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SAMPLE AM 
Introducing the low-cost alternative 
for your telephone sampling needs. 

COMPARE 

Sample 
America 

Survey 
Sampling, Inc. 

•sased on volume. 

Now you can get the same quality and service you've always received, 
but at about half the price. SampleAmerica has been thoroughly tested in 
over 4800 marketing research projects since its development in 1979. 

To discuss sampling needs for your next research project, call 
Martin Aronov, toll-free 800 458-2944. Or write P.O. Box 39065, Phoenix, 
Arizona 85069-9065. 
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ADDouncing the Perfect Match 
QUICK TEST a FIELD FACTS 

TIE TBE KNOT TO SERVE 
YOU BETTER. 

40 prime locations make the new Quick Test Organization the 
one source network for all your data collection needs. 

Quick Test is proud to announce that America's number one data collection company is now 
stronger than ever. On October lst, 1988, Field Facts became part of Quick Test. The new 
Quick Test is now the only data collection company that you will ever need for national data collection 
coverage. And, as usual, one simple call gets it all for you. 

Here, There, Everywhere 

QUICK TEST 
OPINION CENTERS™ 

AN EOUIFAX COMPANY 

800-523-1288 
(Philadelphia office) 

212-682-1221 
(New York office) 

508-872-1800 
(Boston office) 

Services: Computer assisted Locations: Philadelphia, PA: Chicago, IL: San Francisco, CA: 
Focus groups telephone interviewing Boston , MA: (2 locations) (2 locations) (2 locations) 

Pre-recruited Tabulation capabilities (4 locations) Bethlehem , PA Detroit , Ml Sunnyvale, CA 
one-on-ones Executive and professional Worcester, MA Norfolk, VA: Minneapolis, MN Los Angeles, CA: 
Shopping mall interviewing Albany, NY (2 locations) Nashville, TN (2 locations) 
interviewing Door-to-door interviewing New Haven, CT Durham, NC Oklahoma City, OK Seattle, WA 
WATS telephone Central location and Schenectady, NY Atlanta, GA: Denver, CO London, England 
interviewing other field research New York: (2 locations) 

Houston, TX 
Computer assisted (4 locations) Orlando, FL 

San Antonio, TX personal interviewing Moorestown, NJ Tampa, FL Phoenix, AZ 
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Your team needs the 
best stats if ~u 

want to win a title. 

SPSS® gives you better 
market research stats than 
any other software. 

Your team depends on you to aim its 
pitch toward just the right target. That's 
why you need the very best stats in the 
field: the ones you get with SPSS data 
analysis software. 

SPSS gives you more stats and 
features designed especially for 
market research than any competitor. 
And the end-user orientation to help 
you get the most from them. So it's 
a better and faster way to find out 
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exactly what you want to know. 
Whether you're on a mainframe, 

mini or micro, SPSS offers all the 
software and options to turn your data 
into useful knowledge. Tools that take 
you from data entry and analysis all the 
way to presentation graphics. 

Yet you'll find the power of SPSS is 
surprisingly easy to control. For over 
20 years, we've designed software to 
meet the specific needs of market and 
survey researchers. So SPSS software 
naturally works the way you work, and 
talks to you in plain English. 

And you're supported every step of 

SPSS is a reg istered trademark of SPSS Inc. 
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the way by the entire SPSS team. With 
ongoing upgrades, documentation and 
training that's come through for over 
1 million users. 

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

1-312-329-3400. 
It's the first step toward the knowl­

edge every winning pitcher needs. 

Best in the final analysis. 
444 North Michigan Avenue • Chicago, Illinois 60611 
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Focus groups 
By Beth E. Hoffman 

P 
evely Dairy Co.'s shift from a production to a marke­
ting orientation has dramatically improved the aware­
ness and image of the company's products in the two 

years since new brand image and packaging changes were im­
plemented. 

"Our brand image had become stagnant," says Jay Ritzen, 
director of brand marketing and general sales manager at 
Pevely . . 

"We also needed to update our packaging and make it more 

Changing the carton design of Pevely Lite milk ... 
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guide pEVELY 
consistent. When you looked at our products on the grocery 
shelf, it was a real mishmash. Our logo had been pulled and 
stretched. The products needed a face-lift." 

Pevely implemented the changes in response to increased 
product competition on the grocery shelf, along with the 
company's desire to broaden its geographic distribution and 
attract more younger users. By developing a positioning 
statement - "The Good Taste of Good Health" - and unifying 
the contemporary new packaging image among all the 
company's brands, Pevely enhanced its niche in the over­
crowded dairy market. 

For 101 years, the family-owned, fully-lined St. Louis-based 
dairy company has been providing area residents with products 
such as milk, cottage cheese, yogurt, ice milk and ice cream. In 
recent years, it also started producing several other products 
such as Calcium 100, a calcium-fortified milk; Fruit-N-Cot­
tage, a fruit and cottage cheese product much like yogurt and 
fruit; and an ice cream line packaged in a square, resealable 
container called Country Classic. Besides Missouri, all Pevely 
products are now also available in parts of Illinois, Kentucky, 
Arkansas and Tennessee. 
Brand evolution 

Pevely commissioned Overlock Howe Consulting Group, 
Inc., a brand and corporate image development firm in St. 
Louis, to conduct pertinent research which achieved product 

"Our brand image had become stagnant. We 
also needed to update our packaging and 
make it more consistent. When you looked at 
our products on the grocery shelf, it was a 
real mishmash. The products needed a 
face lift." 

Jay Ritzen 

image and packaging improvements. Richard Overlock Howe, 
president of Overlock Howe, asserts that Pevely products have 
undergone a brand evolution. 

"It's more than a design change, it's a brand evolution 
because packaging on a product is constantly changing," says 
Howe. "While the visual image is part of the brand evolutionary 
process, it also takes into consideration a product's positioning 
and brand name. Until the e elements are united, marketers 
may not fully realize a product's prospects for success." 

Howe explained his company's system for "synergizing" the 
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brand positioning 

three key factors- visual image, positioning and brand name­
that make up a brand. Before implementing expensive promo­
tional campaigns, he advises consumer product marketers and 
advertising agencies to "carefully look at the brand itself." 

"Brands are absolutely the most valuable assets a company 
owns," says Howe. "A brand identifies and positions a product, 

"Many companies implement ad campaigns 
before thoroughly understanding their brand's 
positioning attributes and this is one of the 
major reasons why 80% of all new products 

fi .l , az. 
R. Overlock Howe 

setting it apart from similar offerings in crowded markets. 
Brand positioning is the foundation for all product promotions, 
advertising and other marketing strategies. But many compa­
nies implement ad campaigns before thoroughly understanding 
their brand's positioning attributes and this is one of the major 
reasons why 80% of all new products fail." 
Advice to marketers 

Howe's advice to marketers is to evaluate brand positioning 
options, execute brand refinements, then gauge consumer reac­
tions to tested options before implementing costly advertising 
or promotional campaigns. Otherwise, advertising or promo­
tional campaigns may be off target. 

"Brand positioning - strategic marketing focus - is estab­
lished after studying all attributes of the brand itself, then 
evaluating these attributes and developing options for brand 
refinement," notes Howe. "The options should be tested and 
brand refinement prototypes should be created, then evaluated, 
before the final brand image is developed. 

"All elements of the brand positioning mix - including 
logotypes, product nomenclature, packaging, copy statements, 
and other key elements - must work together for the product to 
enjoy a strong identity. The entire marketing, advertising and 
promotional process should be based on strategic brand posi­
tioning," says Howe. 

"The visible result of brand positioning - a brand package -
is the final strategic message and the very embodiment of the 
product being offered for sale to consumers." 

According to Howe, "A well-conceived package is the prod­
uct because it incorporates the positive elements of the brand's 
positioning as determined through research before the brand 

December, 1988 ' 

hits retail shelves and advertising and promotional support 
begins. 

"The Pevely study shows the importance of utilizing pack­
aging to support a brand's broad marketing strategy, but only 
after brand positioning alternatives have been thoroughly 
researched to weed out inappropriate concepts." 
Focus groups 

For the Pevely study, three focus groups were conducted in 

continued on p. 24 
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.. .led to a new look that sent sales soaring. 
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Survey defines lawn mow er 
purchasing habits 

I t's not often that a company fight­
ing to retain its lead in the market 
designates nearly a quarter of a 

million dollars for a project that does not 
directly add to its profit sheet. However, 
that's exactly what Briggs & Stratton 
Corporation did when it commissioned 
the research division of the Cramer-Kras­
selt Co. to do an unprecedented $225,000, 
two-year national lawn mower buyership 
study. 

Briggs & Stratton's decision to embark 
on the lawn mower study is interesting 
because the company produces no end 
products. However, as the world's lead­
ing manufacturer of small air-cooled 
gasoline engines, Briggs & Stratton sup­
plies the power source for many lawn 
mowers built by original equipment 
manufacturers (OEMs) such as Murray, 
Snapper, Lawn Boy, Wheel Horse, Toro, 
and Sears Craftsman. 

When James Champley, vice presi­
dent-marketing research with Milwau­
kee-based Cramer-Krasselt, initiated the 
study for Briggs & Stratton, he did so 
with the intention of developing person­
ality profiles of the types of people who 
purchase lawn mowers, while also detail­
ing the various outlets at which these 
individuals make their purchase. 

"With this information in hand, Briggs 
& Stratton can go to Sears, for instance, 
and tell them who buys their product and 
how to communicate with them," says 
Champ ley. "The study is designed to give 
the OEMs to which Briggs & Stratton 
sells engines a feel for their customers in 
a qualitative sense. The results will give 
the OEMs a psychographic profile of 
their customers which goes beyond simple 
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age and income statistics." 
Beyond that, Cramer-Krasselt 's re­

search is viewed by Briggs & Stratton as 
a valuable sales tool in that it enhances 
the engine manufacturer's status as an in­
dustry leader and also positions the 
company as a consultant to its OEMs. 

The value of the research also stems 
greatly from the exclusivity of the infor­
mation it provides, says Alison Murphy, 
account research manager at Cramer­
Krasselt. 

"Prior to our study, the information 
we've obtained just did not exist in the 
lawn and garden industry," Murphy says. 
"It is the most comprehensive study ever 
conducted on this topic." 

Be that as it may, the motivation be­
hind the research was simple as far as 
Briggs & Stratton is concerned: Help 
OEMs sell more mowers and Briggs & 
Stratton helps itself sell more engines. 

In order to physically execute the buy­
ership study, the Cramer-Krasselt research 
department recruited respondents through 
the Market Facts Consumer Mail Panel. 
In 1987, 120,000 households were 
screened to determine the purchase of a 
new walk-behind lawn mower, riding 
lawn mower or garden tractor over a one-

year period. 
Panel members who reported a mower 

purchase were then mailed a 12-page 
questionnaire covering brand of equip­
ment purchased, specific features, outlets 
shopped, purchase experience, prices 
paid, and attitudes toward yard and gar­
den maintenance. 

A number of questions on the survey 
involved lawn mower purchasing attitu­
dinal statements. Responses to the state­
ments enabled Cramer-Krasselt to use 
cluster analysis to categorize segments of 
walk-behind mower purchasers. Four 
clearly defined groups emanated from 
the research. These groups were assigned 
descriptive names paralleling the over­
riding characteristic of each group's mem­
bers. 

The four were: Outlet-Oriented Con­
servatives, Price Fueled, Feature Fanat­
ics and Confident Brand Buyers. De­
tailed analysis of how various elements 
affect the decision-making process of in­
dividuals shopping for a lawn mower was 
established from the research for each 
group. 

Outlet-oriented conservatives 
In general, the Outlet-Oriented Con­

servatives (OOCs) are drawn strongly to 
outlets where they have bought mowers 
before. They reduce the risk involved in 
the purchase of a new mower by selecting 
one that has a known and trusted brand 
name. They are often influenced by rec­
ommendations from friends and relatives 
who have had experience with the brands. 

OOCs are non-discriminating with re-

continued on p. 28 
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COMPUTER INTERVIEWING 
EXPERIENCES 

FIFTH IN A SERIES 

EXPANDING INTO SPECIALTY 
MARKETS 

The Plastics Group of the Dow Chemical 
Company is expanding into specialty mar­
kets, where higher payback can be earned 
by satisfying unique customer needs. 

Several years ago Dow began work with 
Rovel, a "weatherable" plastic that we 
thought could replace both fiberglass and 
aluminum in the manufacture of pleasure 
boat hulls. Aluminum has the advantages 
of being lighter, more durable, and less 
expensive than fiberglass, but its appear­
ance gives it a poor image. Rovel has all the 
advantages of aluminum, and its appear­
ance is more like that of fiberglass. 

We were reasonably sure there was a mar­
ket for Rovel, but we needed to estimate our 
likely share of the market to decide whether 
or not to enter it. Also, if our decision on 
Rovel was a "go;' we needed to know which 
advantages to stress in selling the product, 
and we needed information for informing 
boat manufacturers about Rovel's 
advantages. 

A MORE EFFICIENT METHOD 
OF DATA COLLECTION 

The information we needed called for a 
trade-off study. A "traditional" trade-off 
study conducted by a full-service research 
firm would have cost about $100,000, pro­
hibitively expensive for this application. 
Instead, we decided to use a microcomputer­
based system that would let us conduct the 
interviews and analyze the data ourselves. 
We made plans to handle our own field 
work and do the analysis in-house. 

We decided to do our data collection at 
boat shows, with respondents who were 
actively considering boat purchases. Our 
interviews were conducted using personal 
computers. The efficiency of the computer­
interactive interviews made them shorter 
than conventional interviews would have 
been, and respondents found them 
interesting. 

Circle No. 703 

Richard Siemer, Dow Chemical Company 

This combination of low-cost field work 
and our "do-it-yourself" approach let us 
conduct our study for less than a quarter of 
the originally quoted $100,000 fee. 

FASTER TURNAROUND 
We found that low cost was not the only 
advantage of using computer interviewing 
for our study. Since the data were collected 
by computer, consistency checks were made 
and logical errors were eliminated during 
the interviews. We were able to begin our 
analysis as soon as the last interview was 
done. In fact, our first recommendations 
were ready just three weeks after data col­
lection was completed. 

As a result of our research, Dow decided to 
introduce Rovel to the marine market. Our 
research helped us develop an effective and 
successful strategy for rolling-out Rovel. 

Since Rovel, we've continued to use com­
puter interviewing for research on other 
products and in other markets. It helps us 
gather high-quality data, produce rapid 
results, and keep our costs down. 

Richard H. Siemer 
Manager of Marketing Research, Plastics 
The Dow Chemical Company 

For more information about computer interviewing, contact: 
Sawtooth Software, 1007 Church St., Evanston, IL 60201 
312/ 866-0870 



Marketing research 
strikes American Bowlin·g 

T 
he AmericanBowling Congress, 

the world's largest sports organi­
zation, conducted marketing re­

search among its 3 l/2 million members 
last year to find out their attitudes toward 
ABC and its current and new service op­
portunities. Bruce Noren, marketing de­
partment manager for the 93-year-old or­
ganization, says the sport of bowling is 
"just beginning to wake up to research." 

"We haven't done a lot of research in 
the past," says Noren. "We realized that 
we're too big of an organization not to do 
it, to find out what our members and non­
members think about us and our pro­
grams." 

The purpose of ABC's qualitative 
(focus groups) and quantitative (mail 
questionnaires) research was to under­
stand the needs of its current members in 
order to gain insight and direction for 
both retaining members and attracting 
new ones. The Goldring Co., Chicago, 
was commissioned to conduct the study. 
The basic objectives were to evaluate 
overall attitudes toward ABC, determine 
the importance of current ABC programs 
and services and measure the level of 
acceptance of proposed new programs 
and services. Other specific areas of 
investigation included: ABC's meaning­
fulness to its members; awareness of cur­
rent ABC services; attitudes toward ABC 
communication; topics of specific inter­
est to members and methods of commu­
nication; attitudes toward promotional 
ideas, instructional services and ABC's 
added value programs and the likelihood 
of taking advantage of each service/pro­
gram; perceptions of the ABC awards 
program and awareness of awards of-

10 

fered; extent of agreement/disagreement 
with statements about the bowling center 
and league; bowling background of 
members and demographic questions. 

In August, 1987, four focus groups 
were conducted in Chicago among ABC 
league secretaries (persons who are in 

charge of keeping records and collecting 
dues), members and team captains. The 
purpose was to develop and fine-tune 
potential new services that ABC could 
offer, and provide more specific direc­
tion for the enhancement of services 
currently offered. Noren said informa­
tion obtained from these groups was fur­
therevaluated in the quantitative research 
stage and was used to assist in working 
out the wording of the questionnaire. 

In February and March, 1988, an eight­
page questionnaire was mailed to league 
secretaries and members. The members' 
sample was provided by ABC from league 
secretaries of these geographic regions: 
East- New York, Pennsylvania and New 
Jersey; Midwest - Wisconsin, Illinois, 
Michigan and Ohio; South - Florida and 
Texas; and West- Washington, Colorado 
and California. The secretaries' sample 
was obtained directly from ABC files and 
covered the same geographic regions as 

the members' sample with the additions 
of Virginia and Minnesota. The outgo 
sample size was reduced so as not to 
delay the mailing procedure. In all, 2,900 
questionnaires (2,100tomembers; 800to 
secretaries) were mailed. Of those, 742 
(35%) member and 379 (47%) secretary 
questionnaires were returned and tabu­
lated. 

Each mailing included a one dollar 
incentive and postage-paid return enve­
lope. One week prior to the mailings, an 
introductory letter outlining the purpose 
and importance of participating in the 
study was sent to members and secretar­
ies. 
Observations, recommendations 

Overall, bowlers said they were un­
clear about their league affiliations and 
what those affiliations mean to them as 
bowlers. This finding showed that ABC's 
member communication was lacking. 
Among bowlers who were currently re­
ceiving communication from ABC, al­
most half said they would like more, 
while three-quarters of those who weren't 
receiving any indicated an interest. 
Bowlers said they also wanted ABC to be 
more active in promoting the sport of 
bowling as a whole as well as provide its 
members with more benefits. The study 
showed that specific groups of bowlers 
(high average, older, team captains, be­
ginners) have specialized needs and 
wants. 
Study findings 

The following were the major findings 
from the study: 

• Bowling history. Secretaries and 
team captains are more active bowlers 
than are the basic members. Specifically, 
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Congress 

secretaries and team captains are more 
likely than other members to have par­
ticipated in league bowling for a longer 
number of years (approximately 18 vs.14 
for members) and bowl in more than one 
league (approximately 35% of secretar­
ies and team captains bowl in two leagues 
vs. 25% of members). · 

Composition offeagues varies between 
all male and mixed leagues. Among 
those who bo~l in one league, slightly 
more than one-half (53%) bowl in a mixed 
league. Overall, regardless of the num­
ber of leagues bowled in, three in five 
(63%) bowl in a mixed league either 
exclusively or in addition to an all male 
league and one in two (52%) report their 
team has a sp.onsor. The average bowling 
score is 169 with team captains and sec­
retary/team captains having averages 
somewhat higher than secretaries and 
members. 

• Awareness of affiliation. Although 
bowlers are all aw,are of ABC, awareness 
of state and local associations is low 
(57% for state and 69% for local). This 
may indi~ate that bowlers are unclear of 
the hierarchy of affiliation leading up to a 
league belonging to ABC. 

· • Attitudes toward ABC communica­
tion. On average, ABC's communica­
tion is given a slightly less than good 
grade by bowlers. This rating is higher 
among secretaries and secretary /team 
captains, probably as a function of re­
ceiving more information in general from 
ABC than memtJers. 

Almost one-half received some type of 
written communication from ABC. Al­
though ABC sends information to all 
league secretaries, just one of 10 mention 
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not recetvmg anything. Among those 
bowlers currently receiving communica­
tion, slightly more than half (53%) are 
satisfied with the amount they receive 
while the other half ( 46%) indicate a 
desire to receive more. Additionally, 
among bowlers not currently receiving 
any ABC communication, three-quarters 
indicate wanting to receive some. Ide­
ally, bowlers want information sent to 
them about once a month in a newsletter 
or magazine format. Almost one-half 
indicate a willingness to pay higher dues 
or an additional fee to receive these types 
of publications ( 46% for a magazine, 
41% for a newsletter). Enforcing mem­
bers' desire for some kind of communi­
cation from ABC is their willingness to 
pay extra for the privilege. 

• Publication information. There are 
various types of information which 
bowlers believe ABC should provide in 
its publication, such as notification of 
rule change (89%) and bowling tips 

(81% ). Of secondary importance is in­
formation.about: new bowling equipment 
(63%); consumer reports on bowling 
equipme~t (59%); how to run a better 
league (57%) and local bowling news 
(57%). 

The kinds of topics bowlers would 
most like ABC to include in a publication 
are also the topics bowlers would be most 
likely to read about such as notification of 
rule changes (84%) and bowling tips 
(84%). 

Of secondary reading interest are pieces 
of information which could aid bowlers 
in their game, such as: information about 
newbowlingequipment(62%),consumer 
reports on bowling equipment, local 
bowling ·news (58%) and articles about 
how to run a better league (56%). 

Although some topics may not be 
considered as appropriate or important 
for ABC to include in a publication, 

continued on p. 20 
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The $olid gold 
focus group 
by Harold C. Daume, Jr. 

Focus groups have enjoyed vari­
ous degrees of success and come 
under various levels of both at­

tack and praise since their inception. 
Recently, a new problem has arisen: cost 
escalation. The cost of focus groups to­
day is at least one-third greater than four 
or five years ago. This article discusses 
the facts that have led to rising costs and 
offers the focus group user 12 practical 
ways t~ reduce these costs and increase 
the utility of focus groups. 

* * * 

"So, a $10,000 budget for my focus 
groups, II says the marketing director. II I 
guess that's okay. When are the four 
groups scheduled for?'' 

"Well," you explain, "that's not for 
four groups, it's for two." 

And that's when the trouble begins. 
"How," she wants to know, "can a 

focus group cost five grand? I can re­
member when they didn't cost more than 
$2,000." 

The cold fact is, that's what they're 
costing these days, depending, of course, 
on your particular requirements. The 
questions are: Why has this happened, 
and what can be done about it? Not too 
many years ago, general consumer focus 
groups were running only about $2,000; 
business groups about $3,000. Today, 
costs have shot up by a third or more. 
Why has this happened? There are a 
number of interwoven factors. Back in 
the mid-60s, focus groups (they were 
called group discussions then), cost less 
than $1,000, often much less. We would 
convene a panel of people, loosely de-
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fined, and pay them $5 or maybe $10 to 
come to, say, a church meeting room 
where we'd use a portable recorder and 
sit behind an accordion room divider to 
listen in and take notes. We ate, if we did 
at all, the observer's standard fare: ham 
on rye with mustard and a Coke. Even by 
the early to mid-70s, this hadn't changed 
much. But, by the 80s, focus groups were 
a major business venture, and like other 
research methodologies, had developed 
their own unique infrastructure. There 
emerged: 

1. The moderator (or research com­
pany with resident moderator), 

2. The focus group facility, and in some 
areas of the country, 

3. The panelist recruiter. Each opera­
tion or function became more or less 
discrete. The client hired the moderator 
(or research company) who in turn hired 
the focus group facility, which then hired 
the recruiter. 
More luxury 

With this came the demise of church 
meeting rooms. Now, the facilities be­
came more and more luxurious for two 
reasons: Panelist comfort and observer 
comfort. Facilities also became more 
electronically sophisticated. Gone were 
the recorders sitting in the middle of the 
table, replaced by installed sound sys­
tems for both recording and monitoring. 
Then came one-way mirrors, for on-the­
spot observing. All of this, of course, 
costs money. And it's all passed through. 
Next came videocassettes, and the ability 
to video-record focus groups. Certainly, 
this is a benefit to the client company or 
advertising agency, particularly when 

visual stimuli are used. But, again, there's 
an inherent cost factor. The next thing 
that changed has to do with panelist 
qualifications. No longer could one "make 
do" with people who, say, used mouth­
wash. Now, they had to use a particular 
brand, or use mouthwash at least twice a 
day. The more refined the requirements, 
the more it costs to find the "right" people. 
Coupled with tighter screening require­
ments came increased honorariums or 
incentives or co-op's. The more difficult 
the screening requirements, the more the 
recruiter wants to offer those who qualify 
in order to make the job easier and so as 
to lose fewer no-shows. 

Artifacts of inflation 

Increased honorariums also came about 
as purely artifacts of inflation. In the late 
60s, the typical household income scale 
stopped at $12,000 or more. Today, 
scales topping out at $70,000 plus are not 
uncommon. Think what this does when 
you ask a person to drive to a facility, for 
a two-hour meeting, at 8 o'clock at night. 
Finally, there are the observer's ameni­
ties. We have, today, graduated from 
sandwiches and soft drinks to much more 
exotic menus: chicken cordon bleu, sushi 
and sashimi , veal picatta, and more, usu­
ally accompanied by bottled mineral 
water, or occasionally, Corona and/or a 
dry Chardonnay. This is not to suggest 
that this isn ' t appropriate. After all, the 
moderator's being paid for his/her work 
from 4 p.m. to about 11 p.m. but all the 
observers get is a longer work-day. A 
decent dinner is certainly not out of line. 
Add it all up, and you can see the escala-

continued on p. 18 
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''Thank You ' '' • • • • 
"I was concerned that too much theory would be involved. To 
[Dr. Shalla's] credit, there wasn't " 

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

·: .. maintains a good energy level. He does a verr good job of 
geuing ;wdience participation." 

"Explains things in English-enthusiastic-helps keep me in­
terested." 

"Very knowledgeable but humble. As a result, he was 
able to communicate his message." 

·: .. good, rea/life eamples .. ... 

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

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

"Keep up the excellem work'" 

" I can use [the material] in my day-to-day work. 

"Thank you .. .'' 

·: .. neatly eliminated jargon without sacrificing undersmnding 
of key concepts, .. 

"He gets a lot of information across in a short period of time 
and it is information that can be put to practical use." 

"I really enjoyed this one.'' 

"Very well done, very helpful, thorough, imeresting, useful! ' 

" I expected too much "Technical/Statistical ' emphasis and/or a 
boring speaker. Neither one was true." 

"The speaker makes you think and gets participants in­
volved in discussions. Real, live examples keep the 
seminar interesting.' ' 

"relevam to my job ... 

" ... not only stimulating intellectually, but refreshing.' ' 

"Real-world applications. Not just theory!" 

"great snacks!" 

Thank You! We think you are terrific, too. 
It is your participation and support that helped us launch our first seminars. We couldn't have done it without you. 

We made many new friends this year. And we want to make more next year. 

Hope to see you in 1989: 

Contemporary Marketing Research Techniques and Methods 

Applications and Benefits of Research In Developing 
Marketing Strategy 

Applied Multivariate Techniques for Strategic 
Data Analysis 

Effective Tabulation and Analysis Techniques for 
Interpreting Marketing Research Data 

Questionnaire Design an~ata 
Collection Techniques ~ 

Dr. Gaurav Shalla 
Director, Analytical and Consulting Services 
The Wirthlin Group 
1363 Beverly Road 
Mclean, Virginia 22101 

Washington, D.C. January 9, 10, 11 
San Francisco March 13, 14, 15 
Dallas April 24, 25, 26 
New York May 31, June 1, 2 

Washington, D.C. January 12, 13 
San Francisco March 16, 17 
Dallas April 27, 28 
New York June 20, 21 

New York January 24, 25, 26 
Washington, D.C. March 21, 22, 23 
Chicago May 9, 10, 11 
Los Angeles June 12, 13, 14 

Washington, D.C. January 18, 19, 20 
San Francisco March 28, 29, 30 
Phoenix May 2, 3, 4 
New York June 6, 7, 8 

Dallas February 7, H 
Washington, D.C. April 4, 5 
Boston May 16, 17 

s Angeles june 15, 16 

I would like more information on your 
seminar program. Please send me your 
brochure and registration materials. 

arne ________________________________________ __ 

Title------------------- Phone----------

Company--------------------------------------­

Address--------------------------------------­

City----------- State------------ Zip -----------

Or call M . Marian Chirichella at 1-800-332-4621. TWG 
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Natural group interviewing 

by David J. Pagnucco and Robert P. Quinn, Ph.D. 

S ince motivational research has 
its roots in psychology, it isn't 
surprising that it concentrates 

on individual perceptions, preferences 
and motives. Accordingly, the ways we 
assess consumer preferences, such as in 
questionnaires and one-on-one inter­
views, focus exclusively on individual 
purchasing situations. But what is most 
common is not necessarily universal. 
Under certain circumstances, the appro­
priate unit of analysis may be a group of 
individuals. 

The term "focus group" suggests super­
ficially that we already have a methodol­
ogy for dealing with group purchasing 
decisions. A focus group is a group in the 
sense that it develops a structure, goals 
and norms. In spite of this, it remains 
ephemeral and artificial. A focus group 
lacks two properties of a "natural" group: 
a continuing history and influence over 
the lives of its members. 
Natural groups 

Regarding consumer behavior, the most 
obvious natural group is the family. While 
most household purchases end up in the 
hands of an individual, the family may 
become more salient where purcha$eS 
involve large amounts of money or major 
changes in lifestyles. For example, al­
most half (49%) of car purchase deci­
sions are made with at least one other 
person, and in 25% of the purchases, the 
joint decision-maker is the spouse (1987 
Newsweek/Maritz Marketing Research 
Study). 

Even a corporate purchaser doesn't 
necessarily operate independently. Al­
though a single manager may be charged 
with concluding a contract for a fleet of 
trucks, the actual decision to buy is likely 
to be made by a group, each member of 
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which has a stake in the purchase. Such 
corporate groups are usually ad hoc, their 
membership changing depending on the 
nature of the purchase. 

Therefore, whenever the appropriate 
unit of analysis is a group rather than an 
individual, traditional data collection 
methods must be supplemented. It is risky 
to infer a group's preference from the 
isolated preferences of its members. 
Simple statistical averaging of individual 
preferences fails to consider power dif­
ferentials among group members. It also 
fails to account for the negotiati.ons, 
compromises and tradeoffs that take place 
when group members initially disagree. 

Sometimes, a decision that appears to 
be wholly an individual one really isn't. 
Not every decision affecting group 
members is made jointly because it would 
be too time consuming. Instead, the final 
decision is delegated to a specific indi­
vidual, and other group members partici­
pate only in the sense that they make their 
general preferences known. Family 
members, for example, rarely discuss, 
the details of a grocery shopping list. 
Rather, the person actually doing the 
shopping is trusted to take into account 
the likes and dislikes of all family mem­
bers. 
Identifying and investigating 

The occurrence of natural groups is 
certainly widespread, but difficult to 
investigate empirically. The preferences 
of group members are likely to be com­
municated to the "delegate" in subtle 
ways, often over an extended period of 
time. They may even be internally incon­
sistent and unstable. More approachable 
empirically is the less frequent situation 
wherein all group members participate 
actively in the final purcha~ng decision. 

The first step in investigating joint 
decision-making is to identify the situ­
ations in which is occurs. The most likely 
candidates are those having a major impact 
on the home lives and jobs of group 
members. For example, decisions which 
involve considerable cost (financial or 
otherwise) will probably be made jointly 
since they entail serious personal conse­
quences if made incorrectly. With the 
range of decision situations thus narrowed, 
intuition and keen observation can re­
strict the field still further. Occasionally, 
one will have harder data to work with, 
such as that cited in the above study. 
Focus groups can also provide clues. 
Finally, the identification of "true" natu­
ral group decision situations can be at­
tacked frontally. Individuals being 
screened for participation in surveys can 
be asked directly about the extent to which 
others will take an active part in the final 
purchasing decision. 

Since the impact of natural group deci­
sion-making on major buying decisions 
continues to be an empirical desert, we 
are currently considering studying it in a 
three-pronged methodological in v estiga­
tion. The purposes of this investigation 
are: 

1. To assess how joint preferences and 
eva! uations of natural groups differ from 
"average" preferences and evaluations of 
separate group members; 

2. To investigate the interpersonal 
dynamics through which individual pref­
erences become consolidated into group 
buying preferences, and ultimately, group 
behavior; and, 

3. To fine tune methods of collecting 
data from natural groups, rather than from 
individuals or focus groups. 

continued on p. 16 
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MEET YOUR NEW 
''SPEC'' WRITERS 

EZWRITER is a revolutionary software 
development that enables virtually anyone in 

your office, from project managers to 
secretaries, to create market research 
questionnaires. But you can't buy it! 

EZWRITER's a FREE enhancement when you lease 
"SURVENT," or "PC-SURVENT," CRT interviewing research software 
from Computers for Marketing Corporation . EZWRITER eliminates the 

bottlenecks in your production schedule because ... 

• EZWRITER is powerful, yet anyone with an office PC can use it, and it 
doesn't require any programming knowledge. 

• EZWRITER's on-line docur:nentation reduces training time. 

• · EZWRITER enables you to develop a library of questions which can 
be accessed for future questionnaires, saving set-up time for you, and 
reducing client expense. 

• EZWRITER automatically checks for completeness, accuracy, and 
logic problems to eliminate problems down the road . 

FREE DISK 
If you're considering CRT interviewing, send for this FREE disk (IBM/MS-DOS 

compatible). It is designed to help you answer questions about the growth and 
direction of your company, requirements needed to achieve your goals, 

as well as a rough estimate of software and hardware costs. 

To obtain your FREE self-administered "Business Planning Guide," 
or to learn more about "SURVENT" or "PC-SURVENT," 

call (415) 777-0470, ext. 323 in San Francisco today! 

Computers for Marketing Corporation 
547 Howard Street • San Francisco, California 94105 
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Natural groups 
continued from p. 14 

Three studies 
The one-on-one study. This study 

concentrates on people who intend to buy 
cars. As part of our customary screening 
procedures, a subsample of couples who 
indicate their car buying decisions are 
largely joint ones is selected. Both 
members of each are asked to come to a 
central interviewing facility at the same 
time. Each one is isolated from the other 
and is asked to evaluate various features 
of a prototype vehicle. A separate evalu­
ation questionnaire is then given to each 

member of the couple. The couple is 
never asked to make a joint evaluation. 

Additional qualitative information is 
obtained by a semi-structured, one-on­
one interview conducted with each 
member. The projected joint evaluations 
of the couple are estimated simply by 
averaging their separate I y collected evalu­
ations. 

The one-on-two study. This study dif­
fers from the one-on-one study in several 
ways. Rather than being given separate 
questionnaires to fill out independently, 
the couple is shown the same prototype at 
the same time, and is asked to discuss its 
attributes between themselves. They 

record their final "group" evaluation on 
their joint questionnaire. It is left com­
pletely up to the couple to resolve any 
differences that may emerge. The couple's 
deliberations are observed directly and 
videotaped. Additional qualitative infor­
mation is obtained by a semi-structured, 
on-on-two interview conducted with both 
members of the couple at the same time. 
The joint evaluations of the couple are 
obtained directly from the joint question­
naire they complete. 

The final joint evaluations, as inferred 
in the one-on-one study and obtained 
directly in the one-on-two study, are then 
compared. This indicates 1) to what ex­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ~ntand2)inwh~ways~furredgroup 
evaluations (i.e. statistically manufac­
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YOUR CHICAGO 
AREA 
FOCUS GROUP 
CENTER 
Excellent location 
Just minutes from O'Hare International Airport. 
Our location provides convenient access from middle and 
upper income suburbs plus Northwest Chicago. 

State-of-the-art focus group center 
Three large conference rooms. 
Spacious viewing rooms with wall-to-wall, one-way 
mirrors. 
Professional quality video and audio equipment. 
Flexible areas for large displays. 
Available with or without recruiting. 

Test kitchen 
Fully-equipped test kitchen with freezer storage. 
Direct observation of the kitchen through one-way mirror. 

Our people 
Experienced staff of in-house recruiters. 
Highly qualified moderators available. 

O'HARE IN FOCUS 
a division of Irwin Broh & Associates, Inc. 

1011 EastTouhy Avenue • Des Plaines, lllinois60018 • 312/299-6636 

CircleNo707 onReaderCard 

tured) differ from actual group evalu­
ations. But, even if such differences are 
evident, these two proposed studies tell 
us little about how such differences arise. 

The combined study. To understand 
how individual preferences combine to 
generate group preferences and decisions, 
a more complicated study design is 
needed. This study begins like the first 
one-on-one study in which the evalu­
ations of both members are obtained 
separately. Following this, each party is 
presented with both his or her own evalu­
ations and those of his or her partner. The 
couple is then required to consolidate 
their initial evaluations into a single, final 
joint evaluation. Their deliberations in 
doing so are observed and videotaped. A 
semi-structured one-on-two interview is 
then used to discover how the couple 
resolved disagreements. 

Natural group interviewing cannot be 
substituted for either one-on-one inter­
viewing or focus groups, nor is it in­
tended to do so. Its application extends to 
a limited number of, · but nevertheless 
real, decision-making situations. MRR 

David J. Pagnucco is a senior ac­
count manager with Maritz Market­
ing Research Inc. ' s Detroitoffice.He 
is a graduate of the University of 
Michigan with a B.S. in Computer 
Science and Psychology. For more 
information about Natural Group 
Interviewing, contact him at ( 313) 
540-2200. RobertP. Quinn, Ph.D. is 
a senior research scientist at the 
University of Michigan's Survey Re­
search Center. He is a specialist in 
organizational behavior and survey 
research methods. 
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Experience~TheBe&T~her. 
We cordially invite you to learn _qualitative marketing research methods from the professionals who do 
more customized marketing research and have taught it to more people than IDJYOne else in the world. 

When you attend a Burke Institute 
qualitative research seminar, you partici­
pate in more than an exciting, on-target 
learning experience. You learn from what 
our staff of moderators with a combina­
tion of 150 years of experience have learned 
by doing thousands of focus groups and 
in-depth interviews. 

For over 50 years, we've been one of the 
major suppliers of qualitative research in 
the world. Concept screening, advertising 
research, new product evaluations, posi­
tioning and customer satisfaction 
research are just some pf the areas cov­
ered by the numerous qualitative research 
projects we undertake each year. Our cli­
ents represent a complete cross-section of 
American industry- consumer pack­
aged goods, industrial manufacturers, 
pharmaceutical companies, health care 
organizations, ad agencies, financial insti­
tutions, publishing and broadcasting 
companies, public utilities and telecom­
munications companies. 

Our seminars reflect this invaluable depth 
of real-life expertise, not available to you 
in any books, libraries or universities. 

That's why over 350 companies have 
already sent their people to our qualita­
tive research seminars. We've listened to 
what they want and we deliver: 
• Content you will put to use immediately. 
• Exciting speakers with extensive practi­

cal experience and academic credentials. 
• Proprietary case studies which bring 

the content to life. 
• Seminar manuals which become a 

permanent reference source. 
• A comprehensive curriculum that 

allows you to build your expertise in 
focus group research over time. 

• The only comprehensive professional 
certificate of achievement in the market­
ing research industry. 

• An extraordinary pool of SAMI/Burke 
professionals to answer your questions 
even after the seminar. 

SAMI/Burke 
The \Nl1ole Picttu--e. 
800 Broadway, Cincinnati, OH 45202, 8()().543-8635 
© 1988,SAMI!Burke Inc. A Control Data Company. 

The Burke Institute 
Seminars currently offered in various locations 

Qualitative Research 
Focus Groups: An Introduction 

Designed primarily for individuals who commission focus group research and 
must evaluate and report the resulting studies, this 2 day seminar will answer 
many practical questions: 
• When should focus groups be preferred to depth interviews and structured 

research techniques. 
• How to plan a focus group study and how to develop the discussion outline. 
• What to look for in evaluating moderator skills and the quality of the resulting 

research. 
• What to do about potential focus group problems such as dull groups and domi-

nant respondents. ' 
• How to get decision makers involved in group sessions and how best to commu­

nicate the findings to them. 

Focus Group Moderator Training 
This limited enrollment, intensive 4-day workshop is designed to train you to 
become a focus group moderator. Specifically, you will learn: 
• How to communicate with your "cl ients" to understand their needs and then to 

design a focus group study from start to finish to meet those needs. 
• How to moderate focus groups by participating in a series of hands-on skill 

building workshops and one-on-one feedback sessions with the speaker using 
multiple videotapes of yourself moderating actual groups. 

• How to handle the mechanics associated with obtaining facilities, recruiting 
respondents and working with difficult participants. 

• How to interact with clients to enhance the effectiveness of your efforts and to 
prevent misuse of the results. 

• How to analyze focus group findings and write a report which the clients will 
read and use. 

Focus Groups: An Applications Workshop 
In this 2-day follow-up to the focus group introduction seminar, you will learn: 
• How to get the most out of participants in a group session. 
• Which specific techniques work best for uch exploratory research applica­

tions as idea generation, evaluating advertising concepts and creening new 
product ideas. 

• Which proprietary group techniques are being used by consultants and how 
you can benefit from them. 

• How you can improve your moderating skills by evaluating a videotape of 
yourself. 

Other Qualitative Offerings Include: 
Qualitative Marketing Research With Children 

Interviewing Executives & Professionals 
Also offered are 25 other seminars in the following areas: 

• Marketing Research Methods 
• Marketing Data Analysis & Interpretation 
• Marketing Research Applications 
• Communicating Marketing Research 
• Marketing Research Management 
And, 60 high-tech topics through the Institute for Advanced Technology. 

Please look over the list of our currerit seminars. Then, call us 
toll-free. We will help you select the best seminar or other educa­
tional opportunity to meet your specific needs. Please call Lisa 
Raffignone, Program Manager or Dr. Deidre Moulliet, Vice Pres­
ident, at 800-543-8635 x3775. 
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Solid gold 
continued from p. 12 

tion. Table I shows actu~l comparisons 
taken from our own records: 

In this same time period, the costs for 

TABLE I 

% Cost Increase 
1983 to 1988 

Facility rental: 20% 
Re~ruiting fee: 70% 
Panelist honorariums: 50% 
Observer refreshments: 50% 
Videotaping: 75% 

moderating and analysis have gone up as 
well. Moderating has increased by 10% 
in the past five years and analytical costs 
have risen by nearly 20% in our com­
pany. Of course, there are always loop­
holes. Take the focus group facility that 
five years ago hired a videotape camera­
manandhisequipmentfor$125pergroup, 
and charged $250. Today, the outside 
cameraman and his equipment have been 
replaced by a $10 per hour employee and 
a facility-owned camera, changing the 
gross profit per group, for videotaping, 

from $125 to over $300. 
The bottom line is this: We have seen 

an across-the-board budget increase of 
some 33% in just the past five years. 
Translate this into a corporation that 
commissions, say, 100 focus groups a 
year, and it's likely that they're spending 
at least $100,000 more today than five 
years ago. 
Holding costs down 

The big issue, of course, is: What can 
be done to keep focus group costs from 
further escalating? Here are 12 sugges­
tions for holding back costs and increas­
ing the utility of focus groups today. 

1. Consider smaller rather than larger 
groups, such as six to eight panelists 
instead of the historic 10-12. With 12 
panelists, it's been calculated that, after 
removing the time it takes to "warm up" 
(usually about three minutes), and the 
moderator's questions and probes, the 
"average" panelist in a 90-minute focus 
group has some three minutes of actual 
talking time. Cut the number of panelists 
and you'll increase their ability to speak. 
You'll actually increase the utility of your 
moderator, too. Instead of conducting a 
group survey, he or she can actually begin 
to get more inside the panelists. Cutting 

If you've ever looked for 

the number of panelists recruited from 
14, for 10 to 12 to show, to 10, for six to 
eight to show, can save up to $400 per 
group in recruiting fees and honorariums. 

2. Never conduct an odd number of 
groups unless they can somehow be 
bundled into three groups in a day. The 
odd group on a subsequent evening will 
cost you at least 10% more than if it were 
one of a pair. When focus groups cost 
$3,000 and more, this can add up very 
quickly. 

3. Consider contracting for a volume of 
work, and not just by project or brand. 
One focus group facility we work with 
offers a 10% discount for a commitment 
of five or more focus groups in a 12-
month period. Of course, this has to be 
paid in advance, so the time-value of 
money needs to be taken into account. 
But this does ·serve to demonstrate that 
buys are still available. 

4. Think about re~tricting the discus­
sion topics to the issues actually at hand. 
This will save in discussion guide devel­
opment costs, reward you with more 
germane discussions and hold down 
analysis costs. Parenthetically, many 
focus groups, as moderators frequently 
observe, often become the "community 

24 YEAR OLD FEMALES, WHO RIDE MOTORCYCLES, DON'T SMOKE, 
AND HAVEN'T BEEN IN A GROUP SESSION IN THE PAST YEAR 

then you need 

The C.A.R.D. System 
from Suburban Software 

Our Computer Assisted Respondent Database System uses a computer screen 
that looks just like your familiar 5 x 7 index cards. All the respondent data you 
currently keep on your index "cards" can now be kept on our "C.A.R.D.S". Record, 
check for, and select by attributes such as: 

•family characteristics (children, income, pets, cars, etc.) 
•personal demographics (age, race,education,etc.) 
•product and brand usage 
•past participation in groups, one on ones, etc. 

Created by one of the leading focus group suppliers, The C.A.R.D. System 
understands your needs. All operation is done from simple on screen prompts. 
No "Computerese" necessary ! For sample entry screens and reports contact: 
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Wi II iam C. Bartlett 
201-652-8085 
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Christmas tree," everyone wants to hang 
his or her own ornament on them. Hold­
ing the line on the variety of topics cov­
ered can save incremental development, 
moderating and analytical costs. 

5. When you need purely background 
information from panelists, use a pre­
discussion questionnaire. This can cover 
occupation, buying habits, and house­
hold income, all of which information 
needed for analysts, without using up 
valuable discussion time. 

6. Get the facility to have the 6 p.m. 
panelists arrive between 5:30 and 5:45 
instead of the usual 5:45-6:00 p.m. and 
then don't let the facility feed the 6 o'clock 
panelists in the discussion room. This 
may seem like a mjnor point, but here's 
what happens: The panelists arrive closer 
to 6 than 5:45. They're checked in. They 
wait a few minutes, then they go into the 
discussion room and begin to niake their 
sandwiches. By the time they've eaten 
and the moderator can actually begin, it's 
now close to 6:10 or 6:15. Effectively, 
you've just lost up to 15% of your total 
discussion time or you back yourself into 
the second group, with no time in be­
tween to de-brief with your people or the 
moderator. In this same regard, don't 
waste time with a deli platter for the 
panelists. Deli platters may look nice, but 
they use up the precious time you're 
paying for. Get those sandwiches pre­
made. 

7. Don't use a videotape merely as a 
record. If that's all you'll use it for, skip 

select whom you wish to work with, and 
tell your designee that they've got your 
business. You'll certainly be rewarded 
with leaner budgets, even if you still buy 
by project. 

10. Plan ahead, geographically, when 
running out-of-town groups. If your 
company is West coast-based, don't start 
out in New York. It takes a full day's 
travel to just get there. This means you 
and your moderator have to budget for an 
extra day. Instead, where possible, go to 
the Midwest on the first day (yol.i can get 
to, say, Chicago, and run groups on the 
same day), reserving East coast groups 
for the second day. If you are East coast­
based with groups to be scheduled across 
the country, consider doing your West 
coast groups first, and then picking up the 
remaining groups as you travel back East. 
When you do this, however, be sure to let 
your moderator relax on the West-bound 
air leg. Don·~ expect him/her to be "up" 
on the flight and then pull off two discus­
sions that night. While the first leg may 
be the toughest, it gets easier when you're 
East-bound because, although you lose 
time, you're running the groups earlier in 
your day, based on the time-zone of the 
city you awoke in. Time-zones work 
against you when you're West-bound for 
focus groups. 

11. Consider whether or not you really 
need a full, formal report. If its use is 
more archival in nature than actionable, 
drop it. Instead, have yo~r moderator 
prepare a one- or two-page summary of 

each discussion, highlighting those as­
pects which are critical to you and dis­
pensing with a recitation of each and 
every thing that was discussed, whether 
truly germane or not. 

12. Make your focus groups evolution­
ary, not confirmatory. Don 'trepeat, word­
for-word, the same discussion guide each 
time. Use . each prior group as a spring­
board for new learning. This, while not 
saving dollars in a budgetary sense, will 
vastly increase the utility of what you set 
out to accomplish in the first place. Of 
course, not all suggestions will apply to 
each organization or each focus group 
project. Use what you can, as you can. 
Continue to look for ways to either hold 
costs back in a realistic way while simul­
taneously finding new ways to enhance 
the utility of focus groups. MRR 

Harold C. Daume, Jr., is president 
and co-founder of Daume/Swenson, 
Inc., a full-service marketing research 
firm based in southern California. 
Daume' s marketing resl:arch career 
spans over 20 years and includes major 
qualitative and quantitative research 
assignments for over half of the top 
100 national advertisers and 20 of the 
top 50 advertising agencies. He has 
spoken at major conferences through­
out the U.S. on a variety of marketing 
and research .topics. 

itifyoudovideotape,thendon'tbringan ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

army of observers. Let them watch the 
tape the next day when you can fast 
forward to the parts that are critical, and 
offer running commentary. 

8. When you're traveling out-of-town, 
buy a package of airline tickets and hotel 
rooms. You can often get discounts that 
would not be available if everyone travel­
ing (including the moderator) booked their 
reservations individually. Take care of 
the moderator's travel arrangements along 
with your own. This will alleviate the 
moderator or research company from 
having to add a charge for the administra­
tive costs of making arrangements and 
also assures that you '11 all travel together. 

9. Realize that most research compa­
nies and independent moderators have to 
include in their project budgeting a factor 
for selling time. Instead of using the 
competitive bid method for focus groups, 
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control. 
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meetings. Complete Client off-site monitoring 
abilities. 
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Experienced, Dependable, Professional. 

THE WATS ROOM, INC. 
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continued from p. 11 
bowlers nonetheless indicate interest in 
reading articles such as bowling humor 
(44%), bowling trivia (30%) and human 
interest stories (30% ). 

• Attitudes towards programs, serv­
ices. ABC's role as the governing body 
over bowling is supported by the types of 
programs and services bowlers are most 
aware of: standardized rules for leagues 
and tournaments (95%); awards for 

bowling leagues (92%); league supplies 
(85% ); lane inspection and certification 
(84% ); bonding protection for leagues 
(77%); a national bowling tournament 
(74%) and disciplinary measures for not 
following rules/regulations (73% ). 

Overall, members are the least aware 
of programs and services offered by ABC 
and secretaries and secretary /team cap­
tains are the most aware. 

Newcomers to league bowling (1-5 
years) are significantly less aware that 
ABC offers various programs and serv­
ices than bowlers who have participated 

in league bowling six or more years. It 
appears the longer bowlers have been 
involved in league bowling the more 
informed and knowledgeable they are 
about ABC. Similarly, older bowlers (45 
plus) who most likely have been involved 
in league bowling for more than 10 years, 
are more aware of current ABC programs 
and services than bowlers under 35 years 
old. Additionally, higher average bowl­
ers (over 170), who probably participate 
more in tournament play, are more aware 
of ABC programs and services which 
relate to rules/regulations, awards and 

----------------------------------, tournaments. 

EXCEL's 
2000 weekly interviews 

give you everything 
you need frotn 

an otnnibus service, 
tnore or less. 

More. 
Sometimes bigger is better. So EXCEL, 

ICR;s weekly national telephone omnibus 
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The benefits? More efficient and faster 
low incidence sampling ... more flexibility, 
because questions can be insened in either 
study on two different days each week ... 
and more extensive demographic subsampling 
-for example, you can interview 1(X)() 

males or 1 (X)() females in a single week. 
Of course, you still get the high-quality, 

reliable data that EXCEL is famous for. 

Less. 
Sometimes, less is more. Whether you 

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

The twice-weekly sample also lets us offer 
EXCEL at less cost- only $1500 per 
question for 2(X)() interviews. 

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

Anything less just couldn't be called 
EXCEL 

To find out how EXCEL can meet your 

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

International Communications Research, Inc. • 105 Chesley Drive • Media, PA 19063 
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ABC's function as a governing body is 
further supported by the high level of 
importance bowlers place on the pro­
grams and services of which they are 
most aware. These include providing: 
standardized rules for leagues and tour­
naments (91% ); lane inspection and cer­
tification (82% ); league supplies (77% ); 
bonding protection for leagues (74%) and 
disciplinary measures for failure to fol­
low rules/regulations (73% ). 

A pattern seems to occur between the 
number of years a bowler has ·partici­
pated in league bowling and the level of 
importance they place on ABC offering 
various programs and services. In par­
ticular, bowlers involved in league bowl-
ing for six or more years are more likely 
to feel it especially important for ABC to 
provide standardized rules for league and 
tournaments, lane inspection and certifi­
cation, bonding protection for leagues, 
league supplies and awards for bowling 
leagues. 

Although ABC's added value program 
and accessories program generate little 
interest as a whole among bowlers, they 
appear to be more enticing to bowlers 
whoarenewtoleague bowling(1-5 years). 

Higher average bowlers (over 170) on 
the other hand, are more likely to value 
programs and services such as a test center 
for bowling equipment, awards for bowl­
ing leagues, disciplinary measures for 
failure to follow rules/regulations and a 
national bowling tournament. · 

However, lower average bowlers (170 
or le s) place more importance on ABC 
providing how-to-bowl guides and pam­
phlets. 

• Attitudes toward seminars, clinics. 
Overall, bowlers feel that it is important 
for ABC as an organization to offer these 
seminars and clinics: instructional clinics 
for youth bowlers (64%); clinics for 
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beginning bowlers and senior citizens 
(56% and 45%, respectively); bowling 
classes offered through a local school 
(40%); bowling instruction on video for 
home use (38%) and a bowling camp for 
youths (38%). 

The majority of seminars and clinics 
bowlers feel to be beneficial for ABC to 
offer are very age specific, (i.e., for youths 
and new bowlers) and therefore, are not 
necessarily the types of services in which 
bowlers would be most likely to partici­
pate. 

The seminars and clinics generating 
the greatest likelihood of participation 
among bowlers are: bowling instruction 
on video for home use (35%); seminars 
on rules and regulations conducted by an 
ABC representative (27% ); clinics for 
advanced and youth bowlers (26% and 
25%, respectively); clinics conducted by 
Hall of Fame members (26%) and in­
structional clinics organized by bowling 
averages (25% ). 

In general, members show the least 
interest overall in using instructional 
oriented services. Older aged bowlers 
( 60 plus), however, indicate a strong inter­
est in clinics designed specifically for 
bowlers their age as well as a desire for 
seminars on rules and regulations. 

Additionally, several differences oc­
cur between age groups; 35-44 year-olds 
are most likely to participate in instruc­
tional clinics for youth bowlers, bowling 
classes offered through a local school or 

·park district and a bowling camp for 
youths. Bowlers 45 or older are more 
likely than bowlers under 35 to partici­
pate in seminars on bowling rules and 
regulations conducted by an ABC repre­
sentative. 

• Products and services ABC should 
discount. In total, bowlers are most likely 
to agree that ABC should offer discounts 
on products and services which relate to 
bowling equipment and game prices. 
Specifically, these include: discounts on 
bowling equipment (78% ); open bowling 
for senior citizens (71 % ); open bowling 
for children ( 69%) and specials on open 
bowling (61 %). Discounts on non-bowl­
ing related items such as cars, tools and 
other sports equipment are not seen as 
particularly appropriate for ABC to offer. 

• Likelihood of using discounts. Offer­
ing discounts to specific target groups 
such as beginner bowlers, senior citizens 
and children allow ABC to perhaps at­
tract groups of bowlers who might not 
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think about picking up the game or con­
tinuing to play as they get older. Al­
though bowlers surveyed are not inclined 
to use these discounts, nonetheless, they 
still feel they are important for ABC to 
offer. 

However, the types of discounts bowl­
ers indicate being most likely to use them­
selves are: discounts on bowling equip­
ment (68% ); discounts on practice games 
(58%) and specials on open bowling 
(64%). 

likely to take advantage of discounts on 
products as opposed to game price dis­
counts. Specifically, these include dis­
counts on bowling clinics or seminars, 
bowling video tapes, clothing, tools and 
non-bowling related sports equipment. 
Bowlers under 35 years are most inter­
ested in participating in discount offers 
on bowling equipment, open bowling, 
practice games and clothing. 

Bowlers who have been involved in 
bowling for one to five years are most 

Finally, bowlers with a higher average 
(over 170), who probably travel to tour­
naments more often than lower average 

continued on p. 22 
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bowlers, are more likely to use hotel and 
car rental discounts. 

• Likelihood of taking advantage of 
promotional ideas. In total, bowlers are 
most likely to utilize coupons for reduced 
game prices (63%) and bowling equip­
ment (62%). 

Other promotional ideas most likely to 
be taken advantage of by bowlers in­
clude: free game with product purchase 
(47%); ABC certified bowling balls 
( 43% ); major bank credit card with no 
annual fee (42%) and TV bowling shows 
(40%). 

• Attitudes toward ABC awards pro­
gram. ABC's awards program does not 
receive particularly high marks from 
bowlers. Specifically, slightly Jess than 
one in three bowlers (31 %) agree that 
overall , ABC does a good job with its 
awards program and that it is prompt in 
delivering awards. Furthermore, only 
one in four bowlers agree that the types of 
awards ABC gives to bowlers are high 
quality awards. 

While the majority of bowlers (65%) 
don't feel the awards program as a whole 
should be expanded, the types of awards 
they do want reflect a desire for more 
bowler recognition. Specifically, bowl­
ers feel that ABC should: give awards to 
the most improved bowler in each league 
(61 %); have a display ofall ABC awards 
at the bowling center (51 %); give awards 
to the best team in the league ( 40% ); 
publish a list of major award winners 
(39% ); and have regional tournaments 
(38%). 

• Attitudes toward the total bowling 
experience. Slightly less than one-half 
(47%) of all bowlers surveyed rate their 
total bowling experience as superior or 
excellent. 

As bowling averages increa e, how­
ever, bowlers feel more positive about 
their total bowling experience. Similarly, 
bowlers who have participated in league 
bowling for 11 or more years are signifi­
cantly more satisfied as well. 

• Attitudes toward the bowling center. 
On average, bowlers rate their bowling 
center as good and one in three feel their 
center is superior or excellent. 

In particular, bowlers who have par-

ticipated in a league for 21 or more years 
are significantly more likely, on average, 
to give their bowling center a higher 
grade. Similarly, bowlers with an aver­
age of200 or more and older bowlers (60 
or older) rate their center higher on an 
overall measure. 

• Ratings on specific attributes. A 
proprietor has certain responsibilities to 
uphold as the owner of the bowling cen­
ter. These responsibilities involve main­
taining cleanliness of the center, enforc­
ing starting times and keeping equipment 
running smoothly. However, bowlers 
are quick to criticize their bowling cen­
ter ' performance in these areas. The 
percent of bowlers who agree completely 
that their bowling center does a good job 
in these areas is as follows: maintains a 
clean appearance (46%); enforces start­
ing times (37% ); fixes broken equipment 
(32% ); replaces bad/broken equipment 
(31 %) and tests equipment regularly 
(18%). 

Changes underway 
_\Vhile the results of the study only 

recently have been made available, Noren 
says many changes are already under­
way. To improve communications, the 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ membe~hipmagaz~eisbeingupgrnded 

-~ 
Talk to the right people 

in California. 
We're famous for recruiting the right people. Because 
we follow through, every step of the way. So if you're not 
talking to the right people at the right time, you're in 
the wrong place. e -- ECKER 
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South San Francisco, CA 94080 (415) 871-6800 •• RECRUITING 
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to reflect more of a consumer type maga­
zine. Target m'arketing is also being 
improved. Instead of targeting logoed 
products to league secretaries, ABC is 
now targeting them among new league 
bowlers. Research showed that new 
league bowlers, not league secretaries, 
are the ones most interested in these items. 
The ABC is also adding more educa­
tional programs such as how to improve 
one ' s game and how to run better leagues 
for league secretaries. 

A multi-tiered membership is also being 
considered for ABC members. Under 
this system, members, not the ABC, will 
be able to decide what programs to take 
advantage of, based on their interest and 
skill level. 

Noren predicts it will take about one 
year to implement the recommended 
programs. In two years, a follow up study 
is planned. At that time, more focus 
groups will be conducted in selected 
markets among ABC members and non­
member league bowlers to find out if 
ABC is improving its image and serv­
ices. MRR 
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the St. Louis area; Pevely product users, nonusers, local 
residents and out-of-towners were tested. Overlock Howe 
researchers probed consumer reactions to eight positioning 
options developed for Pevely products, including "contempo­
rary," "healthful," "old-fashioned," "taste-appeal," and "pre­
mium quality." Each was depicted in brand prototypes with 
different visual images. 

"Consumers were not told that these were 'brand position­
ings,' or why the package images looked different," says Howe. 
"Rather, consumer reactions to what they actually saw in the 
prototypes were evaluated. We used these reactions to interpret 
which images would be most promising for the new brand 
positioning. 

"We learned that 'taste appeal' and 'healthful' were the most 

"By broadening this image to extend across 
all Pevely product lines, we were able to 
establish a new company image for 
successfully launching new and existing 
company brands." 

R. Overlock Howe 

important messages the Pevely brand could offer consumers. 
To successfully communicate these messages, we developed a 
positioning statement: 'The Good Taste of Good Health."' This 
was linked to a fresh, clean and uncluttered packaging image of 
a tranquil, but modem stylized farm scene. 

The farm scene appealed to both old and new Pevely custom­
ers, combining their product interests to promote broad cus­
tomer appeal, says Howe. "By broadening this image to extend 
across all Pevely product lines, we were able to establish a new 
company image for successfully launching new and existing 
company brands." 

The Pevely name was also modified into a "controlled 
shape," says Howe. The "look" proved very satisfying to new 
customers and current users alike. 
No radical changes 

Ritzen says the company learned two important lessons from 
the focus groups: Don't make radical changes to the logo or mix 
drastic color combinations. 

"Radical changes to the logo would have caused a loss of 
persona for the consumers," says Ritzen. "That's because 
consumers have a fixed image in their mind of what the logo 
should look like. We found we shouldn't stray too much from 
the traditional or get too wild or bizarre." 

Consumers felt the Pevely logo looked best in red, even 
though the researchers felt the color was too warm, too harsh 
and too over-used on dairy product packaging. Nevertheless, 
that's the color of the logo on all of the products. 

continued on p. 26 

Quirk's Marketing ResearchReview 



~ 
... and a world of services 

PERMANENT FOCUS DOOR· CENTRAL PERMANENT FOCUS MARKET MALL FACILITIES TO· DOOR PHONE MARKET MALL FACILITIES FACILITIES FACILITIES .. 
APPLETON/GREEN BAY 

MILWAUKEE, WI 

COUNCIL BLUFFS, lA/ 

OMAHA, NE 

EAU CLAIRE, WIS./ 

MINNEAPOLIS, MIN. 

BOULDER, CO. 

DENVER, CO. 

DES MOINES, lA 

DETROIT, Ml 

EUREKA, CA 

JACKSON, MS 

MEMPHIS, TN 

MIDDLETOWN, NY 

ORANGE COUNTY, CA 

'Detroit, Ml 
National wars 
30 Lines 

X X 

X 

X 

X X 

X X 

X X 

X X 

X 

X X 

X X 

X 

X X 

X X 
MONTEREY/ 
SALINAS, CA 

X 

X X 
PINE BLUFF/ 
LITTLE ROCK, AR 

X 

X X 
SAN RAFAEL/ 

SAN FRANCISCO, CA 
X 

X SEATTLE/ 
TACOMA, WA 

X 
X X 

X X NEW ORLEANS, LA X 

X *X PHOENIX, AZ X 

X X SALT LAKE CITY, UT X 

X TALLAHASSEE, FL X 

X X TULSA, OK X 

X X WESTCHESTER, NY X 

X WESTMINSTER, CO 

The Friedman 
Marketing Organization 
NATIONAL HEADQUARTERS 
2 5130 Southfield Road . Suite 200 
Southfield . Michigan 4807 5 13131 569-0444 

READING THE MINDS OF THE MARKETS! 

Circle No. 716 on Reader Card 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

DOOR· CENTRAL 
TO· DOOR PHONE 

X X 

X X 

X 

X X 

X X 

X **X 

X X 

X X 

X X 

X 

X X 

"Phoenix, AZ 
National wars 
12 Lines 



REASONS WHY 

A-CROSS 
IS THIS YEAR'S 

# 

CROSSTABULATION 
PACKAGE 

fastest selling crosstab program-in just 
1 year! 

#1 with superfast, supereasy "Point & 
Pick" operation. Everything's on the 

screen: your actual tables as you create them, 
plus pop-up windows, prompts and selections. 

#1 with research companies: SAMI/Burke, 
SRI International, Winona, J.D. Power, 

Walker, Consumer Pulse, Elrick & Lavidge ... 

#1 with. market research departments: 
Procter & Gamble, General Mills, Gillette, 

Polaroid, American Express, Clorox, Sears ... 

#1 in features: unlimited cases, weights, 
ranks, conditionals, nets, stats, multi­

tasking, the works. 

in connections: Lotus 1-2-3, word pro­
cessors, laser printers, Ci2, QUERY ... 

#1 and only crosstabulation program ever 
nominated for the PC Magazine Award 

for Technical Excellence. 

CALL US FIRST AT (617) 923-8800 
FOR A FREE DEMO DISKElTE 

rA• r CRO~~rawberry Software, Inc. 
() 42 Pleasant St., Watertown, MA 02172 

26 Circle No. 717 on Reader Card 

!PI 
continued from p. 24 

In general, consumers who were tested favored conservative 
color combinations such as white, red and blue. "We found 

these to be the most popular," says Ritzen. Pastel colors were 
tested on prototypes but popular opinion on these was thumbs 
down. 

Not even Pevely's dairy trucks got by without a makeover. 

The old cream and red colors were replaced by a white back­
ground with the styli~ed farm scene. 
Sales soared 

When the revamped products hit the grocery shelves in mid-
1987, most customers liked what they saw, says Ritzen. Sales 
took a temporary dip for traditional Pevely products among 

long-time Pevely customers, but specialty product sales soared 
among younger consumers. For example, the Pevely Lite 1% 

fat milk product - appealing to the active, healthy lifestyle by 
showing women playing tennis- has been extremely successful 
among Pevely's traditionally weakest market, women aged 25-
40. A similar contemporary look was also created for the ice 

milk product, says Ritzen, incorporating the new logo and 

brand system. As a result, this product has also achieved 
dramatic sales increases. 

Proof of Pevely's succes in its brand evolution is well­

documented at grocers' check out lanes: Both consumers and 
retailers have received the new changes favorably. Overlock 
Howe's study results are evidence that Pevely, a long-estab­

lished and well-respected company, will continue to offer the 
"cream of the dairy crop" for years to come. MRR 

Richard Overlock Howe is founder and president of 

Overlock Howe Consulting Group, Inc., developers of 
brands for new and restaged products, services and cor­
porations. Founded in 1959 in St. Louis, OHCG serves a 

national and international clientele, including Ralston 

Purina, General Mills , 
Gerber Products, and 
Southwestern Bell Tele­

phone. 
Howe began his career 

at Colgate-Palmolive in 

New York in 1950 as a 
package designer of inter­
nationally marketed prod­

ucts. He also worked in 
Detroit with New York­
based Lippincott & Mar­

gulies on the development of the Chrysler International 
Identification System. 

Howe studied at Bradley University, the Art Students 

League and Washington University. He also taught brand 
imagery development at Washington University. He is a 

former board member of the Package Design Council. 
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continued from p. 8 
gard to the specific motives for buying a 
lawn mower. Relative to other groups, 
their purchases of a particular mower are 
not guided by any specific characteristic. 
This is probably because they do not seek 
purchase information from the broad va­
riety of sources other segments use. They 
need a mower and allow themselves to be 
guided to the purchase by those they 
trust. With the exce tion of the im or-

tance of engine brand, there does not 
appear to be anything the OOCs seek in 
the way of specific attributes and features 
in a new mower. 

Price fueled 
As is implicit in the name, price is im­

portant to this segment. They agree very 
strongly that the price of a mower is its 
most important attribute. Furthermore, 
they feel they would buy any mower if the 
price is right. In 1987, the Price Fueled 
segment reported spending on average 
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John Jeter, President 
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$163 for a new walk-behind mower. 
This is significantly less than other 

segments paid for their mowers. These 
purchasers are also more likely than other 
segments to report making their purchase 
"on sale," as nearly four out of five buy 
that way. 

Price Fueled most often make pur­
chases because their old mower isn't 
working. While the selection of the mower 
purchased is frequently determined on 
the basis of price, engine brand and spe­
cific engine attributes are often the next 
most important considerations. Being able 
to purchase a mower on credit is dispro­
portionately more important to this seg­
ment than the others, although a majority 
of Price Fueled purchasers do pay cash. 
The Price Fueled are also attentive to ad­
vertising. While they're in the market for 
a new mower, they pay very close atten­
tion to newspaper advertising. Corre­
spondingly, Price Fueled purchasers are 
much less likely than other segments to 
talk with friends, relatives, or dealers or 
rely on prior brand experience when se­
lecting a new mower. 

Feature fanatics 
Feature fanatics firmly believe the more 

features on a mower, the better. They also 
tend to be fanatics in the way they go 
about purchasing a new mower, doing a 
lot of homework and consulting such 
sources as Consumer Reports. 

Feature Fanatics spend on average 
about $268 for new mowers, the second 
highest average reported, and are more 
likely to purchase a premium brand lawn 
mower such as Toro, Snapper, or Lawn 
Boy. 

Feature fanatics don't ignore price, but 
they place a variety of other considera­
tions ahead of price. For instance, they 
are more likely than other segments to 
seek quality and sturdy construction. They 
also study the aspects of the mower's 
design and its range of power and safety 
features. These people also take into 
account a number of criteria they feel 
differentiate one retailer from another. 
Particularly important is the reputation of 
the retailer and its area of specialization. 
Also important is knowledgeable sales 
help, product demonstrations and the 
availability of warranty service. 
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Finally, a characteristic that separates 
Feature Fanatics from other groups is 
their use of a variety of sources of infor­
mation. They rely most heavily on deal­
ers for information, but also tum to friends 
and relatives, catalogs, brochures, and 
both broadcast and print advertising. 

ess and, of those, which were most im-
portant. 

4. Where consumers are purchasing 
lawn mowers and with what frequency. 

Also, Briggs & Stratton can now help 
validate market share data their custom­
ers may have internally. 

"Our customers are obviously very 
Confident brand buyers pleased to be able to go through the study 

Cramer-Krasselt, which also car­
ries out the advertising, promotion 
and public relations for Briggs & 
Stratton, is the fourth oldest market­
ing communications firm in the U.S. 
In addition to its Milwaukee head­
quarters, Cramer-Krasselt has offices 
in Chicago and Phoenix, as well as an 
affiliate relationship with W oolams, 
Moira, Gaskin and O'Malley, Lon­
don, England. 

Confident brand buyers (CBBs) buy with us,"Knightsays. "They'reextremely 
only brand name mowers and seek mow- enthusiastic about the results because at 
ers with engine brands they know and this time, anything they can get in the way 
trust. Their process of shopping for a new of research is a great plus to them." 
mower differs from other segments in MRR 
thattheybeginestablishingalistof~a- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

tures that they want and then use the 
shopping process to locate that mower. 

More so than the other segments, CBBs 
buy a new mower in order to obtain one 
that is easier to use, that is perceived to do 
a better job and has more of different fea­
tures from the mower they currently own. 
CBBs are less motivated than other seg­
ments to buy a mower on sale or to pur­
chase a new mower to replace one that 
isn't working. 

When naming the elements that con­
tributed to their purchase decision, this 
segment more than any other is inclined 
to place price last on the list. Instead, they 
seek features, quality construction, per­
ceived ease of use, the availability of 
service from the dealer, and the warranty 
from the manufacturer. 

According to Champley, the biggest 
news coming out of the buyership study 
may very well be the increasing partici­
pation of women in the shopping and de­
cision-making involved with the purchase 
of a lawn mower. 

"If this trend holds true, it will mean 
significant changes in the way lawn 
mower manufacturers market their prod­
ucts," Champley says. 

Armed with the information provided 
by the study, Judith Knight and Pat Rear­
don of Briggs & Stratton's marketing de­
partment are now presenting the results 
of the buyership study to their customers. 
And so far, it has been a success. 

Briggs & Stratton can now help them 
determine: 

1. Which lawn mower features are 
driving sales. 

2. Which other brands are in their 
competitive set and of those, which are 
being considered or rejected. 

3. What sources of information their 
purchasers used during the shopping proc-

December, 1988 

INTRODUCING 
THE BREAKTHROUGH 

IN REAL-TIME RESEARCH 

THE PREFERENCE ANALYZER II™ 
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• Instant Results -Watch a graphic display of respondent 
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Correspondence analysis offers 
easy sophistication 
by Betsy Goodnow 

Dr. Betsy Goodnow is president of 
Market ACTION Research Software Inc. , 
a developer and publisher of statistical 
software and a supplier of research since 
1984. In September, Market ACTION re­
leased a perceptual mapping package for 
both correspondence analysis and dual 
scaling calledMAPWISE. Clients include 
Fortune 500 corporations and leading 
universitiies, advertising agencies, and 
research firms around the world. Betsy 
has taught graduate level marketing re­
search, worked for research suppliers, 
and published several articles on re­
search techniques. 

T he purpose of this article is to 
demonstrate how to apply cor­
respondence ·analysis to most 

research projects. It will explain how 
correspondence analysis is applicable to 
any type of table or set of tables, and 
demonstrate the applicability of corre­
spondence analysis to competitive posi­
tioning, brand image tracking ,and mar­
ket segmentation through a simple ex­
ample. The article also presents other 
possible application and closes with an 
evaluation of correspondence analysis. 

"Easy Sophistication" sounds like the 
title of the latest pop song, but it actually 
describes the late t research technique-·­
correspondence analysis. Recently most 
marketing research conferences have 
offered sessions, tutorials, and/or exhib­
its on this innovative statistical technique 
for perceptual mapping, but few research­
ers know how to apply it to "run- of-the-

30 

mill" research projects. 
They don't realize thatcorre pondence 

analysis can simultaneously reduce their 
work load and increase their sophistica­
tion. If you, like most researchers, feel 
overworked and under appreciated, read 
on and discover for yourself the practical 
benefits of correspondence analysis. 
Background 

The Frenchman Jean Paul Benzecri 
developed correspondence analysis in 
1969 as a geometric display of dual scal­
ing. Although this nonparametric tech­
nique is taught to French children, corre­
spondence analysis has been neglected 
outside of Europe until recently because 
explanations of the technique were trans­
lated into math rather than into English. 

The purpose of this statistical tech­
nique is to summarize and describe on a 
perceptual map the correlations among 
row and column categories in one or 
more data tables. In other word , corre­
spondence analysis reconciles row and 
column percentages by weighing catego­
ries so their row and column percentages 
best correspond. 

A correspondence analysis map is easier 
to interpret than other types of multidi­
mensional scaling, now that the algo­
rithm has been refined. Researchers no 
longer need to name axes or to draw vec­
tors. They can now measure with a ruler 
or compass the actual distances between 
each row and/or column category to de­
termine the strength of their correlation. 

For example, if the joint occurrence of 
two categories in a table is much higher 
than expected, the categories are posi­
tioned nearby on the perceptual map and 

have a strong po itive correlation. In con­
trast, if their joint occurrence is much 
lower than expected, they are positioned 
far apart and have a strong negative cor­
relation. 

(Sophisticated software for correspon-· 
dence analysis now reports the correla­
tions among each pair of categories on 
the first three axes with six digit accu­
racy.) 

Correspondence analysis is bivariate if 
the categories of only two variables are 
correlated by their positions on a percep­
tual map. However, the technique is 
called multiple correspondence and is 
multivariate if the categories of more 
than two variables are correlated. 
Data Requirements 

The data in the set of tables being 
analyzed may be nominal (categorical), 
ordinal (ranking), or equal interval (rat­
ing) , categorized metric (numeric), or a 
mixture of the above. "Brands" and 
"Images" are example of nominal data. 
Ordinal data includes such response as 
"Strongly Agree," "Agree," "Neither 
Agree Nor Disagree," "Disagree," and 
"Strongly Disagree." Equal interval data 
includes attribute scales, whereas cate­
gorized metric data include income lev­
el and age groups. 

In contrast to other type of multidi­
men ional scaling,correspondenceanaly-
i does not require ranking or rating 

data. However, the response categories 
should repre ent all possible positive and 
negative choices. Since correspondence 
analysis analyze any type of data, sur­
veys may be quite · simple, as shown in 

continued on p. 32 
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MAKE TRADE·OFFS ... TO UNDERSTAND THAT 
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TECHNIQUES WE USE: 
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• TRADE-OFF FOCUS GROUPS 
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• TRADE-OFF VIA TELEPHONE 

4496 CORONET DRIVE 
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Data use 
continued from p. 30 
Example I. 

In this simplified example using 210 
respondents, our research objective is to 

row category is a supplemental stub of 
the same banner. Each passive category 
must be cross- tabulated with categories 
of an active variable. 

We demonstrate multiple correspon-

Example 1: Survey 

Before the promotion, the respondents are asked: 

What automobile do you own? -Mercedes _ Hyundai Porche -
What best describes your car? _Quality _Economy _Power 
What TV show do you prefer? _60Minutes _Cheers _LA Law 
What descibes an ideal car? _Quality _Economy _Power 

After the promotion, the respondents are asked: 
Now what best describes your car?_Quality -Economy _Power 

evaluate the impact of a promotional 
campaign on the image of Mercedes­
Benz and to determine the television show 
preferences of the target market. We as­
sume that the respondents are representa­
tive and that all possible choices are in­
cluded in the survey. 

The data tables being analyzed may 
cross-tabulate subgroups , markets, 
brands, or respondents with such attrib­
utes as images, features, and demograph­
ics. Since the row and column categories 
are treated equally, both can be either 
objects or attributes. 

dence analysis in this article becau e we 
correlate more than two variables. Our 
variables are "Brands," "Ideal Brand," 
"Prior Images," "New Images," and 
"Television Show Preferences." The 
active variables in Example II are 
"Brands" and "Prior Images." The pas­
sive column categories are "New Im­
ages" and "Television Show Preferences," 
whereas the passive row category is "Ideal 
Brand." 
Axes 

The axes in correspondence analysis 
do not represent variables as in hypo­
thetical diagrams. In sophisticated pro-

among all the categories. Thus a corre­
spondence map best summarizes on two 
axes the correlations among all the cate­
gories in the data. 

In contrast to other types of multidi­
mensional scaling, the axes do not distin­
guish dimensions for discriminating cate­
gories. In direct and derived multidimen­
sional scaling, the more distant from the 
origin, the stronger (more significant) the 
attribute. However, in correspondence 
analysis, such vector analysis is no longer 
relevant. 

In correspondence analysis, the closer 
to the attribute, the more correlated. Axes 
need not be named in correspondence 
analysis because they do not accentuate 
distinctions between categories as do the 
axes in other types of multidimensional 
scaling. 

Correspondence analysis of the data in 
Example II prod~ced the correspondence 
map in Example III. The horizontal axis 
explains 90% and the vertical axis ex­
plains 10% of the variance (distances or 
correlations) among the categories. 

In all correspondence analysis maps, 
each axis best summarizes the remaining 
correlations among brands and images. 
When the axes and the map are signifi­
cant, they distinguish correlations among 
categories of the active variables. 
Interpretation 

Correspondence analysis is an effec-
The responses to the pre- and post­

promotional surveys in Example I are 
cross- tabulated as shown in Example II. 
The data are frequency counts which tally 
the joint occurrences of each row and 
column category in the table. 

Example II: Research Banner Table 

The data in the table or tables may be 
frequency counts, percentages, probabili­
ties, or the results of any statistical analy­
sis. However, mean scores on attribute 
ratings are only meaningful if you as­
sume that the responses to each question 
are normally distributed. Some programs 
for correspondence analysis compensate 
for missing data and also permit multiple 
responses. 

Correlations among categories of the 
two most important variables (active vari­
ables) define the axes of the initial map. 
At least three active categories are re­
quired for each active variable. These 
active categories are usually positioned 
in the upper left corner of a banner table. 

In multiple correspondence analysis, 
at least one supplemental category is pas­
sively superimposed on the initial map. 
A passive column category is a supple­
mental banner point whereas a passive 
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Prior Images New Images TV Show Preferences 

(Before Promotion) (After Promotion) 

Qual. Econ . Power Qual. Econ. Power 60 Min . LA Law Cheers 

Active Rows Active Column Passive Columns Passive Columns 

Mercedes 30 10 30 30 

Hyundai 20 35 15 10 

Porsche 15 0 55 20 

Passive Row 

Ideal Brand 105 60 45 0 

grams for correspondence analysis, each 
axis best explains the remaining variance 
(distances or correlations) among the 
categories. 

Each axis minimizes the distance of 
each category from the origin. Accord­
ing to a theorem by Pythagoras, this si­
multaneously minimizes the distances 

30 10 40 20 10 

40 20 20 20 30 

10 40 20 50 0 

0 0 0 0 0 

tive tool for competitive positioning 
because brand images are evident from 
the proximity of brands and images. Since 
relationships are mutual in correspon­
dence analysis, the map also shows the 
brands associated with each image. 

The images of the three automobiles 
included in this study are quite distinct. 

continued on p. 34 

Quirk's Marketing ResearchReview 



A 
New Era 

• 1n 
RDD Sampling 

At last: a fully configured in~house RDD system so easy to 
use that generating a sample takes less than 10 minutes, 
start to finish! With GENESYS you can actually enter your 
sample parameters in less time than it takes to order by 
phone. Once input. even the largest and most complex 
sample takes less than 5 minutes to final output. 

GENESYS, the culmination of 20 years of experience in 
sample design and data base management systems, has 
proven itself- in over 250,000 interviews- to 28* 
different research organizations, with an unprecedented 
array of features: 

• geographic sampling down to zip~code level 
• more than 20 exchange~level demographic estimates 
• classic epsem RDD to most dialing~efficient 
• contains all residential exchanges 
• totally updated twice a year 

GENESYS Cuts Your Sampling Costs 
Save up to 65%: Do your present RDD samples cost up 
to 30¢ a piece? GENESYS Custom Sampling will instantly 
cut those costs to 10¢ - even if your sample is zip~ and 
demo~based! 

Save up to 80%: Depending on your current total annual 
cost for RDD sampling, a GENESYS ln~house system will 
cut your sample costs anywhere from 50% to 80% per year. 
• Over 50 companies as of December 1, 1988 

Save 100%: Accept the GENESYS Challenge- and a free 
sample. Split your next sampling project 50~50. Ask your 
regular supplier for the first half. We'll supply the second 
half free. We're that confident. Call us (215~521 ~6747) 
for details. 

GENESYS 
r---------------------~ 

Please return to: Dale W. Kulp , President 
Marketing Systems Group 
Scott Plaza II ~ Suite 630 
Philadelphia PA 19113 
(215)-521-6747 

Please send me more information about: 
0 GENESYS In-House Systems 
0 GENESYS Custom Sampling 

Name ____________________________________ __ 

Title ---------------------------------------

Company __________________________________ ___ 

Address ____________________________________ _ 

Phone ____________________________________ __ 

L---------------------~ 
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Data use 
continued from p. 32 

The proximity of Mercedes-Benz and 
Quality means that Mercedes-Benz has a 
quality image. The map reveals that 
Hyundai has an economical image and 
that Porsche has a power image. Con­
versely, quality is associated with Mer­
cedes-Benz, economy with Hyundai, and 
power with Porsche. 

Multiple correspondence analysis lets 
you track the impact of an advertising 
campaign over time. You merely com­
pare the positions of images relative to 

Marketing 
Researcli 
Software 
a 

StatPac Gold will handle your 
marketing research project from 
start to finish. Everything in one 
complete package. Survey analysis 
has never been easier because 
StatPac Gold will help you every 
step of the way, from sample 
selection to final report preparation. 

StatPac Gold is a perfect choice for 
telephone interviews and direct 
mail surveys. Data can be entered 
using a variety of formats, including 
your own custom designed screen 
templates with validity checking 
and branching. 

Best of all , StatPac Gold is easy to 
use. Within minutes~ you'll be 
producing frequencies, crosstabs 
and banners. What's more, StatPac 
Gold offers a wide selection of 
presentation quality graphics like 
bar graphs, pie charts, histograms 
and scatterplots. 

For one low price, you get a com­
plete data base manager, basic 
and advanced statistics, tables, 
windows, graphics and utility 
program library. 

To find out how StatPac Gold can 
save your time and money, 

CAUNOW: 
1-800-328-4907 

~ 
WALONICK ASSOCIATES 

The PC statistics Pros 
6500 Nicollet Ave. S .. Minneapolis. MN 55423 

StatPac is a registered trademark of Walonick Associates, Inc. 
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the brands both before and after a promo­
tional campaign. 

For example, after the promotion, the 
buyers now perceive Mercedes-Benz as 
being more economical, H yundai as being 
less economical, and Porsche as being 
less powerful than before the campaign. 
Thus the promotion by Mercedes-Benz is 
highly effective and should be continued. 

You may enrich the value of your map 
by analyzing data on the demographic, 
lifestyle, and buying characteristics of 
each market segment. 

For example, the proximity of televi-

alizes correlations among categories in 
any type of table or set of tables. For 
example, secondary research can often 
be enriched through correspondence 
analysis. Other popular applications 
include relating: 

1. Corporations and their images for 
competitive positioning. 

2. Advertisements and their rank to 
evaluate advertising copy. 

3. Features preferred by industrial buy­
ers in a focus group to develop new prod­
uct ideas. 

4. Reasons for a purchase and the pur-

Example III: Image Tracking Of Automobile Brands 

+100 Variance Explained: X axis= .90 Y axis+ .10 Z axis+ .00 

Ideal Brand! 

WAS QUALITY-

+NOW ECONOMY 

#Cheers 
*HYUNDAI 

-WAS ECONOMY 

60 Minutes 
# +Now Quality 

*MERCEDES-BENZ 

-WAS POWER 
*PORSCHE 

#LA Law 

+Now Power 

-100 CAR.MAP Significance = .05 +100 
© 1988 Market ACTION Research Software 

sion show preferences to brands discloses 
that Mercedes-Benz buyers prefer60 Min­
utes, Hyundai buyers prefer Cheers, and 
Porsche buyers prefer LA Law. Assum­
ing that only three media possibilities are 
available for promoting Mercedes-Benz, 
we conclude that the most effective media 
for reaching the target market for Mer­
cedes-Benz is the television show 60 Min­
utes. 

You can reposition your brand as more 
ideal by revising its image to match the 
image of the ideal brand. 

The ideal brand is apparently more 
similar to Mercedes-Benz than to the 
other automobiles in the study. How­
ever, Mercedes-Benz can become more 
ideal by gaining a more economical image. 
Other Applications 

This example demonstrated the appli­
cation of correspondence analysis to 
competitive positioning, brand image 
tracking and market segmentation. 
However, correspondence analysis visu-

chase decision 
to disclose purchase motivations. 
5. Purchases over time and influences 

on their purchase behavior to track pur 
chase behavior. 

6. Marketing expenditures and reve 
nues to evaluate marketing effectiveness 

7. Brands, features, benefits, and val 
ues to reveal purchase motivations. 

8. Product sales in markets over time. to 
identify market opportunities. 

Other applications of correspondence 
analysis are only limited by the imagina­
tion of the researcher. 
Evaluation 

The latest generation of correspondence 
analysis software is so sophisticated it's 
easy- easy to apply, easy to use, easy to 
understand, and easy to believe. 

The software is easy to apply because 
'the data requirements are quite flexible. 
The program is applicable to any level of 

continued on p. 38 
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· Survey 
'I'M 

Network 
o '7he Desktop Survey System" 

-
- II 
- II 
-I 

This is one survey you want to take! -1 
- II 

This survey was prepared on a laser printer by the SURVEY NETWORK TM system described - II 
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 Questionnaire preparation 

Elapsed time Last minute changes 
Data accuracy Flexibility 
Cost Aesthetics 

4. How do you enter your data? 

Key entry minicomputer 
PC with key entry software 
CRT interviewing system 
Other ________ _ 

-----------Labor staffing 
Coding 

Complex designs 
Assembling 
Typos 

5. How do you prepare your Quest ionnaires? _ 

Other ___ _ 
Peaks and valleys 
Other ___ _ § Word processing -

Computer software product -

Other -

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

-----2. What is your typical number of respondents and it solves the problems you marked in -
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? 

§ ~~: 6-10 §11-25 
26-50 
Over 50 

the first question? 

§Yes 
No 
Need more information 

~arne ________________________ _ 
Title ___________ _ 
Company _________________ _ 
Address __________ _ 

Phone ________________________ _ 

Thank you for your interest and opinions. Please mail this to the address on the other side. _______. 

---------
- I 
- II 
- I 
- I 
- II 
- II 
-I 

............................................... - II 
994 

Form Number 78471-5-72 • • SURVEY NETWORK™ -----
Headquarters: 303 George Street, New Brunswick, N.J. 08()03 (201) 249-1800 I (212) 349-0781 
West Coast Office: 4275 Executive Square, Suite 800, La Jolla , California 92037 (619) 546-2922 
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-II -II -I -I ---------------------------------------II -I -II -II --

~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 Network™ system, you create your. own scannable 
survey questionnaires using an Apple0 ) MacintoshC2) 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 
Ap_.Ple is a registered trademark of Apple Computer Inc. 

2
Macintosh is a trademark of Apple Computer Inc. 

Copyright c 1987 
National Computer Systems, Inc. 

NATIONAL .M 
COMPUTER 
SYSTEMS 

NCS Mark Reflex• MP-78471-321 o, 1988, National Computer Systems, Inc. All rights reserved. Printed in U.S.A. 

ni"\LVI"I\...1\ 1"\~~V\,11"\1 C~ 
The PC Statistics Pros 

6500 Nicollet Ave. S .. Minneapolis. MN 55423 

StatPac IS a registered trademark of Walomck Assoc•ates, Inc. 
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compeuuve posltlonmg, brana Image 
tracking and market segmentation. 
However, correspondence analysis visu-

• • 
continued on p. 38 
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EXCELLENCE 
DOESN'T HAVE TO 

BE EXPENSIVE 
R. H. Bruskin For Custom Research. 

If you've been thinking of. us as America's most popular omnibus research company, 
you're right. But did you know that when it comes to developing custom research 
programs, R.H. Bruskin sets a standard few market research firms can match? 

At R.H. Bruskin Associates, our goal is to provide you with results to guide the decisions 
that will keep your business strategically on target. We use a comprehensive approach 
to every research project we undertake for you, from study design, questionnaire 
development, field work and tabulation, to thorough and intelligent analysis and 
recommendations. 

Our client service staff is committed to working with you every step of the way. We 
solve· problems from your perspective and provide results-oriented information you can 
rely on. 

If you demand quality in· custom research, there's one name you need to know: 
R.H. Bruskin Associates. 

And, surprisingly, research designed exclusively for your needs won't cost as much 
as you think. 

Excellence doesn't have to be expensive. 

That's The Bruskin Advantage. 
To learn more about our custom capabilities, write or call: Joel 
Henkin, Newton Frank, Barbara Berkowitz, Bob Golden, Jeff Harris, 
or Bert Kohn. 

·n 
Market Research 

Headquarters: 303 George Street, New Brunswick, N.J. 08g03 (201) 249-1800 I (212) 349-0781 
West Coast Office: 4275 Executive Square, Suite 800, La Jolla , California 92037 (619) 546-2922 
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Data use 
continued from p. 34 

data, reads any type of numbers, compen­
sates for multiple responses and missing 
data, and handles both raw and aggre­
gated data. 

However, correspondence analysis is 
only applicable to tables with up to 100 
row and 100 column categories. This 
limitation is only theoretical because a 
perceptual map with more than two 
hundred categories boggles the human 
mind. Thus correspondence analysis is 

applicable to virtually any table or set of 
tables. 

Recently a correspondence analysis 
program has been developed which is 
easy to use. Jean-Paul Benzecri has long 
recognized the need for a user-friendly 
program for micro computers. Now soft­
ware is available whi'ch is designed for 
marketing executives, rather than FOR­
TRAN-literate statisticians. This new 
software guides the user through the 
program, prevents mistakes from occur­
ring; and ~reates presentation graphics. 

However, this software has sacrificed 

speed for the sake of scientific accuracy. 
The program compensates for this by 
being able to read up to 10,000 numbers 
in any ASCII data file, to calculate the 
significance, to weigh the sizes of sub­
groups, and to create presentation graph­
ics compatible with most word process­
ing programs. 

A perceptual map must also be easy to 
understand. Executives balk at subjec­
tively naming axes and interpreting vec­
tors. The latest enhancements in corre­
spondence analysis allow the perceptual 
map to be interpreted at face value. The 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ c~ser fue ca~gories on fue map, fue 

FOCUS GROUPS 
AND MORE FROM 
U.S. TESTING 
Use u.s. Testing for your focus group studies. 

we have large, comfortable, fully-equipped facilities in the 
major test markets, including: Chicago, Colorado Springs, 
Los Angeles, Orlando, Philadelphia, St. Louis, Springfield, MA 
and Wichita. 

we conduct all recruiting, either random or from our 
data banks. 

u.s. Testing can assist with your other research needs. 
we offer: 100-line WATS and local telephone interviewing, 
personal interviewing at 15 central mall locations and claim 
substantiation services. 

Call or write for complete details. 

(10 i +i iII t'l<•l hI id I i'l 
Market Research, Inc. 
Chicago 
300 Marquardt Drive 
Wheeling, IL 60090 
(312) 520-3600 

New York/New Jersey 
1099 Wall Street West 
Lyndhurst, NJ 07071 
(201) 507-9600 
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more correlated. Now executives can 
correlate categories in tables by compar­
ing their distances on a map with a ruler 
or compass and by comparing their 
numeric correlations relative to the top 
three axes. 

However, researchers steeped in multi­
dimensional scaling often confuse the 
two techniques. Since they assume that a 
correspondence map is interpreted like 
other perceptual maps, they think that the 
axes are important to understand its 
meaning. To prevent such an interpreta­
tion, the most sophisticated program does 
not provide a measure of a category's 
correlation or contribution to the axes. 

The results of a statistical technique 
must be easy to believe. The credibility 
of a correspondence map can be estab­
lished by evaluating its significance and 
the validity of the position of each cate­
gory on the map. Now correspondence 
analysis has this capability. 

Correspondence analysis is a powerful 
new technique for describing correlations 
among categories in table data. Many 
software packages are now available for 
micro computer, but they vary widely in 
the quality. In this article, we've dis­
cussed the features and benefits of the 
Mercedes-Benz of software for multiple 
correspondence analysis. Now correspon­
dence analysis is so sophisticated, it's 
easy. MRR 

t orrection: 
In last month's Data use column, the 
first line at the top of page 22 (" ... sional 
plot. This puts correspondence ... ") 
should have been the first line at the top 
of page 18. We apologize for this error. 
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The fvo uti on of Market Research_ 

FRC SALUTES THE EVOLUTIONARY PROCESS. 

Many species of research company co-exist on 
the evolutionary ladder. 

There are the hunter-gatherers, who simply collect 
and deliver data. 

And there's FRC. 

It's the thought that counts_ 
FRC gives you thoughtful front-end solutions 
to your research problems and actionable, 
back-end analysis. 

Our people are hunter-gatherer-thinkers. With 
in-depth marketing backgrounds and a wealth of 
experience in uncovering important implications 
from mountains of data. 

YES. please send my FREE 1989 "The Evolution 
, of Market Research", poster/calendar and 

information on FRC's: 

0 LOT 0 Prime Prospect Analysis 
p EXTRA 0 Custom research services 

can 212-696-0870 for faster response. 

Three highly-evolveO 
techniques_ 
We take the extra steps that turn raw data into 
a feast of actionable results- from a variety of 
custom research techniques to some proprietary 
techniques of our own. 

For example: FRC's Line Optimization Technique 
(LOT) helps you study your options to create the 
perfect line. No other company offers it. And it's 
so useful that every client who's tried it once 
has come back for more. 

FRC Extra is our powerful new version of the 
concept/product test which includes a market 
share prediction. 

-------~ 

Name 
Position 
Company 

And, Prime Prospect Analysis is designed to 
tell you how to convert near-customers into 
real customers. 

Great incentive to evolve. 
Take the next step in your own evolution as an 
expert in market research. Get in touch with us for 
more information. We'll send you a free 1989 
"The Evolution of Market Research" poster I 
calendar for inspiration. Just call us at 212-696-0870 
or return the coupon below. 

fRC_ Because Ooing the bes1 
work is the most fun. 

M~~ I 

~~.. Slate Zip : fRC Research Corporation 
L __ ~ --- ~~~-

QD I 
_______ -~ -~ _____ ._ __ _._ _j 404 Park Avenue South NY NY 10016 212-696-0870 
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Cost of births is increasing 

Like most things these days, the cost of 
becoming a parent is rising. According to 
a survey by the Health Insurance Associa­
tion of America, the total cost of a normal 
delivery in a hospital delivery room aver­
aged $2,560 in January, 1986. For an un­
complicated Caesarean delivery, the cost 
was $4,270. More than one woman in five 
in the U.S. has a Caesarean these days. 
Based on the association's last survey in 
1982, these figures reflect a cost increase 
of 28% for Caesareans and 25% for nor­
mal deliveries. 

Older Americans prefer 
U.S. cars 

Older Americans prefer domestic car 
models like Lincolns or Buicks, while 
younger, more educated and affluent 
Americans opt for foreign makes like 
Subarus, Acuras or Saabs. Those where 
two of the findings from a recent J.D. 
Power & Associates survey of 25,000 
U.S. car buyers in 1987. The Agoura 

3 IN 10 
ISN'T BAD? 
OR IS IT? 
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 mil lion mall and 
door-to-door respondents, 1980 to 1987. 

In those studies 3 markets had no 
dupl ication; 5 markets had I to 10% 
dupl ication; and 2 markets had over 

IO!k duplication. 
Duplication is based on matching 

telephone numbers . 
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Trade News 
Hills, Cal., firm found: 40% of those who buy domestic cars. 

• Buyers of domestic cars are 12 years 
older than buyers of Asian imports and 11 
years older than buyers of European cars. 

• Only one-third of the buyers of do­
mestic cars are professionals or execu­
tives, compared with at least 40% of 
import buyers. 

• Saab owners are usually college gradu­
ates; Yugo and Volkswagen drivers are 
the youngest; Jaguar and Mercedes-Benz 
buyers have the highest median house­
hold incomes; many Porsche and Alfa 
Romeo owners are corporate executives. 

• About60% of the buyers of European 
cars have college degrees, compared with 
50% of those who buy Asian imports, and 

• Peugeots, Volkswagens and Volvos 
are preferred by female drivers. The me­
dian price paid by new car buyers last 
year 

continued on .58 

Wilkerson 
& Associates 
Kentucky's Largest 
Research Facility! 

At Wilkerson & Associates we offer a wide choice 
of services. 
Telephone Interviewing 
• Latest "state of the art" 

equipment 
• 25 Interviewing stations 
• Local lines plus 

inexpensive, In-state and 
national lines 

• Quality controls rigidly 
enforced 

• Fully supervised 
Focus Group Facilities 
• Main focus group room 

accommodates up to 14 
participants 

• General purpose room 
can be conference/living 
room style or for product 
display 

• Kitchen for taste and 
recipe testing 

• Focus group rooms have 
one-way mirrors to client 
viewing room 

• Spacious client viewing 
rooms 

• Client lounge with private 
rest room, refreshment 
facilities, and telephone 

• Separate audio and video 
recording room 

• Intercom phone to mod­
erator, test areas, and 
audio/video room 

Technlc11 Services 
• Computer data analysis 

and tabulation 
• Statistical analysis­

univariate and 
multivariate 

Other Field Services 
• Executive interviewing 
• Mall and central site 

surveys 
• Store audits 
• Product and taste tests 
• Copy testing 
• Mystery shopping 

WILKERSON & ASSOCIATES 
3339 Taylorsville Road 
Louisville, KY 40205-3103 
502/459-3133 
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Start-ups, Changes, 
Mergers and Acquisitions 

Editor's note: Because of the volume of notices QMRR receives regarding business 
openings, closings, mergers, and other changes, this month we introduce a new 
department devoted to listing this information. 

Effective January 1, 1989, McGraw­
Hill Research will eliminate its services 
to non-McGraw-Hill organizations. The 
group will be working only with McGraw­
Hill units. David P. Forsyth, vice pres i­
dent, research, will supervise the transi-
tion. 

• 
Equifax Inc. announces that its market­

ing research affili ate, Quick Test Opin­
ion Centers, has acquired Fie ld Facts, 
Inc. 

• 
Starch INRA Hooper, Inc. has acquired 

E. Friedman Marketing Services, Inc. 

Robin H. McClure has opened Dallas 
Focus, a full-service marketing research 
company. For more information , call214-
988-0260. • 

The New York Conference Center, a 
marketing research facility that conducts 
focus groups and one-on-one in-depth 
interviews, has moved to new quarters at 
240 Madison Ave. • 

Stephanie Tudor announces the open­
ing of Stephanie Tudor Transcriptions, a 
New York City-based service pecializ-

ing in tran criptions of focus group and 
one-on-one interviews. References avai l­
able upon request. For more information, 
call 212-979-2800. 

• 
Bloomfield, New Jersey-based Estelle 

Swerdlow Interviewing Services has 
merged with All-Ways Advertising Co., 
to become All-Ways/ESI. The phone 
number will remain 215-332-9000. 

• 
Smith Medical Market Research an-

nounces the opening of their new office, 
at 1121-P Lake Cook Road, Deerfield, 
IL, (phone: 312-948-0040), featuring 
three focus rooms. 

• 
Precision Field Services announces the 

completed expansion to 30 interviewing 
stations at the Chicago office telephone 
division. The company also recently cele­
brated the first anniversary of the open­
ing of its Atlanta office. 

• 
Meadowlands Consumer Center, a 

qualitative research facility located in 
Secaucus, New Jersey, announces the 
formation of a new division, MCC Field­
ing Services. 

3 New JYpes of 
Multidimensional Scaling 

Make sense of your data with ... 
..=..... 

• Correspondence Analysis I Dual Scaling 
• Proximity Analysis to validate results MAPWISE"~-. il'-: 
• Adjusted Analysis to weigh subgroups GRAPHIC SOFTWARE ----

Trade up to Map Wise and easily gain sophistication. 

In Our Seminars: 
Learn how to summarize tables 
with a perceptual map and use 
MAPWISE correspondence analysis 
for multidimensional scaling 

1/29-30 
2/15 
4/6 
4/13 

Four Seminars: 
Orlando Research 
NewYork ProductDev. 
Atlanta Strategy 
New York Advertising 

Speakers are Dr. Betsy Goodnow and top corporate executives. 

Now perceptual 
mapping is easy! 
Vr,sualize data 
with p recision. 
Combine statistical rigor with 
simplicity. Describe tables by 
relating all categories on a 
scattergram. See competitive 
positions by the proximity of 
brands and images relative to 
the ideal. Reveal the impact of 
ads over time by shifts in 
images. Note market segments. 

• Down load and format data. 
• Summarize up to 96 tables. 
• Test validity & significance . 
• Create color presentations. 

Call for FREE demo & manual. 
Dr. Betsy Goodnow, 

(309) 677-3299 
Market ACTION Research Software Inc. • Bradley Universi1y • Business Technology Center • Peoria, Ill inois 61625 
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CONSUltER 
OPINION 

SERVICES 

Covering the Northwest 
with 

our Expanding Network of 
Mall and Focus Facilities 

Mt. Vernon Mall 

Everett Mall *Spokane 
• Seattle Northtown Mall 

Seattle Focus Spokane Focus 

Vancouver Mall 
Three Rivers Mall 

Mall Intercept 
Focus Groups 

Central Telephone 
Audits 

Pre-recruited Groups 
Executive 
Medical 
Demos 

Door to Door 

(206) 241-6050 
Ask for 

Jerry Carter or Dorothy Carter 

Over 20 Years 
in the Northwest 

MRA • AMA 

Consumer 
Opinion Services . Inc. 

12825 - 1st Avenue South 
Seattle, Washington 98168 

QUALITY • INTEGRITY • SERVICE 
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Using focus groups to collect 
quantitative data 

By James M. Leiman, Ph.D. 

Editor's note: There has been considerable controversy sur­
rounding the collection of quantitative data while conducting 
focus groups. One individual who believes it is possible is Dr. 
James M. Leiman, who reports on his methodology below in a 
TrendFacts Research copyrighted article. 

B ecause focus groups do not employ rigorous sampling 
plans and do not interview large numbers of respon­
dents, they generally do not present an appropriate 

setting for collecting quantitative data. However this does not 
mean that it is never appropriate to collect quantitative data as 
part of a focus group. One can collect quantitative data in a focus 
group setting in support of a number of different quantitative re­
search objectives. This is especially true when the focus group 
research is examining the attitudes and opinions of members of 
low incidence groups which are too difficult or costly to study 
using traditional quantitative research designs. 

From one perspective the focus group setting is ideal for 
collecting quantitative data. Complex stimulus materials can be 
easily presented in a focus group setting. Also, data collection 
tasks which are difficult to do over the telephone can be easily 
done in a focus group. Perceptual mapping studies involving 
several attribute ratings on a number of objects or products are 
a good example. Multidimensional scaling projects requiring a 

large number of similarity or dissimilarity judgments are an­
other. 

The collection of quantitative data can also actually serve to 
facilitate group discussions. Many moderators use facilitation 
techniques involving paper and pencil tasks. Quantitative data 
collection ta ks can be used in the same way. For example, by 
having participants make product attribute importance ratings 
they are forced to reflect on the dimensions of a particular 
product or service. A skillful moderator can stimulate discus­
sion by having participants share their ratings. The use of focus 
groups for collecting quantitative data, therefore, should not be 
rejected out of hand. Rather, we need to examine what the 
requirements and limitations are for using focus groups to 
collect such data. 

Two areas of concern must be addressed if one wants to use 
a focus group to collect quantitative data. The first is the lack of 
a random sampling plan used for the recruitment of participants. 
The second is the relatively small sample sizes involved in 
focus group research. 

The fact that participants are not randomly sampled is a 
serious problem when working with many consumer groups. 
However, much focus group research is conducted with mem-

continued on p. 62 

To discuss market research, call us ... FIRST. 
~ ~ ~ 

The premier Full service 
broad-based firm attuned to 
market research client needs: 
boutique con- • QUALITY 
ducting custom • BUDGET 
primary research • SCHEDULE 
studies since 
1967 

42 

~ ~ 

Offers design - Downtown 
qualitative and Boston 
quantitative location-
approaches, contemplate 
crisp summar- your research 
ies, specific while enjoying 
conclusions a steaming 
and recom- lobster dinner 
mendations 
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National per-
spective -
working 
throughout the 
country from 
Muskogee, 
Oklahoma to 
Marina del Rey, 
California 

First 
Market 
Research 
121 Beach Street == Boston, MA02111 

- 617-482-9080 

For information contact: 
james R. Heiman, President, or 
jack M. Reynolds, Chairman. 
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· arketeam 

NEW FOCUS GROUP FACILITIES 
IN TWO MAJOR MARKETS 

- St. Louis Centre, St. Louis, Missouri 

- Suburban Cleveland, Ohio 

At Marketeam you will get the attention 
you need, so that your groups are ... 

• Recruited to your specifications 

• Held in a comfortable setting 

• Viewed from a spacious observation room 

• Audio recorded or video taped depending on 
your requirements 

For any assistance with your qualitative research, 
call Valerie Bess, National Field Director. 

314-569-1324 

555 No. New Ballas Road • St. Louis, Missouri 
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NAMES OF NOTE 

Interviewing Service of America an­
nounces the following staff additions/ 
changes: Kimberly Gates has joined ~s 
director of field operations. Jeanne Has­
kell has joined as a CfMC Survent CRT 
Spec Writer. Alic;e Strauss has been pro­
moted to field coordinator, and Joseph 
Lierl will be responsible for CRT pro­
gramming. 

Thomas Daniels has joined Rockwood 
Research, St. Paul, MN, as an account ex­
ecutive. Previously he was an investment 
executive with Paine, Webber, Jackson, 
and Curtis in Minneapolis. 

Daniels Beyer 

Judy Beyer has become project man­
ager at Westport, Connecticut-Based 
Rudick Research. 

Ronald L. Cohn has joined R.H. 
Bruskin Assoc. , New Brunswick, NJ, as 
vice president, client services. Previ­
ously he was vice president, client serv­
ices at Market Facts, New York. 

Bill Yulman has joined International 
Communications Research, Media, P A, 
as an account executive. Previously he 
was president of Teleservice Research. 

Kapuler Marketing Research, Arling­
ton Heights, IL, announces the promo­
tion of Nancy Fletcher and Ilene Lanin­
Kettering to vice president, and Ty 
Albert to associate vice president. 

Wayne Hintze, Ph.D. has joined SDR, 
Inc. , Atlanta, GA, as director of statistical 
services. Previously he was an instructor 
at Brigham Young University and a sen­
ior project director for the Research and 
Evaluation Division of the LDS 
(Mormon) church. 

44 

Lisa Becker has joined Rudick Re­
search, Westport, CT, as project man­
ager. Previously, she has held supervi­
sory positions in the marketing divisions 
of 3M, Europe and Loreal, Boston. 

Becker Howe 

Devon 0. Howe joins Overlock Howe 
Consulting Group as an account supervi­
sor. Previously he worked in product 
management at Ralston Purina Co. 

Lee T. Alexander has been promoted 
to director of marketing and operations of 
the Consumer Views division of Cincin­
nati-based Burgoyne Information Serv­
ices. Previously he was an account ex­
ecutive at MARC in Dallas and Walker 
Research in Indianapolis. 

Ronald A. Hoxter has been promoted 
to senior vice president, Book Publishing 
and Research of Chilton Company. Pre­
viously he was v.p. and general manager 

Hoxter Michitti 

of Chilton Research Services. Succeed­
ing him in that position is Marjorie Mic­
hitti , who has been with Chilton since 
1976, serving as study director, account 
executive, and, since 1982, as v.p. and 
group manager. 

Michael McDonald has joined SDR, 
Inc. , Atlanta, GA, as manager of 'the 
newly formed Sampling Services Divi-

sion. Previously he was with Southeast 
Telecom, where he assisted in the devel­
opment of their sales division. 

Leslie R. Chikahisa has been named 
senior consultant at the West Coast Group, 
an Irvine, CA-based strategic marketing 
consulting firm . Previously she was vice 
president and manager of Security Pa­
cific National Bank 's Quality Assurance 
Program for Security Pacific Retail Bank. 

Felicia Lassk has been promoted to 
researcher/account executive at the 
Orlando, Florida-based Datafax Co. The 
company also announces the arrival of 

Lassk Taylor 

Allison Taylor, who will be coordinator 
of qualitative research. 

The West Coast Group also named 
Mary Pat Blake to the position of senior 
consultant. Previously she was director 
of product development and marketing, 
director of established products and 
marketing, and national marketing man­
ager for PepsiCo, Inc. 's Taco Bell Divi­
sion. 

Nielsen Marketing Research, North­
brook, IL, announces the appointment of 
Ron Stu be as vice president, Trade Serv­
ices. Previously he was vice president, 
director of Trade Relations at SAMI/ 
Burke. 

Ellen Cohen, head of the Custom 
Media Studies Division of Simmons 
Market Research Bureau Inc. , New York, 
NY, has been given responsibility for the 
company 's newly consolidated media 
research activities. As such, she has been 
named president of Simmons' Media 

continued on p. 56 
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WE ALWAYS GET OUR GROUP. 
At Ruth Nelson Research Services we put our focus on 

getting the right people for every group, every time. And our 
recruiting staff does what it takes to find these people, whether 
it's driving the highways to recruit owners of pick-ups with 
tonneau covers or actually milking cows to recruit dairy farmers. 
We've recruited first-time mothers in their third trimester of 
pregnancy, long-haul truck drivers, presidents of major corpora­
tions, and up to a hundred and fifty doctors for a single project. 
We always get our group, and we get them the first time. 

And, to ensure we have it right the first time, we "data 
check" all potential focus group participants using SHERIDCK, 
our own computer system specifically designed to eliminate 

colorado market research 
2149 S. Grape Street 

Denver, Co. 80222 (303) 758-6424 

arizona market research 
Executive Park Offices, 10220 North 31st Ave., Ste. 122 

Phoenix, Az. 85051 (602) 944-8001 

professional respondents. SHERWCK knows the name and 
telephone number of every person who has been in our focus 
groups in the last 5 years. It knows the subject of the group 
they were in and when the group was conducted. It is our 
electronic safeguard against human error, and your guarantee 
of a "focused" group. 

So the next time you need to conduct a focus group and 
you want it done right 
from start to finish, l!t 
call Ruth Nelson Re-
search Services. We're 
the right people. ruth nelson research services 

utah market research 
Cross Roads Mall, 50S. Main St. 

Salt Lake City, Ut. 84144 (80 1) 363-8726 

oklahoma city research 
Quail Springs Mall , 2501 West Memorial Drive 

Oklahoma City, Ok. 73134 (405) 752-4710 
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QUALITATIVE RESEARCH/FOCUSGROUP MODERATORS 

Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone 
numbers. Compani~s are listed alphabetically and are also classified by state and specialty for your convenience. Contact 
publisher for rates: Quirk's Marketing Research Review, P. 0 . Box 23536, Minneapolis, MN 55423. 6121861-8051. 

Alpha Research Associates, Inc. Consumer Opinion Services Faber Marketing Research Gross Marketing Research 
P.O. Box 28497, North Station 12825-1 st Avenue South 222 So. Elm Street 1 0711 Baile Avenue 
Providence, Rl 02908 Seattle, W A 98168 Greensboro, NC 27401 Chatsworth, CA 91311 
401 /521 -6660 206/241-6050 800/334-0867/NC-919/378-1181 818/831 -1905 
Contact: Victor L. Profughi Contact: Jerry Carter Contact: J. Albert Faber Contact: Ronald P. Gross 
FuiiSvcQuai/Quan.Analysis.l Consumer, Business Groups and Industrial/Consumer/Bus-To-Bus 24 Yrs Exp/Creative/lnsightful 
Consltg&MktRes/Since 1976 One-On-Ones /New Prod;24 Yrs Exper Fresh/Practical/Clear Results 

American Public Opinion Survey & Creative Marketing Solutions, Inc. First Market Research Corp. Hispanic Marketing 
Market Research Corp. P.O. Box568 121 Beach Street Communication Research 
1324 South Minnesota Ave. Langhorne, PA 19047 Boston ,MA 02111 2438 Hopkins Avenue 

Sioux Falls, SD 57105 215/357-3655 617/482-9080 Redwood City, CA 94062 
605/338-3918 Contact: Larry Schwarz Contact: James R. Heiman 415/361 -8124 
Co.ntact: Warren R. Johnson Experienced Specialists in High Tech,Publishing, Conact: Dr. Filipe Korzenny 
Established 1960-Full Service Qualitative Research Techniques Bus-To-Bus, Colleges Hisp. Focus Grps In U.S., 
Group-National & lnternat'l Abroad Biling./Bicult. Qual./ 

The Datafax Company First Market Research Corp. Quan.Rsch 
Analysis Research Limited 2600 Maitland Ctr Pkwy/Ste 170 121 Beach Street 
4655 Ruffner St, Ste 180 Maitland, FL 32751 Boston, MA 02111 D.S. Howard Assoc., Inc. 
San Diego, CA 92111 

305/660-8878 617/482-9080 307 No. Michigan Ave. #1214 
619/268-4800 

Contact: Nancy McAleer Contact: Linda M. Lynch Chicago, IL 60601 
Contact: Arline M. Lowenthal 312/372-7048 
All Quai.Needs:Eng.&Span. Consumers, Physicians, Tourists, Consumer, Retail, Banking, 

Contact: Dennis S. Howard, Ph.D. 
Recruit/Moderate/Analysis Executives,Ads, 13 Yrs. Exp. Health Care 

Expert Guidance In Design, 

The Answer Group The Data Group/IRI First Market Research Corp. Implementation And Analysis 

11161 Kenwood Road 2260 Butler Pike 121 Beach Street 
lnfoDirect, Inc. Cincinnati , OH 45242 Plymouth Meeting, PA 19462 Boston, MA 02111 

513/489-9000 215/834-2080 617/482-9080 230 South Broad Street 

Contact: Maribeth McGraw Contact: Maria Krieger, Ph. D. Contact: Jack M. Reynolds Philadelphia, PA 19102 

Consumer, HealthCare, Prof. , Expertise In Qual. Res. Design, Banking,Health Care,Ad 215/735-7 416 
Contact: Jonathan Brill Focus Groups, One-On-Ones Implementation & Analysis Testing, Consumer, Executive 
Financial Services, Consumer, 

Arbor, Inc. Datatactics, Inc. Fitzpatrick Research Services, Inc. Healthcare, Geriatric, Hi-Tech 
3401 Market Street 555 Presidential Blvd. 1 02 Foxwood Road 
Philadelphia, PA 19104 Bala Cynwyd, PA 19004 West Nyack, NY 1 0994 lntersearch Corporation 
215/387-5300 21 5/668-1660 914/353-4470 132 Welsh Road 
Contact:Kathy Hammers/a, Ph.D. Contact: Phyllis Rosenberg Contact: Linda Fitzpatrick Horsham, PA 19044 
25 Years Service in Industry. Prof & Cons Segments, incl. Expert Moderator, Strong 215/657-6400 

Qual! Quant Ad Hoc Research. Doctors. Applied Psych. Meth. Marketing Background Contact: RobertS. Cosgrove 
Medical, Industrial, Business, 

Bilingual Unlimited Research Decision Research Focus Trend Research, Inc. Consumer,Bio- Tech,Commun. 
P.O. Box 20923 33 Hayden Avenue 220 East 63 Street, Suite 8N 
San Diego, CA 92120 Lexington, MA 02173 New York, NY 10021 Kennedy Research Inc. 
619/583-6243 617/861-7350 212/421 -6396 405A Waters Bldg . 
Contact: Luz Pereira Contact: Peg Marrkand Contact: Bonny Reiff Grand Rapids, Ml49503 
Spec. In Hispanic Qual. Rsch. One-way Mirror Con f. Rm. Sty. Seniors, New Prod/Concepts, Adv, 616/458-1461 

National/International Obser.Rm. 15X17(15-20 viewers) Food, Health, Taped Reports Contact: Mary P. Tonneberger 
Cons. & Ind. , Telecom.,Health, 

Brand Consulting Group DeNicola Research Focused Research Office Systems, Chemicals, Drugs 
17117 W.Nine Mile Rd/Ste 1020 325 Greenwich Avenue 8247 Valley Drive 
Southfield, Ml48075 Greenwich, CT 06830 Chagrin Falls , OH 44022 Langer Associates, Inc. 
313/559-2100 203/629-3323 216/543-9340 133 E. 58 Street 
Contact: Milton Brand Contact: Nino DeNicola Contact: Susan Ray Stone New York, NY 10022 
Consumer,Advertising Strategy, Consumer, Healthcare, Financial 13 Yrs. Exp., Advertising, P.R. 21 2/688-6066 

New Product Strategy Research Services, Advertising Consumer, High-Tech. Contact: Judith Langer 
Spec. In Qual. Rsch. On 

Burke Marketing Research, Inc. Dolobowsky Qual. Svcs., Inc. D.S. Fraley & Associates Mktg. & Lifestyle Issues 
800 Broadway 94 Lincoln Street 1205 East Madison Park 

Linda LaScola Consulting Cincinnati , OH 45202 Waltham MA 02154 Chicago, IL 60615 
513/852-3789 617/647-0872 312/536-2670 3701 Connecticut Avenue,N.W. 
Contact: Norman Ussher Contacts: Reva Dolobowsky Contact: Diane S. Fraley Washington D.C. 20008 
Nat/ Network of Moderators:Hi- Experts In Idea Generating Full Qual. Specialty:Child/T een I 202/363-9367 
Tech/Finance/Child/Older Adult Groups, In-Depth Interviews In-Home/Observational Rsch Contact: Linda J. LaScola 

Public Affairs, Healthcare, 
Consumer/Industrial Rsch Svce Doyle Research Associates, Inc. Greenfield Consulting Group, Inc. Telecommunications, Financial 
600 North Jackson Street 980 N. Michigan/Ste 1400 1560 Broadway 
Media, PA 19063 Chicago, IL 60611 New York, NY 10036 Marketeam Associates 
215/565-6222 312/944-4848 212/730-1890 555 No. New Ballas Rd. 
Contact: James D. Lewis Contact: Kathleen M. Doyle Contact: Andrew Greenfield St. Louis, MO 63141 
Health Care;Agri-Bus;lnd; Specialty:Children/T eenagers Quai./Quan. Rsch, New Product Contact: Richard Homans 
Trad'l; Tele;One-On-One Concept& Product Evaluations Dev., Fine Svcs, Toys/Games. Financial Services, Health Care, 

Consumer, Pkgd Goods,Agric 
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Marketing Workshop, Inc. 
3294 Medlock Bridge Rd/Ste 200 
Norcross, GA 30092 
404/449-6767 
Contact: Sally Armstrong 
Consumer, Healthcare, Fin­
ancia/,New Products 

Market Research Institute 
7315 Frontage Rd/Ste 200 
Merriam, KS 66204 
913/236-6060 
Contact: Trish Benskin 
Grtr Kansas City;Fu/1 Svce; 
Exp:Cons!Fin/lnd/Health Care 

MarketSearch Corporation 
2721 Devine Street 
Columbia, SC 29205 
803/254-6958 
Contact: Frank K. Brown 
Specialists in the Executive 
and Professional Markets 

Menendez International 
7951 S.W. 40th St/Ste 208 
Miami, FL33155 
305/266-0550 
Contact: Teresa Menendez 
Hispanic/Gen Market-15 Years 
Qualitative/Quantative Exp. 

Mercadotecnia Consulting 
Div. of The Creative Group 
31800 Northwestern Hwy. 
Farmington Hills, Ml48018 
313/855-7813 
Contact: Claudia Ruiz-Shipe 
Hispanic/Black Interviews, 
Grps, Surveys, Panels, Placements 

Moosbrugger Marketing Research 
901 W. Hillgrove Avenue 
LaGrange, IL 60525 
312/354-5090 
Contact: Mary C. Moosbrugger 
Expertise in Healthcare, Food, 
Agriculture, Banking 

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

New South Research 
700 South 28th St/Ste 1 06 
Birmingham, AL 35223 
205/322-9988 
Contact: Louis Wilhite 
Healthcare, Financial, Media 
Focus Groups, Mystery Shops 

Playlab Research, Division of 
The Creative Group, Inc. 
31800 Northwestern Hwy. 
Farmington Hills, Ml48018 
313/855-7812 
Contact: Dana Blackwell 
Children, Youths, Teenagers 
Students, Parents & Teachers 

Research Arts, Inc. 
1300 lroquois/Ste 100 
Naperville, IL 60540 
312/420-2064 
Contact: Francesca Jaskowiak 
Qualitative Firm,S Moderators 
on Staff. Own Facility 

Research Incorporated 
521 Plymouth Road/Ste 115 
Plymouth Meeting, PA 19462 
800/828-3228 
Contact: Harley Mitchell 
Cons;Bus-To-Bus;lnd;New Prod/ 
Svces;Concepts!Pkg Des. Tests 

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

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

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

SMS Research & Marketing 
Services, Inc. 
1 042 Fort Street Maii/Ste 200 
Honolulu, Hl96813 
808/537-3356 
Contact: Sheila M. Sanders 
Since 1960, Full Service, Bus., 
Tourists, Intercept, One-On-One. 

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

Strategic Marketing Resources 
12 Maymont Court 
Baltimore, MD 21093 
301 /252-5757 
Contact: William L. Hammer 
New Product, Consumer & Indust­
rial/Commercial, Executive 

Strategic Marketing Services 
P.O. Box505 
Portland, ME 04112 
207/77 4-6738 
Contact: Robert W. Cuzner 
20 Yrs Broad Based Exper. 
Nationwide. Full Service 

Talk It Over Focus Groups Ltd. 
300 Adair St/Ste. 106 
Decatur, GA 30030 
404/373-7171 
Contact: Joyce A. McGriff 
Exp Moderator-Gen 'l Mkt!Bik 
Adv,HBA,Food,Bev,Health Care 

Taylor Research 
3990 Old Town Ave., #201 A 
San Diego, CA 92110 
619/299-6368 
Contact: Beth /las 
30 Yrs Exp;Cons. & lnd:Commod­
ious Faclties/Attn To Security 

Thorne Creative Research Services 
1 0 Columbia Place 
Mt. Vernon , NY 10552 
914/699-7199 
Contact: Gina Thorne 
Ideation, Teens, New Product, Ad 
Concepts, Package Goods 

STATE CROSS INDEX OF MODERATORS 
Refer to Above Listings For Address, Phone Number and Contact 

Alabama 
New South Research 

California 
Analysis Research Ltd. 
Bilingual Unlimited Research 
Communication Research 
Gross Marketing Research 
Hispanic Marketing 
Taylor Research 
Trotta Associates 
Wade West, Inc. 

Connecticut 
DeNicola Research 
Youth Researc~/CSi 

December, 1988 

Washington D.C. 
Linda LaScola Consulting 

Florida 
The Datafax Company 
Menendez International 

Georgia 
Marketing Workshop, Inc. 
Talk It Over Focus Groups Ltd. 

Hawaii 
SMS Research & Marketing Svce 

Illinois 

Doyle Research Associates 
D.S. Fraley & Associates 
D.S. Howard Assoc., Inc. 
Moosbrugger Marketing Rsch. 
Research Arts , Inc. 

Kansas 
Market Research Institute 

Maine 
Strategic Marketing Services 

Maryland 
Strategic Marketing Resources 

Massachusetts 

TrendFacts Research,Division 
of The Creative Group, Inc. 
31800 Northwestern Hwy. 
Farmington Hills, Ml48018 
313/855-7810 
Contact: Dr. Jim Leiman 
Hi- Tech, lndustrail, Financial 
Health Care, Consumer, Retail 

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

Trotta Associates 
13160 Mindanao Way/Ste 180 
Marina del Rey, CA 90291 
213/306-6866 
Contact: Diane Trotta 
Focus Group Facs & Moderator 
w/20 Yrs Exp.Bus-To-Bus & Cons 

Stephanie Tudor Transcripions 
920 Broadway 
NewYork,NY 10010 
212/979-2800 
Contact: Stephanie Tudor 
Transcrip. Grpsl 1-on-1 . Exclus. 
Mktg. Rsch. Call for Comp. Ref. 

Wade West, Inc. 
5430 Van Nuys Blvd./#1 02 
Van Nuys, CA 91401 
213/872-1717 
Contact:Louise Kroot-Haukka 
Consumer/Pkg Gds/Advertising 
Heavy Exp In Fast Food 

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

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

Youth Research/CSi 
Brookfield Commons B-22 
246 Federal Rd. 
Brookfield, CT 06804 
203/797-0666 
Contact:Karen Forcade 
ConsultantslnMktg ToChildren 
Fui/SvcQualitative/Quantitative 

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

Michigan 
Brand Consulting Group 
Kennedy Research Inc. 
Mercadotecnia Consulting 
PlayLab Research 
TrendFacts Research 
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Minnesota 
Rockwood Research Corp. 

Missouri 
Marketeam Associates 

New Jersey 
Schrader Rsch & Rating Svce 
Total Research Corporation 

New York 
Fitzpatrick Research 

Services,lnc. 

Focus Trend Research, Inc. 
Greenfield Consulting Group, Inc. 
Langer Associates, Inc. 
Murray Hill Center 
The Research Center 
James Spanier Associates 
Thorne Creative Research Svcs 
Stephanie Tudor Transcripions 
The Winters Group 

North Carolina 
Faber Marketing ResearchOhio 
The Answer Group 
Burke Marketing Research, Inc. 

Focused Research 

Pennsylvania 
Arbor, Inc. 
Consumer/ Industrial Rsch Svce 
Creative Marketing Solutions 
Datatactics, Inc. 
lnfoDirect, Inc. 
lntersearch Corporation 
Research Incorporated 

South Carolina 
MarketSearch 

South Dakota 
American Public Opinion Survey 
& Market Research Corp 

Virginia 
Southeastern lnst. of Rsch . 

Washington 
Consumer Opinion Services 

SPECIALTY CRos·s INDEX OF MODERATORS 
Refer to Above Listings For Address, Phone Number and Contact 

ADVERTISING Southeastern Institute of ENTERTAINMENT GERIATRIC Research, Inc. 
D.S. Fraley & Associates Burke Marketing Research , Inc. Analysis Research Ltd. Strategic Marketing Services 
Langer Associates , Inc. Focus Trend Research, Inc. Bilingual Unlimited Research TrendFacts Research 
Research Incorporated Research Incorporated Brand Consulting Group Total Research Corporation 
Total Research Corporation The Datafax Company Trotta Associates 

HEALTH & BEAUTY DeNicola Research 
EXECUTIVES Dolobowsky Qual. Svcs., Inc. CANDIES 
Decision Research PRODUCTS Doyle Research Associates 

D.S. Fraley & Associates 
Dolobowsky Qual. Svcs., Inc. American Public Opinion Survey D.S. Fraley & Associates 

PlayLab Research 
First Market Rsch(J . Heiman) & Market Research Corp First Market Rsch(J . Reynolds) 

The Answer Group Focus Trend Research , Inc. Research Incorporated 
First Market Rsch(J. Reynolds) 

Youth Research/CSi 
Kennedy Research Inc. Langer Associates , Inc. Menendez International 

Mercadotecnia Consulting Mercadotecnia Consulting Research Incorporated 
CHILDREN PlayLab Research Research Arts , Inc. 

Research Incorporated Research Incorporated Burke Marketing Research, Inc. FINANCIAL Schrader Rsch & Rating Svce Rockwood Research Corp. Doyle Research Associates 
SERVICES Thorne Creative Research Svcs Schrader Rsch & Rating Svce D.S. Fraley & Associates 

James Spanier Associates PlayLab Research Burke Marketing Research , Inc. 
HEALTH CARE Talk It Over Focus Groups Ltd. Research Incorporated Consumer/Industrial Rsch Svce 

Thorne Creative Research Svcs Youth Research/CSi The Datafax Company Arbor, Inc. Total Research Corporation 
Datatactics, Inc. Creative Marketing Solutions 

COMMUNICATIONS Decision Research The Datafax Company AGRICULTURE Dolobowsky Qual. Svcs. , Inc. DeNicola Research RESEARCH First Market Rsch(L. Lynch) Dolobowsky Qual. Svces. , Inc. Consumer/Industrial Rsch Svce 
D.S. Fraley & Associates First Market Rsch(J. Reynolds) First Market Rsch(L. Lynch) Moosbrugger Marketing Rsch. 

Greenfield Consulting Group, Inc. First Market Rsch(J. Reynolds) Rockwood Research Corp. PlayLab Research 
Linda LaScola Consulting Greenfield Consulting Group,lnc. Research Incorporated 

James Spanier Associates lnfoDirect, Inc. D.S.Howard Assoc ., Inc. APPAREL 
Youth Research/CSi Marketeam Associates lnfoDirect, Inc. 

Brand Consulting Group Marketing Workshop, Inc. Kennedy Research Inc. 
PlayLab Research COMPUTERS/MIS Moosbrugger Marketing Rsch Linda LaScola Consulting 

New South Research Marketeam Associates 
AUTOMOTIVE First Market Rsch(J. Heiman) The Research Center Marketing Workshop, Inc. D.S. Howard Assoc., Inc. Research Incorporated MarketSearch Corporation Schrader Rsch & Rating Svce Research Incorporated Rockwood Research Corp. Moosbrugger Marketing Rsch. TrendFacts Research Total Research Corporation Schrader Rsch & Rating Svce New South Research 

James Spanier Associates Research Incorporated BIO-TECH CONSUMERS Total Research Corporation Southeastern Institute of 
TrendFacts Research Research, Inc. D.S. Howard Assoc. , Inc. Consumer/Industrial Rsch Svce 
The Winters Group Strategic Marketing Services The Winters Group Consumer Opinion Services 

TrendFacts Research DeNicola Research 
FOOD PRODUCTS The Winters Group BLACK Doyle Research Associates 

Faber Marketing Research American Public Opinion Survey Mercadotecnia Consulting 
First Market Rsch(L. Lynch) & Market Research Corp HISPANIC Talk It Over Focus Groups Ltd. 
First Market Rsch(J . Reynolds) Doyle Research Associates 

Analysis Research Ltd. D.S. Howard Assoc. , Inc. D.S. Fraley & Associates BUSINESS-TO- Kennedy Research Inc. lnfoDirect, Inc. Bilingual Unlimited Research 

BUSINESS Langer Associates, Inc. Mercadotecnia Consulting Hispanic Marketing 
Mercadotecnia Consulting Moosbrugger Marketing Rsch. Communication Research Consumer Opinion Services Research Incorporated PlayLab Research Menendez International Faber Marketing Research SMS Research & Marketing Svce Research Incorporated 

HI-TECH 
First Market Rsch(J.Heiman) Southeastern Institute of Schrader Rsch & Rating Svce D.S. Howard Assoc., Inc. Research, Inc. James Spanier Associates 

Burke Ma~keti ng Research, Inc. lntersearch Corporation Talk It Over Focus Groups Ltd. Thorne Creative Research Svcs 
TrendFacts Research Kennedy Research Inc. Taylor Research Youth Research/CSi Moosbrugger Marketing Rsch. Thorne Creative Research Svcs 

IDEA GENERATION 
Research Incorporated Trotta Associates 
Rockwood Research Corp. 
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Analysis Research Ltd. 
Brand Consulting Group 
Dolobowsky Qual. Svcs. , Inc. 
First Market Rsch(J. Reynolds) 
D.S. Fraley & Associates 
PlayLab Research 
Research Incorporated 
Thorne Creative Research Svcs 
Youth Research/CSi 

INDUSTRIAL 
Consumer/Industrial Rsch Svce 
First Market Rsch(J. Heiman) 
D.S. Howard Assoc. , Inc. 
lntersearch Corporation 
Kennedy Research Inc. 
Research Incorporated 
Taylor Research 
TrendFacts Research 

INTERNATIONAL 
Research Incorporated 

MEDICAL 
PROFESSION 
Creative Marketing Solutions 
D.S. Howard Assoc. Inc. 
lntersearch Corporation 
Marketeam Associates 

MILITARY 
American Public Opinion Survey 

& Market Research Corp 
Mercadotecnia Consulting 

NEW PRODUCT 
DEVELOPMENT 
Brand Consulting Group 
Creative Marketing Solutions 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
Faber Marketing Research 
First Market Rsch(J. Heiman) 
Focus Trend Research , Inc. 
Greenfield Consulting Group, Inc. 
D.S. Howard Assoc. , Inc. 
Langer Associates, Inc. 
Marketing Workshop, Inc. 
Menendez International 
The Research Center 
Research Incorporated 
Schrader Rsch & Rating Svce 
James Spanier Associates 
Strategic Marketing. Svces 
Total Research Corporation 
Youth Research/CSi 

PACKAGED GOODS 
The Answer Group 
Doyle Research Associates 
D.S. Fraley & Associates 
Langer Associates , Inc. 
Mercadotecnia Consulting 
PlayLab Research 
Research Arts, Inc. 
The Research Center 
Research Incorporated 
Schrader Rsch & Rating Svce 
Thorne Creative Research Svcs 
Total Research Corporation 
Trotta Associates 
Youth Research/CSi 

December, 1988 

PARENTS Research Incorporated TEENAGERS 
Doyle Research Associates 

Thorne Creative Research Svcs 
Doyle Research Associates 

D.S. Fraley & Associates 
RETAIL 

D.S. Fraley & Associates 
PlayLab Research PlayLab Research 
Research Incorporated Brand Consulting Group Research Incorporated 
Youth Research/CSi First Market Rsch(L. Lynch) Thorne Creative Research Svcs 

First Market Rsch(J. Reynolds) Youth Research/CSi 

PET PRODUCTS Langer Associates, Inc. 

Research Incorporated 
Research Incorporated TOYS/GAMES 

Rockwood Research Corp. 
SOFT DRINKS, 

D.S. Fraley & Associates 
Thorne Creative Research Svcs Greenfield Consulting Group,lnc. 

BEER, WINE PlayLab Research 

PHARMACEUTICALS Research Incorporated 
American Public Opinion Survey Youth Research/CSi 

The Answer Group & Market Research Corp 
Arbor, Inc. Mercadotecnia Consulting 

TRANSCRIPTION Consumer/Industrial Rsch Svce Thorne Creative Research Svcs 
Creative Marketing Solutions SERVICES 
Datatactics, Inc. TEACHERS Stephanie Tudor Transcripions D.S. Howard Assoc. , Inc. 
Research Incorporated D.S. Fraley & Associates 

James Spanier Associates PlayLab Research TRANSPORTATION 
Total Research Corporation Research Incorporated 

SERVICES The Winters Group 
lEI..ECCJvtVI.tlDS Total Research Corporation 

POLITICAL Creative Marketing Solutions 
TrendFacts Research 

RESEARCH 
Datatactics, Inc. 

TRAVEL First Market Rsch(J . Heiman) 
American Public Opinion Survey D.S. Howard Assoc., Inc. Research Incorporated 

& Market Research Corp Kennedy Research Inc. Schrader Rsch & Rating Svce 
Linda LaScola Consulting Linda LaScola Consulting Total Research Corporation 
Mercadotecnia Consulting Research Incorporated 
New South Research Total Research Corporation YOUTH 
Total Research Corporation TrendFacts Research 
TrendFacts Research Doyle Research Associates 

TELECONFERENCING D.S. Fraley & Associates 

PUBLISHING PlayLab Research 
Rockwood Research Corp. Research Incorporated 

First Market Rsch(J. Heiman) Strategic Research Corp. 
Langer Associates, Inc. 

The Twin Cities Location 

3,100 Square Feet to Serve You and Your Clients 

• On the edge of downtown 
Minneapolis convenient to 
freeway exits 

• Comfortable focus facility 
with viewing room for 10 

• Full kitchen for taste tests 

• 14-line, fully supervised 
phone center 

• In-house data processing 

• Trained telephone, 
intercept and door -to-door 
interviewers 

• Executive interviewers 

• Design and analysis 
available 

C.J. Olson Market Research, Inc. 
Minneapolis, MN 612-340-1262 
Fax: 612-334-3169 

Circle No. 733 on Reader Card 
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A method for finding "virgin" 
respondents 
by Virginia Smith 

Despite warnings of growing consumer resistance to 
telephone and mail surveys, and growing concern 
about overuse of respondents in focus groups, an eight 

month tracking study of a direct mail campaign to enlist 
participants for focus groups reveals that the majority of re­
sponses come from those who have never attended such a 
session. 

The "Get Paid For Your Opinions" direct mail effort, con­
ducted by Smith Research, Inc., is one of the first recruiting 
studies to combine information about life-time experience in 
focus groups with reasons for wanting to participate and demo­
graphic data. The results contrast sharply with reports of over­
use of respondents and bode well for the continued use of this 
research tool. 

"We usually ask how recently people have attended a discus­
sion group in our screeners," says Kevin Smith, president of 
Smith Research. "Increasingly, we have been asking about 
lifetime participation in groups, as well as recent involvement 
in mall or telephone interviews. As one of the first recruiting 
specialists in the Chicago area to operate a respondent database, 
we have consistently tracked past participation in our groups. In 
1987, we changed our format to record the total number of 
groups each respondent has attended in their lifetime. 

"We had experimented sporadically with direct mailings 
before we committed to a one-year program of monthly mail­
ings. We decided to track our results to provide ourselves and 
the marketing research community with a broader understand­
ing of the public's response to this approach." 
Size and method 

The mail sample varied from 20,000 to 50,000 a month. A 
sample of 2200 responses was selected from returns covering 
four mailings that equally represented Chicago, the near north 
and near west suburbs. A card, provided and designed by Smith 
Research (figure 1), was inserted in a packet of coupons for 

$ 

various products and services sent out monthly to selected areas 
in Chicago by a direct mail company. 

Though there was no option to select specific zip codes or 
areas within a mailing, Smith Research selected areas that were 
within reasonable geographic access to one of their two focus 
group facilities. Racial groups could not be specifically tar­
geted, but could be culled from the responses. 

Responses came in the mail and by phone. All were handled 
with the same questionnaire. The study was divided into four 
major areas: demographic information (age, sex, race and 
marital status), past participation in any group interview, which 
facility they would attend (downtown Chicago or suburban 
Deerfield), and their reasons for being interested in groups. 

"We knew when the mailing was targeted to arrive in the 
selected households," Smith explains. "We could plan on 
phone calls starting in two to three days and lasting for about 10 
days, then it would slow to a few a day. The mail responses 
began to arrive within five days and about two-thirds of them 
came in the first two weeks. Of the remaining third, most arrived 
within a month." 
Age, sex, race and marital status 

Ages were recorded by year of birth and sorted by decade of 
birth year, i.e. 1950, 1960, etc. This was translated to age by 
subtracting their birth year from Jan. 1, 1988. Hence, the age 
groups are listed as 19-28, 29-38, etc. 

White, Hispanic, Black, and Asian were the four categories 
for race. There were three categories under marital status: 1-
married (including those who were living together), 2-single, 
and 3-widowed, divorced or separated. 
Results 

Regardless of the location of the group, or sex of the respon­
dents, more people under the age of 38 were willing to attend 
than those who were older, with the most responses falling in 
the 29-38 age group. Those in the 19-28 group are the next age 

continued on p. 52 

$ 
Earn extra cash for participating in market research stud ies with 

SMITH RESEARCH. We conduct studies in both downtown Chicago and 
the Northern Suburbs. 

50 

Studies last approximately 2 hours and you will receive $30 CASH as a thank 
you for your opinions. 

It's FUN • It's INTERESTING • You can influence decisions on products to 
better meet your needs by completing the following information and 
moiling this card or phoning Joan Cook at 948·0440. 
Nome ______________________________________________ __ 

Birth Dote ___ _ 

Mole 0 Female 0 Address ----------------:-;------------:-:~-------

$ Home Work 
City Phone # Phone # Morneci Yes 0 No 0 $ 

Aclwttf1N • •Ill VII·P•k•, Amenc1'1 Favonle Ma11 (312) 991 ·7066 • • Vai -Pak , l /88 Vai-PakC ol ChiCago North, No 48880·289 N-35 (8) 
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Seeing the doctor 

Thirty-five percent of surveyed adults 
visit a doctor once a year, according to a 
recent Epcot Poll. Sixteen percent go 
twice a year, 23% go three or more times, 
13% nevervisitadoctor, and 13% gave no 
response. 

Retirees stay put 

Unlike our feathered friends, older 
Americans are not migrating south or to 
any other warm climate during the winter 
months or any time, Census Bureau fig­
ures show. People aged 65 years and 
older, it appears, are not changing their 
geographic location. According to the 
Census Bureau, fewer than 5% of this age 
group are moving. What's happening is 
that more older Americans are living in 
the Midwest, the Great Lakes region and 
parts of the Northeast more so than most 
of the Sun Belt. Younger people, on the 
other hand, are moving out of these states 
to seek better opportunities. In 1986, 19 
states had at least 12.5% of their popula­
tion aged 65 or older. Only one, Florida, is 
a genuine Sun Belt representative with 
18% of its population 65 years plus. Be­
sides Florida, the Frost Belt has the oldest 
population of any state with a median age 
of36. 

Vacationing? Food's 
foremost 

Food is the most important factor afte~ 
weather and scenery in planning a vaca­
tion, according to those responding to a 
survey by Food & Wine magazi~e. The 
first choice among the respondents was 
California, followed by New York, France, 
Italy, New Orleans, Germany, Switzer­
land, Spain, Hong Kong and Scandinavia. 
The travelers choose cruise lines accord­
ing to their reputation for fine food .as 

much as for their ports of call, the survey 
also showed. They feel that foreign air­
lines serve better food than major domes­
tic carriers and they use food magazines 
for vacation planning seven times more 
than other people. 

U.S. children fatter 

Compared to youth of two decades ago, 
the nation's children are fatter, are not 

getting the right kinds of exercise and 
spend more time watching TV than in 
physical activity, a federal government 
survey shows. Those findings by the U.S. 
Public Health Service were based on a 
survey of 4,678 children aged 6-9. Nearly 
all early elementary schoolchildren take 
physical education, the survey's replies 
from teachers and parents found, but only 
a third do so daily and the programs em­
phasize sports rather than health exercise 
habits. 

What do many 
Prestigious and Successful Researchers 

have in common? 
They use Stephanie Tudor for their 

Focus Group Transcriptions 
Here's what they say: 
"In this fast-paced industry where one never knows what will happen 
next, it is great comfort to have someone as dependable as Stephanie 
to rely on. She has always been able to accommodate us on the 
shortest notice and has consistently beat our deadlines. In addition, 
she far exceeds our expectations with regard to the quality of work 
she produces. I often ask myself how we survived before she came 
along." S.B. 

" The transcriptions were literate and precise and exhibited an accuracy which is hard to 
find in this business. The transcripts seemed to be written with a special ear to nuance and 
emotion, which I believe to be a unique talent. In sum, the results of Ms . Tudor' s work were 
superb." A.T.J. 

"The transcriptions of the four focus groups were excellent - well-presented, carefully 
checked and more thorough than we expected given the language difficulties with some of 
the participants. You met our deadline with a very high quality product and we are most 
pleased." B.S.F. CALL TQDA y 

FOR COMPLETE REFERENCE PACKAGE 
212-979-2800 

Some of our clients are : 

AC&R Advert1smg Inc 
Backer Spielvogel Bates 
Burson Marstel ler 
Harvard Capital Corp 
Ogilvy & Mather D1rect 
Willard & Shullman . Inc 
Young & Rub1cam 

STEPHANIE TUDOR 

920 Broadway 
New York, NY 10010 

Focus Group and 
One-on-One Transcriptions 
Created Exclusively to Serve 

the Market Research Community 

Circle No. 734 on Reader Card 

QUALITY WORK AT COMPETITIVE PRICING 
BOSTON. MA 

OVERLOOKING 
BOSTON HARBOR 

BOSTON 
SUBURBAN 

NORTH SHORE 
SHOPPING CENTER 

CHICAGO.IL 
OVERLOOKING 
LAKE MICHIGAN 

FT LAUDERDALE. FL NEW YORK CITY 
NEXT TO 38th ST BETWEEN 

GALLERIA MALL PARK AND MADISON 

WAYNE. NJ 
NEW YORK 
SUBURBAN 

ONE CALL TO (203) 797-0666 WILL SCHEDULE YOUR PROJECT AT ANY LOCATION 
KAREN M. FORCADE, PRESIDENT DR. LESLIE M. HARRIS, CHAIRMAN JANE BROWN. SENIOR COORDINATOR 
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Respondents 
continued from p. 50 
group most willing to take part. 
"I didn't expect to get responses from teen-agers or from 

Respondents choosing Chicago facility 

• Males Of 1102 responses-35% were from males 
• Females 65% were from females 

those in their 70s and even 80s," Smith says. "Because we most 
frequently look for people between the ages of 21 and 55, I 
guess I thought that those people would be the ones to respond. 

Fortunately, we've had some need for teens recently and also 
for senior citizens so we were able to use some of these new 
people." 

Of the group choosing to attend the downtown Chicago 

Respondents choosing Deerfield facility 

• Males Of 1099 responses-49% were from males 
• Females 51% were from females 

facility, 65% were female and 35% were male, while the 
breakdown for the Deerfield facility was 51% female and 49% 

male. continued on p. 54 
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(503) 287-2211 

52 

ASTORIA 

•SALEM 
• ALBANY/CORVALLIS 

•EUGENE •BENWREDMOND 

C OS BAY/NORTH BEND 
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• STATEWIDE MALL 
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INTRODUCING 

RESEARCH INC.'s 
SUBURBAN PHILADELPHIA 
FOCUS GROUP FACILITIES 

CONFERENCE ROOM: 
• 151 X 21 I 

• Seats 1 2 respondents and a moderator 

OTHER FEATURES: 

• Private Client Lounge with separate 
entrance, 151 x 151 

• Closed circuit TV 
• AV Equipment 
• Full size Test Kitchen 1 0' x 161 

• Respondent Reception Area 
11 I X 20' 

• Day/Evening/Weekend 
Facility Rental 

• Conveniently Located one-half mile 
from exit 25 of the PA Turnpike 

• Easy Access from the Philadelphia 
International Airport 

OBSERVATION ROOM: 
• 151 

X 151 

• Theater-style seating for 1 5 

Discuss Your Next Project with 
Harley Mitchell, V.P. Client Services 

Plymouth Meeting, PA 
215/941·2700 • 800/828·3228 

Circle No. 737 on Reader Card 

IN-HOUSE CAPABILITIES: 

• Moderators 
Advertising/Promotion 
Service/Manufacturing 

• Recruiting 
Executive 
Medical 
Consumer 
One-on-One 

• Personal Interviews 
• WATS/Computer Assisted Interviewing 
• In-Store Audits, Demonstrations, 

Coupon Distributions, Promotions 
• National Studies 
• Full-Service Qualitative Research 

• Separate climate control 
• Audio control 



Respondents 
continued from p. 52 

One of the most significant findings of the poll is that the 
number of men willing to attend was almost equal to the number 
of women, when the location of the group was at the facility in 

Where they 
would attend 

Deerfield 

Chicago 

Both 

Overall 

PAST PARTICIPATION 

Numbers of groups ever attended Total 
0 1 2-3 4-5 6+ 10+ 

74% 15% 7% 2% 1% 1% 100% 

66% 18% 10% 2% 2% 2% 100% 

62% 19% 13% 2% 2% 2% 100% 

67% 17% 10% 2% 2% 2% 100% 

Deerfield, a primarily white-collar, upper middle-income north­
ern suburb. This may be due in part to the company's experience 
that men are more willing than women to travel greater dis­
tances to attend events, possibly because women are concerned 
with driving alone at night. 

This is contrary to the results of telephone and in-person 
interviews, where more women agree to participate than men. 
Two possible reasons for the growth of men's interest may be 
1) the increased number of business groups that pay well and 
deal with topics relating to men's careers, and 2) an increase in 
information about focus groups through education, the media 
and business experience. It is viewed as a research tool, an 
interesting experience, and as an easy way to earn money. 

Because the communities selected for the mail sample were 
primarily white middle- to upper middle-income areas, the 

Strategy Research 
Corporation 

responses came predominantly from whites. 
Responses varied by marital status between Chicago and the 

suburbs. More single people (64%) were willing to go to the 
Chicago location. As would be expected, more married people 
(78%) preferred to go to the suburban location. 

"The number of married people who both agree to come is 
also fairly small," Smith says. "Most frequently , we have either 
the husband or the wife respond individually. Wives are more 
likely to volunteer their husbands than the other way around. " 
Past participation 

A surprising two-thirds or more of the respondents had never 
been to a group. The percentage of "virgins" was higher among 
those who would attend the suburban facility (74%). 

Participants were divided into three groups according to the 
location of the facility which they were willing to go to 
(Deerfield, Chicago; and those willing to go to either facility). 

"In general, those with the longer histories of group experi-

Virginia Smith is the founder of 
Smith Research, Inc., a Chicago­
based data collection agency with 
f ocus group facilities in Chicago 
and Deerfield. Smith Research has 
specialized in recruiting f or over 
23 years. She is also f ounder of 
Smith Medical Market Research, 
a division of Smith Research that 
recruits personnel within medical 
specialties fo r f ocus groups and 
individual interviews nationwide. 

ence had accumulated it over a period of 10 to 20 years," Smith 
says. "They were now in their forties and fifties or older. 

100 N.W. 37th Avenue, Miami, Florida 33125 
60 E. 42nd Street, New York, N.Y. 10165 
2082 Michelson Dr., Irvine, CA 92715 

(305) 649-5400 
(212) 661-3050 
(714) 752-6331 

Media Ratings • Advertising Research • Consumer Research • Distribution Studies 
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Usually the connection with their contact person or company 
had been lost and they eagerly responded to our mailer, ready 
to begin participating again. Often there had been a five- or 
more year gap since their last group, which they were eager to 
point out to us. 

"They also mentioned that they had been to other groups, 
even occasionally in other parts of the country, but not at our 
facility, as though this past experience 'didn ' t count' since it 
was elsewhere. These former attendees, though usually not 
qualified to attend groups, can be a potential source of ' virgin' 
respondents via their relatives, friends, or co-workers." 
Reasons for wanting to participate 

"We get responses from a lot of people who are what I call 'in 
transition,' " Smith says. "They 've lost their job, or are in be­
tween assignments, or between an educational program and 
getting full-time employment, or they have just retired. They 
are reaching out for new experiences, and the cash looks 
attractive at the time. 

"Getting paid for your opinions also sounds good to those 
who aren't in transition. Often they have heard about such 
groups and know second-hand that they are legitimate. Overall, 
roughly one-third of the responses come from those who have 
participated before and the rest from those who are interested in 
the idea of getting paid for their opinions. 

"We estimate that each return costs us about $5.00. That is 
before the data entry cost or the time we spend on the phone 
getting the basic demographic information. Our goal is to 
provide fresh respondents for our clients and this method has 
enabled us to do that. It has been especially helpful in allowing 
us to rapidly build up a database of respondents for our new 
Chicago facility. I would recommend this method to others who 
want to rapidly increase their supply of new respondents." 

MRR 

It's about T.I.M.E. 
To take advantage of 

cities on the move 
for 

• Telephone • Mall Intercepts 
• Focus Groups • Audits 

in 

• Erie, PA 

• Columbus, OH 

• Knoxville, TN 

TIME Market Research 
6276 Busch Blvd., Columbus, OH 43229 

(614) 846-3163 
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Test 
Philadelphia, 

a few dozen Suburbs, 
& South jersey. 

In one day. 
In one Place. 

The Northeast is a major segment of the city, every suburb and South jersey. 
the American marketplace. And when And we can recruit anyone from mass-
you're doing data collection, it's an area market consumers to the most sophis-
you want to plumb thoroughly. ticated medical or business professionals. 

But how do you do that withou.t We're also Philadelphia's most con· 
hopping from place to place, suburb to venient &cility to reach from out-of·town. 
suburb? And our &cilities are among the finest 

At Philadelphia Focus, Inc. of course. and most professional you'll find 

Call Thomas Bershad at The only focus group &cility in down· 
town ~elphia .. right in the heart of 
America's fifth largest market. 

Since we're so attractively located, 
we can draw respondents from all over 

(215) 561-5500, and find out how cost· 
efficient, productive, and convenient it 
can be to test a broad spectrum of 
respondents ... in one day, in one place. 

Philadelphia Focus 
N c 

100 N. 17th Street Philadelphia, PA 19103 
(215) 561-5500 
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WHAT DO YOU LOOK 
FOR WHEN YOU 

BOOK A 
FOCUS GROUP 

FACILITY? 

( ) An experienced team 
of professionals 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

to supervise your 
project 

Quality recruiting to 
your specifications 

Spacious group and 
observation room 

Client lounge 

Reasonable prices 

Remote audio and 
video taping 

Convenient location 

00 All of the above 

Look no further ... 

DATAFAX 
OF ORLANDO 
HAS /TALL 

Call ... 

The Datafax Company 
( 407) 660-8878 

Out of state toll free: 
1-800-233-3578 

Fax : (407) 660-1730 

Vicky Stevens, 
Director of Field Services 

Allison Taylor, 
Coordinator of Qualitative 

Research 
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Names of Note 
continued from p. 44 

Studies Division. Cohen will assume the 
duties of Kay Wall, who has moved to 
MRB Group, the parent company of 
Simmons, to implement the transfer of 
research products and technologies to 
other companies of the worldwide group. 

Simmons also announces the promo­
tion of Warren Dobbs to executive vice 
president of Simmons Syndicated Divi­
sion. Previously he was senior vice presi­
dent, heading the Division's Agency/ 
Advertiser unit as general sales manager 
and manager of the Chicago office. 

Myrna Garcia Gross will head the 
new Spanish-Speaking Research and 
Telephone Data Collection Division of 
Albertson, New York-based Sheer Com­
munications. 

Donald E. Siebert has joined eTc In­
stitute, a Kansas City area management 
consulting and marketing research firm, 
as executive vice president. Also joining 

!illllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll 

= 44 years in = 

business has 
developed our 
MR expertise 

Our separate Central Location 
facility in a busy Greensboro 
shopping center serves Pied­
mont Golden Triad . Includes 
one-way mirror for focus groups, 
new test kitchen. Interviewing 
area 20x54, viewing lounge 
17x20. Street -level location ad-

= ~f~;~~~~~~~; 
W. H. LONG MARKETING, INC. 

122 Keeling Road/East 
Greensboro, N.C. 27410 

919/292-4146 • Cable LONGMART 

Over Four Decades of Excellence 
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIHIIIIIIIIIIIIIIIIIIIIIIIII 
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eTc is Clifford B. Tatham, as chief ex­
ecutive officer. 

Consumer Pulse announces the appoint­
ment of Betty Collins as manager of 
their Charlotte, NC facility in the Eastland 
Mall. Also, Nancy Nichols has been pro­
moted to manager of their Milwaukee, 
Wis. facility at the Grand A venue Mall. 

Stephen J. Cook has joined Custom 
Research Inc. as senior vice president to 
head CRI's east coast office in Union, 
New Jersey. Previously he was vice presi­
dent, Copy Testing Services, for SAMI/ 
Burke in Westport, CT. 

JRP Marketing Research Services, Inc., 
a Media, Pennsylvania-based marketing 
research agency, has named John R. 
Trumbore as vice president, managing 
director. Previously he was director of 
research and corporate planning at Le­
wis, Gilman and Kynett. 

Trumbore Beard Hunt 

Karen Beard Hunt has joined Nor­
walk, Connecticut-based AB Research 
Associates, Inc., as director of field op­
erations. 

Anna Marie Sorriso and Linda Gibbs 
have joined San Diego-based Directions 
in Research as senior project directors 
and marketing consultants. Prior to join­
ing DIR, Ms. Sorriso was a marketing­
manager for San Diego Gas and Electric. 
Ms. Gibbs was a director of marketing 
and national product manager with Jo­
seph Seagram & Sons. 

With the merger of All-Ways Adver­
tising Co. and Estelle Swerdlow Inter­
viewing Services, Fredda Rossin of All­
Ways joins the ESI management team. 
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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. 

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 

~,~~ 

rtnu1 
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 Research Net­
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. 

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. 

~'~~ itnUI 
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. 

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. 

~'~~ 
•tnu• 
If It's an opinion polling question, we 
probably pioneered the solution. 

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

Call McGraw-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. 

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. 

1111 sa commumcat•ons problem. we 
probably ptOneered the soluhon 
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Trade news 
continued from p. 40 

was $12,850, up $1 ,650 fro~ the $11,200 
car buyers paid in 1985, the survey also 
found. 

Innovation hindered 

More than halt" of 36 surveyed ~anag­
ers believe their corporations hinder rather 
than help innovation within the co~­
pany, consultant United Research Co. 
reports. Just a third considered the~ help-

ful and the re~ainder showed ~ixed 
feelings that appeared to indicate little 
corporate dedication to chaning the status 
quo. The roadblocks to i~prove~ent, 

suggests studies by Standard & Associ­
ates, an industrial-psychology firm, are 
i~~ediate line supervisors. Workers 
overwhel~ingly believe top ~anagers 
support efforts to boost quality and pro­
ductivity and the workers the~selves 
believe it. However, less than half of the 
workers think their i~~ediate line super­
visors are as co~~itted as the CEO to 
doing things right. 

Bare facts 

Researchers at Gillette Safety Razor 
Co. say that during an average lifeti~e a 
~an will re~ove about 27ft. of whiskers 
fro~ his face through shaving. About 
3,350 hours would be needed to re~ove 
the whiskers and if a ~an never shaved 
the beard would be al~ost 30 ft. long. 

Comic readers 

Thirty-nine percent of adults are regu­
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~larco~icreaders,asurveybyTele~ation 

Here's What's New at 

TAyloR RESEARCh 

• Two Spanking-New Focus Group Suites, each having Con­
ference, Viewing, and Client Office Rooms 

• Test Kitchen, 200 + Square Feet designed and used specifi-
cally for market research 

• Video feed to Permanent Monitors in Client Offices 
• Viewing Space for up to Twenty-Five 
• Airport Close, just Seven Minutes by Taxi or Rental-Car 
• Walk to Hotels, Late-Nite Restaurants, Shops and Galleries 

Vic:v.ing 

0 c 
Con f. 

0 
4:;. 

S !orag~ 

0 0 
0 
(l 

Vic.,.ing 

oBBEJ 

0 0 Con f. 

Each Focus Group Suite contai ns over 600 square fee t. di vided evenly between Conference. Viewing. 
and Client Office. 

TAyloR REsEARclt 
J990 Old TowN AVE, STE 201A 
SAN DiEGO, CALifoRNiA 92110 

Phone: 1-800-262-4426 In California: 1-619-299-6368 
Facs imilie: 1-619-299-6370 
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shows. Readership is highest in the Mid­
west and lowest in the West. Only 25% 
of those aged 25-34 are funny page read­
ers; otherwise it is fairly constant across 
age groups, across inco~e categories, 
and by sex. Forty-four percent of those 
with a post-graduate education are regu­
lar co~ic readers. Their two favorites are 
Garfield and Peanuts. Tele~ation , an 
operation of Market Facts, Inc. , Chicago, 
is a service that delivers a national cross­
section sa~ple of 1,000 interviews every 
weekend. 

Employee owners 
emphasize quality 

Workers at e~ployee-owned co~pa­
nies work harder and pay ~ore attention 
to quality than workers at non-e~ployee 
owned firms , according to a recent na­
tionwide public opinion poll conducted 
by R.H. Bruskin Associates, ~ew Brun­
swick, ~.J. Furthermore, ~ore than half 
of the workers say they are willing to 
trade their next wage hike for a share of 
ownership in their firm. The poll was 
co~~issioned by the Bureau of~ational 
Affairs, Inc. , (B~A), and the ~ational 
Center for E~ployee Ownership. The 
poll found that 80% of respondents 
thought workers at e~ployee-owned 

co~panies paid ~ore attention to quality 
than workers at non-e~ployee owned 
firms ; 7% disagreed. Sixty-nine percent 
thought workers at e~ployee-owned 

firms work harder; 18% disagreed. Of all 
workers surveyed, 51% said they would 
be willing to trade their next wage in­
crease for a share of co~pany ownership; 
30% said they would not ~ake the trade. 
The B~A-Bruskin study was based on 
1,001 telephone interviews with adults 
throughout the U.S. 
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Quirk's Marketing ResearchReview 





elcome to the other half of the 1\vin Cities. 
That's right. St. Paul. Together with our famous 
neighbor, we're one of the most affluent metro 
areas in the countrv. Third overall for median house-

hold income. Fourth for the percent of households with 
annual incomes of .$50,000 plus. And fourth for the 
percent of people with at least four years of college. 

We also have the sixth largest number of focus 
group facilities. Until now, they've all been located on 

I the other side of the Mississippi. 
Thanks to Concepts In Marketing Research, Inc. 

(CIMR), now you can find one of the nation's newest 
qualitative testing facilities right in downtown St. Paul. 

A "Drioo Time" You Can Lioo With 
CIMR's research facilities are easy to get to. Less than 
15 minutes from the Minneapolis/St. Paul 
International Airport. 

Conveniently located in the attractive Minnesota 
Mutual Center, CIMR's facilities offer skyway access 
to downtown hotels, restaurants and shopping centers. 
There's also plenty of on-site parking and 
security services. 

Our Encironrnent Keeps Participants Comfortable 
and Motiooted 
CIMR's facilities are equipped with the latest in audio­
visual technology -and designed for comfort. You'll find: 
• 1\vo tastefully decorated • Viewing room seating 

lounge areas for 10 with 13.5 ' 
• Separate entries for one-way mirror 

clients and participants • Computer laboratory 
• 1\vo multi-purpose • Individual testing 

training rooms booths 

Put Our Expertise To Work For You 
CIMR offers more than just top-notch qualitative testing 
facilities. We can also provide telephone recruiting of 
consumers or executives and handle all aspects of 
qualitative testing-design, recruiting, follow-up, 
moderating, report writing and analysis. 

CIMR's research analysts are experienced pros 
with the expertise to understand clients' unique needs­
and the creativity to design a wide variety of customized 
studies to meet those needs. 

Call CIMR Collect For More Information 
When you need an affluent testing market with state-of­
the-art facilities, think of St. Paul, and Concepts In 
Marketing Research, Inc. 

For more information, caU 612/228-5667, COLLECT. 





Focus Groups 
continued fron p. 42 

bers of relatively small subgroups. For example, cardiologists 
may be recruited to discuss a new medication or architects may 
be recruited to discuss certain types of building materials. Such 
groups are nearly impossible to randomly sample. Any research 
conducted with them always involves non-random sampling. 
However, through the use of quota and controlled sampling 
techniques one can at least recruit participants with profiles 
similar to known group characteristics. 

The problems presented by the lack of a random sampling 
procedure for such groups is offset by the fact that many 
projects focus on a limited set of issues of consequence only to 
members of the subgroup. Such groups tend to exhibit a greater 
homogeneity of response compared to consumer groups re­
cruited to discuss more general types of issues. The greater 
homogeneity of response of professional groups has direct 
implications for the second area of concern: sample size. As the 
homogeneity of response increases, sampling variance de­
creases and the sample sizes required to establish acceptable 
levels of reliability get smaller. 

In order to illustrate the potential focus groups offer for 
collecting quantitative data, let us discuss a recently completed 
project. Ten groups of professionals from the office furniture 
and design community were conducted in two cities. After the 
normal introductions the moderator had participants make 
importance ratings on a questionnaire for a set of attributes. Fol­
lowing the paper and pencil ratings, the moderator used the 
rating as a vehicle for getting participants into a general discus-

sian of the product area. Next, some actual product was pre­
sented including prototypes as well as competitive product. 
Participants were required to rate the products using the same 
set of attributes as before. 

Following the product ratings, a "standard" focus group 
discussion took place for approximately one hour. Then, the 
participants were asked to consider just one of the products on 
display (the prototype). Various product "packages" were 
presented consisting of different options and prices. The par­
ticipants were asked to say whether they would consider pur­
chasing the prototype given the package. The different pack­
ages happened to be factorially generated as part of a conjoint 
analysis design. The quantitative analyses yielded by the teri 
groups included tabulation of importance and product ratings, 
as well as a modeling of purchase consideration as a function of 
product attributes and price. Price elasticities were easily calcu­
lated using these models. 

The outline above could be modified to accommodate a 
variety of quantitative objective . The important point is that 
the introduction of the quantitative tasks did not detract from the 
groups and, in fact, added an additional dimension to the 
analysis. The quantitative objectives of the research will dictate 
the number of group required when focus groups are used to 
collect quantitative data. At times, more groups will need to be 
conducted than one would normally conduct if they only had 
qualitative objectives. In such cases, abbreviated "mini-groups" 
can be conducted along with other groups. The mini-groups 
would typically take less time and would consist of all of thf? 

continued on p. 6A 
The Finest, New 

FOCUS GROUP FACILITY 
In The 

San Francisco Bay Area 
OCUS GROUP 

• Executive/Professional/Medical 
Interviews. 

• Telephoneinterviewing. Local & 
National. 

• Product Placements. 
• Personal Interviewing. 
• Product/packaging research 
• Permanent Mall Almeda South 

Shore Taste Tests. Pre-recruited 
central location studies. 

• Advertising Re earch/Concept 
Studies: Band & Product Aware 
ness. 

ACCESS TO: 
• Swimming pool/hot tub. 
• Tennis courts. 
• Recreation center/T.V. 
• Gourmet Restaurants. 
• Gymnasium. 
• We request the opportunity to pro­

vide you with an estimate and/or dis 
cuss an upcoming project. We are 
centrally located in the bay area wit 
easy access to key points of interest. 
Call us. 

Margaret Yarbrough & Associates 
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~--------St. Louis* 

Consumer Opinion 
Search, Inc. 
10795 Watson Road 

St. Louis, Missouri 63127 (314) 965-0053 

*Outstanding Focus Facilities* 

2 Focus group Rooms with 
Professional Filming 

Recruiting To Your Specifications 
12' Triangular Table Seats 12 Respondents 

Plus Moderator 
Tiered Viewing Room Comfortably Seats 12 
Separate Entrance Insures Client Security 

Permanent Mall 
Test Kitchen•Audits 

Monitored Central Telephones 
Concept Testing 

Executive Interviewing 
In Home/Mall Placements 

Pre-recruit 
Taste Tests 

*''Designed with 
the Client ·in Mind." 
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Focus Groups 
continued fron p. 62 

quantitative data collection tasks as the other groups, but the 
moderator would use an abbreviated discussion outline. 

Focus group research will never serve as a substitute for well­
designed survey research, not when the primary goal of the 
research is the collection of certain types of quantitative data. 
However, there are situations where survey research becomes 
too difficult or costly to justify. This is especially true when a 
low incidence group of highly homogeneous respondents needs 
to be studied. The scope of focus group research should be ex­
panded to allow for the collection of quantitative data in such 
situations. MRR 

James M. Leiman, Ph.D. is vice 
president of TrendFacts Re­
search/The Creative Group, Inc., 
a full-service marketing research 
firm located in Farmington Hills, 
Michigan. He received his Ph. D. 
in Cognitive Psychology and 
Measurement from Wayne State 
University. Besides being an ex­
perienced focus group modera­
tor, Dr. Leiman's areas of exper­
tise include survey sample de­
sign, multivariate statistical analy­
sis, and the measurement and 
modeling of consumer preference 
and choice. Prior to joining Trend­
Facts Research he worked for 
Market Opinion Research and 
Wayne State University in De­
troit. 
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WHEN IT COMES TO 
FOCUS GROUPS, 
Nordhaus gets plenty of 
compliments. And no 
wonder! Nordhaus has a 
new, fresh approach to qualitative research; 
an approach that puts the needs of the 
client first. 

FROM THE UNIQUE, WRAP-AROUND 
VIEWING AREA to our gourmet client meals 
and precision recruiting, the focus group 
experience at Nordhaus promises to be 
comfortable, productive ... outstanding! 

Gourmet pet food 

Consumer are buying premium and gourmet products not just 
for themselves but for their pets, too. Upscale pet food is 
claiming a bigger share of the total pet food market, a poll of 
retailers by Supermarket News shows. While premium or 
gourmet pet foods claim to have fewer fillers and by-products 
than regular brands, they can cost from 50-1 00% more than 
regular brands. Retailers said consumers were interested in the 
appearance ofthe pet food (does it look and smell like something 
you'd eat yourself?) as well as the nutritional value and conven­
ience of new packaging. 

When workers quit 

What effect does turnover in the workplace have on the 
workers who remain? According to a study by Joel Brockner, a 
Columbia University business school professor, workers' job 
satisfaction and commitment to their companies declined when 
they felt a co-worker left for a better job. Lateral or "downwardly 
mobile" job switches made remaining workers feel better or the 
same about their jobs. Prof. Brockner said a variety of factors 
affect tho e reactions. For example, employees with low self­
esteem who are typically more easily influenced by others, were 
unhappier than more secure workers when a colleague left for a 
better job. There are a number of things a manager can do to 
change the feelings of the remaining employees. One is deflate 
the stature of the new job without bad-mouthing the departing 
employee. Or, the manager might mention that if the employee 
does well, there are plenty of places to advance within the 
company. 

FOR YOUR NEXT GROUPS IN DETROIT 
OR GRAND RAPIDS call Jean Delegarde, 
and find out why clients keep coming back 
to Nordhaus. • 

NtJidluuts l?esetUdt~ IM, 
20300 W. Twelve Mile Rd. I Southfield, Michigan 48076 
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Has your comany's service kept up with the recent explosive growth in the service 
industry? Is your company mistakenly accomplishing expansion at the risk and 
expense of service quality reduction? 

MRSI Customer Satisfaction Measurement Programs give you effective, statisti­
cally reliable feedback of your customer's needs. Their expectations. Their level 
of satisfaction with your firm's service. Their perceptions of you, and where 
problems exsist. Utilizing the latest multivariate statistical techniques, we can 
provide strategic information and direction for management. 

Call us today. 

MARKETING RESEARCH SERVICES, INC. 
15 EAST 8th STREET 

CINCINNATI, OHIO 45202 
(513) 579-1555 
EXT. 804/805 

A Full Service Custom Research Firm And An Advertising Age Top 50 Research Company 
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Rivergate Mall 
1000 Two Mile Pkwy. 
Nubville, TN 37072 
(615) 859·4484 

When fOB check 
itcillout, 

the answer is 
Bernett 

Research. 
Permanent Focus Fac· Executive In-store 
Locations full Observa· ilities with Inter· Inter· Central Door to 

Locations Facility Kitchen lion Room moderators viewing viewing Telephone door 

So. Shore Plaza 
Boston, MA y y 

Assembly Sq. Mall 
Boston, MA y y y y 

Menlo Park 
Edison, NJ y .. y y y y 

Rivergate Mall 
Nuhville, TN y y y y 

Northwoods Mall 
Charleston, SC y y y y y y 

Aurora Mall 
Denver, CO y y .. y .-' y 

Boston HQ 
Boston, MA y y y y y y y 

Westminster Mall' 
Westminster, CA y y y y y y y 

•opening 1989 

Coding 
and 

Tabbing 

y 

y 

y 

y 

y 

y 

y 

y 

For research on the American marketplace, you need research facilities 
across America. And that's what Bernett Research gives you. We're in all the 
markets you need, with all the services you want. With more than a decade 
of experience meeting the needs of the nation's most expert marketers, we're 
ready for your next project. Bernett Research: what we have to offer is worth 
checking into. 

Aurora Mall 
14200 Alameda Ave. 
Denver, CO 80012 
(303) 341·1211 

South Shore Plaza 
250 Granite Ave. 
Braintree, MA 02184 
(617) 849-1692 

Boston Hdqrs. 
230 Western Ave. 
Boston, MA 02134 
(617) 254-1314 
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Assembly Square Mall 
133 Middlesex Ave. 
Somerville, MA 02145 
(617) 623-2330 

Menlo Park Mall 
Parsonage Rd. 
Edison, NJ 0883 7 
(201) 548-2900 

65 Northwoods Mall 
2150 Northwood Blvd. 
North Charleston, SC 29418 
(803) 553-0030 
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Codes: 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 

ALABAMA 

BIRMINGHAM 

Connections, Inc. 
4 Office Park Circle, Suite 310 
Birmingham, AL 35223 
205-879-1255 
1 ,3,6,78 

Polly Graham and Asso.ciates, Inc. 
3000 Riverchase Galiena, Ste. 310 
Birmingham, AL 35244 
205-985-3099 
1 ,4,5,6,78 

New South Research 
700 So. 28th St. , Ste. 106 
Birmingham, AL 35233 
205-322-9988 
1 ,3,6,78 

Parker Marketing Research 
Div./Scotti Bureau Mktg. Rsch. 
Brookwood Village 
Birmingham, AL 35209 
205-879-0268 
1 ,3,4,6,7A 

MOBILE 

Polly Graham & Assoc. , Inc. 
2864 Dauphin Center Plaza, Ste. D 
Mobile, AL 36606 
205-478-0015 
1 ,3,6,78 

Polly Graham & Assoc. , Inc. 
3289 Bel Air Mall 
Mobile, AL 36606 
205-471 -0059 
1 ,3,4,5,6, 7 A 

ALASKA 

ANCHORAGE 

Dittman Research Corp. 
DRC Building 
8115 Jewel Lake Road 
Anchorage, AK 99502 
907-243-3345 
1 ,3,6,7C 

ARIZONA 

PHOENIX 

Angeletti Marketing Research 
Interviewing Service 
Indian Village Shopping Center 
4015 A North 16th St. 
Phoenix, AZ 85016 
602-956-2500 
1 ,3,6,7A 

Arizona Field Research, Inc. 
3221 N. 16th St., Suite 103 
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4. Test Kitchen 
5. Test Kitchen w/Obs. Room 
6. Video Equipment Available 

Phoenix, AZ 85016 
602-27 4-6288 
1 ,3,4,6,78 

Arizona Market Research 
Ruth Nelson Research Services 
Metro Center Mall 
9606 Metro Parkway East 
Phoenix, AZ 85051 
303-758-6424 or 602-997-7221 
1 ,3,4,6,7A 
See Advertisement P.45 

Arizona Market Research 
Ruth Nelson Research Services 
Executive Park Offices 
10220 North 31st Ave. 
Phoenix, AZ 85051 
303-758-6424 or 602-944-8001 
1 ,3,4,6,78 
See Advertisement P.45 

Behavior Research Center 
1117-No. 3rd St. 
Phoenix, AZ 85004 
602-258-4554 
1 ,3,4,6,78 

Sergo and Associates 
6535 East Osborn, Ste. 402 
Scottsdale, AZ 85251 
602-949-0080 or 800-999-1200 
1 ,3,6,78 

Fieldwork Phoenix, Inc. 
4801 S. Lakeshore, Suite 204 
Tempe, AZ 85282 
602-820-4944 
1 ,3,4,6,78 

Friedman Marketing/Phoenix 
Colonnade Mall 
1911 E. Camelback Rd. 
Phoenix, AZ 85016 
602-264-1133 
1 ,3,4,6,7A 
See Advertisement P.25 

Friedman Marketing/Phoenix 
Paradise Valley Mall 
4550-30 E. Cactus Rd. 
Phoenix, AZ 85032 
602-264-1133 
1 ,3,4,6,7A 
See Advertisement P.25 

Gikas International 
Cinema Park Shopping Center 
5515 1 North 7th St. 
Phoenix, AZ 85014 
602-265-2890 
1 ,3,4,5,6,7A 

Larkin Marketing & Research 
11801 N. Tatum Blvd ., #142 
Phoenix, AZ 85028 
602-996-4 770 
1 ,2,7D 

Market Verdicts, Inc. 
3930 E. Camelback Rd., Ste. 207 
Phoenix, AZ 85018 
602-957-9640 
1 ,3,6,78 

Location: 
7 A. Shopping Mall 
7B. Office Building 
7C. Free Standing 
7D. Other 

O'Neil Associates 
412 East Southern Ave. 
Tempe, AZ 85282 
602-967-4441 
1 ,3,4,6,78 

Quality Controlled Services 
4513 E. Thomas Rd. 
Phoenix, AZ 85018 
602-840-9441 
1 ,3,4,6,7A 
See Advertisement P. 69 

Response Research 
5220 West Indian School Rd. 
Phoenix, AZ 85031 -2610 
602-277-2526 
1 ,3,4,6,7A 

Time N Talent 
Scottsdale Place 
5725 N. Scottsdale Rd. , #1 05 
Scottsdale, AZ 85253 
602-423-0200 
1 ,3,4,6,78 

Valleywide Research, Inc. 
11 07 S. Gilbert, Ste. 11 0 
Mesa, AZ 85204 
602-963-1953 
1 ,3,4,6,7A 

Walker Data Source 
4655 S. Lakeshore Dr. 
Ten ·: e, AZ 85283 
602-831 -2971 
1 ,3,4,6,78 

TUCSON 

Arizona Field Research, Inc. 
The Tucson Mall 
4500 N. Oracle, Box 360 
Tucson, AZ 85705 
602-887-3502 
1 ,3,4,6,7A 

Field Market Research 
6045 E. Grant Road 
Tucson , AZ 85712 
602-886-5548 
1 ,3,4,5,6, 78 

ARKANSAS 

FORT SMITH 

Bedell Incorporated 
P.O. Box 1028 
Ft. Smith, AR 72902 
501 -782-8261 
1 ,6,78 

LITTLEROCK 

Area Marketing Research Assoc. 
Two Financial Ctr. , Ste. 401 
10825 Financial Pkwy. 
Little Rock, AR 72211 
501 -661 -7000 
1 ,3,4,5,6, 78 

Quirk's Marketing ResearchReview 



We deliver consistent results to you in up to 
17 cities, with 3 7 focus group suites, 23 mall 
interviewing locations and 496 telephone 
interviewing stations. 
Because QCS is a truly NATIONAL firm, 
operating standards, interviewing 
techniques and facilities are rigorously 
maintained. But we operate each LOCAL 

office with professional management who 
back your project (regardless of size) with 
our resources, quality and service at 
competitive prices. 
When it comes to consistency, you can 
count on us. Next time you need data 
collection, get a bid from QCS! 

Quality You Can Count On 
Coast To Coast 

Quality Controlled S~rvic~s® 
NATIONWIDE MARKETING INPUT FOR MARKETING IMPACT 

Branch Offices Denver- (303) 789-0565 
Houston-(713) 488-8247 
Kansas City (Auditing)- (913) 381 -1423 
Kansas City-(816) 361 -0345 
Los Angeles-(213) 947-2533 

For multi-city bids call toll free 
1-800-325-3338 

Minneapolis-(612) 831 -7133 
Nashville-(615) 383-5312 
Overland Pk-(913) 345-2200 
Philadelphia-(215) 639-8035 
Phoenix-(602) 840-9441 

St . Louis-(314) 966-6595 
Tampa-(813) 886-4830 
Torrance-(213) 316-9011 
Survey Center 
St. Louis-(314) 968-4672 

Atlanta-(404) 321-0468 
Boston-( 617) 653-1122 
Chicago-(312) 620-5810 
Columbus, OH-(614) 436-2025 
Dallas-(214) 458-1502 Circle No. 750 on Reader Card 



THE CAPITAL OF 
LOS ANGELES IS 
NOW IN BEVERLY 
HILLS(TOO) 
Now with our Encino and NEW Beverly Hills location, Adopt Consumer Testing 
moots all your metro Los Angelos qualitative research needs. 

Adopt Consumer Testing can bettor servo your needs now with six conference and 

viewing rooms, and additional mini-group and In-depth Interviewing facUlties. 

IMAM 
Our research facilities are the 

most innovative and contemporary 

in design and operational efficiency. 

Both full service facilities are 
centrally located for clients and 

respondents. enabling us to 
access a diverse business and 

consumer population. 
Our conference rooms are designed 

for qualitative researchers. and 
their clients. 

Rooms at both facilities are plush 

and spacious. with conference rooms 

and oversized. multi-tiered viewing 
rooms. In addition, both locations 

have full kitchens as well as 
professional quality audio and 

video systems. , •.• 
Adept Consumer Testing has 

earned the reputation of being the 
company who can successfully 

recruit low incidence and "difficult" 

projects. Your research project is 
always handled with the utmost care 

and professionalism utilizing 

innovative techniques and our 

experienced staff of project directors . 
supervisors and interviewers. 

Twenty on-site supervised. 

monitored. telephone stations and 
our computerized databank enable 

us to expedite recruiting and 

eliminate professional respondents. 
Our recruiting experience is vast. 

including consumers. high tech. 

Fortune 500. medical and ethnic 

market segments. as well as large 
scale media testing, car clinics. 

jury simulation and testimonial 

commercials. 

70 
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We are happy to now offer our 

clients expanded facilities to meet 
their research needs. If you are not 
currently using us in Los Angeles. 

find out why everyone else is. 

.. Marie Tolltlas or Janice Dunn 

Adept Consumer Testing 

:{4 5 North Map le Drive. Sui te :{25 

Heverl y Hill s. CA 902 10 

I 7:{2:{ Ventura Houleva rd . Sui te :{08 
Enci no. CA 91:{16 

(8 18) 905-1525 
FAX : (818) 905-89:16 

Arkansas Answers 
8720 Stanton 
Little Rock, AR 72209 
501-568-0260 
1,3,4,5,6,7C 

Miller Research Group, Inc. 
10 Corporate Hill Dr., Suite 100 
Little Rock, AR 72205 
501-221-3303 
1,3,4,6,7B 

PINEBLUFF 

Friedman Marketing/Arkansas 
2901 Pines Mall Dr., #338 
Pine Bluff, AR 71601 
501-535-1688 or 313-569-0444 
1,3,4,6,7A 
See Advertisement P.25 

CALIFORNIA 

FRESNO 

Anthony, Marquis and Switzer 
617 W. Tulare Ave. 
Visalia, CA 93277 
209-627-3995 
1,3,6,7C 

Bartels Research 
145 Shaw Ave., Suite C-1 & 2 
Clovis, CA 93612 
209-298-7557 
1,3,4,6,7B 

Bartels Research 
130 West Shaw 
Clovis, CA 93612 
209-298-7557 
1,3,4,6,7B 

LOS ANGELES 

Adept Consumer Testing/Beverly Hills 
345 No. Maple Dr., Ste. 325 
Beverly Hills, CA 9021 0 
818-905-1525 
1,3,4,6,7B 
See Advertisement P. 70 

Adept Consumer Testing/Los Angeles 
17323 Ventura Blvd., Suite 308 
Encino, CA 91316 
818-905-1525 
1,3,4,6,7B 
See Advertisement P. 70 

Car-Lene Research, Inc. 
13350 E. Telegraph Rd. 
Santa Fe Springs, CA 90670 
213-946-2176 
1,3,4,5,6,7 A 

Car-Lene Research 
Indian Hill Mall 
1460 E. Holt 
Pomona, CA 91767 
714-623-4844 
1,3,4,6,7A 

Cole, Green Groups 
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25835 Narbonne Ave. 
Lomita, CA 90717 
213-534-2000 
1 ,3,4,6,7B 

Consumer Pulse of Los Angeles 
Galleria at South Bay #269 
Redondo Beach, CA 90278 
213-371 -5578 
1 ,3,4,5,6, 7 A 
See Advertisement P. 75 

Creative Data, Inc. 
7136 Haskell Ave. , Suite 101 
Van Nuys, CA 91406-4198 
818-988-5411 
1 ,2,3,4,6, 7B 

Davis Market Research Services 
23801 Calabasas Road 
Calabasas, CA 91302 
818-888-2408 
1 ,3,4,6,7B 

Facts 'N Figures 
Panorama Mall , Suite 78B 
Panorama City, CA 91402 
818-891 -6779 
1 ,3,4,6,7A 

Field Dynamics, Marketing Research 
17547 Ventura Blvd., Ste. 308 
Encino, CA 91316 
818-783-2502 
1 ,2,3,4,6, 7B 
See Advertisement P. 71 

Focus One 
202 S. Stanley Dr. 
Beverly Hills, CA 90211 
213-659-4843 
1 ,3,6,7C 

Fox Research 
852 S. Lucerne Blvd. 
Los Angeles, CA 90005 
213-934-8628 
1 ,2,3,4,5,6,7B 

Garsen Research Inc. 
5711 Rawlings Ave. 
Woodland Hills, CA 91367 
818-888-8600 
1,3,7C 

Girard & Girard Creative Concepts 
22260 Parthenia St. 
West Hills, CA 91304 
818-716-8333 
1 ,3,6,7B 

House of Marketing 
3446 Madera Ave. 
Los Angeles, CA 90039 
213-661 -11 09 
1 ,2,3,4,6, 7D 

House of Marketing 
95 N. Marengo Ave. 
Pasadena, CA 91101 
818-792-5959 
1 ,3,4,6,7B 

Integrity Research 
20201 Sherman Way, Suite 109 
Canoga Park, CA 91306 
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818-700-1002 
1 ,3,4,6,7B 

Juarez and Associates 
12139 National Blvd. 
Los Angeles, CA 90064 
213-478-0826 
1,3,7C 

L and J Research 
2029 Century Park East, Suite 520 
Los Angeles, CA 90067 
213-553-8526 
1 ,3,6,7B 

Los Angeles Marketing Research Assoc. 
5712 Lankershim Blvd. 
N. Hollywood, CA 91601 
818-506-5544 
1 ,3,6,7B 

Meczka Research 
8825 A South Sepulveda Blvd . 
Los Angeles , CA 90045 
213-670-4824 
1 ,3,4,6,7B 

MSI International 
11911 Artesia, #206 
Cerritos , CA 90701 
213-924-8303 
1 ,3,6,7C 

National Mktg . Research of California 
347 S. Ogden Dr., Suite 203 
Los Angeles, CA 90036 
213-937-5110 
1 ,3,6,7B 

Nichols Research 
7777 Epingen Ave., #201 
Huntington Beach, CA 92647 
714-891-2440 
1 ,3,4,6,7A 

PKM Marketing Research Services 
15618 B East Whittwood Lane 
Whittier, CA 90604 
213-694-5634 
1 ,3,4,6,7A 

Plog Research , Inc. 
18631 Sherman Way 
Reseda, CA 91335 
818-345-7363 
1 ,3,4,6,7C 

Quality Controlled Services 
15827 Russell St. 
Whittier, CA 90603 
213-947-2533 
1 ,3,4,6,7C 
See Advertisement P. 69 

Quality Controlled Services 
3565 Torrance Blvd. 
Torrance, CA 90505 
213-316-9011 
1 ,3,4,6,7C 
See Advertisement P. 69 

Quick Test Opinion Center 
519 Fashion Plaza 
West Covina, CA 91790 
818-960-854 7 
1 ,3,4,6,7A 
See Advertisement P.3 

r-----------------------------·-----i 

I 
I 
I 
I 
I 

Los Angeles I 
818-783-2502 I 

I 
Nancy Levine 1 

President 

17547 Ventura Boulevard, Suite 308 

Encino, CA 91316 

FAX 818-905-3216 

focus 
groups wol 

FULL 
KITCHEN 

'""'"J 

#1 
CONFERENCE 

19" X 17' 

TELEPHONE 
CENTER 

VIEWING 
13"X17' 

12 
CONFERENCE 

16" X 14' ENTRANCE I I 
CLIENT ENTRANCE .__ __ _.__ ___ .JJJ...._-J....I 

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

I 
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Southern California Interviewing Service 
17200 Ventura Blvd., Suite 120 
Encino, CA 91316 
818-783-7700 
1,3,4,6,7A 

Earl Wilson and Associates 
6490 Ellenview Avenue 
West Hills, CA 91307 
818-340-6201 
2,6,7C 

The Question Shop, Inc. 
1500 E. Lincoln Ave. 
Orange, CA 92665 
714-97 4-8020 
1 ,3,4,6,7A 

MONTEREY/SALINAS South Coast Research 
1 0848 Katella 
Anaheim, CA 92804 
714-539-9500 

Suburban Associates of Los Angeles 
2001 S. Barrington, Suite 109 
Los Angeles, CA 90025 
213-478-2565 
1 ,3,4,5,6, 7B 

Trotta Associates 
13160 Mindanao Way, Suite 180 
Marina Del Rey, CA 90291 
213-306-6866 
1 ,2,3,4,6, 7B 

United States Testing Company 
2157 Montclair Plaza Lane 
Montclair, CA 91763 
714-624-1244 
1 ,3,4,6,7A 

Friedman Marketing/Monterey 
474 Northridge Mall 
Salinas, CA 93906 
408-449-7921 or 313-569-0444 
1 ,3,4,6,7A 
See Advertisement P.25 

ORANGE COUNTY 

Discovery Research Group 
17815 Sky Park Circle, Suite L 
Irvine, CA 92714 
714-261 -8353 
1 ,3,4,6,7B 

1 ,3,4,6,7A 

Wade WesUOrange County 
18003 Sky Park South, Suite L 
Irvine, CA 92714 
714-261 -8800 
1 ,3,4,6,7B 

RIVERSIDE 

See Advertisement P. 38 Friedman Marketing/Orange County 
Buena Park Mall 

Field Management Associates 
3601 Riverside Plaza 
Riverside, CA 92506 
714-369-0800 
1 ,3,4,6,7A 

Wade West 8623 On-The-Mall , #123 
5430 Van Nuys Blvd., Suite 102 
Van Nuys, CA 91401 
818-995-1400 

Buena Park, CA 90620 
714-995-6000 or 313-569-0444 
1 ,3,4,6,7A 

LA Research, Inc. 
Canyon Crest Towne Center, Bldg 300 
5225 Canyon Crest Dr., Suite 303 
Riverside, CA 92507 

1 ,2,3,4,6,7B See Advertisement P.25 
714-788-2280 

Wade WesULong Beach 
Long Beach Plaza 
369 Long Beach Blvd. 
Long Beach, CA 90802 
213-435-0888 
1,3,4,6,7A 

Market Trends Research, Inc. 
1262 E. Katella Avenue 
Anaheim, CA 92805 
714-938-0700 

1 ,3,6,7A 

SACRAMENTO 

1 ,3,4,6,7B 
See Advertisement P. 103 

Heakin Research, Inc. 
Arden Fair Mall 

SERVICE? IT'S OUR BUSINESS 
We have to deliver, and 99.9% of the time we do. 
What we can promise 100% of the time is effort 

with * a solid, well-seasoned supervisory staff * meticulous, timely recruiting & data collection * highly trained, professional interviewers * 50 WATS phone lines * two focus rooms-6x12 mirrors, one mini 
room-8x6 mirror * spacious 3 tiered viewing rooms for 12-15 * catering from San Francisco's finest restaurants 

* an orientation like yours- a marketing orientation 

We won't squeeze you into our concept, we'll adaptto 
yours. We honestly believe that if we can't deliver, no 
one in the San Francisco Bay Area can. 

In San Francisco you expect the best 
\service. With Fleischman Field Research, 
I~ youget1t. 

1 11~~ c:::::;c-~~ 
Fleischman Field Research 

120 MONTGOM ERY STREET, SUITE 1990 

SAN FRAN CISCO, CA 94104 ( 
PHONE (415) 398-4140 FAX (41 5) 989-4506 

The sole "field only'' research company 
headquartered in San Francisco 

Circle No. 753 on Reader Card 
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FocusFMSn.4 

COMPLETE FOCUS FACILITY MANAGEMENT 

Manage facility scheduling, respondents, re­
cruiting and clients with an easy-to-learn 
PC system. Improve your recruiting capa­
bilities and free up valuable staff time for 
more productive and profitable activities. 

• Select respondents on over 60 demo­
graphic criteria, 40 of which you de­
fine to meet your individual needs. 

• Identify and eliminate 'professional' 
respondents from your groups. End 
the problem of respondents attending 
groups again for the same client. 

• Automatically print group sign-in 
sheets and confirmation letters. 

For more information contact 
ECF Systems Development 
31955 10th Ave. 
South Laguna, CA 92677 

714-499-5135 

Circle No. 754 on Reader Card 
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1607 D Arden Way 
Sacramento, CA 95815 
916-920-1361 
1 ,3,4,6,7A 

Research Unlimited 
1012 Second St. 
Sacramento, CA 95814 
916-446-6064 
1 ,3,4,6,7C 

SAN DIEGO 

Analysis/Research, Ltd. 
Market Place at The Grove 
San Diego, CA 92111 
619-268-4800 
1 ,3,6,7A 
See Advertisement P. 73 

Analysis/Research, Ltd. 
Skylight Plaza, Suite 180 
4655 Ruffner 
San Diego, CA 92111 
619-268-4800 
1 ,2,3,6,7B 
See Advertisement P. 73 

Bilingual Unlimited Research 
P.O. Box 20923 
San Diego, CA 92119 
619-583-6243 
1 ,2,3,4,6, 7B 

Directions in Research, Inc. 
5353 Mission Center Rd., Suite 219 
San Diego, CA 92108 
619-299-5883 
1 ,3,4,6,7B 

Fogerty Group 
4915 Mercury 
San Diego, CA 92111 
619-268-8505 
1 ,3,4,5,6, 7C 

Hayes Marketing Research 
7840 El Cajon Blvd. , Suite 400 
La Mesa, CA 92041 
619-464-8611 
1 ,3,6,7B 

Intercontinental Marketing 
Investigations Inc. 
P.O. Box 2147 
Rancho Santa Fe, CA 92067 
619-756-1765 
1 ,3,6,7D 

Jagorda Interviewing Services 
3615 Kearny Villa Rd., Suite 111 
San Diego, CA 92123 
619-573-0330 
1 ,2,3,4,6,7B 

Luth Research, Inc. 
Plaza Bonita Mall 
3030 Plaza Bonita Rd. 
National City, CA 92050 
619-479-5891 
1 ,3,4,6,7A 

Luth Research, Inc. 
3456 Camino Del Rio No., #1 01 
San Diego, CA 92108 

December, 1988 

San Dieeo: THE siXTH LARGEsT ciTY IN THE u.s. 

.A._,..lLNI!!II~EI!!IiiEA.:JRCH[ :LolUW.I'I'ED 

"Quality data collection is the fundamental element upon which the value of all research 
depends. Without honest, accurate and consistent data gathering, the results are worthless" 

Arline M. Lowenthal, President 

A brief description of Analysis/Research Limited 
client viewing room and focus group room. 

Client Viewing Room: Analysis/Research Limited has 
built in the amenities needed to 

A corn!ortable and professional provide a smooth running Focus 
environment in which to observe Group discussion room. 
the dynamics of the group in 
process. 

• Writing Ledge 
• Oversize Mirror 4 ft. high 

from writing ledge x 12' 
across 

• Tiered seating 
• Comfortable couch and 

chairs 
• Seats up to 10 observers 
• Sound Proofed 
• Telephone 
• Large 11' x 12' Viewing 

Room 
• Professional Audio and 

Video Systems 
• Well Ventilated 
• Food service area 
• Excellent varied 

refreshments available 
• Easily accessible, 

centrally located 
• Living room arrangement 

available 
Moderator Specialty Listing-

• Large 17' x 12' 
Conference Room 

• Comfortable Seating 
• Modular tables to 

accomodate one-on-ones, 
or up to 20 participants 
group 

• PZM Microphones 
mounted on walls 
• Double audio cassettes 

auto reverse 
• Tack board, Easel 
• Whiteboard 
• Ledges for displaying ad 

boards or concepts 
• Additional available Track 

lights 
• Back support moderator's 

chair 
• Good ventilation 
• Refreshment service area 
• Group participants served 

in separate area 

25 years experience in Moderation. Capabilities, with conswners/business to 
business/professionals. Bilingual Hispanic groups English/Spanish Asian capa­
bility, use of creative techniques (eg. N.L.P., Synectics, Projective Techniques) 
Moderator training. 

Skylight Plaza Ste. 180 • 4655 Ruffner Street • San Diego, California 92111 
(619) 268-4800 • Fax (619) 268-4892 

SAN DIEGO MEXICO LONDON 
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619-283-7333 
1 ,3,4,6,78 

Luth Research, Inc. 
Mission Valley Center 
1640 Camino Del Rio No., #1275 
San Diego, CA 92108 
619-299-7487 
1 ,3,4,6,7A 

Novick Ayres Research 
2657 Vista Way, Suite 5 
Oceanside, CA 92054 
619-967-1307 
1 ,2,3,4,6,7A 

San Diego, CA 92120 
619-265-2361 
1 ,3,4,6,78 

San Diego Surveys 
Point Lorna Plaza 
3675 Midway Drive, Ste. L 
San Diego, CA 92110 
619-224-3113 
1 ,3,4,6,7A 

San Diego Surveys 
Escondido Village Mall 
1351 E. Pennsylvania Ave. 
Escondido, CA 92027 
61 9-480-8440 
1 ,3,4,6,7A 

Taylor Research 
3990 Old Towne Ave., #201A 
San Diego, CA 92110 
619-299-6368 
1 ,3,4,6,78 
See Advertisement P.58 

Tertium Quid Ltd. 
2611 South Highway 101 
Cardiff, CA 92007 
619-436-7756 
1 ,3,6,7C 

SAN FRANCISCO 

Consumer Research Associates 
111 Pine Street, 17th Floor 

San Diego Surveys, Inc. 
4616 Mission Gorge Place 

San Francisco, CA 94111 
--------------...&....--------------~ 415-392-6000 

SAN FRANCISCO SAN FRANCISCO 

SAN FRANCISCO SAN FRANCISCO 

"One ot f#!B,~I focu$ group facilities 
· In the country." 

(Local moderator) 

.~ Ptof•ssional•udlo system. 

* S~lous observer suite seat&Jl8 
· .~ <f+ Dependable recruiting. 

with adjoining video monitor~. 

* Detuxe~depth interview rooms. * Convenient downtown locatio" 

~~Research 
111 Pine Street, 17th Floor, San Francisco, California 94111 • 4151392-6000 
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1 ,2,3,4,6, 78 
See Advertisement P. 7 4 

Corey Canapary and Galanis 
Penthouse North 
44 7 Sutter St. 
San Francisco, CA 941 08 
415-397-1200 
1 ,3,6,78 

Ecker & Associates 
220 So. Spruce Ave, Ste. 100 
So. San Francisco, CA 94080 
415-871 -6800 
1 ,2,3,4,6, 78 
See Advertisement P.22 

Elrick & Lavidge, Inc. 
111 Maiden Lane, 6th Floor 
San Francisco, CA 941 08 
415-434-0536 
1 ,3,4,6,78 

Far West Research, Inc. 
1315 23rd Avenue 
San Francisco, CA 94122 
415-564-8923 
1 ,3,6,78 

Field Management Associates 
309 El Cerito Plaza 
El Cerito, CA 94530 
415-527-8030 
1 ,3,4,6,7A 

Fleischman Field Research, Inc. 
120 Montgomery St. , Ste. 1990 
San Francisco, CA 94104 
415-398-4140 
1 ,2,3,6,78 
See Advertisement P. 72 

Fleischman Field Research 
220 Bush St. , Ste. 1212 
San Francisco, CA 94104 
415-398-4140 
1 ,3,6,78 
See Advertisement P. 72 

Friedman Marketing/San Rafael 
5800 Northgate Mall 
San Rafael , CA 94903 
313-569-0444 
1 ,3,4,6,7A 
See Advertisement P.25 
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Heakin Research of California 
Bay Fair Mall 
227 Bay Fair 
San Leandro, CA 94758 
41"5-278-2200 . 
1,3,4,6,7A 

MSI Hillsdale 
14 Hillsdale Mall 
San Mateo, CA 94403 
415-574-9044 
1,3,6,7A 

Nichols Research 
1155 Newpark Mall 
Newark, CA 94560 
408-773-8200 
1,3,4,6,7A 

Nichols Research 
La Hacienda Shopping Mall 
795 E. El Camino Real 
Sunnyvale, CA 94087 
408-773-8200 
1,3,4,6,7A 

Nichols Research 
1820 Galindo, Ste. 3 
Concord, CA 94520 
415-687-9755 
1,3,4,6,7B 

Public Response Associates 
601 Van Ness, Ste. 2056 
San Francisco, CA 941 02 
415-771-2525 
1,3,6,7D 

Quality Research Associates 
346 Lakeside Dr. , Ste. B 
Foster City, CA 94404 
415-57 4-8825 ' 
1,3,6,7B 

Q.E.D. Research 
2815 Mitchell Dr., Ste. 121 
Walnut Creek, CA 94598 
415-932-3202 
1,3,6,7B 

Quick Test Opinion Centers 
177A Sun Valley Mall 
Concord, CA 94520 
41 5-798-2700 
1,3,4,6,7A 
See Advertisement P.3 

Quick Test Opinion Centers 
203 Southland Mall 
Hayward, CA 94545 
415-785-4650 
1,3,4,6,7A 
See Advertisement P. 3 

Research and Decisions Corp. 
369 Sutter St. , Ste. 203 
San Francisco, CA 941 08 
415-989-9020 
1,3,6,7B 

Tragon Corporation 
365 Convention Way 
Redwood City, CA 94583 
41 5-365-1833 
1,3,4,6,7B 

December, 1988 

Wade West, San Francisco 
8-D Serramonte Center 
Daly City, CA 94105 
415-992-9300 
1,3,4,5,6, 7 A 

Margaret Yarbrough & Associate 
934 Shorepoint Ct. , Ste. 1 00 
Alameda, CA 94501 
415-521 -6900 
1,3,4,5,6, 7C 
See Advertisement P. 62 

SAN JOSE 

Phase Ill Market Research 
1150 N. First St. , Ste. 211 
San Jose, CA 95112 
408-947-8661 
1,3,4,6,7B 

Quick Test Opinion Centers 
1268 Town Center 
Sunnyvale, CA 94086 
408-773-9777 
1,3,4,6,7A 
See Advertisement P.3 

COLORADO 

COLORADO SPRINGS 

Consumer Pulse of Colorado Springs 
The Citadel Mall , #1 084 
750 Citadel Drive East 
Colorado Springs, CO 80909 

303-596-6933 
1,3,6,7D 
See Advertisement P. 75 

Barbara Prince Assoc., Inc. 
Mall of the Bluffs 
3650 Austin Bluff Pkwy. 
Colorado Springs, CO 80917 
303-594-9192 
1,3,4,6,7A 

United States Testing Company 
Chapel Hills Mall , Ste. 315 
1710 Briargate Blvd. 
Colorado Springs, CO 80918 
719-598-8070 
1,3,4,6,7A 
See Advertisement P. 38 

DENVER 

Bernett Research, Inc 
Aurora Mall 
14200 Alameda Ave. 
Aurora, CO 80212 
303-341 -1211 
1,3,4,6,7A 
See Advertisement P. 66 

Colorado Market Research 
Ruth Nelson Research Services 
2149 So. Grape St. 
Denver, CO 80222 
303-758-6424 
1,3,4,6,7B 
See Advertisement P.45 

Consumer Pulse, Inc. 
Pre-Recruit Centers 

18 Focus Group & One-On-One 220+ Lines In Central & 
Facilities (W /Kitchen & Oient Suites) WATS Telephone Centers 

~~~~~~=~~~~~~~' 
Quality Data Collection 

(800) 336-0159 
Fax (313) 645-5685 
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Consumer Pulse of Denver 
Arapahoe East Center 
6810 So. Dallas Way 
Englewood, CO 80112 
303-799-4849 
1,3,4,5,6,7B 
See Advertisement P. 75 

Fieldwork Denver, Inc. 
At The Tivoli 
901 Larimer St., Ste. 601 
Denver, CO 80204 
303-825-7788 
1,3,4,5,6,7 A 

Friedman Marketing/Boulder 
Crossroads Mall 
1 600 28th St. , #277 
Boulder, CO 80301 

303-449-4632 or 313-569-0444 
1,3,4,6,7A 
See Advertisement P.25 

Friedman Marketing/Denver 
6510 W. 91 stAve., Ste. 106 
Westminster, CO 80030 
303-428-8803 or 313-569-0444 
1,3,4,6,7B 
See Advertisement P.25 

Friedman Marketing/Denver 
Southwest Plaza Mall 
8501 West Bowls Avenue 
Littleton, CO 80123 
303-972-8734 or 313-569-0444 
1,3,4,6,7A 
See Advertisement P.25 

Information Research, Inc. 
10650 E. Bethany Drive 
Aurora, CO 80014 
303-751 -0190 
1,3,4,6,7B 

Information Research, Inc. 
1250 S. Hover Road, Ste. 51 
Longmont, CO 80501 
303-443-3548 
1,3,4,6,7A 

Information Research, Inc. 
3100So. Sheridan, #23 
Denver, CO 80227 
303-936-3400 
1,3,4,5,6,7 A 

Barbara Prince Associates, Inc. 
r============================::;-1 5801 W. 44th Avenue 

Word of Mouth 
says It all. 

One moderator after another has told us they 
are telling someone else about Focus First America. 
Maybe irs our staff, a dedicated bunch W'ho listen 
before they speak and have the experience to 
act on W'hat they say. Might be our recruiting 
talent. Could be our facilities W'hich are new, 
spacious and offer a variety of technical equip­
ment... a room for every need you might say. 
Some just like our gourmet cooking . 

There are probably hundreds of reasons why 
\.N9 are meeting the needs of one moderator after 
another. Most important however, is thefact\.Ne're 
the talk of the town. 

For complete information and a full color 
brochure describing our facilities, please call or 
'N'rite to us today. Ask for Jonathan Giesberg 
or Susan Weiss ... we promise a fast response. 

FOCUS 
A M E R 

969 HIGH RIDGE ROAD, STAMFORD, CONNECTICUT 06905/203-322-1173 

A FULL SERVICE QUALITATIVE RESEARCH FACILITY 

Circle No. 758 on Reader Card 
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Denver, CO 80212 
303-458-0145 
1,3,4,6,7A 

Quality Controlled Services 
Cinderella City Mall 
701 W. Hampden Ave ., Space R-13 
Englewood, CO 80110 
303-789-0565 
1,3,4,6,7A 
See Advertisement P. 69 

Telecom net 
5255 Marshall St. , Ste. 201 
Arvada, CO 80002 
303-467-0335 
1,3,4,6,7B 

CONNECTICUT 

BRIDGEPORT 

Firm Facts Interviewing 
307 Kenyon Street 
Stratford, CT 06497 
203-375-4666 
1,3,4,6,7D 

J.B. Martin Interviewing Service 
4695 Main Street 
Bridgeport, CT 06606 
203-371 -4158 
1,3,4,6,7B 

DANBURY 

Performance Plus, Inc. 
Danbury Fair Mall 
Danbury, CT 06810 
617-872-1287 
1,2,3,4,6,7 A 

GREENWICH 

Greenwich Opinion Center 
1154 E. Putnam Ave. 
Old Greenwich, CT 06878 
203-637-0405 
1,3,6,7C 

HARTFORD 

Focus Facility Hartford 
270 Farmington Ave. Ste. 126 

Quirk's Marketing ResearchReview 



Farmington, CT 06032 
203-677-1336 
1 ,3,4,6,7B 

Hartford Research Center 
1321 Silas Deane Hwy. , 2nd Fir. 
Wethersfield , CT 06109 
203-236-6133 
1 ,3,4,6,7B 

Karen Associates , Inc. 
740 No. Main , Ste. C 
W. Hartford, CT 06117 
203-236-294 7 
1 ,3,6,7B 

NEW HAVEN 

Quick Test Opinion Centers 
Connecticut Post Mall 
1201 Boston Post Rd . 
Milford,CT 06460 
203-877-2739 
1 ,3,4,6,7A 
See Advertisement P.3 

Res-A-Vue 
20 Commerce Park Rd. 
Milford CT 06460 
203-878-0944 
1 ,2,3,4,6, 7B 

Res-A-Vue 
234 Broad Street 
Milford, CT 06460 
203-878-0944 
1 ,2,3,4,6,7B 

NORWALK 

Research America, Inc. 
488 Main Avenue 
Norwalk, CT 06851 
203-849-1212 
1 ,3,4,6,7B 

Trost Associates, Inc. 
585 Main Avenue 
Norwalk, CT 06851 
203-84 7-7204 
1 ,3,4,6,7C 

NORWICH 

Karen Associates , Inc. 
Norwichtown Mall 
Norwich, CT 06360 
203-236-294 7 
1 ,3,4,5,6, 7 A 

STAMFORD 

The Consumer Dialogue Center 
25 Third Street 
Stamford, CT 06905 
203-359-2840 
1 ,3,4,6,7B 

Focus First America 
969 High Ridge Road 
Stamford, CT 06905 
203-322-1173 
1 ,2,3,4,5,6, 7B 
See Advertisement P. 76 

December, 1988 

The Gene Reilly Group, Inc. 
20 Thorndal Circle 
Darien , CT 06820 
203-655-7994 
1 ,2,3,6,7B 

Southern New England Focus Ctr. 
1011 High Ridge Road 
Stamford, CT 06905 
203-322-5996 
1 ,3,4,5,6, 7B 

DELAWARE 

WILMINGTON 

Insights, Inc. 
126 C Senatorial Drive 
Wilmington , DE 19807 
302-656-7711 
1 ,3,6,7B 

WASHINGTON, D.C. 

Cameron Mills Research Svce. 
2414 Cameron Mills Road 
Alexandria, VA 22302 
703-549-4925 
1 ,2,3,4,6,7C 

Consumer Pulse of Washington 
8310 C Old Court House Rd. 
Vienna, VA 22180 
703-442-0960 
1 ,3,4,5,6, 7B 
See Advertisement P. 75 

Covington-Burgess Market Research 
Svce. 
1921 Eleventh Street, N.W. 
Washington D.C., 20001 
202-7 45-0919 
1 ,3,4,5,6, 7D 
See Advertisement P. 77 

Decision Data Collection, Inc. 
Commons Shopping Village 
7405 Colshire Dr. , #218 
Mclean, VA 22102 
703-556-8682 
1 ,3,6,7A 

Heakin Research, Inc. 
Laurel Centre Mall 
14882 Baltimore-Washington Blvd. 
Laurel , MD 20707 
301 -776-9800 
1 ,3,4,5,6, 7 A 

House Market Research, Inc. 
1201 Seven Locks Rd. , Ste. 209 
Potomac, MD 20854 
301 -424-1930 
1 ,3,4,6,7B 

House Market Research, Inc. 
3500 East West Hwy. 
Hyattsville, MD 20782 
301 -559-7060 
1 ,2,3,4,5,6, 7 A 

Market Dynamics, Inc. 
2222 Gallows Road 

Vienna, VA 22027 
703-560-8400 
1 ,3,6,7B 

Metro Research Services 
10710 Lee Hwy., Ste. 207 
The Outlet Mall 
Fairfax, VA 22030 
703-385-11 08 
1 ,3,4,6,7A 

Mclaughlin Research Interviewing Service 
1118 Galloway St. NE 
Washington , D.C. 20011 
202-526-0177 
1 ,3,6,7C 

Olchak Market Research, Inc. 
Beltway Plaza Mall 
6194 Greenbelt Road 
Greenbelt, MD 20770 
301 -441-4660 
1 ,3,6,7A 

Opinion Centers, Inc. , Div. of AIM 
6737 E. Springfield Mall 
Springfield, VA 22150 
703-971-6717 
1 ,3,4,6,7A 

The Prism Corporation 
4400 Jennifer St., N.W., Ste. 200 
Washington D.C. 20015 
202-686-8250 
1 ,3,6,7B 

Shugoll Research, Inc. 

Reliable and 
reputable in the 

greater Washington, 
D.C. Metropolitain 

area, Maryland 
and Virginia 

• FOCUS GROUPS 
• ON-SITE INTERVIEWING 
•PRODUCT PLACEMENTS 
• IN-STORE AUDITS 
• DEMONSTRATORS 
•SAMPLING 
• ACCESS TO MALLS 
• DOOR TO DOOR 
• MYSTERY SHOPPING 

KEYED TO FLEXIBILITY 
IN MARKETING 

COVINGTON-BU~ 
MARKET RESEARCH SERVICE INC. 

1921 ELEVENTH STREET, N .W. 
WASHINGTON, D.C. 20783 

(202) 745-0919 
Circle No. 759 on Reader Card 
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Carrollton Mall 
River Dale Road 
New Carrollton, MD 20784 
301-656-031 0 
1 ,3,4,6,7A 

Shugoll Research , Inc. 
7475 Wisconsin , Ste. 200 
Bethesda, MD 20814 
301 -656-031 0 
1 ,3,4,6,7B 

T.I.M.E. Market Research 
425 Spotsylvania Mall 
Fredricksburg, VA 22401 
703-786-3376 
1 ,3,4,6,7A 
See Advertisement P.SS 

FLORIDA 

FORT LAUDERDALE/ 
BOCA RATON 

Alenik Field Services, Inc. 
Pine Island Ridge Plaza 
8960 State Road 84 
Ft. Lauderdale, FL 33324 
305-4 7 4-3800 
1 ,3,4,5,6, 7 A 

CSI Qualitative Research Center 
Galleria Professional Bldg . 
915 Middle River Dr. , Ste. 109 

Ft. Lauderdale, FL 33304 
203-797-0666 
1 ,2,3,4,6, 7B 
See Advertisement P.51 

Heakin Research, Inc. 
Coral Springs Mall 
9569 W. Atlantic Blvd. 
Coral Springs, FL 33071 
305-753-4466 
1 ,3,4,6,7A 

FORT MYERS 

DLI Opinion Center 
Edison Mall 
4125 Cleveland Avenue 
Ft. Myers, FL 33901 

-----------------'----------------1 813-275-0223 

The 
The 
EST Miami 
location ... just 
10 minutes from 
the airport. 
And within 

The best 
NGLISHI 

Spanish services 
with bilingual 

moderators 
and inter­
viewer, plus 
simultaneous 
translation. 

The best 
focus group 
facility. 
It 's all new! 

TATE-OF­
THE-ART 
AVequip­
ment, tiered 
observation 
room, sepa­
rate client 

The best 
ELEPHONE 

ing distance to 
the hotels and 
fine restaurants 
in beautiful 
downtown 
Coral Gables. room with remote 

services. 
Twenty-four 
dedicated lines 
with remote 
monitor, stub 
and banner 
tabulation. 
Accurate, 
timely and 
reliable. entrances. 

in the field. 

BSR Field Services 
u c.J.,,.sum 11{ Bl•lwv111TL1l &~encl.' Reseun.·h Gtrp. 

The best value and service at competitive prices. 

2121 Ponce de Leon Blvd., Coral Gables, FL 33134 (305) 448-7622 

Circle No. 760 onReaderCard 
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1 ,3,4,6,7A 

Starr Marketing Research , Inc. 
Metro Mall , SJe. 412 
2855 Colonial Blvd. 
Ft. Myers, FL 33912 
813-936-0660 
1 ,3,4,6,7A 

JACKSONVILLE 

Irwin Resear.ch Services, Inc. 
565 So. Main St. , Ste. 18B 
Jacksonville, FL 32207 
904-398-8300 
1 ,3,4,6,7D 

MELBOURNE 

Irwin Research Services of 
Southern Florida, Inc. 
Melbourne Square Mall 
1700 W. New Haven Ave., Ste. 577 
Melbourne, FL 32901 
407-729-9809 
1 ,3,4,6,7A 

MIAMI 

BSR Field Services 
2121 Ponce De Leon Blvd. 
Coral Gables, FL 33134 
305-448-7622 
1 ,2,3,6,7B 
See Advertisement P. 78 

Findings International Corp. 
1641 SW 87th Avenue 
Miami, FL 33165 
305-266-9798 
1 ,3,4,6,7C 

Jean M. Light Interviewing Service 
8551 Coral Way-2nd Floor 
Miami, FL 33155 
305-264-5780 
1 ,3,4,6,7B 

Mar's Surveys, Inc. 
1700 No. University Drive 
Coral Springs, FL 33071 
305-755-2805 
1 ,3,4,6,7B 

Quirk's Marketing ResearchReview 



Research Miami 
7951 SW 40th St. , Ste. 208 
Miami, FL 33155 
305-266-3066 
1 ,3,6,7B 

Rife Market Research, Inc. 
1111 Park Center Blvd. , Ste. 111 
Miami , FL 33169 
305-620-4244 
1 ,3,4,6,7B 
See Advertisement P. 79 

Rife Market Research, Inc. 
Skylake Mall , 
1758 NE Miami Gardens 
No. Miami, FL 33179 
305-620-4244 
1 ,3,4,6,7A 
See Advertisement P. 79 

Strategy Research Corp. 
Douglas Bldg ., 4th Floor 
100 NW 37th Ave. 
Miami, FL 33125 
305-649-5400 
1 ,3,6,7B 
See Advertisement P. 54 

Natalie G. Weitzman, Inc. 
Market Research Center 
California Club Mall 
850 lves Dairy Road 
Miami, FL 33179 
305-467-2644 or 305-653-6323 
1 ,3,4,5,6, 7 A 

ORLANDO 

The Datafax Co., Inc. 
2600 Maitland Center Pkwy., Ste 170 
Maitland, FL 32751 
407-660-8878 
1 ,3,6,7B 
See Advertisement P.56 

Pilar Ell is Market Research , Inc. 
500 N. Orlando Ave. , Ste. 1398 
Winter Park, FL 32789 
40 7-628-1835 
1 ,2,3,4,6, 7 A 

Barbara Nolan Market Research Svce. 
Florida Mall , Room 422 
Orlando, FL 32809 
407-830-4542 
1 ,3,4,5,6, 7 A 
See Advertisement P.27 

Barbara Nolan Market Research Svce. 
560 Osceola St. 
Altamonte Springs, FL 32701 
407-830-4542 
1 ,3,4,5,6,7C 
See Advertisement P.27 

Barbara Nolan Market Research Svce. 
1650 Sand Lake Rd., Ste. 213 
Orlando, FL 32809 
40 7-830-4542 
1 ,3,4,6,7B 
See Advertisement P.27 

December, 1988 

TASTE TESTS AUDITS CODE&TAB 

RIFE MARKET RESEARCH 
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has the Monopoly 
on Plush New 
Focus Group 
Facilfties 
in South Florida! 
Game Plan for Quality: 

• 3 focus group rooms-
recruiting Ft. Lauderdale/S. Dade 

• 28 National WATS lines 

• Permanent mall facilities 

• 2 test kitchens 

• Statewide field staff (over 200) 

ADVANCE to your nearest phone ... 
DO NOT PASS GO. .. 
but call COLLECT (305) 620-4244. 

.Ill. RIFE MARKET RESEARCH, I 
In Miami since 1957, 
1111 ParkCentre Boulevard 
Suite #111 , Miami, FL 33169 
In Florida 1-800-330-RIFE 
FAX: 1-305-621-3533 

Place your reSearch 
needs in our hands. 
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Quick Test Opinion Centers 
Lake Square Mall 
7000 U.S. Hwy. 441 
Leesburg, FL 32748 
904-365-0505 
1 ,3,4,6,7A 
See Advertisement P.3 

PENSACOLA 

TALLAHASSEE 

Friedman Marketing/Florida 
Tallahassee Mall 
2415 N. Monroe St., #708 
Tallahassee, FL 32303 
904-385-4399 or 313-569-0444 
1 ,3,4,6,7A 
See Advertisement P.25 

Phil Balducci Associates, Inc. 
1304 DeSoto Ave., Ste. 200 
Tampa, FL 33606 
813-254-8822 
1 ,3,4,5,6, 7B 

Polly Graham & Assoc. , Inc. 
5100 North 9th Ave., M-1209 
Pensacola, FL 32504 

TAMPA/ST. PETERSBURG 

Data Inquiries 
715 N. Sherrill 
Tampa, FL 33609 
813-289-4500 
1,3,4,6,7C 
See Advertisement P.BO 

904-4 78-927 4 
1 ,3,4,6,7A 

Adam Market Research, Inc. 
2511 N. Grady Ave ., Ste. 401 
Tampa, FL 33607 
813-875-4005 
1 ,3,4,6,7B 

FREE l/2" VIDEO TAPING 
FOR FIRST-TIME CLIENTS 
We're so sure that you will be pleased with both our recruiting 

and our facilities that we will give you free 1/2" video 

Davis & Davis Research, Inc. 
8001 N. Dale Mabry Hwy., Ste. 401 B 
Tampa, FL 33614-3263 
813-873-1908 
1 ,2,3,6,7B 

Gulf Coast Research Corp. 
P.O. Box 12287 
St. Petersburg, FL 33733 
813-223-5806 
1 ,3,4,6,7A 

taping with your next focus group v:4'" t=f ~ 
( project. This just might be the ~ 

IDD Market Research 
6301 Benjamin Road, Ste. 104 
Tampa, FL 33634 
813-884-0088 .:. · .. . ~incentive for you to try us and we're sure 

::; : you will return again and again. 1 ,3,4,6,7B 

DATA lnOUiAIES Premack and Associates, Inc. 
8130 66th Street No. 

~@@~@(X) 813-289-4500 
Circle No. 762 on Reader Card 

Pinellas Park, FL 34665 
813-544-3191 
1 ,3,6,7B 

~tt~u~han 
S£~~~!~~ 

PROUDLY PRESENTS ... 

THE TAMPA CONFERENCE CENTER 
Suburban Associates is pleased to announce the opening of the finest qualitative research center in the Southeast. 

TAMPA METRO FACT SHEET 
.,... The fourth fastest growing major metro area in the United States 

v- Population of 1.8 million with a median age of 33.8 

v- Shipping and financial capital of the Southeast 

v- Virtually untapped for focus group respondents 

Our new Tampa Conference Center is less than five 
minutes from the Tampa airport. The custom designed 
facility features: 

v- TWo oversized conference rooms with wall -to-wall mirrors. 

.,- Spacious client seating for 12-14 observers PLUS separate 
coffee lounge and private exit~ . 

v- Special facilities for one-on-one interviews and hidden camera 

video taping . 

v- Full test kitchen. 

All of our recruiting is done from our own central phone 
bank to your exact custom specifications. Additional 
services include: 

• pre-recruited audiences 
• taste tests 
• central telephone interviewing 
• CRT interviewing 
• executive interviewing 

TAMPA CONFERENCE CENTER 
Suburban Associates 

Elaine Cravens, General Manager 
813-874-3423 

NATIONAL HEADQUARTERS 
Suburban Associates 
William C. Bartlett, Jr. 

201-652 -2223 

l ~~uhurhnn 
~ ~ \ss!.!~i.~!!~~ 

"INNOVATIVE SOLUTIONS THROUGH MARKETING RESEARCH " 
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Quality Controlled Services 
4904 Eisenhower Blvd., Ste. 160 
Tampa, FL 33634 
813-886-4830 
1,3,4,6,7B 
See Advertisement P.69 

Schwartz Field Service, Inc. 
9211 Lazy Lane 
Tampa, FL 33614 
813-933-8060 
1,3,4,6,7B 

Suburban Associates, Inc. 
4350 W. Cypress, Ste. 535 
Tampa, FL 33607 
813-87 4-3423 
1,3,4,6,7B 
See Advertisement P.BO 

Tampa Bay Opinion Mart 
3302 W. Buffalo Ave., Ste. 1 OOSA 
Tampa, FL 33607 
813-876-0321 
1,3,4,6,7A 

Tampa Marketing Research, Inc. 
3815 W. Humphrey St., #1 05 
Tampa, FL 33614 
813-935-2151 
1,3,4,6,7B 

Total Research Corp. 
Sunforest Executive Park 
5130 Eisenhower Blvd., Ste. 210 
Tampa, FL 33634 
813-887-5544 
1,3,4,6,7B 

WEST PALM BEACH 

Hazelton Focus Groups 
900 Osceola Drive 
West Palm Beach, FL 33409 
407-471-5310 
1,3,4,5,6,7B 

Profile Marketing Research Profocus 
4020 So. 57 Avenue 
Lake Worth, FL 33463 
407-965-8300 
1,3,6,7B 

Lois Weinstein Associates 
2300 Palm Beach Lakes Blvd., Ste. 207 
W. Palm Beach, FL 33409 
407-622-4579 
1,3,6,7B 

GEORGIA 

ATLANTA 

Atlanta Marketing Research Center 
3355 Lenox Rd. NE, Ste. 660 
Atlanta, GA 30326 
404-239-0001 
1,3,6,7B 
See Advertisement P.81 

Chase Creative Group, Inc. 
3349 W. Hospital Ave. 
Chamblee, GA 30341 

December, 1988 

Planning Research in Atlanta? 

Then Your First Call Should Be To 

~u~~~u~ 
MARKETING RESEARCH 
CENTER 
Our Twenty-Five · Years of Market Research 
Experience Offers You The Best in: 

• Study Design 

• National & Local Telephone Interviewing 

• Store Audits 

• Door-To-Door Interviewing 

• Executive Interviewing 

• Qualitative Research 
Focus Groups & One-on-One's 

OUR FACILITY OFFERS: 
• Two large Conference Style Focus Group 

Rooms Each With 5 x 10 One-Way Mirrors 

• Modern And Luxuriously Furnished Viewing 
Rooms Each Comfortably Seating 12 Clients 

• Deluxe Ritz-Carlton And Other Fine Hotels Within 
3 Minute Walk 

• Prestigious Buckhead Area Location 

• Video Taping 

• In-House Moderator 

3355 LENOX ROAD • SUITE 660 • ATLANTA, GEORGIA 30326 

(Opposite Lenox Square Mall) 

(404) 239-0001 

"We Are The Number One Number To Call" 
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404-451 -9886 
1 ,3,4,6,7B 

Compass Marketing Research 
3294 Medlock Bridge Rd., Ste. 100 
Norcross, GA 30092 
404-448-0754 
1 ,3,4,6,7B 

Consumer Network, Inc. 

3490 Piedmont Rd., Ste. 920 
Atlanta, GA 30305 
404-231 -4399 
1 ,3,4,6,7B 

Consumer Search 
4166 Buford Hwy. 
Atlanta, GA 30345 
404-321 -1770 
1 ,3,4,6,7D 

In Chicago, 
when you demand excellence. 

• Intercept 
• Focus Group 

Facilities 
• Test Kitchen 

• • 

Arlington Heights 
Northwest Suburbs 

• Monitored Central 

CHICAGO RIDGE 

Location 
Telephone 
System 

MALL ILLINOIS CENTER 
on prestigious Chicago Ridge 

Southwest Suburbs North Michigan Avenue 

If It's Worth Doing, It's Worth Doing Well 

cs CONSUMER SURVEYS 
NORTHPOINT SHOPPING CENTER Floyd N. Berlant 
346 EAST RAND ROAD PRESIDENT 

Arlington Heights, Illinois 60004 312/394-9411 

Circle No. 765 on Reader Card 

Data Tabulating Service 
3323 Chamblee-Dunwoody Road 
Atlanta, GA 30341 
404-455-0114 
1 ,3,6,7B 

Elrick & Lavidge, Inc. 
1990 Lakeside Pkwy., 3rd Fir. 
Tucker, GA 30084 
404-938-3233 
1 ,3,4,6,7B 

Jackson Associates, Inc. 
3070 Presidential Dr. , #123 
Atlanta, GA 30340 
404-454-7060 
1 ,3,4,6,7B 

Jackson Associates , Inc. 
Cobb Centre Mall 
2200 So. Cobb Drive 
Smyrna, GA 30080 
404-433-1 533 
1 ,3,6,7 

Joyner Hutcheson Research, Inc. 
1900 Century Place 
Atlanta, GA 30345 
404-321 -0953 
1 ,2,3,4,6, 7B 

Lansdell and Associates Marketing 
Research 
5052 Clark Howell Hwy. 
Atlanta, GA 30349 
404-765-0936 
1 ,3,4,6,7B 

THINK 
THINK about you LAST focus group ... 

•was it "one of those groups" where everything that 
could go wrong DID? 
•was it a moderator's NIGHTMARE? 
•do you have "HORROR STORIES" to tell about an 
overrated facility, poor recruiting , disappointed 
clients, unfriendly staff, feeling like you just didn't get 
you money's worth? 

NOW THINK about your NEXT focus group 
with 

JOHN STOLZBERG MARKET RESEARCH 

•our very accommodating staff works with and for you 
•modern, spacious, comfortable client observation 
and conference rooms 
•multi-level observation rooms for unobstructed 
viewing , comfortably seating 20+ clients 
•conference room spacious enough for your largest 
display, (400 sq. ft.) 
•our professional consumer and medical recruiters 
have a total of 150 years experience; this translates 
into GUARANTEEING SATISFACTION 
•all of this at a reasonable and fair price, GUARAN­
TEEING the LOWEST focus group fees in ATLANTA 

NO NIGHTMARES ... NO HORROR STORIES ... GUARANTEED. 
Call John or Sharyn at (404) 329-0954 
You'll see and feel the difference immediately. 
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JOHN STOLZBERG MARKET RESEARCH 
1800 CENTURY BLVD. N.E. ATLANTA, GEORGIA 30345 

( 404) 329-0954 
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MacFarlane & Company, Inc. 
One Park Place 
1900 Emery St. NW, Ste. 450 
Atlanta, GA 30318 
404-352-2290 
1 ,3,6,7B 

Mid-America Research 
3393 Peachtree Rd ." NE 
Atlanta, GA 30326 
404-261 -8011 
1 ,3,4,6,7A 

Peachtree Surveys, Ltd. 
6095 Barfield Rd., Ste. 120 
Atlanta, GA 30328 
404-257-1230 
1 ,3,4,6,7B 

Plaza Research 
2401 Lake Park Drive 
Atlanta, GA 30080 
404-432-1400 
1 ,2,3,4,5,6, 7B 

Precision Field Services Atlanta, Inc. 
Lincoln Piedmont Bldg. , Ste.1 75 
3405 Piedmont Rd. 
Atlanta, GA 30305 
404-266-8666 
1 ,3,4,5,6, 7B 

P.V.R. 
655 Village Square Dr. 
Stone Mountain, GA 30083 
404-294-4433 
1 ,3,4,6,7B 

Quality Controlled Services 
1945 Cliff Valley Way, Ste. 250 
Atlanta, GA 30329 
404-321 -0468 
1 ,3,4,6,7B 
See Advertisement P. 69 

Quick Test Opinion Centers/ 
Field Facts, Inc. 
4205 Roswell .Rd. 
Atlanta, GA 30342 
404-843-3807 
1 ,3,4,6,7B 
See Advertisement P.3 

Scotti Research/Elrod Division 
180Q Peachtree Road NW, Ste. 500 
Atlanta, GA 30309 
404-352-0686 
1 ,3,4,5,6, 7B 

Solutions Field Service, Inc. 
1 Dur:~woody Park, Ste. 128 
Atlanta, GA 303~8 
404-393-1311 
1 ,3,4,5,67B 

Southern Surveys 
254 E. Paces Ferry, Ste. 208 
Atlanta, GA 30305 
404-233-3100 
1 ,3,6,7B 

John Stolzberg Market Research 
1800 Century Blvd., Ste. 795 
Atlanta, GA 30345 
404-329-0954 

December, 1988 

1 ,3,4,6,7B 
See Advertisement P.82 

The Vanderveer Group 
3490 Piedmont Rd. NE, Ste. 910 
Atlanta, GA 30305 
404-231 -4975 
1 ,4,5,7B 

GAINESVILLE 

Jackson Associates, Inc. 
Lakeshore Mall 
1285 W. Washington Street 
Gainesville, GA 30501 
404-536-2054 
1 ,3,6,7A 

Four Spac1ous Focus Group Rooms 

· Pal)oramic ·one-way mirrors, spotlit · 
d isplay walls, state-of-the-art audio, 
video equipment. We also bave an 
observable 1-on-1 room . 

The faci lity includes large, fully­
equ1pped observable kitchen, 
Miniature Store, auditorium, a nd 
taste test rooms. 

On-she-computer assisted recru iting. 
Because of our location we recru it 
consumers, doctors, business exec­
utives from ALL parts of the Chicago 
area, suburbs and city. 

SAVANNAH 

Cooper Research, Inc. 
7805 Waters Ave., Ste. 8B 
Savannah, GA 31406 
912-355-0498 
1 ,3,4,6,7B 

HAWAII 

HONOLULU 

East West Research Institute 
735 Bishop St. , Ste. 235 
Honolulu , HI 96813 
808-531 -7244 
1 ,3,6,7B 

Viewers have adjustable swivel 
chairs. Client lounges have 
breathtaking city views, private 
phones, refreshment centers. 
[Excellent food , too!] 

m11 HOME ARTS GUILD RESEARCH CENTER 
lmJ 35 Ea st Wac ker Drive, Chicago, IL 60601 (312) 726-7406 

Serving America 's Research Needs Since 1927 • All quotes on file 
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Qualitative Research Centers 
220 S. King St. , Ste. 975 
Honolulu, HI 96813 
808-528-4050 
1 ,3,6,7B 

ILLINOIS 

CHICAGO 

Adler Weiner Research Company 
34 E. Oak St. , 3rd Floor 
Chicago, IL 60611 
312-463-5522 
1 ,3,4,6,7B 

Adler Weiner Research Company 
6336 N. Lincoln 
Chicago, IL 60659 
312-463-5552 
1 ,3,4,6,7C 

B. Angell and Associates, Inc. 
One E. Superior St., 6th Fir. 
Chicago, IL 60611 
312-943-4400 
1 ,3,6,7B 

Assistance In Marketing 
1650 N. Arlington Heights Rd. 
Arlington Heights, IL 60004 
312-392-5500 
1 ,3,4,5,6, 7B 

Assistance In Marketing 
1140 Spring Hill Mall 
Route 31 and 72 
Chicago, IL 60118 

312-428-0885 
1 ,3,4,6,7A 

Assistance In Marketing 
Century City Mall 
2828 N. Clark Street 
Chicago, IL 60657 
312-428-0885 
1 ,3,4,6,7A 

Baxter Research Interviewing 
North Park Mall 
270 W. North Avenue 
Villa Park, IL 60610 
312-545-7833 
1 ,3,4,6,7A 

Baygood Research Company, Inc. 
6054 Touhy 
Chicago, IL 60648 
312-792-0626 
1 ,3,4,6,7B 

Bryles and Associates 
6847 W. 159th Street 
Tinley Park, IL 60477 
312-532-6800 
1 ,3,4,6,7A 

Bryles and Associates 
260 Orland Park Place 
Orland Park, IL 60462 
312-532-6800 
1 ,3,4,6,7A 

Bryles Survey Service 
17735 S. Halsted Street 
Homewood, IL 60477 
312-532-6800 
1 ,3,4,6,7A 

WHEN YOUR 
FOCUS IS 
RECRUITING ... 
STEP BEHIND 
OUR MIRROR 
Anyone can buy expensive seats, but it takes an 
experienced professional staff to fill them. Smith 
Research has focused on recruiting ·qualified 
respondents for over 23 years. 

Smith Medical Market Research, a separate division, 
has specialized in medical recruiting and telephone 
interviewing nationwide since 1980. 

We offer quality recruiting for either of our two con­
venient, spacious focus facilities or at a location of 
your choice in the Chicago/and area. 
For more information on how Smith Research can 
bring your recruiting needs into focus, call Kevin 

C!J Research, Inc. 
3150 Salt Creek Lane 
Arlington Heights, IL 60005 
312-253-1100 
1 ,3,6,7B 

Car-Lene Research , Inc. 
Northbrook Court 
Northbrook, IL 60062 
312-498-1305 
1 ,3,4,6,7A 

Car-Lene Research , Inc. 
Deerbrook Mall 
188 So. Waukegan Street 
Deerfield , IL 60015 
312-564-1454 
1 ,3,4,6,7A 

Comiskey Research , Inc. 
205 W. Grand Ave., Ste. 108 
Bensenville, IL 60106 
312-860-2255 
1 ,3,4,6,7B 

Communications Workshop, Inc. 
168 N. Michigan Ave. 
Chicago, IL 60601 
312-263-7551 
1 ,2,3,4,6,7B 

Consumer & Professional Research, Inc. 
Westgate Plaza 
3612 W. Lake Ave. 
Wilmette , IL 60091 
312-256-77 44 
1 ,3,6,7B 
See Advertisement P.87 

Smith at312/948-0440 or 8001443-8938. ~ 

Smith ResearchS SMITH MEDICAL 
MARKET RESEARCH 

1121 Lake Cook Road • Deerfield, Illinois 60015 • 150 E. Huron Street • Chicago, Illinois 60611 
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Consumer Opinion Forum 
Fox Valley Center-Highway 59 
Aurora, IL 60505 
312-280-9100 
1 ,3,4,5,6, 7 A 

Consumer Surveys Company 
Northpoint Shopping Center 
346 E. Rand Road 
Arlington Heights, IL 60004 
312-394-9411 
1 ,3,4,6,7A · 
See Advertisement P.82 

Conway Milliken and Associates 
875 N. Miqhigan Ave., Ste. 4060 
Chicago, IL 60611 
312-787-4060 
1 ,3,4,6,7B 

CSI Qualitative Research Center 
Doral Plaza Bldg., Ste. 1004 So. 
151 N. Michigan Avenue 
Chicago, IL 60601 
203-797-0666 
1 ,2,3,4,6, 7B 
See Advertisement P.51 

Data Research, Inc. 
1311 Butterfield Rd., Ste. 304 
Downers Grove, IL 60515 
312-971-2880 
1 ,3,6,7B 

Dimensional Marketing, Inc. 
211 E. Ontario St., 16th Fir. 
Chicago, IL 60611 
312-280-0700 
1 ,3,4,6,7B 

Elrick & Lavidge, Inc. 
3041 Woodcreek Dr., 2nd Fir. 
Downers Grove, IL 60515 
312-810-0100 
1,3,4,6,7B 

Fieldwork Chicago, Inc. 
6200 N. Hiawatha, Ste. 720 
Chicago, IL 60646 
312-282-2911 
1 ,3,4,5,6,7B 

Focuscope Unlimited, Inc. 
137 No. Oak Park Ave., Ste. 207 
Oak Park, IL 60301 
312-386-5086 
1 ,3,4,6,7B 

Goldring and Company, Inc. 
820 No. Orleans, Ste. 210 
Chicago, IL 60610 
312-440-5252 
1 ,2,3,4,6,7B 

William Gould Research 
520 No. Michigan Ave. 
Chicago, IL 60611 
312-642-6068 
1 ,3,6,7B 

William Gould Research 
7337 No. Lincoln 
Lincolnwood, IL 60646 
312-642-6068 
1 ,3,6,7B 

December, 1988 

Heakin Research, Inc. 
1853 Ridge Road 
Homewood, IL 60430 
312-799-8101 
1 ,3,4,6,7C 

Home Arts Guild Research Center 
35 E. Wacker Drive 
Chicago, IL 60601 
312-726-7406 
1 ,3,4,5,6, 7B 
See Advertisement P. 83 

Illinois Center Market Research 
151 N. Michigan Ave ., Ste. 2413 
Chicago, IL 60601 
312-856-1697 
1 ,3,4,6,7B 

Kapuler Survey Center 
North Arlington Atrium 
3436 No. Kennicott 
Arlington Heights, IL 60004 
312-870-6700 
1 ,3,6,7B 

M/NR/C. Inc. 
18 W. 1 00-22nd St. , Ste. 106 
Oakbrook Terrace, IL 60181 
312-620-5111 
1 ,3,4,6,7B 

Marketing Services 
2525 Gross Point Road 
Evanston, IL 60201 
312-864-4100 
1 ,3,6,7C 

Mid-America Research 
280 Orland Square Shopping Center 
Orland Park, IL 60462 
312-349-0888 
1 ,3,4,6,7A 

Mid-America Research 
Randhurst Shopping Center 
999 N. Elmhurst Rd. 
Mt. Prospect, IL 60056 
312-392-0800 
1 ,3,4,6,7A 

National Qualitative Centers 
625 N. Michigan Avenue 
Chicago, IL 60611 
312-642-1001 
1 ,2,3,6,7B 

Oakbrook Interviewing Center 
1415 W. 22nd St. , Ste. 220 
Oak Brook, IL 60521 
312-574-0330 
1 ,3,4,6,7B 

O'Hare in Focus 
1011 E. Touhy Ave., Ste.440 
Des Plaines, IL 60018 
312-299-6636 
1 ,3,4,6,7B 
See Advertisement P. 16 

Precision Field Services 
Oak Mill Mall 
7900 Milwaukee Ave ., Ste. 22 
Niles, IL 60648 
312-966-8666 
1 ,3,4,5,6, 7 A 

Quality Controlled Services 
Lombard Office Park, Ste. 107 
55 W. 22nd St. 
Lombard, IL 60148 
312-620-5810 
1 ,3,4,6,7B 
See Advertisement P.69 

Quick Test Opinion Centers 
Ford City Shopping Center 
7601 S. Cicero 
Chicago, IL 60652 
312-581 -9400 
1 ,3,4,6,7A 
See Advertisement P.3 

Quick Test Opinion Centers 
429 Hawthorne Center 
Vernon Hills, IL 60061 
312-367-0036 
1 ,3,4,6,7A 
See Advertisement P.3 

• Chicago's newest state-of-the-art focus 
group facility 

• Located in the center of Chicago's 
prestigious Northshore suburbs. 

• High income respondents and high level 
business executives are our specialty. 

I 

• CRT interviewing to business and 
consumer markets. 

TRY OUR NEW LOCATION -

Consumer and Professional Research, Inc. 
Westgate Plaza • 3612 W. Lake Ave. • Wilmette, IL 60091 • 312 /256-7744 
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Realtors Midwest Conference Center 
540 N. Mich igan , 3rd Fir. 
Chicago, IL 60611 
312-645-0545 
1 ,3,6,7D 

Research For Chicago 
1420 Kensington Rd., Ste. 206 
Oak Brook, IL 60521 
312-574-2224 
1 ,2,3,4,6, 7B 

Smith Research 
1121 -P Lake Cook Road 
Deerfield, IL 60015 
312-948-0440 
1 ,2,3,4,6, 7B 
See Advertisement P.84 

Smith Research 
150 E. Huron, Ste. 720 
Chicago, IL 60611 
312-948-0440 
1 ,2,3,4,6,7B 
See Advertisement P.84 

Survey Center, Inc. 
Lake Point Tower 
505 N. Lakeshore Dr. 
Chicago, IL 60611 
312-943-2686 
1 ,2,3,4,5,6, 7D 

Time N Talent, Inc. 
Lincolnwood Corp. Center 
7337 N. Lincoln Ave. 
Lincolnwood, IL 60646 
312-675-0200 
1 ,3,4,6,7B 

Time N Talent, Inc. 
Alquonquin Mills Mall 
1400 Golf Rd. 
Rolling Meadows, IL 60008 
312-806-0006 
1 ,3,4,6,7A 

United States Testing Company 
300 Marquardt Drive 
Wheel ing , IL 60090 
312-520-3600 
1 ,3,6,7C 
See Advertisement P.38 

View Point, Inc. 
3059 W. Palmer Square 
Chicago, IL 60647 
312-276-3900 
1 ,3,4,6,7C 

PEORIA 

Scotti Bur. Mktg . Rsch. 
1118 N. Sheridan Rd. 
Peoria, IL 61606 
309-673-6194 
1 ,3,4,5,6, 7C 

INDIANA 

EVANSVILLE 

Auditaire Management Reports 
1510 W. Franklin 
Evansville, IN 47710 
812-424-5170 
1 ,3,6,7C 

Gore Research and Associates 
Old Nat' I Bank Bldg. , Ste. 1 011 
Evansville, IN 47708 
812-422-3221 
1 ,3,4,6,7B 

Product Acceptance & Research(PAR) 
1510 W. Franklin St. 
Evansville, IN 47710 
812-425-3533 
1 ,3,4,6,7B 

Product Acceptance & Research(PAR) 
1139 Washington Square Mall 
Evansville, IN 47715 

EMMIS RESEARCH 

88 

Central WATS 
CATI Facility 

Focus Facility 
4'x1 0' One-way Mirror 

Video/Audio 
Recru itment 

40 ATHENA Computer 
Assisted lnterviewingTerminals 

Silent Monitoring 
Excellent Quality Control 

Full Time Supervision 

Skilled Moderator withPh .D. on Staff 
Viewing Room Seats12 Comfortably 

Our service is Based On Customized, 
Well -Executed Research 

Comprehensive Interviewer Training 
Full-Service In-House Facility 

We Have An Ideal Location For A Wide Range 
Of Demographic and Geographic Specifications 

EMMIS RESEARCH 
Landmark Center 

1 099 North Meridian 
Suite 250 

Indianapolis, IN 46204 

317-630-2828 

"Success through Intensity and Integrity" 

Circle No. no on Reader Card 

812-474-4650 
1 ,3,4,6,7A 

FORT WAYNE 

Dennis Research Services, Inc. 
3502 Stellhorn Rd. 
Ft. Wayne, IN 46815 
219-485-2442 
1 ,3,4,6,7B 

Wallace Interviewing Service 
Southtown Mall , Ste. D-03 
7800 S. Anthony Blvd. 
Ft. Wayne, IN 46816 
317-784-0497 
1 ,3,6,7A 

INDIANAPOLIS 

Circle City Research 
3707 No. Shadeland, Ste. B-1 
Indianapolis, IN 46226 
317-545-8000 
1 ,3,4,6,7B 

Emmis Research 
1099 N. Meridian, Ste. 250 
Indianapolis, IN 46204 
317-630-2828 
1 ,2,3,6,7B 
See Advertisement P.88 

Herron Associates, Inc. 
71 0 Executive Park Drive 
Greenwood, IN 46143 
31 7-882-3800 
1 ,3,4,6,7B 

Herron Associates, Inc. 
Washington Square Mall 
Indianapolis, IN 46229 
317-882-3800 
1 ,3,4,6,7A 

Indianapolis Research Company 
3037 South Meridian St. 
Indianapolis, IN 46217 
317-788-0861 
1 ,3,4,6,7B 

Walker Data Source 
8000 Knue Rd., Ste. 108 
Indianapolis, IN 46250 
317-843-3939 
1 ,3,4,6,7B 

SOUTH BEND 

Dennis Research & Data Collection 
4524 So. Michigan 
South Bend , IN 46614 
219-291 -7070 
1 ,3,6,7B 

Sheffer Advertising Agency 
115 W. Colfax Avenue 
South Bend , IN 46601 
219-233-6970 
1 ,3,6,7B 
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IOWA 

CEDAR RAPIDS/ 
WATERLOO 

Frank N. Magid Associates 
One Research Center 
Marion, lA 52302 
319-377-7345 
1,3,6,7B 

DAVENPORT 

Per Mar Research Services 
425 W. Second Street 
Davenport, lA 52801 
319-326-6291 
1,3,6,7C 

Scotti Bur. Mktg.Rsch . 
Northpark Mall 
320 W. Kimberly Road 
Davenport, lA 52806 
319-386-1905 
1,3,4,6,7A 

DES MOINES 

Friedman Marketing/Des Moines 
Southridge Mall 
1111 E. Army Post Rd., #158 
Des Moines, lA 50315 
515-287-4744 or 313-569-0444 
1,3,4,6,7A 
See Advertisement P.25 

IMR Systems, Ltd. 
507 Tenth St. , 3rd Floor 
Des Moines, lA 50309 
515-282-7800 
1,3,6,7B 

Mid-Iowa Interviewing 
204A Valley West Mall 
1551 -35th St. 
West Des Moines, lA 50265 
515-225-6232 
1,3,6,7A 

Per Mar Research Services 
1720 6th Avenue 
Des Moines, lA 50314 
515-277-5746 
1,3,6,7C 

KANSAS 

KANSAS CITY 
(See Kansas City, MO) 

TOPEKA 

Central Research Corp. 
900 Bank IV Tower 
Topeka, KS 66603 
913-233-8948 
1,3,6,7B 

WICHITA 

Data Net-Wichita 
Towne East Square Mall 
7700 E. Kellogg, M-3 
Wichita, KS 67207 
316-682-6655 
1,3,4,6,7A 

United States Testing Company 
Town West Square, Store 804 
Wichita, KS 67209 
316-943-1153 
1,3,4,6,7A 
See Advertisement P.38 

Wichita Marketing Research, Inc. 
224 Ohio 
Wichita, KS 67214 
316-263-6433 
1,3,7C 

KENTUCKY 

LEXINGTON 

Wilkerson & Associates 
320 E. Main Street 
Lexington, KY 40501 
606-231-9481 
1,3,6,7C 
See Advertisement P. 40 

CHESAPEAKE 
~~~SURVEYS 

Welcomes You to Baltimore 
Our Services Include: 

• New modem focus group facility and spacious client viewing rooms. 

• Full recruiting capabilities. 

• Specializing in consumer and all areas of medical and professional. 

• Fully equipped test kitchen. 

• 25 WATS lines and local telephone interviewing. 

• Complete telephone monitoring system. 

• Professionally trained interviewers for all types of interviewing. 

• New one-on-one interviewing room with client viewing room attached. 
Call us for a quote on your next focus group or telephone survey. 

December, 1988 

Carolyn Hilton 
Field Director 

CHESAPEAKE SURVEYS 
305 W. Chesapeake Ave., Suite Ll9 • Towson, MD 21204 

( 30 1) 296-4411 
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LOUISVILLE 

Davis Research Services, Inc. 
4229 Bardstown Rd. 
Louisville, KY 40218 
502-499-0607 
1 ,3,4,6,7A 

Personal Opinion, Inc. 
3415 Bardstown Rd., Ste. 206A 
Louisville, KY 40218 
502-451-1971 
1 ,2,3,4,5,6, 7B 

Southern Survey and Inc. 
1519 Gagel Ave. 
Louisville, KY 40216 

502-367-7199 
1 ,3,4,6,7B 

Stevens Research Services, Inc. 
3010 Hikes Lane 
Louisville, KY 40220 
502-456-5300 
1 ,2,3,4,6, 7C 

Wilkerson and Associates 
3339 Taylorsville Rd. 
Louisville, KY 40205 
502-459-3133 
1 ,3,4,5,6, 7C 
See Advertisement P. 40 

We've 
got America 
in the ~aim 
of our hand. 
I n the ··palm'' or 

Michigan is where 
you'll find 

DATATIV\CK <:md that's 
also where you'll find a 
population of 61 l .-t22 
that typifies 
America. The Grand 
~apids MSA is a 
primary test site for top 
research firms because 
Grand ~apids so closely 
reflects middle America 
in a manageable. ye t 
representati ve 
sampling. 

:\nd when clients 
come to Crand 

~ apids. they come to 
DATAT~ACK for dat<J 

collection. DATAT~ACK 
provides complete field 

research services including: 
Teleplwne Interviews 

Mall Intercepts 
Personal Interviews 

Ta teTe ts 
Concept Studies 

Product Placements 
Simulated Stores 

Focus Groups 
Mystery Shoppers 

Door to Door 
1\udits/Distribulion Checks 

Demos 
And More. 

For more information and a detailed brochure 
call Pam Schichtel at 

(616) 776-7230. 

161 Ottawa Ave., .W .. Grand Rapids, Michigan 49503 

Circle No. 772 on Reader Card 
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OWENSBORO 

Market Research Services 
4530 Hwy. 1514 
Utica, KY 42376 
502-785-4033 
1 ,3,4,6,7B 

LOUISIANA 

BATON ROUGE 

Gulf State Research Center 
Bon Marche Mall 
7361 Florida Blvd. 
Baton Rouge, LA 70806 
504-926-3827 
1 ,3,4,5,6,7A 

JKB and Associates 
2223 Quail Run Dr. , C-2 
Baton Rouge, LA 70808 
504-766-4065 
1 ,3,4,6,7B 

Market Research & Issues Mgmt. 
1 Maritime Plaza, 3rd Floor 
Baton Rouge, LA 70802 
504-387-6766 
1 ,3,4,6,7B 

NEW ORLEANS 

Analytical Studies, Inc. 
708 Rosa Avenue 
Metairie, LA 70005 
504-835-3508 
1 ,3,6,7B 

Friedman Marketing/New Orleans 
1701 Barataria Blvd., Ste. 666 
Marrero, LA 70072 
504-340-0972 or 313-569-0444 
1 ,3,4,6,7A 
See Advertisement P.25 

Heakin Research, Inc. 
1401 W. Esplanade, Ste. 116 
Kenner, LA 70065 
504-464-9188 
1 ,3,4,6,7A 

Linden Research Services Corp. 
197-504 Westbank Exp. 
Gretna, LA 70053 
504-368-9825 
1 ,3,4,6,7A 

N G L Research Services, Inc. 
4300 S. 1-10 Service Rd., Ste 115 
Metairie, LA 70001 
504-456-9025 
1 ,3,4,6,7B 

New Orleans Field Service Assoc. 
257 Bonnabel Blvd. 
Metairie, LA 70005 
504-833-0641 
1 ,3,6,7B 

SHREVEPORT 
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Carter Research Opinion Centers of Md.,Div. AIM 617-787-3677 
800 American Tower 1410 No. Crain Highway 1,2,3,4,6,7B 
401 Market Street Glen Burnie, MD 21061 
Shreveport, LA 711 01 301 -760-0052 Fieldwork Boston, Inc. 
318-227-1147 1,3,4,6,7B 800 South Street 
1,6,7B Waltham, MA 02154 

Opinion Centers of Md., Div. AIM 617-899-3660 
Melton Market Research Hunt Valley Mall 1,2,3,4,6,7B 
2835 Hollywood Ave ., Ste. 270 Hunt Valley, MD 21030 
Shreveport, LA 71108 301 -785-5344 First Market Research Corp. 
318-631 -5356 1,3,4,6,7A 121 Beech Street 
1,3,6,7B Boston, MA 02111 

Opinion Centers of Md., Div. AIM 617-482-9080 

MAINE Golden Ring Mall 1,6,7B 
6400 Rossville Blvd. See Advertisement P.42 
Baltimore, MD 21237 

PORTLAND 301 -391 -7750 Group and Focus Survey 
1,3,4,6,7A and Research Svce., Inc. 

Consumer Research of Maine 2400 Massachusetts Avenue 

672 Ocean Avenue Cambridge, MA 02140 

Portland, ME 04103 MASSACHUSETTS 617-864-7794 

207-773-3849 1,2,3,4,6,7B 

1,3,6,7D 
BOSTON National Qualitative Centers 

Market Research Unlimited, Inc. 545 Boylston St. 

40 Atlantic Place Bernett Research, Inc. Boston, MA 02116 

S. Portland, ME 041 06 230 Western Ave. 617-424-8800 

207-775-7249 Boston, MA 02134 1,3,4,5,6,7B 

1,3,4,5,6,7B 617-254-1314 
1,3,4,5,6,7B New England Marketing Research 

MARYLAND See Advertisement P.66 50-R Nichols St. 
Danvers, MA 01923 

BALTIMORE 
Bernett Research, Inc. 508-77 4-5688 

Assembly Square 1,3,6,7C 

Middlesex Avenue 

A-H Interviewing Somerville, MA 02145 Panel Opinions, Inc. 

3610 Milford Mill Rd. 617-254-1314 155 Middlesex Turnpike 

Baltimore, MD 21207 1,3,4,6,7A Burlington, MA 01803 

301-922-9186 See Advertisement P. 66 617-229-6226 

1,3,6,7B 
1,3,4,5,6,7B 

Boston Field and Focus 

Baltimore Research Agency 3 Faneuil Hall Marketplace Pathfinder Research Group 

Windsor Court Boston, MA 02109 629 Massachusetts Avenue 

8320 Bellona Ave. , Ste. 40 617-720-1870 Boxborough, MA 01719 

Baltimore, MD 21209 1,2,3,4,6,7B 508-263-0400 

301 -484-2177 
1,3,4,6,7B 

1,3,6,7B Car-Lene Research, Inc. 
Hanover Mall Performance Plus, Inc. 

Chesapeake Surveys Hanover, MA 02339 111 Speen St. , Ste 105 

305 W. Chesapeake Ave. , Ste. L 19 61 7-826-0052 Framingham, MA 01701 

Towson, MD 21204 1,3,4,6,7A 617-872-1287 

301 -296-4411 
1,2,3,4,6,7B 

1,3,4,6,7B CSI Qualitative Research Center 

See Advertisement P.89 66 Long Wharf, Third Floor Quality Controlled Services 

Boston, MA 0211 0 190 N. Main Street 

Consumer Pulse of Baltimore 203-797-0666 Natick, MA 01760 

8200 Perry Hall Blvd. 1,2,3,4,6,7B 617-653-1122 

White Marsh Mall #1 039 & #1152 See Advertisement P.51 1,3,4,6,7B 

Baltimore, MD 21236 
See Advertisement P. 69 

301-256-7700 CSI Qualitative Research Center 

1,3,4,5,6,7 A Northshore Mall Qualitative Focus, Div. of 

See Advertisement P.89 Peabody, MA 01960 Research Data, Inc. 

203-797-0666 624 Worchester Rd. 

Heakin Research, Inc. 1,2,3,4,6,7 A Framingham, MA 01701 

7839 Eastpoint Mall, Ste. 3 See Advertisement P.51 617-875-1300 

Baltimore, MD 21224 
1,3,4,6,7B 

301 -282-3133 Decision Research 

1,3,4,6,7A 33 Hayden Ave. Quick Test Opinion Centers/ 

Lexington, MA 02173 Field Facts, Inc. 

Opinion Centers America 617-861-7350 Watertown Mall 

Security Square Mall 1,3,6,7B 550 Arsenal St. 

6901 Security Blvd. 
Watertown, MA 02172 

Baltimore, MD 21207 Dorr & Sheff, Inc. 617-924-8486 

301 -391 -7750 90 Windom Street 1,3,4,6,7A 

1,3,4,6,7A Boston, MA 02134 See Advertisement P.3 
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Quick Test Opinion Centers/ 
Field Facts, Inc. 
Dedham Mall, Route 1 
Dedham, MA 02026 
617-326-0865 
1 ,3,4,5,6, 7 A 
See Advertisement P.3 

Quick Test Opinion Centers 
/Field Facts, Inc. 
Hamilton Plaza 
680 Worcester Rd. 
Framingham, MA 01701 
617-872-1800 
1 ,3,4,6,7B 
See Advertisement P.3 

Survey and Research Service, Inc. 
2400 Massachusetts Ave., 2nd Floor 
Cambridge, MA 02140 
617-864-7794 
1 ,3,4,6,7B 

SPRINGFIELD/HOLYOKE 

Trends of Springfield 
Performance Plus, Inc. 

. Fairfield Mall 
591 Memorial Drive 
Chicopee, MA 01020 
617-872-1287 
1 ,3,4,6,7A 

United States Testing Company 
----------------1 The Hampshire Mall 

1\vin City 
Interviewing 
Service, Inc. 
':.4 Marketing Research Company '' 

3225 Hennepin Avenue South 
Minneapolis, MN 55408 

Facility: 
A converted 1919 home located in the 
prestigious Uptown area of Minneapo­
lis, creating a warm, comfortable at­
mosphere conducive to the optimum 
exchange of ideas in a focus group. 

• Conference room 17 'x 23' 
• Comfortable viewing room with a 

5 'x 8 ' one way mirror 
• Professional audio equipment 
• Spacious reception conference area 
• Available with or without recruiting 
• Ample free parking 
• Food & beverage service 

to your specifications 

Recruitment: 
• Recruitment according to your 

exact specifications 
• Respondent reminder calls 

and rescreening 
• Confirmation letters to respondents 

Location: 
Our centralized location is near the hub 
of Minneapolis' expressway system 
which provides convenient access from 
the suburbs and downtown areas of 
Minneapolis and St. Paul. Just minutes 
from the Minneapolis-St. Paul Inter­
national Airport. 

We are dedicated to 
serving ALL of your 

11Ulrketing research needs. 
Ask us! 

Call Beth Fischer or 
Nancy Lichy at 

( 612) 823-6214 
for further details. 
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South Maple St. 
Hadley, MA 01035 
413-586-1932 
1 ,3,4,6,7A 
See Advertisement P. 38 

Western Massachusetts Interviewing 
Service, Inc. 
Eastfield Mall 
1655 Boston Road 
Springfield, MA 01129 
413-543-5820 
1 ,3,4,6,7A 

WORCESTER 

Quick Test Opinion Centers/ 
Field Facts, Inc. 
Worcester Center-West Mall 
Worcester, MA 01608 
617-754-3960 
1 ,3,4,6,7A 
See Advertisement P. 3 

MICHIGAN 

DETROIT 

Amrigon 
25 W. Long Lake Rd. 
Bloomfield Hills, Ml 48013 
313-258-2300 
1 ,3,6,7B 

Consumer Pulse of Detroit 
725 S. Adams, Ste. 265 
Birmingham, Ml 48009 
313-540-5330 
1 ,3,4,5,6, 7B 
See Advertisement P. 75 

Detroit Marketing Services, Inc. 
18000 W. 8 Mile Rd., Ste. 100 
Southfield, Ml 48075 
313-569-0444 
1 ,3,4,6,7B 

Detroit Marketing Services, Inc. 
29755 Plymouth Rd. 
Livonia, Ml 48150 
313-427-5360 
1 ,3,4,6,7A 

Friedman Marketing/Detroit 
Oakland Mall 

350B W, 14 Mile Road 
Troy, Ml 48084 
313-589-0950 or 313-569-0444 
1 ,3,4,6,7A 
See Advertisement P.25 

Friedman Marketing/Detroit 
French-Town Square Mall 
2121 Monroe Street 
Monroe, Ml 48161 
313-241 -1610 or 313-569-0444 
1 ,3,4,6,7A 
See Advertisement P.25 

E. Friedman Marketing Services, Inc. 
25130 Southfield Rd., #200 
Southfield , Ml 48075 
313-569-0444 
1 ,3,4,6,7A 
See Advertisement P.25 

General Interviewing Surveys 
17117 W. Nine Mile Rd. , Ste. 1020 
Southfield, Ml 48075 
313-559-7860 
1 ,3,4,6,7B 

International Communications Rsch., Inc. 
3785 Varsity Drive 
Ann Arbor, Ml 48018 
313-971 -2221 
1 ,2,3,4,6, 7C 
See Advertisement P.20 

Market Interviews 
33029 Schoolcraft 
Livonia, Ml 48150 
313-421 -3420 
1 ,3,6,7C 

Nordhaus Research, Inc. 
20300 W. 12 Mile Rd. 
Southfield, Ml 48076 
313-827-2400 
1 ,3,4,6,7C 
See Advertisement P. 64 

Opinion Search 
21800 Melrose, Ste. 4 
Southfield, Ml 48075 
313-358-9922 
1 ,3,4,6,7B 

Product & Consumer Evaluations 
28535 Orchard Lake Rd. 
Farmington Hills, Ml 48018 
313-553-4100 
1 ,3,6,7B 

Research-One, Inc. 
21711 W. Ten Mile Rd. 
Southfield, Ml 48075 
313-358-4055 
1 ,3,6,7B 

TRENDFACTS Field Services 
31800 Northwestern Hwy. , Ste. 380 
Farmington Hills, Ml 48018 
313-855-7811 
1 ,3,4,5,6, 7B 
See Advertisement P.93 

Yee/Minard and Associates 
27300 W. 11 Mile Rd., Ste. 500 
Southfield, Ml 48034 
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TRENDD=ACTS FIELD SERVICES 

W" 

'"· 
I 

Our Telephone 
Facility 

• General Electric 
• General Foods 
• General Mills • Quaker Oats 
• K-Mart . • RJ R Nabisco 
• Kodak • Warner-Lambert 

Sample Agency Clients: 
• BBDO 
• DDB/Needham 
• DMB&B ' 
• Doner 
• Grey 

• Griffin Bacal 
•JWT 
• Marschalk 
• McCann-Erickson 
• Ross Roy 

Sample Supplier Clients: 
• Answer Group • Hase/Schannen 
• ASI • Kapular 
• BRM • M/A/R/C 
• Burke • MSI 
• Chilton • National Analysts 
• Consensus • ORC 
• Faber • Solutions 
• Hanson & Quick 

Our Field Service Staff: 
Director: Claudia Ruiz-Shipe 
Manager: Susan O'Kelly 
Supervisors: Alice Kirschner 

Vicki Cohn 

For more information call: 

(313) 855-7811 
31800 Northwestern Hwy. 
Farmington Hills, Ml 48018 

VRENDO:ACTS FIELD SERVICES 
Quality performance at a reasonable price 

A DIVISION OF THE CREATIVE GROUP 
TRENOFACTS • PLAYLAB • MERCAOOTECNIA 
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313-559-2939 
1 ,3,4,6,7B 

GRAND RAPIDS 

Nordhaus Research, Inc. 
2449 Camelot Court 
Grand Rapids, Ml 49506 
616-942-9700 
1 ,3,6,7C 

Breakthru Surveys, Inc. 
535 Greenwood SE 
Grand Rapids, Ml 49506 
616-451-9219 

See Advertisement P. 64 

Western Michigan Research, Inc. 
6143 1/2 28th St. SE 
Grand Rapids, Ml 49506 
616-949-8724 

1 ,3,6,7B 

Datatrack, Inc. 
1 ,2,3,6,7B 

161 Ottawa Ave. , NW 
Grand Rapids, Ml 49503 
616-776-7230 

KALAMAZOO 

1 ,2,3,4,6, 7B BoMar Research , Inc. 
429 S. Burdick St. See Advertisement P. 90 

FOCUS in the 
Minneapolis/St. Paul 

Market 
When your projects include the Minneapolis/St. Paul market, turn to FOCUS. 
We will provide you and your client with respondents screened in strict 
accordance to your specifications, within your deadline. Established in 1972, 
FOCUS is an experienced field service agency with reliable and conscientious 
staff. Our clients are our best source of new business ... so please feel free to 
ask us for references. 

• Focus Group Facilities 
• Recruitment 
• Test Kitchens with one 

way mirrors 
• Central Phone - WATS 

• Mall Intercept 
• Executive & medical 
• All phases of consumer 

interviewing 
• Vehicle Clinics 

For Your Special Qualitative Needs 
Two Locations 

Each location has two focus rooms and a test kitchen. The four large and 
accommodating conference rooms have ample space for display and demon­
stration. The client viewing rooms are spacious and seat 12 in comfort. Test 
kitchens are fully equipped and provide excellent viewing. All rooms offer: 

• Large 5 x 10 double • Video jacks with taping 
paned one way mirrors available 

• Professionally installed • Security lock up in all 
sound systems areas 

• Client guest offices with • Appetizing meals and 
private phones snacks 

• Separate entrances for • Minutes from the airport 
clients and better hotels 

Our goal is to make you and your clients comfortable at our facility. We believe 
that a combination of qual ity control standards, spacious working conditions 
and a friendly, hospitable staff will provide you with the work ing atmosphere 
you deserve. 

Contact Judy Opstad at 

FOCUS 
Market Research, Inc. 

801 West 106th Street 4956 Lincoln Drive 
Bloomington, MN 55420 Edina, MN 55436 

612/881-3635 
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Kalamazoo, Ml 49007 
616-342-5880 
1 ,3,4,6,7C 

LANSING 

Capitol Research Services 
401 So. Washington Sq., 2nd Fir. 
Lansing, Ml 48933 
517-484-5440 
1 ,3,6,7B 

MINNESOTA 

MINNEAPOLIS/ST. PAUL 

A and I of Minnesota 
1248 Eden Prairie Center 
Eden Prairie Center 
Eden Prairie, MN 55344 
612-941 -0825 
1 ,3,4,6,7A 

Colle and McVoy Research 
7900 International Dr., #700 
Bloomington, MN 55420 
612-851 -2566 
1 ,3,6,7B 

Concepts In Marketing Research(CIMR) 
400 N. Robert St., P.O. Box 64931 
St. Paul, MN 55164 
612-228-5667 
1 ,2,3,6,7B 
See Advertisement P.59, 60 & 61 

Cook Research & Consulting, Inc. 
6600 France Ave. So., Ste. 214 
Edina, MN 55435 
612-920-6251 
1 ,3,4,5,6, 7B 

Bette Dickinson Research, Inc. 
3900 36th Ave. No. 
Minneapolis, MN 55422 
612-521-7635 
1 ,3,4,6,7C 

Focus Market Research, Inc. 
801 W. 1 06th St. , Ste. 201 
Bloomington, MN 55420 
612-881-3635 
1 ,2,3,4,5,6 ,7B 
See Advertisement P. 94 

Focus Market Research, Inc. 
4956 Lincoln Drive 
Edina, MN 55436 
612-933-0449 
1 ,2,3,4,5,6, 7B 
See Advertisement P. 94 

N.K. Friedrichs & Assoc. 
2500 Centre Village 
431 So. 7th Street 
Minneapolis, MN 55415 
612-333-5400 
1 ,3,4,6,7B 

Heakin Research, Inc. 
Knollwood Mall 
8332 Hwy. 7 
St. Louis Park, MN 55426 
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612-936-0940 
1 ,3,4,6,7A 

Lakewood Research 
50 South 9th Street 
Minneapolis, MN 55402 
612-333-0471 
1 ,3,6,78 

Molgren Research Associates 
1091 0 Wayzata Blvd. 
Minneapolis, MN 55343 
612-544-8497 
1 ,3,4,6,7C 

MRC, Inc. 
5820 74t~ Ave. No., Ste. 105 
Brooklyn Park, MN 55443 · 
612-561-4467 
1 ,3,4,6,78 

C.J. Olson Market Research, Inc. 
708 So. 3rd St. , Ste. 105 East 
Minneapolis, MN 55415 
612-340-1262 
1 ,3,4,6,78 
See Advertisement P. 49 

Orman Guidance Research®, Inc. 
715 Southgate Office Plaza 
5001 w. 80th 
Minneapolis, MN 55437 
612-831-4911 
1 ,2,3,4,5,6, 78 
See Advertisement P.96 

THE 
ROCKWOOD 

Project Research, Inc. 
University Technology Center 
1313 Fifth St. SE 
Minneapolis, MN 55414 
612-331 -9222 
1,3,6,78 
See Advertisement P.23 

Quality Controlled Services 
7200 France Ave. , Ste. 234 
Minneapolis, MN 55435 
612-831 -7133 
1 ,3,6,78 . 
See Advertisement P. 69 

Research Systems 
1809 S. Plymouth Rd., Ste. 325 
Minnetonka, MN 55343 
612-544-6334 
1 ,2,3,4,5,6, 78 

Rockwood Research 
1751 W. County Road B 
St. Paul , MN 55113 
612-631 -1977 
1 ,3,6,78 
See Advertisement P. 95 

The Place To Get Ideas 
One Main at Riverplace, Ste. 502 
Minneapolis, MN 55414 
612-331 -1570 
1 ,2,3,6,70 
See Advertisement P. 103 

Twin City Interviewing Services 
3225 Hennepin Ave. So. 
Minneapolis, MN 55408 
612-823-6214 
1 ,2,3,4,6, 7C 
See Advertisement P.92 

Winona MRB, Inc. 
8200 Humboldt Ave. So. 
Minneapolis, MN 55431 
612-881-5400 
1 ,3,6,78 

MISSISSIPPI 

JACKSON 

Friedman Marketing/Jackson 
1275 Metro Center Mall 
Jackson, MS 39209 
601 -352-9340 or 313-569-0444 
1 ,3,4,6,7A 
See Advertisement P.25 

MISSOURI 

KANSAS CITY 

The Field House, Inc. 
7220 W. 98th Terrace 
Overland Park, KS 66212 
913-341-4245 
1 ,2,3,4,5,6,7C 

DIFFERENCE Our new room . with a view 
Where you conduct your focus 
group interviews does make a 
difference. 

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

within a few miles of our offices. 
• An ideal Twin Cities location. 
• An experienced professional staff. 
• And, now, new facilities. 

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

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

Rockwood Research 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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The Field House, Inc. 
Oak Park Mall 
11319 W. 95th St. 
Overland Park, KS 66214 
913-341 -4245 
1,3,4,6,7A 

Flaspohler-Rose Market Research, Inc. 
7300 College Blvd ., Ste. 430 
Overland Park, KS 6621 0 
913-339-9180 
1,2,3,4,6,7B 

Heakin Research, Inc. 
Indian Springs Mall 
4601 State Ave. 
Kansas City, KS 661 02 
913-596-2244 
1,3,4,6,7A 

Heakin Research , Inc. 
Blue Ridge Mall 
4200 Blue Ridge Blvd. 
Kansas City, MO 64133 
816-737-1130 
1,3,4,6,7A 

Heakin Research, Inc. 
116 Independence Center 
Independence, MO 64057 
816-795-0706 
1,3,4,5,7A 

lnterro Research Inc. 
4050 Pennsylvania Manor Sq., Ste. 215 
Kansas City, MO 64111 
816-931 -8770 
1,3,6,7B 

Market Research Institute 
7315 Frontage Rd., Ste. 200 
Merriam, KS 66204 
913-236-6060 
1,2,3,4,6,7B 

Quality Controlled Services 
Corporate Woods Office Park 
10875 Grandview St. , Ste. 2230 

Overland Park, KS 6621 0 
913-345-2200 
1,3,4,5,6,7B 
See Advertisement P. 69 

Quality Controlled Services 
8600 Ward Parkway 
Kansas City, MO 64114 
816-361 -0345 
1,3,4,6,7A 
See Advertisement P. 69 

Quality-On-Time Interviewing 
8889 Bourgade Ave. 
Lenexa, KS 66219 
913-894-9012 
1,3,6,7B 

Valentine ~adford 
911 Main St. 
Kansas City, MO 64105 
816-842-5021 
1,3,6,7B 

ST. LOUIS 

Bryan Research 
1600 Heritage Landing, Ste: 104 
St. Charles, MO 63303 
314-928-0811 
1,3,6,7B 

Consumer Opinion Search 
10795 Watson Road 
St. Louis, MO 63127 
314-965-0053 
1,3,4,6,7B 
See Advertisement P. 63 

Fact Finders 
11960 Westline Industrial Dr., Ste. 105 
St. Louis, MO 63146 
314-469-7373 
1,3,6,7B 

Lucas Market Research 
Marietta Plaza 
13250 New Halls Ferry Rd. 

Florissant, MO 63033 
314-838-0696 
1,3,4,5,6,7C 

Marketeam Associates 
S55 N. New Ballas Rd. 
St. Louis, MO 63141 
314-569-1324 
1,3,4,6,7B 
See Advertisement P.43 

Marketeam Associates 
515 North Sixth Street 
St. Louis, MO 63101 
314-569-1324 
1,3,6,7A 
See Advertisement P.43 

Marketing Horizons, Inc. 
605 Old Ballas Rd. , Ste. 101 
St. Louis, MO 63141 
314-432-1957 
1,3,6,7B 

Quality Controlled Services 
1655 Des Peres Rd. 
St. Louis, MO 63131 
314-966-6595 
1,3,4,6,7B 
See Advertisement P. 69 

Superior Surveys of St. Louis 
10795 Watson Rd. 
St. Louis, MO 63127 
800-325-4982 
1,3,4,6,7B 
See Advertisement P.97 

United States Testing Company 
338 Jamestown Mall 
Florissant, MO 63034 
314-741 -0284 
1,3,4,6,7A 
See Advertisement P.38 

Wade West/St. Louis, Inc. 
536 Northwest Plaza 
St. Ann, MO 63074 

r============================::;:-1314-291 -8888 1,3,4,6,7A 

MINNEAPOLIS/ST. PAUL 

Orman Guidance Research Centre® 

COMPLETE, PROFESSIONAL, QUALITATIVE RESEARCH 

• Moderating and Marketing Analysis 

• Three large focus group rooms, one is a kitchen 

• Spacious, comfortable, sound proof viewing rooms with 
4' x 1 0' mirrors-Seat 20 

• Audio and video taping 

• Supervised on-location recruiting 

ON-PREMISE TASTE TEST BOOTHS 

South gate O ffice Plaza Minneapolis, Minn. 55437 

96 
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(612) 831-4911 

Westgate Research, Inc. 
642 Office Parkway 
Creve Coeur, MO 63141 
314-567-3333 
1,3,6,7B 

SPRINGFIELD 

Martell Research 
3 Corporate Center, Ste. 3-300 
Springfield, MO 65804 
417-882-5999 
1,3,4,6,7B 

Opinion Center 
227 Battlefield Mall 
Springfield, MO 65804 
417-887-1035 
1,3,4,6,7A 

Quirk's Marketing ResearchReview 



Superior Surveys 
of 

St. Louis 
1 0795 Watson Road 1279 Mid Rivers Mall 

St. Peters, MO 63376 St. Louis, Missouri 63127 

PERMANENT REGIONAL 
MALL FACILITIES 

• High Traffic 
• Up-Scale Demographics 

• Video and Portfolio 
• Modern Group Facilities 

• Placements 
• Concept Testing 

PLUS .. 

• 12 Central Telephones With Monitors 
• Full Time Data Collectors 

With On Site Supervision 
• Access To Strip Centers, Grocery 

Stores and Various Plazas 
• Participating Organizations and 

Name Banks Available From 
Pre-School to Senior Citizens 

• Executive Studies 
·Audits 

• Computer Interviewing 

"WE MAKE SUPERIOR SURVEYS OUR BUSINESS" 

Trish Dunn Carol McGill 

(314) 965-0023 

...__---CALL TOLL FREE_, ___ ___. 

1-800-325-4982 
Circle No. 778 on Reader Card 
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MONTANA 

GREAT FALLS 

Intermountain SIR 
902 3rd Avenue So. 
Great Falls, MT 59405 
406-727-7050 
1,3,6,78 

NEBRASKA 

LINCOLN 

Coy/Pedco 
2546 South 48th St. 
Lincoln , NE 68502 
402-488-3753 
1,3,6,7A 

OMAHA 

Midwest Survey, Inc. 
8922 Cuming 
Omaha, NE 68114 
402-392-0755 
1,3,4,6,7A 
See Advertisement P.98 

NEVADA 

LAS VEGAS 

Las Vegas Surveys 
3718 S. Maryland Parkway 
Las Vegas, NV 89119 
702-796-6451 
1,3,4,6,7C 

RENO 

Sierra Market Research 
248 W. First St. , #1 06 
Reno, NV 89501 -1203 
702-786-6556 
1,3,6,78 

NEW HAMPSHIRE 

MANCHESTER 

American Research Group, Inc. 
814 Elm Street 
Manchester, NH 03101 
603-624-4081 
1,3,6,78 

New England Interviewing, Inc. 
5 Coliseum Ave. 
Nashua, NH 03063 
603-889-8222 
1,3,4,6,78 

New England Interviewing, Inc. 
650 Elm Street 
Manchester, NH 03101 
603-641 -1222 
1,3,4,6,78 

NEW JERSEY 
(Also See New York City 
and Philadelphia) 

NEW BRUNSWICK 

NTL Associates 
77 Milltown Road 
E. Brunswick, NJ 08816 
201 -390-5656 
1,3,6,78 

PRINCETON 

Research 1 00 
29 Emmons Drive 
Princeton, NJ 08540 
212-925-8100 
1,3,4,6,78 

Response Analysis 
377 Wall Street 
Princeton, NJ 08540 
609-921 -3333 
1,3,6,78 

J. Ross Associates, Inc. 
Princeton Windsor Office Pk. 
Princeton-Highstown Rd. 
Cranbury, NJ 08512 
609-443-3434 
1,3,4,5,6,78 

Total Research Corporation 
Princeton Corporate Center 
5 Independence Way 
Princeton, NJ 08540 
609-921 -8100 
1,3,4,6,78 

NEW MEXICO 

ALBUQUERQUE 

Sandia Marketing Services 
923 Coronado Center 
Albuquerque, NM 87110 
505-883-5512 
1,3,4,6,7A 

SANTA FE 

Field Management Associates 
1124 Villa Linda Mall 
Santa Fe, NM 87505 
505-7 41 -1699 
1,3,4,6,7A 

NEW YORK 

ALBANY 

Quick Test Opinion Centers/ 
Field Facts, Inc. 
428 Mohawk Mall 
Schenectady, NY 12304 
518-370-5077 
1,3,4,6,7A 
See Advertisement P.3 
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J.L.Whalen Markette Research 
521 Dwaaskill Pk. Prof. Bldg . 
Clifton Park, NY 12065 
518-383-1661 
1,3,6,7B 

BUFFALO 

Buffalo Survey & Research, Inc. 
1255 Eggert Rd. 
Buffalo, NY 14226 
716-833-6639 
1,3,4,6,7C 

Ruth Diamond Market Research 
Boulevard Mall, 770 Alberta Dr. 
Buffalo, NY 14226 
716-836-1110 
1,3,4,6,7A 

Survey Svce. of West. New York 
1911 Sheridan Drive 
Buffalo, NY 14223 
716-876-6450 
1,3,4,6,7B 

NEW YORK CITY 

A La Carte Research 
420 Jericho Turnpike 
Jericho, NY 11753 
516-822-2050 
1,3,6,7B 

Alenik-Rudman Research 
151 -17 82 Street 

December, 1988 

Howard Beach, NY 11414 
718-835-3100 
1,3,6,7D 

A-One Research 
2800 Coyle Street 
Brooklyn, NY 11235 
718-646-1721 
1,3,6,78 

Bernett Research, Inc. 
Menlo Park Mall 
Parsonage Road 
Edison, NJ 08837 
201 -548-2900 
1,3,4,6,7A 
See Advertisement P. 66 

Beta Research Corp. 
6400 Jericho Turnpike 
Syosset, NY 11791 
516-935-3800 
1,3,6,78 

The Conference Center of 
New Rochelle 
3 Cottage Place 
New Rochelle , NY 10801 
914-576-3800 
1,3,4,6,78 

CSI Qualitative Research Center 
24 East 38th St. , Stes. SA & 58 
New York, NY 10016 
203-797-0666 
1,2,3,4,6,78 
See Advertisement P.51 

Circle No. 780 on Reader Card 

CSI Testing Center 
West Belt Mall 
Intersections of Rts. 23,46 & 80 
Wayne, NJ 07470 
203-797-0666 
1,2,3,4,5,6,7 A 
See Advertisement P .. 51 

DTW Marketing Research Group 
395 Pleasant Valley Way 
West Orange, NJ 07052 
201 -325-2888 
1,3,6,78 

Elrick & Lavidge, Inc. 
One Sears Drive 
Paramus, NJ 07652 
201 -599-0755 
1,3,4,6,78 

Enclosed Mall Research 
1 05 Galleria Mall 
1 00 Main Street 
White Plains, NY 10601 
914-997-7200 
1,3,4,6,7,A 

Fieldwork East, Inc. 
Two Executive Dr. 
Fort Lee, NJ 07024 
201 -585-8200 
1,2,3,4,5,6,78 

Fieldwork East at Westchester, Inc. 
555 T axter Road 
Elmsford, NY 1 0523 
914-347-2145 
1,2,3,4,5,6,78 
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MUQQAY HILL CENTEQ 

Qualitative Research Facility 

Beautiful. Efficient. 
Competitively Priced. 

205 Lex ington Avenue N ew York, New York 10016 212-889-4777 

Circle No. 781 on Reader Card 
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George Fine Research 
220 No. Central Park Ave. 
Hartsdale, NY 10530 
914-328-0200 
1 ,3,6,78 

Focus America 
1140 Sixth Ave., 9th Floor 
New York, NY 10036 
212-302-1808 
1 ,3,4,6,78 

Focus On The City 
215 Park Ave. So., Ste 2013 
New York, NY 10003 
212-752-4565 
1 ,3,4,6,78 

Focus Plus 
Div. of ASI Market Research, Inc. 
79 Fifth Avenue 
New York, NY 10003 
212-807-9393 
1 ,3,4,6,78 
See Advertisement P. 111, 113, 115 

Focus Plus 
Div. of ASI Market Research, Inc. 
141 Fifth Avenue 
New York, NY 10010 
212-807-9393 
1 ,3,4,6,78 
See Advertisement P. 111 , 113, 115 

The Focus Room & Field Service, NY 
231 Central St. 
White Plains, NY 10606 
914-682-8404 
1 ,2,3,4,6,78 

Focus Room of New Jersey 
285 Grand Avenue 
5 Patriot Center 
Englewood, NJ 07631 
201 -569-1919 
1 ,3,4,6,78 

Friedman Marketing/New York 
Jefferson Valley Mall 
650 Lee Blvd., E-1 
Yorktown Heights, NY 10598 
914-962-9400 or 313-569-0444 
1 ,3,4,6,7A 
See Advertisement P. 25 

Glickman Research Associates 
354 Old Hook Road 
Westwood, NJ 07675 
201 -664-6688 
1 ,3,6,78 

Heakin Research, Inc. 
Rockaway Town Square Mall 
Rockaway, NJ 07866 
201 -328-0848 
1 ,3,4,6,7A 

Ideal Field Services, Inc. 
1242 Green Acres Mall 
Valley Stream, NY 11581 
516-561 -1723 
1 ,3,4,6,7A 
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Interviews For Research/ 
Suburban Associates 
515 Route 1 South 
Iselin, Nj 08830 
201-855-8900 
1 ,2,3,4,6,7B 
See Advertisement P. 10 1 

J & R North 
Harrison Street 
New Rochelle, NY 10801 
914-2~5-8335 
1 ,3,4,6,7A 

T. A. Miller Company, Inc. 
1 060 Clifton Ave. 
Clifton, NJ 07015 
201-778-6011 
1 ,3,4,6,7B 

Murray Hill Center 
205 Lexington Avenue 
New York, NY 10016 
212-889-4777 
1 ,3,4,6,7B 
See Advertisement P. 100 

Plaza Research 
120 Ate. 17 North 
Paramus, NJ 07652 
201-265-7500 
1 ,2,3,4,6, 7B 

The Product Development Workshop 
195 Columbia Turnpike 
Florham Park, NJ 07932 
201 -765-0077 
1 ,3,4,5,6, 7B 

Long Island Groups In Focus L TO 
1185 Northern Blvd. 

New York Conference Center, Inc. 
240 Madison Avenue 
New York, NY 10016 
212-682-0220 

Q and A Research, Inc. 
1701 Sunrise Hwy. 
Bay Shore, NY 11706 
51 6-968-6868 

Manhasset, NY 11 030 
516-365-8630 
1 ,2,3,4,5,6, 7C 

Manhattan Opinion Center 
369 Lexington Ave. 
New.York, NY 10017 
212-972-5553 
1 ,3,6,7B 

Meadowlands Consumer Center 
The Plaza at the Meadows 
700 Plaza Drive, 2nd Fir. 
Secaucus, NJ 07094 
201 -865-4900 
1 ,2,3,4,5,6, 70 

MetroMarket Research Center 
855 Valley Road 
Clifton, NJ 07013 
201 I 4 70-0044 
1 ,3,4,5,6, 7B 
See Advertisement P. 103 

1 ,2,3,6,7B 

New York Focus 
12 East 41 st St. 
New York, NY 10017 
212-481 -3780 
1 ,3,4,6,7B 
See Advertisement P. 99 

Peters Marketing Research 
615 W. Mt. Pleasant Ave. 
Livingston, NJ 07039 
201 -822-1515 
1 ,3,6,7B 

Phoenix Fields Ltd. 
499 New Rochelle Rd. 
East Chester, NY 10708 
914-699-2610 
1 ,3,4,5,6, 7B 

& 

1 ,3,4,6,7A 

Quick Test Opinion Centers/ 
Field Facts, Inc. 
11 Rye Ridge Plaza 
Rye Brook, NY 1 0573 
914-937-0220 
1 ,3,4,6,7B 
See Advertisement P.3 

Quick Test Opinion Centers 
#370 Sunrise Mall 
Massapequa, NY 11758 
516-541 -5100 
1 ,3,4,6,7A 
See Advertisement P.3 

Rich Interviewing, Inc. 
2611 Pettit Ave. 
Bellmore, NY 1171 0 
516-826-8822 
1 ,3,4,6,7B 

Interviewers 
for 
Research 

proudly announce 

~OODBRIDGECONFERENCECENTER 

The newest and finest focus group center in the New York area. 
Woodbridge Place is a brand new office building off the main lobby oft he new 

· Woodbridge Sheraton Hotel. 

OUR WOODBRIDGE CONFERENCE CENTER FEATURES: 

• The utmost in client luxury and convenience • Two large 14' by 20' conference rooms with wall to 

wall mirrors • Two smaller rooms with or without mirrors for individual depth interviews • Spacious 

client seating for 12 - 15 observers • Private client coffee/phone lounge adjacent to the viewing room, 

December, 1988 

with full sound system • Meals catered by the Sheraton and other fine area restaurants 

Over 35 Years of Professional Experience 

• 15 Minutes from Newark Airport • 30 Minutes from Manhattan 
• All Recruiting from Central Phone Room 

Surburban Associates 
201-652-2223 

William C. Bartlett 
Lucy Desiderio 

Interviewers for Research 
201-791-7434 
Wanda Gorman 
Muriel Vilinsky 

Circle No. 782 on Reader Card 
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WE FOCUS ON QUALITY 

SCHLESINGER ASSOCIATES 
Schlesinger Associates, located at the hub of the New York, tri-state 

area, offers total data collection services encompassing all aspects 

of quantitative and qualitative research . 

Attention to detail and constant supervision by experienced per­

sonnel are reflected in all the services we perform. Our spacious 

conference/viewing rooms, lounge and kitchen facilities offer both 

functional and aesthetic superiority. 

Our facilities are readily accessible from New York City, West­

chester, Southern Connecticut, Philadelphia , and all major New 

Jersey points including Atlantic City, both by automobile and mass 

transit. We are located 2 miles from the intersection of the NJ 

Turnpike and Garden State Parkway. 

STAM FORD """""'" I 
,.,. I/ .:~~-
~RK AIRPORT 

~--25MIN . 

/2.0. 
PHILADE LPHIA 30 MIN. 

75MIN. 

ATLANTIC CITY 
90MIN. 

CALL OR WRITE FOR OUR BROCHURE 

Lincoln Plaza Suite 301 2 Lincoln Highway, Edison, N.J. 08820 

20 1• 906 •1122/ 20 1• 634. 1932 
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St. George Research 
1025 W. St. George Avenue 
Linden, NJ 07036 
201 -486-5700 
1 ,3,4,6,7A 

Schlesinger Associates, Inc. 
Lincoln Plaza, Ste. 301 
2 Lincoln Highway 
Edison, NJ 08820 
201 -906-1122 
1 ,2,3,4,6, 7B 
See Advertisement P. 102 

Audrey Schiller Market Research 
64 Division Avenue 
Levittown , NY 11 756 
51 6-731 -1 500 
1 ,3,4,6,7B 

Stewart Surveys, Inc. 
579 Franklin Turnpike 
Ridgewood, NJ 07450 
201 -447-5100 
1 ,2,3,4,5,6, 7B 

Stewart Surveys, Inc. 
Willowbrook Mall-#1402 
Wayne, NJ 07470 
201 -447-5100 
1,3,4,6,7A 

Stewart Surveys, Inc. 
Nanuet Mall-#230 
Nanuet, NY 1 0954 
201 -447-5100 
1. ,3,4,6, 7 A 

Stratmar Systems, Inc. 
109 Willette Ave. 
Port Chester, NY 1 0573 
914-937-7171 
1 ,3,6,78 

Suburban Associates 
210 So. Broad Street 
Ridgewood, NJ 07450 
201 -652-2223 
1 ,2,3,4,6, 7C 
See Advertisement P. 10 1 

Technical Analysis and Communications, 
Inc. 
20 E. Oakdene Ave. 
Teaneck, NJ 07666 
201 -836-1500 
1 ,2,3,4,6, 78 

Test Fast Research Services, Inc. 
901 N. Broadway, Ste. 1 
White Plains, NY 10603 
914-948-6630 
1 ,3,6,7B 

Wolf/Aitschui/Callahan, Inc. 
171 Madison Avenue, #11 00 
New York, NY 10016 
212-725-8840 
1 ,3,4,6,7B 

ROCHESTER 

Gordon S. Black Corp. 
1661 Pennfield Rd. 
Rochester, NY 14625 
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716-248-2805 or 800-828-7782 
1,3,6,78 

B.RX, Inc. 
169 Rue De Ville 
Rochester, NY 14618 
716-442-0590 
1,3,4,5,6, 7D 
See Advertisement P. 104 

Ford Research Services, Inc. 
Marketplace Mall 
3400 W. Henrietta Rd. 
Rochester, NY 14623 
716-424-3203 
1,3,4,5,6,7A 

Marion Simon Research Services 
49 Wildbriar Rd. 
Rochester, NY 14623 
716-359-151 0 
1,3,4,6,7C 

SMG Research 
260 East Avenue 
Rochester, NY 14604 
716-263-2614 
1,3,6,78 

The Sutherland Group, Ltd. 
1160-B Pittsford-Victor Rd. 
Pittsford, NY 14534 
716-586-5757 
1,3,6,78 

SUFFOLK COUNTY 

J & R Mall Research 
800 Montauk Hwy. 
Shirley; NY 11967 
516-399-0200 
1,3,4,6,7A 

SYRACUSE 

Marion Simon Research Services 
Northern Lights Mall 
Syracuse, NY 13212 
315-455-5952 
1,3,4,6,7A 

Teresa M. McCarthy Associates 
Penn Cam Mall 
5775 South Bay Road 
Syracuse, NY 13041 
315-458-9320 
1,2,3,4,6, 7 A 

NORTH CAROLINA 

CHARLOTTE 

Charlotte Research Services 
301 E. Kingston Avenue 
Charlotte, NC 28203 
704-333-5028 
1,3,6,78 

Consumer Pulse of Charlotte 
Eastland Mall 
5625 Central Avenue 
Charlotte, NC 28212 
704-536-6067 

1,3,4,5,6, 7 A 
See Advertisement P. 75 

KPC Research 
600 S. Tryon Street 
Charlotte, NC 28202 
704-379-6342 
1,3,6,78 

Leibowitz Market Research Assoc. 
One Parkway Plaza; Ste. 110 
Charlotte, NC 28217 
704-357-1961 
1,3,4,6,78 

W.H. Long Marketing, Inc. 
Golden Gate Shopping Center 
2240 Golden Gate Dr. 
Greensboro, NC 27 408 
919-292-4146 
1,2,3,4,6, 7 A 
See Advertisement P.56 

MarketWise, Inc. 
821 Baxter Street, Ste. 302 
Charlotte, NC 28202 
704-332-8433 
1,3,6,78 

Video Testing Service(VTS) 
301 So. Green St., Ste. 16 
Greensboro, NC 27401 
919-275-9990 
1,3,6,78 

Wade ·west, Carolina 
2300 W. Meadowview Rd., #203 
Greensboro, NC 27407 

IN MINNEAPOliS - ST. PAUL 

ROOM Introducing MetroMarket 
Research Center, the most 

WITH A completefocusgroup, 
interoiewing facility in 

northern New jersey. 

VIEW • Consistently high quality 

The facility clients 
and respondents 

love to visit 
recruiting 

ON THE • Located in the heart 
of a widely diverse 

UTD~orecruiting area 

NY Mn l.N · F~:~~~~~d 
AREA 

respondent 
conference rooms 

for one-on-ones, medium and 
large groups 

• Fully equipped test kitchen 
• Comfortable, spacious client viewing 

rooms seat 15 + 
• Just 13 miles from mid-town Manh~ttan 

MetroMarketResearchCenter ~ 
855Valley Road ,Clifton,NJ07013 (201)470-0044 
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• Attractive, Convenient Riverplace 
Location is a magnet for recruiting hard-to­
get respondents- consumers, kids, business 
people. Great for client free time too! 

• Big, Flexible Rooms set up for your project 
in conference style, living room, kids on 
carpeting, or comfortable one-on-ones. 

• Designed-for-Clients Observation 
Rooms - Raised tiers, 15' mirrors, sound 
controls, private phones. 

• Professionalism and nc committed to a 
problem-free project to meet your needs. 

• Call (612) 331-1570 to book: 

~ THEPLACE 
~ TO GET IDEASTM 

One Main at Riverplace, Suite 502 
Minneapolis, MN 55414 
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919-854-3333 
1 ,3,4,6,7B 

RALEIGH 

Diener & Associates 
200 Park Bldg., Ste. 111 
Rsch. Tri. Pk., NC 27709 
919-549-8945 
1 ,3,6,7B 

FGI, Inc. 
700 Eastowne Dr. 
Chapel Hill, NC 27514 
919-493-1670 
1 ,3,4,6,7B 
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Quick Test Opinion Centers/ 
Field Facts, Inc. 
South Square Mall 
Durham, NC 27707 
919-489-3104 
1 ,3,4,6,7A 
See Advertisement P.3 

L and E Research 
3803 Computer Dr. , Ste. 108 
Raleigh, NC 27609 
91 9-782-3860 
1 ,3,4,6,7B 

A North Carolina State 
Interviewing Service 
4208 Six Forks Rd. 
Bldg. 2, Ste. 333 
Raleigh, NC 27609 
919-781 -0555 or 919-781 -7810 
1 ,3,6,7B 

WINSTON-SALEM 

Bellomy Research, Inc. 
1 08 Cambridge Plaza Dr. 
Winston-Salem, NC 271 04 
919-765-7676 or 800-443-7344 
1 ,3,4,5,6, 7C 

OHIO 

CINCINNATI 

Advanced Research In Marketing 
10133 Springfield Pike 
Cincinnati, OH 45215 
513-772-2929 . 
1 ,3,4,6,7C 

The Answer Group 
11161 Kenwood Rd. 
Cincinnati, OH 45242 
513-489-9000 
1 ,3,4,6,7B 
See Advertisement P. 104 

The Answer Group 
Downtown Cincinnati 
Cincinnati , OH 45242 
513-489-9000 
1 ,3,4,6,7B 
See Advertisement P. 104 

Assistance In Marketing, Inc. 
11890 Montgomery Rd. 
Cincinnati, .QH 45249 
513-683-6600 
1 ,3,4,5,6, 7C 

Winston-Salem Focus Group Centre 
Div. of Martin Research, Inc. Assistance In Marketing, Inc. 

9523 Colerain Avenue 
Cincinnai , OH 45251 
513-385-8228 

1312 Westgate Center Drive 
Winston-Salem, NC 271 03 
919-760-2072 
1 ,3,4,6,7B 1 ,3,6,7A 

See Advertisement P. 114 

Cincinnati's Premiere Focus Group 
Facilities 

THE ANSWER GROUP 

• Two outstanding new focus group facilities, our 
Downtown facility and our Blue Ash facility on 
Cincinnati's northeast side. 

• Large focus group interview rooms with 
contemporary styling for relaxed conversation. 

• Spacious viewing rooms which seat 12 
comfortably. 

·• Recruitment of qualified participants according to 
exact specifications. 

• Emphasis on client service and prompt, expert 
attention to your market research needs. 

Call Maribeth McGraw or Mary Kennedy at 
(513) 489-9000. 

THE ANSWER GROUP 
11161 Kenwood Road 
Cincinnati, OH 45242 
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B & B Research Services, Inc. 
8005 Plainfield Rd. 
Cincinnati , OH 45236 
513-793-4223 
1 ,3,4,6,7B 

Burgoyne Information Services 
705 Central Ave., Ste. 500 
Cincinnati, OH 45202 
513-621-7000 
1 ,3,4,6,7B 

Burke Marketing Research 
Gwynne Bldg., 6th & Main Sts. 
Cincinnati, OH 45202 
513-852-8676 
1 ,3,6,7B 

Consumer Pulse of Cincinnati 
514 Forest Fair Drive 
Cincinnati, OH 45240 
513-671-1211 
1 ,3,4,5,6, 7 A 
See Advertisement P. 75 

Consumer Testing Services 
of Greater Cincinnati 
311 Philadelphia St. 
Covington, KY 41 011 
606-431-7700 
1 ,3,6,7B 

Elrick & Lavidge, Inc. 
11 Triangle Park Dr. 
Cincinnati , OH 45246 
513-772-1990 
1 ,3,6,7B 

Fields Marketing Research, Inc. 
7979 Reading Rd. 
Cincinnati, OH 45237 
513-821-6266 
1 ,2,3,6,7B 

MarketVision Research, Inc. 
4480 Lake Forest Drive 
Cincinnati, OH 45242 
513-733-5600 
1 ,3,4,5,6,7A 

Marketing Research Services, Inc. 
15 E. 8th St. 
Cincinnati, OH 45202 
513-579-1555 
1 ,3,4,5,6, 7 A 
See Advertisement P.65 

Opinion Center, Div. of AIM 
Florence Mall, 1150 Mall Road 
Florence, KY 41 042 
606-283-1232 
1 ,3,6,7A 

QFact Marketing Research, Inc. 
9908 Carver Rd. 
Cincinnati, OH 45242 
513-891-2271 
1 ,3,4,5,6,7B 

Research and Results, Inc. 
29 Triangle Pk., Ste. 2902 
Cincinnati, OH 45246 
513-772-9111 
1 ,3,6,7B 

CLEVELAND 
Business Research Services 
510 The Arcade 
Cleveland, OH 44114 
216-241 -6292 
1 ,3,4,6,7B 

December, 1988 

Cleveland Survey Center 
691 Richmond Mall 
Cleveland, OH 44143 
216-321 -0006 
1 ,3,4,6,7A 

Consumer Pulse of Cleveland 
4301 Ridge Road 
Cleveland, OH 44144 
216-351 -4644 
1 ,3,4,6,7C 
See Advertisement P. 75 

Focus Groups of Cleveland 
Survey Center 
2 Summit Park Dr., Ste. 225 
Cleveland, OH 44131 
216-642-8883 
1 ,3,4,6,7B 
See Advertisement P. 105 

Heakin Research, Inc. 
Severance Center 
3542 Mayfield Road 
Cleveland Heights, OH 44118 
216-381 -6115 
1 ,3,4,6,7A 

The Maffett Research Group 
25111 Country Club Blvd., Ste. 265 
No. Olmsted, OH 44070 
216-779-1303 
1 ,3,4,6,7B 

Marketeam Associates 
Eastwood Mall , Ste. 2636A 
5555 Youngstown 
Niles, OH 44446 
216-544-5253 
1 ,3,6,7A 
See Advertisement P.43 

Marketeam Associates 
3645 Warrensville Center Rd. 
Shaker Heights, OH 44122 
216-491 -9515 
1 ,3,6,7B 
See Advertisement P.43 

National Market Measures, Inc. 
6501 Wilson Mills Road 
Mayfield Village, OH 44143 

216-473-7766 
1 ,2,3,6,7B 

National Market Measures, Inc. 
28901 Clemens Road 
Westlake, OH 44134 
216-4 73-7766 
1 ,2,3,6,7B 

Opinion Center America, Inc. 
22021 Brookpark Rd. 
Cleveland, OH 44126 
216-779-3000 
1 ,3,4,5,6, 7C 

Opinion Centers America, Inc. 
13426 Cedar Road 
Cleveland, OH 44118 
216-932-3753 
1 ,3,4,6,7C 

Rosen Research 
25906 Emery Road 
Cleveland, OH 44128 
216-464-5240 
1 ,3,4,6,7C 

Strategic Consumer Research , Inc. 
26250 Euclid Avenue 
Cleveland, OH 44132 
216-261 -0308 
1 ,3,6,7B 

COLUMBUS 
Assistance In Marketing/Columbus 
River Valley Mall 
Lancaster, OH 43130 
614-653-2070 
1 ,2,3,4,6, 7 A 

B & B Research Service, Inc. 
1365 Grandview Avenue 
Columbus, OH 43212 
614-486-67 46 
1 ,3,6,7B 

Clark Jones Inc. 
1 029 Dublin Road 
Columbus, OH 43215 
614-488-2466 
1 ,3,6,7C 

This demographically desirable area has a new state-of-the-
art consumer research faci lity designed to serve today's 

marketing needs. Over 2,000 sq . ft . of comfort and technology in which to 
conduct focus groups, one-on-one interviews and on-going business in a private 
office environment. Only minutes from Cleveland Hopkins Airport, with excellent 

hotels, dining and other amenities right next door. We invite you to call ... 

FOCUS GROUPS OF CLEVELAND 
2 Summit Park Drive- Suite 225 • (216) 642-8883 

at the Rockside Road exit of 1-77 • Cleveland, Ohio 44131 

Circle No. 788 on Reader Card 105 



Columbus Research Center 
700 Morse Rd., Ste. 201 
Columbus, OH 43214 
614-885-1 858 
1 ,3,6,7B 

Focus Plus 
At Shelly Berman Communicators 
707 Park Meadow Rd . 
Westerville, OH 43081 
614-891 -7070 
1 ,3,4,6,7C 

Quality Controlled Services 
Crossroads Center 
7634 Crossroads Dr. 
Columbus, OH 43219 
614-436-2025 
1 ,3,4,6,7B 

Saperstein Associates , Inc. 
1414 E. Broad St. 
Columbus, OH 43205 
614-253-7665 
1 ,3,6,7B 

Dwight Spencer & Associates ,Inc. 
1290 Grandview Avenue 
Columbus, OH 43212 
614-488-3123 
1 ,3,4,5,6, 7C 

T.I.M.E. Market Research 
6276 Busch Blvd. 
Columbus, OH 43229 
614-846-3163 
1 ,3,4,6,7B 
See Advertisement P.SS 

See Advertisement P. 69 -----------------1 T.I.M.E. Market Research 

West Coast Field Services 

• Four great Focus Group 
Facilities 

• Professional Recruiting 
• Moderators available 

0 5Mitle Ollco 
Seattle/Tacoma SMSA "'-~'\r---ri 

CALL 
(509) 482-5299 
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106 

4265 Westland Mall 
Columbus, OH 43228 
614-276-6336 
1 ,3,4,6,7A 
See Advertisement P. 55 

DAYTON 

Assistance In Marketing/Dayton 
560 Dayton Mall 
2_700 Miamisburg-Centerville Rd. 
Dayton, OH 45459 
513-433-6296 
1 ,3,4,6,7A 

Ruth Elliott Research Services 
3077 Kettering Blvd. , Ste. 300 
Dayton, OH 45439 
513-294-5959 
1 ,3,4,5,6, 7B 

QFact Marketing Research, Inc. 
8163 Old Yankee St. 
Dayton, OH 45459 
513-891 -2271 
1 ,3,6,7B 

TOLEDO 

Barbour Research , Inc. 
5241 Southwyck Blvd., Ste. 201 
Toledo, OH 43614 
419-866-34 75 
1 ,3,6,7B 

Circle No. 790 on Reader Card 

Market Research of Toledo 
3450 W. Central Ave., Rm. 124 
Toledo, OH 43606 
419-531 -7117 
1 ,3,6,7B 

Opinion Survey Center, Inc. 
1690 Woodlands Drive 
Maumee, OH 43537 
419-893-0443 
1 ,3,6,7B 

OKLAHOMA 

OKLAHOMA CITY 

Johnson Marketing Research 
2915 Classen Blvd., Ste. 350 
Oklahoma City, OK 73106 
405-528-2700 
1 ,3,4,6,7B 

Oklahoma City Research 
Ruth Nelson Research Services 
Quail Springs Mall 
2501 W. Memorial Dr. 
Oklahoma City, OK 73134 
303-758-6424 or 405-752-4 710 
1 ,3,4,6,7A 
See Advertisement PAS 

Oklahoma Market Research/Data Net, Inc. 
3909 Classen Blvd., Ste. 200 
Oklahoma City, OK 73118 
405-525-3412 
1 ,3,4,6,7B 

Quick Test Opinion Centers 
1153 Crossroads Mall 
Oklahoma City, OK 73149 
405-631 -9738 
1 ,3,4,6,7A 
See Advertisement P.3 

TULSA 

Friedman Marketing/Tulsa 
Eastland Mall 
14002 E. 21st St., #144 
Tu lsa, OK 74108 
918-234-3337 or 313-569-0444 
1 ,3,4,6,7A 
See Advertisement P.25 
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Tulsa Surveys Griggs-Anderson Omni Research 
1535 So. Sheridan 110 SW Yamhill 9414 SW Barbur Blvd., Ste. A 
Tulsa, OK 74112 Portland, OR 97204 Portland, OR 97219 
918-836-6614 503-241 -8700 503-245-4014 
1 ,3,6,7B 1 ,3,4,6,7A 1 ,3,6,7B 

Image Analysis Market Research 
See Advertisement P. 106 

Tulsa Surveys 
Woodland Hills Mall 1201 SW 12th Ave., Ste. 400 

PENNSYLVANIA 7021 So. Memorial Drive Portland, OR 97205 

Tulsa, OK 74133 
503-227-5763 

918-836-4512 
1,6,7B 

ALLENTOWN 
1 ,3,6,7A ManagemenVMarketing Associate 

Bank of California Tower Parkwood Research Associates 

OREGON 

PORTLAND 

A.T.W. Research, Inc. 
3275 SW Cedar Hills Blvd. 
Beaverton, OR 97005 
503-646-44 77 
1 ,3,4,6,7A 

Columbia Information Systems 
333 SW 5th Avenue, #200 
Portland, OR 97204 
503-225-0112 
1 ,3,6,7B 

Data Unlimited, Inc. 
9900A SE Washington, Mall 205 
Portland, OR 97216 
503-256-0987 
1 ,3,4,6,7A 

3 Easy ways t o get here ... 
by plane. train and car!!! 

707 SW Washington St. ,Ste. 1460 4601 Crackersport Rd. 
Portland, OR 97205 Allentown, PA 18104 
503-228-9327 215-481 -0102 
1 ,2,6,7B 1 ,3,4,6,7B 

Market Decisions Corporation 
ERIE 8959 SW Barbur Blvd., Ste. 204 

Portland, OR 97219 
503-245-44 79 Heintz Research 
1 ,3,6,7B 709 Park Avenue South 

Erie, PA 16502-1238 
Market Trends, Inc. 814-452-64 7 4 
2130 SW Jefferson, Ste. 200 1 ,3,4,6,7D 
Portland, OR 97201 
503-224-4900 Moore Research 
1 ,3,4,6,7B 1545 West 38th St. , Rm. 15 
See Advertisement P. 106 Erie, PA 16508 

814-868-4678 
Northwest Surveys 1 ,3,6,7B 
5322 NE Irving 
Portland, OR 97213 T.I.M.E. North 
503-282-4551 3854 Walker Blvd. 
1 ,3,6,7B Erie, PA 16509 
See Advertisement P.24 814-868-0873 

Our qualitative research 
service is ideally located to 
meet the widest range of 
demographic and geo­
graphic specificat ions. PA 

• Easy access from : 
- Philadelph ia lnt 'l. 

2 Comfortable client lounges w ith 
private telephones and televisions. 

Airport (30 min.) 
- Amtrak 's 30th Street 

Station (8 min.) 
- Pennsylvania Thrnpike 

(20min.) 

• Lodging, dining and 
enterta inment w ith in 
wa lking distance. 1 Fully-equipped test kitchen. 

BLAST OFF 
your next project with 
Group Dynamics! 

GROUP DYNAMICS IN FOCUS 

Call Group Dynamics at 215/668-8535 
for a free brochure. 

ATLANTIC CITY 
90 m1n . 

WILMINGTON 
45 mm. 

555 City Avenue. Suite 580 • Bala Cynwyd, PA 19004 
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1 ,3,6,7B 
See Advertisement P.55 

PHILADELPHIA 

AII-Ways/E.S.I. 
Smylie Times Bldg ., Ste. 100 
8001 Roosevelt Blvd. 
Philadelphia, PA 19152 
215-332-9000 
1 ,3,4,6,7B 

Associates Interviewing Service 
1200 Baltimore Pike 
Springfield, PA 19064 
215-328-1147 
1 ,3,4,6,7A 

Consumer Network, Inc. 
3624 Science Center 
Philadelphia, PA 19104 
215-386-5890 
1,4,7B 

Consumer Pulse of Philadelphia 
Plymouth Meeting Mall #2203 
Plymouth Meeting, PA 19462 
215-825-6636 
1 ,3,4,5,6, 7 A 
See Advertisement P. 75 

The Data Group 
Meetinghouse Business Center 
2260 Butler Pike, Ste. 150 
Plymouth Meeting, PA 19462 
215-834-2080 
1 ,3,6,7B 

Davis and Company 
3901 Market Street, Ste. 12 
Philadelphia, PA 19104 
215-222-3000 
1 ,3,6,7B 

Focus Suites of Philadelphia 
One Bala Plaza, Ste. 622 
Bala Cynwyd, PA. 19004 
215-667-1110 
1 ,3,4,5,6, 7B 
See Advertisement Inside Back Cover 

Group Dynamics In Focus 
555 City Line Ave., Ste. 580 
Bala Cynwyd, PA 19004 
215-668-8535 
1 ,3,4,6,7B 
See Advertisement P.107 

J .J . & L. Research Co. 
Roosevelt Mall 
2383 Cottman St. 
Philadelphia, PA 19149 
215-332-7040 
1 ,3,4,5,6, 7 A 

JRP Marketing Research Service, Inc. 
100 Granite Drive,Terrace Level 
Media, PA 19063 
215-565-8840 
1 ,3,4,6,7B 
See Advertisement P. 108 

JRP Marketing Research Services, Inc. 
1 08 Oxford Valley Mall 
Langhorne, PA 19047 
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215-565-8840 
1 ,3,4,6,7A 
See Advertisement P. 108 

Mar's Surveys, Inc. 
Cinnaminson Mall, Rte. 130 
Cinnaminson, NJ 08077 
609-786-8514 
1 ,3,6,7A 

National Analysts 
Booz Allen & Hamilton, Inc. 
400 Market Street 
Philadelphia, PA 19106 
215-627-8110 
1 ,3,6,7B 

Philadelphia Focus, Inc. 
1 00 N. 17th St. 
Philadelphia, PA 19103 
215-561 -5500 
1 ,3,6,7B 
See Advertisement P. 55 

Plaza Research 
Two Greentree Centre 
Marlton, NJ 08053 
609-596-7777 
1 ,2,3,4,6, 7B 

Quality Controlled Services 
A2577 lnterplex Drive 
Trevose, PA 19047 
215-639-8035 
1 ,3,4,6,7C 
See Advertisement P. 69 

Quality In Field 
308 Lakeside Drive 
Southampton, PA 18066 
215-698-0606 
1 ,3,4,6,7B 

Quick Test Opinion Centers 
Moorestown Mall 
Moorestown, NJ 08057 
609-234-5440 
1 ,3,4,6,7A 
See Advertisement P.3 

Quick Test Opinion Centers 
Neshaminy Mall #1 09 
Bensalem, PA 19020 
215-322-0400 
1 ,3,4,6,7A 
See Advertisement P.3 

Research Inc. 
521 Plymouth Rd., Ste. 115 
Plymouth Meeting, PA 19462 
215-941 -2700 or 800-828-3228 
1 ,3,4,6,7B 
See Advertisement P.53 

Savitz Research Center, Inc. 
Valley Forge Plaza 
1150 First Ave ., Ste. ?50 
King of Prussia, PA 19406 
215-962-0609 
1 ,3,4,6,7B 

Savitz Research Center, Inc. 
3007 Willow Grove Park Mall 
2500 Moreland Road 
Willow Grove, PA 19090 

December, 1988 

215-657-6660 
1 ,3,4,6,7A 

Strategic Marketing Corp. 
GSB Bldg. , Ste. 802 
City Line & Belmont Aves. 
Bala Cynwyd, PA 19004 
215-667-1649 
1 ,3,6,7B 

Suburban Associates 
587 Bethlehem Pike, Ste. 800 
Montgomeryville, PA 18954 
215-822-6220 
1 ,3,4,6,7B 

Survey Centers, Inc. 
208 Cherry Hill Mall 
Cherry Hill , NJ 08002 
609-663-6700 
1 ,3,4,6,7A 

United States Testing Company 
224 Echelon Mall 
Voorhees, NJ 08043 
609-772-2220 
1 ,3,4,617A 
See Advertisement P.38 

The Vanderveer Group 
555 Virginia Drive 
Fo'rt Washington , PA 19034 
215-646-7200 
1 ,3,4,5,6, 7B 

PITTSBURGH 

Campos Market Research 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
412-471-8484 
f ,3,4,6,7B 

Data Inquiries 
Century Ill Mall Room 934 
3075 Clairton Rd. 
W. Mifflin, PA 15123 
813-289-4500 
1 ,3,4,6,7A 
See Advertisement P. 109 

Greater Pittsburgh Research Service 
5362 Steubenville Pike 
Pittsburgh, PA 15136 
412-788-4570 
1 ,3,6,7B 

Greater Pittsburgh Research Service 
Beaver Valley Mall , Room 611 
Monaca, PA 15061 
412-788-4570 
1 ,3,4,6,7A 

Heakin Research, Inc. 
1 000 Ross Park Mall Rd. 
Pittsburgh, PA 15237 
412-369-4545 
1 ,3,4,6,7A 

Anna Marie Kmonk Mktg. Rsch. , Inc. 
53 Julian Drive 
Pittsburgh, PA 15235 
412-247-7496 
1 ,3,6,7D 

Marketing Investigations, Inc. 
Osborne Plaza 
11 06 Ohio River Blvd. 
Sewickley, PA 15143 
412-7 41 -241 0 
1 ,3,4,6,7B 

Noble Interviewing 
1610 Potomac 
Pittsburgh, PA 15216 
412-343-6455 
1 ,2,3,6,7B 

Sante II Market · Research 
300 Mt. Lebanon Blvd. , Ste. 2204 
Pittsburgh, PA 15234 
412-341 -8770 
1 ,3,6,7B 

T.I.M.E. East Market Research 
280 Ohio Valley Mall 
St. Clairsville, OH 43950 
614-695-6288 
1 ,3,4,6,7A 
See Advertisement P.55 

Truxell Interviewing Services 
Monroeville Mall , Rm. 256 
Monroeville, PA 15146 
412-373-3676 
1 ,3,4,5,6, 7 A 

YORK 

Polk-Lepson Research Group 
2709 So. Queen Street 
York, PA 17403 

FREE l/2" VIDEO TAPING 
FOR FiltST-TIME CLIENTS 
We're s~ sure that you will be pleased with both our recruiting 

and our facilities that we will give you free 1/21
' video 

taping with your next focus group rr 4 · ~ 
project. This just might be the ~ 

incentive for you to try us and we're sure 
you will return again and again. 

DRTR ·lnOUiAIES 

~@@~@CO 813-289-4500 
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717-741-2879 
1,3,4,6,7B 

RHODE ISLAND 

PROVIDENCE 

Aloco, Inc. 
875 Centerville Road 
Warwick, Rl 02886 
401-821-6900 
1,3,4,6,7B 

Alpha Research Associates, Inc. 
P.O. Box 28497, North Station 
Providence, Rl 02908 
401-521-6660 
1,3,4,6,7C 

Mary Hussey Survey & Research 
336 North Broadway 
E. Providence, Rl 02916 
401-438-8330 
1,3,4,6,?B 

Rhode Island Survey & Research 
690 Warren Ave. 
E. Providence, Rl 02914 
401-438-4120 
1,2,3,4,6,7B 

SOUTH CAROLINA 

Ho 

CHARLESTON 

Bernett Opinion Center 
62 Northwoods Mall 
N. Charleston, SC 29418 
803-553-0030 
1,3,4,6,7A 
See Advertisement P. 66 

Nelson Marketing Research 
819 Eastern White Pines Rd. 
Ladson, SC 29456 
803-797-2457 
1,2,3,6,7D 

COLUMBIA 

Marketsearch Corporation 
2721 Devine St. 
Columbia, SC 29205 
803-254-6958 
1,3,4,6,7C 

Metromark Market Research , Inc. 
3030 Devine St. 
Columbia, SC 29205 
803-256-8694 
1,3,6,7C 

GREENVILLE 

Carolina Market Research 
88 Villa Road 
Greenville, SC 29615 
803-233-5775 

at Westgate 

• 
ALBUOULROUE 

• Only pennanent mall facility TEXAS 
between Dallas, Oklahoma City 
and Albuquerque. 

• 500,000+ ·population C and D County 
trade areas. 

• Diversified industrial and economic base. 
• 4'xl0' mirror, 20'x18' or IO'xiO' group rooms, 

12' or ·8' or I 0' xI 0' viewing rooms. 
• Over I 0 years experience recruiting and site selection 

for rural focus groups across USA. 

Circle No. 794 on Reader Card 
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1,3,4,6,7C 

Market Insight 
4501 East North St. 
Taylors, SC 29687 
803-292-5187 
1,3,4,5,6,7B 

Research, Inc. 
Piedmont Center 
33 Villa Rd., Ste. 202 
Greenville, SC 29615 
803-232-2314 
1,3,6,7B 

SOUTH DAKOTA 

SIOUX FALLS 

American Public Opinion Survey 
and Market Research 
1324 So. Minnesota Ave. 
Sioux Falls, SD 57105 
605-338-3918 
1,2,3,4,5,6,7C 

TENNESSEE 

CHATTANOOGA 

Wilkins Research Services 
1921 Morris Hill Road 
Chattanooga, TN 37421 
615-894-9478 
1,3,4,5,6,7C. 

• 
DALLAS 

To reach Middle America call 
Anndel Hodges 

Opinions Unlimited 
I • 800 • 87 4 • 6194 

Amarillo, Texas 

Quirk's Marketing ~esearchReview 



KNOXVILLE 

H M R Associates 
1423 Coker Ave. 
Knoxville , TN 37917 
615-522-4532 
1 ,3,4,5,6, 7C 

T.I.M.E. South 
East Towne Mall 
3029 Mall Rd. 
Knoxville, TN 37924 
615-544-1885 
1 ,3,4,6,7A 
See Advertisement P.SS 

MEMPHIS 

Chamberlain Market Research 
Interviewing Service 
3865 Viscount Ave ., #11 
Memphis, TN 38118 
901 -795-6800 
1 ,2,3,4,5,6, 7B 

Friedman Marketing/Memphis 
Century Plaza Bldg. , Ste. 1 & 2 
5830 Mt. Moriah 
Memphis, TN 38115 
901 -795-0073 or 313-569-0444 
1 ,3,4,6,7B 
See Advertisement P.25 

Heakin-Mid South Research 
4434 Mall of Memphis 
Memphis, TN 38118 
901 -795-8180 
1 ,3,4,6,7A 

Market Development Associates 
5050 Poplar, Ste. 821 
Memphis, TN 38157 
901 -682-1011 
1 ,3,6,7B 

NASHVILLE 

Quality Controlled Services 
100 Oaks Mall Office Tower, Ste. 401 
719 Thompson Lane 
Nashville, TN 37204 
615-383-5312 
1 ,3,4,6,7A 
See Advertisement P.69 

Quick Test Opinion Center 
Hickory Hollow Mall #1123 
Antioch, TN 37013 
61 5-834-0900 
1 ,3,4,6,7A 
See Advertisement P.3 

20/20 Research 
3343 Perimeter Pk. Dr. , Ste. 203 
Nashville, TN 37211 
615-885-2020 
1 ,2,3,6,7B 

TEXAS 

AMARILLO 

December, 1988 

Opinions Unlimited, Inc. 
1500 w. 13th. 
Amarillo , TX 79102 
806-373-7491 
1 ,3,6,7C 
See Advertisement P. 110 

AUSTIN 

Irwin Research Services of Texas 
Barton Creek Square #C-09 
2901 Capitol Texas Hwy. 
Austin , TX 78746 
512-327-8787 
1 ,3,4,6,7A 

NuStats, Inc 
816 Congress Ave., Ste. 300 
Austin, TX 78701 
512-469-6400 
1 ,3,6,7B 

Research and Planning Consultants, Inc. 
3200 Red River, Ste. 302 
Austin, TX 78705 
512-459-3139 or 800-288-9287 
1 ,3,4,6,7B 

Texas Field Service 
1200 Highland Mall 
Austin , TX 78752 
512-459-3139 or 800-288-9287 
1 ,3,6,7A 

CORPUS CHRISTI 

Wade West-Texas 
5858 S. Padre Island Dr., #38 
Corpus Christi, TX 78412 
512-993-6200 
1 ,3,4,5,6,7A 

DALLAS/FT. WORTH 

Brisendine and Associates , Inc. 
9619 Wendell Rd. 

Dallas, TX 75243 
817-292-8073 
1 ,3,4,6,7B 

Databank Marketing Research 
Rt. 1, 1 09F Hwy. 718 
Rhome, TX 76078 
817-489-2300 
1 ,2,3,4,5,6, 7C 

Dallas Focus 
2421 Parkwood 
Grand Prairie, TX 75050 
214-660-8862 
1 ,3,4,6,7B 

Facts In Focus, Inc. 
Prestonwood Town Ctr. 
5301 Beltline Rd., Ste. 2128 
Dallas, TX 75240 
312-446-7799 
1 ,3,4,6,7A 

Fenton Swanger Consumer Research 
14800 Quorum Dr., Ste. 250 
Dallas, TX 75240 
214-934-0707 
1 ,3,4,6,7B 

Fenton Swanger Consumer Research 
Town East Mall 
Mesquite, TX 75150 
214-934-0707 
1 ,3,4,6,7A 

Fenton Swanger Consumer Research 
Galleria Mall 
Dallas, TX 75240 
214-934-0707 
1 ,3,4,6,7A 

Focus On Dallas 
3530 Forest Lane, Ste. 8 
Dallas, TX 75234 
214-350-5411 
1 ,2,3,4,6, 7B 

Heakin Research, Inc. 
Fort Worth Town Center 

Hard-to-find # 1 
The major express mail 
service needed speedy 

feed back from executive 
users of a low incidence 

international and domestic 
security service. 

We found: ... those users 
quickly, and recruited them here in New York. Clients 

were also provided with private facilities including offices. 
phones and security. 
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4200 So. Freeway, Ste. B-31 
Ft. Worth , TX 76115 
817-926-7995 

Dallas, TX 75234 
214-241 -6696 
1 ,3,4,6,7C 

1 ,3,4,6,7A See Advertisement Back Cover 

MVA Research/Dallas 
433 E. Las Colinas Blvd., Ste. 1165 
Irving, TX 75039 

Quality Controlled Services 
14683 Midway Rd., Ste. 100 
Dallas, TX 75244 
214-458-1502 214-556-2314 

1 ,2,3,6,7B 

Plaza Research 
14160 Dallas Parkway 
Dallas, TX 75240 
214-392-0100 
1 ,2,3,4,5,6, 7B 

Probe Research 
2723 Valley View Lane 

1 ,3,4,6,7B 
See Advertisement P. 69 

Savitz Research Center, Inc. 
13747 Montfort 
Dallas, TX 75240 
21 4-386-4050 
1 ,3,4,6,7D 

TOPS IN 
RESEARCH 
INCORPORATED 

TOPS ... in Service 
Phone Interviews/Recruiting Mall Intercept Interviews 

Door-to-Door Opinion Surveys Product Testing 
Focus Group Discussions In-Store Audits 

Executive Interviews 

TOPS ... in location 
Main Office with Focus Group facilities located in North Dallas, 

ten minutes from D/FW Airport, fifteen minutes from 
Downtown Dallas 

Irving Mall facility with Focus Group facilities and Test Kitchen 
located five minutes from D/FW Airport, twenty minutes from 

Downtown Dallas 

11 2 

TOPS ... in Research! 
TOPS IN RESEARCH, INC. 
2125 LBJ Freeway, Suite 121 

Dallas, Texas 75234 
(214 )484-9901 

Circle No. 804 on Reader Card 

Texas Audits & Surveys 
Rt. 1, 7 Green Oaks 
Rhome, TX 76078 
817-489-2016 
1 ,2,3,4,5,6,7C 

Tops In Research, Inc. 
2925 LBJ Freeway, Ste. 121 
Dallas, TX 75234 
214-484-9901 
1 ,2,3,6,7B 
See Advertisement P. 112 

Tops In Research, Inc. 
Irving Mall 
Beltl ine Rd . & Hwy. 183 
Irving, TX 75062 
214-484-9901 
1 ,2,3,4,5,6,7A 
See Advertisement P. 112 

EL PASO 

Aim Research 
1 0456 Brian Mooney 
El Paso, TX 79935 
915-591 -4777 
1 ,3,4,6,7C 

HOUSTON 

Creative Consumer Research 
4133 Bluebonnet 
Stafford, TX 77477 
713-240-9646 
1 ,3,4,6,7B 

Heakin Research, Inc. 
Galleria II 
5085 Westheimer, Ste. 3897 
Houston, TX 77056 
713-871 -8542 
1 ,3,4,6,7A 

Heakin Research 
San Jacinto Mall #1670 
Baytown, TX 77521 
713-421 -2584 
1 ,3,4,6,7A 

Houston Consumer Research 
730 Almeda Mall 
Houston, TX 77075 
713-944-1431 
1 ,3,4,6,7A 

International Forum Corporation 
9900 Westpark, Ste. 186 
Houston, TX 77063 
713-784-2222 
1 ,3,6,7B 

In-Touch Research , Inc. 
1710 Highway 6 South , Ste. D 
Houston, TX 77077 
713-497-2828 
1 ,3,4,6,7B 

Key Research, Inc. 
3115 W. Loop So., #32 
Houston, TX 77027 
713-840-7711 
1 ,3,6,7B 
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MVA Research 
5850 San Felipe, Ste. 269 
Houston, TX 77057 
713-783-9109 
1,2,3,4,6, 7B 

Quality Controlled Services 
1560 W. Bay Area Blvd. , Ste. 130 
Friendswood, TX 77546 
713-488-8247 
1,3,4,6,7B 
See Advertisement P. 69 

Quick Test Opinion Centers 
Sharpstown Center 
7500 Bellaire Blvd. , Ste. 762 
Houston, TX 77036 
713-988-8988 
1,3,4,6,7A 
See Advertisement P.3 

Savitz Research Center, Inc. 
1122 Deerbrook Mall 
20131 Highway 59 
Humble, TX 77338 
713-540-2020 
1,3,4,6,7A 

LUBBOCK 

UMS Research Group 
1516 53rd Street 
Lubbock, TX 79412 
800-858-4567 
1,3,4,6,7C 

SAN ANTONIO 

Creative Consumer Research 
5411 Bandera Rd. , Ste. 307 
San Antonio, TX 78238 
512-520-7025 
1,3,6,7B 

Galloway Research Service 
4346 NW Loop 41 0 
San Antonio, TX 78229 
512-734-4346 
1,2,3,4,6,7C 

Galloway Research Service 
McCreless Mall , 1-37 and Fair Ave. 
San Antonio, TX 78223 
512-734-4346 
1,3,4,6,7A 

L. Tucker Gibson and Associates 
6655 First Park Ten., Ste. 231 
San Antonio, TX 78213 
512-736-201 0 
1,3,6,7B 

National Data Network 
41 03 Parkdale 
San Antonio, TX 78229 
512-699-9781 
1,3,6,7B 

Pro mark 
1777 N.E. Loop 410, Ste. 1200 
San Antonio, TX 78217 
512-822-1200 
1,3,4,6,7B 

December, 1988 

Quick Test Opinion Centers 
Windsor Park Mall , Ste. 14B 
San Antonio, TX 78218 
512-657-9424 
1,3,4,6,7A 
See Advertisement P. 3 

UTAH 

SALT LAKE CITY 

Friedman Marketing/Utah 
2051 Layton Hills Mall 
Layton, UT 84041 
801 -544-8688 or 313-569-0444 
1,3,4,6,7A 
See Advertisement P.25 

Utah Market Research 
Ruth Nelson Research Services 
CrossRoads Plaza Mall 
50 So. Main Street 
Salt Lake City, UT 84144 
303-758-6424 or 801 -363-8726 
1,3,4,6,7A 
See Advertisement P.45 

Your Opinion Counts 
Gay Hill Field Service 
Cottonwood Mall 
4835 Highland Drive 
Salt Lake City, UT 84117 
801 -261 -4117 
1,3,6,7A 

VIRGINIA 

CHARLOTTESVILLE 

Probe Research, Inc. 
10004 Jefferson St. E. 
Charlottesville, VA 22901 
804-296-3980 
1,3,4,6,7C 

NORFOLK/ 
VIRGINIA BEACH 

Continental Research 
4500 Colley Ave. 
Norfolk, VA 23508 
804-489-4887 
1,3,6,7B 

Norfolk Focus Group Centre 
Div. of Martin Research, Inc. 
5602 Va. Beach Blvd. , Ste. 105 
Virginia Beach, VA 23462 
804-499-8033 
1,3,6,7B 
See Advertisement P. 114 

Quick Test Opinion Centers/ 
Field Facts, Inc. 
The Atrium, Suite 206 
64 77 College Park Square 
Virginia Beach, VA 23464 
804-523-2505 
1,2,3,4,7B 
See Advertisement P.3 

RICHMOND 

Basso Survey Services, Ltd. 
The Shops At Willow Lawn 
616 No. Office Tower 
Richmond, VA 23230 
804-285-2113 
1,3,6,7A 

Alan Newman Research 
500 No. Allen Ave. 
Richmond, VA 23220 
804-254-34 77 
1,3,6,7B 

Pappas Research 
7437B Midlothian Tnpke 
Richmond, VA 23225 
804-320-2938 
1,3,4,6,7A 

Hard-to-find #2 
Owners of highly sophisticated, 
15 million dollar mainframe computer. 
Only 40 exist in the USA. 

We found: ... several of these owners 
in the New York metropolitan area. 
Confidentiality was respected and 
respondents were in our group sessions 
in a record two-week turnaround. 
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Richmond Focus Group Center 
1805 Monument Ave., Ste. 514 
Richmond, VA 23220 
804-358-3305 
1 ,3,6,7B 

Southeastern Institute of Research 
2325 W. Broad St. 
Richmond, VA 23220 
804-358-8981 
1 ,3,6,7B 

ROANOKE 

Roanoke Focus Group Centre 
Div. of Martin Research , Inc. 
2122 Carolina Ave. SW 
Roanoke, VA 24014 
703-342-1970 
1 ,3,4,6,7C 
See Advertisement P. 114 

WASHINGTON 

SEATTLE/TACOMA 

Consumer Opinion Services, Inc. 
12825 1st Ave. So. 
Seattle, WA 98168 
206-241-6050 
1 ,3,4,6,7C 
See Advertisement P. 66 

Consumer Opinion Services, Inc. 
10829 NE 68th St., Bldg. B 
Kirkland, WA 98033 
206-241-6050 
1 ,3,4,6,7B 
See Advertisement P. 66 

Friedman Marketing/Seattle 
Pavillion Mall 
17900 Southcenter Blvd. , Ste. 286 
Seattle, WA 98188 
206-575-1188 or 313-569-0444 
1 ,3,4,6,7A 
See Advertisement P.25 

GMA Research Corp. 
11808 Northrup Way 
Bellevue, WA 98005 
206-827-1251 
1 ,3,4,6,7B 

Market Data Company 
1111 Fawcett Avenue, Ste. 105 
Tacoma, WA 98402 
206-383-11 00 
1 ,3,6,7B 

Market Trends Research, Inc. 
14711 NE 29th Place, Ste. 101 
Bellevue, WA 98007 
206-885-4900 
1 ,3,4,6,7B 
See Advertisement P. 106 

Northwest Surveys 
21 00 North 45th Street 
Seattle, WA 98103 
206-54 7-5600 
1 ,3,6,7B 
See Advertisement P.24 

Northwest Surveys 
Metropolitan Park Bldg. 
1100 Olive Way, Ste. 250 
Seattle, WA 98101 
206-54 7-5600 
1 ,3,6,7B 
See Advertisement P.24 

Quick Test Opinion Centers 
Tacoma Mall Shopping Center 
42nd & Ferry St. , Room 699 
Tacoma, WA 98409 
206-4 7 4-9980 
1 ,3,4,6,7A 
See Advertisement P. 3 

Wade West/Seattle 
Crossroads Mall 
15600 North East 8th 
Bellevue, WA 98006 
206-641-1188 
1 ,3,4,6,7A 

SPOKANE 

The Center For Market Research 
The Bernard Bldg ./So. 1414 Bernard 
Spokane, WA 99203 
509-7 4 7-0782 
1,3,4,6,7B 

Consumer Opinion Services, Inc. 
315 Northtown Mall 
Spokane, WA 99207 
206-241-6050 
1,3,4,6,7A 
See Advertisement P.66 

Inland Market Research Center 
1715 "B" N Atlantic 
Spokane, WA 99205 
509-326-8040 
1,3,6,7B 

Market Trends Research, Inc. 
North 1801 Hamilton 
Spokane, WA 99207 
509-482-5299 
1,3,4,6,7B 
See Advertisement P. 106 

YAKIMA 

Gargan & Associates 
32 Galleria Yakima Mall 
Yakima, WA 98901 
509-453-797 4 
1,3,6,7A 
See Advertisement P.52 

WEST VIRGINIA 

CHARLESTON 

McMillion Research 
119 Eastwood Acres 
Nitro WV 25143 
304-755-5889 
1,3,4,6,7B 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Ryan/Sam~es Research, Inc. 
1012 Kanawha Blvd. 

FOCUS GROUPS IN VIRGINIA OR NORTH CAROLINAl 
NORFOLK 

FOCUS GROUP CENTRE 

Virginia Beach, Virginia 
Markets Served-Norfolk, 

Virginia Beach, Portsmouth, 
Chesapeake, SMA 

ROANOKE 

FOCUS GROUP CENTRE 

Roanoke, Virginia 

Markets Served­
Roanoke, SMA 

WINSTON-SALEM 

FOCUS GROUP CENTRE 

Winston-Salem, North Carolina 

Markets Served­
Winston-Salem, High Point, 

Greensboro 
Each Facility Provides: 

• large conference room • full audio/visual capabilities 
• one-way mirror • quality recruiting 
• client viewing room • trained moderators 

Roanoke Focus Group Centre 
2122 Carolina Avenue, SW 
P. 0. Box 8595 
Roanoke, Virginia 24014 
(703) 342-5364 

Norfolk Focus Group Centre 
Executive Cove Center-Suite 105 

5602 Virginia Beach Boulevard 
Virginia Beach, Virginia 23462 

(804) 499-4907 

Winston-Salem Focus Group Centre 
1312 Westgate Center Drive 

Winston-Salem, North Carolina 27103 
(919) 760-2072 

Charleston, WV 25301 
304-343-7655 
1 ,3,4,6,7B 

WISCONSIN 

APPLETON 

Friedman Marketing/ Appleton 
Fox River Mall , #712 
4301 W. Wisconsin Ave. 
Appleton, WI 54913 
414-730-2240 or 313-569-0444 
1,3,4,6,7A 
See Advertisement P.25 

GREEN BAY 

Wisconsin Research, Inc. 
1270 Main Street 
Green Bay, WI 54302 

... ___________________________ .... 1414-436-4646 

1,3,4,6,7B 
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MADISON 

Madison Interviewing Service, Inc. 
1955 W. Broadway, Ste. 105 
Madison, WI 53713 
608-222-6758 
1 ,3,4,6,7C 

MILWAUKEE 

Consumer Pulse of Milwaukee 
The Grand Ave. Mall, #2028 & #3004 
275 West Wisconsin Avenue 
Milwaukee, WI 53203 
414-27 4-6060 
1 ,3,4,5,6, 7 A 
"See Advertisement P. 75 

Dieringer Research Associates 
3064 No. 78th Street 
Milwaukee, WI 53222 
414-445-1717 
1 ,3,6,7B 

Lein/Spiegelhoff 
235 No. Executive Dr., Ste. 300 
Brookfield, WI 53005 
414-797-4320 
1 ,3,4,6,7B 

Mazur/Zachow Interviewing Service 
4319 No. 76th Street 
Milwaukee, WI 53222 
414-438-0805 
1 ,3,4,6,7B 

Milwaukee Market Research , Inc. 
2835 No. Mayfair Road 
Milwaukee, WI 53222 
414-4 75-6656 
1 ,2,3,4,6, 7B 

Millie Sevedge & Associates 
6001 W. Center St. 
Milwaukee, WI 5321 0 
414-453-6086 
1 ,2,3,4,6, 7B 

CANADA 

ALBERTA 

CALGARY 

Heffring Research Group 
630, 999-8 Street SW 
Calgary, AB T2R 1 J5 
403-228-9100 
1 ,3,6,7B 

EDMONTON 

Criterion Research Corp. 
1 061 3-82 Street 
Edmonton, AB T6A 3N2 
403-465-0708 
1 ,3,6,7B 

December, 1988 

BRITISH COLUMBIA 

VANCOUVER 

Research House, Inc. 
Metrotown Centre, 468-4800 Kingsway 
Burnaby, BC V5H 4J2 
606-433-2696 
1 ,3,4,6,7A 

United Communications Research 
1622 W. 7th Ave. , 2nd Floor 
Vancouver, BC V6J 1 S5 
604-736-8781 
1 ,3,6,7B 

MANITOBA 

WINNIPEG 

Opinion Place 
66 K-1485 Portage Avenue 
Polo Park Shopping Centre 
Winnipeg, MB R3G OW4 
204-783-5160 
1,3,6,7A 

ONTARIO 

TORONTO 

ABM Research Ltd. 
17 Madison Avenue 
Toronto, ON M5R 2S2 
416-961-5511 
1 ,2,3,4,6,7C 

Canada Market Research Ltd. 
1235 Bay Street, #301 
Toronto, ON M5R 3K4 
416-964-9222 
1 ,3,6,7B 

Consumer Vision Inc. 

14 Prince Arthur Ave ., Ste. 107 
Toronto, ON M5R 1 A9 
416-967-1596 
1 ,2,3,4,6, 7B 

Contemporary Research Centre Ltd. 
2221 Younge St., Ste. 503 
Toronto, ON M4S 2B4 
416-486-2043 
1 ,3,6,7A 

Decision Marketing Research 
661 Queen Street East 
Toronto, ON M4M 1G4 
416-469-5282 
1 ,2,3,4,6, 7B 

Focus Canada 
55 St. Clair Ave. W., Ste. 127 
Toronto, ON M4V 2Y7 
416-922-0338 
1 ,2,3,6,7B 

Goldfarb Consultants 
4950 Yonge Street, Ste. 1700 
Toronto, ON M2N 6K1 
416-221-9200 
1 ,3,4,6,7B 

lnfocus 
920 Yonge St., Ste. 720 
Toronto, ON M4W 3C7 
416-928-1562 
1 ,2,3,4,6, 7B 

Research House, Inc. 
· Warden Woods Mall 
725 Warden 
Scarborough ON N 1 L 4R7 
416-488-2328 
1 ,3,4,6,7A 

Research House, Inc. 
88 Eglinton Ave. W. 
Toronto, ON M4R 1 A2 
416-488-2328 
1 ,2,3,6,7B 

• Computerized validation assures 
first time respondents. 

• Comfortable client room seats 20. 

Focus Plus 
The Qualitative Research FacUlty 
with the belt New Yoltl has to offer. 

79 Fifth Avenue, N.Y., N.Y. 10003 
(212) 807-9393 FAX (212) 645-3171 
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Research House, Inc. Clas Woodbine Center 
500 Rexdale Blvd., Ste. C1A sified 
Rexdale , ON M9W 6K5 
416-488-2328 
1 ,3,4,6,7A 

Wanted: RECRUITERS 

OTTAWA Newly opened Burbank-based qualitative facility 
seeking respondent recruiters experienced in 

Interviewee, Ltd. business-to-business, medical and consumer re-

225 Metcalfe, Ste. 610 cruiting. Send letter/resume to: 

Ottawa, ON K2P 1 P9 Dept. 991 

613-236-8666 Quirk's Marketing Research Review 
1 ,3,6,78 P.O. Box 23536 

Minneapolis, MN 55423 

QUEBEC 

MONTREAL 

Centre De Recherche Contemporaines Ltee 
Wanted: 

2155 Guy St. , Ste. 1080 Facility managerfornewly opened Burbank-based 

Montreal, QU H3H 2R9 qualitative research facility. Prefer existing client 

514-932-7511 base. Salary negotiable. Send letter/resume to: 
1 ,3,6,78 Dept 992 

Quirk's Marketing Research Review 
Les Recherches En Marketing P.O. Box 23536 
Place Dupuis Minneapolis, MN 55423 
800 Maisonneuve East, Ste. 210 
Montreal, QU H2L 4L8 
514-844-3331 
1 ,3,4,6,7A 

U.S. ,OI1t 1St rvicl 

STATEMENT OF OWNE~,!!·~>y~A~fcOf:fNT AND CIRCULATION 
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Market Research Analyst- to research and 
analyze market conditions internationally, par­
ticularly the European and Middle Eastern 
markets, to determine potential sales. To estab­
lish research methodology and design format 
for data gathering. To examine and analyze 
statistical data, current conditions, trends, in­
dustry activity and financial statements to fore­
cast future marketing trends. To plan strategy 
for development of mid-Eastern and European 
markets. To gather data on competitors and 
analyze prices, sales and methods of marketing 
and distribution in European and middle-East­
ern countries. To collect data on mid-Eastern 
social customs, business practices, preferences 
and buying habits. To act as liaison between top 
management and potential mid-Eastern buyers. 
Responsible for making recommendations to 
the National Sales Manager in regard to re­
gional product demand, volume of accounts and 
competitive market activity. Use of computer 
software packages (Lindo, Mini tab and Lotus 1-
2-3) for marketing forecasting analyses and 
knowledge of mid-East business practices and 
international export markets, especially Euro­
pean and mid-Eastern, are required. Must have 
knowledge of yarn and materials used in rug 
weaving. A Bachelor of Business Administra­
tion in Marketing and one year and six months 
experience in the job offered or one year and six 
months experience in the field of marketing re­
quired. A Master's Degree in Business Admini­
stration may be substituted for one year work 
experience. Salary:$25,000 per year. Apply 
with resume and proof of experience, together 
with references, to the Georgia Department of 
Labor, 417 W. Crawford Street, Dalton, Geor­
gia 30722-0929, or to the nearest GA Service 
Center. Job Bank Order No. GA 5301345. 

Corrections 
The following listing was inadvertent! y 

omitted from the 1988 Mall Research 
Facility directory. 

Gargan & Assiciates 
32 Galleria Yakima Mall 
Yakima, W A 98901 
509/453-7974 
1,2,3,4 

The following listing was inadvertently 
omitted from the 1988 Health Care Re­
search Listing. 

Bilingual Unlimited Research 
P.O. Box 20923 
San Diego, CA 92120 
619/583-6243 
A 4,5,6,7,8,9 
B 1,2 
c 1,2,3,4,5,7,8,9 
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sciousness is surprisingly narrow at this time, limited almost 
entirely to automobiles and electronics among consumer prod­
ucts. European brands, on the other hand, are well-known 
across a broad range of product categories, and may become 
even stronger as European trade barriers are reduced in 1992. 

• Numerous well-known brands have real or potential image 
problems: Their consumer esteem ranks well below what their 
recognition levels should support. Some leading examples are 
Playboy, Warner Bros., Greyhound and Weight Watchers. 

• Several corporate name changes to acronyms (initials) and 
tacenyms (meaningless names) produced lower recognition 
and approval scores than names that preceded them. This was 
true of USX, NYNEX, and Unisys, among others. But mean­
ingful names like Sara Lee and USAir improved on the scores 
of their predecessor names. Even taking into account that new 
names take time to build value, the study indicates that mean­
ingless names are less efficient. 

A powerful brand image derives its strength from one or more 
of the following factors, says director of LandorResearch, 
Stewart Owen: 

• Nature of prod'JCt category: "Strong brands are often 
associated with high-involvement categories, like automobiles 
and credit cards," says Owen. 

• Product quality: "Strong brands usually do what they do 
very well. Look at Windex." 

• Brand longevity: "It takes time to establish a brand and the 
first strong brand in an area often builds a lasting lead. Some­
times, the leading brand becomes synonymous with the cate­
gory itself, as in the case of Kleenex, Xerox or Levi's." 

• Advertising and marketing communications: "Many strong 
brands tell their story both constantly and well; McDonald ' s 
and Coca-Cola are excellent examples. And many strong 
brands have made themselves into super-brands that cover a 
multitude of products." 

• Brand personality: "The strongest brands stand for some­
thing; they have a distinctive, well-perceived identity in the 
consumer's mind. Think of Disney, or Marlboro, or Budweiser, 
for example." MRR 
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TRADE TALK 

Study uncovers 
America's most 
powerful brands 

Q
uestion: What do Coca-Cola, Campbell's, Pepsi-Cola, 
AT&T, McDonald's, American Express, Kellogg's, 
IBM, Levi's and Sears have in common? 
r: Wide recognition and high respectability, making 

them, in this order, the top 10 most powerful brands in America. 
A powerful brand is one that is widely recognized as well as 
highly regarded by those who recognize it, according to the 
Landor ImagePower Survey™. Conducted by Landor Re­
search, the division of New York and San Francisco-based 
Landor Associates, the Landor ImagePower Survey™ identi­
fies the 300 most respected brands in the U.S. 

According to Landor Research, the ImagePower Survey TM is 
the first systematic comparative measurement ofleading corpo­
rate, product and service brands in the U.S. The survey 
involved interviews with 1 ,000 American consumers to deter­
mine their awareness of, and attitude toward, 675 corporate and 
consumer brands. 

Behind the top 10, here is a sampling of the next most 
powerful brands mentioned in the survey: Disney, Hershey's, 

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, Campaq and 
Zapmail 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® 
Circle No. 800 on Reader Card 

By Beth E. Hoffman 

NBC, MasterCard, Tylenol, Kentucky Fried Chicken, Kodak, 
Windex, Kleenex, Budweiser, 7 Up, Goodyear, Kraft, Malboro, 
Visa, Cadillac, General Motors, Chevrolet, Xerox, Rolls Royce, 
Ford, CBS, Minute Maid, Betty Crocker, Colgate, American 
Airlines, Mercedes, Polaroid, Crest and Wall Street Journal. 

"Corporate and brand images today are a matter of econom­
ics," says John M. Diefenbach, chief executive of Landor. 
"Consumers are drowning in product alternatives and media 
messages. Powerful images are essential to success in the 
American culture. These images have clear meanings. They 
reflect positive values. It's a matter of common sense: Consum­
ers turn to familiar and comprehensible images; they reject 
images that are unrecognizable or incomprehensible." 

Diefenbach adds that for more than 30 years, Landor clients 
have wanted the company to measure the strength of brand 
images on an industry-by-industry basis. "This quantitative 
input helps to define our clients' problems and to direct our 
solutions," says Diefenbach. "The Landor ImagePower Sur­
vey™ represents the logical next step; using our expertise to 
create a 1988 benchmark against which the strength of all 
corporate and consumer brand images can be measured." 

Diefenbach likens corporate and brand images to assets. 
"Like all assets, they must be consciously and conscientiously 
managed. The first step toward effective management is valu­
ing those assets and their brand worth potential; that is where the 
research underlying our ongoing ImagePower Survey™ is 
most useful to our clients." 
Some of the other significant findings of the survey: 

• Automobiles, television, soft drinks, fast food and credit 
cards have the highest shares of the American mind. 

• Coca-Cola is not just the leading brand in the Landor survey, 
it is a truly dominant brand, in both recognition and approval. 
In the survey's ImagePower™ cores, the distance between 
Coca-Cola (No. 1) and Campbell's (No.2) is as great a distance 
as that between Campbell's (No.2) and Dole (No. 50). 

• There is untapped imagepower in some grand old brands 
that showed sharply higher esteem scores than recognition 
scores. Not everyone knew them, but the ones who did liked 
them a lot. These brands include Rolls Royce, Hilton, Harley 
Davidson, Windex, Rolex, and Arm & Hammer. 

• The Japanese beachhead in the American consumer con-

continued on p. 117 

Quirk's Marketing ResearchReview 



Find out what hundreds of researchers already know ... 

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

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

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

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

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

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

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

Circle No. 801 on Reader Card 

of Philadelphia 



DALLAS/FT. WORTH 
3 Superior Focus Group Facilities 

• View Dallas thru our new 24 · wrap around mirror 
• Private client entrance 
• 20 minutes from airport 
• Seats 20- separate thermostat controls 
• 2 7 monitored phone lines 

LUXURIOUS-DISTINCTIVE- IMPRESSIVE 
4 Permanent Mall Facilities 

2723 Valley View • Dallas. Texas • (214] 241 - 6696 
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