Associates, Inc. 12233 W. Olympic Blvd., Ste. 140 
11161 Kenwood Road 14 Pine Street 1205 East Madison Park Los Angeles, CA 91311 
Cincinnati, OH 45242 Morristown, NJ 07960 Chicago, IL60615 213/442-3025 
513/489-9000 201/267-0859 312/536-2670 Contact: Ronald P. Gross 
Contact: Maribeth McGraw Contact: Donna A1,hey E~ Contact: Diane S. Fraley 24 Yrs Exp/Creativel lnsightful 
Consumer,HealthCare,Prof. , 18 Yrs Expr;Focus Many rps, Full Qual. Specialty: Child/Teen Fresh/Practical/Clear Reports 
Focus Groups, One-on-Ones 1-on-1 ;Consumer/Business /In-Home/Observational Rsch 

Hispanic Marketing 

The Data fax Company East West Research Institute Communication Research 
The Atlantis Group 735 Bishop/#235 2438 Hopkins Avenue 
P.O. Box 54692 2600 Maitland Ctr Pkwy/Ste 170 Honolulu, Hl96813 Redwood City, CA 94062 
Atlanta, GA 30308 Maitland, FL 32751 

808/531-7244 415/361 -8124 
404/577-8000 305/660-8878 

Contact: Lois Faison Contact: Dr. Felipe Korzenny 
Contact: Nancy Sorsdahl Contact: Nancy McAleer 

Bus.,Consumer,Military,Tourist HispanicFocusGrpslnU.S.,Abroad 
New Prods,Pkgd Goods, Food, Consumers, Physicians, Tourists, All Ethnic Grps.,Multi-Lingual Bi ling./Bicu Jt. Quai./Quan. Rsch 
Drugs, Bus-to-Bus,Advertising Executives,Ads, 13 Yrs. Exp. 

Elrick & Lavidge, Inc. D.S. Howard Assoc., Inc. 
Behavior Research Center, Inc. The Data Group/IRI 10 South Riverside Plaza 307 No. Michigan Ave. #1214 
P.O. Box 13178 2260 Butler Pike Chicago, IL 60606 Chicago, IL 60601 
Phoenix, AZ. 85002 Plymouth Meeting, PA 19462 312/726-0666 312/372-7048 
602/258-4554 215/834-2080 Contact: Peggy Lang Contact: Dennis S. Howard, Ph.D. 
Contact: Christopher Herbert Contact: Maria Kri~er, Ph.D. Expert Guidance In Design, 
20 + yrs, Nat 'I,AII Topics, Expertise In Qual. es. Design, Business, Consumer, Children, Implementation And Analysis 
Spec.Screening,Full Reports Implementation & Analysis Teens, New Products 

Datatactics, Inc. Faber Marketing Research 
lnfoDirect, Inc. 

Billingual Unlimited Research 230 South Broad Street 
555 Presidential Blvd. 222 So. Elm Street Ph iladelphia, PA 19102 P.O. Box 20923 Bala Cynwyd, PA 19004 Greensboro, NC 27401 

San Diego, CA 92120 215/735-7416 

619/583-6243 215/668-1660 800/334-0867 (N.C. 919/378-1181) Contact: Jonathan Brill 
Contact: Luz Pereira Contact: Phyllis Rosenberg Contact: J. Albert Faber Financial Services, Consumer, 
Spec. In Hispanic Qual. Rsch. Prof & Cons Segments, incl. Industrial/Consumer/Bus-To-Bus Healthcare,Geriatric,Hi-Tech 
National/International Doctors. Applied Psych. Meth. /New Prod;24 Yrs Exp 

Intercontinental Marketing 
Brand Consulting Grou~ Decision Research First Market Research Corp. Investigations Inc. 
17117W. Nine Mile Rd/ te 1020 33 Hayden Avenue 121 Beach Street P.O. Box 2147 
Southfield, Ml48075 Lexington, MA 02173 Boston, MA 02111 Rancho Santa Fe, CA 92067 
313/559-2100 617/861-7350 617/482-9080 619/756-1765 
Contact: Milton Brand Contact: Pefl Marrkand Contact: James R. Heiman Contact: Martin M. Buncher 
Consumer,Advertising Strategy, One-Way Mlfror Conf Rm Sty High Tech,Publishing, 25 Yrs Exp in 50 States,40 
New Product Strategy Research Obser Rm 15x 17 (15-20 Viewers) Bus-To-Bus, Colleges Countries;Consumer-Prof-Tech 
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lntersearch Corporation Moosbrugger Marketing Research Research Arts, Inc. Strategic Research, Inc. 
132 Welsh Road 901 W. Hillgrove Avenue 1300 lroquois/Ste 100 591 Rheem Blvd. 
Horsham, PA 19044 LaGrange, IL 60525 Naperville, IL 60540 Moraga, CA 94556 
215/657-6400 312/354-5090 312/420-2064 415/376-1924 
Contact: RobertS. Cosgrove Contact: Mary C. Moosbrugger Contact: Francesca Jaskowiak Contact: Sylvia Wessel 
Medical, Industrial, Business, Expertise in Healthcare, Food, Qualitative Firm,5 Moderators 400 Groups Hitech/Medicai/Fin-
Consumer, Bio-Tech, Commun. Agriculture, Banking on Staff. Own Facility anciai/Transportation Svcs 

Kennedy Research Inc. M.L. Moss & Co. The Research Center Talk It Over Focus Groups Ltd. 
405A Waters Bldg. 5129 Eagle Harbor Drive 3 Fairlawn Court 300 Adair St./Ste. 106 
Grand Rapids, Ml49503 Seattle, WA 98110 Rye, NY 10580 Decatur, GA 30030 
6161458-1461 2061842-4 797 914/921-0261 4041373-7171 
Contact: Mary P. Tonneberger Contact: Merrill L. Moss Contact: Maureen Skrilow, Prin. Contact: Joyce A. McGriff 
Cons. & Ind., Telecom. ,Health, Wide Experience, Superior Work, Spec. In Focus Groups & Depth Exp Moderator-Gen'l Mkt/Bik 
Office Systems, Chemicals, Drugs Highly Regarded Reports lntervs/Prin. lnvlved Thrughout Adv, HBA, Food, Bev, Health Care 

Langer Associates, Inc. Murray Hill Center RIVA Market Research, Inc. Taylor Research 
133 E. 58 Street 205 Lexington Avenue 4609 Wi II ow Lane 3202 Third Avenue 
New York, NY 10022 New York, NY 10016 Chevy Chase, MD 20815 San Diego, CA 92103 
212/688-6066 212/889-4777 301/652-3632 619/299-6368 
Contact: Judith Langer Contact: Susan Mender Contact: JoAnn Hairston Contact: Beth /las 
Spec. In Qual. Rsch. On 3 Rm Full Svce Facility;Effic- Adv/Biack/Consumers/Finc Svcs/ 30 Yrs Exp:Cons. & lnd:Commod-
Mktg. & Lifestyle Issues ient, Beautiful, Competive Price Pubi/Soft Drinks/Beer/Wine ious Faclties/Attn to Security 

Linda LaScola Consulting National Analysts, Division Rockwood Research Corp. 
Thonger Qualitative Research 
8531 Bradford Road 

3701 Connecticut Avenue, N.W. Booz, Allen & Hamilton Inc. 1751 W. County Road B Silver Spring, MD 20901 
Washington, D.C. 20008 400 Market Street St. Paul, MN 55113 301/587-1713 
202/363-9367 Philadelphia, PA 19106 612/631-1977 Contact: Vivian Thonger, M.A. 
Contact: Linda J. LaScola 215/627-8110 Contact: Dale Longfellow Moderating Since 1979;European 
Public Affairs,Healthcare, Contact:Aifred E. Goldman,Ph.D. High Tech,Executives,Bus.-To- Expertise;Strategic/Creative 
Telecommunications, Financial 30 Yrs Qualitative Exp In Vir- Bus.,Ag,Specifying Engineers 

tual/y Every Prod/Svce Category 

Marketeam Associates 
Total Research Corporation 

555 No. New Ballas Rd. Nova Research Inc. Schrader Rsch. & Rating Svce. 5 Independence Way 

St. Louis, MO 63141 95 Madison Avenue South River Road Princeton, NJ 08540 
Cranbury, NJ 08512 609/921-8100 

3141569-1324 New York, NY 10016 6091395-1200 or 800/257-9440 Contact: Hugh J. Devine, Jr. 
Contact: Richard Homans 212/889-2323 Contact: Jack Paxton 10 Moderators; 2 State of Art 
Financial Services,HealthCare, Contact: Liz VanPatten Pkg Goods/Retailing/Travel/ Facilities in Princeton/Tampa 
Consumer, Pkgd Goods,Agric Full Service; Retail, Packaging, 

Children,Bus.-To-Bus.,Execs. Entertainment Reg/Exec. Grps. 

TrendFacts Research 
Marketing Workshop, Inc. 

Southeastern Institute of 
Div. of The Creative Group 

3294 Medlock Bridge Road/Ste 200 Opinions Unlimited, Inc. 31800 Northwestern Hwy. 
Norcross, GA 30092 1500 w. 13th Research, Inc. Farmington Hills, Ml48018 
404/449-6767 Amarillo, TX 79102 2325 West Broad Street 313/855-7810 
Contact: Sally Armstrong 806/373-7 491 Richmond, VA 23220 Contact: Dr. Jim Leiman 
Consumer, Healthcare, Contact: Anndel Hodges 804/358-8981 Hi-Tech,lndustriai,Financial 
Financial, Financial Services, Utilities, Contact: Rebecca H. Day Healthcare, Consumer, Retail 
New Products Medicai,Agriculture Est. 1964, Full Service 

Qualitative and Quantitative 
Trotta Associates 

MarketSearch Corporation Boyd L. Peyton Associates 13160 Mindanao Way/Ste 180 
2721 Devine Street 389 Pineville Road James Spanier Associates Marina del Rey, CA 90291 
Columbia, SC 29205 Newtown, PA 18940 120 East 75th Street 213/306-6866 
803/254-6958 215/598-3665 New York, NY 10021 Contact: Diane Trotta 

Contact: Frank K. Brown Contact: Boyd L. Peyton 212/472-3766 Focus Group Facs & Moderator 

Specialists in the Executive and Business,Hi-Tech,Fin. Svcs., Contact: Julie Horner w/20 Yrs Exp.Bus-To-Bus & Cons 
Professional Markets Advtg., Consumer, Execs. Focus Groups And One-On-Ones 

In Broad Range Of Categories 
Youth Research/CSi 

Menendez International PlayLab Research 
Brookfield Commons B-22 
246 Federal Rd. 

7951 S.W. 40th St/Ste 208 Div. of The Creative Group Strategic Marketing Resources Brookfield, CT 06804 
Miami, FL 33155 31800 Northwestern Hwy. 12 Maymont Court 

203/797-0666 305/266-0550 Farmington Hills, Ml48018 Baltimore, MD 21093 
Contact: Karen Forcade 

Contact: Teresa Menendez 313/855-7812 301/252-5757 
ConsultantslnMktgToChildren 

Hispanic/Gen Market-15 Years Contact: Dana Blackwell Contact: William L. Hammer 
FuiiSvcQualitative/Quantitative 

Qualitative/Quantitative Exp. Children, Youths, Teenagers New Product, Consumer & 
Students, Parents & Teachers Industrial/Commercial, Executive 

Mercadotecnia Consulting 
Wade West, Inc. 

Strategic Marketing Services 
5430 Van Nuys Blvd./#102 

Div. of The Creative Group Q-Set Van Nuys, CA 91401 
31800 Northwestern Hwy. 180 No. Michigan Ave/Suite 320 P.O. Box 505 2131872-1717 
Farmington Hills, Ml48018 Chicago, IL 60601 Portland, ME04112 Contact: Louise Kroot-Haukka 
3131855-7813 312/899-1906 207/77 4-6738 Consumer/Pkg Gds/Advertising 
Contact: Claudia Ruiz-Shipe Contact: Celeste Zaubi Contact: Robert W Cuzner Heavy Exp in Fast Food 
Hispanic/Black Interviews, Transcription Svce for Modera- 20 Yrs Broad Based Exper. 
Grps, Surveys, Panels, Placements tors. Tapes Summarized/Edited Nationwide. Full Service 

Wolf/AitshuiiCallahan, Inc. 
171 Madison Avenue 

T.A. Miller Co., Inc. Radley Resources, Inc. Strategic Research Corporation New York, NY 10016 
1060 Clifton Avenue P.O. Box 2275 311 West Superior/Suite 203 212/725-8840 
Clifton, NJ 07012 Westfield, NJ 07091 Chicago, IL 60610 Contact: Ed Wolf 
201/778-6011 2011232-1600 312/943-0114 All Consumer/Business-To-
Contact: Tom Miller Contact: M.J. Murphy Contact:Karen Aydt,President Business Qualitative Needs 
45 Yrs Exp-Health Care,RXIOTC Hi-Tech, Bus-To-Bus., Office Custom Rsch and KidView"', 
Pharmaceuticals-M. D., Pharm. Envir Experts. In-House Recruit PreView"', Market View"', GeriView"' continued on p. 42 
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Moderators 
continued from p. 41 

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

ARIZONA HAWAII MICHIGAN OHIO 
Behavior Research Center East West Research Institute Brand Consulting Group The Answer Group 

Kennedy Research Inc. Burke Marketing Research, Inc. 

CALIFORNIA 
Mercadotecnia Consulting 
PlayLab Research 

PENNSYLVANIA Analysis Research Ltd. ILLINOIS Trend Facts Research 
Bilingual Unlimited Research Consumer/Industrial Rsch Svce 
Gross Marketing Research Doyle Research Associates Creative Marketing Solutions 
Hispanic Marketing D.S. Fraley & Associates MINNESOTA The Data Group/IRI 

Communication Research Elrick & Lavidge, Inc. Rockwood Research Corp. Datatactics, Inc. 
Intercontinental Mktg. lnves. D.S. Howard Assoc., Inc. lnfoDirect, Inc. 
Strategic Research, Inc. Moosbrugger Marketing Rsch. 

MISSOURI 
lntersearch Corporation 

Taylor Research Q-Set National Analysts 
Trotta Associates Research Arts, Inc. Marketeam Associates Boyd L. Peyton Associates 
Wade West, Inc. Strategic Research Corp. 

CONNECTICUT NEW JERSEY SOUTH CAROLINA 
MAINE DAE Associates, Inc. MarketSearch Corporation 

DeNicola Research, Inc. T.A. Miller Co. , Inc. 
D-R-S HealthCare Consultants Strategic Marketing Services Radley Resources, Inc. SOUTH DAKOTA Genus Research Schrader Rsch & Rating Svce 
Youth Research/CSi Total Research Corporation Amer. Public Opinion Survey 

WASHINGTON D.C. MARYLAND 
NEW YORK TEXAS Riva Marketing Research, Inc. Linda LaScola Consulting 

Strategic Marketing Resources Fitzpatrick Research Services, Inc. Accurate Marketing Research 
Thonger Qualitative Research Langer Associates, Inc. Opinions Unlimited, Inc. 

FLORIDA Murray Hill Center 
The Datafax Company Nova Research, Inc. 

VIRGINIA Research Resources Hispanic The Research Center 
MASSACHUSETTS James Spanier Associates Southeastern lnst. of Rsch. 
Decision Research Wolf/Aitschui/Callahan, Inc. 

GEORGIA Dolobowsky Qual. Svcs., Inc. 
WASHINGTON The Atlantis Group First Market Rsch(J . Heiman) 

NORTH CAROLINA Marketing Workshop, Inc. First Market Rsch(L. Lynch) Consumer Opinion Services 
Talk It Over Focus Groups Ltd. First Market Rsch(J. Reynolds) Faber Marketing Research M.L. Moss & Company 

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

ADVERTISING APPAREL Kennedy Research Inc. Opinions Unlimited, Inc. 
Moosbrugger Marketing Rsch. PlayLab Research 

Analysis Research Ltd. Brand Consulting Group 
Boyd L. Peyton Associates James Spanier Associates 

The Atlantis Group PlayLab Research 
Radley Resources, Inc. Youth Research 

Bilingual Unlimited Research Strategic Research Corp. 
Rockwood Research Corp. 

Brand Consulting Group Southeastern lnst. of Rsch. 
The Datafax Company AUTOMOTIVE Strategic Marketing Services 

COMPUTERS/MIS DeNicola Research, Inc. Total Research Corporation 
Dolobowsky Qual. Svcs., Inc. National Analysts TrendFacts Research First Market Rsch(J . Heiman) 
Doyle Research Associates Schrader Rsch & Rating Svce Trotta Associates D.S. Howard Assoc. , Inc. 
D.S. Fraley & Associates TrendFacts Research M.L. Moss & Co. 
East West Research Institute Strategic Research, Inc. 
First Market Rsch(J . Reynolds) 

BIO-TECH CANDIES Total Research Corporation 
Menendez International 
Mercadotecnia Consulting D.S. Howard Assoc., Inc. D.S. Fraley & Associates 
M.L. Moss & Co. PlayLab Research CONSUMERS 
Opinions Unlimited, Inc. Strategic Research Corp. Accurate Marketing Research 
Boyd L. Peyton Associates BLACK Youth Research Consumer/Industrial Rsch Svce 
Research Arts, Inc. 

Mercadotecnia Consulting Consumer Opinion Services 
Riva Market Research, Inc. Riva Market Research , Inc. CHILDREN DeNicola Research, Inc. 
Rockwood Research Corp. 

Talk It Over Focus Groups Ltd. Burke Marketing Research, Inc. D.S. Fraley & Associates 
Schrader Rsch & Rating Svce Elrick & Lavidge, Inc. 
James Spanier Associates Doyle Research Associates Faber Marketing Research 
Talk It Over Focus Groups Ltd. BUSINESS-TO· 

D.S. Fraley & Associates First Market Rsch(L. Lynch) 
Thonger Qualitative Research Intercontinental Mktg. lnves. First Market Rsch(J. Reynolds) 

BUSINESS Nova Research Inc. Total Research Corporation 
PlayLab Research D.S. Howard Assoc. Inc. 

The Atlantis Group Strategic Research Corp. Kennedy Research Inc. 
Consumer Opinion Services Youth Research Langer Consulting 
DAE Associates, Inc. Mercadotecnia Consulting 

AGRICULTURE 
Elrick & Lavidge, Inc. Riva Market Research , Inc. 
Faber Marketing Research COMMUNICATIONS Southeastern lnst. of Rsch. 

Consumer/Industrial Rsch Svce First Market Rsch(J. Heiman) 
RESEARCH 

Strategic Research Corp. 
Moosbrugger Marketing Rsch. Genus Research Talk It Over Focus Groups Ltd. 
Opinions Unlimited, Inc. D.S. Howard Assoc. , Inc. D.S. Fraley & Associates Taylor Research 
Rockwood Research Corp. lntersearch Corporation Nova Research Inc. Trotta Associates 
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ENTERTAINMENT HEALTH CARE NEW PRODUCT PUBLISHING 
D.S. Fraley & Associates Creative Marketing Solutions DEVELOPMENT First Market Rsch(J. Heiman) 
Langer Associates, Inc. The Data fax Company The Atlantis Group Langer Associates, Inc. 
Strategic Research Corp. DeNicola Research, Inc. Riva Marketing Research, Inc. 
Total Research Corporation Dolobowsky Qual. Svcs., Inc. Brand Consulting Group 

D-R-S Healthcare Consultants Creative Marketing Solutions 

East West Research Institute DAE Associates, Inc. RETAIL 
First Market Rsch(L. Lynch) Decision Research 

Brand Consulting Group Dolobowsky Qual. Svcs., Inc. 

EXECUTIVES 
First Market Rsch(J. Reynolds) D.S. Fraley & Associates First Market Rsch(L. Lynch) 
D.S. Howard Assoc., Inc. Faber Marketing Research First Market Rsch(J. Reynolds) 

Accurate Marketing Research lnfoDirect, Inc. 
First Market Rsch(J. Heiman) Langer Associates, Inc. 

Decision Research Kennedy Research Inc. D.S. Howard Assoc., Inc. Nova Research, Inc. 
Dolobowsky Qual. Svcs., Inc. linda LaScola Consulting 

Langer Associates, Inc. 
East West Research Institute Marketeam Associates Marketing Workshop, Inc. 
First Market Rsch(J . Heiman) Marketing Workshop, Inc. Menendez International SOFT DRINKS, 
First Market Rsch(J. Reynolds) MarketSearch Corporation National Analysts BEER, WINE 
Genus Research T.A. Miller Co., Inc. 
Intercontinental Mktg. lnves. Moosbrugger Marketing Rsch. The Research Center Amer. Public Opinion Survey 

Schrader Rsch & Rating Svce East West Research Institute 
Kennedy Research Inc. National Analysts James Spanier Associates Mercadotecnia Consulting Opinions Unlimited, Inc. 

Radley Resources, Inc. Strategic Marketing Svces National Analysts 
Southeastern lnstit. of Rsch. Strategic Research Corp. Riva Market Research, Inc. 
Strategic Marketing Services Total Research Corporation 

FINANCIAL Youth Research 
TEACHERS 

SERVICES 
HISPANIC 

D.S. Fraley & Associates 
Burke Marketing Research, Inc. Playlab Research 
Consumer/Industrial Rsch Svce Analysis Research Ltd. PACKAGED Strategic Research Corp. 
DAE Associates, Inc. Bilingual Unlimited Research Youth Research 
The Datafax Company Hispanic Marketing GOODS 
Datatactics, Inc. Communication Research The Answer Group TELECOMMUNICATIONS Decision Research Menendez International The Atlantis Group 
Dolobowsky Qual. Svcs. , Inc. DAE Associates, Inc. Creative Marketing Solutions 
East West Research Institute Doyle Research Associates DAE Associates, Inc. 
First Market Rsch(L. Lynch) 

HI-TECH D.S. Fraley & Associates Datatactics, Inc. 
First Market Rsch(J. Reynolds) East West Research Institute First Market Rsch(J . Heiman) 
lnfoDirect, Inc. Burke Marketing Research, Inc. Langer Associates, Inc. Genus Research 
Linda LaScola Consulting Radley Resources Inc. Mercadotecnia Consulting D.S. Howard Assoc., Inc. 
Marketeam Associates TrendFacts Research Nova Research, Inc. Kennedy Research Inc. 
Marketing Workshop, Inc. Playlab Research Linda LaScola Consulting 
MarketSearch Corporation Research Arts, Inc. National Analysts 
Moosbrugger Marketing Rsch 

IDEA GENERATION The Research Center Total Research Corporation 
National Analysts Schrader Rsch & Rating Svce 
Opinions Unlimited, Inc. Analysis Research Ltd. Strategic Research Corp. TELECONFERENCING Boyd L. Peyton Associates Brand Consulting Group Total Research Corporation 
The Research Center DAE Associates, Inc. Trotta Associates Rockwood Research Corp. 
Riva Market Research, Inc. Dolobowsky Qual. Svcs., Inc. Youth Research 
Rockwood Research Corp. D.S. Fraley & Associates 

TEENAGERS Schrader Rsch & Rating Svce First Market Rsch(J . Reynolds) 
James Spanier Associates Playlab Research D.S. Fraley & Associates 
Strategic Research Corp. Strategic Research Corp. 

PARENTS 
Playlab Research 

Total Research Corporation Thonger Qualitative Research Strategic Research Corp. 
Youth Research D.S. Fraley & Associates Youth Research 

Play lab Research 
Strategic Research Corp. 

FOOD PRODUCTS INDUSTRIAL 
Youth Research TOYS/GAMES 

Accurate Marketing Research Consumer/Industrial Rsch Svce D.S. Fraley & Associates 
Amer. Publ ic Opinin Survey First Market Rsch(J. Heiman) Playlab Research 
The Atlantis Group D.S. Howard Assoc., Inc. PET PRODUCTS 

Strategic Research Corp. 
D.S. Fraley & Associates lntersearch Corporation Youth Research 
The Atlantis Group Kennedy Research Inc. Rockwood Research Corp. 
East West Research Institute Strategy Research, Inc. 
lnfoDirect, Inc. Taylor Research TRANSCRIPTION 
Mercadotecn ia Consulting TrendFacts Research 

SERVICES Moosbrugger Marketing Rsch. PHARMACEUTICALS Playlab Research Q-Set 
Schrader Rsch & Rating Svce INTERNATIONAL 

The Answer Group 
James Span ier Associates The Atlantis Group 
Strategic Research Corp. Thonger Qualitative Research Consumer/Industrial Rsch Svce 

TRANSPORTATION Youth Research Creative Marketing Solutions 
Datatactics, Inc. SERVICES D-R-S HealthCare Consultants 

MEDICAL D.S. Howard Assoc., Inc. Total Research Corporation 

PROFESSION T.A. Miller Co. , Inc. TrendFacts Research 

GERIATRIC Creative Marketing Solutions National Analysts 

Burke Marketing Research, Inc. D-R-S HealthCare Consultants James Spanier Associates 

Strategic Research Corp. East West Research Institute Total Research Corporat ion TRAVEL 
D.S. Howard Assoc., Inc. East West Research Institute 
lntersearch Corporation M.L. Moss & Co. 
Intercontinental Mktg. Invest. 

POLITICAL 
Schrader Rsch & Rating Svce 

Marketeam Associates Total Research Corporation 
HEALTH & BEAUTY T.A. Miller Co. RESEARCH 
PRODUCTS Nova Research Inc. 

Strategic Research, Inc. Amer. Public Opinion Survey 
YOUTH Amer. Public Opinion Survey East West Research Institute 

The Answer Group Linda LaScola Consulting D.S. Fraley & Associates 
Langer Associates, Inc. 

MILITARY 
Mercadotecnia Consulting Elrick & Lavidge, Inc. 

Mercadotecnia Consulting Opinions Unlimited, Inc. Playlab Research 
Playlab Research Amer. Public Opinion Survey Total Research Corporation Strategic Research Corp. 
Schrader Rsch & Rating Svce Mercadotecnia Consulting TrendFacts Research Thonger Qualitative Research 
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Moderators 
continued from p. 41 

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

ARIZONA HAWAII MICHIGAN OHIO 
Behavior Research Center East West Research Institute Brand Consulting Group The Answer Group 

Kennedy Research Inc. Burke Marketing Research, Inc. 

CALIFORNIA 
Mercadotecnia Consulting 
PlayLab Research 

PENNSYLVANIA Analysis Research Ltd. ILLINOIS TrendFacts Research 
Bilingual Unlimited Research Consumer/Industrial Rsch Svce 
Gross Marketing Research Doyle Research Associates Creative Marketing Solutions 
Hispanic Marketing D.S. Fraley & Associates MINNESOTA The Data Group/IRI 

Communication Research Elrick & Lavidge, Inc. Rockwood Research Corp. Datatactics, Inc. 
Intercontinental Mktg. lnves. D.S. Howard Assoc., Inc. lnfoDirect, Inc. 
Strategic Research, Inc. Moosbrugger Marketing Rsch. lntersearch Corporation 
Taylor Research Q-Set MISSOURI National Analysts 
Trotta Associates Research Arts, Inc. Marketeam Associates Boyd L. Peyton Associates 
Wade West, Inc. Strategic Research Corp. 

CONNECTICUT NEW JERSEY SOUTH CAROLINA 
MAINE DAE Associates, Inc. MarketSearch Corporation 

DeNicola Research, Inc. T.A. Miller Co., Inc. 
D-R-S HealthCare Consultants Strategic Marketing Services Radley Resources, Inc. SOUTH DAKOTA Genus Research Schrader Rsch & Rating Svce 
Youth Research/CSi Total Research Corporation Amer. Public Opinion Survey 

WASHINGTON D.C. MARYLAND 
NEW YORK TEXAS 

Linda LaScola Consulting Riva Marketing Research, Inc. 
Accurate Marketing Research Strategic Marketing Resources Fitzpatrick Research Services, Inc. 

Thonger Qualitative Research Langer Associates, Inc. Opinions Unlimited, Inc. 

FLORIDA Murray Hill Center 
The Datafax Company Nova Research, Inc. 

VIRGINIA Research Resources Hispanic The Research Center 
MASSACHUSETTS James Spanier Associates Southeastern lnst. of Rsch. 
Decision Research Wolf/Aitschui/Callahan, Inc. 

GEORGIA Dolobowsky Qual. Svcs., Inc. 
WASHINGTON The Atlantis Group First Market Rsch(J. Heiman) 

NORTH CAROLINA Marketing Workshop, Inc. First Market Rsch(L. Lynch) Consumer Opinion Services 
Talk It Over Focus Groups Ltd. First Market Rsch(J. Reynolds) Faber Marketing Research M.L. Moss & Company 

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

ADVERTISING APPAREL Kennedy Research Inc. Opinions Unlimited, Inc. 
Moosbrugger Marketing Rsch. PlayLab Research 

Analysis Research Ltd. Brand Consulting Group 
Boyd L. Peyton Associates James Spanier Associates 

The Atlantis Group PlayLab Research 
Radley Resources, Inc. Youth Research 

Bilingual Unlimited Research Strategic Research Corp. 
Rockwood Research Corp. 

Brand Consulting Group Southeastern lnst. of Rsch. 
The Datafax Company AUTOMOTIVE Strategic Marketing Services COMPUTERS/MIS DeNicola Research, Inc. Total Research Corporation 
Dolobowsky Qual. Svcs., Inc. National Analysts TrendFacts Research First Market Rsch(J . Heiman) 
Doyle Research Associates Schrader Rsch & Rating Svce Trotta Associates D.S. Howard Assoc. , Inc. 
D.S. Fraley & Associates TrendFacts Research M.L. Moss & Co. 
East West Research Institute Strategic Research, Inc. 
First Market Rsch(J. Reynolds) 

BIO-TECH CANDIES Total Research Corporation 
Menendez International 
Mercadotecnia Consulting D.S. Howard Assoc., Inc. D.S. Fraley & Associates 
M.L. Moss & Co. PlayLab Research CONSUMERS 
Opinions Unlimited, Inc. Strategic Research Corp. Accurate Marketing Research 
Boyd L. Peyton Associates BLACK Youth Research Consumer/Industrial Rsch Svce 
Research Arts, Inc. 

Mercadotecnia Consulting Consumer Opinion Services 
Riva Market Research, Inc. Riva Market Research, Inc. CHILDREN DeNicola Research, Inc. 
Rockwood Research Corp. D.S. Fraley & Associates 
Schrader Rsch & Rating Svce Talk It Over Focus Groups Ltd. Burke Marketing Research, Inc. Elrick & Lavidge, Inc. 
James Spanier Associates Doyle Research Associates Faber Marketing Research 
Talk It Over Focus Groups Ltd. BUSINESS-TO· 

D.S. Fraley & Associates First Market Rsch(L. Lynch) 
Thonger Qualitative Research Intercontinental Mktg. lnves. First Market Rsch(J. Reynolds) 
Total Research Corporation BUSINESS Nova Research Inc. D.S. Howard Assoc. Inc. 

The Atlantis Group 
PlayLab Research Kennedy Research Inc. Strategic Research Corp. 

Consumer Opinion Services Youth Research Langer Consulting 
DAE Associates, Inc. Mercadotecnia Consulting 

AGRICULTURE 
Elrick & Lavidge, Inc. Riva Market Research, Inc. 
Faber Marketing Research COMMUNICATIONS Southeastern lnst. of Rsch. 

Consumer/Industrial Rsch Svce First Market Rsch(J . Heiman) 
RESEARCH 

Strategic Research Corp. 
Moosbrugger Marketing Rsch. Genus Research Talk It Over Focus Groups Ltd. 
Opinions Unlimited, Inc. D.S. Howard Assoc., Inc. D.S. Fraley & Associates Taylor Research 
Rockwood Research Corp. lntersearch Corporation Nova Research Inc. Trotta Associates 
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ENTERTAINMENT HEALTH CARE NEW PRODUCT PUBLISHING 
D.S. Fraley & Associates Creative Marketing Solutions DEVELOPMENT First Market Rsch(J. Heiman) 
Langer Associates, Inc. The Datafax Company The Atlantis Group Langer Associates, Inc. 
Strategic Research Corp. DeNicola Research, Inc. Riva Marketing Research, Inc. 
Total Research Corporation Dolobowsky Qual. Svcs., Inc. Brand Consulting Group 

D-R-S Healthcare Consultants Creative Marketing Solutions 

East West Research Institute DAE Associates, Inc. RETAIL 
First Market Rsch(l. Lynch) Decision Research 

Brand Consulting Group Dolobowsky Qual. Svcs., Inc. 

EXECUTIVES 
First Market Rsch(J. Reynolds) D.S. Fraley & Associates First Market Rsch(L. Lynch) 
D.S. Howard Assoc., Inc. Faber Marketing Research First Market Rsch(J. Reynolds) 

Accurate Marketing Research lnfoDirect, Inc. First Market Rsch(J. Heiman) Langer Associates, Inc. 
Decision Research Kennedy Research Inc. D.S. Howard Assoc., Inc. Nova Research, Inc. 
Dolobowsky Qual. Svcs., Inc. Linda LaScola Consulting 

Langer Associates, Inc. 
East West Research Institute Marketeam Associates Marketing Workshop, Inc. SOFT DRINKS, First Market Rsch(J. Heiman) Marketing Workshop, Inc. Menendez International 
First Market Rsch(J. Reynolds) MarketSearch Corporation National Analysts BEER WINE 
Genus Research T.A. Miller Co., Inc. The Research Center Amer. Public Opinion Survey 
Intercontinental Mktg. lnves. Moosbrugger Marketing Rsch. Schrader Rsch & Rating Svce East West Research Institute 
Kennedy Research Inc. National Analysts James Spanier Associates Mercadotecnia Consulting Opinions Unlimited, Inc. 

Radley Resources, Inc. Strategic Marketing Svces National Analysts 
Southeastern lnstit. of Rsch. Strategic Research Corp. Riva Market Research, Inc. 
Strategic Marketing Services Total Research Corporation 

FINANCIAL Youth Research 
TEACHERS 

SERVICES 
HISPANIC 

D.S. Fraley & Associates 
Burke Marketing Research, Inc. Playlab Research 
Consumer/Industrial Rsch Svce Analysis Research ltd. PACKAGED Strategic Research Corp. 
DAE Associates, Inc. Bilingual Unlimited Research Youth Research 
The Datafax Company Hispanic Marketing GOODS 
Datatactics, Inc. Communication Research The Answer Group TELECOMMUNICATIONS Decision Research Menendez International The Atlantis Group 
Dolobowsky Qual. Svcs., Inc. DAE Associates, Inc. Creative Marketing Solutions 
East West Research Institute Doyle Research Associates DAE Associates, Inc. 
First Market Rsch(l. Lynch) 

HI-TECH D.S. Fraley & Associates Datatactics, Inc. 
First Market Rsch(J. Reynolds) East West Research Institute First Market Rsch(J. Heiman) 
lnfoDirect, Inc. Burke Marketing Research, Inc. Langer Associates, Inc. Genus Research 
Linda LaScola Consulting Radley Resources Inc. Mercadotecnia Consulting D.S. Howard Assoc., Inc. 
Marketeam Associates TrendFacts Research Nova Research, Inc. Kennedy Research Inc. 
Marketing Workshop, Inc. Playlab Research Linda LaScola Consulting 
MarketSearch Corporation Research Arts, Inc. National Analysts 
Moosbrugger Marketing Rsch 

IDEA GENERATION The Research Center Total Research Corporation 
National Analysts Schrader Rsch & Rating Svce 
Opinions Unlimited, Inc. Analysis Research ltd. Strategic Research Corp. TELECONFERENCING Boyd L. Peyton Associates Brand Consulting Group Total Research Corporation 
The Research Center DAE Associates, Inc. Trotta Associates Rockwood Research Corp. 
Riva Market Research, Inc. Dolobowsky Qual. Svcs., Inc. Youth Research 
Rockwood Research Corp. D.S. Fraley & Associates 

TEENAGERS Schrader Rsch & Rating Svce First Market Rsch(J. Reynolds) 
James Spanier Associates PlayLab Research D.S. Fraley & Associates 
Strategic Research Corp. Strategic Research Corp. 

PARENTS 
Playlab Research 

Total Research Corporation Thonger Qualitative Research Strategic Research Corp. 
Youth Research D.S. Fraley & Associates Youth Research 

PlayLab Research 
Strategic Research Corp. 

FOOD PRODUCTS INDUSTRIAL 
Youth Research TOYS/GAMES 

Accurate Marketing Research Consumer/Industrial Rsch Svce D.S. Fraley & Associates 
Amer. Public Opinin Survey First Market Rsch(J. Heiman) Playlab Research 
The Atlant is Group D.S. Howard Assoc. , Inc. PET PRODUCTS 

Strategic Research Corp. 
D.S. Fraley & Associates lntersearch Corporation Youth Research 
The Atlantis Group Kennedy Research Inc. Rockwood Research Corp. 
East West Research Institute Strategy Research, Inc. 
lnfoDirect, Inc. Taylor Research TRANSCRIPTION 
Mercadotecnia Consulting TrendFacts Research 

SERVICES Moosbru~ger Marketing Rsch. PHARMACEUTICALS Playlab esearch Q-Set 
Schrader Rsch & Rating Svce INTERNATIONAL 

The Answer Group 
James Spanier Associates The Atlantis Group 
Strategic Research Corp. Thonger Qualitative Research Consumer/Industrial Rsch Svce 

TRANSPORTATION Youth Research Creative Marketing Solutions 
Datatactics, Inc. SERVICES D-R-S HealthCare Consultants 

MEDICAL D.S. Howard Assoc., Inc. Total Research Corporation 

PROFESSION T.A. Miller Co., Inc. TrendFacts Research 

GERIATRIC Creative Marketing Solutions National Analysts 

Burke Marketing Research, Inc. D-R-S HealthCare Consultants James Spanier Associates 

Strategic Research Corp. East West Research Institute Total Research Corporation TRAVEL 
D.S. Howard Assoc. , Inc. East West Research Institute 
lntersearch Corporation M.L. Moss & Co. 
Intercontinental Mktg. Invest. 

POLITICAL 
Schrader Rsch & Rating Svce 

Marketeam Associates Total Research Corporation 
HEALTH & BEAUTY T.A. Miller Co. RESEARCH 
PRODUCTS Nova Research Inc. 

Strategic Research, Inc. Amer. Public Opinion Survey 
YOUTH Amer. Public Opinion Survey East West Research Institute 

The Answer Group Linda LaScola Consulting D.S. Fraley & Associates 
Langer Associates, Inc. 

MILITARY 
Mercadotecnia Consulting Elrick & Lavidge, Inc. 

Mercadotecnia Consulting Opinions Unlimited, Inc. Playlab Research 
PlayLab Research Amer. Public Opinion Survey Total Research Corporation Strategic Research Corp. 
Schrader Rsch & Rating Svce Mercadotecnia Consulting Trend Facts Research Thonger Qualitative Research 
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Pillsbury 
continued from p. 39 

15% of the group, and have dropped 35% in 15 
years. 

The people in this group fall into two categories -
younger mothers and older nurturers. They feed their 
families well, providing three full meals daily, most 
made from scratch. Typical Happy Cookers' foods 
include: Homemade pies, cakes, cookies and fruit 
crisps; homemade meat dishes; homemade 
casseroles, and fresh fish and fresh vegetables. 
Happy Cookers experiment with foods common to 
them by adding spices to dishes or creating new meals 
with ingredients on hand. 

Categories overlap 
The categories for cooks are not cut and dried, 

Pillsbury points out, because many people may fall 
into more than one category depending on the day of 
the week. For example, the weekend cook may be a 
Happy Cooker who converts to a Chase & Grabbit 
during the week. 

Nevertheless, does the traditional cook seem to be 
going out of style? Pillsbury's Jim Delaney, director, 
market research, Light Meals/Snacks, and Mottaz 
think not. 

Still in style 
"While the traditional family meal is occurring less 

frequently, it is certainly not extinct or entirely out of 
style," says Delaney. "The survey does show that all 
rules are off for some segments of the population. 
The most traditional are the Happy Cookers who are 
making a strong effort to maintain the traditional 
sitdown dinner." 

"Other segments of the population are sitting down 
together for meals as well but not the traditional meal 
we might think of," adds Mottaz. "For example, 
convenience foods play a much more prominent role 
even at the sitdown meal for the Functional Feeders. 
Instead of peeling their own potatoes for casseroles or 
other dishes, they're using canned potatoes. 
Convenience is the common theme, what more 
people are looking for." 

Mottaz strongly believes the traditional family meal 
won't become extinct, at least for some segments. 

"The traditional family meal where people are 
sitting down together, whether it's a childless couple, 
a couple and their kids , or a single mother and her 
children, will remain in many homes. In the focus 
groups, we found that time spent together at a meal 
was a very important part of keeping the family 
together for some people. This was especially true of 
the Happy Cookers segment." 

Planning purposes 
The study's findings, says Delaney, confirms what 

the company had thought about eating behavior, 
convenience foods, and about a segment of the 
population which is very concerned about nutrition. 
The study will be conducted again in two to three 
years for tracking purposes, but in the meantime, 
Pillsbury will use it for planning purposes. 

"The study is helping us lay down a base in terms 
of finding out what actual eating behavior is. It will 
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allow us to look at each of the major brands we 
market, determine what type of people who are using 
these brands and how they're using them, and how 
we can reach these people better," says Delaney. MRR 

Health Care Directory 
continued from p. 32 

Signa Strategic Marketing Svcs 
1130 8th Ave. So. 
Nashville, TN 37203 
615/242-1050 
A 1-6-7-9 
B 1-2 
c 2-4-5-7-8 

Smith Medical Market Research 
730 Waukegan Rd/Ste. 102A 
Deerfield , IL 60015 
312/948-0440 
A4-5-6 
B 1-2 
c 1-2-3-4-5-6-7-8-9 

Strategic Marketing Corp. 
GSB Bldg/Ste. 802 
Bala Cynwyd , PA 19004 
215/667-1649 
A 5-7 
B 1-2 
c 1-2-3-4-5-6-7-8-9 

Strategic Marketing Services 
3'90 Congress St/Box 505 
Portland , OR 04112 
207/774-6738 
A5-6-7 
B 1-2 
c 2-4-5-8 

Strategic Research , Inc. 
591 Rheem Blvd . 
Moraga, CA 94556 
415/376-1924 
B 1-2 
c 2-3-4-5-6-8 

Taylor Research 
3990 Old Town Av/Ste. 201 -A 
San Diego, CA 92110 
619 I 299-6368 
A 3-4-5-6 
B 1-2 
c 1-2-3-4-5-7-8-9 
(See Advertisement on Page 36) 

Tehila Associates 
3375 West 7800 So/Ste. 1414 
Salt Lake City, UT 84088 
801/566-4390 
A 5-6-7 
B 1-2 
c 2-5-8 

Telerx Marketing , Inc. 
901 Bethlehem Pike 
Spring House, PA 19477 
800/438-3232 
A6 
B 1 
c 1-2-3-4-5-6-7-8-9 

Theta Corporation 
Theta Building 
Middlefield , CT 06455 
203/349-1054 
A 1-2-3-4-5-6-7 
B 1-2 
c 1-2-3-4-5-6-7-8-9 

Trade-Off Marketing Svcs 
4496 Coronet Drive 
Encino, CA 91316 
818/508-6345 
A 2-5-6-7-8 
B 1-2 
c 2-4-5-6-7-8 

Trendfacts Research/Field Svcs 
Div. of The Creative Group 
31800 Northwestern Hwy/Ste 380 
Farmington Hills, Ml48018 
313/855-7810/7811 
A 2-5-6-7-9 
B 1-2 
c 1-2-3-4-5-6-7-8-9 

Valley Forge Information Service 
1000 Adams Avenue 
King of Prussia, PA 19406 
215/666-0611 
A 3-4-5-6-7-9 
c 1-2-3-4-5-6-7-8-9 

The Vanderveer Group 
555 Virginia Drive 
Ft. Washington , PA 19034 
215/646-7200 
A 5-6-7 
B 1-2 
c 1-2-3-4-5-6-7-8-9 

Venture Marketing Assoc . 
P.O. Box 171392 
Memphis, TN 38187 
901/795-6720 
A 2-3-4-5-6-7 
B 1-2 
c 2-5-6-7-8-9 

Wade West, Inc. 
5430 Van Nuys Blvd / #102 
Van Nuys, CA 91401 
818/995-1400 
A 5-6 
B 1-2 
c 2-3-9 
(See Advertisement Back Cover) 

C.A. Walker & Assoc . 
3800 Barham Blvd/Ste 516 
Los Angeles , CA 90068 
213/850-6820 
A 5-6-7-9 
B 1-2 
c 1-2-4-5-7-8-9 

Walker Customer 
Satisfaction Measurements 
3939 Priority Way So. Dr. 
Indianapolis, IN 46280-0432 
317/843-3939 
A 5-6-7-9 
B 1-2 
c 2-3-4-5-7-8 

The WATS Room 
120 Van Nostrand Avenue 
Englewood Cliffs , NJ 07632 
201/585-1400 
A 2-6 
c 1-2-3-4-5-6-7-8-9 
(See Advertisement on Page 24) 
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TRINET 
continued from p. 46 

terviews with business locations with at least 20 employees to 
ascertain the names and titles of the highest ranking persons and 
decision-makers for fmancial, telecommunications and data 

The suroey found that there are more 
women decision-makers than men in 
administrative positions, but only 20% of 
women decision-makers can be found in 
traditionally male-dominated industries 
like mining, manufacturing, construction, 
and securities brokerage firms. 

processing departments. 
Marketing purposes 

"We did the survey for our own interests," explains William 
Woods, vice president of marketing at Trinet, "and we're just 
remarketing the results. We're also looking to stir interest 
among business marketers and it may be significant to those 
marketers who want to focus their business mailings primarily 
to females." The company gathers this kind of data on busi­
nesses for marketing purposes and for persons in sales and mar­
keting or strategic planning. 

"We provide information on things such as who the compa­
nies are, what they do, how many employees they have, what 

TABLE I 

WOMEN BOSSES- BY FUNCTION 

Decision-Maker 

Highest Ranking 
Financial Decision-Maker 
Telecommunications Decision-Maker 
Data Processing Decision-Maker 

TABLE II 

Percent Women 

4.5% 
5.7fJ/o 

14.0% 
14.0% 

WOMEN BOSSES- HIGHEST INDUSTRIES 
Percent Women 

Industry 

Health Services 
Social Services 
Clothing Retailers (56) 
Education 
Amusement and Recreation Services (79) 
Hotels (70) 
General Merchandise Stores (53) 
Food Service (58) 
Transportation Services (47) 
Credit Agencies (61) 
Apparel Mfg. (23) 
Museums 
Membership Organizations 

June/July 1988 

Highest Ranking 

23% 
21 OJo 
18% 
15% 
14% 
13% 
12% 
12% 
11% 
10% 
10% 
10% 

9fJ/o 

their sales volume and output value are, geographic data and 
names of the company's CEO and any other officials, and who 
the ultimate decision-maker is in areas such as financial, tele­
communications and data processing,'' continues Woods. 

Trinet was able to determine who the primary decision­
makers were in the respective companies by using a table of 
names of males and females. 

"We genderize the individual names because clients want to 
personalize their mailings." 

Trinet, Inc., provides three basic information services: A data­
base of seven million U.S. business locations, business-to-busi­
ness telemarketing services and application services. It is one of 
two companies in the U.S. that provides a database of in-depth 
information on businesses. The other is Dunn's Marketing Ser­
vices. MRR 

TABLE III 

WOMEN BOSSES- LOWEST INDUSTRIES 
Percent Women 

Industry Highest Ranking 

Coal and Metal Mining* 0% 
Water Transportation 1 OJo 
Petroleum Refining 2 OJo 
Securities Brokers 2fJ/o 
Paper Manufacturing 2% 
Transportation Equip. Manufacturing 2fJ/o 
General Building Contractors 2 OJo 
Chemical Manufacturing 2% 
Primary Metals Manufacturing 2% 
Machinery Manufacturing 2% 
Fabricated Metals 3 OJo 
Rubber Manufacturing 3% 

*0 of 181 coal and metal mining executives were women. 
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TRADE TALK 

Decision-makers 
mostly males, 
study shows 

Women are gaining ground in the corporate world, to 
some extent. More and more females are assuming 
management positions, yet the number of them with 

decision-making responsibility continues to lag far behind men. 
That was the significant finding in a recent telephone survey 

of some 100,(XX) U.S. businesses conducted by Trinet, Inc., 
Parsippany, NJ, a leading resource of information on U.S. com­
panies. 

The U.S. Bureau of Labor Statistics reports that women hold 
more than one-third of the 12.7 million executive, administra­
tive, and management jobs in the U.S. Yet, Trinet's study found 
a much lower percentage of women in top decision-making po­
sitions at the surveyed companies. 

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 
Zaprrmil 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 

"Overall , women still occupy a low percentage of decision­
making positions compared to men," said Charles Stryker, pres­
ident and co-founder of Trinet. "However, women are doing 
better in service industries and in specific departments like tele­
communications and data processing." 

More in administration 
The survey found that there are more women decision­

makers than men in administrative positions (e.g. office man­
ager and personnel administrator) , but only 20% of women de­
cision-makers can be found in traditionally male-dominated 
industries like mining, manufacturing, construction, and securi­
ties brokerage firms. 

Overall, the percentage of women holding the highest ranking 
position was 4.5% (see Table 1, p. 45). The percentage in­
creased to 5. 7% for financial decision-makers and 14 % for both 
data processing and telecommunications decision-makers. 

The percentage of highest ranking women varies greatly by 
industry, from 23% in health services to 0% in coal and metal 

mining (see Tables 2 and 3, p. 45). Other industries with high 
ranking women decision-makers include: Social services, 21 %; 
clothing retailers, 18%; educational , 15%; and amusement and 
recreation services, 14%. 

Disparity increasing 
"The data indicate that women are not displacing men from 

jobs like plant manager. However, as new executive jobs are 
created in telecommunications departments or in the service sec­
tor, women are gaining a larger share of certain decision-mak­
ing positions. Over time, I would expect the disparity between 
men and women bosses to steadily decrease," predicted Stryker. 

Trinet also compiled statistics on women by department. The 
telecommunications and data processing numbers are higher by 
department since many companies make telecommunications 
and data processing decisions without having specialized depart­
ments. The data indicate that women are more likely to make 
business decisions where a specialized department exists as a 
data processing manager or telecommunications manager than 
they are if the decisions are made by a non-specialist. 

Trinet's telephone survey is based on more than 100,(XX) in­
continued on p. 45 
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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 
~tMTM 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 

~tM™ is a service of the 
Roper organization so you know your 
data are credible. 

• Check Advertising and/or 
Brand Awareness 

• Conduct Pre and Post 
Campaign Measurements 

• Check Impact, Recall , 
and Communication 

• Assess Penetration of 
Your Product/Brand 

• Test New or 
Altered Packaging 

• Evaluate New Product 
Performance 

. .. And Almost Any 
Other Research 
Problems You Have . 

When You Need Fast, 
Affordable, 
Quality Research 
Check Out 
~t(A4 ™ 

THE ROPER ORGANIZATION, A STARCH INRA HOOPER COMPANY, ADMINISTERS 
~t~ ... FROM ITS WESTCHESTER OFFICE. FOR FURTHER INFORMATION CALL 
~tM .. COLLECT AT 914-698-0800 OR WRITE LIMOBUS. 566 E. BOSTON POST ROAD, 

MAMARONECK, N.Y 10543 TELEX 996637 
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FOCUS ON. • • • • • 
GREAT FOOD 

GREAT COMFORT 

WALL TO WALL MIRRORS 

FLOOR TO CEILING MIRRORS 

WONDERFUL RESPONDENTS 

FOCUS ON WADE WEST 

THE MIRROR OF PERFECTION 
WADE WEST, INC. 

1- FACILITY LOCATED ON A MALL 2- SPECIAL CLIENT FACILITY 

LONG BEACH 1 

369 LONG BEACH BLVD. 
LONG BEACH , CA 90802 

(213) 435-0888 

LOS ANGELES 2
·
3 

CORPORATE OFFICE 
5430 VAN NUYS, BLVD., #102 

VAN NUYS, CA 91401 
(818) 995-1400 • (213) 872-1717 

ORANGE COUNTY 2
·
3 

18003 SKY PARK SOUTH, #L 
IRVINE, CA 92714 

(714) 261-8800 

CAROLINA 2·3 

2300 W. MEADOWVIEW RD . #203 
GREENSBORO, NC 27407 

(919) 854-3333 

SAN FRANCISCO 
1 

8-D SERRAMONTE CENTER 
OAL Y CITY, CA 94015 

( 415) 992-9300 
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