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Packaging research 

Changing with the times 
Research 
encourages a 
comprehensive 
re-design of 
Blue Nun 
packaging 

T hough it remains one ofthe most 
popular brand name wines in 
the world, Blue Nun has suf-

fered from declining U.S. sales in recent 
years. Many of the American consumers 
who embraced the popular German 
liebfraumilch and other brand name wines 
during the 70s and early 80s have turned 
their attention to the rapidly expanding 
California varietal category. 

"We lost a lot of business, not because 
people dislike the taste of our wine, but 
because there are more fashionable wine 
products to drink," says Ben Stone, vice 
president, product group director for 
Schieffelin & Somerset Co., the U.S. im­
porter/distributor of Blue Nun. 

One ofthe main problems, Stone says, 
is that as the California varietals (i.e. 
white zinfandel, chardonnay) have come 
into vogue, image-conscious Blue Nun 
drinkers no longer feel that ordering the 
German wine is a sure indication that 
they are knowledgeable about wine. 

"I think a wine consumer's big fear is 
sounding uninformed when choosing a 
wine. Brands like Blue Nun have histori­
cally done well because a person can buy 
a bottle and know that he or she is getting 
a quality , well-crafted wine. But I think 
the branded wine business has changed, 
and now people will go into a liquor store 
or a restaurant and feel the same way 
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by Joseph Rydholm 
managing editor 

about ordering a California chardonnay­
that 'chardonnay ' has a magic ring to it, 
and that by ordering a Glen Ellen char­
donnay they can sound like they have 
this wine thing pretty buttoned up," he 
says. 

Label outdated 
Preliminary research showed that the 

wine's image problem carried over into 
other areas. For example, some Blue Nun 
drinkers said that though they sti ll en­
joyed the wine themselves, they no longer 
felt comfortable serving it to dinner guests 
or giving it as a gift because they felt the 
label was garish and outdated. "They 
would rather bring some other wine that 
made more of a statement about them as 
a fashionable , knowledgeable person," 

Stone says. 

Blue Nun 's status as an affordable, 
high-quality wine was further undermined 
by the new level of sophistication that the 
California varietals brought to wine pack­
aging, which meant that a host of inex­
pensive , well-packaged wines began 
vying for shelf space and market share. 

"These are inexpensive, almost entry­
level wines that, on your table or when 
you give them as a gift, look as good as 
those that are much more expensive. The 
California wines offer very contempo­
rary packaging that makes it difficult to 
tell the difference between a $3.99 bottle 
and a $13.99 bottle of California char­
donnay," Stone says . 

After numerous blind taste tests (in 
which Blue Nun consistently outper­
formed varietals such as chardonnays and 
zinfandels) confirmed that the problem 
lay with the Blue Nun package and not its 
contents, a re-design was deemed in order. 

"It was a major decision, and a lot of 
heart searching went on before we did it. 
We decided to first do some extensive 
research to make sure that it wasn't a 
vocal minority (of Blue Nun drinkers) 
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that felt this way. We wanted to make 
sure that a packaging change would ulti­

mately help us out," Stone says. 

Thus began an international effort 
which drew together Schieffelin & Som­
erset, Peter Sichel of H. Sichel Sohne 
(whose family-run firm makes Blue Nun), 
designers in Germany and the UK, and 
Mittleman/Robinson Design Associates 
of New York. 

Sold in casks 
Initially, the wine which came to be 

known as Blue Nun was sold in 
casks as a house wine under the 
name of H. Sichel Sohne, to ho­
tel s, restaurants and wine mer­
chants, who then bottled it using 
their own labe ls. Customers who 
asked for label s from the wine­
maker were given an old-fashioned 
design created some 60 years ear­
lier. 

In the late 1920's, after custom­
ers requested a more modern label , 
H. Sichel Sohne commissioned a 
printer in Mainz who came up with 
a new design depicting nuns dressed in 
brown habits against a grey background .. 
Though the only blue in the label was in 
the sky , the wine began to be known­
and sold-as Blue Nun Label wine. It 
wasn't until after trade resumed follow­
ing World War II that the nuns were 
finally clad in the blue habits that would 
remain their trademark for the next 40 
years. 

Goal was clear 
Stone says that to avoid stifling their 

creativity, the firm s chosen to work on 
the re-design weren't given a great deal 
of explicit direction. But the goal of the 
project was clear: to come up with pack­
aging that would capture the attention of 
the buyers of California varietals without 
alienating the loyal Blue Nun consumers. 

"This is that tightrope that we always 
have to walk," says Frederick Mittleman, 
creative director, Mittleman/Robinson 
Design. " You don ' t want to lose your 
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present customers, but at the same time 
you want to attract new people who have 
never tried the brand. Advertising can 
help, and sales promotion can help, but 
it 's what people see on the shelf that 
really decides. Packaging is the final si­
lent salesman." 

Mittleman says that a wide array of 
labels was created, ranging from those 
done in a heavily illustrated style similar 
to previous label s to those with a more 
contemporary look and feel. 

In preliminary research , the old label (top) 
was perceived as outdated and garish. In 
subsequent focus groups and shelf tests , 
respondents said they felt the new label (bot­
tom) and bottle design made Blue Nun more 
suitable for gift-giving and displaying on the 
dinner table. 

1980 1984 

Focus groups 
Armed with eight package variations, 

Schieffelin & Somerset held extensive 
focus groups with current and past Blue 
Nun users and competitive brand pur­
chasers to pare down the number of pos­
sible choices. Initially, the participants 
were brought in to discuss their percep­
tions of wine and to talk about the wines 
they currently drank. They gave opinions 
on the old Blue Nun packaging and on 
that of several competitors, then they 
were shown the new Blue Nun package 

prototypes. 
Participants were asked to place 

the different packages on a grid 
with horizontal and vertical axes, 
one indicating a price range from 
inexpensive to expensive, the other 
a taste from sweet to dry , to show 
what they felt each package did to 
their perception of the brand. 

Shelf tests 
With the number of choices re­

duced to three, the research moved 
on to a series of simulated store 

shelf tests with over 1200 current, past, 
and non-Blue Nun users , who were asked 
make shelf selections in order of prefer­
ence from a choice of Blue Nun and nine 
competitors. The competitive packages 
remained the same while the various Blue 
Nun packages were alternated in and out. 
After each individual made their selec­
tion, they were asked a battery of image 
questions on a one-on-one basis to find 
out more about their feelings on the pack­
age and what it conveyed to them. 

As a safeguard against alienating cur­
rent users with the re-design , Stone says 
that roughly half of the respondents were 
current Blue Nun drinkers. "Our biggest 
fear was making a package change that 
would appeal only to past users or non­
users and that the current Blue Nun user 
would say ' Hey, they 've changed my 
wine. I'm not going to drink it anymore."' 

continued on p. 27 
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Packaging research 

Using tachistoscope, semantic 
differential and preference tests 
in package design assessment 
by Donald Marich 

Editor's note: The following article is taken fi'om the hook 
"Handbook of Package Design Research," edited hy Walter 
Stern. Copyright 1981 John Wiley & Sons, Inc. Reprinted hy 
permission of the publisher. Donald Morich is principal of 
Consumer and Professional Research, Inc. 

A consumer package normally goes through many 
tests before it gets out of the design laboratory and 
onto the production line. Much time, energy, and 

money is spent in completing routine tests to insure the 
package physically works for the product (i.e. it holds the exact 
amount of product required, it protects the product itself up to 
acceptable standards, it withstands certain strains and stresses, 
and it dispenses the product without difficulty). However, once 
the label is fixed to the package, further testing is often by­
passed-the package is technically sati sfactory and it looks 
"finished." 

It' s the unusual company that takes the next step and con­
sumer tests its fini shed or final stage packages. More often, a 
label design is judgmentally selected and the product/package 
is produced in quantity . Reasons generally cited for skipping 
the consumer test phase fall into one of these categories: 

• There 's no time. The people who have created the package 
have finished their job and the marketing group is anxious to 
get it to the marketplace. 

• There's no money. Thousands and thousands have already 
been spent on package/label development. 

• The package will work. It 's mechanically well-constructed 
and the label was designed to tight specifications concerning 
the precise way in which the product will be positioned to the 
consumer. 

• Label design is a creative endeavor. The design will 
influence consumers both consciously and unconsc iously and 
therefore its total effect will be impossible to measure. 

There is, of course, truth in all ofthese statements. But to use 
them as excuses for not undertaking a consumer research 
program is to underestimate the contribution a well-planned 
and well-executed consumer test can make to the package/ 
label design development process. This final, consumer evalu­
ation step should be part of this process, not an adjunct to it. 

At the "moment of truth," that point at which the consumer 
finally decides whether or not to purchase the product, the 
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package i the ummation of the comm unications efforts the 
company has made on behalf of the product. It 's at this point of 
sale that the package must accomplish several important things: 

1. It must tell the prospective buyer what the product is 
called; it must communicate the brand name quickly and 
clearly. 

2. It must tell the prospective buyer what the product is and 
what it does-the person looking at the package should be able 
to note quickly what type of product it is and what it's for (a non­
aerosol spray antiperspirant that keeps you dry). It 's also 
important to communicate clearly the ways in which thi s 
product is different/better than others the prospective customer 
may be considering-in other words, the package must "sell " 
itself to the consumer. These objectives are often accompanied 
by graphic treatment/design elements as well as words. 

3. It must inform the prospective buyer how nutritious the 
product is, what ingredients it contains, and, in some cases, 
what each ingredient 's purpose it. 

4. The package carries the Universal Product Code, which 
tells the consumer nothing, and a price sticker or stamp which 
tell s the consumers what they really want to know. 

Thus, as a communications vehicle, the package/design must 
transmit a tremendous amount of information about the product 
to the prospective buyer, some of it spelled out in copious detail , 
some of it implied, but all of it consistent with the basic product 
positioning/level of performance built into the product and its 
marketing strategy. 

At the same time, there are some constraints on package 
design development. A package is a means for consumers to 
recognize the products they know and use. One of the axioms 
in package design is that a new or revised package should not 
be drastically different from the label/package that consumers 
are familiar with. This is not to say packages should not be 
changed, rather that they should be modified on a gradual, step­
by-step basis. 

Quaker Oats oatmeal has had a number of significant package 
graphics changes over the years, yet each one maintained the in­
tegrity of the previous design-a design that consumers knew 
well and could easily recognize in the store. Even on those 
occasions when the product itse lf has undergone significant re­
formulation and the marketer is anxious to have consumers 

continued on p. 31 
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Getting the most from your 
paired preference testing 
by Mark J. Moody 

Mark 1. Moody is vice president/director the Consulting & 
Analytical Services Division ofBurke Marketing Research. He 
has worked in marketing research and statistics for the past 12 
years. His Ph .D. and Masters are from Ohio State University. 
Prior to working at Burke he was with the Marketing Informa­
tion Dept. of Quaker Oats Company, and with Research Sys­
tems Corp. 

T hanks to the publicity surrounding the recent cola 
wars, many cons umer respondents are familiar with 
the basics of blinded product preference testing. "Taste 

Product A, and then Taste Product B. Which do you prefer?" 
This sort of product testing is ex tremely common in marketing 
research , whether we are working on product reformulations, 
new product development or advertising claim substantiation. 

The interpretation of such results, however, can be quite 
ambiguous at times. For example, assume we are testing two 
alternative formulations for a new brand of oatmeal. The 
sample involves 250 category users and the results favor 
Formulation A by a 55 % to 45 % preference. Using a rig id 90% 
confidence level statistic , we would conclude there is no signifi ­
cant difference. Formulation A would be our best bet, but 
lacking a "significant" result we may be unable to convince 
management to "kill " one of the alternatives. (See "Statistical 
significance testing may hinder proper decision-making," by 
Michael Baumgardner and Ron Tatham in the May , 1987 
Quirk's Marketing Research Review.) Furthermore, it might be 
argued that since 45 % prefer Formulation B, both should be 
offered in order to cover an apparently segmented marketplace. 

In fact, the question of whether different segments exist with 
unique taste desires is imposs ible to answer from these results. 
It could just as easily be true that the near equal results occur 
because most people cannot discriminate between the two 
products. Lack of di scrimination would lead to random prefer­
ences which make products approach a 50%/50% preference. 
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To resolve the issue of "segmented preference" vs. " random 
nondiscrimination" it is necessary to collect the data differ­
ently. There are many di scriminati on testing techniques avail­
able, but the one which dev iates least from the basic preference 
test is to merely repeat the arne unbranded pairing a second 
time with each respondent. 

Repeat pair testing requires respondents to repeat the prefer­
ence tests a second time somewhat later in the inte rview. Table 
1 di splays how these results might typically look . The key to 
understanding the potential of thi s procedure lies in the switch­
ing of preference that occur . We see in this example 40 
respondents switch from preferring A to preferring B and the 

Second 
Preference 

Tot a 1 Samp 1e 
Preference 

Table 1 

Prefer 
A 

First Preference 

Pre fer Pre fer 
_A_ _B_ 

97 40 
(40+57) 

Prefer 40 73 
B (40+33) 

137 113 

54 . 8:1: n 2~1 45 . 2% 
r 11'1uP. 1';.! 

Pre terence Among 
Consistent Respondents 57 . 0 :1: 43 . 0:1: 

Theoret ica 1 
Pre terence Among 
Discriminators 

I value l.BJ 

63 . 0:1: n: 90 37 . 0:1: 

-: D ~ ,r,m.no•,on 9\J 2~0) 

• The proper signi f ic.onc.e test lor the theoretic.o prelerences· s l unct;ona·.,. o binom;o, test among 

consistent responders . Do no~ attempt o oinom.ol test ,. t'l ' '"le th eo re t.co preferences 

same number shift in the other direction. A total of 80 respon­
dent are inconsistent in their preference for some reason. The 
conventional wisdom is that they could not discriminate be­
tween the two products. By chance we would expect a similar 
number of non-di scriminators to have consistently preferred 
one product or the other. Thus, our total estimate of nondi s­
crimination would involve doubling the number of inconsistent 
responders. In thi s ca e 160 (64%) of the 250 respondents 
apparently are unable to discriminate between the two formu­
lations. (Respondents expressing "no preference" can be added 
to thi s figure.) Only 36% of the sample could discriminate, and 
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among those we can estimate the theoretical preference for A to 
be 57 vs. 33 or 63.3% vs. 36.7%. The proper statistical test, 
however, does not involve these proportions (see below). 

The logic of this approach is quite straightforward. But the 
assumption that as many non-discriminators are consistent by 
luck as there are inconsistent respondents is not necessarily 
true. Data collection issues such as respondents' attempts to 
please us, can perhaps help to exaggerate the inconsistent 
behavior. When product appearance differences are present, a 
respondent who at first picked A (though with little or no 
personal conviction) might wish at second preference to even 
the scales by switching to the other product. This possibility 
opens the door for more than half of the non-discriminators to 
be inconsistent. Solutions such as blindfolding respondents in 
taste tests have their own problems, since appearance may be a 
key component to product preference. 

Fortunately it is not necessary to know precisely how many 
more non-discriminators are lurking in the consistent prefer­
ence data in order to statistically test for a preference. The 
proper statistical procedure involves a simple binomial test 
among the subsample of all consistent respondents. In this case 
the sample size for the test would be reduced from 250 to 170 
after discarding the 80 inconsistent respondents. 

Researchers frequently are hesitant to reduce their sample 
sizes for fear of losing statistical sensitivity or power. It is 
difficult, however, to imagine how 80 respondents who can't 
keep their preference straight are going to help us find a reliably 
winning product. In fact, reducing the sample size by removal 
of the inconsistent respondents has the equivalent statistical 
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effect on sensitivity of increasing your sample size! In this 
example the newt-value is 1.83, significant at the magical90% 
confidence level (see Table 1 ). 

The precise amount of statistical sensitivity improvement 
which occurs by removal of the inconsistent respondents will 
depend upon how many are removed. In general, the more the 
better. The reason is that the inconsistent respondents' random 
behavior serves to water down real preference differences 
causing them to converge 50%/50%. The penalty for having the 
preferences converge to equality is greater than the cost of 
sacrificing some of the sample size. 

To better understand the process of repeat pair testing we 
have compiled a database of over 100 studies conducted in the 
past several years. Normative knowledge is valuable, even in 
product testing. On average we have found that starting sample 
sizes of250 can have the statistical efficiency of375 (1.5 times 
as much) if we first discard the inconsistent respondents. This 
typically means removing about 80 respondents from the origi­
nal sample of 250. While the average design efficiency is 1.5, 
Figure 1 shows how it varies with the percentage of respondents 
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FIGURE 1; 
SAMPLE DESIGN EFFICIENCY INCREASES WITH NON-DISCRIMINATION 

2 . 2 ..,.--------- -.--, 
2 . 1 Design Effect is the degree of additional sample 

required by a basic preference test to 
2 achieve similar statistical sensitivity 

t.s as does a repeat pair design . 
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(2 x Incons is tents) + No Pre f . 

who are estimated to be non-discriminators. The more inconsis­
tent respondents there are to be removed, the greater the 
efficiency. Obviously if everybody can discriminate then there 
would be no added efficiency. 

In our database of 119 tests we find that an additional 13 
significant differences were found using the repeat pair logic, 
which would have been missed with more simple procedures. 

The logic of removing inconsistent preferences is essentially 
an attempt to produce a naturally occurring "sensory panel." 
Most food manufacturers (and certainly all breweries) use 
expert taste testers at some point in their product evaluations. 
Respondents who are able to give a consistent preference 
between two products have shown themselves to be more 
worthy of our efforts to please them. Repeat pair testing offers 
a simple method for approximating some of the skills of a 
sensory panel, while still testing among the real world of 
consumers. The statistical sensitivity gains of this procedure 
should not be overlooked since we frequently find nondiscrimi­
nation levels in the 60-80% range. It can be frustrating to try to 
find a winner when most people cannot discriminate. 

Finally, when two products really are interchangeable (i.e. 
cost reduction reformulation) it can be very persuasive to have 
not only similar preferences, but also an estimate of the nondis­
crimination level. MRR 
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When the numbers are down, 
you've got problems to solve. 

A quick look at your sales ftgures can 
tell you when things aren't going according to 
the formula. 

But it's not enough to know that the num­
bers are falling. You need to know why. 

That's where Nielsen ftts into the equa­
tion. We can analyze your scanning and 
causal data, transforming piles of facts into the 

Nielsen Marketing Research 

power of information. 
So you can quickly identify what your 

problems are and what you can do to solve 
them. Before the competition becomes a 
factor. 

For more information, write to the 
information people at Nielsen Marketing 
Research, Nielsen Plaza, Northbrook, IL 
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Nothing fishy about it 
A Mississippi trade organization uses research to 

help its farm-raised catfish catch on with consumers 

B
ecause of a wide range of nutritional benefits, fi sh and 

seafood of all kinds, from lake trout to halibut to 

shrimp, enjoy a healthful image. The fo lks at The 

Catfish Institute (TCI) would like to add farm-rai sed catfish to 

that list. 

TCI is a Miss iss ippi-based organization formed in 1986 to 
stimulate demand for the state's farm-rai sed catfi sh. Unlike the 

catfi sh found in lakes and rivers all over the country , Missis­
sippi farm -rai sed catfi sh are "grown" aqua-culturally like a 

cash crop in freshwater ponds. 

Miss iss ippi ranks first in catfi sh pro-

duction with more than 85 % of the tota l 

U.S. catfish production. Its 90,000 acres 
of catfi sh ponds contain some 600 

mi llion catfish. The farm-rai sed catfi sh 

industry has grown considerably, from 

5.7 million pounds produced in 1970 to 

295 million in 1988. Industry forecasts 

for year-end 1989 predict production 

will exceed 310 million pounds. 

To put those figures into perspective, 

consider that, according to statistics 
from the U.S. Dept. of Commerce, and 

the U.S. Dept. of Agriculture "Catfi sh 
Report," the 280.5 million pounds of 

catfish produced in 1987 exceeded the 

landings of these popular seafood species: cod (229.7 million 
pounds), tuna (100.1 million), flounder (199.7 million). 

The Miss issippi catfish are fed a scientifically formulated 
mixture (in pellet form) of soybeans, com, wheat, vitamins, 

mineral s, and fi sh meal, that gives the catfish a mild, sweet 

flavor and keeps fi shy odor to a minim um. 
It ' s a highly efficient process. According to Institute data, the 

farm-rai sed catfi sh convert feed at yield of about 1 pound offish 

for every 1.8 pounds of feed. The conversion ratio of other 

protein sources is much less efficient: beef is 1 pound of meat 

14 

per 8 pounds of feed; poultry is I to 3; and pork is 1 to 4. 

Using an ongoing print ad campaign and a multi-pronged 

promotional effort , TCI has worked diligently to change the 

public 's perception of catfi sh from a deep-fri ed staple of the 

southern diet to a nutritious and versatile addition to a healthy 
menu. 

Ongoing study 
In 1986, to learn more about consumer perceptions of cat­

fi sh- and in turn , to gauge the success 

of its efforts- TCI conducted the bench­

mark wave of its ongoing attitude, aware­

ness and usage (AA U) study. The first 

wave of the study interviewed almost 

800 heads of households aged 18 to 65 

by telephone in a nine-state area (en­

compass ing c ities such as Chicago , 

Detroit, Houston , New Orleans, and 
Kansas City) which was labeled " the 

Heartland." Distribution data supplied 

by catfi sh processors identified thi s area 
as the location of the majority of con­

sumption of Mississ ippi-bred catfi sh. 
Another region, Los Angeles, (bro­

ken down county by county) was added 

in 1987. In 1988, the study was repeated 
in both regions, and a new area called Coastal Clusters (includ­

ing New York, Boston , Atlanta, Charlotte) was added. 

The survey measured: aided and unaided awareness of fi sh 
and catfish in general ; awareness of fi sh/catfi sh advertis ing; 
the source and content recall of catfish adverti sing; catfi sh 's 

share of consumption versus selected other types of fi sh and 

seafood; and the importance of a variety of attributes, including 
price, nutrition, and freshness . 

"We looked at consumer attitudes towards catfi sh and other 

fish to find out, in the mind of the consumer, what is the ideal 
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Early ads were aimed at informing consumers about 
the methods used to raise the catfish ... 

fish product, what attributes does it have, and what do they want 
as far as odor, taste, flavor, delicacy, versatility, nutrition, and 

freshness," says Bill Allen, president of The Catfi sh Institute. 

Some findings 
Overall awareness. Unaided awareness remained high in the 

Heartland area through both waves of the study; catfish was 
mentioned first most often in 1986 and 1988 when respondents 
were asked to think about types of fish available at stores or 
restaurants. In Los Angeles, halibut was mentioned most often, 
followed by red snapper and others in 1988. Awareness there 
remained flat between 1987 and 1988. Coastal Cluster respon­
dents chose flounder first by a wide margin. 

Advertising awareness . Unaided awareness of catfish adver­
tising rose slightly in the Heartland in 1988 and was basically 
flat in Los Angeles. Catfish advertising was recalled more often 
in the Heartland than for any other fish. For the source of catfish 
advertising, in 1988, a higher percentage of Heartland and Los 
Angeles consumers recalled seeing catfish ads in magazines 
than in 1986 or 1987. 

Advertising content recall. Recall ofthe phrase "farm-raised" 
in advertisements increased in the Heartland and Los Angeles 
and was the main message Coastal Cluster consumers recalled. 

Attitudes towards farm-raised catfish. Farm-raised catfish 
performed best on the attribute of "raised in a controlled 
environment." In the Heartland, consumers' ratings for "mild, 
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delicate flavor," "no fishy odor," and "inexpensive" increased 
from 1987 to 1988. 

Advertising campaign 
The information from the first wave was used to develop an 

ongoing advertising campaign that began in 1987. Craig Premo, 
account supervisor with Dallas-based ad agency The Richards 
Group, says that the first wave of the study provided demo­
graphic information and also identified important areas for the 
advertising to focus on. 

"We first found what they were looking for in an ideal fish 
and then we found what they thought about catfish, attitudi­
nally, we also found out who our users were demographically 
and geographically. We then used this information to determine 
who to talk to and what to say to them. We're also able to zero 
in on the attributes we want to stress in our ad copy for any 
particular year," he says. 

Freshness important 
Overall, the research identified attributes such as freshness, 

mild flavor, versatility, and nutritional issues such as low fat 
and low cholesterol as important to consumers. 

"What we found is that catfish had the attributes that they 
were looking for, so all we had to do was tell the truth in our 

THINK OF IT i !I 

AsACHICKENTHAT :' 
DOESN'T CWCK. 

... while later efforts targeted attributes such as versatility 
as overall awareness grew. 
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advertising," Allen says. 
Craig Premo: "We used that information with our creative 

strategy to decide what we needed to emphasize in the adver­

tising and promotion. That has shifted somewhat through the 

years as some attributes have improved as a result of the 
campaign and others have come to the fore." 

For instance, early ads were more informational, focusing on 
educating consumers by explaining the process behind raising 

catfish in addition to showing that it could be prepared in many 
other ways than just by frying. As the research showed aware­

ness picking up, other issues were emphasized. 
"One of the things we found is that catfish is perceived as a 

fried fish by definition, and that's not particularly nutritious, so 

we slanted our ads to show the versatility ofthe product, to show 
the other ways to prepare it as well as fried," Allen says. 

Later ads targeted beef, pork, and chicken, comparing and 

contrasting their nutritional make up against that of catfish as 
well as displaying some of the recipes catfish can be used in. 

Mississippi Prime 
All of the ads display the logo of the Mississippi Prime 

Program. This program, which monitors the quality of the 

state's farm-raised catfish, was created to directly address the 

issue of quality and freshness. 
"Because there is no mandatory federal inspection of sea­

food, as there is with beef and pork, for example, we went into 
a voluntary inspection program to make sure we were putting 

·Focus Groups 

• Quality Recruiting 

RIFE MARKET RESEARCH, INC. 
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out a superior product," Allen says. 

Eight Mississippi catfish processors participate in a program 

developed by TCI in conjunction with the U. S. Dept. of 

"We used that information with our creative 
strategy to decide what we needed to 
emphasize in the advertising and promotion. 
That has shifted somewhat through the years 
as some attributes have improved as a result 
of the campaign and others have come to the 
fore." 

Craig Premo 

Commerce and the National Marine Fisheries Service that 
consists of regular weekly inspections as well as periodic 

surprise inspections. Only those companies who participate are 
allowed to display the logo on their packaging. 

Ocean pollution 
The issue of quality grew in importance in 1988 because of 

extensive media coverage on the problem of ocean pollution. 
Overall fish consumption declined noticeably in the last half of 

1988, and after questions on this topic were inserted into the 
1988 waves of the AAU study, it was discovered that over 50% 

of all respondents were extremely concerned with the issue of 

Concerned with ocean pollution issue 

Coastal 
Los Angeles Heartland Clusters 
1988 1988 1988 

Base= Total 
respondents (303) (350) (306) 

Extremely concerned (4) 56.4% 51.4% 57.8% 
Somewhat concerned (3) 35 .0 38.0 37.6 
Not very concerned (2) 6.6 7.7 3.6 
Not at all concerned (1) 1.0 1.4 1.0 
Don't know/no answer 1.0 1.4 

Total 100.0% 100.0% 100.0% 

ocean pollution. Of those who were extremely or somewhat 

concerned with the ocean pollution issue, over 25% in each 
sample said that they had reduced their overall consumption of 

fish and seafood. 
As a result, Allen says: "We slanted our 1989 ads to assure the 

consumer that the fish is safe. We talk about clean water and the 
inspection program in an attempt to position ourselves as an 

ideal alternative to any seafood. But never once do we say that 
seafood is unsafe. We don't want to fan the flames, because if 

seafood consumption goes down, so does catfish consumption. 
We're in the seafood case and if people don't walk by the 

continued on p.29 
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IRS study tracks tips 

According to a study by the Internal 
Revenue Service, waiters in Italian res­

taurants in the U.S. receive the biggest 
tips from customers, while those in 

Mexican restaurants receive the smallest. 

The average tip in Italian eateries in 1986 

was 15.8 percent, compared to 15 percent 
in Chinese restaurants and 14.8 percent in 

Mexican restaurants. 

But, patrons in Chinese restaurants were 
more likely to leave a tip-90 out of 

every 100 did-than in Italian restau­
rants, where on ly 88 chose to leave a tip. 

In establi shments serving Mexican food, 

there were 86 tips per I 00 customers. 

The IRS investigation began because 

waiters are required by law to include tips 
in their earnings and pay income tax on 
them, and the underreporting of tip in-
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come has long been a concern to the IRS. 

The Survey Research Laboratory of 
the University of Illinoi s questioned 

families and individuals from nearly 
13 ,000 households who kept records of 

their tips over two-week periods between 

1983 and 1986. The study did not try to 
provide any reason for the differences, 

nor did it ask about re tau rants that serve 
the food of other countries. 

Disney workers rate pay 

In a recent po ll among salaried Walt 
Disney employees, 21 percent rated their 

pay as "good ," 35 percent rated it "aver­

age," and 40 percent "poor." Among 

hourly workers, 18 percent rated the pay 
as "good," 28 percent as "average ," and 

51 percent as "poor. " 

Most homebuyers use 
real estate agent 

A survey by the National Assoc iation 

of Realtors of 4,000 households that 
purchased homes during the last half of 
1986 found that 80 percent of the pur­

chases involved the use of real estate 
agents; 20 percent did not. Of those who 

used brokers, seven percent met the agent 
at an open house . 

Fifty of each I 00 respondents answered 
"agent" when asked "How did you first 

learn about the home you recently pur­
chased?" 17 mentioned a sign , 15 saw a 

continued on p. 47 
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Dr. John Iacoviello has joined Prince­
ton, NJ-based Opinion Research Corp. as 
an account executive. 

Gerald Cole has been promoted to 
associate director of strategic planning 
and research at DDB Needham Chicago. 

Dr. Cynthia Weinman has been pro­
moted to senior vice president of New 
York City-based Oxtoby-Smith Inc. 

William M. Berg has been named cate­
gory research manager for Miller Brew­
ing Company, Milwaukee. 

Allan W. Salkin has been named di­
rector of Human Resources and Corpo­
rate Services for Princeton-NJ-based 
Total Research Corp. 

Dr. Greg Rennier has joined Stillwa­
ter Research in Orono, ME as research di­
rector. Previously he was a project direc­
tor with Marketeam Associates/Doane 
Marketing Research, St. Louis. 

Rennier Beran 

David R. Beran has been appointed 
director, marketing research and plan­
ning for Philip Morris U.S.A. Previously 
he was director, finance and planning 
with Philip Morris. 

Ronald L. Cohn has joined the ICR 
Survey Research Group as vice presi­
dent, client services. Previously he was 
vice president, client serv ices at Bruskin 
Associates. 

Janet D. King has joined Maritz Mar­
keting Research Inc. as an account man­
ager for the Agricultural!lndustrial divi ­
sion. Previously she was with FMC Corp. 
as a sales representative in the Agricul-
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tural Chemical Group. 

Dr. Denise Winokur has rejoined 
Radnor, PA-based Chilton Research 

Services as an account executive. In 
addition, Kathryn Lee Schulte has been 
promoted to account executive. 

continued on p. 52 
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Telemundo and Univision 
enter agreement with 
Nielsen 

Telemundo Group, Inc. and Univision 
Holdings , Inc. have signed a multi-mil­

lion dollar contract with Nielsen Media 

Research for development of a national 

Hispanic television rating service using 

people meters. 
The service will be launched later this 

year with a pilot in Los Angeles in 200 
Hispanic households. The purpose of the 

pilot study is to evaluate the procedure to 

be used for recruiting Hispanic house­
holds to participate in the rating service. 

·~ 

A national rollout to 800 Hispanic 
household is anticipated to being in the 

latter half of 1990. This will be known as 
Niel sen Hispanic Television service. 

Telemundo and Univision , two lead-

N1elsen Med1a Research 

ing Spanish-language broadcasters in the 
U.S., establi shed the Spanish Television 

Research Committee in May , 1988 to 

investigate the possibility of creating a 

technology-based national Hi spanic 
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in California. 

We're famous for recruiting the rig ht people. Because 
we ~ollow thro~gh, every step of the way. So if you're not 
talking to the nght people at the rig ht time, you're in 
the wrong p lace. e -- ECKER 

· 220 South Spruce Street, Suite 100 0 -· CONSUMER 
South San Francisco, CA 94080 (415) 871-6800 •• RECRUITING 
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audience measurement sys tem. After 
reviewing proposals from six research 

firms, the committee se lected Nielsen. 
The first phase of the two-phase Hi s­

panic project wil l involve 200 house­

holds selected from the Los Angeles 

Designated Market Area, including Los 

Angeles, San Bernardino, Venture, Or­
ange, and Riverside counties . A team of 

bilingual Nielsen fie ld representatives will 
visit households to recruit a representa­

ti ve sample of Hi spanic households for 
the pilot. 

Once the Los Angeles pi lot is com­

plete, a national survey wil l be conducted, 

polling approximate ly 30,000 homes 

regarding demographics, cou ntry of ori­
gin, and language used. The survey re­

sults will be used to se lect the national 
sample of 800 Hispanic households. 

Demographic access 
program for PC 

National Decision Systems introduces 

Infomark Express, which enables users 

to gather demographic and consumer 
expenditure potential information by 

using a "point and click" mouse to define 

the location, size, and shape of the de-

NATIONAL 
DECISION 
SYSTEMS " 

sired trade area on an on-screen map. 
Trade areas can be defined as rad ii , ZIP 
codes, census tracts, or any custom­

shaped geography . 

Information available includes cur­
rent year estimates and five-year projec­
tions for population, households, income, 

age and ex, and populations by race. 

Al so inc luded are 1980 Census vari-
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Service Is Our Business 
I'm Dennis Hill, President of U.S. Testing._ Service is our business. 
Here are 7 good reasons to call us for your next research project. 

1. Project Cost and Timing quotations within 
an hour. 

2. All aspects of your research are handled 
internally - no subcontracting needed. 

3. 16 data collection locations in high traffic 
malls (CRT Interviewing available). 

4. 100 Wats lines. 

5. 8 Focus Group locations with 
state~of~the~art equipment. 

6. Coding and processing handled in house. 

7. Full written reports. 

iltl i ! i i II iii!• I ~~ I id I i'l 
Market Research . Inc. 

Contact either of our client service offices 
CHICAGO 
300 Marquardt Drive 
Wheeling, IL 60090 
(312) 520~3600 
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abies, as well as estimated consumer ex­
penditure potential information for major 
retail categories. 

Infomark Express is available for ev­
ery major MSA in the U.S. and the com­
plete package for each market is deliv­
ered on diskette for installation on the 
computer 's hard disk. The package util­
izes Microsoft Windows and the new 
geographical interface technology devel­
oped by National Decision Systems. It 
operates on any IBM/PC AT, System 2 
series, and 100% IBM compatibles. A 
PC/mouse and operating software are 
included with the first market order. For 
more information, call Randy Grimm at 
National Decision Systems, 619-942-
7000. 

SPSS package for 
Macintosh 

SPSS for the Macintosh, scheduled for 
release in the fourth quarter of 1989, 
contains the full functionality of SPSS, 
with over 50 statistical procedures, ex­
tensive data and file management facili-

ties, a programming language that en­
ables the user to create customized rou­

tines or macros, and a report writing 
facility. 

It incorporates features from both SPSS/ 
PC+, the package for MS-DOS-based 
microcomputers, and SPSS for main­
frames, minicomputers and workstations. 
The Macintosh program uses a version of 
the SPSS/PC+ menu system, including 
on-line help and a statistical glossary, in 
the familiar Macintosh "pull-down menu" 
format. 

Add-on options include SPSS Ad­
vanced Statistics, SPSS Tables (which 
allows the user to create publication-ready 
stub and banner tables), and SPSS Trends, 
which performs forecasting and time 
series analysis. 

The package runs on the Macintosh 
SE, SE/30, II , Ilcx and Ilx computers. It 
requires 2MB of RAM (4MB are recom­
mended), a 20MB hard disk, System 6.0 
and Finder 4.2. A math coprocessor is 
recommended. 

For more information, contact SPSS, 
at 312-329-3300. 

Hispanic retail tracking 
service introduced 

Market Decisions announces the intro­
duction ofHispaniscan , a service focused 
initially on key Hispanic markets in the 
US. It reports packaged goods sales from 
large samples of Hispanic supermarkets 
and furni shes clients with overall cate­
gory analysis a well as evaluations of 
specific adverti sing and promotions pro­
grams targeted to Hispanics. The service 
is designed primarily for the benefit of 
brand and marketing managers. 

Concentrating initially on supermar­
kets, HispaniScan collects and formats 
scan data from major chains within the 
markets. It can monitor entire categories 
or selected products, giving clients retail 
activity profiles over short or long peri­
ods of time, and can optionally include 
back data. 

The program includes optional, per­
sonal , on-s ite checks by Market Deci­
sions' representatives who report shelf 
position and other point-of-sale merchan­
di sing activity variables. 

For more information , contact Market 
Decisions at 513-891-8000. 

Philadelphia's Ultimate 
Location For Focus Groups! 
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4 Conference/Viewing Rooms. Includes 
768 sq. ft. multi-purpose research facility. 

3 Easy ways to get here . . . 
by plane. train and car!!! 

2 Comfortable client lounges with 
private telephones and televisions. 

1 Fully-equipped test kitchen. 

BLAST OFF 
your next project with 
Group Dynamics! 

Our qualitative research 
service is ideally located to 
meet the widest range of 
demographic and geo­
graphic specifications. 

• Easy access from : 
- Philadelphia lnt 'l. 

Airport (30 min.) 
-Amtrak's 30th Street 

Station (8 min.) 
-Pennsylvania TUrnpike 

(20min .) 

• Lodging , dining and 
entertainment within 
walking distance. 

r-----r--------, 

PA 

Gul) 
GROUP DYNAMICS IN FOCUS 

Call Group Dynamics at 215 / 668-8535 
for a free brochure. 

ATLANTIC CITY 
90 m1n 

WILMINGTON 
45 m1n 

555 City Avenue. Suite 580 • Bala Cynwyd. PA 19004 
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Until now, volume forecasting could only be done as 
a last stage, just before market introduction. By then it's 
often too late. 

PRODUCT+ PLUS™ and CONCEPT+ PWS™ are 
CRI's services for providing volume estimates earlier - from 
the product or concept testing you're already doing. Clients 
tell us the cost is really dirt cheap. 

Now CRI can forecast sooner: How big an idea is this 
product? That's really the key, isn't it? CRI can tell you. 
At a cost that's dirt cheap. 

If you're planning to do concept or product testing on 
a new product, let us tell you how you can also get early 
estimates of volume potential. Dirt Cheap. 

Consumer, business services, and medical marketing research worldwide. 

r-----------------------• I'd like to know more about how we can get 
"dirt cheap" product or concept testing. 
Name _______________ _ 

Position 

Company 

Address -;,..--=-----1......,~.........,=----------

City ______ State Zip __ _ 

Telephone Ext. ___ _ 

Return to: Jeffrey Pope, Partner 
Custom Research Inc. 
Dept. 01 0 
PO Box 26695 
Minneapolis, MN 55426 

or 
Phone: (612) 542-0814 

We'll forward your inquiry to the appropriate CRI office. 

Minneapolis New York Chicago San Francisco • • • • • • • • • • • • • • • • • • • • • • • • • 
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Ecker & Associates has opened a new San Francisco. The parent company phone 415-87 1-6800. 
focu s group facility at 222 Front St. in remains in south San Francisco. Tele-

QRCA 
Qualitative Research Consultants Association, Inc. 

A nationwide association of independent qualitative 
researchers dedicated to profess ional excellence and 

the highest ethical standards. 

QRCA has been growing rapidl y and quietly for the past six years. 
We thought you should know about us . 

P.O. Box 6767 • FOR Station 
Ne w York , Ne w York 10022 
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We've joined forces to deal with the global 
marketing challenges of the 1990's. 

RISC 
u.s. 

TOTAL RESEARCH 
CORPORATION 

One of the largest global monitors 
of socio-cultural trends in the world 

One of the fastest growing marketing 
research companies in the U.S. 

* Comprehensive multi­
year database, involving 
over 60,000 interviews each 
year with consumers 
worldwide 

* Strategic consulting, enabling 
companies to anticipate and profit 
from U.S. and global consumer trends 

* Innovators in the design, 
application and interpretation 
of advanced statistical tech­
niques to solve complex 
marketing problems 

* Leaders in segmentation , pricing , 
tracking and Service Quality 

Management research 

* State-of-the-art data 
collection and analysis 

If you would like to attend a seminar on the RISC U.S. program, or if you would like more 
information about RISC U.S. or Total Research Corporation, contact Marianne Leh. 
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.ti?J-11·-··-­··-­··--\.~~=-
~· 

RISC (RESEARCH INSTITUTE 

U.S. ON SOCIAL CHANGE) 

609-520-0258 

~TOTAL RESEARCH 
~V~ CORPORATION 

609-921 -8100 

Princeton Corporate Center, 5 Independence Way, Princeton, NJ 08540 
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• 
Thomas Dunker & Associates have 

moved to Napa Valley . The new address 
is 1400 Yount Mill Road, Napa, CA, 

94558. Telephone 707-944-8 105. Fax 
707-944-2802. 

• 
Rochester, NY -based Global Market 

Research announces the addition of part­
ner companies in Spain and India. The 

partnership now consists of eleven com­
panies, located in the U.S., United King­
dom, France, Italy, Netherlands, West 
Germany, Cyprus, Canada, and Sin­
gapore. 

• 
Radley Resources has moved. The 

new address is 141 South Avenue, 
Fanwood, NJ , 07023 . The post office box 
and telephone number remain the same. 

• 
Minneapoli s-based Carlson Companies 

In c., whi c h has bee n co ndu ct in g 
marketing research internally for 15 years, 
has formed an independent research 
company. The newly fo rmed Carlson 
Research Co . provides full service 
marketing research to traditional Carl son 
Companies clients as we ll as othe r 

companies needing custom marketing 
research services. For more information, 
contact Mike Suplick, director of Carl son 
Research Co., at 61 2-449-2526 . 

Quirk's Marketing ResearchReview 



Blue Nun 
continued from p. 7 

Results 
During probing in the focus groups and 

shelf tests, it was di scovered that current 
Blue Nun drinkers felt more warmly 
towards the nun motif than past or non­
users, who had less patience with the old 
sty le. Although when offered a choice, 
even current users conceded that a pack­
aging change was a good idea and that the 
brand would benefit from an updating of 
its image. 

"That was the part of the research that 
made everyone feel very comfortable with 
the decision to change the package; even 
our current users felt good about the pros­
pect of a packaging change. We all had 
personal feelings on the ones that we 

"Without research, I think 
they more than likely would 
have gone to a design that 
was closer to the original. 
That is probably the most 
valuable thing that any 
research can do for a . 
consumer product; it can 
reassure a company that they 
can make a substantial 
change and still retain their 
present consumers and open 
up a whole new market." 

Frederick Mittleman 

liked, but the research showed us that we 
could go very far away from the current 
package," Stone says. 

Indeed, the design which was the most 
popular with participants is quite a depar­
ture from the pastoral scenes of old. Set 
on a taller, more slender bottle than be­
fore , the new label, done in a cream color 
and framed by a gold band, favors copy 
over illustration, emphasizi ng the brand 
name while placing a single nun in graphic 
form under its arched top. 

"It was truly the way research, to me, as 
a package designer, should be used," says 
Frederick Mittleman. "It was extensive, 
they tested a lot of variations, and over­
whelmingly the new design drew a very 
positive response, which was surprising 

October, 1989 

because it was the furthest away from 
what had been done previously. 

"Without research, I think they more 
than likely would have gone to a design 
that was closer to the original. That is 
probably the most valuable thing that any 
research can do for a consumer product; 
it can reassure a company that they can 
make a substantial change and still retain 
their present consumers and open up a 
whole new market." 

More contemporary 
Some interesting and unexpected ob-

SUE AMIDEI 
President 

N.ANCI 
KLEINSCHMIT 

Field Director 

• 

servations came from the research. People 
felt that the new label and bottle gave the 
wine a much more contemporary feel, 
and they felt that Blue Nun was now 
much more appropriate to give or receive 
as a gift. It was perceived to be more 
expensive, and although no taste tests 
were involved, respondents felt that, based 
on the new packaging, the wine was 
drier-which was quite a surprise. 

"German wines are perceived as sweet," 
Stone says. "It 's a perception that we've 
tried to overcome and it 's interesting that 
this package really conveyed something 

JENNIFER 
KEBSTNER 
Office Manager 

MYBACONTI 
Director of 

Focus Group Operations 

..• m 
Southern California 

The Question Bo~ 
At the F&M Plaza 
1224 E. KatellaAvenue, Suite 100 
Orange, California 92667 
Call Sue Amidei at 
( 714) 744 -2744 • FAX ( 714) 744-2933 

Southern California's largest focus group room; 
client observation for one-on-one interviews; 

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

services of MRA Certified Interviewers. 
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MUCH MORE FROM YOUR 
SURVEY DATA. 

MUCH LESS TO PAY. 

Everybody wants more from their market research data. More 
answers to more difficult questions . More data all around . 

That's hard work for some data processing systems. But not for ours. 
Because Quantime systems were designed from the start to deal 
with the difficult cases . Furthermore they were designed to run on 
just about any manufacturer's machine. So today, you can run any 
one of our packages , with a whole department of users , on nothing 
more expensive than a single personal computer 

Quantime products encompass the complete survey process, from 
questionnaire design and CATI to tabulation and final reports . 

At the heart of the system, we have the spec-writer's editing and 
tabulation package: Quantum. Very fast. Very easy to use. Capable 
of handling a survey of any size, and data of absolutely any kind . 

These days, you need just one 386 PC for thirty-two interviewers on 
a Quantime CATI system. Or eight spec-writers working with 
Quantum. Expect a performance which is equal to or better than the 
performance of many minicomputer systems. 

Now forget about spec-writers altogether. Because we also have a 
package which lets you do your own tabulations and analysis , 
working directly with the original Quantum data, at your regular 
desktop PC. You will require no special skills, and just an hour's 
practice . No one else can give you a comparable capability. 

But then, Quantime is no ordinary software house. We specialize 
exclusively in research survey systems- and operate those systems 
ourselves . Our bureaus in New York and Cincinnati handle surveys 
of all types, including some of the largest and most complex. If you 
do not wish to do it for yourself, then we can do all of it for you . 

The performance has never been bettered . The cost has never been 
so low. The choice is yours . 

QUANTI ME 

The Maximum from Market Research 

545 8th Avenue 
18th Floor 

New York, NY 10018 
(212) 268 4880 

4010 Executive Park Drive 
Suite 236 

Cincinnati , Ohio 45241 
(513) 563 8800 
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and helped us address an issue that wasn't 
on the agenda going in." 

The US rollout of the new packaging 
should be completed this month, while 
the rest of the world will be introduced to 
it more gradually. For example, in the UK 
market, where Blue Nun has experienced 
less trouble, the packaging wi II be changed 
over time, an option which wasn't viable 
here in the U.S. 

"We felt that we didn't have the luxury 
to quietly and lowly evolve thi pack­
age. We needed to make a change quickly 
and the research was strong enough that 
we could make a more drastic change and 
hopefully try to rescue our business." 

While it will probably be the middle of 
next year before it's clear how successful 

"We felt that we didn't have 
the luxury to quietly and 
slowly evolve this package. 
We needed to make a change 
quickly and the research was 
strong enough that we could 
make a more drastic change 
and hopefully try to rescue 
our business." 

Ben Stone 

the re-design is with American wine drink­
ers, Stone says the reaction so far from 
distributors and retailers has been very 
positive . "They're all signs that this is 
going to be successful. We've got our 
fingers crossed. We think it bodes well 
for the brand." MRR 

Attention readers: 
We want to continue to provide 

the kind of editorial coverage you've 
told us you find most useful. If your 
company or organization has con­
ducted a marketing research proj­
ect that you think would be suitable 
as a case history similar to the one 
you've just read, we'd love to cover 
it! Please contact Joseph Rydholm, 
managing editor, at 612-861-8051, 
or at the address below. 

Quirk's Marketing Research Review 
P. 0 . Box 23536 

Minneapolis, MN 55423 
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Catfish 
continued from p. 16 

seafood case they don ' t buy catfish." 

Nutrient profile 
To further enhance the nutritional image of farm-raised 

October, 1989 

catfish, TCI commissioned nutrition consultant Dr. Joyce A. 

Nettleton to conduct a study examining the nutrient profile of 

Mis i ippi Prime farm-raised catfi h. Two main issue were 

addressed: the nutritional quality, and the safety of the fish in 
terms of environmental contaminants. 

A number of positive findings came from the study. Not only 
is the Miss issippi Prime farm-raised catfish an excellent source 

of protein , but it is also low in cholesterol and calories, and 
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Monday 
Morning 
Marketing 
Saturday morning. You're on your way to your 
office to wrap up that project that just won't 
end. But before you can get through the door, 
your boss stops you in the hall. 

There's something on his mind. "I've been 
thinking about our new, commercial Widge-
0-Matic," he says. "What makes us so sure 
it's going to be a big winner? Sure, Product 
Management loves it. But has anyone shown 
it to our customers or specifiers? You're the 
market research pro-what should we do?" 

You've just acquired a problem. Not an 
unusual or impossible one, but you've got to 
get answers without any wasted motion. 

What should you do? Round up the usual 
suspects? Or go to a firm that really knows 
how to do business-to-business research? 

Call Radley Resources. We specialize in 
qualitative business research-focus groups, 
personal interviews and highly-targeted 
telephone surveys. We've conducted hundreds 
of focus groups and interviews for industry 
leaders like AT&T, Steelcase, Armstrong and 
Lightolier. 

We do all recruiting in-house, tailored to your 
requirements and we pride ourselves on 
finding the hard-to-reach respondents. You 
want to hear from nine Texan PC consultants 
who don't use IBM products? We'll get them. 

Call us today for our recent projects and 
reference lists. With our help, by Monday 
your Saturday problem will be on the way 
to a solution. 

R ADLEY 

RESOURCES, INC. 
WESTFIELD, NJ 

1-800-828-2226 
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supplies modest amounts of several B vitamins. Also, the 
samples were found to have no detectable amounts of PCBs or 

other contaminants. 

Retailer surveys 
In addition to consumer research , The Catfish Institute regu­

larly surveys retailers in 12 markets across the country to get 
their prices on whole and filleted catfish. TCI also follows 

"One of the things we found is that catfish is 
perceived as a fried fish by definition, and 
that's not particularly nutritious, so we slanted 
our ads to show the versatility of the product, 
to show the other ways to prepare it as well as 
fried." 

Bill Allen 

prices at other level s of the di stribution chain, from farmer to 

processor to di stributor to retail. 
"Tracking the pricing structure in the industry helps explain 

some of the month to month fluctuation s, and you can also see 

how an increase or decrease at one level affects the other levels. 

We're always trying to upscale the image of our fish and we'd 

like to be able to charge a good price fo r it. Price tracking lets 
us know if we ' re having the right kind of effect in retail ," Premo 

says. 

Focu~ groups 
Though the advertising has been aimed primarily at consum-

Allen Premo 

ers, Premo says focus groups were held last year with chefs, 

food and banquet managers, restaurateurs, and caterers to 
measure their awareness of farm-raised catfish and find out 

more about the publications they read. 
"The ad campaign had run for two years at that time and we 

wanted to see if they were picking up on it. We asked them what 

they look for when they ' re planning their menus, not only with 
fish but for all entrees, and how they felt fish and then specifi­

cally catfish stacked up. We found an increasing amount of 

acceptance in many very upscale restaurants. More and more 

people are recognizing catfish for its versati lity. " MRR 
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T-scope 
continued from p. 8 

recognize they have a new reason to try the brand, a drastic 
design change is a questionable business tactic. It seems that 
consumers are willing to accept reformulation of the product as 
an important improvement, but they consider package/label 
design changes unnecessary. 

Also, certain package configurations and/or colors are tradi­
tionally acceptable for certain products. Catsup, for example, 
illustrates thi s point. Virtually everyone instantly recognizes 
the shape of a catsup package, and in controlled use-tes t situ­
ations nearly everyone will agree that this type of container is 
extremely difficult to use. But the package configuration is 
traditional, it is catsup, and any other shape si mply would not 
be suitable for the product. 

It 's generally agreed that the package is an extremely impor­
tant element in the marketing mix for most consumer products. 
lt has multiple functions to perform and, therefore, no single 
consumer research measure can do an acceptable job of evalu­
ating the total effectiveness of a consumer package. There are 
at least three measures that are important considerations in 
evaluating consumer package/label designs: 

• Impact. How intrusive is the package/label design; does the 
package have the ability to "j ump off' the shelf and be recog­
nized quickly? 

• Image. What does the package communicate to consumers; 
what kinds of impressions and/or perceptions does the package 
create? 

• Preference. Does the consumer like the package; is it aes­
thetically pleasing to the prospective customer? 

In order to be maximally effective, these three measures must 
be in balance. They must work in concert to produce the kind of 
impact that 's necessary for the brand to be noticed (quickly) on 
the store shelf without sacrificing those design elements that 
help communicate the kinds of positive product impressions 
(image) that are important to the success of the brand. It is 
entirely possible to have a tremendous amount of intrusiveness, 
to communicate certain product characteristics very effec­
tively, or to have people generally agree that the package is at­
tractive. However, if any of these are accomplished at the 
expense of the others, the wrong balance has been struck. 

It 's easy to get the wrong balance. For example, it' s possible 
to achieve a high degree of impact using certain design de­
vices-fluorescent ink colors or unusual package configura­
tions will invariably produce high recognition. However, the 
use of these overt attention-getting devices may distract the 
consumer from the package' s communications effort in other 
directions. Bright colors often are interpreted as harsh or too 
strong, and unique package shapes could prove difficult for 
consumers to handle. Or, as is the case with catsup, a new, 
different package shape might not be acceptable to a large 
proportion of consumers. Converse ly, pastel colors and swirly, 
curly graphics often are interpreted as mild or gentle, but could 
well be so soft that the package would fail to achieve impact at 
the point of sale. Finally, simple consumer preference, often 
based on an individual 's assessment of the attractiveness of the 
design, may have little or no relationship to which package the 

Give our monthly: INSIGHT polls a 
try and get your 2nd question free. 

Each month, Southeastern Institute of Research 
conducts omnibus telephone surveys in Baltimore, 
Washington D.C., Richmond, and Hampton/ 
Norfolk, on which you can ask one or more of your 
own custom questions. If you need to track the 

Deadlines: 

Report: X-Tab by 9 Demos- available in 3 weeks. 
Question Design: Professional consultation on 
que tion design included. Cost: for each market­
$450 for each closed end question or $500 for each 
open-end question. IOo/o discount after 5 questions. 

performance of a product, 
service or advertising 
campaign, you may want 
to ask the same questions 
in a number of sequential 
studies. If you're inter­
ested in checking aware­
ness, market share or 

Jul Aug Sep Oct Nov Dec 

SIR, a fu ll service custom marketing re­
search company, has been serving national 
and regional consumer and business- to­
business clients since 1964: attitude surveys, 
new product tests , focus group interviews, 
feasibility studies, advertising effectiveness 

Rich 6/30 4 1 9/29 3 

D.C. 7 11 8 6 10 8 

HIN 14 18 15 1 3 17 15 

Bait 21 25 22 20 24 22 

image, use INSIGHT as a mini-study. These inex­
pensive surveys are perfect for finding out whatever 
you need to know about what these populations 
know, think, use, or want to do. Here are the 
specifications. Sample: New probability sample 
each month of 300 male and female household 
heads in each market- projectable to all in the area. 

surveys and political polls. For more infor­
mation about our services and a sample INSIGHT 
report, call Robert M. Miller, President, or Richard 
q. St~ele, Ex~cu- Southeastern e 
ttve Vtce Prestdent. Institute Of • 
Phone(804)358-
8981 orFAX(804) Research,Jnc. 
358-9761. Custom Marketing Research 
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consumer will purchase-they want the product inside, not the 
package. They recognize this and so must we. 

The effective package design, then, is the one that is most 
successful in integrating these three properties-impact, im­
age, and preference. The consumer research test methodology 
must, then, be designed to measure these same properties 
effectively. We have developed a research methodology that 
measures consumer response to test package/label designs in 
terms of these three decision criteria. 

This system is an experiment in the sense that the environ­
ment in which the package alternatives are studied is one in 
which the variables (stimuli) can be controlled and manipu­
lated. The respondent is not in his or her normal context (a 
supermarket) but in a tightly managed interviewing station or 
facility. Also, s/he is often asked to react to stimuli that 
represent the actual package(s), for example, 35mm slides or 
photographs, rather than the packages themselves. This makes 
it possible to isolate and control key variables and to study the 
consumers' response to these variables. Since all package 
alternatives included in the test are exposed to this identical 
treatment, the absence of a real-life environment affects equally 
all packages relative to the others in the test scheme. By 
studying respondents' reactions as the test variables are ma­
nipulated, it's possible to make judgments concerning the 
extent to which these variables affect a respondent's percep­
tions of the packages being studied. 

Impact measure 
The first measure in this consumer research system is an 

impact measure. How intrusive is the package design? What 
elements of the design do consumers notice? How quickly do 
they notice certain package/label features? This is the kind of 
information developed in the initial section of the research 
methodology. An impact measure is the first step in the re­
search, not because it is the most important element to consider, 
but because impact, in order to be correctly measured, must 
have a clean or uncontaminated exposure. Visual or verbal cues 
of any type have a tremendous influence on this measure, so 
much so that results tainted by prior cues are virtually meaning­
less. 

A tachistoscope (T -scope) is used to measure the impact of 
salient visual elements of each test package. It is a device that 
precisely controls the amount of time a stimulus (package) is 
exposed to the respondent. By strictly controlling both the 
number of exposures and the length of time of each, the 
packages in the test are ensured equal exposure time. Thus any 
differences in the time required by respondents to pick out 
salient print or graphic elements is ascribed to the test variable, 
the package itself. 

The T -scope used in this portion of the research is electroni­
cally controlled for increased accuracy and ease of operation. 
Each exposure interval is clearly marked and the control knob 
has a definite click stop point for each interval. Once the 
instrument is set up it can be operated even in total darkness. 

The T -scope exposes the test package to the respondent a total 
of eight times. The first flash exposure is at a speed of l/150 
second and each succeeding exposure is lengthened until the 
maximum speed of 2 seconds is reached. The T -scope is set at 
the following speeds: 

Exposure 1 1/150 second 
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Exposure 2 1/100 second 
Exposure 3 I /50 second 
Exposure 4 I /25 second 
Exposure 5 l/1 0 second 
Exposure 6 1/2 second 
Exposure 7 I second 
Exposure 8 2 seconds 
Immediately after each of the eight exposure intervals, the 

respondent is asked to report exactly what he or she saw. The 
verbatim comments are recorded, coded, and tabulated to form 
the basis of this portion of the analysis. The impact measure 
provides these types of information: 

• Brand name recognition. 
• Product description playback. 
• Product/brand name misidentification. 
• Recognition of symbols/logos. 
• Identification of other salient graphics. 
It 's possible to calculate average recognition times or mean 

scores for each of the above points, and it's also possible to 
display the test results cumulatively to determine the pattern 
that respondents follow in viewing the test package(s). 

Table 1 is an example of the brand name impact measure for 
four different test packages/brands. It shows the percentage of 
respondents in each test who were able to identify correctly the 
brand name of the package at each exposure interval. The Mean 
Recognition Score, the average length of time it took respon­
dents in this test to identify correctly the brand name of the 
package, is also presented in the table. 

The second way to examine results of the T-scope question-

ing series is to accumulate responses for each successive 
exposure interval. Table 2 shows the cumulative percentage of 
respondents who mention various visual e lements of the pack­
age as the test progresses . 

The T -scope device, administered and tabulated in this manner, 

Table 1 Correct Brand Name Identification 

Brand A 

Correctly identified 
package brand name 
at: 

1/150 52% 
1/100 20 
1/50 6 
1~5 10 
1/10 10 
1/2 6 
1 second 
2 seconds 

Not correctly identified 
package brand name 

Mean recognition score 

100 

100 

(in seconds) 0.05 

Brand B 

12% 
4 
12 
16 
a . 
24 
a · 

84 

16 

100 

0.26 

Brand C Brand 0 

10 -% 
24 4 
10 
8 8 
16 6 
20 42 
4 22 
4 8 

96 90 

4 10 

100 100 

0.26 0.67 

provides a total recognition profile of a test package, by time 
period. The analyst can use the results to identify which package 

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

34 

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

At just 5¢ a number, plus ship­
ping and a small set-up fee, our 
prices could be about a third the cost 
of another service. And our set-up 
fee is just $25 for one area and $10 
an area after that. We can even give 
you same-day service for just 3¢ extra '----~1",, :' 
a number. 

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

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

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

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

(714) 731-8576 
202 Fashion Lane, 

Suite22\ , 
Tustin, CA 92680 

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

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

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

National 0 ADI 0 Census Regions 
0 Census Divisions 0 PMSAJCMSA/MSA 0 Weighted in 
proportion to number of listed households in area 
0 Unweighted so everyone has equal chance of being selected 
regardless of population 0 Your desired cut-off or efficiency 
level 0 Customized sample design specifications (e.g., single 
stage, multi-stage, stratified, etc.) 

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

Circle No. 722 on Reader Card 
Quirk's Marketing ResearchReview 



elements are noticed more quickly and can also track the path 
or pattern the respondent is following in his or her attempt to 
complete this test successfully- that is, to report exactly what 
he or she sees at each exposure interval. 

The technique is especially useful in comparing test package 

Table 2 Visual Response* 

Exposure Time (in seconds) 
1/150 1/100 1/50 1/25 1/10 1/2 1 2 

A bottle 4% 18% 26% 28% 30% 30% 32% 32% 
A bottle with a handle 12 18 20 20 20 22 22 22 
A blue bottle 36 40 44 48 56 56 62 64 
Correc:t product 10 4 6 18 18 18 18 20 38 
Visual item 1 2 6 6 8 10 20 24 24 
Vllt*ltem2 4 8 8 10 22 ~ 36 ~ 
Incorrect brand 10 40 46 54 58 64 68 68 68 
Correc:t brand 10 12 16 28 44 52 76 84 84 
Yellow color 4 16 22 30 34 38 48 48 
White color 12 20 24 36 ~ 42 42 42 
Red color 4 8 14 20 22 24 26 28 
Blue color 10 12 20 26 28 28 28 28 
Pink color 10 10 10 10 12 12 16 18 
Copy point 1 2 10 22 30 
Copy point2 4 16 24 
Copy point3 2 4 6 20 50 76 
Ounces of product 4 4 4 4 4 6 6 10 

•selected responses. 

alternatives for two important reasons-it produces consistent 
results in a test-retest situation and it is able to discriminate 
among test alternatives. If the same stimulus (package) is tested 
more than once, the results will, with a high degree of probabil­
ity, be identical each time. Second, if the test packages are 
capable of producing different levels of impact or intrusiveness, 
this testing technique will measure the difference. 

Table 3 illustrates the ability of this measurement system to 
replicate its findings. Brand Name Recognition Scores are 
shown for two consumer packages, each of which was tested on 
three different occasions with three different samples of respon­
dents. The brand name recognition score i the average length 
of time, in seconds, it takes a sample of respondents to identify 
correctly the brand name of the test package. For Brand M, 
results differed by only 0.12 seconds in the three tests; for Brand 
S the scores differed by only 0.06 seconds in three successive 
tests. If the same packages are tested, it's likely the results of the 

Table 3 Mean Recognition Scores Table 4 Mean Recognition Scores 

Brand M Package Test 1 

Test 1 1.03 seconds Brand A package 0.05 seconds 

Test 2 1 .11 seconds Brand B package 0.26 seconds 

Test 3 1.15 seconds Brand C package 0.26 seconds 
Brand D package 0.67 seconds 

Average 1 .1 0 seconds 

Test 2a 
Brand S Package Graphic X, brand name E 0.59 seconds 

Test 1 0.76 seconds Graphic X, brand name F 0.25 seconds 
Test 2 0.77 seconds 
Test 3 0.82 seconds Test 2b 

Average 0.78 seconds Graphic X, brand name F 0.25 seconds 
Graphic Y, brand name F 0.07 seconds 

impact measure will be the same. The table also indicates that 
the T -scope test is able to discriminate between different 
package designs. Brand S was correctly identified about 1/3 
second sooner than Brand M (Average Recognition Score of 
0.78 versus 1.10). 

Another illustration of the test's ability to discriminate be­
tween packages is shown in Table 4. In Test 1, four packages 
from the same product category were tested. Results indicate 
Brand A was correctly identified five times faster than Brands 
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B or C and 13 times faster than Brand D. Test 2a included two 
packages with identical label graphics but different brand 
names; Test 2b included two packages with identical brand 
names but different graphics. Results clearly show significant 
differences in impact. These test scores al so show both brand 
name and/or graphics can influence recognition. With identical 
graphics Brand F was correctly identified about twice as quickly 
as Brand E; yet with identical brand names Graphic Y per­
formed much better on the correct name recognition. 

The conditions of the exposure of the packages to the respon­
dents is always a point capable of generating long discussions. 
There are two basic conditions under which a package may be 
tested by using this T-scope impact measure: 

1. An individual package, by itself, can be studied without 
reference to a competitive frame. The respondent is exposed to 
only a single package stimulus. 

2. The test package can be studied as it relates to its competi­
tive frame or environment. It can be shown to the respondent as 
part of a "typical" shelf array in which the te t package is one 
of several brands/packages displayed and collectively viewed 
by respondents. 

Results of previous tests indicate the more viable testing 
technique is to deal with a single package exposure rather than 
a multiple package situation. Exposing the respondent to only 
a single package generates results that go into more depth 
relative to the test package. In a single package test design, it is 
likely that information will be volunteered on the attention­
getting characteristics of such design elements as: 

• Colors and/or combinations of colors. 
• Unusual or distinctive package shapes. 
• Brand name recognition. 
• Playback of product category description(s) . 
• Package graphic elements such as illustrations or 

photographs. 
• Corporate symbols or logos. 
It ' s also likely that test results from a single package testing 

technique could more readily identify elements of the package 
that are being misread or are in some way confu ing to the 
consumers participating in the test. 

In a shelf array test situation, respondents are asked to look at 
a number of different brands as well as a number of packages or 
shelf facings for each brand. This normally results in a display 
of20 or more packages. When asked to concentrate on this type 

Fastest Time Slowest Time 
Single package (24 cases) 0.04 seconds 0.73 seconds 
Shelf array (28 cases) 0.44 seconds 1.50 seconds 

of stimulus, respondents tend to focu s their attention on picking 
out the brand name of each group of packages shown. They will 
be sure they have correctly identified the brand name on one set 
of packages, then move their attention to the second set, then on 
to the third until they are confident they have correctly noted 
each separate brand in the shelf array. In a practical sense, this 
procedure leaves respondents little or no time to comment on 
any other aspects of the packages displayed. 

Also, since there are a large number of packages to look at, 
respondents tend to be a bit cautious about relating what it is 
they see until they are reasonably sure of themselves-thus 
their recognition for correct brand name identification is usu-

Quirk's Marketing ResearchReview 



SUBSCRIBE TODAY! 
Please enter my subscription for one year ( 1 0 issues) of Quirk's MARKETING RESEARCH Review. 
If not satisfied after the first issue I may cancel and be refunded the entire amount of my subscription. 
Afterwards I may cancel at any time and be immediately refunded my money for all issues not 
recieved. 

D Payment of $40 enclosed Credit Card: D MasterCard DVisa 

CHARGE CARD NO. EXP. DATE SIGNATURE (REQUIRED FOR CREDIT) 

Name ____________________________________ __ Title ______________________________ _ 

(Please Print) 

Address/P.O. Box 

City ___________________________ State. _____________ ZiP·--------------

Are you a Purchaser of Marketing Research Products/Services? DYes D No 

Areas of Research Interest (Check All That Apply) 
D Consumer Non-Durable D Service (Banks, Ins., Etc.) 
D Consumer Durable D Business-To-Business 

Finall y, the most compelling argument in favor of using a 
si ngle package mode rather than a shelf array exposure is that 

Table 5 Mean Recognition Scores · 

Single Package Shelf Array 

Brand A 0.05 seconds 0.44 seconds 
Brand B 0.26 seconds 0.90 seconds 
Brand C 0.26 seconds 1 .1 0 seconds 
Brand D 0.67 seconds 1.35 seconds 

test results are parallel for both s ituations. If several different 
brands are included in a test, the "winner" is likely to be the 
same brand/package in both situations, the nearest competitor 
would be in second position in both testing schemes, and the 
slowest recognition speeds would probably be the same pack­
ages. The rank order of test results, in terms of speed of brand 
name recognition (impact), wou ld probably be the same. 

Thus if two test designs do an equally adequate job of 
measuring the speed of brand name recognition of one test 
package relative to other test packages within one test series, but 
one of the testing modes also provides information concerning 
the impact of other package elements, the methodology that can 
generate the additional information is the logical choice. 

Table 5 shows the similarity of results for four brand names/ 
packages tested under both a single package mode and a shelf 
array situation. Clearly, Brand A "wins" in both methodologies, 
Brands B and Care distant seconds and Brand D does the least 
effective job of gaining correct brand identification. 

The next point to consider in completing this type of package 
design research is the actual physical form the stimuli (pack­
ages) used in the test should be. There are three basic considera­
tions. 1. In what form is it practical to produce the package/ 
design alternatives for testing purposes? 2. Will the material s 
used to execute the test allow for geographical flexibility? 3. 
Can the test be easily administered in the field or does it require 
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a single package generates results that go into more depth 
relative to the test package. In a single package test design, it is 
likely that information will be volunteered on the attention­
getting characteristics of such design elements as: 

• Colors and/or combinations of colors. 
• Unusual or di stinctive package shapes. 
• Brand name recognition. 
• Playback of product category description(s). 
• Package graphic elements such as illustrations or 

photographs. 
• Corporate symbols or logos. 
It 's also likely that test results from a single package testing 

technique could more readily identify e lements of the package 
that are being misread or are in some way confusing to the 
consumers participating in the test. 

In a shelf array test situation , respondents are asked to look at 
a number of different brands as well as a number of packages or 
shelf facings for each brand. This normally results in a display 
of 20 or more packages. When asked to concentrate on thi s type 

Single package (24 cases) 
Shelf array (28 cases) 

Fastest Time 
0.04 seconds 
0.44 seconds 

Slowest Time 
0.73 seconds 
1.50 seconds 

of stimulus, respondents tend to focus their attention on picking 
out the brand name of each group of packages shown. They will 
be sure they have correctly identified the brand name on one set 
of packages, then move their attention to the second et, then on 
to the third until they are confident they have correctly noted 
each separate brand in the shelf array. In a practical sense, this 
procedure leaves respondents little or no time to comment on 
any other aspects of the packages di splayed. 

Also, since there are a large number of packages to look at, 
respondents tend to be a bit cautious about relating what it is 
they see until they are reasonably sure of themselves-thus 
their recognition for correct brand name identification is usu-
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ally much slower than in the single package stimulus tests. As 
a result, the dispersion of mean recognition scores is not as great 
in the single package test mode. This point is illustrated by the 
above chart of Mean Recognition Scores. 

In the 24 Single Package T-scope tests, the fastest time 
recorded was just under 1/20 of a second, nearly 20 times faster 
than the slowest mean recognition time recorded. In the 28 Shelf 
Array T-scope tests, the fastest time recorded for correct brand 
name identification was just under l/2 second, aboutthree times 
faster than the slowest score of I l/2 seconds. 

Another point in favor of electing a single package mode for 
testing the impact of packages is that this system better handles 
the built-in bias that consumers have for brand names they 
know well. Packages that carry familiar brand names tend to 
achieve much higher recognition scores than packages with 
brand names that are less well-known by respondents. Thus 
tests in which some of the packages carry new names will in­
variably indicate that the established brands achieve faster 
recognition core . Thi will of course occur in both single 
package format and in shelf array test situations. The single 
package scheme does have greater ability, however, to dis­
criminate between test packages and is more likely to show 
which of the new brand name/package alternatives included in 
the testing scheme has the most impact. 

Finally, the most compelling argument in favor of using a 
single package mode rather than a helf array exposure is that 

Table 5 Mean Recognition Scores · 

Single Package Shelf Array 

Brand A 0.05 seconds 0.44 seconds 
Brand B 0.26 seconds 0.90 seconds 
Brand C 0.26 seconds 1 .1 0 seconds 
Brand D 0.67 seconds 1 .35 seconds 

te t results are parallel for both situations. If several different 
brands are included in a test, the "winner" is likely to be the 
same brand/package in both situations, the nearest competitor 
would be in second position in both testing schemes, and the 
slowest recognition speeds would probably be the same pack­
ages. The rank order of te t results, in terms of speed of brand 
name recognition (impact), would probably be the same. 

Thus if two test designs do an equally adequate job of 
measuring the speed of brand name recognition of one test 
package relative to other test packages within one test series, but 
one of the testing modes also provides information concerning 
the impact of other package elements, the methodology that can 
generate the additional information is the logical choice. 

Table 5 shows the similarity of results for four brand names/ 
packages tested under both a single package mode and a shelf 
array situation. Clearly, Brand A "wins" in both methodologies, 
Brands B and Care distant seconds and Brand D does the least 
effective job of gaining correct brand identification. 

The next point to consider in completing this type of package 
design research is the actual physical form the stimuli (pack­
ages) used in the test should be. There are three basic considera­
tions. I. In what form is it practical to produce the package/ 
design alternatives for testing purposes? 2. Will the materials 
used to execute the test allow for geographical flexibility? 3. 
Can the test be easily administered in the field or doe it require 
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specialized training and/or equipment to function properly? 
A testing methodology that utilizes 35mm slides to represent 

the test package is usually a good choice. Thi s method is 
portable, takes little mechanical aptitude to operate, and re­
quires no special equipment other than aT-scope device and a 
35mm projector/viewing screen. Most important, 35mm slides 
can represent accurately the actual test packages in terms of 
color reproduction and are much less expensive to produce than 
tight, mock-up packages. For example, if a new product pack­
age is under consideration, only one of each of the test packages 
need be produced. That model can be photographed and the test 
can be completed in several markets simultaneously without 
fear of destroying the prototype model. 

Yet the testing system must be flexible enough to vary from 
this methodology when it 's appropriate. If, for example, one or 
more of the test packages in the research use fluorescent ink 
colors, it would not be poss ible to use 35mm slides because 
these inks cannot be reproduced adequate ly in full color pho­
tography. In fact , the only way to represent this type of test 
package accurate ly would be the test package itself. In one 
testing situation in which these types of packages were included 
as alternatives, a shadow box was built, and the T-scope 
procedure was modified so that the actual package inside the 
shadow box was illuminated in a controlled fashion. 

A final consideration prior to conducting thi s type of impact/ 
image/preference test relates to sample selection. A package 
test is not unlike any other form of market research investiga­
tion in the sense that sampling methods and selection criteria are 
important to the successful completion of the study. For the 
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maJonty of consumer package tests the sample should be 
structured to include a high percentage of product category 
users. Establishing a subquota of user of certain brands is also 
a good plan . It was noted that brand familiarity influences how 
quickly respondents are able to recogni ze brand names. Famili­
arity/experience with the brand also influences a consumer 's 
image perceptions of the product. Thus it is important that this 
sampling variable be controlled from test cell to test cell. If one­
half the respondents in Test Cell A are users of the test brand, 
one-half the respondents in Test Cell B should also be users. 
Since the package test is essentially an ex perimental design, the 
researcher can tightly control the sampling procedures to be 
more certain that important differences that are noted in the test 
results are traceable to the package variations, and not the result 
of sampling variation. 

The physical place in which the T -scope portion of thi s 
testing system is completed is almost always a small conference 
room setting in a central location interv iewing faci lity. The 
room is arranged so that the 35mm projector is set up to flash 
approximately " life size" sequential exposures of the tes t pack­
age or the viewing screen. 

Respondents who meet the sampling e ligibility requirements 
and agree to participate in the test are brought into the room and 
seated about six feet in front of the screen. Participants are told 
they will see a picture flashed on the screen very rapidl y and will 
be asked to report exactly what they saw each time a picture 
appears on the screen . If they normall y wear glasses or contacts 
while shopping, they are asked to wear them during thi s test. 
The interviewer in the room with the respondent controls the T­
scope mechanism and also records each respondent 's verbatim 
commentary after each package exposure. 

Thi s type of impact measure is a purely physical measure of 
how quickly respondents can pick out or notice characteristics 
of the test package shown to them. Thus mechanical variations 
in the test setting can greatly influence the test results. For this 
reason, thi s portion of the test must be closely controlled and 
monitored. As much as poss ible, the phys ical characteristics of 
the test environment should be identical for each location or city 
used in the test. Instructions given the respondents are quite 
detailed and are read , word for word, to each participant. 

In thi s type ofT-scope methodology, respondents begin to 
" learn" the technique as the subsequent exposures are shown to 
them. They try to win the game in the sense that the first few 
exposure have taught them what to look for on the screen. For 
thi s reason, exposing any single respondent to more than one 
test package (or shelf array) in thi s type of testing system is not 
an acceptable procedure. To do so would only introduce a bias 
into the test that could well blur the results. It is much wiser to 
deal only with respondents who have not been preconditioned 
to the mechanics of the test procedures. 

A series of eight T-scope exposures seems to be the optimal 
number for this testing procedure . The fastest speed, l/150 
second, is the starting place because it is the point at which a few 
people can actually pick out certain package e lements-speeds 
quicker than thi s are just a flash to respondents. The slowest 
speed , 2 seconds, is long enough for all salient package graph­
ics to be noticed-slowing it down further only results in redun­
dancies. Dividing thi s 1/150 to 2 seconds range into e ight 
intervals provides a reasonably high leve l of di scrimination be­
tween the points. 
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The absolute scores generated via this T-scope methodology 
are only useful when a number of packages are tested and their 
scores are directly compared. The emphasis of this measure­
ment is on how well each test package performed relative to 
others included in this or previous tests. Knowing a test package 
achieved a Mean Brand Name Recognition Score of 0.39 
seconds doesn't mean much unless norms or other directly 
comparable impact scores are available. 

After the respondent has seen the eight exposures of the test 
stimulus, the T -scope impact measure is complete. Each partici­
pant is then asked to move to a second interviewing station, and 
an entirely different set of questions are administered. 

Imagery analysis 
The objective of this section of the testing system is to 

determine what types of images and or impressions are commu­
nicated by the package/label designs being tested. This is done 
by having each respondent rate the test package on a long series 
of attributes or dimensions that might be used to describe the 
package/product. Normally 25-30 of these attribute statements 
are included in this semantic differential rating scale technique. 

These attributes are designed to reflect the opinions consum­
ers may have about the test package/brand. The list may be 
generated from prior consumer market research studies such as 
focus group sessions on the brand or product being tested. New 
product concept studies or product positioning studies are also 
a useful source for constructing this attribute list. Ultimately, 
however, brand management and the research analyst have the 
responsibility to anticipate the consumer's response to the 

ADI RESEARCH 
ANNOUNCES THE NEWEST' 

MosT MoDERN 
AND CoNVENIENT 

Focus GRouP FACILITIES 
IN CINCINNATI. 

OuTSTANDING FACILITIES 
• Two completely equipped focus group / client viewing rooms with 

audio / video recording. 
• Recruiting and focus group sessions conducted seven days / week . 
• On-line, computerized respondent database . 
• Complete kitchen / food service . 
• Experienced managers and supervisors; trained personnel. 

brand/package and to be certain the final list reflects these 
possibilities as well as those dimensions known to be important 
to consumers in deciding to buy/not buy the test brand/product. 
The importance of the attribute list cannot be stressed enough. 
It forms the basis ofthe imagery analysis portion of the package 
research study. If the "right" attributes are not included in the 
list, the "right" consumer response pattern will never be meas­
ured. 

The attribute list should cover three broad dimensions: 
1. Product efficacy dimensions. These attributes measure the 

extent to which respondents believe the product inside the 
package will live up to performance expectations. Examples of 
these types of attributes are: 

• Cleans pots and pans without scrubbing. 
Makes silverware sparkle. 

• Rinses off easily. 
• Especially effective in removing grease. 
Other product-related dimensions focus on things such as: 
• Would be economical to use. 
• It's convenient to use. 
• It's a modem product. 
2. Dimensions related to aesthetic assessment of the package: 
• It's an attractive package. 
• The colors are cheerful. 
• It's an eye-catching design. 
• Sprays on easily. 
3. Statements of a self-referral nature that reflect the respon­

dent's personal interest in the product: 
• It's my kind of product. 

CoNVENIENT LocATION 
• Next to Kenwood Towne Centre, the most prestigious regional 

mall in Cincinnati. 
• In the suburbs, yet less than 15 minutes from downtown 

Cincinnati. 

MoDERN BuiLDING 
• 24 hour on site security. 
• Kenwood Towers, a landmark office-complex development. 

DIVERSE AREA CoMPOSITION 
• Demographics 

- 73,000 households within five mile radius of the Towers. 
- Median education - 13 years. 
- Median household income - $30,000 (30% over $40,000). 
- Home values- 15% above national average . 

• Available on request -
Detailed demographics and 40-Cluster PRIZM Lifestyle profile 
data for 1, 3, & 5 mile areas . 

For on-the-spot bidding and availability information, please call : 

ADI 
RESEARCH INC. 

Actionable Decision Information 
Since 1976 

Kenwood Towers, Suite 625 
8044 Montgomery Road 
Cincinnati, Ohio 45236 
(513) 984-2470 
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• I'd use this product every day. 
In this section of the test the actual 

package makes an ideal stimulus. Re­
spondents can hold it, shake it, and exam­
ine it, front and back, straight up and 
upside down. However, it is often not 
practical to work with actual packages or 
package prototypes. In these instances, 

full-color 8x 10 inch photographs of the 
test package can be used. This is an inex­
pensive means of reproducing original 
designs. It can be done quickly, andre­
spondents can generally accept photog­
raphy as a reasonable substitute for the 
real thing. The only proviso is that the 
photographs must reflect the original 

package/label design accurately. Colors 
must be very close to the original design 
specifications, and the size of the single 
package in the photograph should come 
close to the actual size of the package. 

The impact measure (T-scope) portion 
of this testing system places emphasis on 
purely physical measurement. The im­

r================================::::;-, agery measure emphasizes consumer 

Fore Profit: The Painless Way to 
Forecasting and Market Analysis 

Fore Profit is a complete, easy-to-use pack­
age of forecasting and market analysis 
techniques. No need to remember arcane 
commands to be entered at the " > " prompt. 
No need to fight your way through skimpy 
help screens or explosions of verbosity 
called help. All Fore Profit commands 
include gentle reminders of the outcome of 
that action. Irs actionable on-screen help. 

Fore Profit Features: 
• Executive summaries. 
• On-line tutorial, complemented by 250 + 

page manual. 
• ASCII compatible data files, easy import/ 

export. 
• Automatically uses CGA, EGA or 

Hercules® graphics cards. 

• Runs on any MS-DOS machine, 512k or 
more, floppy or hard drive. 

Fore Profit Capabilities: 
• Moving average and exponential 

smoothing. 
• Regression - OLS, GLS and TSLS. 
• Linear Programming. 
• Graphics - time-series and scatter plots. 
• Exploratory data analysis. 
• Comprehensive data editor. 

For more information call or write: 

Loon Valley Software, Inc. 
420 Summit Avenue, Suite 38 
St. Paul, MN 55102-2699 
(612) 227-5552 
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opinions/perceptions-to what extent 
does the test package communicate cer­
tain attributes or dimensions. In the first 
instance, sampling error, in a statistical 
sense, tends to stabilize relatively quickly 
and a sample ize of 50-60 respondents is 
adequate. The imagery measure requires 
a large sample base before the test results 
begin to stabilize. A base of 150 respon­
dents is the minimum sample require­
ment. 

Unlike the impact measure, where each 
respondent can view only one test pack­
age, this section of the test can accommo­
date up to three package exposures. Pre­
vious studies have shown that a con­
sumer's opinions of one package do not 
strongly influence hi s or her opinion of a 
second or third package. Thus if each 
respondent is asked to rate three pack-

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ages in the imagery section of the study, 

r-----------------------------------i 
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it ' possible to keep the two sections of 
the package test in balance in terms of 
sample base requirements. Reliable test 
results will still be generated for both the 
impact and imagery measures. The test 
design takes thi s form: 

Impact measure : 
(T·scope) 

Imagery analysis : 
(Semantic 
differential) 

If more than three test packages are 
included in the test design , rotations can 
be established so that each alternative 
gets equal exposure. This approach is 
preferable to having each respondent rate 
four or more package in the imagery 
section. The latter approach is too time­
consuming, and respondents could easily 
lose interest in the process. If that hap­
pens, results are suspect. 

The actual form of the scale that is ad­
ministered in the imagery analysis sec­
tion of the questionnaire is the next con­
sideration that must be addressed. The 
options are almost limitless. Many com­
panies already have strong preferences 
about the exact form/wording of rating 
scales used on their consumer research 

Quirk's Marketing ResearchReview 



Cleans pots and pans 
without scrubbing 0 0 0 0 

Have to scrub to get 
pots and pans clean 

this attribute li st. These ratings form the 
basis of the imagery analysis portion of 
this package test system. Mean scores are 
calcu lated for each attribute and these 

Definitely 
Agree 

Probably 
Agree 

Probably Do 
Not Agree 

Definitely 
Do Not 
Agree 

Rinses off easily 4 3 2 1 

Absolutely Mostly Somewhat Somewhat Mostly 

~ ~ ~ ~ ~ 
A modern product ( ) ( ) ( ) ( ) ( ) 

True Not True West Coast Field Services 
Sprays on easily 10 9 8 7 6 5 4 3 2 1 

My kind of product ®®®® ® 
• Four great Focus Group 

Facilities 
• Professional Recruiting 
• Moderators available 

studies. As a consequence, several scale 
variations have been used in this section 
of the study-all with good results. Thi s 
s imply means that consumers understood 
that the scale was designed to place a 
direction and intensity to their opinions, 
and the e cale were en itive enough to 
pick up differences in consumer percep­
tions between package design alterna­
tives. The five examples above are se­
mantic differential scales that effectively 
measure consumer attitude in terms of 
both direction and intensity . 

Thus the key considerations in choos­
ing a scale are: 

• Do respondents understand the scale? 
• Is the scale sensitive enough to meas­

ure different opinions? 
• Does the company have a track record 

or norms for the scale? 
Once a scale rating device has been 

selected, the administration of that de­
vice in the field is essentially the same for 
all scales. The interviewer reads the list 
of statements and has the participant re­
spond with hi s or her rating for each item 
on the li st. It 's a good idea to have the 
actual scaling device printed on a sepa­
rate card so the respondent may refer to it 
as each statement is read. Having the 
field interviewer administer these scale 
ratings, as opposed to having them self­
administered, has several advantages: 

• It ' s faster. 
• Rotations and/or starting points can 

be used. 
• Respondents are less likely to mark 

the same rating point for all attributes; the 
presence of an interviewer seems to force 
participants to be more thoughtful and 
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consider their responses more carefull y. 
• Much fewer "No Answers" are re­

corded. 

O S.olt~Oftlc:• 
Seanle / Tacoma SMSA , _ , '- --~ 

O Spol<oMOftlc:o 
Spokane SMSA 

• It avoids misinterpretation and mis­
understanding. 

After the respondent has rated each of 
the 25-30 attributes for one package al­
ternative, the process is repeated until a 
maximum of three packages are rated on 

CALL 
(509) 482-5299 
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in over 1 00 markets 

Order a copy of the 

National Directory of Focus Group 
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This is a comprehensive list of 
facilities and moderators, divided 
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area where you need to conduct 
your qualitative research. 

The National Directory contains the 
names and addresses of more than 
five hundred qualitative research 
facilities, currant as of August, 1989. 

Send checks to: 

The book is used extensively by 
moderators. It's also purchased by 
research users who either contract 
directly with the field or who need to 
know whether moderators are 
available locally in the markets they 
need to explore. 

The Directory, available in late 
September, is priced at $60 .00 for a 
single copy. Additional copies may 
be purchased for $45.00 apiece, 
prepaid . 

New Directions Consulting, Inc. 
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scores are profi led, or compared, among 
the test alternatives included in the study. 
Variations in these rating scores are in­
dicative of each package's ability to 
convey different impressions to those 
consumers seeing it. 

Table 6 Image Profile Scores* 
Percent marking "top-box" 

Reduces static cling 
Softens clothes 
Clothes have a clean scent 
Has a pleasant fragrance 

There are occasions in which the use of 
mean scores wi ll not tell the entire story. 
In a situation where the distribution of a 
particu lar respon e is skewed (i.e., a 
normal frequency distribution curve 
would not properly describe the response 
pattern of consumers on a particular at­
tribute or statement), the analyst can use 

Convenient to use 
Works in any cycle 
Has a unique advantage 
A versatile product 
Economical 
Lasts a long time 
Worth the money 
Attractive package 
Modern 
For my family 
Necessary for my home 

·selected responses. 
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Brand A 
72% 
69 
72 
66 
57 
28 
27 
25 
43 
42 
46 
69 
64 
69 
54 

Brand B-1 Brand B-2 
19% 15% 
31 25 
17 17 
13 11 
52 44 
41 43 
42 42 
47 41 
13 21 
14 15 
7 7 
46 47 
51 50 
23 32 
37 44 

a " top box" score rather than the mean 
score in reporting and/or analyzing test 
results. For example, if the scale ratings 
for many of the attributes included in the 
study show a bilateral di stribution pat­
tern (concentrations of re ponses at both 
ends of the scale) a mean score would be 
misleading. In thi s instance, the reporting 
of the percentage of respondents marking 
the attributes at the highest scale rating 
point (the "top-box" score) provides a 
more accurate picture of the consumers' 
response to the package being studied . 

The scale rating results developed in 
thi section of the study provide two 
important pieces of information : 

1. They pinpoint those attributes that 
are highly consistent with the respon­
dents ' attitude toward the product/pack­
age design. Attributes that show a high 
degree of agreement are indicative of 
those properties of the product/package 
that consumers will accept as truthful and 
realistic product claims. Conversely, those 
attributes that are scored low by consum­
ers are dimensions that respondents find 
hard to believe about the package/prod­
uct being tested . It would, for example, 
make little sense to position the product 
as a high quality or expensive entry if the 
product 's package clearly conveys a low 
cost/low quality image. 

2. They provide a profile of one test 
package versus the other test packages 
included in the test. By examining the 
scores on a side-by-side basis the analyst 
can identify the areas on which consumer 
perceptions of the packages differ. The 
decision as to which package is the best 
fit for the product positioning has to be 
made on the basis of a thorough examina­
tion and understanding of these profile 
scores. 

There are, of course, no right or wrong 
answers in interpreting these imagery 
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analysis scores. The data must be ana­
lyzed in concert with what the stated 
objectives of the package test are. What 
have the packages/labels been designed 
to communicate? How well does each 
package perform in light of these crite­
ria? These are the key questions addressed 
by the imagery analysis section of the 
package test system. 

Table 6 is an example of the tabular 
detail generated via this questioning 
sequence. Brand A is the leading seller in 
the product category, Brands B-1 and B-
2 are design variations of one of the other 
newer brands in the category. Notice two 
things: First, there is a reasonably wide 
range of agreement/disagreement with 
the attributes listed on the chart (the "top­
box" scores range downward from 72 to 
7% ), an indication that the scale rating 
device is measuring differing consumer 
opinions/perceptions relative to these at­
tributes. Next, the scaling technique is 
able to differentiate between packages 
tested-Brand A clearly has a different 
profile than either Brand B-1 or B-2, and 
even among these two alternatives a 
somewhat different attitude profile is 
evident. 

Throughout the test, respondents are 
asked to deal with the test stimulus (pack­
ages) on a monadic basis. In the impact 
portion of the test they are exposed to 
only one package. In the imagery analy­
sis portion they do handle three alterna­
tives, but only one at a time. At no time 
are they asked to directly compare the 
relative merits of the test packages. 

Careful study of the impact and im­
agery measures will often supply suffi­
cient consumer feedback to make solid 
judgments concerning the effectiveness 
of the test package(s). 

One useful analytical device is to re­
view the results for each package tested 
in terms of the four quadrants of Grid 1. 

On occasion there are situations when 
the test scores for particular packages are 
very similar. In these instances, it is use­
ful to try to exaggerate whatever small 
differences do exist in the minds of con­
sumers. This is accomplished by asking 
respondents to "pick a winner" from 
among the alternatives presented. 

Direct comparison preference 
In this section of the study, each of the 

respondents is asked to compare directly 
the test packages for the first time. A 
limited number of statements or dimen-

October, 1989 

sions related to their impressions of the 
"image" communicated by each package 
are read to them, and they are asked to 
select the one package/label design alter-

most economical product, most effective 
product, most attractive package, highest 
quality product. 

It's important to keep in mind that this 

Grid 1 

Strong Impact Measure Scores 
Correct Imagery Perceptions 
No Changes Necessary 

Strong Impact Measure Scores 
Incorrect Imagery Perceptions 
Reappraise Imagery 

Weak Impact Measure Scores 
Correct Imagery Perceptions 
Reappraise Impact 

Weak Impact Measure Scores 
Incorrect Imagery Perceptions 
Significant Changes Needed 

native they prefer for each statement. 
This list often includes such factors as: 

questioning technique tends to force re­
spondents into choices that they might 

Focus here ... 
• Chicago's newest state-of-the-art focus group 

facility 
• Located in the center of Chicago's prestigious 

North Shore suburbs 

• High income respondents and high level 
business executives are our specialty 

11 I 1111 business and consumer research services 

Consumer and Professional Research, Inc. 
Westgate Plaza • 3612 W. Lake Ave. • Wilmette, IL 60091 • 312/256-7744 
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• Political polling 
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interpretation 
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Transcultural Consultants 
Contact: Andrew Erlich, Ph .D.- (818) 501-2043 
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not otherwise be in a position to make. 
It's not likely a consumer will ever see 

exist. When read in conjunction with the 
other information collected in the testing 

Table 7 Package Preference 

Safest product 
Most effective product 
Easiest to use 
Best overall product 
Most expensive product 
Most attractive package 
% Constant sum scale votes 

Package 1 
39 
~ 
37 
36 
17 
24 
28 

Package Preferred (%) 
Package 2 Package 3 Package 4 

18 23 20 
19 24 24 
20 26 17 
20 23 21 
12 38 33 
15 ~ 28 
20 28 24 

Impact measure: 
(T·scope) 

Imagery analysis : 
(Semantic Differential) 

Direct comparison 
(Package Preference) 

three different packages for the same 
brand on sale at the same time. The inten­
tion of these questions is not to determine 
a "best choice," but to magnify the differ­
ences in consumer perceptions that may 

system, the discrimination produced by 
thi s questioning technique can produce 
meaningful information. 

A final preference question is normally 
included in thi s section of the study. Re-

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 

0 
Each Focu~ Group Suite con t ain~ over 600 ~4 u are feet. ui\ iued evenly he tween Conference. Viewing. 
and C lient Office. 
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spondents are asked to distribute a total of 
11 votes among the packages in the test. 

r Package 1l 
I Base=50 

~ 

I 
Package 1l 
Base=150 

I 
Package 21 
Base=50 I 

~ 
r Package 21 
I Base=150 I 

I 
Package 31 
Base=50 I 

l 
I 

Package 31 
Base=150 

I 
Package 1 versus Package 2 versus Package 31 

Base=1 50 

Votes are distributed on the basis of how 
strongly each respondent feel s hi s or her 
preferences are-it's a measure of the 
intensity of preference. It 's poss ible one 
package js so well-liked it gets all ll 
votes, or votes may be more evenly dis­
tributed across the alternatives, an indi­
cation that preference for one package 
versus another is very slight. 

Table 7 is an example of thi s question 
sequence. Four alternatives of the same 
brand were tested. Package l clearly is 
preferred on those dimensions related to 
product performance (safer, more effec­
tive, easier to use, and best overall ), but it 
is not the most attractive package nor is it 
the most expensive package in the test. 
Though the individual preference scores 
for each dimension are quite strong, the 
constant sum scale question shows the 
actual intensity of preference to be quite 
weak. Package I and Package 3 are, in 
fact, equal in terms of consumer prefer­
ence, with the other two alternatives not 
far behind. 

Summary 
This article has discussed a model for 

testing consumer packages or label de­
signs. It is a reliable , proven methodol­
ogy for evaluating consumer response to 
different packages using three separate 
criteria: 

1. Impact (T-scope technique). 
2. Imagery (semantic differential ). 
3. Preference (forced choice). 
Incorporating these three di sc rete 

measures into one single testing system 
offers the opportunity to examine and 
analyze the test results in an integrated, 
systematic way. The methodology is flex­
ible, both in terms of geography and in 
terms of type of packages that can be 
studied, and the time and financial com­
mitment on the part of the sponsor is 
modest. The test design is summarized in 
the chart above. 

When read in concert, these measures 
provide a maximum amount of informa­
tion on which to base important packag­
ing decisions for consumer brands. __ 

MRR 

Quirk's Marketing ResearchReview 



Trade news 
continued from p. 18 

newspaper ad, eight used a friend, six 

knew the seller, one saw the home in a 

magazine, and two mentioned other 

sources. 

Americans express fear of 
environmental hazards 

A recent survey by Opinion Research 
Corp shows that as many as 80% of 
Americans are very concerned about 
certain environmental hazards, and that 
one-fifth ofthe public believe that they or 
a family member have already suffered 
damage to their health due to poor air 
quality, ozone depletion, or exposure to 
hazardous material s at work. 

As a result of thi s apparent hi gh level of 
anxiety over the environ ment, many 
Americans support tougher environ­
mental regulations even ifitmeans higher 
prices for consumer product or higher 
taxes . 

At least half of the public say that they 

are very concerned with each of eight 
potential environmental threats that they 
were questioned about, with the largest 
majorities expressing anxiety about the 
environmental hazards that have been 

100 

80 

60 

40 

20 

Public Concern About 
Environmental Quality 

-
80 
r- 78 

r- 66 66 66 
....... ........ ....... 

~ ~ 49 .... 

- ', 

h: r:.. 
l i. 

Water Air Pesti· At At Growth Ozone Green­
Quality Quality cides Home Work Horm- De- house 

Hazardous ones pletion Effect 
Substances 

given publicity over a long period of 
time. 

Three environmental problems are of 
considerable concern to the public: 

•Four people in five say that they are 
very concerned with water and air qual­
ity. 

•Two-thirds of the public see pesti­
cides, or hazardous substances in the home 
or workplace, as being areas of particu-

larly pressing environmental concern. 
•Ju st over half express strong concern 

about three environmental issues that have 
emerged more recently as major foci of 
media attention: growth hormones in 
meat, ozone depletion , and the green­
house effect. 

People may be hypersensitive about 
environmental threats of all types follow­
ing the Exxon Valdez oil spill. Many 
indicate a willingness to dig into their 
own pockets to pay the costs of stricter 
environmental regulations. A slight ma­
jority (57%) are willing to accept higher­
priced products as a side effect of stricter 
regulations, and two out of five state that 
they would pay higher taxes to cover the 
costs of tougher environmental controls. 

However, many consumers draw the 
line at putting the nation's overall econ­
omy in jeopardy. Even in the wake of the 
catastrophic Valdez oil spill, two people 
in three would oppose stricter regulations 
that would make America more depend­
ent on foreign oil. Three out of five would 
also oppose regulations that cost some 
workers their jobs, and a slight majority 
would be in opposition if the regulations 
made it more difficult to compete against 

foreign firms. 
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gathered an experienced staff of project managers, focus 
group moderators, market research analysts and telephone 
interviewers. Without losing sight of the overall project, we 
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With our computer assisted telephone interviewing system, 
surveys can be custom designed to each respondent. A newly 
remodeled focus group area features a large focus group 
room, a spacious observation room, private client offices and 
high-caliber recording equipment. 

Every research dollar you spend should bring your company 
the maximum return. At Rockwood Research we bend over 
backwards to make sure this happens. That's the Rockwood 
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Rockwood Research 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 
Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone 
numbers. Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact 
publisher for listing rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, MN 55423. 612 I 861-8051. 

ADI Research, Inc. Creative Marketing Solutions, Inc. Far West Research, Inc. Greenfield Consulting Group,lnc. 
8044 Montgomery Rd., Suite 625 P.O. Box 568 1315 23rd Avenue 1560 Broadway 
Cincinnati , OH 45236 Langhorne, PA 19047 San Francisco, CA 94122 New York, NY 10036 
513/984-2470 215/357-3655 415/564-8923 212/730-1890 
Contact: Michael L. Dean, Ph. D. Contact: Larry Schwarz Contact: Cliff Levy Contact: Andrew Greenfield 
Cincinnati's most modern and Experienced Specialists in Product!Pkging Advg & Social Quai./Quan. Rsch, New Product 
convenient facilities. Qualitative Research Techniques Concepts / 30 Yrs. Prof. Exp. Dev., Fine Svcs, Toys/Games. 

Alpha Research Associates, Inc. Creative Research Associates, Inc. Fedder Research Gross Marketing Research 
P.O. Box 28497, North Station 500 N. Michigan Ave . 1560 N. Sandburg , #3708 10711 Baile Ave. 
Providence, Rl 02908 Chicago , IL 60611 Chicago, IL 60610 Chatsworth , CA 91311 
401 / 861 -3400 312/ 346-9160 312/ 440-0510 818/831 -1905 
Contact: Anthony Pesaturo Contact: Stephen Turner Contact: Curt Fedder Contact: Ronald P. Gross 
Fui/SvcQuai/Quan.Analysis./ Twenty-Five Years of Leadership Male Moderator/Client Marketing 24 Yrs Exp/Creative/ lnsightful 
Consltg&MktRes!Since 1976 in Qualitative Research Background/Expert Analysis Fresh/Practical/Clear Results 

American Public Opinion Survey & Datatactics, Inc. Findings International Corp. Hammer Marketing Resources 

Market Research Corp. 555 Presidential Blvd. 1641 S.W. 87th Avenue 12 Maymont Court 
Timonium, MD 21093 

1324 South Minnesota Ave. Bala Cynwyd , PA 19004 Miami , FL 33165 301 /252-5757 
Sioux Falls , SO 571 05 215/668-1660 305/ 266-9798 Contact: William L. Hammer 
605/338-3918 Contact: Phyllis Rosenberg Contact: Orlando Esquivel New Product, Consumer & lndust-
Contact: Warren R. Johnson Prof & Cons Segments, incl. Bi-Lingual/Cultural Serving Major rial/Commercial, Executive 
Established 1960-Full Service Doctors. Applied Psych. Meth. Markets with Ofcs in Puerto Rico. 
Grour:r-National & lnternat'l Hispanic Marketing 

Decision Research First Market Research Corp. Communication Research 
Analysis Research limited 33 Hayden Ave. 1111 W. 6th Street, Suite 220 1535 Winding Way 
4655 Ruffner St. , Ste. 180 Lexington , MA 02173 Austin , TX 78703 Belmont, CA 94002 
San Diego, CA 92111 617/861 -7350 800 I FIRST-TX (347-7889) 415/595-5028 
619/268-4800 

Contact: Peg Marrkand Contact: James R. Heiman Contact: Dr. Felipe Korzenny 
Contact: Arline M. Lowenthal 

One-way Mirror Con f. Rm. Sty. High Tech,Publishing, Hisp. Biling./Bicult.FocGrps Any-
All Quai.Needs:Eng.&Span. where In U.S./Quan. Strat. Cons . 
Recruit/Moderate! Analysis Obser.Rm.15X17(15-20 viewers) Bus-To-Bus, Colleges 

The Answer Group DeNicola Research, Inc. First Market Research Corp. D.S. Howard Assoc., Inc. 

11161 Kenwood Rd. 325 Greenwich Ave. 121 Beach St. 307 No. Michigan Ave. #1214 

Cincinnati , OH 45242 Greenwich, CT 06830 Boston , MA 02111 Chicago , IL 60601 

513/489-9000 203/629-3323 617/482-9080 312/372-7048 

Contact: Maribeth McGraw Contact: Nino DeNicola Contact: Linda M. Lynch Contact: Dennis S. Howard, Ph.D. 

Consumer, HealthCare, Prof., Consumer, Healthcare, Financial Consumer, Retail, Banking, Expert Guidance In Design, 

Focus Groups, One-On-Ones Services, Advertising Health Care Implementation And Analysis 

Arbor, Inc. 
K CA Research 

Dolobowsky Qual. Svcs., Inc. First Market Research Corp. 701 Howe Avenue, Suite H58 
3401 Market St. 94 Lincoln St. 121 Beach St. Sacramento, CA 95825 
Philadelphia, PA 19104 Waltham MA 02154 Boston , MA 02111 916 / 920-2841 
215/387-5300 617/647-0872 617/482-9080 Contact Lynne Cunningham 
Contact:Kathy Hammers/a, Ph.D. 

Contacts: Reva Dolobowsky Contact: Jack M. Reynolds Experts: Health Care and Senior I 
25 Years Service in Industry. 

Experts In Idea Generating Banking, Health Care,Ad Adult Care Givers. 
Qual/ Quant Ad Hoc Research. 

Groups, In-Depth Interviews Testing, Consumer, Executive 
Kennedy Research Inc. 

Brand Consulting Group 
Doyle Research Associates,lnc. Focused Research 

405A Waters Bldg. 
17117 W.Nine Mile Rd ./Ste. 1020 Grand Rapids, Ml49503 
Southfield, Ml48075 919 N. Michigan/Ste. 3208 8247 Valley Dr. 616/458-1461 
313/559-2100 Chicago, IL 60611 Chagrin Falls , OH 44022 Contact: Mary P. Tonneberger 
Contact: Milton Brand 312/944-4848 216/543-9340 Cons. & Ind. , Telecom., Health, 
Consumer,Advertising Strategy, Contact: Kathleen M. Doyle Contact: Susan Ray Stone Office Systems, Chemicals, Drugs 
New Product Strategy Research Specialty:Children/T eenagers 13 Yrs. Exp. , Advertising, P.R. 

Concept&Product Evaluations Consumer, High-Tech. K S & R Consumer Testing Center 
Concepts In Marketing Shoppingtown Mall 
Research (CIMR) DTW Marketing Research Group D.S. Fraley & Associates Syracuse, NY 13214 
400 North Robert St. 395 Pleasant Valley Way 1205 East Madison Park 8001 289-8028 
Saint Paul , MN 55101 -2098 West Orange, NJ 07052 Chicago, IL 60615 Contact: Lynne Van Dyke 
612 / 228-5667 201 /325-2888 312/536-2670 Qualitative /Quantitative, Inter-
Contact: Kara Marx Contact: Richard Wetzel Contact: Diane S. Fraley cepts, CA Tl, One-on-One 
Consltng. , Quai.Rsch., Facl Healthcare:MD,RN,RPh,Pts,Hosp; Full Qual. Specialty:Child!Teen I 

Full Service Quan/Qual, Facility In-Home/Observational Rsch 
Recruit I Moderation/Analysis Langer Associates, Inc. 

Consumer Opinion Services Elrick and Lavidge, Inc. Lynn Greenberg Associates 19 W. 44th St. , Ste. 1601 

12825-1 st Ave. South 1 0 S. Riverside Plaza, #1730 36 Country Ridge Road New York, NY 10036 

Seattle, WA 98168 Chicago, IL 60606 Scarsdale, NY 10583 212/391 -0350 

206/241 -6050 312/726-0666 914/723-3121 Contact: Judith Langer 

Contact: Jerry Carter Contact: Melanie S. Payne Contact: Lynn Greenberg Spec. In Qual. Rsch. On 

Consumer, Business Groups and Have Senior Moderators in Strategic Qualitative Marketing/ Mktg. & Lifestyle Issues 

One-On-Ones CHGO! ATL I SF! St. Louis Research Consulting 
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LaScola Qualitative Research Moosbrugger Marketing Research SMS Research & Marketing 
3701 Connecticut Ave. ,N.W. 901 W. Hillgrove Ave. Services, Inc. 

Washington D.C. 20008 LaGrange, IL 60525 1042 Fort Street Maii/Ste. 200 

202/363-9367 31 2/354-5090 Honolulu , Hl96813 

Contact: Linda J. LaScola 
Contact: Mary C. Moosbrugger 808/537-3356 
Expertise in Healthcare, Food, Contact: Sheila M. Sanders 

Public Affairs, Healthcare, Agriculture, Banking Since 1960,Full Service, Bus. , 
Telecommunications, Financial Tourists, Intercept, One-On-One. 

Murray Hill Center 
Marketeam Associates 205 Lexington Ave. James Spanier Associates 
555 No. New Ballas Rd . New York, NY 10016 120 East 75th St. 
St. Lou is, M063141 212/889-4 777 New York, NY 10021 

Contact: Richard Homans Contact: Susan Mender 212/4 72-3766 

Financial Services, Health Care, 3 Rm Full Svce Facility;Effic- Contact: Julie Horner 

Consumer, Pkgd Goods,Agric ient, Beautiful, Competitive Price Focus Groups And One-On-Ones 
In Broad Range Of Categories 

Market Navigation, Inc. Reid Qualitative 
Teleconference Network Div. 2149 S. Grape Street Dwight Spencer & Associates 
2 Prel Plaza 

Denver, CO 80222 
1290 Grandview Avenue 

Orangeburg, NY 10962 Columbus, OH 43212 
914 I 365-0123 

303/758-6424 614 / 488-3123 
Contact: George Silverman Contact: Michael Reid Contact: Betty Spencer 
Telephone Focus Groups for Consumer, Techl lndust., New 4 'x16 'Mirror. Viewingrmseats 8-
High-Level Respondents. Prod. , Concept TesVRefinement 12. In house audio/ video equip. 

Market Views Research, Inc. Research Arts, Inc. Strategic Marketing Services 
1215 Hightower Trail , D-150 1300 lroquois/Ste. 100 P.O. Box 505 
Dunwoody, GA 30350 Naperville, IL 60540 Portland , ME 04112 
404/992-1289 312/420-2064 207 I 77 4-6738 
Contact: Dan Brown Contact: Francesca Jaskowiak Contact: Robert W. Cuzner 
Advertising, Decision Makers Qualitative Firm,5 Moderators 20 yrs Broad Based Exper. 
Marketing Quality Circles on Staff. Own Facility Nationwide. Full ervice 

Martin Research Inc. Rockwood Research Corp. Strategic Research, Inc. 
P.O. Box 8595 1751 W. County Rd. B 4600 Devonshire Common 
Roanoke, VA 24014 St. Paul , MN 55113 Fremont, CA 94536 
703/342-1970 612/631 -1977 415/376-1924 
Contact: Frank Martin, Ill Contact: Dale Longfellow Contact: Sylvia Wessel 
Focus group facilities in Norfolk, High Tech,Executives,Bus.-To- 400 groups Hi-Tech/Medical/ 
Roanoke, Winston-Salem Bus.,Ag, Specifying Engineers Financial/Transportation Svcs. 

MedProbe Medical Mktg. Rsch Southeastern Institute of Sweeney International, Ltd. 
7825 Washington Ave. S.,Ste 745 Research, Inc. 246 Federal Road, Suite B22 
Minneapoli s, MN 55435 2325 West Broad St. Brookfield, CT 06804 
612/941 -7965 Richmond, VA 23220 203 I 775-8507 
Contact:Asta Gersovitz, Phrm.D. 804/358-8981 Contact: Timm Sweeney 
MedProbe Provides Full Service Contact: Rebecca H. Day Qualitative Research. Member: 
Custom Market Research Est. 1964, Full Service ORCA I AMA I Advt. Club 

Qualitative and Quantitative 
Menendez International Taylor Research 

7951 S.W. 40th St.!Ste. 208 Schrader Rsch. & Rating Svce. 
3990 Old Town Ave., #201 A 

Miami , FL33155 San Diego, CA 9211 0 
South River Rd . 619/299-6368 

305/266-0550 Cranbury, NJ 08512 Contact: Beth lias 
Contact: Teresa Menendez 609/395-1200 or 800/25 7-9440 30 Yrs Exp;Cons. & lnd:Commod-
Hispanic/Gen Market-15 Years Contact: Jack Paxton ious Faclties!Attn To Security 
Qualitative!Quantative Exp. Pkg Goods/Retailing/Travel/ 

Entertainment Reg/Exec. Grps. 

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

California 
Analysis Research Ltd. 
Far West Research , inc. 
Gross Marketing Research 
Hispanic Marketing 
K C A Research 
Strategic Research, Inc. 
Taylor Research 
Wade West, Inc. 
Lucy Warren & Associates 

Connecticut 
DeNicola Research , Inc. 
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Sweeney International , Ltd. 
Youth Research/CSi 

Colorado 
Reid Qualitative 

Washington D.C. 
LaScola Qualitative Research 
Martin Research Inc. 

Florida 
The Datafax Company 

Findings International Corp. 
Menendez International 

Georgia 
Market Views Research, Inc. 
Paul A. Warner Associates, Inc. 

Hawaii 
SMS Research & Marketing Svce 

Illinois 
Creative Research Associates 
Doyle Research Associates 

Total Research Corporation 
5 Independence Way 
Princeton , NJ 08540 
609/921 -81 00 
Contact: Hugh J. Devine, Jr. 
10 Moderators;2 State of Art 
Facilities In Princeton/Tampa 

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

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

Lucy Warren & Associates 
3619 29th Street 
San Diego, CA 921 04 
61 9/295-0342 
Contact: Lucy Warren 
Understands I Meets Business 
Needs With Quality I Experience 

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

Wolf/ Altschui/Callahan,lnc. 
171 Madison Ave. 
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 
ConsultantslnMktgToChildren 
FuiiSvcQualitative/Quantitative 

Elrick and Lavidge, Inc. 
Fedder Research 
D.S. Fraley & Associates 
D.S. Howard Assoc., Inc. 
Moosbrugger Marketing Rsch. 
Research Arts , Inc. 

Maine 
Strategic Marketing Services 

Maryland 
Hammer Marketing Resources 
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Massachusetts New Jersey North Carolina South Dakota 
Decision Research DTW Marketing Research Group Martin Research Inc. American Public Opinion Survey 
Dolobowsky Qual. Svcs. , Inc. Schrader Rsch & Rating Svce 

Ohio 
& Market Research Corp 

First Market Rsch(L. Lynch) Total Research Corporation 
First Market Rsch(J . Reynolds) ADI Research , Inc. Texas 

New York The Answer Group First Market Rsch(J. Heiman) 
Michigan Focused Research 

Lynn Greenberg & Associates Dwight Spencer & Assocsiates 
Brand Consulting Group Greenfield Consulting Group, Inc. Virg inia 
Kennedy Research Inc. K S & R Consumer Testing Center Pennsylvania K C A Research 

Langer Associates , Inc. Arbor, Inc. Martin Research Inc. 
Minnesota Market Navigation , Inc. Creative Marketing Solutions Southeastern lnst. of Rsch . 

Concepts In Marketing Research TMurray Hill Center The Data Group 
MedProbe Medical Mktg . Rsch James Spanier Associates Datatactics, Inc. Washington 
Rockwood Research Corp. The Winters Group 

Wolf/Aitschui/Callahan , Inc. Rhode Island 
Consumer Opin ion Services 

Missouri Alpha Research Associates , Inc. 
Marketeam Associates 

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

ADVERTISING Consumer Opinion Services First Market Rsch(L. Lynch) 
Analysis Research Ltd. Elrick and Lavidge, Inc. First Market Rsch(J. Reynolds) FOOD PRODUCTS 
Brand Consu lting Group Fedder Research D.S. Fraley & Associates 
Concepts In Marketing Research First Market Rsch(J .Heiman) D.S. Howard Assoc. , Inc. American Public Opinion Survey 

DeNicola Research, Inc. D.S. Howard Assoc., Inc. Kennedy Research Inc. 
& Market Research Corp 

Dolobowsky Qual. Svcs., Inc. Kennedy Research Inc. Langer Associates , Inc. 
Doyle Research Associates 

Doyle Research Associates Market Views Research , Inc. SMS Research & Marketing Svce 
D.S. Fraley & Associates 

D.S. Fraley & Associates Moosbrugger Marketing Rsch. Moosbrugger Marketing Rsch . 

First Market Rsch(J. Reynolds) Rockwood Research Corp. Southeastern Institute of Schrader Rsch & Rating Svce 

Lynn Greenberg & Associates Southeastern Institute of Research , Inc. James Spanier Associates 

Market Views Research, Inc. Research, Inc. Taylor Research Paul A. Warner Associates, Inc. 

Menendez International Strategic Marketing Services Youth Research/CSi 

Research Arts , Inc. Sweeney International , Ltd . ENTERTAINMENT 
Rockwood Research Corp. Total Research Corporation 

D.S. Fraley & Associates HEALTH & BEAUTY 
Schrader Rsch & Rating Svce 
James Spanier Associates CANDIES 

Langer Associates , Inc. PRODUCTS 
Sweeney International, Ltd. Sweeney International, Ltd. 

American Public Opin ion Survey 
Total Research Corporation D.S. Fraley & Associates Total Research Corporation 

& Market Research Corp 
Paul A. Warner Associates, Inc. Youth Research/CSi 

EXECUTIVES The Answer Group 

AGRICULTURE CHILDREN Concepts In Marketing Research 
D.S. Fraley & Associates 
Langer Associates , Inc. 

Market Navigation, Inc. ADI Research, Inc. 
Decision Research Schrader Rsch & Rating Svce 

Moosbrugger Marketing Rsch. Doyle Research Associates 
Dolobowsky Qual. Svcs., Inc. Paul A. Warner Associates , Inc. 

Rockwood Research Corp. Elrick and Lavidge, Inc. 
Fedder Research Fedder Research 

ALCOHOLIC D.S. Fraley & Associates First Market Rsch(J. Heiman) HEALTH CARE 
Lynn Greenberg & Associates First Market Rsch(J. Reynolds) ADI Research , Inc. 

BEVERAGES Youth Research/CSi Kennedy Research Inc. Arbor, Inc. 

Wolf/Aitschu i/Callahan , Inc. Market Views Research , Inc. Concepts In Marketing Research 

CIGARETTES Sweeney International , Ltd. Creative Marketing Solutions 

APPAREL Paul A. Warner Associates , Inc. 
The Datafax Company 

FINANCIAL DeNicola Research , Inc. 
Brand Consulting Group 

COMMUNICATIONS SERVICES 
Dolobowsky Qual. Svces., Inc. 
DTW Marketing Research Group 

AUTOMOTIVE RESEARCH ADI Research , Inc. Fedder Research 

ADI Research , Inc. D.S. Fraley & Associates 
Concepts In Marketing Research First Market Rsch(L. Lynch) 

Schrader Rsch & Rating Svce Datatactics , Inc. First Market Rsch(J. Reynolds) 

Paul A. Warner Associates, Inc. 
James Spanier Associates Decision Research Greenfield Consulting Group,lnc. 
Youth Research/CSi Dolobowsky Qual. Svcs., Inc. D.S.Howard Assoc., Inc. 

BIO-TECH 
Elrick and Lavidge, Inc. K C A Research 

COMPUTERS/MIS Fedder Research Kennedy Research Inc. 
D.S. Howard Assoc., Inc. First Market Rsch(J. Heiman) 

First Market Rsch(L. Lynch) LaScola Qualitative Research 
Market Navigation, Inc. First Market Rsch(J . Reynolds) Marketeam Associates 
MedProbe Medical Mktg . Rsch 

D.S. Howard Assoc. , Inc Greenfield Consulting Group,lnc. Market Navigation, Inc. 
The Winters Group 

Market Navigation , Inc. LaScola Qualitative Research MedProbe Medical Mktg . Rsch 
Research Incorporated Marketeam Associates 
Strategic Research, Inc. Moosbrugger Marketing Rsch Moosbrugger Marketing Rsch . 

BLACK Southeastern Institute of 
Sweeney International, Ltd . The Research Center 

Research , Inc. 
Paul A. Warner Associates , Inc. Total Research Corporation Rockwood Research Corp. 

Strategic Marketing Services 
CONSUMERS 

Schrader Rsch & Rating Svce 
The Winters Group 

BUSINESS-TO-
James Spanier Associates 

Concepts In Marketing Research Total Research Corporation 

BUSINESS Consumer Opinion Services Paul A. Warner Associates , Inc. HISPANIC 
DeNicola Research, Inc. 

The Winters Group Analysis Research Ltd. Concepts In Marketing Research 
Doyle Research Associates 

Wolf/Aitschui/Callahan , Inc. Findings International Corp. 
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Hispanic Marketing 
Communication Research 

Menendez International 

IDEA GENERATION 
ADI Research, Inc. 
Analysis Research Ltd. 
Brand Consulting Group 
Dolobowsky Qual. Svcs., Inc. 
Fedder Research 
First Market Rsch(J . Reynolds) 
D.S. Fraley & Associates 
Lynn Greenberg & Associates 
Sweeney International , Ltd. 
Paul A. Warner Associates , Inc. 
Youth Research/CSi 

INDUSTRIAL 
Concepts In Marketing Research 
First Market Rsch(J . Heiman) 
D.S. Howard Assoc. , Inc. 
Kennedy Research Inc. 
Market Navigation, Inc. 
Strategic Research, Inc. 
Sweeney International , Ltd. 
Taylor Research 

MALES 
Fedder Research 

MEDICAL 
PROFESSION 
ADI Research , Inc. 
Creative Marketing Solutions 
DTW Marketing Research Group 
D.S. Howard Assoc. Inc. 
Marketeam Associates 
MedProbe Medical Mktg. Rsch 
Strategic Research , Inc. 

MILITARY 
American Public Opinion Survey 

& Market Research Corp 
Paul A. Warner Associates, Inc. 

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

PACKAGED GOODS 
The Answer Group 
Concepts In Marketing Research 
Doyle Research Associates 
D.S. Fraley & Associates 
Langer Associates, Inc. 
Research Arts , Inc. 
The Research Center 
Schrader Rsch & Rating Svce 
Total Research Corporation 
Paul A. Warner Associates , Inc. 
Youth Research/CSi 

October, 1989 

PARENTS 
Doyle Research Associates 
D.S. Fraley & Associates 
Youth Research/CSi 

PET PRODUCTS 
Rockwood Research Corp. 

PHARMACEUTICALS 
The Answer Group 
Arbor, Inc. 
Creative Marketing Solutions 
Datatactics, Inc. 
DTW Marketing Research Group 
D.S. Howard Assoc. , Inc. 
Market Navigation, Inc. 
MedProbe Medical Mktg . Rsch 
James Spanier Associates 
Total Research Corporation 
The Winters Group 

POLITICAL 
RESEARCH 
American Public Opinion Survey 

& Market Research Corp 
LaScola Qualitative Research 
Total Research Corporation 

PUBLISHING 
First Market Rsch(J . Heiman) 
D.S. Fraley & Associates 
Langer Associates , Inc. 

RETAIL 
Brand Consulting Group 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 
Langer Associates , Inc. 
Paul A. Warner Associates , Inc. 

SENIORS 
K C A Research 

SOFT DRINKS, 
BEER, WINE 
American Public Opinion Survey 

& Market Research Corp 
D.S. Fraley & Associates 
Paul A. Warner Associates , Inc. 

TEACHERS 
D.S. Fraley & Associates 

~TDS 
Creative Marketing Solutions 
Datatactics , Inc. 
Elrick and Lavidge, Inc. 
First Market Rsch(J . Heiman) 
D.S. Howard Assoc. , Inc. 
Kennedy Research Inc. 
LaScola Qualitative Research 

Total Research Corporation 
Wolf/Aitschui/Callahan , Inc. 

TELECONFERENCING 
Rockwood Research Corp. 

TELEPHONE FOCUS 
GROUPS 
Datatactics, Inc. 
Market Navigation, Inc. 

TEENAGERS 
ADI Research , Inc. 

Total Research Corporation 
Paul A. Warner Associates, Inc. 

Doyle Research Associates 
D.S. Fraley & Associates 
Research Arts , Inc. 
Youth Research/CSi 

TOYS/GAMES 
Greenfield Consulting Group,lnc. 
Youth Research/CSi 

TRAVEL 
Schrader Rsch & Rating Svce 
Sweeney International , Ltd. 
Total Research Corporation 

YOUTH 
Doyle Research Associates 
D.S. Fraley & Associates 
Strategic Research Corp. TRANSPORTATION 

SERVICES 
Sweeney International , Ltd . 

Paul A. Warner Associates , Inc. 
Wolf/Aitschui/Callahan , Inc. 

Marketing 
Researcli 
Software 

StatPac Gold will handle your 
marketing research project from 
start to fin ish. Everything in one 
complete package. Survey analysis 
has never been easier because 
StatPac Gold wi ll 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. With in 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 uti lity 
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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Names of Note 
continued from p. 21 

Dr. Robert K. Schnee has joined Tar­
rytown, NY -based BAI, a marketing 
consulting and research firm , as vice 
president. Previously he was senior vice 
president at Oxtoby-Smith. 

Warren Spence will assume sales 
manager responsibilities for a new unit of 
the SAMI Advertiser/Retailer Services 
division of The Arbitron Co. to be built 
around health and beauty aids clients. 

Myra R. Ebner has joined Kimberly­
Clark Corp., Roswell, GA, as marketing 
research project specialist. 

Ann Kane has been named manager at 
Consumer Opinion Services ' (COS) new 
mall intercept facility in Boise Towne 
Square, Boise, ID. In addition, Judy Riha 
has been named manager at COS' new 
intercept facility at Lakewood Mall in 
Tacoma, Washington. 

Gary L. Fehlhaber has been named 
consumer research analyst, senior, for 
Miller Brewing Co. In addition , Lloyd A. 
Strauss has been named marketing re­
search manager. 

Rick Greenfield has been promoted to 
senior vice president, research at Min­
neapolis-based Miller Meester Advertis­
ing. 

Jeffrey L. Riffkin has joined The 
W ATS Room, Inc. and Telespecs Re­
search Services as director of marketing. 

Judy Green has been promoted to a 
supervisor of strategic planning and re­
search at DDB Needham Chicago. 

Gerald P. Oberkofler has joined Mar­
keting Systems Group as director of data­
base services. Previously he was director 
of MIS at RH Bruskin Associates. 

Glenn Weissman has joined Schlesin­
ger Associates, Edison, NJ, as vice presi­
dent-client services. 

Use our ~~~vantage 
to your Advantage 
Our specialized knowledge gained from 

long experience gives you the added edge. 
Full Service Marketing Research 
Regional • National • International 

~o~vantage #2: HISPANIC DIVISION 
'' Speciali: f!d orf!a in 11 hich A / R L has been a leader sin ce 19~9. 
Pro/()ssionolh desi;,tn fcl. implemented & ana(1·zed ~tudt~s 
pro·,·ide o cleor understanding of the manr -f aceted Htspantc 
wgmf!llf o/ rhe nwr/..:erplace. " A \ 1.1..* 

HILI\'Gl'AL/ BICL'LTLRAL STAFF 
OFFERS THE FOLLOWI\'G ADVA:\TAGES : 

• l rJ n~ I Jtions addrcs~1n g a ll 
rre,alent HispaniC dialect~ 

• Idi oma tic d iffe rence~ addressed . 
with ur-to-dat c awareness of 

~ oci a l trends & linguistic cha nges 

• The ab ili tv to communicate in 
"Standard Spanish'' 

• Understanding of cultural 
re gio nal diffe rences 

• Bili ngual modera tion focus groups 

* Ar lt ne M. Lowentha l. President 
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Sales Offices 
Headquarters: Quirk 's Marketing 
Research Review, 6607 18th Ave. 
So. , Minneapolis, MN 55423. 
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Trade Talk 
continued from p. 54 

bage-yet." 

Geographic factors exert a strong influence on consumer 
awareness of waste disposal, Opatow says. The more populous 

areas naturally generate more garbage, and thus their residents 
are more likely to be involved in recycling programs, for 

example, and exposed to extensive media coverage on the issue. 

Much of the difficulty lies in inconsistent consumer defini­

tions of the types of packaging that are environmentally prob­

lematic. It is agreed that plastic bottles and garbage bags pose 
a threat, but some consumers don ' t seem to consider other 
convenience-oriented packaging as hazards. 

"When they are asked, consumers accustomed to the conven­
ience of heat-and-serve microwave products are surpri sed that 

the di sposability of the 'next-to-nothing' tray is being ques­

tioned. Fast food and take-out customers appreciate the conven­

ience of leak-proof and grease-proof containers, especially the 

ones that retain heat. When they are asked about it directly , 

these people do not think take-out containers are a problem," 
Opatow told the Packaging Institute International. 

In general , she says, most consumers will provide socially 

acceptable answers when questioned about the waste disposal 
problem, but when asked about solutions, they are unable to 

provide pat, easy answers, reflecting the sense of confusion 
surrounding the issue. 

"One of the critical problems is that the experts haven ' t 

agreed on what's good and what's bad. It 's all well and good to 
say you can't have any more plastics, but there are some 

paperboard containers that are worse in terms of their disposa­
bility." 

That confusion also clouds the issue of disposal. No one is 

sure what is the safest and most efficient di sposal method. 

Everyone agrees that the waste must be di sposed of, but no one 

wants to have a garbage incinerator or landfill in their back yard. 

And they don ' t always believe that the government bodies who 
administer the di sposal efforts are trustworthy, Opatow says . 

" It 's hard for the average person to know what's right and 
what isn ' t. The 'government ' u ed to be an unimpeachable 

MANAGER FOR 
FOCUS GROUP FACILITY 

Dynamic, expanding research company seeks 
manager for new focus group facility in Southern 
Conn. Must have experience in respondent 
recruiting, internal facility operations, and client 
service; excellent salary and benefits; send resume 
w/cover letter and salary history to: 

Joseph M. Puggelli and Associates 
145 W. 78, Suite 3A 

New York, NY 10024 
No calls accepted. 

October, 1989 

source. It no longer is, so there is a certain amount of skepti­
cism." 

Opatow says that in the near future, the following issues will 
influence packaging innovation: 

• "Continuing consumer demand for safety (including tamper 
evidence)." 

• "Consumer demand for convenience. This demand will be 

tempered by considerations related to price and to waste dis­
posal. " 

• "Profits will continue to motivate manufacturers' choices of 
packages and packaging material s, but companies will have 
fewer options." 

• "There will be a move to legislate standardization of certain 
types of packages in terms of material s to accommodate to 
recycling, plus shapes and configurations to reduce the amount 
of packaging and lower the volume of waste." 

• "The recent attempts to use packaging as product enhancers 

will be re-examined ... to determine tradeoffs between conven­

ience and quality image on the one hand, and economical 
disposability on the other." 

• "All of this will result in products with less packaging and 

more recyclable packages. As a result, there will be new 
challenges for package developers, especially for graphic de­

signer and those in the printing industry. As containers become 
standardized, there will be fewer opportunities to differentiate 

one brand from another by means of packaging structure, 

materials , or inner and outer wraps. Instead, graphic design and 

copy will have to carry a larger share of the burden of image 
communications and the execution of printing will become an 

even more important quality indicator." 

It's the area of convenience that seems to be the stickiest. 
Opatow says that consumers will either pay more or sacrifice 
convenience to ease the pollution problem, but they will not do 

both. 

"Consumers already pay more for what they perceive as 

convenience, but to pay more and not get the convenience 

would be a difficult idea to sell, because we've become a 
country where we're used to science solving our problems. I 
think it will take a while to sink in that maybe this is something 

that science doesn' t have an answer for yet." 

ACQUISITION 

Experienced, established, telephone and field 
data collection company is looking to acquire or 
merge with other telephone data collections 
companies. We offer an excellent buy-out package 
or employment opportunity. 

Call Lou Roth at The Wats Room, Inc. (201) 
585-1400. Of course all responses will be held in 
the strictest of confidence. 
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by Joseph Rydholm 
managing editor 

Consumers unsure how to solve 
packaging waste problems 

A
s thi s issue of QMRR is devoted to packaging re­

search, I've been thinking quite a bit about topics 

related to the subject of packaging; particularly, in 
light of certain local and national developments, about the 

problem of packaging waste disposal. 

Here in the Twin Cities, local government bodies have 

recently taken steps towards banning the use of certain types of 
packaging (plastic soda bottles, styrofoam fast food containers, 
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Making 
names 
At NameLab, we've made product 

and company names like Acura, 
AutoZone, Carnpaq, Cycolor, Geo, 
Lumina, Sequa and Zapnwil by 
constructional linguistics. 

The result of a NameLab project 
is a report presenting and analyzing 
registrable names expressing your 
marketing ideas. We quote costs 
accurately in advance and complete 
most projects within 4 weeks. 

For information, contact 
NameLab Inc., 711 Marina Blvd., 
San Francisco, CA 94123, 
415-563-1639 (Fax 415-563-9176). 

NAME LAB® 
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etc. ), and within months downtown Minneapolis will see the 

start-up of a controver~ ial garbage inc inerator located on the 
edge of its warehouse di strict. 

Events such as these are being repeated all over the country. 

As it was decades ago, pollution has become a hot topic. With 

trash piling up and space for landfill s running out, solutions to 

the waste di sposal problem, from outright banning of certain 
non-degradable materi als to other alternati ves such as incinera­

tion and recycling, have become hotly debated issues. 
It 's become clear that more and more companies, and not just 

packaged goods manufacturers, will have to pay attention to 

consumer attitudes on pollution , recycli ng, and other packaging 
issues. Some already have; for example, degradable trash bags 

are now on the market, and so are degradable di apers. 

To get some insight into how consumers feel about the 
problem, I contacted Lorna Opatow, pres ident of Opatow 

Associates Inc. , who 's investi gated that area for 20 years in the 

course of performing research in the once-disparate but now 

converging areas of public issues and packaging design. 
My curiosity was piqued after receiving a copy of a presen­

tation Opatow gave to a meeting of the Packaging Institute 

International earlier thi s spring, wh ich traced the course of 

consumer attitudes on pollution over the past two decades. 

Opatow says that consumers are involved in waste disposal 
issues, but unlike the consumer-led anti-po llution movement of 
the 1970's-which attacked litter and got phosphates removed 

from detergents-in general, as with the container banning 

effort here in the Twin Cities, it is the local governments that are 

taking the lead in acting on the problem, because they are the 

ones confronted dail y with managing waste di sposal. 
" I think consumers are becoming more aware of waste issues, 

and that packaging is a part of it. But they feel there is a limit to 
what they can do about it. In the pas t, the pollution problems 
have been citi zens' problems-turn ing on your faucet and 

getting soap suds, for example-but thi s is something where 
citi zens aren ' t responsible for getting rid of their own gar-

continued on p.53 
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ExperiencefuTheBe~Teacher 
We cordially invite you to learn marketing research methods and applications from the professionals who have 
done more customized marketing research and have tru!ght it to more people than M!}'one else in the world. 

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

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

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

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

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

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

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

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

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

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

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

Market Research Analyst, Consumer Power Comi?M!Y 
6. Great seminar. Concentrated - practical- directed. Engaging 

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

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

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

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

Assistant Manager; AT&T 

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

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

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

V P., Group Research Director; Leo Burnett Advertising 

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

The Burke Institute 
Partial schedule of seminars October 1989-March 1990 

10 I. Practical Marketing Research 
Los Angeles .......... Oct. 2-4 
New York ........... . Oct. 23-25 
Phoenix .............. Nov. 13-15 
Cincinnati . ... ....... Dec. 11-13 
Atlanta .............. Jan. 8-10 
Boston ............... Jan. 29-31 
Cincinnati ........... Feb. 5-7 
Chicago ...... ... ... .. Feb. 28-Mar. 2 
New York .. ..... ... . . Mar. 26-28 

104. Questionnaire Construction 
Workshop 
San Francisco ....... . Oct. 23-24 
Boston ...... .... . .... Dec. 4-5 
New York . .... ....... Feb.27-28 
Cincinnati . .. ........ Mar. 26-27 

105. Questionnaire Design: 
Applications and Enhancements 
Boston . . ............. Dec. 6-7 
New York . ........... Mar. 1-2 
Cincinnati ...... ..... Mar. 28-29 

106. Computer-Assisted Questionnaire 
Design & Data Collection 
Cincinnati ........... Mar. 30 

20 I . Focus Groups: An Introduction 
San Francisco . ....... Oct. 25-26 
Toronto .. .. .......... Dec.ll-12 
New York ............ Feb.12-13 
Boston . ..... ... ..... . Mar. 6-7 

202. Focus Groups: 
An Applications Workshop 
Toronto .............. Dec. 13-14 
New York ... . ........ Feb. l4-15 

203. Focus Group Moderator Training 
Cincinnati ........... Oct. 10-13 
Cincinnati ... . .. .. ... Nov. 7-10 
Los Angeles .......... Nov.28-Dec.l 
Cincinnati ........ .. . Dec. 5-8 
Chicago ............ .. Jan. 9-12 
Cincinnati . .......... Jan. 30-Feb. 2 
Cincinnati . .. .... . ... Feb. 20-23 
Cincinnati ..... .... .. Mar. 13-16 

204. Qualitative Marketing 
Research with Children 
Toronto .......... .... Dec. 15 
New York .... . .. . .... Feb. 16 

301. W ritlng Actionable Marketing 
Research Reports 
New York .... ........ Oct. 26-27 
Los Angeles .......... Jan. lO-ll 
Chicago .............. Feb. 1-2 
Cincinnati ...... . .... Mar.l9-20 

302. Effective Oral Presentation 
of Marketing Information 
Cincinnati ........... Oct. 2-4 
Cincinnati ........ . .. Dec. 18-20 
Cincinnati ........... Jan. 22-24 
Cincinnati .... .. ..... Mar. 21-23 

401. Managing Marketing Research 
Cincinnati .. .. ..... .. Oct. 2-3 
Hilton Head . . ........ Nov. 9-10 
Boston ... .... . ...... . Feb.1-2 

501. Applications of Marketing Research 
Los Angeles ... . .. . ... Oct. 5-6 
Cincinnati .. .. ....... Dec. 14-15 
Atlanta .. ....... . .. . . Jan.ll-12 
New York ... . ........ Mar. 29-30 

502. Product Research 
New York ............ Nov. l4-15 
Cincinnati ........... Feb.6-7 

503. N_ew.Prod.uct Forecasting 
Cmcmnat1 ........... Feb. 8-9 

504. Advertising Research 
Cincinnati .. ......... Nov. 2-3 
New York .......... .. Jan.25-26 

505. Positioning and 
Segmentation Research 
Cincinnati . . ......... Oct. 31-Nov. I 
New York ............ Jan. 23-24 

506. Customer Satisfaction Research 
Hilton Head .. . ... . ... Oct. 10-11 
New York ... . ...... .. Nov.16-17 
Cincinnati ........... Jan. 18- 19 
Los Angeles ........ .. Mar.l5-16 

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

601. Tabulation & Interpretation 
of Marketing Research Data 
Cincinnati .......... . Nov.B-14 
Chicago .............. Feb. 12-13 
Boston .... ... . ....... Mar. 12-13 

602. Thols and 'Thchniques 
of Data Analysis 
Cincinnati . . ... .... .. Nov. 15-17 
Los Angeles .... .. ... . Dec. 18-20 
Chicago . .... . ........ Feb.14-16 
Boston .... . .......... Mar.14-16 

603. Practical Multivariate Analysis 
Cincinnati ........... Dec. 4-6 
New York ....... . .... Feb. 7-9 
Chicago ..... .. ....... Mar.19-21 

604. Using Multivariate Analysis: 
A P. C. Based Applications Workshop 
Cincinnati ...... .. ... Dec. 7-8 

606. Practical Conjoint Analysis 
Cincinnati .... . ...... Nov. 20-21 
Chicago . ............. Mar. 22-23 

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

801. Planning Marketing Strategy & 
Tactics Using Actionable Research 
Cincinnati ........... Jan.16-17 

Sign Up For These Or Other Seminars 

Please look over the list of our current seminars. Then call 
us toll-free. We will help you select the best seminar or other 
educational opportunity to meet your specific needs. Please 
call Lisa Raffignone, Marketing Manager, or Dr: Sid Venkatesh, 
President, at 800-543-8635 (ext. 3775). 

Circle No. 740 on Reader Card 



DALLAS/FT. \NORTH 
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 
• 27 monitored phone lines 

LUXURIOUS- DISTINCTIVE- IMPRESSIVE 
4 Permanent Mall Facilities 

2723 Valley View • Dallas, Texas • (214) 241-6696 
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