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Focus Group Research 

The rules change when 
conducting focus groups for 
business to business research 
by Nicholas G. Calo 

U
sing a " people are people" ra­

tionale, some researchers mi ght 

contend that the same strategies 

can be used in conducting foc us groups in 

the consumer and business to business 

settings. But expe ri ence suggests that 

some of the rules and prac tices used in 

consumer focus groups cannot readily be 

translated to business sess ions. The fol­

lowing arti c le offers strateg ies and issues 

to cons ide r when conducting gro ups 

among business purchasers. 

The unacceptability of "playing 
dumb." In conducting consumer focus 

groups, it is common for moderators to 

intentionall y convey a sense of incom­

plete understanding. Thi s is often referred 

to as "sophisticated naivete" in tex tbooks; 
"play ing dumb" in the vernacular. 

In the business to business setting, 

playing dumb is generally not a viable 

strategy. The respondents believe that 

they have entered a group setting among 

peers, moderated by someone who un­

derstands the subject be ing discussed. 

They anticipate that thi s person can un­

derstand the ir language and they will 

speak more openly to a person who dem­

onstrates an understanding of what they 

say than to one who does not. 

The moderator can still demonstrate a 

leve l of incomplete unde rstanding that 

requires additional information . He or 

she cannot, however, demonstrate such 

an ignorance of the subject matte r that the 

participants are dete rred from volunteer-

6 

ing information . An example should he lp 

to c larify thi s di stinction . 

If a respondent in a group on e lec tronic 

data transmi ss ion says, " I don 't think that 

2400 baud is fast enough for thi s applica­

tion ," a mode rator who responds with, 

" I' m not sure what you mean by baud 

rate" will sac rifice the confidence of the 

group. The moderator has demonstrated 

a lack of understanding of the subjec t 

being di scussed. An acceptable demon­

stration of incompl ete understanding, 

Nicholas G. Calo is president of Cin­

cinnati-hosed Calo Research Serl'ices. 

He has spoken on copy testing and pack­

age testing issues at national con l'en­

tions of the Ad1•ertising Research Foun­

dation and American Marketing Asso­

ciation, and has puhlished in major trade 

periodicals. He holds Master's degrees 

in marketing and psychology. 

however, would be : ' 'I'm not sure why 

you feel that 2400 baud is not fast enough. " 

Thi s ques tion says, " I understand you, 

but I still need more info rmati on. " The 

prev ious question says, " I don't know 

what you people are ta lking about. " 

Waiving the "no client in the group 
room" rule. In consumer research, most 

moderators prohibit c lients from being in 

the group room, because the c lient might 

inadve rtentl y affect consumer responses 

by laughing in response to a remark, 

enthu siastica ll y taking notes when the 

" important inf01mation" arises, looking 

di s interested, or in some other way shap­

ing the comments of the participants. In 

many group situations, even the appear­

ance of the cl ient might affect participant 

statements. 

In contrast, many business to business 

groups can benefit from the presence of a 

client in the room. Most frequently, this 

involves the presence of a technical ex­

pe rt , who can respond to participant 

questions and resolve any mi sunde rstand­

ings that occur in a business to bus iness 

group. Importantl y, thi s technical expert 

is not present to influence attitudes. In­

stead , the technical ex pert exis ts to clar­

ify inaccuracies concerning product char­

acte ri sti cs or o ther statements of fact. 

Some g uide lines apply in us ing these 

ex pe rts. The expert must be controlled by 

the moderator, responding only to the 

moderator 's questions, not to questions 

continued on p. 39 
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Focus Group Research-------------------------

We do it 
Research helps Boy Scouts of America communicate 
an active I adventurous image by Joseph Rydholm I managing editor 

T 
hough overall participation in 

Boy Scouts of America pro­

grams has grown aggressively 

over the past several years, one segment 

hasn ' t quite kept up the pace. 

Since 1979, the total youth member­

ship in scouting programs, such as Tiger 

Cubs and Cub Scouts, has increased by 
33 %, while membership in the Boy Scout 

segment has hovered around the same 

level , according to Lee Sneath, national 

spokesperson for the Boy Scouts of 

America (BSA). 

Cub Scouting, which is tailored to the 

needs of 8 to I 0 year old boys, is a home­

centered program designed to build sk ill s 

while emphasizing family and socia l 

involvement. Boy Scouting is more out­

door- and activity-oriented, emphasizing 

the 10-1/2 to 17 year o ld boy 's growing 
desire for independence and interaction 

with peers. 

"We have found that traditionally we 

lose a lot of boys who come out of Cub 

Scouting and simply don't make 

the transition to Boy Scout­

ing," Sneath says. 

David Palmer , 

national direc-

8 

tor of relationships and marketing, Boy 

Scouts of America, says that BSA has 

conducted extensive research in this area 

to understand how boys' needs change as - .. • 
they grow , to make sure Scouting ___-

keeps up with those needs. 

"The (Sccuting) program 

is one that a boy uses ,f / 

throughout grow- fj 
ing up, and 
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each year, so gaining 
an understanding of trial 

~ and repeat by product line, so 

to speak, was a very necessary 

element of the whole process. Once 

we understood how that product wa being 

used and perceived, then it was necessary 
to understand what our basic problems 
were," Palmer says. 

For example, membership audits and 

follow-up surveys found that some boys 
drop out of the Cub Scout program early, 

because of a family move, for example, 

while others quit because they no longer 
feel challenged. 

"After a couple of years , the Cub Scout­
ing activities were still fun, but they 

weren't as challenging in the third or 

fourth year as they were in the first and 

second, so the boys would move on to 
other activities." 

(Scouting isn't the only organized ac­

tivity that boys choose to leave early. 
Palmer says that retention studies with 

boys in the same age group who partici­
pate in league sports show a imilar two­

year involvement cycle. "A ll of a sudden 

December, 1989 

This backpack shaped direct mail 
piece was sent to ex-Cub Scouts to 
interest them in rejoining the Scout­
ing program as Boy Scouts. 

when they get to age I 0 or I I, they leave 
whatever it was they were into," he says.) 

When re-contacted a few years later to 
see if they were interested in joining Boy 
Scouts, many of these ex-Cub Scouts ex­

pressed confusion, Palmer says. Unable 

to discern between the two programs, 

they thought they had already been in 
Boy Scouts. 

"They perceived themselves as past 

users, but they were past users of a differ­
ent product," Palmer says. 

Increase awareness 
To increase awareness that Boy Scout­

ing is an activity-oriented program that 

differs in many respects from Cub Scout­

ing, BSA began working with Salt Lake 

City-based Bonneville Media Communi­

cations on a multi-pronged marketing 

campaign. 
To begin with, says Jeff Hilton, vice 

president of marketing and account 
manager for Bonneville Media Commu­
nications, ex-Cub Scouts between the 

ages of 9 and 12 were identified as the 
target audience. 

"We really felt that boys who were 

Cubs at one point were the most familiar 

with it and had the best feel for what 
Scouting could offer," Hilton says. 

Focus groups 
Focus groups were held last May in 

Los Angeles, Kansas City, and Minnea­
polis to gain greater understanding of 
how these boys, who were labeled "tryer­
rejectors," viewed Scouting, 

The boys were shown concept state­
ments that emphasized different aspects 

of Boy Scouting, such as the fact that it 

offers new experiences, and that it is 
different than Cub Scouting. Another 

statement dealt with the concept of fun, 
claiming that Boy Scouting represents a 

chance to have a good time and interact 
with other boys of the same age. These 

statements were presented in a discus-

continued on p. 34 
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Predicting housing value from 
income: a simple example of 
the logit response model 
by C. Ying Li 

C. Ying Li is a market research analyst with the New York 
State Electric and Gas Corp . 

H
ome-ownership has always been an important element 
of the American economy. The housing industry has 
grown tremendously in the 1980s. Prices for homes in 

some areas have more than doubled since the last census. The 
1980 Census col lected housing data for the entire housing stock 
(including old and new, for-sale and not-for-sale homes) for 
different geographic areas. However, only the National Asso­
ciation of Realtors regularly collects home-buying data for the 
post-censal period. Geographic coverage is limited to only 
selected metropolitan areas. As a result, researchers still rel y on 
the 1980 Census housing data for the full picture. It would be 
desirable to work with data having the same breadth and depth 
as in the census, but reflecting more recent changes. 

Thi s article describes a way to analyze the table of households 
cross-class ified by housing value and housing income from the 
1980 Census by using the logit response model. The estimates 
so obtained can be used to approximate a more current table. 
The table for El Paso, Tex. (Table 1) from the 1980 Census 
serves as an example. In this table , there are seven row catego­
ries for household-income and 13 column categories for hous-

ing value. The housing units are defined as owner-occupied, 
s ingle-family homes . 

The logit respon e model is based on least squares regress ion. 
First, frequency data must be transformed because the regres­
sion method requires continuous and normall y di stributed data. 
The frequency data are transformed into " logits" by a log it 
function (natural logarithm of the probability ratio) . Then the 
variance of the logits is weighted to achieve asymptomatic 
normality. The specific regress ion technique applied to the set 
of logit data is weighted covari ance analys is. Final Iogit esti ­
mates can be converted to cell probabilitie fo r prediction. 

A prerequi site for the logit response model is that there be a 
causal relationship between the two variables being analyzed. 
In the present case, the income vari able is the "cause" (or the 
explanatory vari able) and the housing value the "effec t" (or the 
response variable). The income variable must be ordinal. 

If the logits or converted probabilities from the fitted model 
match the original data closely, researchers can then use them 
for short-term forecasting, assumi ng that the short-term rela­
tionship between income and housing value remains constant. 
Long-term projection is not advi sable because thi s relationship 
may change over time. 

TABLE1 
1980 Table of Income by Housing Value 

MSA= El Paso, TX 
--- ·-

Inc <1 0k 10-15k 15-20k 20-25k 25-30k 30-35k 35-40k 40-50k 50-80k 80-100k 100-150k 150-200k 200k+ Total 

I 
I I n: I 

I 
I 

<15k 1177 1317 2608 3806 4121 4115 3155 3575 285 185 18 16 26847 

15-20k 169 316 554 1144 1550 1830 1663 2412 3 166 97 22 19 

! 

11855 

20-30k 112 257 607 1063 1563 2287 2139 3712 5573 690 370 74 39 18486 

30-40k 38 69 180 322 376 658 669 1498 3242 897 408 63 36 8456 

40-50k 13 14 52 72 139 215 225 509 1469 610 378 114 39 3849 

50-75k 0 4 8 10 41 66 44 273 736 442 444 124 50 2242 

75k+ 0 0 8 0 24 17 30 87 165 183 392 184 126 1216 

- 1- - -

Total 1509 1977 4017 6417 781 4 9188 7925 12066 15567 3273 2274 599 325 I 72951 
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Data transformation 
Counts are transformed into logits by the logit function. The 

logit function is the natural logarithm of the odds function. 
Therefore, logits are equivalent to " log odds." The first thing to 
do is to take the ratio of any two non-zero probabilities to 
produce odds. The odds are a positive value between zero and 
infinity. If I order all the odds derived from a table from the 
smallest to the largest, then plot them on a straight line, there 
would be a cloud of random points stretched out at the upper tail 
toward positive infinity , and bunched in at the lower tail near 
zero. However, by taking logarithms over these odds, the upper 
tail of the points can be shortened and the lower tail lengthened, 
making the data more compact and evenly distributed for 
modelling. 

A small 2x3 table will be used to illustrate the logit function 
in detail. Suppose that thi s table is population cross-c lass ified 
by income and education, as in Table 2: 

TABLE 2 -, t -Frequency ~ Elomoo"~ Sohool H1gh Sohool College Row 

(Probability) Total 

--
Income <=$10,000 5 (0 5) 3 (0 3) 2 (0 .2) 10 (1) 

-
Income >$1 0,000 4 (0 2) 5 (0 25) 11 (0.55) 20 (1) 

I 

There are two numbers in each cell: ( I) the number of people, 
and (2) the probability relative to the row total. Each row 
category is treated as a separate population, and the response 
probabilities of individual cells are calcu lated by dividing the 
cell counts by the corresponding row total. The two populations 
in Table 2 are: (I) the I 0 people with income less than $ 10,000, 
and (2) the 20 people with income more than $10,000. To 
calculate the odds, I contrast each cell response probability with 
that for the last response category. There are a total of four odds 
for thi s table: 2.5, 1.5, 0.36, and 0.45. The two odds in row I, 2.5 
and 0.36, can be interpreted as: the numbers of ">=$1 0,000 
income" category are 2.5 times more likely to have an elemen­
tary school education than to have a college education, and 1.5 
times more likely to have a high school education than to have 
a college education. The total odds for a population shou ld 
always be one less than the total response (column) categories. 

When I must divide numbers to obtain odds, the results are no 
longer linear (or additive). Nonlinearity causes the odds to 
fluctuate wildly. After taking logarithms of these odds, they 
become "linearized." The linearized logits (or log odds) are 
additive and manageable in ize. Table 31ists the odds and logits 
for my data: 

TABLE 3 

f- - --
Odds (Legit) First legit group I Second legit group 

- -- -
Income <=$10,000 2.5 (0.916) t 1.5 (0.405) 

Income >$1 0,000 0.36 (· 1.012) 0.45 (·0.788) 

There are two numbers in each cell: (I) the odds, and (2) the 
associated logits in parentheses . The linearity property of the 
logarithmic function is embodied in the minus signs of the 
expressions in the third column of Table 4. 

After the logit transformation, the old column (education) 
categories are no longer meaningful for the new columns. I 
assign a new variable, the "logit group," to the two new 

December, 1989 
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columns. The data in each logit group can be modelled sepa­
rately. There are two logits for each logit group, allowing me to 
fit a linear equation. I can conceivably fit a polynomial equation 

TABLE 4 

Logit group Logit= log (probabil ity 1/prob2) = log(prob 1 )- log(prob2) 

1 (1) 0.916 = log(0.5/0.2) = log(0.5) - log (0.2) 

1 (2) -1 012 = log(0.2/0.55) = log(0.2)- log (0.55) 

2 (3) 0.405 = log(0.3/0.2) = log(0.3)- log(0.2) 

2 (4) -0.788 = log(0.25/0.55) = log(0.25) - log (0.55) 

if there are more than two logits. The single mathematical 
expression for the two linear equations is: 

Logit .. =bO. + (bl. * x . ) +e .. 
IJ 1 I J IJ 

where i= 1, 2logit group; j= 1, 2 income level; bO i, b I i are the 
intercept and slope parameters to be estimated; and the random 

component e ij . x j is the explanatory income variable. The two 
sets of logits available for modelling the two equations are: 

Logit group 1 

Log it 

0.916 $5ooo n 
-1.012 $18,000 ( •• ) 

TABLE 5 

Logit group 2 

Log it 

0.405 

-0.788 

$5000 

$10,000 

Note: (*) $5000 is the middle value of the "<=$1 0,000 
income" category,(**) $18,000 is an arbitrary income value 
assigned to the open-ended ">$1 0,000 income" category. 

For my original example of the income-by-housing-value 
table (dimension: 7x 13), there should be a total of84logits (see 
Table 6 ). Within each of the seven income populations, there 

TABLE 6 
1980 Table of Income by Logit Group 

Inc 1 2 
I 

3 4 

<15k 4.27 4.38 5.06 5.44 

15-20k 2.16 2.79 3.35 4.07 

20-30k 1.05 1.87 2.73 3.29 

30-40k 0.05 0.64 1.60 2.18 

40-50k -1.07 -1.00 0.28 0.61 

50-75k -4.62 -2.42 -1.78 -1.57 

75k+ -5.53 -5.53 -2.70 -5.53 

You'll be glad you did. 
he National Food Laboratory is your state-of-the-art 

resource for comprehensivej reliable and confidential 
Mait~~g Research, Sensory Evaluation and Product 

. Development of all food and beverage products. 
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• Pr~~~pe ~yetopmert 
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MS= El Paso, TX 

5 
5.52 
4.38 

3.68 
2.33 
1.26 
-0.20 
-1.64 

NLogit 

I 
6 7 8 9 10 11 12 

5.52 5.25 5.38 5.01 2.85 2.42 0.11 
4.54 4.45 4.82 4.59 2.14 1.61 0.14 
4.06 3.99 4.54 4.95 2.86 2.24 0.63 

2.89 2.91 3.71 4.49 3.20 2.42 0.55 

1.70 1.74 2.56 3.62 2.74 2.26 1.06 
0.28 -0.13 1.69 2.68 2.17 2.17 0.90 

-1.98 -1.42 -0.37 0.27 0.37 1.13 0.38 

are 12 linearly independent logits; that is, their values are not 
dependent on each other. This independence allows me to 
develop models for the 12 logit groups separately , with the 
assurance that the probabilities derived later add up to unity for 
a population. This is not possible if I use the 13 response 
probabilities directly for modelling. 

Unfortunately, taking logarithms does not generate logits 
with equal variance. The logits are usually not distributed 
normally at every income level. In the following sections, I will 
discuss ways to correct these two conditions to meet the 
assumption for ordinary least-squares regress ion. 

Some distributional considerations of logits 
Logits, continuous but non-normal, are based on frequency 

data that are multinomially distributed. When the sample popu­
lation from a multinomial distribution is large, the continuous 
normal distribution can be used to approximate the di sc rete 
multinomial distribution. A multinomial population of size n 
with probability of p for level I , and q for level 2, can be 
approximated by a normal distribution with mean n*p, and 
variance n*p*q. 

When researchers must choose between parameter estimates 
from a regression model , the estimates with smaller variance 
(even if they are biased) are always preferred to those unbiased 
ones with larger variance because the former provide better 
confidence in prediction. The ordinary method of least squares 
can produce the optimal estimates only when the data have 
equal variance. With unequal variance in the data, one must rely 
on weighted least squares to minimize the size of modelling 
error, maximize the significance of the model, and conse-

continued on p. 36 
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the way you look at the world. 
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Focus Groups ________________________________________________________ __ 

I nan indu try that is perceived by 
most consumers as a commodity 
market, how does a company 

di stinguish itself from its competitors? 
Research found that the customers of 
business forms giant Standard Register 
had a simple, one word answer to that 
question: service. 

Through customer focus groups, Stan­
dard Register, which supplies a full line 
of form s, form s programs and equipment 
to business, industry , institutions, and 
governments, learned that more than any 
other attribute, service was most impor­
tant. As a result , the company has re­
leased an ad campaign to carry the mes­
sage to targeted markets and implemented 
a company-wide commitment to service. 

Prior to the focu s groups with Standard 
Regi ster customers, focu s groups of 
another sort were conducted with the 
company's management by its ad agency, 
the Martin Agency, Richmond , Ya. 

As a part of a technique it calls "bene­
fit testing," the Martin Agency sat down 
with Standard Register representatives to 
determine what they saw as the com­
pany 's strengths and main selling points. 

"(Benefit testing) allows us to di still 
from a variety of sources within an adver­
tiser's organization, all of whom have 
their own points of view, how a company 
feel s its products or services ought to be 
adverti sed. It enables the people within 
an organization to lay their ideas on the 
table, to say, for example, ' We ought to 
market ourselves on the basis of price,' or 
'We ought to market ourselves on the 
basis of functional superiority ,"' says 
John Adams, executive vice president of 
the Martin Agency. 

These ideas are then converted into 
selling propositions and placed on "bene­
fit boards," which are presented to the 
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Setting a new 
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(Tl1e last tbing tl1ey sa itl was business l~m11s.) 

~he comments of focus group participants shaped the content of these 

company' s clients in a focus group set­
ting. 

The most important selling points iden­
tified by Standard Register management 
were the company 's size and stature 
within the industry , its blue chip client 
base and its product excellence. 

16 sessions 
The customer focus groups were held 

in Chicago, Denver, Philadelphia, and 
Atlanta in 16 sessions, four sess ions in 
each of four key market segments: health 
care, financial, hospitality/travel indus­
try , and manufacturing. The participants 
were representatives of large and me­
dium-sized companies who were involved 
in form purchasing/management for their 
respective companies. 

The respondents weren't initiall y told 
who was sponsoring the groups . The 
respondents were asked traditional ques­
tions about what they look for in a forms 
manufacturer. They were also questioned 
about their thoughts on Standard Regis­
ter and its key competitors to help gauge 
how they were predisposed. 

Once it was revealed who was sponsor­
ing the group, the respondents were shown 
12 boards, each of which featured one 
selling point pertaining to products, serv­
ice, company att itude, company size, 
client li st, cost sav ings, sales staff train­
ing, etc. presented in a manner simil ar to 
an advertisement, with graphics, images, 
and clearly stated copy. 

For example, one board promoted the 
idea that companies should do business 
with Standard Register because it is the 
largest manufac turer of forms in the U.S. 
Another cited Standard Register's li st of 
Fortune 500 cli ents. 

Adams says that the result oft he groups 
is a spec ific rank order of the benefits that 
are most mean ingful to respondents. 

"You often find that within the first few 
groups that you do, you begin to pick up 
the threads. By the time you've done your 
tenth focus group you're confirming what 
you heard in your first three. While it is 
not and doesn't pretend to be quantifiable 
research it is nevertheless hi ghl y pred ic­
tive and highl y dependable in our experi­
ence," Adams says. 
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unconventional ads , which emphasize Standard Reg ister's commitment to service. 

Little difference 
The respondents sa id repeatedl y that 

whethe r or not the bus iness fo rm s manu­
fac tu re rs chose to accept it, they saw little 
d iffe rence between the major competi ­
tors . 

" When we d id the groups and pre­
sented di ffe rent se lling ideas, the mes­
sage that came o ut lo ud and c lear was that 
the business fo rm s ind ustry was a com­
mod ity business . And in a bus iness whe re 
everybody was perce ived as be ing the 
same, the onl y di ffe rentiator that was 
meaningful to the customers was service. 
T he respondents sa id 'What I can ' t deal 
with is when I can ' t get the fo rms on time, 
when I run o ut of them and you have 
promised that you woul d maintain my 
in ventory for me,' "Adams says. 

Further, the foc us group parti c ipants 
prov ided a definition of what service 
meant to them, what components it had 
to have to meet the ir needs. To them, 
se rvice inc luded things like knowledge­
able, personable sa les representati ves and 
attention to a client 's parti cul ar needs. 

Kip Brown, vice president of the Mar-
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tin Agency, says f ive adjecti ves describ­
ing the necessary attributes of a se rv ice­
ori ented company staff emerged repeat­
ed ly fro m the responses to the boards: 
honest, competent, smart, responsive, and 
ins ightful. 

"(The respondents) sa id to us, ' You 
g ive me a person like that, that 's looking 
out fo r my needs, and I ' m going to deal 
with that company,' " Brown says . 

Helps creative process 
Brown says the benefit tes ting tech­

nique he lps the creati ve process because 
it functions like a pre- tes t of adverti sing 
concepts. Since the messages on the 
boards are presented in a manner similar 
to ads they e lic it responses to executi on 
as we ll as content. 

" It a llows us to get people focused on 
sing le ideas to determine how those ideas 
are going to play in the marketpl ace. We 
get a reac tion to not onl y the idea, but also 
to executional themes as well. Compared 
to creati ve testin g, where you present a 
completed ad to someone, thi s is fa r bet­
ter, because you understand before you 
go into the creati ve process exactly what's 

going to work and what isn ' t go ing to 
work. It allows us to make sure that the 
work we do is keenly focused on where 
the market is." 

Obtaining a c lear definition of service 
from the respondents was critical, Brown 
says, because it provided the Martin 
Agency with a unifying attitude to em­
phas ize in the ads. 

Currently running in trade publications 
in th e hea lth ca re, f in a nc ia l , a nd 
hospitality/trave l industries, the ads (often 
humoro usly) emphas ize that Standard 
Register is prepared to do whatever it 
takes to meet its customers' needs, fro m 
donning tenni s shoes to go the ex tra mile, 
to intercepting a shipment of fo rms at the 
a irport to speed de li very. 

"There's an hones ty in those ads, an 
admittance that, anyone can ta lk about 
service, but we' re committed to it and 
we' re going to work hard. That tone came 
ri ght o ut of what we learned in the 
research. We had to find an attitude to 
projec t. You can ' t j ust say, ' We' re a 
service company,' and make it work. 
You have to back it up with action," 
Brown says . 

Service emphasis attractive 
From a pos iti oning standpo int, the 

service emphas is was attracti ve because 
no othe r company in the industry had 
adopted that emphas is in its marketing. 

"We wanted to offer something that 
nobody e lse was assoc iated with . The 
serv ice emph as is was unique in the 
industry and it prov ided us with an 
opportunity to not onl y say something 
that people wanted to hear, but a lso to 
capita lize on it and own it," Brown says. 

" Mission Service" 
Standard Register has taken the research 

to heart, introduc ing a company-w ide 

continued on p. 32 
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Observation Research 

Customer observation: 
procedures, results, and 
implications 
by Harry F. Krueckeberg 

Who would believe that are­
searcher could be on the Iead­
i ng edge of marketing re­

search with two eyes, one pencil and a 
ream of paper? Presumably a person on 
the leading edge of technology in market­
ing research would have to have two 
million bytes, one programmer and a 
ream of dollars. 

But not only have qualitative research 
procedures made it back to the big time 
during the past few years, now even the 
eyeball is being recognized again as a 
substitute for the electronic scanner. What 
justifies the use of observation in an elec­
tronic age? Of what value can observa­
tion data be to the marketing planner? 

The bag of qualitative research tools 
contains several frequently used meth­
ods, including the focus group session, 
projective techniques and observation, 
all procedures which are useful in gener­
ating data for management decision mak­
ing. 

The goals of this article are: to develop 
an awareness of observation as a research 
tool; to improve the level of skill in im­
plementing observation; and to demon­
strate its value for management informa­
tion development. 

To meet these goals, I will describe: 
a) how to perform customer observa­

tion research; 
b) the procedure's strengths and weak­

nesses, and; 
c) the information and other benefits 

that observation can provide a business 
enterprise. 

To illustrate, I will use a customer 
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observation scenario in which I 00 cus­
tomers were observed in one retail food 
store dairy department over a 30 day 
period. 

Observation defined 
Observation is a means of describing 

the actions customers take in a realistic 
situation. More importantly, observation 
research data can assist in the effective 
planning of marketing strategies and in 
the monitoring of strategic marketing 
decisions. 

It can shed light on questions such as: 
What can be done to enhance the sales of 

Harry F. Krueckeberg is professor of 
marketing, Colorado State University, Fort 
Collins, Co. , and president of Hark Market­
ing Management, Inc., Fort Collins. He does 
extensive work in marketing research and 
market plan development. 

a product or a retail store department? 
What factors are apparently deterring the 
customer from making a decision to pur­
chase an item? What important and fea­
sible decisions can be made to enhance 

the customer's shopping trip? 
Observation procedures involve: 
I. Using observers trained to recognize 

shopper characteristics such as dress and 
age. 

2. Using unobtrusive markers in aisles 
and on display cases, to make sure dis­
tinct locations can be recognized. 

3. Requiring observers to be familiar 
with all displays, product placement and 
other meaningful locations which can 
easily be identified. 

4. Making sure that displays and other 
characteristics of the location remain 
consistent during the project-holding 
off changes until the project is complete. 

5. Monitoring each observer to identify 
any specific tendencies by an observer, 
such as the observation of males more 
often than females. 

6. Close adherence to the form used for 
recording observations. 

7. Debriefing observers periodically 
(daily if possible) for any unusual occur­
rences they have observed or heard that 
might have influenced the observations 
they were making. 

Observation involves several alterna­
tive techniques. The project described in 
this article involved the following: 

I. The observations were conducted in 
a natural store setting and shopping situ­
ation (versus a reactive or artificial set­
ting). 

2. The observer was unobtrusive and 
maintained a very passive role (versus 
taking an obtrusive, active role). 

3. The observation was structured-a 
prescribed set of actions and characteris-
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tics were to be observed and recorded 
(versus an unstructured techn ique) . 

4. Data were the result of direct obser­
vation (versus indirect) by a human ob­
server (versus a mechanical one). 

Observation justified 
Observation can be justified in terms of 

time and cost. Retail food store manage­
ment needs and wants to conduct re­
search in a timely and effective fashion, 
and while there are advantages to simpli­
fying the collection of research data, there 
is also a need to maintain a level of 
validity in the research results. 

Employees can be trained to conduct 
observation research. Depending on the 
intended use of the data, sophi sticated 
analysis or simple tallies can be made. 
The investment of time and money is 
worthwhi le because each observation can 
provide valuable information which 
management can use to determine shop­
ping patterns, describe shoppers, profile 
market segments, and gain insight into 
the effectiveness of store layout, adver­
tising and promotional strategies. 

What observation can provide 
Observation can be used to reinforce, 

monitor and or modify three broad strate­
gic marketing decisions by retail store 
managers. These decisions involve the: 

•improvement of facilities such as ais le 
width and display location, 

•e limination or reduction of barriers to 
customer transactions, such as stock ing 
carts and special displays that are danger­
ous or too high, 

•identification and description of cus­
tomer market segments, such as males, 
females, shopping cart users, etc. 

Observation is also a means of estab­
lishing communication with the customer. 
In retail food stores, customers react to 
many factors, such as price, quality, and 
service. Their reactions, which can be 
recorded by observation, "communicate" 
a great deal to store management. And in 
turn, management can communicate with 
the customers by reacting to their ob­
served actions. 

Strengths of the observation method 
The strength of observation lies in what 

it is: a detailed record of actions taken by 
persons in a realistic setting. It can be a 
complete record of actions taken during a 
period of time. 

Observation data are not a result of 
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recall and interpretation. The person 
observed is not required to recall actions 
by answering a questionnaire or complet­
ing a personal interview. Likewise, the 
observer is not in a position to interpret a 
response by an interviewee. Action is 
recorded , not interpretation . 

Some people feel that a method that 
gene rates action data exclusive ly is 
methodolog ically weak. Thi s reflects 
excess ive expectations of the method and 
an attempt to stretch the capabilities of 
observation as a research method. 

Do not attempt to create more i nforma­
tion or greater value of the information 
than is valid. 

The process of observing, the record­
ing of observable actions, the data proc­
ess ing, and the analysis each individually 
and all collectively create potential for 
management information development. 

One of the weaknesses often referred 
to is the inability to explain the cause or 
reason for an action taken. Thi s is not the 
intent of observation. Explanation can be 
determined through a personal interview. Weaknesses of the method 
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An interview could be performed upon 
completion of the observation without 
compromising the observed data. Unan­
swered questions can be resolved directl y. 

Do not attempt to conclude anything 
ahout the motives or intentions of the 
persons observed. 

Observation data can be biased, j ust as 
any other data can be bi ased, if unaccept­
able procedu res are used to carry out the 
observation method . Bias is minimi zed 
by providing every moment of a time 
frame and every unit of the customer 
population equal access to the observer. 
As applied to a supermarket, if a depart­
ment is being observed , a ll shoppe rs 
during shopping hours should have a equal 
chance of be ing observed. 

Do not attempt to project the data to 
the total store clientele unless a prohahil­
ity sample of customers has heen ob­
served. 

Likewi se, it is difficult to control vari­
ables involved in comparable situations, 
i.e. two stores or two diffe rent time peri ­
ods. 

Regarding results 
The scenario used in thi s artic le re­

fl ects some of the actions of retail food 
store customers and indicates how they 
shopped one store's dairy department. 
The physical and demographic charac­
teri stics of the customers were observed 
along with their shopping actions. Thi s 
data enabled the description and the 
deve lopment of assoc iation s between 
characteri sti cs and actions. 

I. Market segment profiles were iden­
tified and described using characte ri stics 
and actions. 2. Similarities and differ­
ences between and among market seg­
ments were observable and determinable. 

Implications for marketing are logical 
results of observati on. For example, the 
level of use of a shopping list and a 
shopping cart indicate that management 
could take possible marketing acti ons. 
The clustered locati on of product selec­
tion instances implies poss ible improve­
ments in product re location. In addition , 
the results impl y that departmental effi­
c iency and producti vity could be im­
proved in certa in areas. 

Are the implications correct? Making 
the improvements and monitoring the 
results through observation will provide 
the necessary fo llow up. 

In addition , market segment influ­
ences on product selection can be deter-
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FIGURE 1: The recommended form for recording observation data in the dairy department. 
mation can be quite long. 

The results include such information 
as: 

LEG END 

ENTRY 

EX IT 
-> 

X PURCHASE (For Each Unit ) 

0 STOP/NO PU RCHASE 

DATE _ OBSERVER _ 

_ MALE ESTIMATED AGE 
-SHOPPING CART 

STORE _ 

ASKED FOR SERVICE(Ilcll) 
-ASKED FOR ASSISTA NCE 

I. A description of the individuals 
observed. 

2. Customer traffic patterns; depart­
ment ingress and egress . 

FEMALE 
-CHILDREN (Ct ii i.D) 
= NEWSPAPER 

- SHOPPI G BASKET - ETH NIC 
=ENTRY: Fi rst _ 

Second_ 

3. Profiles of the di stribution of pur­
chases and product inspections horizon­
tally and vertically in the display cases. 

4. Numberof sections ofdisplayequip­
ment from which purchases were made. 

5. Number of sections which were 
shopped but from which no items were 
selected. 

=SHOPPING LIST 

T IME ENTERED_ T IME EX ITED_ ELAPSED T IME_ 

CART CONTENTS OF NOTE:----------

mined. Thi s type of data presents impli 
cations and points to conclusions regard­
ing adverti sing strategies and product pro­
motion. 

Observing the customer 
A permanent record was generated 

during the observation of each shopper 
(Figure I). Us ing a c lip board and a 
standard form for each observation did 
not detract from the unobtrusive nature of 
the observation. The record controlled 
the prerogatives that the observer had in 
recording observations. All actions and 
characte ri sti cs to be observed were pre­
scribed (a structured observ ation) and 
recorded direc tly on the form provided. 
Shoppers were randoml y " picked up" by 
the observer at e ither end of the dairy 
department or in mid-department. Cus­
tome rs were observed regardl ess of 
whether or not interest in dairy was ap­
parent or whether they seemed to only be 
pass ing through. All persons, once picked 
up, were observed, documented and in­
cluded in the analys is even if no purchase 
was made. 

A note of inte rest: The interpretation of 
the observations should be influenced by 
several situational factors noted during 
the observation process . 

The foll owing situations should be 
noted : 

I. Weather (ra in , snow, etc .) 
2. Location of store 
3. Street or construction obstructions 
4 . Time of week (end of the week) 
5. Time of month (payday, etc.) 
6. Time of year (holidays, etc.) 

What can you observe? 
Observation can result in quite a li st of 

results. Given a computer and a little 
imagination , the li st of benefi c ial infor-
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6. The shelves from wh ich items were 

selected. 

buying products c) Customer atisfac­

tion. 

as: sex, estimated age, mix of adults, mix 
of adults and children, ethnicity. 

7. Relationsh ips of customer charac- 9. A description of the shoppers, such I 0. The use of shopping aids such as: 

the newspaper, coupons , a shopping cart, 
a shopping basket, a shopping list. Table 1: Descriptive characteristics of 

the parties observed 

Table 3: The number of persons in each 
estimated age classification I I. Requests for assi stance such as: 

asked for service--rang bell etc. , asked 

for assistance of employee nearby, went 

to back room for product or service. 
Party Composition 
Individual female 
Individual male 
Mixed adult couple 
Female with children 
Others 

Percent 
21 
30 
14 
21 
13 

Age estimate Percent 
Under 24 years 28 
25-34 43 
35-49 17 
50 and over 12 

Total 100 

Weighted Average Age 33 years 

12. Other shopping characteristics: 

number of items purchased, number of 

items inspected but not purchased, amount 
of time spent in the department, shopping 

cart content, time of day. 
Total 100 Median Age 

Mode 
25-34 
25-34 

13. Employee interactions with: cus­

tomers, other employees. 

teristics and the location of a purchase in 

the display case. FIGURE 2: A s ummary display of the s hopping routes followed by 100 s upe rma rket custome rs . 

8. Implications for improvements in 

a) Facility arrangements b) Barriers to 

0 1 02 03 0 4 05 06 07 08 09 10 12 13 14 15 1 17 H:! 

Table 2: Number of shopping parties 
observed with accompanying children :t I I IIIII I IIIII 

Children Percent 
No children observed 73 
One or more 27 

Total 100 

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

20 

Whether you're in academic or 
market research, Scientific Tele­
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 '-•••P"?'' 
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 lOo/o 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, 

Suite 22\ , 
. CA92680 Tusun, 

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

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

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

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

Add it up. The best samples. The best service. And a staff 
that's happy to help you with any sampling aspect of your 
study. Then call STS for a quote. 
• Prices subject to change without notice. Warranty is limited to a mount paid by client 
to STS fo r the right to use the particula r sample in quest ion. Please ask fo r a copy of 
our detailed information booklet fo r exact price and warranty specifications. 
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''Thank You ' • • • • ' ' 
"I was concerned that too much theory would be involved. To 
[Dr. Shalla's] credit, there wasn't" 

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

·: .. maintains a good energy level. He does a very good job of 
geuing audience paaiciparion." 

" Explains things in Eng/ish-enthusiastic- helps keep me in­
terested." 

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

·: . . good, rea/life examples. 

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

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

"Keep up the excellem work! " 

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

"Thank you .. . " 

·: .. nearly eliminated jargon without sacrificing understanding 
of key concept:( ' 

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

"I really enjoyed this one." 

"Very well done, very helpful, thorough, imeresring, useful ' ' 

" I expected too much "Technical /Statistical' emphasis and/or a 
boring speaker. either one was true." 

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

"relevam to my job.'' 

.. not only stimulating intellectually, but refreshing." 

"Real-world applications. Not just theory!" 

'great snacks' " 

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

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

Hope to see you in 1990: 

Contemporary Marketing Research 
Techniques and Methods 

Applications and Benefits of Research In Developing 
Marketing Strategy 

Applied Multivariate Techniques for Strategic 
Data Analysis 

Effective Analysis Techniques for Interpreting 
Marketing Research Data 

Questionnaire Design and Effective Data 
Collection Techniques 

Dr. Gaurav Shalla, Vice President 
Analytical and Consulting Services 
The Wirthlin Group 
1363 Beverly Road 
Mclean, Virginia 221 01 

Chicago Jan. 23-25 
Washington, DC April10 -12 

Los Angeles Feb. 7, 8 
Chicago April24, 25 

San Francisco Feb.13 -15 
Washington, DC MayS-10 

Orlando March20-22 
Washington, DC June 4-6 

Washington, D.C. March5, 6 
San Diego May 30,31 

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

Name ____________________ _ 

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

Company-------------------­

Address--------------------
City ______ State ______ Zip _____ _ 

Or call Ms. Marian Chirichella at 1-800-332-4621. TWG 
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Tables I , 2, and 3 iII ustrate three of the 
ways that the I 00 observed parties were 
described: party compos ition, number of 
children, and estimated age of the pri ­
mary shoppe r. The custo mer characteri s­
ti cs were determined fo r desc ripti ve 
purposes and for associati on with prod­
uct se lection ac tions. 

Customer traffic patterns 
Customer traffi c patterns impl y pos­

sible improvements in store layout , de­
partment layout and product she lf place­
ment. Figure 2 refl ec ts the di stribution of 
stops throughout the de partment as we ll 
as the ingress and egress pattern of the 
observed customers. 

Figure 3 illustrates more prec isely 
where customers entered and ex ited the 
department. Depending on management 's 
objectives, thi s fl ow may be sati sfactory. 
But, obviously few customers trave led 
the entire length of the da iry department. 

The number of units purchased and the 
location of the purchase are presented in 
Figure 4. Several "hot" or busy sections 

and she lves can be determined from Fig­
ure 4. Do these locations demand a di s-

22 

stocking? Do these locati ons rea li ze an 
abnormal rate of out-of-s tock? 

Ingress and egress characteristics 
The pl acement of products in a depart­

ment influences the route to and through 
a de partment. The route will be inf lu­
enced by the customer's pl anned next 
purchase, a knowledge of the items nex t 
in the shopping sequence, and othe r fac­
tors. 

No predominant patte rn was es tab­
li shed. Forty (40) pe rcent ingressed from 
the south end , fo llowing the pe riphery of 
the store, but seven percent egressed a long 

the periphe ry (Fig ure 3). Forty-one (41 ) 
pe rcent ingressed the da iry departme nt 
from mid-department ai s les . 

Pe rsons ente ring the department from 
a mid-department aisle shopped an ave r­
age o f nine sec ti ons o f the da iry case 
whil e th ose ente ring from e ithe r end 
shopped an average o f I 4 sec tions. 

Pe rsons ing ress ing from the south end 
purchased an ave rage of 3. I units of 
product while those ingress ing from the 
north end pu rchased an ave rage of I .5 
units . 

continued on p. 42 

FIGURE 3: The proportion of those observed entering from and exiting to the dairy department from various locations 
adjacent to the department, by 100 supermarket customers. 
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FOCUS ON. • • • • • 
GREAT FOOD 

GREAT COMFORT 

WALL TO WALL MIRRORS 

FLOOR TO CEILING MIRRORS 

WONDERFUL RESPONDENTS 

FOCUS ON WADE WEST 

THE MIRROR OF PERFECTION 
WADE WEST, INC. 

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

LONG BEACH 1 

369 LONG BEACH BLVD. 
LONG BEACH, CA 90802 

(213) 435-0888 

LOS ANGELES 2
·
3 

CORPORATE OFFICE 
5430 VAN NUYS, BLVD ., #102 

VAN NUYS, CA 91401 
(818) 995-1 400 • (213) 872-1717 

ORANGE COUNTY 2
·
3 

18003 SKY PARK SOUTH , #L 
IRVINE, CA 92714 

(714) 261 -8800 

CAROLINA 2·3 

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

(919) 854-3333 

SAN FRANCISCO 
1 

8-D SERRAMONTE CENTER 
DALY CITY, CA 94015 

( 415 ) 992-9300 

SEATTLE 1 
•
2

·
3 

15600 N.E. 8th STREET 
BELLEVUE, WA 98008 

(206) 641 -1188 
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3 - STATE OF THE ART 

ST. LOUIS 
1
'
3 

536 NORTHWEST PLAZA 
ST. LOUIS/ ST. ANN , MO 63074 

(314) 291-8888 

TEXAS 1
·
3 

5858 S. PADRE ISLAND DRIVE #38 
CORPUS CHRISTl , TX 78412 

(512) 993-6200 



Experience~ The Be& Teacher. 
We cordially invite you to learn marketing research methods and applications from the professionals who have 
done more customized marketing research and have tau_ght it to more people than ID!)'one else in the world. 

When you attend a Burke Institute semi­
nar, 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 
for companies representing consumer 
goods and services, industrial products, 
business-to-business services, pharmaceuti­
cals, health care organizations, ad agencies, 
financial institutions, publishing and broad­
casting, public utilities and telecommunica­
tions. The studies have included positioning 
and segmentation research, market struc­
ture analysis, competitive assessment and 
image studies, copy testing, new product 
forecasting, concept screening and testing, 
product testing, test marketing, promotion 
assessment, pricing research, tracking stu­
dies, distribution analysis, claim justification 
and customer satisfaction research. 

Our seminars reflect this invaluable depth 
of real-life expertise, not available to you 
anywhere else. 

In over 1,200 marketing research semi­
nars over the last 14 years, you've told us 
what you want from the learning experi­
ence. We've listened and we deliver: 

• Content you will put to use immediately. 

• Exciting speakers with extensive practical 
experience and academic credentials. 

• Proprietary case studies which bring the 
content to life. 

• Seminar manuals which become a 
permanent reference source. 

• A comprehensive curriculum that 
allows you to build your expertise in 
marketing research over time. 

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

• An extraordinary pool of research 
professionals to answer your technical 
questions even after the seminar. 

Bftrke 
Institute 

800 Broadway, Cincinnati, Ohio 45202, 800-543-8635 
© 1989, The Burke Institute 

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

101. Practical Marketing Research 
Los Angeles .......... Oct. 2-4 
New York . ..... . . . ... Oct. 23- 25 
Phoenix .............. Nov. 13-15 
Cincinnati ........... Dec. 11-13 
Atlanta .............. Jan.8- IO 
Boston .. . .. . ......... Jan. 29- 31 
Cincinnati ... ... .... . Feb.S-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 

201. Focus Groups: An Introduction 
San Francisco ........ Oct. 25-26 
Toronto .. . ........... Dec. l1-12 
New York ............ Feb. l2- 13 
Boston ..... . . . ....... Mar. 6-7 

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

203. Focus Group Moderator Training 
Cincinnati .... . .... . . Oct.I0-13 
Cincinuati ........... Nov. 7- 10 
Los Angeles .......... Nov. 28-Dec. 1 
Cincinnati ........... Dec. S- 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. IS 
New York . ......... .. Feb.16 

301. Writing Actionable Marketing 
Research Reports 
New York ............ Oct. 26-27 
Los Angeles . . ...... . . Jan.I0-11 
Chicago ........ . ..... Feb. l- 2 
Cincinnati ........... Mar. 19-20 

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. S- 6 
Cincinnati ... . . ... ... Dec. 14-15 
Atlanta . ............ Jan. 11-12 
New York . .. .... .. ... Mar. 29-30 

502. Product Research 
New York ......... . .. Nov. 14-15 
Cincinnati ........... Feb. 6-7 

503. N_ew_Prod_Llct Forecasting 
Cmcmnat.I ........... Feb. 8-9 

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

505. Positioning and 
Segmentation Research 
Cincinnati ........... Oct.31-Nov. 1 
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. 15-16 

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

601. Tabulation & Interpretation 
of Marketing Research Data 
Cincinnati ........... Nov. 13-14 
Chicago .............. Feb. l2-13 
Boston ........ .. . . ... Mar. 12- 13 

602. 'Thols and Techniques 
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 
NewYork ............ 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). 
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Despite risk, smokers 
vow to keep puffing 

Despite a nearly universal view among 
smokers that they will develop serious 
lung problems if they continue smoking, 
they continue to light up. 83 % of Ameri­
can smokers interviewed in a national 
survey by the Wirthlin Group believe 
they are at risk from emphysema and 
chronic bronchitis, and two-thirds of them 
consider themselves addicted to smok­
ing. 

The survey showed that only 18 per­
cent of smokers said they would seek 
medical help when trying to quit. It also 
revealed Americans ' fata l ism about 
smoking: 44 percent of current smokers, 
and 52% of heavy smokers (more than a 
pack a day) believe they have already 
damaged their lungs as a result of smok­
ing. 

"Clearly smokers know and feel the 
harmful effects of cigarettes," said Sharon 
Jaycox, manager of Smoking and Health 
Programs at the American Lung Associa­
tion. "The real chal lenge is not on ly to 
motivate more smokers to quit, but also 
to encourage those who have made an 
unsuccessful quit attempt to try again." 

Home buyers rate 
importance of energy 
efficiency 

A telephone survey among 163 recent 
home buyers indicates that the concept of 
energy efficiency becomes relevant only 
after people have lived in their own homes, 
reports The Sampler, the Response Analy­
sis newsletter. 

The research was conducted for Public 
Service Electric and Gas Company of 

December, 1989 

New Jersey. According to Frederick A. 
Lynk, energy conservation manager of 
the utility, previous homeowners were 
more than four times as likely to say that 
energy efficiency was a very important 
factor in se lecting a home than were first­
time home buyers. 

"First-time buyers in today's market 

look upon their first home purchase as a 

'starter' and are more concerned about 

down payments and financing than on­

going operation costs," Lynk explained. 

"Those buyers who are seeking to estab­

li sh a more permanent residence are more 

continued on p. 32 
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Catherine Page and Todd Kibler have 
joined St. Paul-based Rockwood Research 
as spec writers. 

C.B. (Jack) Rogers, Jr. has been 
elected chief executive officerofEquifax , 
Inc. by the Equifax board of directors. 
Formerly president and chief operating 
officer of Equifax , Rogers will remain 
president and succeed J. V. White as chief 
executive officer. 

Larry A. Constantineau has been 
named market research services director 
of the U.S. Consumer Products Divi sion 
of SC Johnson Wax, Racine, WI. 

James Figura has been named vice 
president, consumer re earch & insights 
for Colgate-Palmolive, Co., New York . 

Jacqueline D. Bunnell has been named 
vice president of Media, PA-based ICR 
Survey Research Group. 

Chicago-based Market Facts, Inc. has 
named Frank R. Griffiths senior vice 
pres ident. 

Barbara L. Zack has been named ac­
count manager in the Los Angeles office 
of Maritz Marketing Research , Inc. In 
addition, Bonnie Bres lauer has been 
named account manager in Maritz' At­
lanta office. 

Robert Bohn has joined F orhes maga­
zine as research director. Prev iously he 
was marketing manager for People maga­
zine. 

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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Salvatore DeBenedetto has been pro­
moted to corporate field director with 
Englewood C liffs, NJ-based Ehrhart­
Babic Group. 

Simmons Market Research Bureau, 
New York , has named Tom Murphy 
vice president, sa les and marketing, syn­
dicated division. 

Robert F. Ampthor has been ap­
pointed vice pres ident-marketi ng for the 
Toledo Marketing Group of Greenwich, 
CT-based NFO Research, Inc. Prior to 

Ampthor 

joining NFO's Eastern Region Market­
ing Group in 1987, he was with the BASES 
Divi sion of SAMI/Burke. 

Howard Kamin has been promoted to 
senior vice president, e lectronic media 
sales, with Mediamark Research, New 
York. 

Robert L. McCann, Jr. has joined In­
formation Resources, Inc. as executive 
vice president, sales and marketing for 
VideOcart, a new position located at IRI ' s 
Chicago headquarters. 

Quirk's Marketing ResearchReview 
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Get inside San Francisco. 
We can offer you two points of view in the Bay Area. One 
conveniently close to San Francisco International Airport. 
And the other downtown, in the heart of the financial 
district. Either way, you'll have our 
undivided attention. e.. ECKER 

220 South Spruce Avenue, Suite 100 0 •1 
South San Francisco, CA 94080 (415) 871-6800 •• & ASSOCIATES 
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Fleischman Field Research recently 
opened a suburban office in Walnut Creek, 

CA. The office includes full kitchen, focus 
group facility, and phone room. Linda 

Lemon, vice president of FFR, will 
manage the office. Telephone 415-398-

4140. 

Beta Research West has opened a 
new focus group facility in the Los Ange-

les/Orange County area at 14747 Artesia 
Blvd., La Mirada, CA, 90638. The facil­

ity includes two focus group rooms, each 
with their own observation rooms. For 

more information contact Jay Zelinka at 
714-994-1206. 

A $4 million gift from Arthur C. 

Nielsen, Jr. and his mother, Gertrude will 
provide the resources for a new Center 

Circle No. 119 on Reader Card 
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for Marketing Research and Education at 

the University of Wisconsin-Madison. 
Nielsen is the retired chairman of the 

board of A.C. Nielsen Co. 

Richard Kurtz has formed a new mar­

ket research Consultancy, Kurtz & Asso­
ciates, at II Penn Plaza, Suite 932, New 

York, NY, 1000 I. Telephone 212-268-
8161. 

Strategic Locations Planning, Inc. has 

changed its name to Strategic Mapping, 
Inc. 

Decision Research Corp. , Lexington, 

MA, has opened an office at 3303 Wilshire 
Blvd., Suite430, Los Angeles, CA, 900 I 0. 

Telephone 213-736-8563. 

D/R/S HealthCare Consultants has 

moved its headquarters from New Fair­
field, CT, to 3127 Eastway Drive, Suite 

105, Charlotte, NC, 28205. Telephone 

704-532-5856. The company performs 
marketing research for marketers of health 

care products and services. 

Conversational Voice Technologies 
Corp. , Gurnee, IL, has opened its Con­
ServiT Response Center. CVTC now has 

redundant data entry systems and ex­

panded square footage for operators and 
equipment. 

Gargan & Associates has opened a 
new focus group facility at 2705 E. 

Burnside, Suite 200, Portland, OR, 97214. 
Telephone 503-234-7111. Fax 503-233-

3865. 
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System pre-tests 
advertising 

Ortek Data Systems introduces its new 
Rapid Analysis and Testing Environment 
(RATE) system , designed to pre-test and 
evaluate print and broadcast advertising. 
In conjunction with Ortek 's Preference 
Analyzer IT , the RATE system measures 
the responses of more than I 00 focus 
group respondents at a time and then 
graphs the results, which may be dis­
played and recorded on video media. 

Respondents regi ster their reactions to 
any audio/visual presentation using a 
hand-held Responder. Changes in the 
respondents' feelings are measured and 
displayed by the RATE sys tem. For more 
information, contact James Strelchun at 
800-422-6416. 

Conjoint and 
correspondence analysis 
from SPSS 

SPSS Inc. has released new software 
designed to help researchers with new 
product and packaging design and analy­
sis of products, markets, population 
groups and competitors. SPSS/PC+ Cate­
gories is an MD-DOS-based system for 
personal computers. It provides both 
conjoint and correspondence analysis. 
The software includes seven stati stical 
procedures and provides tools for design 
and production of the research plan , 
hypothetical product analysis, and analy­
sis of market and survey data. For more 
information, call 312-329-2400. 

December, 1989 

New version of 
Data Desk 

Odesta Corp. announces a new version 
of Data Desk, the company's exploratory 
data analysis and stati stics program for 
the Apple Macintosh. Data Desk version 

3.0 provides a graphical interface to 
general linear model (GLM) designs and 

offers enhanced plots and tables , and 
increased performance. For more infor­

mation, call 312-498-5615. 

Map display product 

TerraLogics has just released Ter­
ra View, a map di splay product for build-

ingcustom cartographic applications. The 
product features high performance dis­
play speed of maps and user data, mathe­

matically accurate display of geographic 

data at all levels of zoom, programmer­
defined color sy mbol s, legends, and 

control panels, arbitrary angle of rotation 

map with no loss of display speed, con­
tinuous zoom capability, and program­

mer-defined map key information: leg­
ends, grid, scale, and compass. Terra View 

is supported on the MS-DOS, UNIX, and 

VAX/VMS operating systems. For more 
information, call 603-889-1800. 

Quick. 
What's the data look like 

t,AeMSilll 
Inside out, upside down, sliced and diced 

any way you want. Why wait weeks and spend 
thousands for cross-tabs when you can have 
more than you ever dreamed of-instantly­
right from your PC? 

A-Cross is number one with Fortune 500 
companies including P &G, Coca­
Cola, Sears, USWest, and American 
Express. And with research firms 
like SAMI/Burke, A.C. Nielsen, 
Maritz, and Winona. Why? Simple. 
• Super-fast, super-easy "Point 
and Pick" operation gets you up 

and running the first day. 
• Unlimited cases, weights, ranks, condition­
als, nets, stats, and more. 
• Works with 1-2-3, word processors, data­
bases, laser printers. 
• Nominated for the PC Magazine Award for 

Technical Excellence. 
• A-Cross is very affordable. In fact, 
after your first cross- tab, you might 
say the rest are free! 

Calll800 4-ACROSS for a free 
demo disk and complete informa­
tion (In MA call617 923-8800). 

Strawberry Software, Inc., 42 Pleasant Street, Watertown, MA 02172 
19 1989StrnwberrySoftware, Inc . 
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Standard Register 
continued from p. 15 

program called "Mission Service" which 
will be a permanent part of the finn's 
operations. 

"If you're going to advertise that serv­
ice is your focus, you have to be certain 
that your organization is structured prop­
erly to produce that service. Based on 
that, we've begun a very aggressive inter­
nal program," says Jerry Chadwick, vice 
president of marketing, Standard Regis­
ter. 

The program includes, for example, 
training seminars for the sales staff to 
keep them well-informed and up-to-date 
on the trends and needs of the industries 
they serve. In addition to applications 
outside the company, Mission Service is 
also designed to develop the service 
concept inside Standard Register, em­
phasizing that an employee's next "cus­
tomer" might be someone within the 
company. 

"This isn't just a slogan. If you say 
you're going to provide service, you better 
deliver. The Japanese have said they think 
that the United States has forgotten about 
the customer. We don't plan to do that," 
Chadwick says. 0 

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

Trade News 
continued from p. 25 

energy conscious. 
"The buyer who's already owned a 

home has had more experience with util­
ity bills and is more aware of energy 
costs," Lynk continued. "People are 
usually willing to invest in energy-saving 
features the second time around because 
they expect to realize a pay-back." 

The concept of pay-back, Lynk pointed 
out, deserves consideration by all home­
owners because it can result in substan­
tial savings over time. 

"Optimum energy efficiency really 
pays off for the homeowner in terms of 
energy dollars saved, and it pays off for 
all of us in terms of conserving our natu­
ral resources." 

Let's eat out 
According to a recent TeleNation poll 

of 1 ,000 people, 60% said they had made 
purchases at a fast food restaurant within 
the last week. On average, respondents 
said two trips were made during that 
week. 

65% of these fast food fans are male, 
45% are female. They also tend to be 

younger: 67% are under 45 years of age, 
57% are over 45. Lunch was the most 
popular meal (57%), followed by dinner 
at 44%. 

Just over half of those responding said 
they took their meal out with them; 45% 
said they dined in. Those choosing to 
dine in were more likely to be older; 69% 
of those 65+ years of age ate in, while 
64% of those 25-34 years of age took out. 

About one-third of the people went to 
the fast food restaurant alone. Men were 
more likely to dine alone than women by 
about 17%. Looked at geographically, 
the Midwest had the largest share of solo 
diners; 43% ate by themselves. The aver­
age group size of those who didn't eat 
alone was three people. TeleNation is a 
service of Market Facts, Inc. 

Pete Rose: fair or foul? 
As part of an OmniTel study, R.H. 

Bruskin Associates interviewed 500 base­
ball fans shortly after the deci sion to ban 
Pete Rose from America's pastime was 
announced, to get their feelings on the 
matter. 52% fe lt the decision was fair, 
while42% disagreed. 6% had no opinion. 

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

• Easy access from : 
- Philadelphia lnt 'l. 

2 Comfortable client lounges with 
private telephones and televisions. 

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

Station (8 min .) 
-Pennsylvania Thrnpike 

(20min.) 

• Lodging. dining and 
entertainment within 
walking distance. 

ATLANTIC CITY 
90 m1n 

WILMINGTON 
45 mm 

1 Fully-equipped test kitchen. 

BLAST OFF 
your next project with 
Group Dynamics! 
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GROUP DYNAMICS IN FOCUS 

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

555 City Avenue. Suite 580 • Bala Cynwyd, PA 19004 
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GENESYS IS 
ONE YEAR OLD ... 

. . . AND HAVE WE GOT 
A PRESENT FOR YOU! 

It's been one year since GENESYS introduced 
the idea of harnessing the personal computer 
to generate quality random digit dialing 
samples. And to celebrate, we're introducing 
yet another id ea whose time has come: 

ANNOUNCING THE STATE-OF-THE­
ART IN BUSINESS PURGING! 
Traditional purging methods not only 
elimina te business listings, but also nearly one 
million households that operate businesses 
out of their home. GENESYS, by contrast, 
provides a clear dis tinction between the two. 
When GENESYS pu rges businesses, these 
residential listings remain in the sample, 
w here they belong. 

THE BEST JUST KEEPS GETTING 
BETTER. 
True business purging is just the latest in a 
year of exciting product additions, including 
Listed Household, Hispanic and Business 
samples, as well as expanding GENESYS 

support to include all major computer 
systems. 

GENESYS IS PRETTY BIG FOR A O NE 
YEAR-OLD. 
So far we've installed 21 in-house systems 
(7 among the top 50 research firms), and 
continue to provide service to over 100 custom 
clients. In totaC over 3.5 million interviews 
were conducted, all within our first year. 

To find out more about putting GENESYS to 
work for you, call us at (215)521-6747 
- and we'll both have cause to celebrate! 

.. ............................. ™ 

GENESYS 
SAMPLING SYSTEMS 

Marketing Systems Group 
Scott Plaza II • Suite 630 • Phila. PA 19113 
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Scouting __ ~------------------------------------------------------­
continued from p.9 

sion fonnat; the boys were asked to pro­
vide their reactions to each and draw 

comparisons between them. 
As expected, many of the boys couldn't 

distinguish between the two programs; 
they felt that Boy Scouting was a continu­
ation of Cub Scouting, with the same 
activities and structure. The new experi­
ences concept was very important to them, 
but they also felt that the social aspect, 
being able to be with boys their own age, 
was significant. In addition, some were 
skeptical that Scouting would deliver the 
attributes mentioned in the concept state­
ments. 

Hilton says that the boys' reactions 
provided valuable guidance on the ap­
proach the marketing campaign should 
take. 

"We knew we had to jolt the boys out 
of their chairs and say to them, 'Hey! Boy 
Scouting is not Cub Scouting. It 's differ­
ent. It 's designed to meet your active 
needs , with camping, hiking, fishing, 
skiing.' We really had to be persuasive in 
terms of saying, 'We do these things, we 
don 't just talk about them,' which be­
came part of our creative line. 

" It really came down to selling the 
benefits of Scouting to these boys in an 
aggressive way. We knew we had a prod­
uct that they'd be interested in if we could 
just convince them that that's what the 
product was." 

Mothers play significant role 
Previous research had indicated that 

mothers play a significant support role in 
the activities of boys in the target 9 to 12 
age range, so focus groups were also held 
with mothers of the boys who partici­
pated in the focus groups. 

They too were shown concept state­
ments, which listed some of the potential 
benefits Scouting offered their sons, such 
as a positive alternative to potentially 
destructive influences, and a chance to 
develop character- and self-esteem-build­
ing skill s and habits. 

"We found that mothers were most 
interested in what Scouting could do for 
their boys in terms of personal develop­
ment, as opposed to the boys, who just 
want to go out and have a good time and 
do all the activities. Mothers wanted to 
know ' What will it do for my boy? How 
will it help him develop?' "Hilton says. 

Thus, the research indicated that the 
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content of certain elements of the mar­
keting campaign-the televi sion spots , 
magazine ads-would have to be specifi ­
cally tailored to the mothers and sons. 

Like their sons, the mothers had an 
unclear picture of what went on in the 
Boy Scouts program. "Mothers didn ' t 
have an understanding of what Boy Scout­
ing was, particularly what it offered that 
was different from what their boys had 
already experienced in Cub Scouts ," 
Hilton says. 

More groups held 
In late July , more focus groups were 

held in the same markets with another set 
of tryer/rejector boys and their mothers, 
testing the campaign's components with 

Hilton 

animatics of the televi sion ads, mock-ups 
of print ads, and versions of the poster, t­
shirt, and direct mail piece. 

Based on reactions of the focus group 
participants, several changes were made, 
including the elimination of some print 
ads and a redesign of the t- shirt. 

"The research really helped us to refine 
our creative approach and come up with 
a much more effective campaign. Based 
on that second set of groups, we were able 
to make pretty dramatic changes." 

"We Do It" 
The campaign, which emphasizes the 

theme "We Do It," was unveiled in 
October in six test markets. The televi­
sion spots aimed at the boys accent activ­
ity and social interaction, showing Scout 
troops engaging in many activities, such 
as fishing, hiking, climbing. At the end, 
the youthful narrator invites the boys to 
pick up a free t-shirt by calling a toll-free 
number for more information. 

The ads aimed at the mothers use simi­
lar footage but to a different effect. To 
emphasize the Scouting program's char-

acter-building potential , the spots inter­
sperse lines from an inspirational Robert 
Frost poem with added scenes of Scouts 
at work building a bridge, setting up a 
campsite. 

An activity-packed poster showing Boy 
Scouts hiking, water skiing, and fishing, 
for example , has been distributed to 
schools and the direct mail piece-which 
is shaped like a backpack-will be mailed 
to tryer/rejectors identified from BSA 
mailing li sts to supplement the other 
promotional efforts. 

"We had mass vehic les in place, but we 
really wanted to target those boys with a 
very focused medium , and direct mail 
seemed to make a lot of sense," Hilton 
says. 

Tracking research 
To monitor the effectiveness of the 

marketing efforts, two ongoing tracking 
research projects are in use. A cross­
sectional tracking study will be perfonned 
with mothers and boys four times during 
a one-year period to monitor changing 
attitudes about scouting and leisure time 
activities for boys. In addition, a panel 
study will follow attitudes of a group of 
boys and their mothers in similar areas. 
BSA 's David Palmer says that overall, 
the awareness program has two basic 
goals: 

"To understand our market, and to use 
proven marketing tools and techniques to 
increase the usage of our Boy Scout pro­
gram, so that boys have the opportunity 
to join us and benefit from what we have 
to offer. 

"What you have here is the epitome of 
marketing and marketing research at use. 
You have a successful organization that 
is using market research to find bottle­
necks that have kept it from growing as 
fast as it could, and then applying market­
ing tools to alleviate those bottlenecks," 
he says. 

"We want to reach as broad a spectrum 
of boys in that age group as we can," says 
BSA spokesperson Lee Sneath. "We want 
to keep the boys that are coming out of 
Cub Scouts actively involved in the Scout 
program by moving them into Boy Scouts. 
We also want to attract boys with no Cub 
Scouting experience to give Scouting a 
try, because we feel that we have abso­
lutely the finest youth development pro­
gram on the market." 0 
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Focus Group Research 

Qualities of a Master 
Moderator 
by Naomi R. Henderson 

As a trainer of moderators, I have 
observed a variety of moderator 
styles and experience levels. 

New moderators frequently give their 
attention to writing appropriate questions 
and managing the myriad key elements 
of group dynamics while probing for 
important information. Skilled modera­
tors focus more on probing for second 
and third level information beyond "top 
of mind" responses as well as finding 
more creative ways to encourage respon­
dents to deliver behavioral information 
rather than just conceptual expressions. 

This article focuses on qualities of 
"Master Moderators," defined as those 
who have mastered the key skills and 
techniques that lead to effective group 
interactions. Additionally, Master Mod­
erators use the rich body of oral informa­
tion collected and analyze and report that 
data in appropriate ways to support the 
decision-making needs of clients. 

General qualities of a Master 
Moderator 

There is a phrase among airline pilots 
that says, "There are bold pilots and there 
are old pilots, but there are no old, bold 
pilots." 

That maxim does not hold true for 
moderators! A Master Moderator is by 
nature both bold and old (if not in years, 
then in number of groups conducted). 

However, simply leading hundreds of 
groups over I 0 or 15 years doesn't auto­
matically qualify one as a Master Mod­
erator if new skills have not been ac­
quired and adapted to the ever-changing 
conditions in the world of qualitative 
research . In general, the following ele­
ments make a Master Moderator: 

•willingness to take risks and stretch 
conventional research boundaries, 

•continuous search for training and 
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learning opportunities from other related 
disciplines, 

•constant acquisition of new ways to 
interact with groups of individuals in 
qualitative settings, 

•development of more efficient meth­
ods to collect data in the 90 minutes 
allotted in standard two-hour focus group 
sessions, 

•offering clients variations on classic 
focus group formats (e.g. supergroups, 
creativity sessions, piggyback groups, 
etc.). 

Naomi R. Henderson is founder and presi­
dent of RIVA (Research in Values and Atti­
tudes), a qualitative research and training 
services company in Chevy Chase, Md. 
She holds a B.A. and a M.Ed. in education. 
She is an adjunct professor at George 

Washington University in Washington, D. C. 

Specific qualities of a Master 
Moderator 

I have identified 25 distinct skills that 
make a Master Moderator. This list is by 
no means compete and I would welcome 
hearing from senior moderators who have 
additions. Since the focus group approach 
is less than 50 years old and little oppor­
tunity exists for moderators to see each 
other's work, this list is based both on 
personal experience and on the styles of 

students observed in RIVA's Moderator 
Training School since 1981. 

A Master Moderator: 
1. Maintains research objectivity . The 

moderator has no investment in the out­
come of the study beyond doing com­
plete and thorough work and does not 
have his/her ego tied to the act of moder­
ating or presenting findings. 

2. Establishes research objectives. The 
moderator supports and/or direct clients 
in developing appropriate and attainable 
research objectives and recommends the 
appropriate research tools to meet those 
objectives. 

3. Understands the foundationsiappli­
cations of market research. The modera­
tor understands clearly the role of quali­
tative market research and its applica­
tions and limitations as well as all of the 
steps (from client request to final presen­
tation) of classic focus group research 
projects. 

4. Recommends appropriate method­
ologies. The moderator recommends 
appropriate research methodologies to 
clients to achieve study purposes and 
sticks to his/her guns to insure that an 
appropriate environment can be created 
with respondents to elicit the fullest range 
of information. This includes a willing­
ness to recommend against qualitative 
research when appropriate, even at the 
loss of personal or corporate revenues. 

5. Practices unconditional positive 
regard. The moderator possesses a supe­
rior ability to listen to all comments from 
respondents and clients that may range 
from logical to aberrant as long as re­
sponses relate to the research topic. This 
skill includes presenting an empathetic 
but neutral face and voice tone while 
hearing comments and responses that may 
range from dull to bizarre to exceptional. 

continued on p. 44 
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Get the business information you need with just one phone 
call to FIND/SVP. 
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Data Use 
continued from p. 12 

quently yield estimates with smallest variance . The weight 
appropriate to my regression is the variance of the logits, npq. 
The calculated weights indicate the relative accuracy of the 
data: more importance is attached to the logits with larger 
probabilities, and less importance to the logits with smaller 
probabilities. They are proportional to the reciprocals of the 
variance ofthe individuallogits. Therefore, an original variance 
of, say, v would be v /(npq) after weighting. 

Method of least squares regression 
The specific method of least squares regression is weighted 

covariance analysis. Covariance analysis is a way to combine 
both regression and analys is-of-variance techniques. The idea 
is to regress logits on income separately for the 12logit groups, 
and then use the results for determining the income effect. For 
each regression equation, I have seven logit responses for the 
seven income levels. Polynomials are usually the model for 
characterizing the income-logit relationships. All 12 polyno­
mial regress ions for the 12 logit groups shou ld have the same 
degree of power. A covariance analysis can estimate the regres­
sion coefficients and test the hypothesis that the coefficients (be 
they linear or quadratic) are constant across alllogit groups. If 
the test indicates any difference, then there is an interaction 
between the logi t groups and incomes. 

An SAS program that produces a weighted covariance analy­
sis of the logit data for El Paso is shown in Table 7: 

TABLE 7: SAS Codes to Run a Weighted Covariance Analysis 
TITLE "Weighted analysis of covariance" 
PROC GLM DA TA=inchouse 
CLASS nlogit 
MODEL RESPONSE=nlogit income*nlogit income2*nlogit 
WEIGHTw 

With a few statements, SAS is able to fit 12 quadratic 
regressions for the 12 logit groups simultaneously. In this 
program, "inchouse" is the name of the dataset that contains the 
logits; " income" is the income variable; "w" is the weighting 
variable. Since income is the explanatory variable, its values 
must be continuous. For a ll levels except the highest open­
ended category, I choose the middle values to represent the 
income categories. For the open-ended (the over $75,000) 
category, I merely choose a reasonable income value for regres­
sion. 

The regression stat istics from running the SAS program are 
shown in Table 8. 

This model has a hi gh overall statistical significance of 0.99 
R-square. The overall covariance of variation (root mean square 
divided by response mean) is moderately high at 19.35%. Type 
I sums of squares measure the contribution to the model by 
individual model components. The amount from the NLOGIT 
source is the contribution due to the different logit groups; the 
amount from the INCOME*NLOGIT source is the additional 
sum of squares due to the different "linear" regression coeffi­
cients (as specified by the NLOGIT variable); the amount from 
the INCOME2*NLOGIT source is the contribution from the 
different "quadratic" coefficients. The associated tests confirm 
that all components are highly significant to the overall model 
(the probability of seeing nonsignificance is 0.00 !--virtually 
zero). Therefore, I have correctly specified the logit-income 
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relationships by fitting quadratic equations. 
Figure I is a sample plot of Iogits against income for one of 

the log it groups. In the plot, I overlay the actuallogits over those 

most demographic data suppliers. 
I first divide the total count of the I980 I X H table by that of 

the I980 I table to obtain a percentage that represents the 

TABLE 8 
Weighted Analysis of Covariance 

MSA= El Paso, TX 

Dependent Variable : RESPONSE 
Weight: W 

~ OF Sum of Squares Mean Square 

Model 35 

Error 48 

Corrected 83 
Total 

~ 
NLOGIT 
INCOME*NLOGIT 
INCOME2*NLOGIT 

1028.22 

9.28 

1037.50 

OF 
11 
12 
12 

Type ISS 
226.48 
771.38 
30.36 

29.38 

0.19 

~ 
106.55 
332.64 
13.09 

predicted to demonstrate the c lose fit. (The symbol for actual 
log its is "o", and "x" for the predicted logits). · SAS automati­
ca lly converts the estimated log its to probabilities. These proba­
bility esti mates will be used for prediction. 

Using the results from the model 
If I wish to estimate the I981 income-by-housing value table 

from the same table of 1980, I need: 
I) the 1980 income-by-housing-value table (hereafter called 

" I980 I x H" table), 
2) the estimated probabilities from the logit response model 

FIGURE 1 
Fitted Logits Versus Actual Logits-EI Paso 

NLOGIT=2 
Plot of PRED*INCOME Symbol used is: x 

Plot of ACTUAL* INCOME Symbol used is: o 

• 
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• 
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0 
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Income 

based on the 1980 I x H table, 
3) the 1980 household-i ncome-di stribution table (hereafter 

" 1980 I" table), and 
4) the 1981 estimated household-income-distribution table 

(hereafter " I98I I" table). 
The I980 I x H, 1980 I, and I98 I I tables are avai lable from 
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~ 

152.02 

PR>F 

0.0001 

RQQ1 MSE 

0.44 

PR>F 
0.0001 
0.0001 
0.0001 

R-square QJL 

0.99 19.34 

R~SRQns~ M~an 

2.27 

proportion of households owning houses to all households. This 
percentage is assumed to be identical for all income levels, 
meaning that households at every income level have approxi­
mately the same probability of owning houses. To estimate the 
I98I income-by-housing-value table , I then multiply this per­
centage by the seven marginal household counts (for the seven 
income levels) from the I981 I table. The result becomes the 
seven marginal household counts estimates for the 198 1 in-
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come-by-housing-value table. Finally, I multiply these mar­
ginal counts by estimated cell probabilities to obtain the counts 
for individual housing-value level s. 

This logit model for a two-dimensional table can be easily 
applied to a multi-dimensional table. The only difference is that 
I must specify one dimension to be the response variable, and 
the rest to be the explanatory variables. I can then build a large 
covariance analysis model, with as many regressors as the 
number of explanatory variables. Such an expanded model, if 
possible, would allow me to include more factors than income 
for predicting the housing-value di stribution. 

Discussion 
Although the logit response model is an effective tool for 

analyzing large cross-classified tables, it has problems too: ( I) 
the error of the original model before linearization may be 
larger than that of the linearized model, and (2) it does not work 
well with sparse tables with too many empty cells. 

Before the logarithmic transformation , the original model is 
the "odds" model: odds= p/( 1-p), where pis the probability, and 
has an unknown, multiplicative relationship with income. After 
computing the logarithms, the odds becomes the logits that has 
a linear relationship with income: 

logit = log( odds)= log p -log( 1-p) = bO + bl *x I+ b2 * x2 
+ ... e. 

This logit model is linear in its parameters bO, b I, b2. 
However, it is not linear in the unknown parameters of the 
original odds model. For example, if the logarithmically trans­
formed error, e, is normally distributed with mean zero and 
variance v, then the error term in the original odds model must 
have a much more complex distributional form. All that is 
known is that this distribution is a function of e, and is therefore 
likely to be larger than e.ln other words, the original model may 
be statistically complicated enough to warrant further adjust­
ment, although the transformed mode l has a simpler structure. 

The logit response model is not suitable for analyzing sparse 
tables, especially those for small areas. Since the logarithm of 
a near-zero value is negative infinity, the covariance matrix for 
fitting the curves is likely to be singular and produces no 
solution for the parameters. If there are not too many empty 
cells , two things can be done to avoid the problem of singularity. 
( I) Replace the empty cells by I /(r*n i) where r is the number 
of response levels , and n i is the row total that contains the empty 
cell(s). (2) Assign a reasonable yet small number, say, 0.5 , to all 
empty cells before calculations. It is not advi sable to eliminate 
empty ce ll s by combining level s. Valuable information may be 
lost through such an approach. 

In conclusion, if a researcher is only interested in estimating 
a table for a fairly large area and for a year not far from 1980, 
the logit response model should serve hi s or he r needs ade­
quately. 0 
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Rules 
continued from p. 6 

raised by the participants. Permitting them 

to respond to participant questions would 
risk a loss of control by the moderator. 

To discourage interaction between the 
participants and the expert, the expert 

should not be seated in the visual focal 
point of the group. Above all, they must 

be restrained from debating technical 
issues with participants or attempting to 
sell the participants on the merits of the 

concept being discussed. 

Anonymity cannot be guaranteed. In 

consumer research, most respondents are 
guaranteed anonymity. They are gener­

ally unknown to the viewers and contact 
between viewers and participants rarely 

occurs prior to or after group sess ions. 
In business to business research, how­

ever, a greater level of respondent -viewer 

interaction often exists. In a typical set­

ting, key customers of a company might 
be seated around the table, whi le the 

marketing and sales executives of that 

company sit behind the glass. These 
executives have met the respondents 
before the sessions and they wil l see them 
again afterwards. Unless the client would 

be willing to allow the research company 
to conduct the sessions without c lient 
viewers, which would sacrifice one of the 

benefits of the group process, anonymity 

for these respondents cannot be guaran­

teed. 
Eliminating thi s promise of anonym­

ity, the moderator must do the next best 

thing: promise the participants that the 
information that they divulge will not be 

used against them in a sales setting. Of 
course, the client has to agree to this 
practice, keeping in mind that they will 

be jeopardizing their integrity ifthe prom­
ise is broken . A sales manager who re­
peats what he or she heard the customer 

say in a focus group setti ng will a lmost 
certainly risk the loss of that customer. 

The client's confidentiality is at risk. 
The passing of information between re­

spondents and clients in business to busi­
ness focus groups is a two-way street. 

Just as the respondent often loses his or 

her anonymity, the client operating in the 
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business to business setting also loses 

confidentiality. 

In consumer research, respondents are 

typically screened to ensure that they do 

not personally work, or have friends or 

relatives who work, in the researched 

market. In business to business research, 

the process is just the opposite: the re­

spondent must work in the targeted in­

dustry to qualify for group participation. 

Working in the targeted industry also 

says that they have contacts in that indus­

try, which presents the opportunity for 

security leaks. The dealer who sells your 

company's plumbing supplies probably 

also sells your competitor's products, 

which mean that they have contacts with 

representatives from that company, pro­

viding them with opportunities to pass on 

information learned as a participant in a 

research project. 

While some researchers have asked 

respondents to sign nondisclosure agree­

ments, the value of these documents is 

questionable. Provided that an attorney 

could produce an enforceable document, 

would a company want to sue its custom­

ers in the event of a disclosure? More 

important, it is likely that the document 

would have a biasing effect on the re­

search. The nondisclosure agreement 

would scream to the respondent, "The 

product concept that you are about to see 

is new and different!" Even an existing 

product would seem special if preceded 

by a nondisclosure agreement. 

As an alternative to a confidentiality 

statement, some researchers might pro­

vide bogus product attributes to camou­

flage the nature of the product. In es­

sence, the product concept described to 

the respondents would be a modification 

of what might ultimately be produced. 

This appears to be a rather futile exer­

cise, since it will obscure the evaluation 

of the "real" product concept. Addition­

ally, the risk still exists that the respon­

dents will remember only those elements 

that your company considers most sacred, 

and pass them along to your competitors. 

Since we cannot swear the respondents 

to confidentiality and attempts to camou­

flage the nature of the new product con­

cept would be counterproductive, it is 

recommended that the user of business 

Quirk's Marketing ResearchReview 



focus groups views this as a risk versus 

reward situation. The risk exists that in 

doing good research in the business set­

ting, some confidential information might 

leak to a competitor. What the marketer 

must do is evaluate that risk against the 

benefits of acquiring new marketing in­

formation. If the potential benefits out­

weigh the risks, then the research is worth 

doing. If, however, the risk of advanced 

disclosure of a new product idea is too 

great to offset the potential rewards of the 

information to be acquired, then the re­

search should not be conducted. 

Quanitative follow-up might be im­
practical. 

In consumer research, focus groups are 

so often followed by quantitative research 

that the focus group reports frequently 

close with a standard recommendation 

for a quantitative follow-up: "Of course, 

we recommend that this research be fol­

lowed-up with a large sample, qualitative 

study." 

In the business to business setting, a 

quantitative follow-up is often impos­

sible or illogical. If you are conducting 

research among the chief financial offi­

cers from the 25 largest companies in a 

market, and you have selected the focus 

group as the most appropriate method, 

who will be available for a quantitative 

follow-up? After conducting two focus 

groups with a sample from this popula­

tion, virtually no one would remain with 

whom you could conduct your follow-up 

research. Since business to business fo­

cus group research frequent! y targets these 

small markets, a quantitative follow-up is 

likely to be impractical. 

In conclusion, there are enough differ­

ences between business to business and 

consumer focus groups to warrant a 

modification of strategies in moderating 

and a rethinking of some of the truths that 

are assumed in the consumer setting. One 

needs to consider issues related to mod­

erator knowledge, the use of experts, and 

anonymity and confidentiality, to maxi­

mize the value of this tool for the business 

to business researcher. 0 
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Observation 
continued from p. 22 

Distribution of purchases 
Figure 5 illustrates the locations where 

shoppers just looked at products in the 
department. The data reveal a di spropor­
tionate di stribution of "just browsing" 
instances compared to purchases ob­
served in Figure 4. Are product turns too 
slow in the hi gh browsing sections? 
Should product be redi stributed to other 
locations to spread potenti al impulse pur-

~IVA 
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TRAINING 

Custom, 3 and 4 day Basic Level 
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delivering practical skills for 
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them with your own style! 
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FIGURE 4: The number of items purchased from the various sections of the dairy department by 100 
supermarket customers. 
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chases? 
Analys is revealed that there was not a 

significant variation in the distribution of 
purchases among the sections ofthe dairy 
department, though there was a signifi ­
cant variation in the location of browsing 

Table 4: The use of shopping carts 
and shopping lists by 1 00 observed 
shopping parties 

Information 
Used a shopping cart 
Did not use a cart 
Used a shopping list 
Did not use a list 

by customers. 

Percent 
77 
23 
40 
60 

Brows ing occurred in the mid-section 
of the department, in sections containing 
predominantly impulse items rather than 
staple or high demand items. 

The implications for communication 
strategies are at least three-fold. First, 
spec ials and coupon s might reduce 
"looks" and increase purchases . Second, 
more adverti sing and promotion may 
increase awareness of the items and 
improve attitudes toward these products. 

Third , in-store demonstrations may re­
duce looking, and increase purchases . 

An analysis of customer traffic pat­
terns will ass ist store managers in making 
improvements in product movement and 

Table 5: Product group selection by parties 
with various characteristics , 100 supermar­
ket observations 

Product group 
Eggs 

Dough 

Spreads 

Juices 

Yogurt 

Cottage cheese 

Sour cream 

Customer characteristics 
Selected by all parties 

Selected by all parties 

Selected less frequently 

by individual females 

Fewer select ions made 

by mixed adu lt part ies 

Selected more frequently by 

mixed adult part ies 

More frequently selected 

by females with a child 

No selection observed 

by individual females 

customer purchases . Relocating impulse 
items among demand items may increase 
sales . 

Use of shopping carts and lists 
The extensive use of a shopping cart 

(Table 4) implies a potenti al for increased 
unit purchases when compared to the 
results of using a shopping basket or no 

FIGURE 5: The number of "just browsing" actions made by customers in the various sections of the dairy department 
by 1 00 supermarket customers. 
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carrying device of any kind . Thi s infor­

mation, coupled with the lack of a shop­

ping li t, implies a potential for impulse 

sell ing. 
Additional information can be observed 

regarding the use of shopping aids. For 

example, monitoring the use of coupons 

Table 6: The type of party observed and 
the shelf location from which products 
were selected, 100 supermarket 
observations 
Party observed Location of item selection 

Individual female Fewerselections from lower shelves 

Individual male Fewer selections from lower shelves 

Mixed adults Fewer selections from lower shelves 

Females with Selections from all shelves 

child/children 

and/or a newspaper, and req uests for 

customer assistance can prov ide infor­

mation useful in improving advertising, 
promotion , and customer se rvice. 

Customer characteristics and 
product selection 

Customer characteri stics can be asso-

Table 7: Number of units selected by vari ­
ous types of customer, 1 00 observed par­
ties 

Characteristic J..!n.iN 
Mixed adult couples 4.00 
Individual females 1.68 
Cart users 3.20 
Non-cart users 1 .1 0 
Shopping list users 3.60 
Evening shoppers 4.30 
Those entering from 

meat department 3.1 0 

ciated with the types of products selected 
(Table 5) and the location of product 

selection. Can product selection be influ­
enced by product re location? Relating 

Tables 5 and 6, for example, would sug­

gest that the location of eggs is satisfac­
tory in the store involved--eggs were se­

lected by all parties. Without debating 
cause and effec t, one might sugges t 
moving spreads that are partic ul arl y 

appealing to females to a midd le shelf to 
take the pressure off lower or higher 

shelves. 

Shopping and action profiles 
The analys is resulted in a description 

of various "Target Market Profiles." 

These profiles were developed to answer 

a basic question : What actions and shop-
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ping characteri stics di stinguished one 

market segment from another? 

Profiles of two market segments ob­
served are illustrated. These profiles 

permit a manager to determine the rela­
tionship between shoppers and their 

observed actions. 

Individual Female 
I . Accounted for 2 1 percent of the 

parties observed. 

2. 71 percent used a shopping cart. 
3. 33 percent used a shopping li st. 
4 . 38 percent shopped in the morning 

and early afternoon and 38 percent 

shopped after 5 p.m. 
5. Estimated average age, 35 .7 years. 

6. Purchased an average of 1.68 units 

of products. 

Shopping Cart Users 
I . 77 percent of those observed used a 

shopping cart. 
2. The most frequent cart users were fe­

males with at least one child; 27 percent 

of all users. 
3. 51 percent observed using a shop­

ping cart al so used a shopping list. 
4. A greater percent of persons (from 

67 percent to 83 percent) used shopping 

carts as the time of day became later. 
5. 35 percent of those who used a shop­

ping cart were observed with at least one 

child . 

6. 43 percent of cart users were age 25-

34 years old. 
7. The most infrequent cart users were 

individual males . 
8. Purchased an average of 3.2 units. 

Table 7 refl ects the rate that various 

market segments selected units of prod­
uct. Thi s information raises several ques­

tions: 
1. Can the number of units selected be 

increased by influenc ing the ingress 
position of customers? 

2. What can be done to attract more: 

a) Evening shoppers? 

b) Mixed adult couples? 
3. Whatcan be doneto encouragemore: 

a) Shopping list use? 

b) Shopping cart use? 
4. What can be done to increase the 

number of units selected by: 
a) Individual female shoppers? 

b) Non-cart users? 

And finally .... 

Observation documents customers' ac­
tions which can communicate alternative 

improvements in management and mar­

ket planning. Observation enables 
changes to be made which can improve 
the shopping environment for both cus­

tomers and employees. Once the changes 

are made, it is important to follow them 

up. For example, did sales improve? 
Observation is one way to measure the 

results. 0 
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marketing research project from 
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StatPac Gold is a perfect choice for 
telephone interviews and direct 
mail surveys. Data can be entered 
using a variety of formats, including 
your own custom designed screen 
templates with validity checking 
and branching . 

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

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

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

The PC Statistics Pros 
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Master Moderator 
continued from p. 35 

The moderator recognizes that rich 
information, creative ideas, or "gold 
mines" (unexpected, rich lodes of com­
ments from respondents) may come from 
unlikely sources which, on first hearing 
or observation, wouldn't appear to pro­
duce meaningful information. 

6. Maintains good listening skills. The 
moderator has an exceptional ability to 
be attentive to both verbal and non-verbal 
behaviors and to avoid informing or 
educating respondents. This skill also 
encompasses the ability to hear whether 
the response is a 1st, 2nd, or 3rd level 
response (i.e., "top of mind" responses 
versus those from deeper thinking lev­
els). 

7. Remains observant. The moderator 
is able to "read" the room on many di­
mensions. These include: 

•seeing the room as a group of strang­
ers vying for the approval of the modera­
tor and new "peers," 

•noting that individuals within a group 
have a behavior range that runs the gamut 
from dominant to withdrawn, 

•seeing when a participant wants to 
speak before a hand is raised and to "read" 
non-verbal clues appropriately. 

8. Practices "invisible leadership" 
skills. The moderator possesses multiple 
skills necessary to lead a group discus­
sion without falling into the trap of"lead­
ing the witness" or letting the room "run 
away with the conversation." 

This includes the knowledge of when 
to stay with a topic and probe to allow for 
new information and when to close down 
a line of questioning that produces no 
"pay dirt." 

•create a safe environment for respon­
dents to deliver their perceptions, opin­
ions, beliefs, and attitudes, 

•state the purpose of the session and 
provide clear ground rules for participa­
tion, 

•relate to respondents without talking 
"up" or "down" to them, 

•terminate topic areas and move on to 
new ones without the need for long set­
ups or summaries, 

•allow for diverse opinions within the 
group and live with the lack of consensus 
or closure, 

•"come down hard" when the discus­
sion gets out of hand or off track without 
losing group affinity, 

•avoid serial interviewing but include 
everyone in the conversation, and, 

•"read the room" and stay with the 
participants, not the papers. 

10. Handles diverse opinions. The 
moderator anticipates and allows for 
diverse opinions without becoming con­
frontational, judgmental, evaluative or 
threatening and without allowing other 
respondents to act in these ways toward 
one another to the detriment of informa­
tion-gathering opportunities. 

11. Remains flexible. The moderator 
has multidimensional abilities to manage 
the variables contained in the qualitative 
research interactive process. Some of 
these abilities include: time management, 
logic tracking, linking, creative ap­
proaches to tired materials or concepts, 
suppressing dominators, inspiring reti­
cent participants, probing, creating en­
ergy for dull groups, asking short ques­
tions to get long answers, and shifting 
unworkable situations into workable ones. 

moderator elicits data using various 
models and or techniques (e.g. neurolin­
guistic programming, projections, devil 's 
advocate, role playing, "board of direc­
tor ,"paper and pencil tasks, etc.) appro­
priate to the respondents' frames of refer­
ence. 

14. Creates custom questions and cus­
tom guides. The moderator creates and 
writes effective questions in an organ­
ized guide or outline that follows a logi­
cal flow from the respondent's perspec­
tive and permits them to answer queries 
fully and appropriately. This includes 
reframing questions on the spot, both 
within the group and between groups. 

15. Uses interventions. The moderator 
utilizes a variety of intervention tech­
niques (from simple to complex) to sup­
port the flow of conversation and open 
new ideas of exploration. 

Intervention: any appropriate activity 
(e.g. paper/pencil activity, dyads, stim­
uli, etc.) that interrupts the two-way con­
versation between moderator and respon­
dents for the purpose of enriching the 
discussion or focusing on a specific issue. 

16. Uses sophisticated naivete. The 
moderator is able to employ a form of 
"not knowing" to avoid leading respon­
dents or to avoid having the moderator's 
personal viewpoint embedded in the flow 
of conversation. 

17. Comfortable with uncertainty. The 
moderator can live with surprises, "gold 
mines" and abrupt changes in research 
design, without losing aplomb. 

18. Thinks rapidly/makes appropriate 
decisions. The moderator thinks fast, 
responds quickly to shifts in conversa­
tion and reacts appropriately to situations 
without looking for endorsement or ap­
proval from clients or respondents. This 
includes an ability to quickly move a 
project along a foreshortened timeline 
without sacrificing quality. 

19. Utilizes other paradigms. The 
moderator uses skills, techniques, and 
materials from other paradigms in an ap­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~propriare manner and applies iliem ro 

The moderator is able to remain "in 
charge" without bullying or dominating 
respondents, to create rapport within six 
minutes of beginning a group and is able 
to re-create that rapport at any time. 

9. Moderates effectively. A moderator 
has the ability to: 

12. Conducts linking and logic track­
ing. The moderator recalls what was said 
earlier and by whom and links it to cur­
rent conversation, maintaining a "logic 
path" that follows the thinking of respon­
dents and does not slavishly adhere to the 
pre-developed guide. 

13. Uses a variety of techniques. The 
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Qualitative Research Consultants Association, Inc. 

A nationwide association of independent qualitative 
researchers dedicated to professional excellence and 
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qualitative research projects to create 
maximum results for clients. 

Paradigm: A pattern, example, model, 
or overall concept accepted by most 
people in an intellectual community as a 
science because of its effectiveness in 
explaining a complex process, idea, or set 
of ideas. 

20. Allows spontaneity in group proc­
ess. The moderator allows spontaneity 
and bursts of conversation instead of sup­
pressing the natural group process in favor 
of rigid research formats or oppressive 
group control measures. 

continued on p. 50 
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You've got the right clients. You're 
doing sophisticated market re­
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Your firm is profitable, but you 
know it could be even better. 
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computer software- unsurpassed 
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management of computer-assisted 
telephone interviewing systems. 
Plus, full-featured software to meet 
the most stringent batch cross-tab 
and reporting requirements. 

What's more, at CFMC, we realize 
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cess. You'll find this evident by the 
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developments and updates to meet 
your changing needs. 
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Providence, Rl 02908 Bala Cynwyd, PA 19004 Miami, FL 33165 Belmont, CA 94002 
401 I 861 -3400 2151668-1660 3051 266-9798 4151595-5028 
Contact: Anthony Pesaturo Contact: Phyllis Rosenberg Contact: Orlando Esquivel Contact: Dr. Felipe Korzenny 
FuiiSvcQuai/Quan.Analysis.l Prof & Cons Segments, incl. Bi-Lingual/Cultural Serving Major Hisp. Biling./Bicult.Foc Grps Any-

Consltg&MktRes!Since 1976 Doctors. Applied Psych. Meth. Markets with Ofcs . in Puerto Rico where In U. S.!Quan. Strat. Cons. 

American Public Opinion Survey & Decision Research First Market Research Corp. D.S. Howard Assoc., Inc. 
Market Research Corp. 99 Hayden Ave. 1111 W. 6th Street, Suite 220 307 No. Michigan Ave. #1214 

1324 South Minnesota Ave. Lexington , MA 02173 Austin , TX 78703 Chicago, IL 60601 
Sioux Falls , SD 571 05 6171861-7350 800 I Fl RST-TX (34 7 -7889) 3121372-7048 
6051338-3918 Contact: Peg Marrkand Contact: James R. Heiman Contact: Dennis S. Howard,Ph.D. 
Contact: Warren R. Johnson Over 25 Mods. Avail. , Bus/Cons High Tech,Publishing, Expert Guidance In Design, 
Established 1960-Full Service Grps., Offcs: NY,LA,SF,Atlanta Bus-To-Bus, Colleges Implementation And Analysis 
Grou~National & lnternat'l 

DeNicola Research, Inc. First Market Research Corp. Huelskamp & Associates 
Analysis Research Limited 325 Greenwich Ave. 121 Beach St. 7734 Via De Fonda 
4655 Ruffner St. , Ste. 180 Greenwich , CT 06830 Boston , MA 02111 Scottsdale, AZ 85258 
San Diego, CA 92111 

2031629-3323 6171482-9080 6021443-8708 
61 91268-4800 

Contact: Nino DeNicola Contact: Linda M. Lynch Contact: Henry J. Huelskamp 
Contact: Arline M. Lowenthal 
All Quai.Needs:Eng.&Span. Consumer, Healthcare, Financial Consumer, Retail, Banking, Extensive Background and 

Recruit/Moderate! Analysis Services, Advertising Health Care Experience 

The Answer Group Dolobowsky Qual. Svcs., Inc. First Market Research Corp. JRH Marketing Services, Inc. 

11161 Kenwood Rd. 94 Lincoln St. 121 Beach St. 29-27 41st Avenue 

Cincinnati , OH 45242 Waltham MA 02154 Boston, MA 02111 New York, NY 11101 

5131489-9000 6171647-0872 6171482-9080 7181786-9640 

Contact: Maribeth McGraw Contact: Reva Dolobowsky Contact: Jack M. Reynolds Contact: J. Robert Harris, II 

Consumer, HealthCare, Prof., Experts In Idea Generating Banking, Health Care,Ad Experience Counts: Check out 

Focus Groups, One-On-Ones Groups, In-Depth Interviews Testing, Consumer, Executive 
the rest but USE THE BEST 

Brand Consulting Group K C A Research 
Doyle Research Associates, Inc. Focus Plus 701 Howe Avenue, Suite H58 

17117 W.Nine Mile Rd./Ste. 1020 919 N. MichiganiSte. 3208 79 5th Avenue Sacramento, CA 95825 
Southfield , Ml48075 Chicago, IL 60611 New York, NY 10003 916 I 920-2841 
3131559-2100 3121944-4848 2121807-9393 Contact Lynne Cunningham 
Contact: Milton Brand Contact: Kathleen M. Doyle Contact: Elizabeth Lobrano Experts: Health Care and Senior I 
Consumer,Advertising Strategy, 

Specialty:Children/T eenagers Impeccable Cons. & B-B Adult Care Givers 
New Product Strategy Research 

Concept&Product Evaluations Recruiting/Beautiful Facilities Kennedy Research Inc. 
Concepts In Marketing DTW Marketing Research Group D.S. Fraley & Associates 

405A Waters Bldg. 

Research (CIMR) Grand Rapids , Ml49503 
395 Pleasant Valley Way 1205 East Madison Park 6161458-1461 

400 North Robert St. West Orange, NJ 07052 Chicago, IL 60615 Contact: Mary P. Tonneberger 
Saint Paul , MN 55101-2098 201 1325-2888 3121536-2670 Cons. & Ind. , Telecom. ,Health, 
612 I 228-5667 Contact: Richard Wetzel Contact: Diane S. Fraley Office Systems, Chemicals, Drugs 
Contact: Kara Marx Healthcare:MD, AN, RPh, Pts, Hosp; Full Qual. Specialty:Child/T een I 
Consltng., Quai.Rsch. , Facl Full Service Quan!Qual, Facility In-Home/Observational Rsch K S & R Consumer Testing Center 
Recruit I Moderation/Analysis Shoppingtown Mall 

Elrick and Lavidge, Inc. Lynn Greenberg Associates Syracuse, NY 13214 
Consumer Opinion Services 1 0 S. Riverside Plaza, #1730 36 Country Ridge Road 8001 289-8028 
12825-1 st Ave. South Chicago, IL 60606 Scarsdale, NY 10583 Contact: Lynne Van Dyke 
Seattle, WA 98168 3121726-0666 914/723-3121 Qualitative /Quantitative, Inter-
2061241 -6050 Contact: Melanie S. Payne Contact: Lynn Greenberg cepts, CA Tl, One-on-One 
Contact: Jerry Carter Have Senior Moderators in Strategic Qualitative Marketing! 
Consumer, Business Groups and CHGO I A TL I SF I St. Louis Research Consulting 

LaScola Qualitative Research One-On-Ones 
Far West Research, Inc. Greenfield Consulting Group,lnc. 3701 Connecticut Ave .,N.W. 

Creative Marketing Solutions, Inc. 1315 23rd Avenue 274 Riverside Ave. Washington D.C. 20008 
P.O. Box 568 San Francisco, CA 94122 Westport, CT 06880 2021363-9367 
Langhorne, PA 19047 4151564-8923 2031221 -0411 Contact: Linda J. LaScola 
2151357-3655 Contact: Cliff Levy Contact: Andrew Greenfield Public Affairs,Healthcare, 
Contact: Larry Schwarz Product!Pkging Advg & Social Quai.!Quan. Rsch, New Product 

Telecommunications, Financial Experienced Specialists in Concepts / 30 Yrs. Prof. Exp. Dev., Fine Svcs, Toys/Games. 
Qualitative Research Techniques 
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Marketeam Associates Moosbrugger Marketing Research James Spanier Associates 
555 No. New Ballas Rd . 901 W. Hillgrove Ave. 120 East 75th St. 

St. Louis, M063141 LaGrange, IL 60525 New York, NY 10021 

314/569-1324 312/354-5090 212/472-3766 

Contact: Richard Homans Contact: Mary C. Moosbrugger Contact: Julie Horner 

Financial Services, HealthCare, Expertise in Healthcare,Food, Focus Groups And One-On-Ones 

Consumer, Pkgd Goods,Agric. Agriculture,Banking In Broad Range Of Categories 

Market Navigation, Inc. Murray Hill Center Dwight Spencer & Associates 
Teleconference Network Div. 205 Lexington Ave. 1290 Grandview Avenue 
2 Prel Plaza New York, NY 10016 Columbus, OH 43212 
Orangeburg , NY 10962 212/889-4 777 614 I 488-31 23 
914 I 365-0123 Contact: Susan Mender Contact: Betty Spencer 
Contact: George Silverman 3 Rm Full Svce Facility;Effic- 4'x16'Mirror. Viewingrmseats 8-
Telephone Focus Groups for ient, Beautiful, Competitive Price 12. In house audio/ video equip. 
High-Level Respondents 

Reid Qualitative 
2149 S. Grape Street 

Strategic Marketing Services 
Market Views Research, Inc. Denver, CO 80222 P.O. Box 505 
1215 Hightower Trai l, D-150 303/758-6424 Portland, ME 04112 
Dunwoody, GA 30350 Contact: Michael Reid 207 I 774-6738 
404/992-1289 Consumer, Tech/ lndust., New Contact: Robert W. Cuzner 
Contact: Dan Brown Prod., Concept Test/Refinement 20 yrs Broad Based Exper. 
Advertising, Decision Makers Nationwide. Full service 
Marketing Quality Circles Research Arts , Inc. 

1300 lroquois/Ste . 100 Strategic Research, Inc. 
Martin Research Inc. Naperville, IL 60540 4600 Devonshire Common 
P.O. Box 8595 312/420-2064 Fremont, CA 94536 
Roanoke, VA 24014 Contact: Francesca Jaskowiak 415/376-1924 
703/342-1970 Qualitative Firm,5 Moderators Contact: Sylvia Wessel 
Contact: Frank Martin, Ill on Staff. Own Facility 400 groups Hi-Tech/Medical/ 
Focus group facilities in Norfolk, Financial/Transportation Svcs. 
Roanoke, Winston -Salem Rockwood Research Corp. 

1751 W. County Rd. B Sweeney International, Ltd. 
MedProbe Medical Mktg. Rsch St. Paul , MN 55113 

246 Federal Road, Suite B22 
7825 Washington Ave. S. ,Ste 745 612/631 -1977 

Brookfield, CT 06804 
Minneapolis, MN 55435 Contact: Dale Longfellow 

203 I 775-8507 
612/941 -7965 High Tech, Executives, Bus.-To-

Contact: Timm Sweeney 
Contact:Asta Gersovitz, Phrm. D. Bus. ,Ag,Specifying Engineers 

Qualitative Research. Member: 
MedProbe Provides Full Service ORCA I AMA I Advt. Club 
Custom Market Research Sources For Research 

170 West End Ave ., Ste PHC 
New York, NY 1 0023 Taylor Research 

Menendez International 
212/787-8810 3990 Old Town Ave ., #201A 

7951 S.W. 40th St.!Ste. 208 Contact: Phyllis Morrow San Diego, CA 92110 
Miami, FL33155 Diff 'Exec/Prof/Tech Rspd Natwd 

61 9/299-6368 
305/266-0550 Contact: Beth /las 

Contact: Teresa Menendez 
New Prd Dev lmplmt/Analysis 30 Yrs Exp;Cons. & lnd:Commod-

Hispanic/Gen Market-15 Years SMS Research & Marketing 
ious Faclties!Attn To Security 

Oualitative/Quantative Exp. Services, Inc. Thorne Creative Research Services 
1042 Fort Street Maii/Ste. 200 1 0 Columbia Place Michelson & Wender, Inc. Honolulu , Hl96813 Mt. Vernon , NY 10552 

335 Scenic View Drive 808/537-3356 914/699-7199 
Atlanta, GA 30339 Contact: Sheila M. Sanders Contact: Gina Thorne 
800/633-1 523 Since 1960,Full Service, Bus., Ideation, Teens, New Product, Ad 
Contact: Mark Michelson Tourists, Intercept, One-On-One Concepts, Package Goods 
The Retail Specialists, 
Experienced, Insightful/Thorough 

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

Arizona 
Huelskamp & Associates 

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

December, 1989 

Connecticut 
DeNicola Research , Inc. 
Greenfield Consulting Group, Inc. 
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. 
Michelson & Wender, Inc. 
Paul A. Warner Associates , Inc. 

Hawaii 
SMS Research & Marketing Svce 

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: Robin S. Salter 
25 Years of Experience in Design, 
Moderation & Analysis 

Lucy Warren & Associates 
3619 29th Street 
San Diego, CA 921 04 
619/295-0342 
Contact: Lucy Warren 
Understands I Meets Business 
Needs With Quality I Experience 

The Winters Group, Inc. 
14 Franklin St. 
Rochester, NY 14604 
71 6/546-7 480 
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 
ConsultantslnMktg ToChildren 
FuiiSvcQualitative/Quantitative 

Illinois 
Creative Research Associates 
Doyle Research Associates 
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 Missouri James Spanier Associates Rhode Island 
Decision Research Marketeam Associates 

Thorne Creative Research 
Alpha Research Associates , Inc. The Winters Group 

Dolobowsky Qual. Svcs., Inc. Wolf/Aitschui/Callahan , Inc. 
First Market Rsch(L. Lynch) New Jersey South Dakota 
First Market Rsch(J. Reynolds) 

DTW Marketing Research Group North Carolina American Public Opinion Survey 

Michigan Martin Research Inc. & Market Research Corp 

New York 
Brand Consulting Group 

Focus Plus Ohio Texas 
Kennedy Research Inc. 

Lynn Greenberg & Associates ADI Research, Inc. First Market Rsch(J . Heiman) 

Minnesota 
JRH Marketing Services, Inc. The Answer Group 
K S & R Consumer Testing Center Dwight Spencer & Associates Virginia 

Concepts In Marketing Research Market Navigation , Inc. 
K C A Research 

MedProbe Medical Mktg. Rsch Murray Hill Center Pennsylvania Martin Research Inc. 
Rockwood Research Corp. Sources For Research Creative Marketing Solutions 

The Data Group Washington Datatactics, Inc. 
Consumer Opinion Services 

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

ADVERTISING BUSINESS-TO- Research Incorporated Greenfield Consulting Group,lnc. 

Analysis Research Ltd. BUSINESS Strategic Research , Inc. LaScola Qualitative Research 

Brand Consulting Group Sweeney International , Ltd. Marketeam Associates 

Concepts In Marketing Research 
Concepts In Marketing Research Moosbrugger Marketing Rsch 
Consumer Opinion Services CONSUMERS The Research Center DeNicola Research, Inc. Decision Research Rockwood Research Corp. Dolobowsky Qual. Svcs. , Inc. Elrick and Lavidge, Inc. 

Concepts In Marketing Research 
Sources For Research Doyle Research Associates Fedder Research Consumer Opinion Services 
James Spanier Associates D.S. Fraley & Associates First Market Rsch(J.Heiman) DeNicola Research, Inc. 

First Market Rsch(J. Reynolds) Doyle Research Associates Paul A. Warner Associates , Inc. 

Lynn Greenberg & Associates 
D.S. Howard Assoc., Inc. 

First Market Rsch(L. Lynch) The Winters Group 

Market Views Research, Inc. 
Greenfield Consulting Group, Inc. 

First Market Rsch(J. Reynolds) Wolf/Aitschui/Callahan , Inc. 
Kennedy Research Inc. 

Menendez International Market Views Research , Inc. 
D.S. Fraley & Associates 

FOOD PRODUCTS Research Arts , Inc. Moosbrugger Marketing Rsch. 
D.S. Howard Assoc., Inc. 

Rockwood Research Corp. Rockwood Research Corp. Kennedy Research Inc. American Public Opinion Survey 
James Spanier Associates Sources For Research SMS Research & Marketing Svce & Market Research Corp 
Sweeney International, Ltd. Strategic Marketing Services Taylor Research Doyle Research Associates 
Paul A. Warner Associates , Inc. Sweeney International, Ltd. 

Thorne Creative Research D.S. Fraley & Associates 
Moosbrugger Marketing Rsch . 

AGRICULTURE CANDIES ENTERTAINMENT James Spanier Associates 

Market Navigation, Inc. D.S. Fraley & Associates Thorne Creative Research 

Moosbrugger Marketing Rsch. D.S. Fraley & Associates Sweeney International , Ltd. Paul A. Warner Associates , Inc. 
Rockwood Research Corp. Youth Research/CSi Youth Research/CSi 

CHILDREN 
EXECUTIVES 

ALCOHOLIC Concepts In Marketing Research HEALTH & BEAUTY 
BEVERAGES ADI Research , Inc. Dolobowsky Qual. Svcs. , Inc. PRODUCTS Doyle Research Associates 
Wolf/Aitschui/Callahan , Inc. Fedder Research 

Elrick and Lavidge, Inc. American Public Opinion Survey 

D.S. Fraley & Associates 
Fedder Research & Market Research Corp 

APPAREL Lynn Greenberg & Associates First Market Rsch(J. Heiman) The Answer Group 

Brand Consulting Group Youth Research/CSi First Market Rsch(J . Reynolds) D.S. Fraley & Associates 
Kennedy Research Inc. Thorne Creative Research 

AUTOMOTIVE CIGARETTES Market Views Research, Inc. Paul A. Warner Associates , Inc. 

ADI Research, Inc. Paul A. Warner Associates , Inc. 
Sources For Research 

Paul A. Warner Associates , Inc. Sweeney International, Ltd. HEALTH CARE 
COMMUNICATIONS ADI Research , Inc. 

BIO-TECH RESEARCH 
FINANCIAL Concepts In Marketing Research 

D.S. Howard Assoc. , Inc. SERVICES Creative Marketing Solutions 
Market Navigation, Inc. D.S. Fraley & Associates The Datafax Company 
MedProbe Medical Mktg. Rsch Sources For Research ADI Research , Inc. 

DeNicola Research , Inc. 
The Winters Group James Spanier Associates Concepts In Marketing Research 

Dolobowsky Qual. Svces., Inc. Youth Research/CSi Datatactics, Inc. 

BLACK Dolobowsky Qual. Svcs., Inc. 
DTW Marketing Research Group 

COMPUTERS/MIS Elrick and Lavidge, Inc. 
Fedder Research 

JRH Marketing Services, Inc. 
First Market Rsch(J. Heiman) Fedder Research 

First Market Rsch(L. Lynch) 
Paul A. Warner Associates, Inc. First Market Rsch(J. Reynolds) 

D.S. Howard Assoc. , Inc First Market Rsch(L. Lynch) 
Greenfield Consulting Group,lnc. 

Market Navigation , Inc. First Market Rsch(J. Reynolds) 
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Index to Quirk's M arketing Research Review, 1986-89 

CASE HISTORIES 

1986 
Page OCTOBER/NOVEMBER 
7 General Mills research decides cookbook cover 
8 "Ouest" research pays off for United Way 
16 JC Penney pinpoints its customers 

1987 
DECEMBER 86/JANUARY 

6 Singles ' lifestyles explored in JC Penney study 
14 Research aids in growth , success of church 
20 NBC/Journal poll is tested, precise pro9ess 

FEBRUARY 
6 Tennant fine tunes business to business research 
8 Wendy's research serves up "The Big Classic" 
1 0 Pitney Bowes personalizes its business to business research 
14 Accountemps relies on surveys to keep tabs on personnel 
32 Questionnaire helps Owens-Corning Fiberglas examine 
remodelers market 

MARCH 
6 Business trends, potential visible with computer mapping 
10 Databases help companies with target marketing efforts 
18 Research helps AT&T sharpen its newsletter 

APRIL 
6 House calls help Y&R understand consumers 
8 Continuing analysis of shopping habits in San Diego 
14 Raisin commercial gets rave reviews 

MAY 
6 Stroh 's Hispanic research "Is Spoken Here" 
8 Americans prefer U.S. goods, unknowingly buy foreign ones 
1 0 Florida travel habits subject of phone survey 
12 Telefocus technique "replaces" focus groups for firm 's ad testing 

JUNE/JULY 
6 Comparative data retrieved with on-line system 
8 Research provides vision for eye surgery center 
10 Changes in health care prompt clinic to use market research 
14 Research propels Midwest Living to a fast start 
22 Research shows medical publication "listens" 
42 Research assures short move is a smooth one 
46 Consulting services provide hospitals with marketing expertise 

AUGUST/SEPTEMBER 
6 Marketers track, understand teens with syndicated studies 
8 Radio tracking study places spots more effectively 
14 Research boosts knowledge of laser surgery 
30 Software program helps Gilette save time, money 
34 Employee suryeys spark decision to establish child care 
43 Research tools provide Time, Inc. timely research results 

OCTOBER/NOVEMBER 
6 Research improves sweetener packaging 
10 Restaurant chain uses mall intercepts to test products 
12 Innovative packaging keeps Campbell 's at market forefront 
16 Surveys help settle trade dress infringement case 

1988 
DECEMBER 87/JANUARY 

6 Research unravels bus riders ' intimidation 
1 0 Focus groups provide health plan feedback 
20 Year-round schools to impact marketers 

FEBRUARY 
6 Company's recognition up 64% following advertising campaign 
9 McGraw-Hill shows it's the place to get market information 
1 0 Surveyed mechanics say car quality down 
14 Poll shows youth hopeful about their lives, future 

MARCH 
6 Site analysis support main function of Dayton researchers 
8 Integrating marketing tools facilitates location of new construction 
12 Computers integrate firm 's multi-city data collection operation 
14 Market segmentation helps bank classify customers 
16 Research shows niche in older adult market for Grandparents 
magazine 

APRIL 
6 Dairy calcium ads change attitudes 
10 Tracking study shows pork ads effective 

MAY 
6 San Diego downtown relies on research 

10 Symphony tunes into research : Sales make sweet music 
16 Vacations high priority among Americans , survey shows 

JUNE/JULY 
6 Attitude survey keeps phone company in touch 
8 Research satisfies businesses' information needs 
14 Eating behavior trends revealed in Pillsbury study 
16 Microcomputer mapping aids health care marketers 

AUGUST/SEPTEMBER 
6 Statistical package helps marketers choose forecasting models 
8 Scan data adds up to big numbers 
14 Syndicated study tracks trends in office furniture 
18 Survey turnaround time cut with scanning technology 

OCTOBER/NOVEMBER 
6 Research shows risk of package redesign 
8 Label research spices sales of Henri's dressings 
10 Radio station tuned to research 

DECEMBER 
6 Focus groups guide Pevely's brand positioning 
8 Study defines lawn mower purchasing habits 
10 Marketing research strikes American Bowling Congress 

1989 
JANUARY 

6 Research ensures success for Seldane 
32 Teen poll shows mixture of optimism and pessimism 

FEBRUARY 
6 GTE tracks business customer approval with BCOS 
8 Research defines market for CheckFree 

MARCH 
6 Promotion pre-testing keeps Polident competitive 
8 Polaroid uses software package to enter new market 
12 Research company puts software to the test 

APRIL 
6 Segmentation study determines Greyhound ridersh:p 
8 Minnesota Mutual charts efficient marketing witt:! MAPS 
16 Reports provide data on effectiveness of print advertising 

MAY 
6 Movie theater chain refines its research methods 
8 Research guides Bell Atlantic Directory marketing 
10 Telephone survey measures city 's quality of life 
12 Sample generation system enhances flexibility 

JUNE/JULY 
6 Mail survey tests awareness of chiropractic technique 
8 Research steers nightclub's repositioning 
1 0 Leaving an HMO: What does the member remember? 
18 Hilton uses research in creation of vacation promotion 

AUGUST/SEPTEMBER 
6 Agri -marketers monitor direct mail with syndicated study 
8 Focus groups shape successful ad campaign for Oasis Laundries 
14 Food for thought : A syndicated tracking study helps Marie Callender's 
Restaurants stay in touch with the needs of the Los Angeles-area 
market 
16 Study tracks trends in refusal rates 

OCTOBER 
6 Changing with the times: Research encourages a comprehensive re­
design of Blue Nun packaging 
14 Nothing fishy about it: A Mississippi trade organization uses research 
to help its farm-raised catfish catch on with consumers 

NOVEMBER 
6 Picture this : Polaroid "checks out" the users of its professional films 
8 Information overload : A survey of scanner data users find problems 
with data analysis, assimilation 
10 Four wheeling and dealing: A Newsweek survey reveals the factors 
that drive compact truck purchases 

DECEMBER 
8 We do it: Research helps Boy Scouts of America communicate an 
active , adventurous image 
14 Setting a new standard : Focus groups tell Standard Register that 
service is most important 

DISCUSSION OF TECHNIQUES 

1986 
OCTOBER/NOVEMBER 

24 Rating scales can influence results (from Commerce Dept. report on 
questionnaires) 



1987 
DECEMBER 87/JANUARY 

10 Focus groups: Proper planning essential for success 
FEBRUARY 

24 Three questionnaire techniques on health events reported 
16 Research method tests boundaries of conventional wisdom 

MARCH 
14 Computer interviewing gaining popularity 
22 Conjoint analysis enhances computer-based interviews 

MAY 
20 Understanding data requires recognition of types of error 

JUNE/JULY 
48 A strategic technique for health care product positioning 

OCTOBER/NOVEMBER 
24 Packaging research- evaluating consumer reaction 
42 Package program evaluates strength of package designs 

1988 
DECEMBER 87./JANUARY 

18 Child-adult qualitative designs yield richest data 
30 Minimizing client problems on focus group projects 

FEBRUARY 
24 Considerations for choosing qualitative research facilities 
34 10 steps to improve business/industrial research 

MARCH 
24 Conducting qualitative research with children 

APRIL 
14 The strategic value of business advertising research 
28 Health care research valuable, underutilized 

MAY 
28 Hispanic telephone research , or waiting for Godot to call 

OCTOBER/NOVEMBER 
32 General misconceptions about choosing mall intercept facilit ies 
44 How to choose a data collection service 

DECEMBER 
12 The solid gold focus group 
14 Natural group interviewing 
42 Using focus groups to collect quantitative data 
50 A method for finding "virgin " respondents 

1989 
JANUARY 

8 Custom store audits 
11 Is computer-aided interviewing for you? 
15 How to effectively present marketing research results 

FEBRUARY 
18 Implementation plann ing : the key to maximizing computer system 
success 
24 Distill complexity : perceptual mapping brings it all together 
47 Unstructured individual interviewing 

MARCH 
14 Testing product names 
21 CASRO data collection guidel ines 

APRIL 
14 Investigating respondents ' interpretations of survey questions 

MAY 
21 Observation and monitoring of interviews 

OCTOBER 
8 Using tachistoscope, semantic differential and 
preference tests in package design assessment 

NOVEMBER 
22 Organizing and implementing a market tracking system 
34 Questionnaire design- some general considerations 

DECEMBER 
6 The ru les change when conducting focus groups for business to 
business research 
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OCTOBER/NOVEMBER: 22 Surveycrosstab software for your desktop 
computer 

1988 
DECEMBER 87/JANUARY: 22 Q-Factors or K-Means? A market 
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characteristics 
APRIL: 1 0 A look at item non-response 
JUNEIJUL Y: 14 Understanding conjoint analysis in 15 minutes 
AUGUST/SEPTEMBER: 10 Multidimensional scaling for market 
research 
OCTOBER: 10 Getting the most from your paired preference testing 
DECEMBER: 10 Predicting housing value from income : a simple 
example of the logit response model 



D.S.Howard Assoc ., Inc. MEDICAL 
K C A Research PROFESSION 
Kennedy Research Inc. 
LaScola Qualitative Research ADI Research , Inc. 

Marketeam Associates Creative Marketing Solutions 

Market Navigation , Inc. DTW Marketing Research Group 

MedProbe Medical Mktg . Rsch D.S. Howard Assoc. Inc. 

Moosbrugger Marketing Rsch . Marketeam Associates 

Strategic Marketing Services MedProbe Medical Mktg . Rsch 

The Winters Group Strategic Research , Inc. 

HISPANIC MILITARY 
Analysis Research Ltd . American Public Opinion Survey 

Findings International Corp. & Market Research Corp 

Hispanic Marketing 
Paul A. Warner Associates , Inc. 

Communication Research 
NEW PRODUCT Menendez International 
DEVELOPMENT 

IDEA GENERATION Brand Consulting Group 

ADI Research , Inc. Creative Marketing Solutions 

Analysis Research Ltd. Dolobowsky Qual. Svcs. , Inc. 

Brand Consulting Group D.S. Fraley & Associates 

Decision Research First Market Rsch(J. Heiman) 

Dolobowsky Qual. Svcs ., Inc. Greenfield Consulting Group,lnc. 

Fedder Research D.S. Howard Assoc ., Inc. 

First Market Rsch(J. Reynolds) The Research Center 

D.S. Fraley & Associates Sources For Research 

Lynn Greenberg & Associates James Spanier Associates 

Sweeney International, Ltd . Strategic Marketing. Svces 

Thorne Creative Research Youth Research/CSi 

Paul A. Warner Associates , Inc. 
Youth Research/CSi PACKAGED GOODS 

INDUSTRIAL 
The Answer Group 
Concepts In Marketing Research 

Concepts In Marketing Research Doyle Research Associates 

First Market Rsch(J. Heiman) D.S. Fraley & Associates 

D.S. Howard Assoc. , Inc. Research Arts , Inc. 

Kennedy Research Inc. The Research Center 

Market Navigation , Inc. Thorne Creative Research 

Strategic Research , Inc. Paul A. Warner Associates , Inc. 

Sweeney International , Ltd . Youth Research/CSi 

Taylor Research 

PARENTS 
MALES Doyle Research Associates 

Fedder Research D.S. Fraley & Associates 
Youth Research/CSi 
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PET PRODUCTS TEACHERS 
Rockwood Research Corp. D.S. Fraley & Associates 
Thorne Creative Research 

PHARMACEUTICALS 
TELECOMMUNICATIONS 
Creative Marketing Solutions 

The Answer Group Datatactics, Inc. 
Creative Marketing Solutions Decision Research 
Datatactics, Inc. Elrick and Lavidge, Inc. 
DTW Marketing Research Group First Market Rsch(J . Heiman) 
D.S. Howard Assoc. , Inc. D.S. Howard Assoc., Inc. 
Market Navigation, Inc. Kennedy Research Inc. 
MedProbe Medical Mktg . Rsch LaScola Qualitative Research 
James Spanier Associates Sources For Research 
The Winters Group Wolf/ Altschu i!Callahan, Inc. 

POLITICAL TELECONFERENCING 
RESEARCH Rockwood Research Corp. 

American Public Opinion Survey 
& Market Research Corp TELEPHONE FOCUS 

LaScola Qualitative Research GROUPS 
Datatactics, Inc. 

PUBLISHING Market Navigation, Inc. 

First Market Rsch(J . Heiman) 
TEENAGERS D.S. Fraley & Associates 

Thorne Creative Research ADI Research, Inc. 
Doyle Research Associates 

RETAIL D.S. Fraley & Associates 

Brand Consulting Group 
Research Arts, Inc. 
Thorne Creative Research 

First Market Rsch(L. Lynch) Youth Research/CSi 
First Market Rsch(J. Reynolds) 
Paul A. Warner Associates , Inc. TOYS/GAMES 
SENIORS Youth Research/CSi 

K C A Research 
TRANSPORTATION 

SMALL BUSINESS / SERVICES 
ENTREPRENEURS Sweeney International, Ltd. 

Sources For Research 
Paul A. Warner Associates , Inc. 

TRAVEL 
SOFT DRINKS, Sweeney International, Ltd. 

BEER, WINE 
American Public Opinion Survey YOUTH 

& Market Research Corp Doyle Research Associates 

D.S. Fraley & Associates D.S. Fraley & Associates 

Thorne Creative Research Strategic Research Corp. 

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

The 1990 SourceBook of 
Research Products I Services 

Featuring a listing of over 4000 providers 
of research products/ services 
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Master Moderator 
continued from p. 44 

21. Uses accurate language and para­
phrases. The moderator avoids second­
guessing respondents by putting words in 
their mouths but provides accurate feed­
back to respondents using their terms and 
words and summarizes the discussion 
from time to time to: 

a. demonstrate that respondents' com­
ments are heard and understood, 

b. validate that all comments on target 
to the discussion are valuable. 

This includes monitoring his or her 
own language so that at the outset, the 

number of moderator words in a group 
discussion ranges from 80/20 (in favor of 
the moderator) at the outset to 20/80 (in 
favor of the respondents) by three quar­
ters of the way through the focus group. 

22. Analyzes qualitative data. The 
moderator analyzes subjective data with 
an objective viewpoint, draws trend lines 
across diverse level s of data and finds 
common themes. Thi s includes choosing 
the right mix of summaries, conclusions, 
or recommendations to support the client 
in making the next deci sion step. 

23. Markets services appropriately. 
The moderator presents his/her skill s and 
qualifications for a fair price and in a pro-

fessional manner so that potential clients 
have a clear understanding of these unique 
services. 

24. Manages all project aspects. The 
moderator has equal abilities in manag­
ing: 

•research tasks (e.g. research design), 
•field tasks (e.g. writing screeners, 

tracking recruiting), 
•project tasks (e.g. flow of focus group), 
•client politics (e.g. handling back­

room during focus group process) , 
•analysis tasks (e.g. production of 

subjective reports). 
25. Remains human, not mechanical. 

The moderator must lead a group as an 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ individual , a researche~ and an expert, 

Why this publication 
and more than 1,200 
others let us go over 
their books 

once a year. 
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Some publications, we 're sorry to say, keep their readers 
undercover. They steadfastly refuse to let BPA (Business Pub­
lications Audit of Circulation , Inc.) or any other independent, 
not-for-profit organization audit their circu lation records. 

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

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

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

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

MEDIA 
INTELLIGENCE 

WBPA 
Circle No. 133 on Reader Card 

but must not act overtly in any of those 
roles. At no time should the moderator 
suppress the natural flow of conversation 
or add any element of artificiality to the 
discussion. The moderator must be natu­
ral rather than contrived and must allow a 
full range of personal responses without 
losing control of the group or appearing 
to be false or condescending. 

Summary 
While the above li st of qualities of a 

Master Moderator is by no means com­
plete, it does encompass many of the 
factors that make successful moderators 
effective. Methods to strengthen one 's 
ski ll s and abilities in any of the above 
areas could include: 

•reading materials from related fields 
about group dynamics, questioning tech­
niques, right/left brain operations, non­
verbal behavior, role playing, etc. 

•observing other moderators and di s­
cussing techniques 

•being coached by a Master Moderator 
(via seminar, workshop, private one-on­
one sessions, or through review and writ­
ten critique of submitted video tapes) 

•taking courses, seminars, or work­
hops from various di sciplines designed 

to strengthen particular skills. 
A Master Moderator is made, not born , 

and in most cases is self-made. There is 
no magic number of groups completed 
that makes a Master Moderator and there 
is no one course that can deliver all the 
needed skill s to clear up faults overnight. 

Continual self-examination, personal 
stretching of skill s and abilities and a 
questing nature for better ways to handle 
individuals in the group setting are some 
of the steps to becoming a Master Mod­
erator. 

How close are you? 0 

(The author acknowledt?es contributions from 

Suzette de Voge/aere, Concepts & Strategies, San 

Francisco, and JoAnn Hairston , VA RI Market Re­

search, St. Paul . in preparing this article.) 
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Your markets are changing. So you 
need to look at your UIStomers in 
new ways. 

Your company's mainframe contains a 
wealth of UIStomer information. But how do 
you get your hands on i~ easily and flexibly? 

Customer Infannation On Your Desk. 
Now there's Compass. The desktop marketing 
system that puts you on top of your main­
frame UIStomer data. 

Compass handles detailed UIStomer data: 
names, addresses, transactions, 
distribution points - all the 
information you need, right 
on your desk 

Plus, Compass gives you a comprehensive 
data library: demographics, mapping 
boundaries, and syndicated product data. 

Tailored To Your Needs. 
Of course, we wouldn't give you this much 
data without some powerful tools to analyze it 

Compass features Pathways, TM 

software "shortcuts" 
through the data. Our 
applications engi­
neers will create 
UIStom Pathways for 
your industry. And you 
can use Pathways to store 
your own favorite Compass 
applications. Either way, you get 
a system tailored to your needs. 

To learn more about the Compass 
system, call l-800-368-2063. Or mali the 
coupon. 

Compass from 

Clt.RJTAS 
The Thrget Marketing Company 

ao 
YeS! I want more marketing power! 
Tell me more about the Compass desktop 
marketing system. 

N~e __________________ _ 

PCASition ------------------­
Firm 

Address -------------------
City State __ Zip ______ _ 

Phone-----------------­

Mail to Claritas: 
201 N. Union Stree~ Alexandria, Virginia 22314 
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MARGARET YARBROUGH 
& ASSOCIATES, INC. 

FIELD SERVICES 

934 Shorepoint Ct., Suite 100 
Alameda, CA 94501 

(415) 521-6900 
FAX (415) 521-2130 
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FOCUS GROUP FACILITIES 

Photo courtesy of Rockwood Research, Inc. 

DIRECTORY 
Alabama 54 Louisiana 75 Ohio 89 
Arizona 54 Maine 75 Oklahoma 92 
Alaska 54 Maryland 75 Oregon 92 
Arkansas 57 Massachusetts 76 Pennsylvania 92 
California 57 Michigan 78 Rhode Island 97 
Colorado 62 Minnesota 80 South Carolina 97 
Connecticut 62 Mississippi 81 South Dakota 98 
District of Columbia 63 Missouri 82 Tennessee 98 
Florida 64 Montana 83 Texas 99 
Georgia 68 Nebraska 83 Utah 101 
Hawaii 70 Nevada 83 Virginia 101 
Illinois 71 New Hampshire 83 Washington 102 
Indiana 74 New Jersey 83 West Virginia 104 
Iowa 74 New Mexico 84 Wisconsin 104 
Kansas 74 New York 84 Canada 105 
Kentucky 75 North Carolina 87 
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ALABAMA 

BIRMINGHAM 

Connections, Inc. 
4 Office Park Circle , Suite 310 
Birmingham , AL 35223 
Ph . 205-879-1255 
Fax 205-870-3502 
1 ,3,6,7B 

Polly Graham and Associates , Inc. 
3000 Riverchase Galleria, Ste. 310 
Birmingham, AL 35244 
Ph. 205-985-3099 
Fax 205-985-3066 
1 ,3,4,6,7B 

New South Research 
700 So. 28th St. , Ste. 106 
Birmingham, AL 35233 
Ph . 205-322-9988 
Fax 205-322-8608 
1 ,3,6,7B 

Scotti Bureau Mktg. Rsch . 
Brookwood Village 
Birmingham, AL 35209 
Ph . 205-879-0268 
1 ,3,4,6,7A 

MOBILE 

Polly Graham & Assoc. , Inc. 
3289 Bel Air Mall 
Mobile , AL 36606 
Ph. 205-471 -0059 
1 ,3,4,6,7A 

MONTGOMERY 

Nolan Research 
LeCroy Shopping Village 
3661 Debby Drive 
Montgomery, AL 36111 
Ph . 205-284-4164 
1 ,3,6,7A 

ALASKA 

ANCHORAGE 

Dittman Research Corp. 
DRC Building 
8115 Jewel Lake Road 
Anchorage, AK 99502 
Ph. 907-243-3345 
Fax 907-243-7172 
1,3,6,7C 

ARIZONA 

PHOENIX 

Angeletti Marketing Research 
Interviewing Service 
Indian Village Shopping Center 
4015 A North 16th St. 
Phoenix, AZ 85016 
Ph . 602-956-2500 
1 ,2,3,6,7A 
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Arizona Market Research Services 
Ruth Nelson Research Services 
Metro Center Mal l 
9606 Metro Parkway East 
Phoenix, AZ 85051 
Ph. 303-758-6424 or 602-997-7221 
Fax 602-944-0130 
1 ,3,4,6,7A 
(See Advertisement on p. 103 ) 

Arizona Market Research Services 
Ruth Nelson Research Services 
Executive Park Offices 
10220 North 31st Ave . 
Phoenix, AZ 85051 
Ph . 303-758-6424 or 602-944-8001 
Fax 602-944-0130 
1 ,3,4,6,7B 
(See Advertisement on p. 103 ) 

Ask Arizona, Div. Bergo & Assoc. 
Tri City Mall 
1980 W. Main Street, #1 73 
Mesa, AZ 85201 
Ph. 602-949-0080 
Fax 602-945-7826 
1 ,3,4,5,6,7A 

Behavior Research Center 
1117-No. 3rd St. 
Phoenix , AZ 85004 
Ph . 602-258-4554 
Fax 602-252-2729 
1 ,3,4,6,7B 

Bergo and Associates 
6535 East Osborn , Ste. 402 
Scottsdale , AZ 85251 
Ph . 602-949-0080 or 800-999-1200 
1,3,6,7B 

Fieldwork Phoenix, Inc. 
7776 Pointe Pkwy. West, Ste. 240 
Phoenix, AZ 85044 
Ph . 602-438-2800 
Fax 602-438-8555 
1 ,3,4,5,6,7B 

Friedman Marketing/Phoenix 
Colonnade Mall 
1911 E. Camelback Rd. 
Phoenix, AZ 85016 
Ph . 602-264-1133 
Fax 602-266-9051 
1 ,3,4,6,7A 

Gikas International 
Cinema Park Shopping Center 
5515 1 North 7th St. 
Phoenix, AZ 85014 
Ph . 602-265-2890 
Fax 602-279-4108 
1 ,3,4,5,6,7A 

Larkin Marketing & Research 
11801 N. Tatum Blvd., #142 
Phoenix , AZ 85028 
Ph. 602-996-4770 
1 ,2,7D 

Market Verdicts, Inc. 
3930 E. Camelback Rd ., Ste . 207 
Phoenix, AZ 85018 
Ph . 602-957-9640 
1 ,3,6,7B 

O'Neil Associates 
412 East Southern Ave. 
Tempe, AZ 85282 
Ph . 602-967-4441 
Fax 602-967-6122 
1 ,3,4,6,7B 

Quality Controlled Services 
6360-3 E. Thomas Road 
Scottsdale , AZ 85251 
Ph . 602-941 -0048 
Fax 602-941 -0949 
1 ,3,4,6,7B 
(See Advertisement on p.55 ) 

Quality Controlled Services 
3221 No. 16th Street 
Phoenix , AZ 85016 
Ph . 602-840-9441 
Fax 602-277-4206 
1 ,3,4,6,7A 
(See Advertisement on p. 55 ) 

Quick Test 
Los Arcos Mall 
1327 No. Scottsdale Rd . 
Scottsdale , AZ 85257 
Ph . 602-946-9972 
Fax 602-946-7641 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Response Research 
5220 West Indian School Rd. 
Phoenix, AZ 85031-2610 
602-277-2526 
1 ,3,4,6,7A 

Time N Talent 
Scottsdale Place 
5725 N. Scottsdale Rd., #1 05 
Scottsdale, AZ 85253 
Ph . 602-423-0200 
1 ,3,4,6, 7B 

Valleywide Research , Inc. 
1107 S. Gilbert, Ste. 110 
Mesa, AZ 85204 
Ph . 602-963-1953 
1 ,3,4,6,7A 

Walker: Data Source 
4515 South McClintock, Ste. 101 
Tempe, AZ 85282 
Ph. 602-831-2971 
Fax 602-838-8856 
1 ,3,4,6,7B 
(See Advertisement on p. 73) 

Walker: Data Source 
5730 W. Hayward Avenue 
178 Valley Mall 
Glendale, AZ 85301 
Ph . 602-247-2560 
Fax 602-931 -6058 
1 ,3,4,6,7A 
(See Advertisement on p. 73 ) 

TUCSON 

Field Market Research 
6045 E. Grant Road 
Tucson , AZ 85712 
Ph . 602-886-5548 
Fax 602-886-0245 
1 ,3,4,5,6,7B 

Luth Research, Inc. 
8757 E. Broadway 
Tucson, AZ 85710 
Ph . 602-886-3071 
1 ,3,4,6,7B 

Codes: 
1 . Conference-Style Room 

2. Living Room-Sty le Room 

3. Observation Room 

. Test Kitchen 

5. Testkitchen w/ Obs. Room 

6. Video Equ ipment Avai lable 

Location : 
7 A. Shopping Mall 

?B. Office Building 

?C. Free Standing 

70 . Other 
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QCS UNDERSTANDS THAT. 

The right respondents can make all the difference when it comes to your focus 
group. That 's why we at QCS pay so much attention to quality recruiting. 

QCS follows strict screening procedures, and our recruiters have the experience 
quality recruiting takes. They know where to look and how to fill your group with 
only qualified participants. Even when they 're of the "difficult-to-find" variety. 

Plus , QCS offers quality facilities nationwide. We have 42 focus group suites across 
America. Each one is staffed by veteran professionals who attend to every detail. 

Quality recruiting, quality facilities and an experienced staff ... it all adds up to 
success. Call one of our branch managers today , or call our toll free number for focus 
groups anywhere in the USA. 

Atlanta • (404) 32 1-0468 
Boston • (508) 653-1122 
Chicago • (708) 620-5810 
Columbus, OH • (614) 436-2025 
Dallas • (2 14) 458-1502 
Denver • (303) 789-0565 

Quality Controlled Services® 
NATIONWIDE MARKETING INPUT FOR MARKETING IMPACT 

(800) 325-3338 

Houston • (713) 488-8247 
Kansas City (Auditing) • (913) 381-1423 
Kansas City • (816) 361-0345 
Los Angeles • (213) 947-2533 
Minneapolis • (612) 831-7133 
Nashville • (615) 383-5312 

Overland Park • (913) 345-2200 
Philadelphia • (2 15) 639-8035 
Phoenix • (602) 274-6288 
Scottsdale • (602) 941-0048 
St. Louis • (314) 966-6595 
St. Louis Survey • (3 14) 822-4145 
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Tampa • (813) 886-4830 
Torrance • (213) 316-9011 
Tucson • (602) 325-5175 
Washington, D.C. • (703) 971-6717 



FLEISCHMAN fiELD RESEARCH 

& SAN fRANCISCO 

Simply The Best . 
Fleischman Field Research provides 

interviewing and focus group r ec ruit­

ing coverage of the San Francisco Bay 

Area 's 5.5 million diver se, upscale and profes­

sional population. 

Our four luxury focus group rooms with tier ed 

viewing rooms seating 12-15 (three with adjacent 

fully-equipped client offices) are located in San 

Francisco 's financial district , and in downtown 

suburban Walnut Creek. Both sites are 

convenient to the San Francisco and Oakland 

airports, with easy access to freeways, public 

transportation and the bes t r es taurants, hotels 

and theater s. 

The San Francisco Bay Ar ea is idea l for both 

executi ve/technical a nd consume r recruiting and 

inte rviewing. Using o ur customized data base (125 

information fields) we can meet your demanding 

specifications, on -time and with confidentiality. 

On-site central location supervision and 

monitoring; careful , meticulous r ec t·uiting by our 

seasoned , well-educated staff; a nd broadcast 

quality audio/vi sual sys tems a r e just so me of the 

many features which help ensure you a successful 

focus gr oup. 

Please call Fleischman Field Research for a 

competitive bid , refe r ences a nd more information 

on our qualitative and quantitative ser vices . 

FLEISCHMAN FIELD RESEAR C H 

22 0 Bu s h S tr ee t , S uit e 1 3 00 • Sa n Fr a n c i sco, Ca lifo rni a 94 1 04 
1 655 No. Main tr ee t • Walnut C r ee k , Ca lifo rni a 94596 

phone: (415) 398-4140 fax : (415) 989-4506 
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Quality Controlled Services 
4500 E. Speedway Blvd . 
Tucson , AZ 85712 
Ph. 602-325-5175 
Fax 602-326-0790 
1 ,3,4,6,7A 
(See Advertisement on p. 55) 

ARKANSAS 

FORT SMITH 

Cunningham Field Services 
Central Mall #492 
Ft. Smith , AR 72209 
Ph . 501 -484-5637 
1 ,3,4,5,6,7A 

LITTLEROCK 

Arkansas Answers 
8720 Stanton 
Little Rock, AR 72209 
Ph . 501 -568-0260 
Fax 501 -568-5232 
1 ,3,4,6, 7C 

Miller Research Group, Inc. 
10 Corporate Hill Dr., Suite 1 00 
Little Rock, AR 72205 
Ph . 501 -221 -3303 
1 ,3,4,6,7B 

Sygnis 
Two Financial Ctr. , Ste. 401 
10825 Financial Pkwy. 
Little Rock, AR 72211 
Ph . 501 -661 -7000 or 800-345-7984 
Fax 501 -661 -7099 
1 ,3,4,5,6,7B 

PINE BLUFF 

Friedman Marketing/ Arkansas 
Pines Mall Dr., #338 
Pine Bluff, AR 71601 
Ph . 501 -535-1688 or 313-569-0444 
Fax 501 -535-1754 
1 ,3,4,6,7A 

CALIFORNIA 

BAKERSFIELD 

AIS Market Research 
930 Truxton, Suite 207 
Bakersfield, CA 93301 
Ph . 209-252-2727 
Fax 209-252-8343 
1 ,3,6,7B 

Marketing Works 
1311 California Ave. 
Bakersfield, CA 93304 
Ph . 805-326-1 012 
Fax 805-326-0903 

Codes : 
1 . Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7 A. Shopping Mall 
7B. Office Building 
7C. Free Standing 
70. Other 
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FRESNO 

AIS Market Research 
4955 E. Anderson, #134 
Fresno, CA 92727 
Ph. 209-252-2727 
Fax 209-252-8343 
1 ,3,4,6,7B 

Anthony, Marquis and Switzer 
213 N. West St. 
Visalia, CA 93291 -6011 
Ph . 209-627-3995 
Fax 209-733-4630 
1 ,3,6,7C 
(See Advertisement on p. 57) 

Bartels Research Corp. 
145 Shaw Ave ., Suite C-1 & 2 

Clovis, CA 93612 
Ph . 209-298-7557 
1 ,3,4,6,7B 

Bartels Research Corp. 
130 West Shaw 
Clovis , CA 93612 
Ph . 209-298-7557 
1 ,3,4,6,7A 

LOS ANGELES 

Adept Consumer Testing/Beverly Hills 
345 No. Maple Dr. , Ste. 325 
Beverly Hills, CA 9021 0 
Ph . 81 8-905-1525 
Fax 818-905-8936 
1 ,3,4,6,7B 

VISALIA -FRESNO CALIFORNIA 
"California's Fastest Growing Test Market" 

~~~ 
Focus Groups 

Phone interviewing 
Taste tests 

Anthony, Marquis&.. Switzer 
marketing research 
213 N. West Street 
Visalia, CA 93291 

(209) 627-3995 

Complete facilities 
Door-to-door 
Store audits 
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Agricultural specialists 
Kitchen 

Mall intercepts 

r-----------------------------------i 

I 

Los Angeles I 
818-783-2502 

Nancy Levine 
President 

17547 Ven tura Boulevard, Suite 308 

Encino, CA 91316 

tJocUS 
yroups wo! 

FULL 
KITCHEN 

"""'J 

#1 
CONFERENCE 

19' X 17' 

TELEPHONE 
CENTER 

VIEWING 
13' X 17' 

12 
CONFERENCE 

16' X 14' 

OFFICE 

ENTRANCE I I 
CLIENT ENTRANCE ._ __ _.__ ___ ..I.IJ..._ _ __J_J 

FAX 818-905-3216 

• recruiting 
• location studies 
• car clinics I ride & drive tests 
• product clinics I tests I placements 
• focus groups 
• one-on-one interviews 
• testimonial commercials 
• taste tests 
• mailing studies 
• telephone interviews 
• executive I professional I medical 
• Spanish and Asian languages 
• nationwide capabilities 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
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Adept Consumer Testing/Los Angeles 
17323 Ventura Blvd ., Suite 308 
Encino, CA 91316 
Ph . 818-905-1525 
Fax 818-905-8936 
1 ,3,4,6,7B 

Car-Lene Research , Inc. 
13350 E. Telegraph Rd. 
Santa Fe Springs, CA 90670 
Ph . 213-946-2176 
1 ,3,4,6,7A 

Car-Lene Research 
Indian Hill Mall 
1460 E. Holt 
Pomona, CA 91767 
Ph . 714-623-4844 
1 ,3,4,6,7A 

Cole, Green Groups 
25835 Narbonne Ave. 
Lomita, CA 90717 
Ph. 213-534-2000 
1 ,3,4,6,7B 

Consumer Pulse of Los Angeles 
Galleria at South Bay #269 
Redondo Beach, CA 90278 
213-371-5578 
Fax 213-542-2669 
1 ,3,4,5,6, 7 A 
(See Advertisement on p. 65) 

Creative Data, Inc. 
7136 Haskell Ave., Suite 101 
Van Nuys, CA 91406-4198 
Ph . 818-988-5411 
1 ,2,3,4,6,7B 

Tom Dale Market Research 
9165 Phyllis Ave. 
Los Angeles , CA 90069 

Ph . 213-550-1460 
1 ,3,4,6,7B 

Davis Market Research Services 
23801 Calabasas Road 
Calabasas , CA 91302 
Ph . 818-888-2408 
Fax 818-888-6691 
1 ,3,4,6,7B 

Facts 'N Figures 
Panorama Mall , Suite 78B 
Panorama City, CA 91402 
Ph. 818-891 -6779 
1 ,3,4,6,7A 

Field Dynamics, Marketing Research 
17547 Ventura Blvd., Ste. 308 
Encino, CA 91316 
Ph . 818-783-2502 
Fax 818-905-3216 
1 ,2,3,4,6,7B 
(See Advertisement on p.57 ) 

Focus One 
202 S. Stanley Dr. 
Beverly Hills, CA 90211 
Ph. 213-659-4843 
1,3,6,7C 

Fox Research 
852 S. Lucerne Blvd . 
Los Angeles , CA 90005 
Ph . 213-934-8628 
1 ,2,3,4,5,6,7B 

Garsen Research Inc. 
5711 Rawlings Ave. 
Woodland Hills, CA 91367 
Ph . 818-888-8600 
1 ,3,7C 

Girard & Girard Creative Concepts 
22260 Parthenia St. 

West Hills, CA 91304 
Ph . 818-716-8333 
1,3,6,7B 

Heakin Research, Inc. 
Fallbrook Mall , Ste. 315 
6633 Fallbrook Avenue 
Canoga Park, CA 91307 
Ph . 818-712-0660 
1 ,3,46,7A 

House of Marketing 
3446 Madera Ave. 
Los Angeles , CA 90039 
Ph . 213-661 -1109 
Fax 818-577-9647 
1 ,2,3,4,6,7D 

House of Marketing 
95 N. Marengo Ave. 
Pasadena, CA 91101 
Ph . 818-792-5959 
Fax 818-577-9647 
1 ,3,4,6,7B 

Juarez and Associates 
12139 National Blvd . 
Los Angeles, CA 90064 
Ph . 213-4 78-0826 
1 ,3,7C 

Codes: 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7A. Shopping Mall 
78. Office Building 
7C. Free Standing 
70. Other 

We Specialize in the Impossible!! 
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EXPERTISE IN QUALITATIVE AND 
QUANTITATIVE RESEARCH 

• FOCUS GROUPS • RECRUITING 
• EXECUTIVE/ PROFESSIONAL/ MEDICAL 
• ONE-ON-ONE INTERVIEWS 
• PRODUCT TESTS/ PLACEMENTS 
• TESTIMONIAL COMMERCIALS 
• MALL INTERCEPT • TASTE TESTS 
• TELEPHONE INTERVIEWS 
• LOCATION STUDIES 

Southern California Interviewing Service 

17200 Ventura Boulevard, Suite 120, Encino, California 91316 
Phones: (818) 783-7700 • (213) 872-1415 • Outside CA 1-800-872-4022 

FAX Number: (818) 783-8626 

ETHEL BROOK • ANNE MOISEYEV 
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L and J Research 
2029 Century Park East, Suite 520 
Los Angeles , CA 90067 
Ph . 213-553-8526 
Fax 213-553-3267 
1 ,3,6,7B 

L.A. Focus 
17337 Ventura Blvd., #301 
Encino, CA 91316 
Ph. 818-501 -4794 
1 ,3,6,7B 

Los Angeles Marketing Research Assoc. 
5712 Lankershim Blvd . 
N. Hollywood, CA 91601 
Ph . 818-506-5544 
1 ,3,6,7B 

L.A. Research , Inc. 
9010 Reseda Blvd., #1 09 
Northridge, CA 91324 
Ph. 818-993-5500 
Fax 818-993-5664 
1 ,3,4,5,6,7A 

Meczka Research 
8825 A South Sepulveda Blvd . 
Los Angeles, CA 90045 
Ph . 213-670-4824 
1 ,3,4,6,7B 

MSI International 
12604 Hiddencreek Way 
Cerritos , CA 90701 
Ph . 213-802-8273 
Fax 213-802-1643 
1,3,6,7C 

Murray Hill Center West 
2951 28th St. , Ste. 3070 
Santa Monica, CA 90405 
Ph. 213-392-7337 
Fax 213-392-8743 
1 ,3,4,5,6, 7B 

National Mktg Research of California 
347 S. Ogden Dr. , Suite 203 
Los Angeles, CA 90036 
Ph. 213-937-5110 
1 ,3,6,7B 

Nichols Research 
7777 Edinger Ave. , #201 
Huntington Beach, CA 92647 
Ph . 714-891 -2440 
Fax 714-898-1126 
1 ,3,4,6,7A 

PKM Marketing Research Services 
15618 B East Whittwood Lane 
Whittier, CA 90603 
Ph . 213-694-5634 
Fax 213-947-6261 
1 ,3,4,6,7A 

Plaza Research 
6053 W. Century Blvd. 
Los Angeles, CA 90045 
Ph. 213-645-1700 
Fax 213-645-3008 
1 ,2,3,4,6, 7B 
(See Advertisement on p. 88 ) 

Plog Research , Inc. 
18631 Sherman Way 
Reseda, CA 91335 
Ph . 818-345-7363 
Fax 818-345-9265 
1 ,3,4,6,7C 

Quality Controlled Services 
15827 Russell St. 
Whittier, CA 90603 
Ph . 213-947-2533 
Fax 213-947-0178 
1 ,3,4,6,7C 
(See Advertisement on p. 55) 

December, 1989 

Quality Controlled Services 
3565 Torrance Blvd. 
Torrance, CA 90505 

Southern California Interviewing Service 
17200 Ventura Blvd. , Suite 120 

Ph. 213-316-9011 
Fax 213-316-8047 
1 ,3,4,6,7C 
(See Advertisement on p. 55 ) 

Quick Test 
519 Fashion Plaza 
West Covina, CA 91790 
Ph. 818-960-8547 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Research Tapings 
1216 5th Street 
Santa Monica, CA 90401 
Ph. 213-395-8370 
1 ,2,3,4,5,6, 7C 

Encino, CA 91316 
Ph. 818-783-7700 
Fax 818-783-8626 
1 ,3,4,6,7A 
(See Advertisement on p.58 ) 

Suburban Associates of Los Angeles 
2001 S. Barrington, Suite 109 
Los Angeles, CA 90025 
Ph . 213-478-2565 
Fax 213-478-2565 
1 ,3,4,5,6,7B 
(See Advertisement on p. 69) 

SUEAMI DEI 
President 

JENNIFER 
KEBSTNER 
Office Manager 

NANCI 
KLEI NSCHMIT 

Field Director 

• ... m 

MYRA CONTI 
Director of 

Fbcus Group Operations 

Southern California 
The Question Bo!Xl 
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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Survey Center, Inc./Los Angeles 
12340 Santa Monica Blvd . 
Los Angeles , CA 90025 
Ph . 213-820-7007 
Fax 213-820-0695 
1,3,6,7B 
(See Advertisement on p. 41) 

Trotta Associates 
13160 Mindanao Way, Suite 180 
Marina Del Rey, CA 90291 
Ph . 213-306-6866 
Fax 213-827-5198 
1 ,2,3,4,6,7B 

United States Testing Company 
2157 Montclair Plaza Lane 
Montclair, CA 91763 
Ph . 714-624-1244 
1 ,3,4,6,7A 

Wade West 
5430 Van Nuys Blvd., Suite 1 02 
Van Nuys, CA 91401 
Ph . 818-995-1400 
Fax 818-995-1529 
1 ,2,3,4,6, 7B 
(See Advertisement on p. 23) 

Wade West/Long Beach 
Long Beach Plaza 
369 Long Beach Blvd . 
Long Beach, CA 90802 
Ph. 213-435-0888 
1 ,3,4,6,7A 
(See Advertisement on p.23 ) 

West Coast Marketing Research 
2021 Sherman, #1 09 
Canoga Park, CA 91306 
Ph . 818-709-1610 
1 ,3,4,6,7B 

MONTEREY/SALINAS 

Friedman Marketing/Monterey 
474 Northridge Mall 
Salinas, CA 93906 
Ph . 408-449-7921 or 313-569-0444 
Fax 408-449-0187 
1 ,3,4,6,7A 

ORANGE COUNTY 

Beta Research West 
14747 Artesia Blvd., #1 -D&E 
La Mirada, CA 90638 
Fax 714-994-1835 
Ph . 714-994-1206 
1 ,3,6,7C 

Discovery Research Group 
17815 Sky Park Circle, Suite L 
Irvine, CA 92714 
Ph . 714-261 -8353 
Fax 714-261 -8353 
1 ,3,4,6,7B 

Focus Research 
26142 Avenida Bochon 
Mission Viejo , CA 92691 -3204 
Ph . 714-380-1612 
Fax 714-770-6837 
2,3,6,7C 

Friedman Marketing/Orange County 
Buena Park Mall 
8623 On-The-Mall , #123 
Buena Park, CA 90620 
Ph . 714-995-6000 or 313-569-0444 
Fax 714-995-0637 
1 ,3,4,6,7A 

60 

The Question Box 
F & m Plaza, 1224 E. Katella Ave. #1 00 
Orange , CA 92667 
Ph . 714-744-2744 
Fax 714-744-2933 
1 ,2,3,4,5,6,7A 
(See Advertisement on p. 59) 

The Question Shop, Inc. 
1500 E. Lincoln Ave. 
Orange, CA 92665 
Ph . 714-974-8020 
Fax 714-921 -4762 
1 ,3,4,6,7A 

Quick Test 
Anaheim Plaza, Space 1 05 
500 No. Eucl id Plaza 
Anaheim , CA 92801 
Ph . 714-535-2696 
Fax 714-535-8182 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

South Coast Research 
1 0848 Kate II a 
Anaheim , CA 92804 
Ph . 714-539-9500 
1 ,3,4,6,7A 

Trotta Associates 
5 Park Plaza, Ste. 200 
Irvine, CA 92720 
Ph. 213-306-6866 
1 ,2,3,4,6,7B 
(Opening February 1990) 

Wade West/Orange County 
18003 Sky Park South , Suite L 
Irvine, CA 92714 
Ph. 714-261 -8800 
Fax 714-250-1160 
1 ,3,4,6,7B 
(See Advertisement on p.23 ) 

RIVERSIDE 

Field Management Associates 
3601 Riverside Plaza 
Riverside, CA 92506 
Ph . 714-369-0800 
1 ,3,4,6,7A 

L.A. Research , Inc. 
5222 Arlington Ave ., #E 
Riverside, CA 92504 
Ph. 714-358-0300 
1 ,3,4,6,7A 

SACRAMENTO 

Heakin Research , Inc. 
Arden Fair Mall 
1607 D Arden Way 
Sacramento, CA 95815 
Ph . 916-920-1361 
1 ,3,4,6,7A 

Research Unlimited 
1012 Second St. 
Sacramento, CA 95814 
Ph . 916-446-6064 
Fax 916-448-2355 
1 ,3,4,6,7C 

Research Unlimited 
Country Club Centre 
3382 El Camino Ave. , Ste . 40 
Sacramento, CA 95825 
Ph . 916-484-0131 
Fax 916-448-2355 
1 ,3,4,6,7A 

SAN DIEGO 

Analysis/Research, Ltd. 
Market Place at The Grove 
San Diego, CA 92111 
Ph . 619-268-4800 
Fax 619-268-4892 
1,3,6,7A 

Analysis/Research , Ltd . 
Skylight Plaza, Suite 180 
4655 Ruffner 
San Diego, CA 92111 
Ph. 619-268-4800 
Fax 619-268-4892 
1 ,2,3,6,7B 

Bilingual Unlimited Research 
8287 Royal Gorge Drive 
San Diego, CA 92119 
Ph . 619-583-6243 
Fax 619-583-0767 
1 ,2,3,4,6,7B 

Directions in Research , Inc. 
5353 Mission Center Rd. , Suite 219 
San Diego, CA 92108 
Ph. 619-299-5883 
1 ,3,4,6,7B 

Fogerty Group 
4915 Mercury 
San Diego, CA 92111 
Ph . 619-268-8505 
1 ,3,4,5,6,7A 

Hayes Marketing Research 
7840 El Cajon Blvd ., Suite 400 
La Mesa, CA 92041 
Ph . 619-464-8611 
1,3,6,7B 

Intercontinental Marketing 
Investigations Inc. 
P.O. Box 2147 
Rancho Santa Fe, CA 92067 
Ph. 619-756-1765 
Fax 619-756-4605 
1 ,3,6,7D 

Jagorda Interviewing Services 
3615 Kearny Villa Rd. , Suite 111 
San Diego, CA 92123 
Ph . 619-573-0330 
1 ,2,3,4,6,7B 

Luth Research, Inc. 
Plaza Bonita Mall , #2188 
3030 Plaza Bonita Rd . 
National City, CA 92050 
Ph. 619-479-5891 
1 ,3,4,6,7A 

Luth Research, Inc. 
3456 Camino Del Rio No., #1 01 
San Diego, CA 92108 
Ph. 619-283-7333 
1 ,3,4,6,7B 

Luth Research , Inc. 
Mission Valley Center 
1640 Camino Del Rio No., #1275 
San Diego, CA 92108 
Ph . 619-299-7487 
1 ,3,4,6,7A 

Codes: 
1 . Conference-Style Room 
2. Living Room -Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7 A. Shopping Mall 
78. Office Building 
7C. Free Standing 
70. Other 
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Novick Ayres Research 
2657 Vista Way, Suite 5 
Oceanside, CA 92054 
Ph. 619-967-1307 
1 ,2,3,4,6, 7 A 

San Diego Surveys , Inc. 
4616 Mission Gorge Place 
San Diego, CA 92120 
Ph. 619-265-2361 
Fax 619-582-1562 
1 ,3,4,6,7B 

San Diego Surveys 
Point Lama Plaza 
3675 Midway Drive, Ste. L 
San Diego, CA 9211 0 
Ph. 619-224-3113 
Fax 619-582-1562 
1 ,3,4,6,7A 

San Diego Surveys 
Escondido Village Mall 
1351 E. Pennsylvania Ave. 
Escondido, CA 92027 
Ph. 619-480-8440 
Fax 619-582-1562 
1 ,3,4,6,7A 

Taylor Research 
3990 Old Town Ave. , #201 A 
San Diego, CA 92110 
Ph. 619-299-6368 
1 ,3,4,6,7B 
(See Advertisement on p. 63) 

SAN FRANCISCO 

Consumer Research Associates 
111 Pine Street, 17th Floor 
San Francisco, CA 94111 
Ph. 415-392-6000 
Fax 415-392-7141 
1 ,2,3,4,6, 7B 

Corey Canapary and Galanis 
Penthouse North 
44 7 Sutter St. 
San Francisco, CA 94108 
Ph . 415-397-1200 
Fax 415-433-3809 
1 ,3,6,7B 

Ecker & Associates 
220 So. Spruce Ave, Ste. 100 
So. San Francisco , CA 94080 
Ph . 415-871 -6800 
Fax 415-871-6815 
1 ,2,3,4,6, 7B 
(See Advertisement on p. 29 ) 

Ecker & Associates 
222 Front St. , 3rd Floor 
San Francisco, CA 94111 
Ph. 415-871-6800 
Fax 415-871-6815 
1 ,2,3,4,6,7B 
(See Advertisement on p. 29 ) 

Elrick & Lavidge, Inc. 
111 Maiden Lane, 6th Floor 
San Francisco, CA 94108 
Ph. 415-434-0536 
Fax 415-391-0946 
1 ,3,4,6,7B 

Field Management Associates 
309 El Cerito Plaza 
El Cerito, CA 94530 
Ph . 415-527-8030 
1 ,3,4,6,7A 

Fleischman Field Research, Inc. 
1655 No. Main Street, Ste. 320 
Walnut Creek, CA 94596 
Ph . 415-942-2600 
Fax 415-989-4506 
1 ,2,3,4,6,7B 
(See Advertisement on p. 56 ) 

December, 1989 

Fleischman Field Research 
220 Bush St. , Ste. 1212 
San Francisco, CA 94104 
Ph. 415-398-4140 
Fax 415-989-4506 
1 ,2,3,6,7B 
(See Advertisement on p. 56) 

Friedman Marketing/San Rafael 
5800 Northgate Mall 
San Rafael , CA 94903 
Ph . 41 5-4 72-5394 
Fax 415-472-5477 
1 ,3,4,6,7A 

Heakin Research of California 
Bay Fair Mall 
227 Bay Fair 
San Leandro, CA 94 758 
Ph. 415-278-2200 
1 ,3,4,6,7A 

MSI Hillsdale 
14 Hillsdale Mall 
San Mateo, CA 94403 
Ph.415-57 4-9044 
Fax 415-57 4-0385 
1,3,6,7A 

Nichols Research 
1155 Newpark Mall 
Newark, CA 94560 
Ph . 408-773-8200 
Fax 415-794-3471 
1 ,3,4,6,7A 

Nichols Research 
La Hacienda Shopping Mall 
795 E. El Camino Real 
Sunnyvale, CA 94087 
Ph . 408-773-8200 
1 ,3,4,6,7A 

Nichols Research 
1820 Galindo, Ste. 3 
Concord, CA 94520 
Ph . 415-687-9755 
Fax 41 5-686-1 384 
1 ,3,4,6,7B 

Public Response Associates 
601 Van Ness, Ste. 2056 
San Francisco, CA 941 02 
Ph . 415-771-2525 
1 ,3,6,7D 

Connecticut -

Quality Research Associates 
346 Lakeside Dr., Ste. B 
Foster City, CA 94404 
Ph . 415-574-8825 
1 ,3,6,7B 

Q.E.D. Research 
2815 Mitchell Dr., Ste. 118 
Walnut Creek, CA 94598 
Ph . 415-932-3202 
Fax 415-932-0499 
1 ,3,6,7B 

Quick Test 
203 Southland Mall 
Hayward, CA 94545 
Ph . 415-785-4650 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Research and Decisions Corp. 
369 Sutter St. , Ste . 203 
San Francisco, CA 941 08 
Ph. 415-989-9020 
1,3,6,7B 

Tragon Corporation 
365 Convention Way 
Redwood City, CA 94583 
Ph . 415-365-1833 
Fax 415-365-3737 
1 ,3,4,6,7B 

Wade West, San Francisco 
8-D Serramonte Center 
Daly City, CA 94015 
Ph . 415-992-9300 
Fax 415-994-1902 
1 ,3,4,5,6,7A 
(See Advertisement on p. 23 ) 

Margaret Yarbrough & Associate 
934 Shorepoint Ct ., Ste . 100 
Alameda, CA 94501 
Ph . 415-521 -6900 
Fax 415-521-2130 
1 ,2,3,4,5,6,7B 
(See Advertisement on p. 52 ) 

SAN JOSE 

Phase Ill Market Research 
1150 N. First St. , Ste. 211 
San Jose, CA 95112 
Ph . 408-947-8661 
Fax 408-295-7699 
1 ,3,4,6,7B 
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Quick Test 
1268 Town Center 
Sunnyvale, CA 94086 
Ph. 408-773-9777 
1 ,3,4,6,7A 
(See Advertisement on p.3 ) 

COLORADO 
I 

COLORADO SPRINGS 

Brewer Research 
1421 Delaware Drive 
Colorado Springs, CO 80909 
Ph. 719-597-9869 
1 ,3,4,5,6,7A 

Consumer Pulse of Colorado Springs 
The Citadel Mall , #1 084 
750 Citadel Drive East 
Colorado Springs, CO 80909 
Ph. 719-596-6933 
Fax 719-480-0176 
1 ,3,6,7D 
(See Advertisement on p. 65) 

Barbara Prince Assoc. , Inc. 
Mall of the Bluffs 
3650 Austin Bluff Pkwy. 
Colorado Springs, CO 80918 
Ph . 719-594-9192 
1 ,3,4,6,7A 

United States Testing Company 
Chapel Hills Mall , Ste. 315 
171 0 Briargate Blvd. 
Colorado Springs, CO 80918 
Ph . 719-598-8070 
1 ,3,4,6,7A 

DENVER 
Bernett Research, Inc. 
Aurora Mall 
14200 Alameda Avenue 
Aurora, CO 80012 
Ph. 303-341 -1211 
Fax 303-341 -4469 
1 ,3,4,6,7A 
(See Advertisement on p. 77) 

Colorado Market Research 
Ruth Nelson Research Services 
2149 So. Grape St. 
Denver, CO 80222 
Ph . 303-758-6424 
Fax 303-756-6467 
1 ,3,4,6,7B 
(See Advertisement on p. 103 ) 

Consumer Pulse of Denver 
Arapahoe East Center 
6810 So. Dallas Way 
Englewood, CO 80112 
Ph . 303-799-4849 
Fax 719-480-0176 
1 ,3,4,5,6,7B 
(See Advertisement on p. 65 ) 

Fieldwork Denver, Inc. 
At The Tivoli 
901 Larimer St. , Ste. 601 
Denver ,..co 80204 
Ph . 303-825-7788 
1 ,3,4,5,6,7A 

Friedman Marketing/Boulder 
Crossroads Mall 
1600 28th St., #277 
Boulder, CO 80301 
Ph. 303-449-4632 or 313-569-0444 
Fax 303-449-1484 
1 ,3,4,6,7A 

Friedman Marketing/Denver 
6510 W. 91 stAve., Ste. 106 
Westminster, CO 80030 
Ph. 303-428-8803 or 313-569-0444 
1 ,3,4,6,7B 

Friedman Marketing/Denver 
Southwest Plaza Mall 
8501 West Bowls Avenue 
Littleton, CO 80123 
Ph. 303-972-8734 or 313-569-0444 
Fax 303-933-0476 
1 ,3,4,6,7A 

Information Research , Inc 
10650 E. Bethany Drive 
Aurora, CO 80014 
Ph . 303-751 -0190 
1 ,3,4,6,7B 

Information Research, Inc. 
1250 S. Hover Road, Ste. 51 
Longmont, CO 80501 
Ph. 303-443-3548 
1 ,3,4,6,7A 

Information Research, lllc. 
3100 So. Sheridan, #23 
Denver, CO 80227 
Ph. 303-936-3400 
1 ,3,4,5,6,7A 

Message Factors, Inc. 
2620 So. Parker Road , Ste. 275 
Aurora, CO 80014 
Ph. 303-750-5005 
1 ,3,6,7B 

Barbara Prince Associates , Inc. 
5801 W. 44th Avenue 
Denver, CO 80212 
Ph . 303-458-0145 
1 ,3,4,6,7A 

------------------JL....-----------------1 Quality Controlled Services 
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·Focus Groups 

• Quality Recruiting 

RIFE MARKET RESEARCH, INC. 
llll Park Center Blvd. , Suite ill, Miami, FL 305-620-4244 

Since 1957 
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Cinderella City Mall 
701 W. Hampden Ave., Space R-13 
Englewood, CO 80110 
Ph . 303-789-0565 
Fax 303-789-0573 
1 ,3,4,6,7A 
(See Advertisement on p. 55) 

Quick Test 
203 Villa ltalia Mall 
Lakewood, CO 80226 
Ph . 303-937-0144 
Fax 602-946-7641 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Telecom net 
5255 Marshall St., Ste. 201 
Arvada, CO 80002 
Ph . 303-467-0335 
1 ,3,4,6, 7B 

CONNECTICUT 

BRIDGEPORT 

Firm Facts Interviewing 
307 Kenyon Street 
Stratford, CT 06497 

Codes: 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7A. Shopping Mall 
78. Office Building 
7C. Free Standing 
70. Other 
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Ph. 203-375-4666 
Fax 203-375-4666 
1 ,3,4,6,7D 

J.B. Martin Interviewing Service 
4695 Main Street 
Bridgeport, CT 06606 
Ph . 203-371 -4158 
Fax 203-371-5001 
1 ,3,4,6,7B 

DANBURY 

Performance Plus, Inc. 
Danbury Fair Mall 
7 Backus Avenue 
Danbury, CT 06810 
Ph. 617-872-1287 
1 ,2,3,4,6,7A 

HARTFORD 

Focus Facility Hartford 
270 Farmington Ave. Ste. 126 
Farmington, CT 06032 
Ph. 203-677-1336 
1 ,3,4,6,7B 

Hartford Research Center 
1321 Silas Deane Hwy., 2nd Fir. 
Wethersfield , CT 06109 
Ph . 203-236-6133 
1 ,3,4,6,7B 
(See Advertisement on p. 61 ) 

NEW HAVEN 

Quick Test 
Connecticut Post Mall 
1201 Boston Post Rd. 
Milford ,CT 06460 
Ph . 203-877-2739 
Fax 203-877-6854 
1 ,3,4,6,7A 
(See Advertisement on p.3 ) 

Res-A-Vue 
20 Commerce Park Rd . 
Milford CT 06460 
Ph . 203-878-0944 
Fax 203-878-3726 
1 ,2,3,4,6,7B 
(See Advertisement on p. 108 ) 

Res-A-Vue 
234 Broad Street 
Milford , CT 06460 
Ph . 203-878-0944 
Fax 203-878-3726 
1 ,2,3,4,6, 7B 
(See Advertisement on p. 108 ) 

NORWALK 

Trost Associates, Inc. 
585 Main Avenue 
Norwalk, CT 06851 
Ph . 203-847-7204 
1 ,3,4,6,7C 

STAMFORD 

The Consumer Dialogue Center 
25 Th ird Street 
Stamford , CT 06905 
Ph . 203-359-2840 
Fax 203-327-9061 
1 ,3,4,6,7B 

Focus Center-So. New England 
1011 High Ridge Road 
Stamford, CT 06905 

December, 1989 

Ph . 203-322-5996 
Fax 203-322-0819 
1 ,3,4,5,6,7B 

Focus First America 
969 High Ridge Road 
Stamford, CT 06905 
Ph . 203-322-1173 
Fax 203-968-0421 
1 ,2,3,4,5,6,7B 
(See Advertisement on p. 68 ) 

The Gene Reilly Group, Inc. 
20 Thorndal Circle 
Darien , CT 06820 
Ph . 203-655-7994 
Fax 203-655-0477 
1 ,2,3,6,7B 

WASHINGTON, D.C. 

Area Wide Market Research 
16017 Comprint Circle 
Gaithersburg , MD 20877 
Ph . 301 -948-1920 
1 ,3,4,6,7B 

Cameron Mills Research Svce. 
2414 Cameron Mills Road 
Alexandria, VA 22302 
Ph. 703-549-4925 
Fax 703-549-4926 
1 ,2,3,4,6, 7C 

Consumer Pulse of Washington 
8310 COld Court House Rd. 
Vienna, VA 22182 
Ph. 703-442-0960 
Fax 703-442-0967 
1 ,3,4,5,6,7B 
(See Advertisement on p. 65 ) 

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 

c 

Each roCU\ Group Suite con t ai n ~ ()\'Cf" 600 ~quare feet. di\·idcd e\'Cnly hctwccn Conference. Viewing. 
and Client Office . 

TAyloR REsEARclt 
1990 Old TowN AvE, Sn 201A 
SAN DiEGO, CALifoRNiA 92110 

Phone: 1-800-262-4426 In Ca li forn ia : 1-6 19-299-6368 
Facs imilic: 1-6 19-299-6370 
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WHAT DO YOU LOOK 
FOR WHEN YOU 

BOOK A 
FOCUS GROUP 

FACILITY? 

( ) An experienced team 
of professionals 
to supervise your 
project 

( ) Quality recru iting to 
your specifications 

( ) Spacious group and 
observation rooms 

( ) Client lounge 

( ) Reasonable prices 

( ) Remote audio and 
video taping 

( ) Convenient location 

00 All of the above 

64 

Look no further ... 

DATAFAX 
OF ORLANDO 
HAS /TALL 

Call ... 

The Datafax Company 
( 407) 660-8878 

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

Fax : (407) 660-1730 

Circle No. 145 on Reader Card 

Covington-Burgess Market Research Svce. 
1921 Eleventh Street, N.W. 
Washington D.C., 20001 
Ph. 202-7 45-0919 
Fax 202-797-8562 
1 ,3,4,5,6,7D 
(See Advertisement on p. 64 ) 

Heakin Research , Inc. 
Laurel Centre Mall 
14882 Baltimore-Washington Blvd. 
Laurel , MD 20707 
Ph . n1-776-9800 
1 ,3,4,5,6, 7 A 

House Market Research , Inc. 
1201 Seven Locks Rd ., Ste. 209 
Potomac, MD 20854 
Ph. 301 -424-1930 
Fax 301-424-3128 
1 ,3,4,6,7B 

House Market Research , Inc. 
3500 East West Hwy. 
Hyattsville, MD 20782 
Ph. 301 -559-7060 or 301 -424-1930 
Fax 301-424-3128 
1 ,2,3,4,5,6,7A 

Market Dynamics , Inc. 
2222 Gallows Road 
Vienna, VA 22027 
Ph. 703-560-8400 
1 ,3,6,7B 

Metro Research Services 
10710 Lee Hwy. , Ste. 207 
The Outlet Mall 
Fairfax, VA 22030 
Ph. 703-385-1108 
1 ,3,4,6,7A 

Mcl aughlin Research Interviewing Service 
11 18 Galloway St. NE 
Washington, D.C. 20011 

Reliable and 
reputable in the 

greater Washington, 
D.C. Metropolitain 

area, Maryland 
and Virginia 

• CENTRAL TELEPHONE 
INTERVIEWING 

• SUPERVISED INTERVIEWERS 
• FOCUS GROUPS 
• ON-SITE INTERVIEWING 
• PRODUCT PLACEMENTS 
• IN-STORE AUDITS 
• DEMONSTRATORS 
• SAMPLING 

KEYED TO FLEXIBILITY 
IN MARKETING 

COVINGTO -BU~ 
MARKET RESEARCH SERVICE INC. 

1921 ELEVE TH STREET, N.W. 
WASHINGTON, D.C. 20783 

(202) 745-0919 

Circle No. 146 on Reader Card 

Ph . 202-526-0177 
Fax 202-232-7124 
1 ,3,6,7C 

Olchak Market Research , Inc. 
Beltway Plaza Mall 
6194 Greenbelt Road 
Greenbelt, MD 20770 
Ph . 301 -441 -4660 
Fax 301 -474-4307 
1,3,6,7A 

Quality Controlled Services 
6710 E. Springfield Mall 
Springfield , VA 22150 
Ph. 703-971 -671 7 
Fax 703-922-5946 
1 ,3,4,6,7A 
(See Advertisement on p. 55 ) 

Shugoll Research, Inc. 
7475 Wisconsin , Ste. 200 
Bethesda, MD 20814 
Ph . 301 -656-0310 
Fax 301 -657-9051 
1 ,3,4,6,7B 

T.I.M.E. Market Research 
425 Spotsylvania Mall 
Fredricksburg, VA 22401 
Ph . 703-786-3376 
Fax 703-786-3925 
1 ,3,4,6,7A 

I FLORIDA 

DAYTONA BEACH 

Cunningham Field Services 
555 Granada 
Daytona Beach, FL 32114 
Ph . 904-258-3906 
1 ,3,4,5,6,7A 

FORT LAUDERDALE/ 
BOCA RATON 

Alenik Field Services , Inc. 
Pine Island Ridge Plaza 
8960 State Road 84 
Ft. Lauderdale, FL 33324 
Ph . 305-474-3800 
1 ,3,4,5,6,7A 

Alenik Field Services, Inc. 
1750 No. University Dr. #117 
Coral Springs, FL 33071 
Ph. 305-755-2222 
1 ,2,3,6,7B 

Heakin Research , Inc. 
Coral Springs Mal l 
9569 W. Atlantic Blvd. 
Coral Springs, FL 33071 
Ph . 305-753-4466 
1 ,3,4,6,7A 

Mar's Surveys, Inc. 
1700 No. University Drive 
Coral Springs , FL 33071 
Ph . 305-755-2805 
Fax 305-755-3061 
1 ,3,4,6,7B 

Codes: 
1 . Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
?A. Shopping Mall 
78. Office Building 
?C. Free Standing 
70. Other 
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Weitzman & Philip, Inc. 
Hollywood Mall 
3251 Hollywood Blvd. 
Hollywood, FL 33021 
Ph. 305-653-6323 
1 ,3,4,6,7A 

FORT MYERS 

T.I.M.E. Market Research 
Edison Mall 
4125 Cleveland Avenue 
Ft. Myers, FL 33901 
Ph. 275-0223 
Fax 813-275-9883 
1 ,3,4,6,7A 

JACKSONVILLE 

Cunningham Field Services 
555 W. Gramada Blvd . 
Ormond Beach, FL 32074 
Ph . 904-258-3906 
1 ,3,4,5,6, 7B 

Tom Dale Market Research 
235 Margaret Street 
Neptune Beach, FL 32233 
Ph. 904-241-7770 
1 ,6,7B 

Irwin Research Services, Inc. 
565 So. Main St. , Ste. 18B 
Jacksonville, FL 32207 
Ph. 904-398-8300 
Fax 904-398-5621 
1 ,3,4,6,7D 

MELBOURNE 

Quick Test 
Melbourne Square Mall 
1700 W. New Haven Ave ., #577 
Melbourne, FL 32904 
Ph. 407-729-9809 
1 ,3,4,6,7A 
(See Advertisement on p. 3 ) 

MIAMI 

BSR Field Services 
2121 Ponce De Leon Blvd. , #1250 
Coral Gables, FL 33134 
Ph. 305-448-7622 
1 ,2,3,6,7B 
(See Advertisement on p. 66) 

Findings International Corp. 
1641 SW 87th Avenue 
Miami, FL 33165 
Ph. 305-266-9798 
Fax 305-264-5584 
1 ,3,4,6,7C 

Jean M. Light Interviewing Service 
8551 Coral Way-2nd Floor 
Miami, FL 33155 
Ph . 305-264-5780 
1 ,3,4,6,7B 

Jean M. Light Interviewing Service 
Miami International Mall 
Miami, FL 33172 
Ph. 305-264-5780 
1 ,3,4,6,7A 

Research Miami 
7951 SW 40th St. , Ste. 208 
Miami, FL 33155 
Ph . 305-266-3066 
Fax 305-264-1123 
1 ,3,6,7B 
(See Advertisement on p. 65 ) 

December, 1989 

Rife Market Research, Inc. 
1111 Park Center Blvd., Ste. 111 
Miami , FL 33169 
Ph. 305-620-4244 
Fax 305-621 -3533 
1 ,3,4,6,7B 
(See Advertisement on p. 62) 

Rife Market Research, Inc. 
Skylake Mall , 
1758 NE Miami Gardens 
No. Miami , FL 33179 

Ph. 305-620-4244 
Fax 305-621 -3533 
1 ,3,4,6,7A 
(See Advertisement on p. 62) 

Strategy Research Corp. 
Douglas Bldg. , 1st Floor 
100 NW 37th Ave. 
Miami, FL 33125 
Ph . 305-649-5400 
1 ,3,6,7B 

HISPANIC SPECIALISTS 
• Focus Group Facilities 
• Bilingual Moderators 
• Bilingual Interviewers 
• Door to Door, Mall, and Central 

Telephone interviewing 

RESEARCH MIAMI 
7951 Southwest 40th Street I Suite 208 

Miami, Florida 3 315 5 
(305) 266-3066 

Circle No. 147 on Reader Card 

Consumer Pulse. Inc. 
Qualitative Centers 

18 Forus Group & One-On-One 220+ Lines In Central & 
Facilities (W /Kitchen & Oient Suites) WATS Telephone Centers 

~~~~~~=~~~~~~~' 
Quality Data Collection 

(800) 336-0159 
Fax(313)645-5685 

Circle No. 148 on Reader Card 
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Weitzman & Philip, Inc. 
Market Research Center 
California Club Mall 
850 lves Dairy Road 
Miami , FL 33179 
Ph . 305-467-2644 or 305-653-6323 
1 ,3,4,5,6,7A 

ORLANDO 

The Datafax Co., Inc. 
2600 Maitland Center Pkwy., Ste 170 
Maitland, FL 32751 
Ph . 407-660-8878 
Fax 40 7-660-1730 
1 ,3,6,78 
(See Advertisement on p. 64) 

Pilar Ellis Market Research, Inc. 
500 N. Orlando Ave ., Ste. 1398 
Winter Park, FL 32789 

The 
The 
EST Miami 
location ... just 
10 minutes from 
the airport. 
And within 
in~; distance w 
the hotels and 
fin!' restaurants 
in beautiful 
downtown 
Coral Gables . 

The best 
NGLISHI 

Spanish services 
with bilin~;ual 

moderawrs 
and inter­
viewer, plus 
simultaneous 
translmion . 

Ph. 407-628-1835 
Fax 407-628-0571 
1 ,2,3,4,6, 7D 

Barbara Nolan Market Research 
Florida Mall, Room 422 
Orlando, FL 32809 
Ph.407-830-4542 
Fax 407-830-6064 
1 ,3,4,6,7A 
(See Advertisement on p. 67) 

Barbara Nolan Market Research 
560 Osceola St. 
Altamonte Springs, FL 32701 
Ph. 407-830-4542 
1 ,3,4,5,6,7C 
(See Advertisement on p. 67) 

Barbara Nolan Market Research Svce. 
1650 Sand Lake Rd., Ste. 213 
Orlando, FL 32809 

The best 
focus !;foup 
facility. 
lc 's all new' 

TATE-OF­
THE-ART 
AVequip-
ment, tiered 
observation 
room, sepa­
rate client 

room with remote 
entrances . 

The best 
ELEPHONE 

services . 
Twenty-four 
dedicated lines 
with remote 
monitor, stub 
and banner 
tabulation. 
Accurate, 
timely and 
reliable. 

in the field. 

The best value and service at competitive prices. BSR Field Services 
dJlt' ISIIIfl II/ B l· htlt 'lllnJl s .. : u.'nll' ReSl'a n h (~rrp 

2121 Hmce de Leon Blvd., Coral Gables, FL 33134 (305) 448· 7622 

Circle No. 149 on Reader Card 
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Ph. 407-830-4542 
1 ,3,4,6,78 
(See Advertisement on p. 67) 

Quick Test 
Lake Square Mall 
7000 U.S. Hwy. 441 
Leesburg , FL 34788 
Ph. 904-365-0505 
Fax 904-365-0833 
1 ,3,4,6,7A 
(See Advertisement on p. 3 ) 

PENSACOLA 

Polly Graham & Assoc., Inc. 
5100 North 9th Ave. , M-1209 
Pensacola, FL 32504 
Ph . 904-478-9274 
1 ,3,4,6,7A 

SARASOTA 

Starr Research, Inc. 
Sarasota Square Mall 
8201 So. Tamiami Trail 
Sarasota, FL 34238 
Ph . 813-925-7827 
Fax 813-922-3289 
1 ,2,3,4,6,7A 

TALLAHASSEE 

Friedman Marketing/Florida 
Tallahassee Mall 
2415 N. Monroe St., #708 
Tallahassee , FL 32303 
Ph . 904-385-4399 or 313-569-0444 
Fax 904-385-3481 
1 ,3,4,6,7A 

TAMPA/ST. PETERSBURG 

Adam Market Research , Inc. 
2511 N. Grady Ave., Ste. 401 
Tampa, FL 33607 
Ph . 813-875-4005 
Fax 813-875-4055 
1 ,3,4,6,78 

Ph il Balducci Associates, Inc. 
1304 DeSoto Ave., Ste. 200 
Tampa, FL 33606 
Ph . 813-254-8822 
1 ,3,4,5,6, 78 

Data Inquiries 
715 N. Sherrill 
Tampa, FL 33609 
Ph . 813-289-4500 
Fax 813-289-3760 
1 ,3,4,6,7C 
(See Advertisement on p.69 ) 

Davis & Davis Research, Inc. 
8001 N. Dale Mabry Hwy., Ste. 401 B 
Tampa, FL 33614-3263 
Ph . 813-873-1908 
1 ,2,3,6,78 

Codes: 
1 . Conference· Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7 A. Shopping Mall 
78 . Office Building 
7C. Free Standing 
70 . Other 
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Want to listen 
to Florida? 

Talk to Barbara 1\Jolan. 
In the dynamic Florida market, no one conducts 
focus groups like Barbara Nolan Market Research 
Service. 

You can host your group at any of our three focus 
group centers in Orlando, including our newest 
facility just minutes from the Orlando Airport. 

No matter which site you use, we guarantee it will be 
a large, comfortable facility, featuring state-of-the-art 
audio and visual recording equipment, client viewing 
rooms, private client offices and complete food 
service facilities. 

We also have mall research centers at Florida Mall and 
Altamonte Mall, Orlando; and Tyrone Square Mall, 
Tampa/St. Petersburg. 

Start listening to the dynamic Florida market. 
Call Barbara Nolan. 

Barbara l\lolan 
Market Research Service 
445 Osceola Street 
Altamonte Springs, FL 32701 
(407) 830-4542 
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IDD Market Research 
5706 Benjamin Ctr. Dr. , # 118 
Tampa, FL 33634 
Ph. 813-884-0088 
1 ,3,4,6,7B 

Premack and Associates, Inc. 
8130 66th Street No. 
Pinellas Park, FL 34665 
Ph. 813-544-3191 
1,3,6,7B 

Quality Controlled Services 
4904 Eisenhower Blvd ., Ste. 160 
Tampa, FL 33634 
Ph. 813-886-4830 
Fax 813-886-5431 
1 ,3,4,6,7B 
(See Advertisement on p. 55 ) 

Quick Test 
832 Countryside Mall , #832 
2601 U.S. Hwy 19 North 
Clearwater, FL 34621 
Ph . 813-797-4868 
Fax 813-796-2616 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Schwartz Field Service, Inc. 
Paramount Triang le Center 
8902 N. Dale Mabry, Ste. 102 
Tampa, FL 33614 
Ph . 813-933-8060 
1 ,2,3,4,6,7B 

Suburban Associates, Inc. 
4350 W. Cypress, Ste. 535 
Tampa, FL 33607 
Ph . 813-874-3423 

Fax 813-875-6789 
1 ,3,4,6,7B 
(See Advertisement on p. 69) 

Tampa Bay Opin ion Mart 
3302 W. Buffalo Ave., Ste. 1005A 
Tampa, FL 33607 
Ph . 813-876-0321 
1 ,3,4,6,7A 

Tampa Market Research 
3815 W. Humphrey St. , #1 05 
Tampa, FL 33614 
Ph . 813-935-2151 
Fax 813-932-6265 
1 ,3,4,6,7B 

Total Research Corp. 
Sunforest Executive Park 
5130 Eisenhower Blvd ., Ste. 210 
Tampa, FL 33634 

;:::::==========================:::;;-1 Ph. 813-887-5544 

Word of Mouth 
says it all. 

One moderator after another has told us they 
are telling someone else about Focus First America. 
Maybe irs our staff, a dedicated bunch who listen 
before they speak and have the experience to 
act on what they say. Might be our recruiting 
talent. Could be our facilities which are new, 
spacious and offer a variety of technical equip­
ment ... a room for every need you might say. 
Some just like our gourmet cooking . 

There are probably hundreds of reasons why 
vve are meeting the needs of one moderator after 
another. Most important however, is the factvve're 
the talk of the town. 

For complete information and a full color 
brochure describing our facilities, please call or 
write to us today. Ask for Jonathan Giesberg 
or Susan Weiss .. . we promise a fast response. 

FOCUS 
A M E R 

969 HIGH RIDGE ROAD, STAMFORD, CONNECTICUT 06905/203-322-1173 

A FULL SERVICE QUALITATIVE RESEARCH FACILITY 

CircleNo. 151 on Reader Card 
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Fax 813-882-0293 
1 ,3,4,6,7B 

WEST PALM BEACH 

Hazleton Focus Groups 
900 Osceola Drive 
West Palm Beach, FL 33409 
Ph. 407-471 -5310 
Fax 407-471 -5295 
1 ,3,6,7B 

Profile Marketing Research 
4020 So. 57 Avenue 
Lake Worth, FL 33463 
Ph. 407-965-8300 
1 ,3,6,7B 

Lois Weinstein Associates 
2300 Palm Beach Lakes Blvd ., Ste. 207 
W. Palm Beach, FL 33409 
Ph . 407-622-4579 
1 ,3,6,7B 

(iE()R(iiA 

ATLANTA 

Arena Research 
5064 Roswell Rd. 
Atlanta, GA 30342 
Ph. 404-496-6090 
Fax 404-493-4216 
1 ,3,6,7B 

Atlanta Marketing Research Center 
3355 Lenox Rd. NE, Ste. 660 
Atlanta, GA 30326 
Ph . 404-239-0001 
Fax 404-237-1235 
1 ,3,6,7B 

Attitude Measurement Corporation 
1010 Huntcliff, Ste. 1356 
Atlanta, GA 30350 
Ph . 404-640-7223 
Fax 404-993-0327 
1 ,3,4,6,7B 

Codes: 
1 . Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7 A. Shopping Mall 
78 . Office Building 
?C. Free Standing 
70 . Other 
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Compass Marketing Research 
3294 Medlock Bridge Rd. , Ste . 100 
Norcross, GA 30092 
Ph. 404-448-0754 
Fax 404-449-6739 
1 ,3,4,6,7C 

Heakin Research, Inc. 
331 Shannon South Park Mall 
Union City, GA 30921 
Ph . 404-964-9634 
1 ,3,4,6,7A 

Joyner Hutcheson Research, Inc. 
1900 Century Place 
Atlanta, GA 30345 
Ph . 404-321 -0953 
Fax 404-325-2009 
1 ,2,3,4,6 ,7B 

Consumer Network, Inc. 
3490 Piedmont Rd., Ste. 920 
Atlanta, GA 30305 

Jackson Associates, Inc. 
3070 Presidential Dr., #123 
Atlanta, GA 30340 

Lansdell and Associates Marketing Research 
5052 Clark Howell Hwy. 

Ph . 404-231-4399 
1 ,3,4,6,7B 

Consumer Search 
4166 Buford Hwy. 
Atlanta, GA 30345 
Ph . 404-321-1770 
Fax 404-636-3037 
1 ,3,4,6,7D 

Data Tabulating Service 
3323 Chamblee-Dunwoody Road 
Atlanta, GA 30341 
Ph. 404-455-0114 
Fax 404-458-8926 
1 ,3,6,7B 

Ph . 404-454-7060 
Fax 404-986-2828 
1 ,3,4,6,7B 

Jackson Associates, Inc. 
Four Seasons at Cobb Ctr. 
2200 So. Cobb Drive 
Smyrna, GA 30080 
Ph. 404-433-1533 
1,3,6,7A 

Atlanta, GA 30349 
Ph. 404-765-0936 
1 ,3,4,6,7B 

MacFarlane & Company, Inc. 
One Park Place 
1900 Emery St. NW, Ste. 450 
Atlanta, GA 30318 
Ph . 404-352-2290 
Fax 404-352-2299 
1,3,6,7B 

FREE l/2" VIDEO TAPING 
FOR FIRST-TIME CLIENTS 
We're so sure that you will be pleased with both our recruiting 

and our facilities that we will give you free l/2" video Elrick & Lavidge, Inc. 
1990 Lakeside Pkwy. , 3rd Fir. 
Tucker, GA 30084 
Ph. 404-938-3233 
Fax 404-621-7666 
1 ,3,4,6,7B 

taping with your next focus group ~d~~ 
project. This just might be the ~ 

incentive for you to try us and we're sure ~N" /.\ 

you will return again and again. 1 , ~ 

- I 
DRTR lnOUIRIES Heakin Research , Inc. 

Gwinnet Place Mall 
21 00 Pleasant Hill Road 
Duluth, GA 30136 
Ph . 404-476-0714 
1,3,6,7A 

& 

813-289-4500 
Circle No. 152 on Reader Card 

Interviewers 
for 
Research 

proudly announce 

~OODBRIDGECONFERENCECENTER 

The newest and finest focus group center in the New York area. 
Woodbridge Place is a brand new office building off the main lobby of the new 

Woodbridge Sheraton Hotel. 

OUR W OODBRIDGE CONFERENCE CENTER FEATURES: 

• The utmost in client luxury and convenience • 1\vo large 14' by 20' conference rooms with wall to 

wall mirrors • Two smaller rooms with or without mirrors for individual depth interviews • Spacious 

client seating for 12-15 observers • Private client coffee/phone lounge adjacent to the viewing room , 

with full sound system • Meals catered by the Sheraton and other fine area restaurants 

December, 1989 

Over 35 Years of Professional Experience 

• 15 Minutes from Newark Airport • 30 Minutes from Manhattan 
• All Recruiting from Central Phone Room 

Surburban Associates 
201-652-2223 

William C. Bartlett 
Lucy Desiderio 

Interviewers for Research 
201-791-7434 
Wanda Gorman 
Muriel Yilinsky 
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Message Factors 
5208 Roswell Rd. 
Atlanta, GA 30342 
Ph . 404-256-9405 
Fax 404-256-9457 

Mid-America Research 
3393 Peachtree Rd. NE 
Atlanta, GA 30326 
Ph. 404-261-8011 
1 ,3,4,6,7A 

Plaza Research 
2401 Lake Park Drive 
Atlanta, GA 30080 
Ph . 404-432-1400 
Fax 404-432-0730 
1 ,2,3,4,5,6,78 

Precision Field Services Atlanta, Inc. 
Lincoln Piedmont Bldg ., Ste.175 
3405 Piedmont Rd. 
Atlanta, GA 30305 
Ph . 404-266-8666 
Fax 404-266-0208 
1 ,3,4,5,6,7B 
(See Advertisement on p. 11) 

P.V.R. 
655 Village Square Dr. 
Stone Mountain, GA 30083 
Ph. 404-294-4433 
1 ,3,4,6,78 

Quality Controlled Services 
1945 Cliff Valley Way, Ste. 250 
Atlanta, GA 30329 

(See Advertisement on p. 88) Ph . 404-321-0468 
Fax 404-636-3276 

70 

1 ,3,4,6,78 
(See Advertisement on p. 55 ) 

• • • • • 

At the Very Center of it All 
• 

• 

• 

• 

• 

• 

• 

• • 

• 

Here In Oak ~rook, In the heart 
of the Chicago Metropolitan area, 
just a short walk from fine shopping, 
restaurants and hotels, is a facility 
of uncompromising quality. 

Beautifully designed and decorated, 
the Center has three spacious confer· 
ence rooms actJolning large, tiered 
viewing rooms. Every need of the exper­
ienced moderator has been anticipated, 
Including superb recruiting from a 
widely diverse area. And a professional 
staff attends to your needs throughout 
the most demanding day. 

Join us at the very center of it all. 
The Oakbrook Interviewing Center ... 
quite possibly, the finest focus group 
fadlity in the Chicago area, where 
warmth and comfort are evident, 
and attention to detail and service 
Is the rule, not the exception. 

For a brochure, call or write Irene Potocki. 

• 

• 

• 

Oakbrook Interviewing Center 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 
1415 West 22nd Street Oak Brook, IL 60521 (700) 574-{)330 Fax: (708) 574-0358 
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Quick Test 
Town Center at Cobb 
400 Ernest Barret Pkwy. 
Kennesaw, GA 30144 
Ph . 404-423-0884 
Fax 404-424-5354 
1 ,3,4,6,7A 
(See Advertisement on p. 3 ) 

Quick Test 
4205 Roswell Rd. 
Atlanta, GA 30342 
Ph . 404-843-3807 
Fax 404-843-9733 
1 ,3,4,6,78 
(See Advertisement on p. 3) 

Scotti Research 
1800 Peachtree Road NW, Ste. 500 
Atlanta, GA 30309 
Ph . 404-352-0686 
1 ,3,4,5,6,7B 

Solutions Field Service, Inc . 
One Dunwoody Park, #128 
Atlanta, GA 30338 
Ph . 404-393-1311 
Fax 404-668-9216 
1 ,2,3,4,6,78 

John Stolzberg Market Research 
1800 Century Blvd ., Ste. 795 
Atlanta, GA 30345 
Ph . 404-329-0954 
1 ,3,4,6,7B 

The Vanderveer Group 
3490 Piedmont Rd. NE, Ste. 910 
Atlanta, GA 30305 
Ph . 404-231 -4975 
1 ,3,4,6,7B 

GAINESVILLE 

Jackson Associates, Inc. 
Lakeshore Mall 
1285 W. Washington Street 
Gainesville , GA 30501 
Ph. 404-536-2054 
1 ,3,6,7A 

SAVANNAH 

Cooper Research, Inc. 
7805 Waters Ave., Ste. 8B 
Savannah, GA 31406 
Ph . 912-355-0498 
1 ,3,4,6,7B 

HAWAII 

HONOLULU 

East West Institute 
An OmniTrak Company 
220 S. King St. , Ste. 975 
Honolulu , HI 96813 
Ph. 808-528-4050 
1 ,3,6,7B 

Codes: 
1 . Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
?A. Shopping Mall 
78. Office Building 
?C. Free Standing 
70. Other 
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ILLINOIS 

CHICAGO 

Adler Weiner Research Company 
34 E. Oak St. , 3rd Floor 
Chicago, IL 60611 
Ph . 312-463-5552 
Fax 312-463-7639 
1,3,4,6,7B 

Adler Weiner Research Company 
6336 N. Lincoln 
Chicago, IL 60659 
Ph. 312-463-5552 
Fax 312-463-0764 
1,3,4,6,7C 

B. Angell and Associates , Inc. 
One E. Superior St. , 6th Fi r. 
Chicago, IL 60611 
Ph. 312-943-4400 
1,3,6,7B 

Assistance In Marketing 
1650 N. Arlington Heights Rd . 
Arlington Heights, IL 60004 
Ph . 708-392-5500 
1,3,4,5,6, 7B 

Assistance In Marketing 
1140 Spring Hill Mall 
Route 31 and 72 
Dundee, IL 60118 
Ph . 708-428-0885 
Fax 312-392-5841 
1,3,4,6,7A 

Assistance In Marketing 
Century City Mall 
2828 N. Clark Street 
Chicago, IL 60657 
Ph. 312-477-3139 
Fax 312-392-5841 
1,3,4,6,7A 

Baxter Research Interviewing 
North Park Mall 
270 W. North Avenue 
Villa Park, IL 60610 
Ph . 708-545-7833 
1,3,4,6,7A 

Bryles Survey Service 
684 7 W. 159th Street 
Tinley Park, IL 60477 
Ph. 708-532-6800 
1,3,4,6,7A 

Bryles Survey Service 
260 Orland Park Place 
Orland Park, IL 60462 
Ph. 708-532-6800 
1,3,4,6,7A 

Bryles Survey Servive 
17735 S. Halsted Street 
Homewood, IL 60477 
Ph. 708-532-6800 
1,3,4,6,7A 

Bullard Research Service, Inc. 
10413 Roberts Rd . 
Palo Hills, IL 60465 
Ph . 708-599-2703 
1,3,6,7B 

C/J Research , Inc. 
3150 Salt Creek Lane 
Arlington Heights, IL 60005 
Ph. 708-253-1100 
Fax 708-253-1587 
1,3,6,7B 

December, 1989 

Car-Lene Research , Inc. 
Northbrook Court 
Northbrook, I L 60062 
Ph . 708-498-1305 

Chicago, IL 60601 
Ph . 312-263-7551 
1,2,3,4,6, 7B 

1 ,3,4,6,7A Consumer and Professional Research Inc. 
Westgate Plaza 

Car-Lene Research , Inc. 
Deerbrook Mall 
188 So. Waukegan Street 
Deerfield , IL 60015 
Ph . 708-564-1454 
1,3,4,6,7A 

Comiskey Research 
205 W. Grand Ave. , Ste. 108 
Bensenville, IL 60106 
Ph. 708-860-2255 
1,3,4,6,7B 

Communications Workshop, Inc. 
168 N. Michigan Ave. 

3612 W. Lake Ave. 
Wilmette, IL 60091 
Ph . 708-256-7744 
Fax 708-251 -7662 
1,3,6,7B 
(See Advertisement on p. 71) 

Consumer Surveys Company 
Northpoint Shopping Center 
346 E. Rand Road 
Arl ington Heights, IL 60004 
Ph. 708-394-9411 
Fax 708-394-0001 
1 ,3,4,6,7A 
(See Advertisement on p. 71) 

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 IF I II "'II business and consumer research services 

Consumer and Professional Research, Inc. 
Westgate Plaza • 3612 W. Lake Ave. • Wilmette, IL 60091 • 708/256-7744 

Circle No. 155 on Reader Card 

In Chicago, 
when you demand excellence. • • 

Arlington Heights 
Northwest Suburbs 

CHICAGO RIDGE 
MALL 

Chicago Ridge 
Southwest Suburbs 

• Intercept 
• Focus Group 

Facilities 
• Test Kitchen 

• Monitored Central 
Location 
Telephone 
System 

ILLINOIS CENTER 
on prestig ious 

North Michigan Avenue 

If It's Worth Doing, It's Worth Doing Well 

cs CONSUMER SURVEYS 
NORTHPOINT SHOPPING CENTER Floyd N. Berlant 
346 EAST RAND ROAD PRF SIDE N T 

Arlington Heights, Illinois 60004 708/394-9411 
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Data Research, Inc. 
1311 Butterfield Rd., Ste. 304 
Downers Grove, IL 60515 

Aurora, IL 60505 
Ph . 708-898-2166 
1 ,3,4,5,6,7A 

Ph. 708-971-2880 
1 ,3,6,7B 

Dimensional Marketing, Inc. 
211 E. Ontario St., 16th Fir. 
Chicago, IL 60611 

Fieldwork Chicago , Inc. 
6200 N. Hiawatha, Ste. 720 
Chicago, IL 60646 
Ph. 312-282-2911 
Fax 312-282-8971 
1 ,3,4,5,6,7B Ph . 312-280-0700 

1 ,3,4,6,7B 

Elrick & Lavidge, Inc. 
Fieldwork Chicago-O'Hare Inc. 
8420 W. Bryn Mawr 

3041 Woodcreek Dr., 2nd Fir. 
Downers Grove, IL 60515 

Chicago, IL 60631 
Ph. 312-714-8700 

Ph. 708-810-0100 
Fax 708-810-1471 
1 ,3,4,6,7B 

Facts In Focus, Inc. 
Fox Valley Center 

Fax 312-714-0737 
1 ,3,4,6,7B 

Focuscope Unlimited, Inc. 
137 No. Oak Park Ave., Ste. 207 
Oak Park, IL 60301 

Highway 59 & New York St. Ph. 708-386-5086 

72 

YOUR CHICAGO 
AREA 
FOCUS GROUP 
CENTER 
Excellent location 
Just minutes from O'Hare International Airport. 

Our location provides convenient access from middle and 
upper income suburbs plus Northwest Chicago. 

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

Test kitchen 
Fully-equipped test kitchen with freezer storage. 

Direct observation of the kitchen through one-way mirror. 

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

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

1011 East Touhy Avenue • Des Plaines, Illinois 60018 
(708) 299-6636 • Fax: (708) 824-3259 

Circle No. 157 on Reader Card 

Fax 708-386-1207 
1 ,3,4,6,7B 

Goldring and Company, Inc. 
820 No. Orleans, Ste. 210 
Chicago, IL 60610 
Ph . 312-440-5252 
Fax 312-266-1742 
1 ,2,3,4,6,7B 

William Gould Research 
625 No. Michigan Ave. 
Chicago, IL 60611 
Ph. 312-642-6068 
1 ,3,6,7B 

William Gould Research 
7337 No. Lincoln 
Lincolnwood, IL 60646 
Ph. 708-642-6068 
1 ,3,6,78 

Heakin Research, Inc. 
3615 Park Drive, Ste. 101 
Olympia Fields, IL 60461 
Ph. 708-503-0100 
1 ,3,4,6,7B 

Home Arts Guild Research Center 
35 E. Wacker Drive 
Chicago, IL 60601 
Ph . 312-726-7406 
1 ,3,4,5,6,7B 

Illinois Center Market Research 
151 N. Michigan Ave ., Ste. 2413 
Chicago, IL 60601 
Ph. 312-856-1697 
Fax 312-856-0122 
1 ,3,4,6,7B 

Kapuler Survey Center 
North Arlington Atrium 
3436 No. Kennicott 
Arlington Heights, IL 60004 
Ph. 708-870-6700 
1 ,3,6,7B 

M/NR/C. Inc. 
18 W. 1 00-22nd St. , Ste. 106 
Oakbrook Terrace, IL 60181 
Ph. 708-620-5111 
1 ,3,4,6,7B 

Marketing Services 
2525 Gross Point Road 
Evanston , IL 60201 
Ph. 708-864-4100 
1 ,3,6,7C 

Mid-America Research 
280 Orland Square Shopping Center 
Orland Park, IL 60462 
Ph. 708-349-0888 
1 ,3,4,6,7A 

Mid-America Research 
Randhurst Shopping Center 
999 N. Elmhurst Rd . 
Mt. Prospect, IL 60056 
Ph . 708-392-0800 
1 ,3,4,6,7A 

Codes: 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

location: 
7 A. Shopping Mall 
78. Office Building 
7C. Free Standing 
70. Other 
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National Data Research, Inc. 
770 Frontage Rd., #11 0 
Northfield, IL 60093 
Ph . 708-501 -3200 
Fax 708-501 -2865 
1 ,3,4,6,7B 

National Qualitative Centers 
625 N. Michigan Avenue 
Chicago, IL 60611 
Ph. 312-642-1 001 
Fax 312-649-5812 
1 ,2,3,4,5,6,7B 

Oakbrook Interviewing Center 
1415 W. 22nd St. , Ste. 220 
Oak Brook, IL 60521 
Ph. 708-574-0330 
Fax 708-574-0358 
1 ,3,4,6,7B 
(See Advertisement on p. 70 ) 

O'Hare in Focus 
1011 E. Touhy Ave ., Ste.440 
Des Plaines, IL 60018 
Ph. 708-299-6636 
Fax 708-824-3259 
1 ,3,4,5,6, 7B 
(See Advertisement on p. 72) 

Plaza Research 
Chicago, IL 
Ph. 201 -265-7500 
Opening Spring, 1990 
(See Advertisement on p. 88) 

Precision Field Services 
Oak Mill Mall 
7900 Milwaukee Ave., Ste. 22 
Niles, IL 60648 
Ph. 708-966-8666 
Fax 708-966-9551 
1 ,3,4,5,6, 7 A 
(See Advertisement on p. 11) 

Quality Controlled Services 
Lombard Office Park, Ste. 107 
55 W. 22nd St. 
Lombard, IL 60148 
Ph . 708-620-5810 
Fax 708-620-8804 
1 ,3,4,6,7B 
(See Advertisement on p. 55) 

Quick Test 
Ford City Shopping Center 
7601 S. Cicero Ave. 
Chicago, IL 60652 
Ph. 312-581 -9400 
Fax 312-581 -9758 
1 ,3,4,6,7A 
(See Advertisement on p.3 ) 

Quick Test 
429 Hawthorne Center 
Vernon Hills, IL 60061 
Ph. 708-367-0036 
Fax 708-367-4863 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Research For Chicago 
1420 Kensington Rd ., Ste. 206 
Oak Brook, IL 60521 
Ph. 708-574-2224 
Fax 708-574-0150 
1 ,2,3,4,6,7B 

Smith Research 
1121-P Lake Cook Road 
Deerfield, IL 60015 
Ph . 708-948-0440 
Fax 708-948-8350 
1 ,2,3,4,6, 7B 

December, 1989 

Smith Research Ph . 708-675-0200 
1 ,3,4,6,7B 150 E. Huron, Ste. 720 

Chicago, IL 60611 
Ph. 708-948-0440 Time N Talent 

Alquonquin Mills Mall 
1400 Golf Rd. 

Fax 708-948-8350 
1 ,2,3,4,6,7B 

Survey Center, Inc. 
At North Pier 

Rolling Meadows, IL 60008 
Ph. 708-806-0006 
1 ,3,4,6,7A 

455 E. Illinois 
Chicago, IL 60611 
Ph. 312-321 -8100 
Fax 312-321-0607 
1 ,2,3,4,5,6,7D 

United States Testing Company 
300 Marquardt Drive 
Wheeling , IL 60090 

(See Advertisement on p. 41 ) 
Ph. 708-520-3600 
Fax 708-520-7933 or 520-3621 
1 ,3,6,7C 

Time N Talent, Inc. 
Lincolnwood Corp. Center 
7337 N. Lincoln Ave. 
Lincolnwood, IL 60646 

Business Data Collection: 
A Management's Point of View 

WE BELIEVE 
THERE'S A DIFFERENCE. 

BuTYouMusT 
CONSIDER THE SOURCE. 

Business data collection is a highly specialized field, but 
unfortunately it's crowded with generalists. Choose the 
specialists at Walker: Data Source. Our differences make 
a difference. Are these important to you? 
#1: Who in an organization has the knowledge to 

answer the questions? 
#2: What can be done to make an interview less rigid? 
#3: The fact that respondents wonder, "What will 

participating in this interview do for me? How will 
this benefit me?" 

We can make a big difference in these areas once you 
consider the Source. For specific information on our 
services, complete and return this card. 

Name: ________________________________ __ 

Title: _______________ _ 

Company: _______________ _ 

Address: ______________ _ 

______________ Phone: _________ _ 

• WALKER: 

1-800-334-3939 
3939 Priority WayS. Dr. · P.O. Box 80432 · Indianapolis, IN 46280-0432 · (317) 843-3939 
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View Point, Inc. 
3059 W. Palmer Square 
Chicago, IL 60647 
Ph . 312-276-3900 
1 ,3,4,6,7C 

PEORIA 

Scotti Bur. Mktg . Rsch . 
1118 N. Sheridan Rd. 
Peoria, I L 61606 
309-673-6194 
1 ,3,4,5,6,7C 

INDIANA 

EVANSVILLE 

Auditaire Management Reports 
1510 W. Franklin 
Evansville, IN 47710 
Ph . 812-424-5170 
1 ,3,6,7C 

Gore Research and Associates 
Old Nat' I Bank Bldg., Ste. 1011 
Evansville, IN 47708 
Ph . 812-422-3221 
1 ,3,4,6,7B 

Product Acceptance & Research(PAR) 
1510 W. Franklin St. 
Evansville, IN 47710 
Ph . 812-425-3533 
Fax 812-421 -6806 
1 ,3,4,6,7B 

Product Acceptance & Research(PAR) 
1139 Washington Square Mall 
Evansville, IN 47715 
Ph. 812-474-4650 
Fax 812-421 -6806 
1 ,3,4,6,7A 

FORT WAYNE 

Dennis Research Services, Inc. 
3502 Stellhorn Rd. 
Ft. Wayne, IN 46815 
Ph . 219-485-2442 
Fax 219-485-1476 
1 ,3,4,6,7B 

Dennis Research Services, Inc. 
4201 Coldwater Road 
Ft. Wayne, IN 46805 
Ph. 219-484-2986 
Fax 219-485-1476 
1 ,3,4,6,7A 

Wallace Interviewing Service 
Southtown Mall , Ste. D-03 
7800 S. Anthony Blvd. 
Ft. Wayne, IN 46816 
Ph . 317-784-0497 
1 ,3,6,7A 

INDIANAPOLIS 

Circle City Research 
3707 No. Shadeland, Ste. B-1 
Indianapolis, IN 46226 
Ph. 317-545-8000 
1 ,3,4,6,7B 

Herron Associates , Inc. 
71 0 Executive Park Drive 
Greenwood, IN 46143 
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Ph. 317-882-3800 
Fax 317-882-4716 
1 ,3,4,6,7B 

Herron Associates , Inc. 
Wash ington Square Mall 
Indianapolis, IN 46229 
Ph . 317-882-3800 
Fax 317-882-4716 
1 ,3,4,6,7A 

Indianapolis Research Company 
3037 South Meridian St. 
Indianapolis, IN 46217 
Ph . 317-788-0861 
1 ,3,4,6,7B 

Strategic Marketing & Research 
303 No. Alabama, #21 0 
Indianapolis , IN 46204 
Ph. 317-262-4680 
1 ,3,6,7B 

Walker: Data Source 
3939 Priority Way So. Dr. 
P.O. Box 80432 
Indianapolis, IN 46280 
Ph . 317-843-3939 
Fax 317-843-8638 
1 ,3,4,6,7B 
(See Advertisement on p. 73 ) 

SOUTH BEND 

The Research Centre , Inc. 
115 W. Colfax Avenue 
South Bend, IN 46601 
Ph. 219-287-7070 
Fax 219-234-8207 
1 ,2,3,4,6, 7B 

Sheffer Advertising Agency 
115 W. Colfax Avenue 
South Bend, IN 46601 
Ph . 219-233-6970 
1,3,6,7B 

IOWA 

CEDAR RAPIDS/ 
WATERLOO 

Frank N. Magid Associates 
One Research Center 
Marion , lA 52302 
Ph . 319-377-7345 
Fax 319-377-5861 
1 ,3,6,7B 

DAVENPORT 

Per Mar Research Services 
322 Brady Street 
Davenport, lA 52801 
Ph. 319-322-1960 
Fax 319-322-1370 
1 ,3,6,7C 

Scotti Bur. Mktg .Rsch . 
Northpark Mall 
320 W. Kimberly Road 
Davenport, lA 52806 
Ph . 319-386-1905 
1 ,3,4,6,7A 

DES MOINES 

Friedman Marketing/Des Moines 
Southridge Mall 

1111 E. Army Post Rd., #158 
Des Moines, lA 50315 
Ph. 515-287-4744 or 313-569-0444 
Fax 515-287-5937 
1 ,3,4,6,7A 

IMR Systems, Ltd. 
507 Tenth St., #802 
Des Moines, lA 50309 
Ph. 515-282-7800 
1 ,3,6,7B 

Mid-Iowa Interviewing 
204A Valley West Mall 
1551 -35th St. 
West Des Moines, lA 50265 
Ph. 515-225-6232 
1,3,6,7A 

Per Mar Research Services 
2901 Doughlas Ave ., Ste. 1 A 
Des Moines, lA 50310 
Ph . 515-277-5746 
Fax 515-255-3664 
1,3,6,7C 

KANSAS 

KANSAS CITY 
(See Kansas City, MO) 

TOPEKA 

Central Research Corp. 
900 Bank IV Tower 
Topeka, KS 66603 
Ph . 913-233-8948 
Fax 913-233-8956 
1,3,6,7B 

WICHITA 

Data Net-Wichita 
Towne East Square Mall 
7700 E. Kellogg , M-3 
Wichita, KS 67207 
Ph. 316-682-6655 
Fax 316-682-6664 
1 ,3,4,6,7A 

Marketing Support Services, Inc. 
200 No. Broadway, #220 
Wichita, KS 67202 
Ph . 316-263-3949 
Fax 316-292-327 4 
1 ,3,7B 

Name Services Unlimited 
1786 So. Seneca, #6 
Wichita, KS 67213 
Ph. 316-264-3670 
1 ,3,6,7B 

United States Testing Company 
Town West Square, Store 804 
Wichita, KS 67209 
Ph . 316-943-1153 
1 ,3,4,6,7A 

Codes : 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Ki tchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7A. Shopping Mall 
78 . Office Building 
7C. Free Standing 
70 . Other 
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Wichita Marketing Research , Inc. 
224 Ohio 
Wichita, KS 67214 
Ph. 316-263-6433 
Fax 316-263-0885 
1,3,7C 

KENTUCKY 

LEXINGTON 

Wilkerson & Associates 
330 E. Main St. , Ste. 200 
Lexington , KY 40507 
Ph. 606-231 -9481 
1,3,6,7B 

LOUISVILLE 

Davis Research Services, Inc. 
4229 Bardstown Rd. 
Louisville , KY 40218 
Ph . 502-499-0607 
1 ,3,4,6,7A 

Personal Opinion , Inc. 
3415 Bardstown Rd ., Ste. 206A 
Louisville , KY 40218 
Ph. 502-451 -1971 
Fax 502-451 -3940 
1 ,2,3,4,5,6,7B 

Southern Research Services, Inc. 
1930 Bishop Lane, #921 
Louisville, KY 40218 
Ph . 502-454-0771 
1 ,3,4,6,7B 

Southern Surveys Inc. 
1519 Gagel Avenue 
Louisville , KY 40216 
Ph . 502-367-7199 
1 ,3,4,6,7B 

Stevens Research Services , Inc. 
3010 Hikes Lane 
Louisville , KY 40220 
Ph. 502-456-5300 
1 ,2,3,4,6, 7C 

Wilkerson and Associates 
3339 Taylorsville Rd. 
Louisville, KY 40205 
Ph. 502-459-3133 
1 ,3,4,5,6,7C 

OWENSBORO 

Market Research Services 
4530 Hwy. 1514 
Utica, KY 42376 
Ph. 502-785-4033 
1 ,3,4,6,7B 

LOUISIANA 

BATON ROUGE 

Gulf State Research Center 
Bon Marche Mall 
7361 Florida Blvd . 
Baton Rouge, LA 70806 
Ph . 504-926-3827 
1 ,3,4,6,7A 

JKB and Associates 
2223 Quail Run Dr., C-2 
Baton Rouge, LA 70808 
Ph. 504-766-4065 
Fax 504-766-9597 
1 ,3,4,6,7B 

December, 1989 

Saurage-Thibodeaux Research , Inc. 
4000 So. Sherwood Forest Blvd. , #501 
Baton Rouge, LA 70816-4366 
Ph . 504-293-2415 
Fax 504-295-0009 
1 ,3,6,7B 

LAFAYETTE 
Information, Inc. 
1223 St. John 
Lafayette, LA 70502 
Ph . 318-234-7243 
Fax 318-232-6656 
1 ,3,4,6,7B 

NEW ORLEANS 

Analytical Studies, Inc. 
708 Rosa Avenue 
Metairie, LA 70005 
Ph. 504-835-3508 
1 ,3,6,7B 

Friedman Marketing/New Orleans 
1701 Barataria Blvd. , Ste. 666 
Marrero, LA 70072 
Ph. 504-340-0972 
1 ,3,4,6,7A 

Heakin Research , Inc. 
1401 W. Esplanade, Ste. 116 
Kenner, LA 70065 
Ph . 504-464-9188 
1 ,3,4,6,7A 

Linden Research Services Corp. 
197-504 Westbank Exp. 
Gretna, LA 70053 
Ph . 504-368-9825 
1 ,3,4,6,7A 

N G L Research Services , Inc. 
4300 S. l-10 Service Rd. , Ste 115 
Metairie , LA 70001 
Ph. 504-456-9025 
Fax 504-456-9072 
1 ,3,4,6,7B 

New Orleans Field Service Assoc. 
257 Bonnabel Blvd. 
Metairie, LA 70005 
Ph. 504-833-0641 
1,3,6,7B 

SHREVEPORT 

Carter Research 
800 American Tower 
401 Market Street 
Shreveport, LA 71101 
Ph. 318-227-1147 
1,6,7B 

DCW & Associates 
2229 Beckett, Ste. B 
Bossier City, LA 71111 
Ph. 318-742-0126 
1 ,6,7D 

Melton Market Research 
2835 Hollywood Ave ., Ste. 270 
Shreveport, LA 711 08 
Ph . 318-631 -5356 
Fax 318-635-7128 
1,3,6,7B 

I MAINE 

PORTLAND 

Consumer Research of Maine 
672 Ocean Avenue 
Portland, ME 04103 
Ph . 207-773~3849 
Fax 207-871 -0186 
1 ,2,3,4,6,7D 

Market Research Unlimited, Inc. 
40 Atlantic Place 
S. Portland , ME 04106 
Ph . 207-775-7249 
Fax 207-775-5223 
1 ,3,4,5,6 ,7B 

MARYLAND 

BALTIMORE 

A-H Interviewing 
3610 Milford Mill Rd . 
Baltimore, MD 21207 
Ph . 301 -922-9186 
1 ,3,4,6,7B 

CHESAPEAKE 
tr::~ .. G? SURVEYS 

Welcomes You to Baltimore 
Our Services Include: 

New modem focus group facility and spacious client view ing rooms. 

Full recruiting capabi lities . 

Specia li zing in consumer and all areas of medical and professional. 

Fully eq uipped test kit chen. 

25 WATS lines and local telephone interview ing. 

Complete te lephone monitoring system. 

Profess ionally trained interv iewers for all types of interv iewing. 

ew one-on-one interviewing room wi th client view ing room attached. 
Ca ll us for a quote on your next focus group or telephone survey . 

Carolyn Hilton 
Field Director 

CHESAPEAKE SURVEYS 
305 W . Chesapeake Ave. , Suite Ll 9 • Towson, MD 2 1204 

(30 1) 296-44 11 
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Baltimore Research Agency 
Windsor Court 
8320 Bellona Ave ., Ste. 40 
Baltimore, MD 21209 
Ph . 301 -484-2177 
Fax 301-484-0252 
1,3,6,7B 

Chesapeake Surveys 
305 W. Chesapeake Ave ., Ste. L 19 
Towson, MD 21204 
Ph. 301 -296-4411 
Fax 301 -828-6520 
1 ,3,4,6,7B 
(See Advertisement on p. 75 

Consumer Pulse of Baltimore 
8200 Perry Hall Blvd. 
White Marsh Mall #1 039 & #1152 
Baltimore, MD 21236 
Ph. 301 -256-7700 
Fax 301 -256-5148 
1 ,3,4,5,6,7A 
(See Advertisement on p. 65 ) 

Heakin Research , Inc. 
7839 Eastpoint Mall , Ste. 3 
Baltimore, MD 21224 
Ph. 301 -282-3133 
1 ,3,4,6,7A 

Maryland Marketing Source, Inc. 
817 Maiden Choice Ln ., #150 
Baltimore , MD 21228 
Ph . 301 -247-3276 
Fax 301 -536-1858 
1 ,3,6,7B 

Opinion Centers America 
Security Square Mall 
6901 Security Blvd. 
Baltimore , MD 21207 
Ph. 301 -597-9904 
Fax 301 -760-6744 
1 ,3,4,6,7A 

Opinion Centers America 
1410 No. Crain Highway, Ste. 9B 
Glen Burnie, MD 21061 
Ph. 301 -760-0052 
Fax 301 -760-6744 
1 ,3,4,6,7B 

Opinion Centers America 
Hunt Valley Mall 
Hunt Valley , MD 21030 
Ph. 301 -785-5344 
Fax 301 -760-6744 
1 ,3,4,6J A 

Opinion Centers America 
Golden Ring Mall 
6400 Rossville Blvd . 
Baltimore, MD 21237 
Ph. 301 -391-7750 
Fax 301 -760-6744 
1 ,3,4,6,7A 

MASSACHUSETTS 

BOSTON 

Bernett Research, Inc. 
230 Western Ave ., Ste. 201 
Boston , MA 02134 
Ph . 617-254-1314 
Fax 617-254-1857 
1 ,3,4,5,6,7B 
(See Advertisement on p. 77) 

Bernett Research, Inc. 
Assembly Square 
133 Middlesex Avenue 
Somerville, MA 02145 

76 

Ph. 617-623-2330 
1 ,3,4,6,7A 
(See Advertisement on p. 77) 

Boston Field and Focus 
4 Faneuil Hall Marketplace 
Boston, MA 02109 
Ph . 617-720-1870 
Fax 508-879-7108 
1 ,2,3,4,6,7B 

Car-Lene Research , Inc. 
Hanover Mall 
Hanover, MA 02339 
Ph . 617-826-0052 
1 ,3,4,6,7A 

CSI Qualitative Research Center 
66 Long Wharf, Third Floor 
Boston , MA 02110 
Ph. 800-227-0666 
Fax 203-748-1735 
1 ,2,3,4,6, 7B 

CSI Qualitative Research Center 
Northshore Mall 
Peabody, MA 01960 
Ph. 800-227-0666 
Fax 203-748-1735 
1 ,2,3,4,6, 7 A 

Decision Research 
99 Hayden Ave. 
Lexington , MA 02173 
Ph . 617-861 -7350 
1,3,6,7B 

Dorr & Sheff, Inc. 
90 Windom Street 
Boston, MA 02134 
Ph . 617-787-3677 
Fax 617-783-2254 
1 ,2,3,4,6,7B 

Fieldwork Boston, Inc. 
800 South Street 
Waltham, MA 02154 
Ph . 617-899-3660 
1 ,2,3,4,6,7B 

First Market Research Corp. 
121 Beach Street 
Boston , MA 02111 
Ph. 617-482-9080 or 800-347-7811 
Fax 617-482-9080 
1 ,3,6,7B 

National Qualitative Centers 
545 Boylston St. 
Boston , MA 02116 
Ph. 617-424-8800 
Fax 617-262-2156 
1 ,3,4,5,6,7B 

New England Marketing Research 
50-R Nichols St. 
Danvers, MA 01923 
Ph . 508-774-5688 
1 ,3,6,7C 

Panel Opinions, Inc. 
155 Middlesex Turnpike 
Burlington , MA 01803 
Ph. 617-229-6226 
1 ,3,4,5,6,7B 

Pathfinder Research Group 
629 Massachusetts Avenue 
Boxborough, MA 01719 
Ph. 508-263-0400 
1 ,3,4,6,7B 

Performance Plus, Inc. 
111 Speen St. , Ste 105 
Framingham, MA 01701 
Ph . 617-872-1287 
Fax 508-879-7108 
1 ,2,3,4,6,7B 

Quality Controlled Services 
190 N. Main Street 
Natick, MA 01760 
Ph . 508-653-1122 
Fax 508-653-4665 
1 ,3,4,6,7B 
(See Advertisement on p. 55) 

Qualitative Focus, Div. of 
Research Data, Inc. 
624 Worcester Rd . 
Framingham, MA 01701 
Ph . 508-875-1300 
Fax 508-872-2001 
1 ,3,4,6,7B 

Quick Test 
Watertown Mall 
550 Arsenal St. 
Watertown , MA 02172 
Ph . 617-924-8486 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Quick Test 
Dedham Mall , Route 1 
Dedham, MA 02026 
Ph . 617-326-0865 
1 ,3,4,5,6,7B 
(See Advertisement on p. 3 ) 

Quick Test 
Hamilton Plaza 
680 Worcester Rd. 
Framingham, MA 01701 
Ph. 508-872-1800 
Fax 508-875-4719 
1 ,3,4,6,78 
(See Advertisement on p.3 ) 

Research Data, Inc. 
624 Worcester Rd. 
Framingham, MA 01701 
Ph . 508-875-1300 
1 ,3,4,6,7B 

Survey and Research Service, Inc. 
2400 Massachusetts Ave. , 2nd Floor 
Cambridge, MA 02140 
Ph . 61 7-864-7794 
1 ,3,4,6,7B 

SPRINGFIELD/HOLYOKE 

CSi Qualitative Research Center 
Hampshire Mall 
South Maple Street 
Hadley, MA 01035 
Ph . 800-227-0666 
Fax 203-748-1735 
1 ,2,3,4,5,6,7A 

Doherty-Tzoumas Marketing 
75 Dwight Street 
Springfield, MA 01103 
Ph. 413-737-6165 
Fax 413-734-5321 
1 ,3,6,7B 

Trends of Springfield 
Performance Plus, Inc. 
Fairfield Mall 
591 Memorial Drive 
Chicopee, MA 01020 
Ph . 617-872-1287 
1 ,3,4,6,7A 

Codes: 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Avai lable 

location : 
7 A. Shopping Mall 
7B. Office Building 
?C. Free Standing 
70 . Other 
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Boston Hdqrs. 
230 Western Ave. 
Boston, MA 02134 
(617) 254-1314 

When fOB cheek 
it aD out, 

the answer is 
Bernett 

Research. 
Permanent Focus Fac- Executive In-store Coding 
Locations Full Observa· ilitieswith Inter· Inter· Central Door to and 

Locations Facility Kitchen lion Room moderators viewing viewing Telephone door Tabbing 

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

So. Shore Plaza y y y Boston, MA 

Assembly Sq. Mall y y y y y Boston, MA 

Rivergate Mall y y y y y y Nashville, TN 

Aurora Mall y y y y y y y y Denver, CO 

Northwoods Mall y y y y y y y Charleston, SC 

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

For research on the American marketplace, you need research facilities 
across America. And that's what Bernett Research gives you. We're in all the 
markets you need, with all the services you want. With more than a decade 
of experience meeting the needs of the nation's most expert marketers, we're 
ready for your next project. Bernett Research: what we have to offer is worth 
checking into. 

South Shore Plaza 
250 Granite Str. 
Braintree, MA 02184 
(617) 849-1692 

Assembly Square Mall 
133 Middlesex Ave. 
Somerville, MA 02145 
(617) 623-2330 

Rivergate Mall 
1000 'TWo Mile Pkwy. 
Nashville, TN 3 7072 
(615) 859-4484 

Aurora Mall 
14200 Alameda Ave. 
Denver, CO 80012 
(303) 341-1211 

Circle No. 160 on Reader Card 

Northwoods Mall 
2150 Northwood Blvd. 
North Charleston, SC 29418 
(803) 553-0030 

Menlo Park Mall 
Parsonage Rd. 
Edison, NJ 08837 
(201) 548-2900 



Western Massachusetts Interviewing 
Service, Inc. 

The Wilbraham Shops 
2341 Boston Road 
Wilbraham, MA 01 095 
Ph. 413-599-1781 
1 ,3,4,6,7A 

WORCESTER 

Quick Test 
Worcester Center-West Mall 
Worcester, MA 01608 
Ph. 508-754-3960 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

MICHI<.i-AN 

DETROIT 

Amrigon 
2750 So. Woodward 
Bloomfield Hills, Ml 48013 
Ph. 313-332-2300 
1,3,6,7B 

Consumer Pulse of Detroit 
725 S. Adams, Ste. 265 
Birmingham, Ml 48009 
Ph. 313-540-5330 
Fax 313-645-5685 
1 ,3,4,5,6, 7B 
(See Advertisement on p. 65 ) 

Data Accuracy 
15100 Northline 
Venture Center, #257 
Southgate, Ml 48195 
Ph . 313-283-0551 
1 ,3,6,78 

Detroit Marketing Services, Inc. 
18000 W. 8 Mile Rd. , Ste. 100 
Southfield, Ml 48075 
Ph. 313-569-7095 
Fax 313-569-8927 
1 ,3,4,6,7B 

Detroit Marketing Services, Inc. 
29755 Plymouth Rd. 
Livonia, Ml 48150 
Ph . 313-427-5360 
Fax 313-569-8927 
1 ,3,4,6,7A 

-----------------'-------------------i Friedman Marketing/Detroit 
Oakland Mall 

FOCUS in the 
Minneapolis/St. Paul 

Market 
When your projects include the Minneapolis/St. Paul market, turn to FOCUS. 
We will provide you and your client with respondents screened in strict 
accordance to your specifications, within your deadline. Established in 1972, 
FOCUS is an experienced field service agency with reliable and conscientious 
staff. Our clients are our best source of new business ... so please feel free to 
ask us for references . 

• Focus Group Facilities 
• Recruitment 
• Test Kitchens with one 

way mirrors 
• Central Phone- WATS 

• Mall Intercept 
• Executive & medical 
• All phases of consumer 

interviewing 
• Vehicle Clinics 

For Your Special Qualitative Needs 
Two Locations 

Each location has two focus rooms and a test kitchen . The four large and 
accommodating conference rooms have ample space for display and demon­
stration. The client viewing rooms are spacious and seat 12 in comfort. Test 
kitchens are fully equipped and provide excellent viewing . All rooms offer: 

• Large 5 x 10 double • Video jacks with taping 
paned one way mirrors available 

• Professionally installed • Security lock up in all 
sound systems areas 

• Client guest offices with • Appetizing meals and 
private phones snacks 

• Separate entrances for • Minutes from the airport 
clients and better hotels 

Our goal is to make you and your clients comfortable at our facility. We believe 
that a combination of quality control standards, spacious working conditions 
and a friendly, hospitable staff will provide you with the working atmosphere 
you deserve. 

Contact Judy Opstad at 

FOCUS 
Market Research, Inc. 

801 West 106th Street 4956 Lincoln Drive 
Bloomington, MN 55420 Edina, MN 55436 

612/881-3635 

78 
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350B W, 14 Mile Road 
Troy, Ml 48084 
Ph . 313-589-0950 or 313-569-0444 
Fax 313-589-0271 
1 ,3,4,6,7A 

Friedman Marketing/Detroit 
French-Town Square Mall 
2121 Monroe Street 
Monroe, Ml 48161 
Ph . 313-241 -1610 or 313-569-0444 
Fax 313-241-6804 
1 ,3,4,6,7A 

Friedman Marketing Organization 
25130 Southfield Rd., #200 
Southfield, Ml 48075 
Ph . 313-569-0444 
Fax 313-569-2813 
1 ,3,4,6,7A 

General Interviewing Surveys 
17117 W. Nine Mile Rd., Ste. 1020 
Southfield , Ml 48075 
Ph . 313-559-7860 
Fax 313-559-2421 
1 ,3,4,6,7B 

ICR Survey Research Group 
3785 Varsity Drive 
Ann Arbor, Ml 48018 
Ph . 313-971-2221 
1 ,2,3,4,6,7C 
(See Advertisement on p. 19) 

Market Interviews, Div. 
Market Opinion Research 
33029 Schoolcraft 
Livonia, Ml 48150 
Ph. 313-421 -3420 
1,3,6,7C 

Nordhaus Research, Inc. 
20300 W. 12 Mile Rd. 
Southfield, Ml 48076 
Ph . 313-827-2400 
Fax 313-827-1380 
1 ,3,4,6,7B 
(See Advertisement on p. 79 ) 

Codes: 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location: 
7A. Shopping Mall 
78. Office Building 
7C. Free Standing 
70. Other 
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Opinion Search 
21800 Melrose, Ste. 4 
Southfield, Ml 48075 
Ph. 313-358-9922 
Fax 313-358-9914 
1 ,3,4,6, 78 

Product & Consumer Evaluations 
28535 Orchard Lake Rd. 
Farmington Hills, Ml 48018 
Ph. 313-553-4100 
Fax 313-553-7 408 
1 ,3,6,78 

Quick Test 
Southland Center Mall 
23000 Eureka Road 
Taylor, Ml 48180 
Ph. 313-287-3600 
Fax 313-287-3840 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Research-One, Inc. 
21711 W. Ten Mile Rd. 
Southfield , Ml 48075 
Ph . 313-358-4055 
Fax 313-358-2762 
1 ,3,6,78 

TRENDFACTS Field Services 
31800 Northwestern Hwy., Ste. 380 
Farmington Hills, Ml 48018 
Ph . 313-855-7811 
Fax 313-855-2368 
1 ,2,3,4,5,6, 78 
Brand New Dual Focus Faci lities in '90. 
(See Advertisement on p. 2 ) 

Yee/Minard and Associates 
27300 W. 11 Mile Rd. , Ste. 500 
Southfield, Ml 48034 
Ph . 313-352-3300 
Fax 313-352-3787 
1 ,3,4,6,78 

GRAND RAPIDS 

Breakthru Surveys, Inc. 
535 Greenwood SE 
Grand Rapids, Ml 49506 
Ph. 616-451 -9219 
1 ,3,6,78 

Datatrack, Inc. 
161 Ottawa Ave., NW 
Grand Rapids, Ml 49503 
Ph . 616-776-7230 
1 ,2,3,4,6,78 

Nordhaus Research, Inc. 
2449 Camelot Court 
Grand Rapids, Ml 49506 
Ph . 616-942-9700 
Fax 616-942-1325 
1 ,3,6,78 
(See Advertisement on p. 79) 

Western Michigan Research , Inc. 
6143 1/2 28th St. SE 
Grand Rapids, Ml 49546 
Ph . 616-949-8724 
Fax 616-949-8511 
1 ,2,3,6,78 

KALAMAZOO 

Harrington Market Research 
511 Monroe St. 
Kalamazoo, Ml 49007 
Ph . 616-342-6783 
Fax 616-345-7337 
1 ,3,6,7C 

December, 1989 

Nordhaus has the 
expertise & resources 
to meet any or all of 
your corporate research 
needs. 

QUANTITATIVE QUALITATIVE 
• Advanced statistical analysis 
• 137 telephone stations; CATI capability 

• Outstanding focus group facilities in Detroit 
and Grand Rapids areas 

• A large, experienced team of professionals 
• Concise, comprehensive, actionable 

reports 

• Experienced moderators - male and 
female 

• Precision recruiting 
• Gourmet clien t meals 

NORDHAUS RESEARCH, INC. 
20300 W. Twelve Mile Rd. 
Southfield, Michigan 48076 

313-827-2400 
The established leader. 
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DETROIT. . 
NORTH AMERICA 

There's nothing trivial 
in the pursuit 

of your customers 
Qualitative marketing research isn't a guessing game. It'szeroing in on valid, 
reliable information that can make or break your business. And that requires 
dependable, top-notch recruiting and a productive work environment. That's 
where Concepts In Marketing Research (CIMR) can help. 
No matter whether your product is high finance, high tech, high fashion or high 
fiber. Or whether your customers are blue collar, white collar, gold collar or 
plaid collar. CIMR's professionals can recruit even the hardest-to-reach 
respondents from a base of more than 2 .5 million urban , suburban and rural 
middle Americans. 
And we offer a spacious, well-equipped downtown facility, conveniently located 
just 15 minutes from Minneapolis/St. Paul International Airport. An environ­
ment that's comfortable for you, and more important, one that's conducive to 
productive qualitative research sessions. All to help in your pursuit of those who 
keep your business in business-your customers. 
..,.. Focus group facilities ..,.. In-depth interviewing ..,.. Recruiting 
..,.. Project design and analysis ..,.. Field coordination 
..,.. Consumer, executive and medical experience 
To learn more about CIMR 's capabilities, call us collect at 612/228-5667, or 
write to us at P.O. Box 64931, St. Paul , MN 55164-0931. 

I I 
Concepts in 

elM~ Marketing Research , Inc. 
, P.O. Box64931 

._ ____ ...,. St.Pau1 ,M 55 164-0931 
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LANSING 

Capitol Research Services 
• 401 So. Washington Sq., 2nd Fir. 

Lansing, Ml 48933 
Ph . 517-484-5440 
Fax 517-322-0640 
1 ,3,6,78 

MINNES(lTA 

MINNEAPOLIS/ST. PAUL 

A and I of Minnesota 
1248 Eden Prairie Center 
Eden Prairie, MN 55344 
Ph. 612-941 -0825 
1 ,3,4,6,7A 

MINNEAPOLIS/ST. PAUL 

Orman Guidance Research Centre® 

COMPLETE, PROFESSIONAL, QUALITATIVE RESEARCH 

• Moderating and Marketing Analysis 

• Three large focus group rooms, one is a kitchen 

• Spacious, comfortable, sound proof viewing rooms with 
4' x 1 0' mirrors-Seat 20 

• Audio and video taping 

• Supervised on-location recruiting 

ON-PREMISE TASTE TEST BOOTHS 

Southgate Offi ce Plaza Minneapolis , Minn . 55437 
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THE 
ROCKWOOD 

(612) 831-4911 

Colle and McVoy Research 
7900 International Dr., #700 
Bloomington, MN 55420 
Ph . 612-851 -2566 
Fax 612-854-8639 
1 ,3,6,78 

Comprehensive Research Group 
Har Mar Mall 
2100 No. Snelling Avenue 
Roseville, MN 55113 
Ph. 612-635-0204 
1,3,6,7A 

CIMR,Concepts In Marketing Research 
400 N. Robert St. 
St. Paul , MN 55101 -2098 
Ph . 612-228-5667 
Fax 612-223-4488 
1 ,2,3,6,78 
(See Advertisement on p. 79) 

Cook Research & Consulting, Inc. 
6600 France Ave. So., Ste. 214 
Minneapolis, MN 55435 
Ph . 612-920-6251 
Fax 612-920-1230 
1 ,3,4,5,6, 78 

Codes: 
1 . Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7 A. Shopping Mall 
78 . Off ice Building 
?C. Free Standing 
70. Other 

DIFFERENCE Your room with a view 
Where you conduct your focus 
group interviews does make 
a diHerence. 

At Rockwood Research the difference is: 
• Thousands of fresh respondents 

within a few miles of our offices. 
• An ideal Twin Cities location. 
• An experienced professional staff. 
• Modern, state-of-the-art facilities. 

Our completely remodeled moderating area includes a large focus group room, a spacious 
observation room, private client offices and high-quality recording equipment. Ceiling-mounted 
microphones are connected to large speakers so you never miss a word from the respondents. 

Call us when you need focus group interviewing in the Twin Cities. 

Rockwood Research 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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Bette Dickinson Research , Inc. 
3900 36th Ave. No. 
Minneapolis, MN 55422 
Ph . 612-521 -7635 

Fax 612-334-3169 
1 ,3,6,7B 
(See Advertisement on p. 81) 

The Place To Get Ideas 
One Main at Riverplace, Ste. 502 
Minneapolis, MN 55414 
Ph. 612-331 -1570 

1 ,3,4,6,7C 

Focus Market Research, Inc. 
801 W. 1 06th St. , Ste. 201 
Bloomington, MN 55420 

Orman Guidance Research, Inc. 
715 Southgate Office Plaza 

1 ,2,3,6,7D 
(See Advertisement on p. 81) 

Ph. 612-881 -3635 
Fax 612-881 -1880 
1 ,2,3,4,5,6,7B 
(See Advertisement on p. 78 ) 

Focus Market Research, Inc. 
4956 Lincoln Drive 
Edina, MN 55436 
Ph . 612-933-0449 
1 ,2,3,4,5,6,7B 
(See Advertisement on p. 78 ) 

N.K. Friedrichs & Assoc. 
2500 Centre Village 
431 So. 7th Street 
Minneapol is, MN 55415 
Ph . 612-333-5400 
Fax 612-344-1408 
1 ,3,4,6,7B 

5001 w. 80th 
Minneapolis, MN 55437 
Ph . 612-831 -4911 
Fax 612-831 -4913 
1 ,2,3,4,5,6,7B 
(See Advertisement on p. 

Project Research , Inc. 
University Technology Center 
1313 Fifth St. SE 
Minneapolis, MN 55414 
Ph . 612-331 -9222 
Fax 612-331 -1726 
1 ,3,6,7B 

Quality Controlled Services 
2622 W. Lake St. , Ste. 150 
Minneapolis, MN 55416 
Ph . 612-926-2646 
Fax 612-926-6281 
1 ,3,6,7B 
(See Advertisement on p. 55) 

Research Systems 

Twin City Interviewing Service, Inc. 
3225 Hennepin Ave. So. 
Minneapolis , MN 55408 
Ph . 612-823-6214 
Fax 612-822-2330 
1 ,2,3,4,6,7C 

Winona MRB, Inc. 
8200 Humboldt Ave. So. 
Minneapolis, MN 55431 
Ph . 612-881 -5400 
Fax 612-881-0763 
1,3,6,7B 

WILLMAR 

Olsen Marketing, Inc. 
310 So. First St. 
Willmar, MN 56201 
Ph . 612-231 -1970 
1 ,6,7B 

Heakin Research , Inc. 
Knollwood Mall 
8332 Hwy. 7 
St. Louis Park, MN 55426 
Ph . 612-936-0940 

1809 S. Plymouth Rd., Ste. 325 
Minnetonka, MN 55343 MISSISSIPPI 

1 ,3,4,6,7A 

Lakewood Research 
50 South 9th Street 
Minneapolis, MN 55402 
Ph . 612-333-0471 
Fax 612-333-0471 Ext. 398 
1,3,6,7B 

Minnesota Opinion Research 
7901 Xerxes Avenue So., Ste. 300 
Bloomington, MN 55431 
Ph . 612-881 -2380 
Fax 612-831 -3452 
1 ,3,6,7B 

Molgren Research Associates 
1091 0 Wayzata Blvd. 
Minneapolis , MN 55343 
Ph . 612-544-8497 
1 ,4,6,7B 

MRC, Inc. 
5820 74th Ave. No., Ste. 105 
Brooklyn Park, MN 55443 
Ph . 612-561 -4467 
1 ,3,4,6,7B 

C.J. Olson Market Research, Inc. 
708 So. 3rd St. , Ste. 105 East 
Minneapolis, MN 55415 
Ph . 612-340-1262 

Ph . 612-544-6334 
Fax 612-544-6764 
1 ,2,3,4,5,6,7B 

Rockwood Research 
1751 W. County Road B 
St. Paul , MN 55113 
Ph . 612-631 -1977 
Fax 612-631 -8198 
1,3,6,7B 
(See Advertisement on p. 80) 

The Twin Cities Location 
3, 1 00 Square Feet to Serve You and Your Clients 

• Comfortable focus facility with viewing room for 1 0 

• Recru iting by random , dialing , client lists 
and directories 

C.J. Olson Market Research, Inc. 
Minneapolis, MN 61 2-340- 1262 
Fax : 61 2-334-3 169 
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JACKSON 

Friedman Marketing/Jackson 
1275 Metro Center Mall 
Jackson, MS 39209 
Ph. 601 -352-9340 or 313-569-0444 
Fax 601 -355-3530 
1 ,3,4,6,7A 

IN MINNEAPOUS - ST. PAUL 

The facility clients 
and respondents 

love to visit 
• Attractive, Convenient Riverplace 

Location is a magnet for recruiting hard-to­
get respondents- consumers, kids, business 
people. Great for client free time too! 

• Big, Flexible Rooms set up for your project 
in conference style, living room, kids on 
carpeting, or comfortable one-on-ones. 

• Designed-for-Clients Observation 
Rooms - Raised tiers, 15' mirrors, sound 
controls, private phones. 

• Professionalism and TIC committed to a 
problem-free project to meet your needs. 

• Call (612) 331-1570 to book: 

EEEE)I THE PLACE 
~ TO GET IDEAS TM 

One Main at Riverplace, Suite 502 
Minneapolis, MN 55414 
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MISSOURI 

JEFFERSON CITY 

Klein Market Test, Inc. 
226 East Dunklin 
Jefferson City, MO 65101 
Ph. 314-635-9600 
1,3,6,7B 

KANSAS CITY 

The Field House, Inc. 
7220 W. 98th Terrace 
Overland Park, KS 66212 
Ph . 913-341-4245 
1 ,2,3,4,5,6,7C 

The Field House, Inc. 
Oak Park Mall 
11319 W. 95th St. 
Overland Park, KS 66214 
Ph . 913-341 -4245 
1 ,3,4,6,7A 

Flaspohler-Rose Market Research , Inc. 
4330 Shawnee Mission Pkwy., #2 
Shawnee Mission , KS 66205 
Ph . 913-339-9180 
1 ,2,3,4,6,7B 

Heakin Research , Inc. 
Indian Springs Mal l 
4601 State Ave. 
Kansas City, KS 66102 
Ph. 913-596-2244 
1 ,3,4,6,7A 

Heaki n Research , Inc. 
Blue Ridge Mall 

4200 Blue Ridge Blvd . 
Kansas City, MO 64133 
Ph. 816-737-1130 
1 ,3,4,6,7A 

Heakin Research, Inc. 
116 Independence Center 
Independence, MO 64057 
Ph. 816-795-0706 
1 ,3,4,5,7A 

lnterro Research Inc. 
4050 Pennsylvania Manor Sq., Ste. 215 
Kansas City, MO 64111 
Ph. 816-931 -8770 
1 ,3,6,7B 

Market Research Institute, Inc. 
7315 Frontage Rd., Ste. 200 
Merriam, KS 66204 
Ph. 913-236-6060 
Fax 913-236-6094 

~·············---11......----:------------~1 ,2,3,4,6, 7B 

~ MO rketea m Quality Controlled Services r Corporate Woods Office Park 
10875 Grandview St. , Ste. 2230 
Overland Park, KS 66210 

ASSOCiates ~~~~;~-~~~--~~~~ 
1 ,3,4,5,6,7B 
(See Advertisement on p. 55 ) 

NEW FOCUS GROUP FACILITIES 
IN TWO MAJOR MARKETS 

St. Louis Centre, St. Louis, Missouri 

- Suburban Cleveland, Ohio 

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

• Recruited to your specifications 

• Held in a comfortable setting 

• Viewed from a spacious observation room 

• Audio recorded or video taped depending on 
your requirements 
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For any assistance with your qualitative research, 
call Valerie Bess, Director, Field Operations . 

314-569-1324 

555 No. New Ballas Road • St. Louis, Missouri 

Circle No. 168 on Reader Card 

Quality Controlled Services 
8600 Ward Parkway 
Kansas City, MO 64114 
Ph . 816-361 -0345 
1 ,3,4,6,7A 
(See Advertisement on p.55 ) 

Quality-On-Time Interviewing 
8889 Bourgade Ave. 
Lenexa, KS 66219 
Ph. 913-894-9012 
Fax 913-894-5240 
1 ,3,6,7B 

Valentine Radford 
911 Main St. 
Kansas City, MO 64105 
Ph . 816-842-5021 
Fax 816-472-5177 
1,3,6,7B 

ST. LOUIS 

Bryan Research 
1600 Heritage Landing, Ste. 104 
St. Charles, MO 63303 
Ph. 314-928-0811 
Fax 314-447-8124 
1 ,3,6,7B 

Consumer Opinion Research Council 
222 So. Meramec Ave., #301 -02 
St. Louis, MO 63105 
Ph . 314-863-3780 
Fax 314-863-2880 
1 ,2,3,4,6,78 

Fact Finders 
11960 Westline Industrial Dr., Ste. 105 
St. Louis, MO 63146 
Ph. 314-469-7373 
Fax 314-469-0758 
1 ,3,6,7B 

Codes: 
1 . Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7 A. Shopping Mall 
78 . Office Building 
7C. Free Standing 
70 . Other 
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Lucas Market Research 
Marietta Plaza 
13250 New Halls Ferry Rd. 
Florissant, MO 63033 
Ph . 314-838-0696 
1 ,3,4,5,6, 7C 

Marketeam Associates 
555 N. New Ballas Rd . 
St. Louis, MO 63141 
Ph . 314-569-1324 
Fax 314-993-7033 
1 ,3,4,6,7B 
(See Advertisement on p. 82 ) 

Marketeam Associates 
515 No. Sixth St. , #374 
St. Louis, MO 63101 
Ph. 314-569-1324 
Fax 314-241 -6429 
1,3,6,7A 
(See Advertisement on p. 82) 

Marketing Horizons, Inc. 
605 Old Ballas Rd ., Ste. 101 
St. Louis, MO 63141 
Ph. 314-432-1957 
Fax 314-432-7014 
1 ,3,6,7B 

Pragmatic Research, Inc. 
222 So. Meramec Ave., #301 
St. Louis, MO 631 05 
Ph. 314-863-2800 
1 ,3,4,6,7B 

Quality Controlled Services 
1655 Des Peres Rd. 
St. Louis, MO 63131 
Ph . 314-966-6595 
Fax 314-822-4294 
1 ,3,4,6,7B 
(See Advertisement on p. 55) 

Superior Surveys of St. Louis 
10795 Watson Rd . 
St. Louis, MO 63127 
Ph. 800-325-4982 or 314-965-0053 
Fax 314-965-8042 
1 ,3,4,6,7B 

United States Testing Company 
338 Jamestown Mall 
Florissant, MO 63034 
Ph. 314-741-0284 
1 ,3,4,6,7A 

Wade West-St. Louis, Inc. 
505 Northwest Plaza 
St. Ann , MO 63074 
Ph. 314-291-8888 
Fax 314-291-6611 
1 ,3,4,6,7A 
(See Advertisement on p. 23) 

Westgate Research , Inc. 
642 Office Parkway 
Creve Coeur, MO 63141 
Ph . 314-567-3333 
1,3,6,7B 

SPRINGFIELD 

Martell Research 
3 Corporate Center, Ste. 3-300 
Springfield , MO 65804 
Ph. 417-882-5999 
1 ,3,4,6,7B 

Opinion Center 
227 Battlefield Mall 
Springfield , MO 65804 
Ph . 417-887-1035 
1 ;3,4,6,7A 

December, 1989 

M<lNTANA 

GREAT FALLS 

Intermountain SIR 
902 3rd Avenue So. 
Great Falls, MT 59405 
Ph. 406-727-7050 
Fax 406-727-7051 
1 ,3,6,7B 

NEBRASKA 

LINCOLN 

Coy/Pedco 
2546 South 48th St. 
Lincoln, NE 68502 
Ph. 402-488-3753 
1,3,6,7A 

OMAHA 

Midwest Survey, Inc. 
8922 Cuming 
Omaha, NE 68114 
Ph. 402-392-0755 
Fax 402-392-1068 
1 ,3,4,6,7C 
(See Advertisement on p. 83) 

NEVADA 

LAS VEGAS 

Las Vegas Surveys 
3718 S. Maryland Parkway 
Las Vegas, NV 89119 
Ph . 702-796-6451 
1 ,3,4,6,7C 

RENO 

Sierra Market Research 
63 Keystone Ave., #302 
Reno, NV 89503 
Ph . 702-786-6556 
Fax 702-786-3279 
1 ,3,6,7B 

NEW HAMPSHIRE 

MANCHESTER 

American Research Group, Inc. 
814 Elm Street 
Manchester, NH 03101 
Ph. 603-624-4081 
Fax 603-627-1746 
1 ,3,6,7B 

Granite State Mktg. Rsch., Inc. 
1 North Main 
Derry, N H 03038 
Ph . 603-434-9141 
Fax 603-434-4176 
1 ,4,6,7B 

New England Interviewing, Inc. 
5 Coliseum Ave. 
Nashua, NH 03063 
Ph. 603-889-8222 
Fax 603-883-111 9 
1 ,3,4,6,7B 

New England Interviewing, Inc. 
650 Elm Street 
Manchester, NH 03101 
Ph . 603-641 -1222 
Fax 603-883-1119 
1 ,3,4,6,7B 

I NEW JERSEY 
(Also See New York City 
and Philadelphia) 

ATLANTIC CITY 

Survey Central 
1270 W. Washinton Ave., #31 0 
Cardiff, NJ 08232 
Ph. 609-383-1700 
1,3,6,7B 

Circle No. 169 on Reader Card 
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NEW BRUNSWICK 

NTL Associates 
77 Milltown Road 
E. Brunswick, NJ 08816 
Ph. 201-390-5656 
1 ,3,6,7B 

PRINCETON 

Research 1 00 
29 Emmons Drive 
Princeton, NJ 08540 
Ph. 609-924-6100 
Fax 609-452-0138 
1 ,3,4,6,7B 

Response Analysis 
377 Wall Street 
Princeton , NJ 08540 
Ph . 609-921 -3333 
Fax 609-921-2611 
1 ,3,6,7B 

J. Ross Associates, Inc. 
Princeton Windsor Office Pk. 
Princeton-Hightstown Rd. 
Cranbury, NJ 08512 
Ph . 609-443-3434 
1 ,3,4,5,6,7B 

Total Research Corporation 
Princeton Corporate Center 
5 Independence Way 
Princeton, NJ 08540 
Ph . 609-921-8100 
Fax 609-987-8839 
1 ,3,4,6,7B 

Providing 
Reliable, 
Cost--Effective, 

NEW MEXICO 

ALBUQUERQUE 

Sandia Marketing SeNices 
923 Coronado Center 
Albuquerque, NM 87110 
Ph. 505-883-5512 
Fax 505-883-4776 
1 ,3,4,6,7A 

Sandia Marketing SeNices 
2201 San Pedro NE, Bldg. 1, #230 
Albuquerque, NM 87110 
Ph . 505-883-5512 
Fax 505-883-4776 
1 ,2,3,4,5,6,7B 

SANTA FE 

Quick Test 
1124 Villa Linda Mall 
Santa Fe, NM 87505 
Ph. 505-471 -1699 
Fax 505-471 -4336 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

NEW YORK 

ALBANY 

Quick Test 
428 Mohawk Mall 
Schenectady, NY 12304 
Ph. 518-370-5077 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Data Collection 
for three key 
New York tnarkets 
Syracuse • Rochester 
is what vve do best! 

• Buffalo 

For more information on our organization, and how we can 
best serve yours through focus groups, mall intercepts, central 
telephones, audits, and our other services, please call. 

Marion Simon 
Research Service, Inc. 

Syracuse · Rochester Buffalo 
' (716) 359-1510 

Circle No. 170 on Reader Card 
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J.L.Whalen Markette Research 
521 Dwaaskill Pk. Prof. Bldg . 
Clifton Park, NY 12065 
Ph. 518-383-1661 
1 ,3,6,7B 

BUFFALO 

Buffalo SuNey & Research, Inc. 
1255 Eggert Rd. 
Buffalo, NY 14226 
Ph . 716-833-6639 
Fax 716-834-0396 
1 ,3,4,6,7C 

Ruth Diamond Market Research 
770 Alberta Dr. 
Buffalo, NY 14226 
Ph. 716-836-1110 
Fax 716-836-1114 
1 ,3,4,6,7A 

Goldhaber Research Associates 
One NFA Park 
Amherst, NY 14228 
Ph. 716-689-3311 
Fax 716-689-3342 
1 ,6,7B 

Marketing Decision Group, Inc. 
9141 Main Street 
Buffalo, NY 14031 
Ph . 716-634-2045 
1 ,3,4,6,7C 

Marion Simon Research Services 
C1 03 Walden Galleria 
Cheektowaga, NY 14225 
Ph. 716-684-8025 
Fax 716-684-3009 
1 ,3,4,6,7A 
(See Advertisement on p. 84 ) 

SuNey Svce. of West . New York 
1911 Sheridan Drive 
Buffalo, NY 14223 
Ph . 716-876-6450 
Fax 716-876-0430 
1 ,3,4,6,7B 

SuNey Svce. of West. New York 
Eastern Hills Mall 
4545 Transit Road 
Will iamsville, NY 14221 
Ph . 716-876-6450 
1 ,3,4,6,7A 

SuNey Svce. of West. New York 
McKinley Mall 
3701 W. McKinley Parkway 
Blasdell , NY 14219 
Ph . 716-876-6450 
Fax 716-876-0430 
1 ,3,4,6,7A 

NEW YORK CITY 

Accu-Trend Inc. 
1 045 Route 1 09 
Lindenhurst, NY 11757 
Ph . 516-957-8811 
Fax 516-957-8938 
1 ,3,6,7C 

Codes: 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location: 
7A. Shopping Mall 
78. Office Building 
7C. Free Standing 
70. Other 
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SUBSCRIBE TODAY!-------
Please enter my subscription for one year (10 issues) of Quirk's Marketing Research Review. If not 
satisfied after my 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 received. 

D Payment of $40 endosed Charge Credit Card D MasterCard DVisa 

CHARGE ACCOUNT NUMBER EXPIRATION SIGNATURE (REQUIRED FOR ALL CREDIT CARD ORDERS) 

Name _______________ Titl--_________ _ 

Company ________________________ ___ 
Address ____________________________________ __ 

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 Health Care 
D Consumer Durable 0 Business-To-Business D Other (Specify) -----
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A La Carte Research 
420 Jericho Turnpike 
Jericho, NY 11753 
Ph . 516-822-2050 
Fax 516-822-2056 
1 ,3,6,78 

Alenik-Rudman Research 
151 -1 7 82 Street 
Howard Beach, NY 11414 
Ph . 718-835-3100 
Fax 718-641 -6310 
1,3,6,7D 

A-One Research 
2800 Coyle Street 
Brooklyn , NY 11235 
Ph. 718-646-1721 
1,3,6,78 

Bernett Research, Inc. 
Menlo Park Mall 
Parsonage Road 
Edison, NJ 08837 
Ph . 201 -548-2900 
Fax 201 -549-0026 
1 ,3,4,6,7A 
(See Advertisement on p. 77) 

Beta Research Corp. 
6400 Jericho Turnpike 
Syosset, NY 11791 
Ph. 516-935-3800 
Fax 516-935-4092 
1 ,3,6,78 

The Conference Center of 
New Rochelle 
3 Cottage Place 
New Rochelle , NY 1 0801 
Ph . 914-576-3800 
1 ,3,4,6,78 

CSI Qualitative Research Center 
24 East 38th St. , Stes. 5A & 58 
New York, NY 10016 
Ph . 203-797-0666 
1 ,2,3,4,6,78 

CSI Testing Center 
Wayne Towne Center 
Intersections of Rts. 23,46 & 80 
Wayne, NJ 07470 
Ph . 800-227-0666 
Fax 203-7 48-1 735 
1 ,2,3,4,5,6,7A 

Tom Dale Market Research 
160 East 48th Street 
New York, NY 10017 
Ph . 212-758-9777 
1 ,3,4,5,6,78 

DTW Marketing Research Group 
395 Pleasant Valley Way 
West Orange, NJ 07052 
Ph . 201 -325-2888 
Fax 201 -325-1 285 
1 ,3,6,78 

Ebony Marketing Research , Inc. 
2100 Bruckner Blvd. 
Bronx , NY 10473 
Ph . 718-217-0842 
1 ,3,4,6,78 

Elrick & Lavidge, Inc. 
One Mack Centre Drive 
Mack Centre II , 4th Fir. 
Paramus, NJ 07652 
Ph . 201 -599-0755 
Fax 201 -599-9896 
1 ,3,4,6,78 

December, 1989 

Enclosed Mall Research 
1 04 Galleria Mall 
1 00 Main Street 
White Plains, NY 1 0601 
Ph. 914-997-7200 
1 ,3,4,6,7,A 

Fieldwork East, Inc. 
Two Executive Dr. 
Fort Lee, NJ 07024 
Ph . 201 -585-8200 
1 ,2,3,4,5,6,78 

Fieldwork East at Westchester, Inc. 
555 T axter Road 
Elmsford , NY 10523 
Ph. 914-347-2145 
1 ,2,3,4,5,6,78 

George Fine Research 
220 No. Central Park Ave. 
Hartsdale, NY 10530 
Ph. 914-328-0200 
1 ,3,6,78 

Focus America 
1140 Sixth Ave ., 9th Floor 
New York, NY 10036 
Ph . 212-302-1808 
1 ,3,4,6,78 

Focus Plus 
Div. of ASI Market Research , Inc. 
79 Fifth Avenue 
New York, NY 10003 
Ph . 212-807-9393 
Fax 212-645-3171 
1 ,3,4,6,78 
(See Advertisement on p. 87, 89, 91 ) 

Focus Plus 
Div. of ASI Market Research , Inc. 
141 Fifth Avenue 
New York, NY 10010 
Ph . 212-807-9393 
Fax 212-645-3171 
1 ,3,4,6,78 
(See Advertisement on p. 87,89, 91) 

The Focus Room & Field Service, NY 
231 Central St. 
White Plains, NY 1 0606 
Ph . 914-682-8404 
Fax 914-428-3925 
1 ,2,3,4,6,78 

Focus Room of New Jersey 
285 Grand Avenue 
5 Patriot Center 
Englewood, NJ 07631 
Ph. 201 -569-1919 
1 ,3,4,6,78 

Friedman Marketing/New York 
Jefferson Valley Mall 
650 Lee Blvd., E-1 
Yorktown Heights, NY 10598 
Ph. 914-962-9400 or 313-569-0444 
Fax 914-962-1067 
1 ,3,4,6,7A 

Glickman Research Associates 
354 Old Hook Road 
Westwood , NJ 07675 
Ph . 201-664-6688 
Fax 201 -664-0590 
1 ,3,6,78 

Heakin Research , Inc. 
Rockaway Town Square Mall 
Rockaway, NJ 07866 
Ph . 201 -328-0848 
1 ,3,4,6,7A 

Ideal Field Services, Inc. 
1242 Green Acres Mall 
Valley Stream, NY 11581 
Ph . 516-561 -1723 
1 ,3,4,6,7A 

Interviewers For Research/Suburban 
Associates 

515 Route 1 South 
Isel in, NJ 08830 
Ph. 201 -855-8900 
Fax 201 -855-9291 
1 ,2,3,4,6,78 

J & R North 
Harrison Street 
New Rochelle , NY 10801 
Ph . 914-235-8335 
1 ,3,4,6,7A 

Long Island Groups In Focus LTD 
1185 Northern Blvd. 
Manhasset, NY 11 030 
Ph. 516-365-8630 
Fax 516-365-4913 
1 ,2,3,4,5,6,7C 

Hard-to-find # 1 
The major express mail 
service needed speedy 

feed back from executive 
users of a low incidence 

international and domestic 
security service. 

We found: .. . those users 
quickly. and recruited them here in New York. Clients 

were also provided with private facilities including offices. 
phones and security. 
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Ci rcle No. 172 on Reader Card 

Manhattan Opinion Center 
369 Lexington Ave. 
New York, NY 10017 
Ph . 212-972-5553 
Fax 212-557-3085 
1 ,3,6,78 
(See Advertisement on p.868 ) 

Meadowlands Consumer Center 
The Plaza at the Meadows 
700 Plaza Drive, 2nd Fir. 
Secaucus, NJ 07094 
Ph. 201-865-4900 
Fax 201-865-0408 
1 ,2,3,4,5,6,78 

MetroMarket Research Center 
855 Valley Road 
Clifton , NJ 07013 
Ph . 201 /470-0044 
Fax 201 -470-0397 

---------------------------------1 1 ,3,4,5,6,78 

PLA7A 
~ESEARCH 

STATE OF THE ART 
FOCUS GROUP FACILITIES 

new york 
los angeles • chicago 

dallas • atlanta 
philadelphia 

NATIONAL HEADQUARTERS: 
120 Route 17 North, Paramus, NJ 07652 (201) 265-7500 

Pamela Rakow, Executive Director 

Circle No. 173 on Reader Card 

(See Advertisement on p. 90) 

T. A. Miller Company, Inc. 
1060 Clifton Ave. 
Clifton , NJ 07015 
Ph . 201 -778-6011 
1 ,3,4,6,78 

Murray Hill Center 
205 Lexington Avenue 
New York , NY 10016 
Ph . 212-889-4777 
Fax 212-683-2282 
1 ,3,4,6,78 

New York Conference Center, Inc. 
240 Madison Avenue 
New York, NY 10016 
Ph . 212-682-0220 
Fax 212-682-0214 
1,3,6,78 

New York Focus 
12 East 41st St. 
New York , NY 10017 
Ph . 212-481 -3780 
Fax 212-779-8623 
1 ,3,4,6,78 

Peters Marketing Research 
615 W. Mt. Pleasant Ave. 
Livingston, NJ 07039 
Ph . 201 -535-6488 ;:::======================================:;! Fax 201-535-9887 1 ,3,6,78 
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BRX/GL4DBAL,INC. 
We Focus on Your Interests 

• 8 minutes from airport and 
center of city 

• Ample , free parking adjacent 
to building 

• 13' x 20' conference room 
• Bi-level viewing room , 

comfortably seats 15 

• Uniquely styled V-shaped table 

• Separate moderator's station 

• State-of-the-art audiovisual 
equipment 

• Compact, fully equipped test 
kitchen 

169 Rue de Ville· Rochester, New York 14618 
Telephone: (716) 442-0590 FAX: (716) 442-0840 

Circle No.174 on Reader Card 

Plaza Research 
120 Rte . 17 North 
Paramu·s, NJ 07652 
Ph . 201 -265-7500 
Fax 201-265-7500 
1 ,2,3,4,6,78 
(See Advertisement on p. 88) 

The Product Development Workshop 
195 Columbia Turnpike 
Florham Park, NJ 07932 
Ph. 201 -765-0077 
1 ,3,4,5,6,78 

Codes: 
1 . Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7 A. Shopping Mall 
78. Office Building 
7C. Free Standing 
70. Other 
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Q and A Research , Inc. 
1701 Sunrise Hwy. 
Bay Shore , NY 11706 
Ph. 516-968-6868 
1 ,3,4,6,7A 

Quick Test 
11 Rye Ridge Plaza 
Rye Brook, NY 1 0573 
Ph . 914-937-0220 
1 ,3,4,6,7B 
(See Advertisement on p. 3) 

Quick Test 
#370 Sunrise Mall 
Massapequa, NY 11758 
Ph . 516-541 -5100 
Fax 516-541 -1099 
1 ,3,4,6,7A 
(See Advertisement on p. 3 ) 

Rich Interviewing , Inc. 
2611 Pettit Ave. 
Bellmore, NY 11710 
Ph. 516-826-8822 
1 ,3,4,6,7B 

St. George Research 
1025 W. St. George Avenue 
Linden , NJ 07036 
Ph . 201 -486-5700 
Fax 201 -486-5643 
1,3,6,7B 

Schlesinger Associates, Inc. 
Lincoln Plaza, Ste. 301 
2 Lincoln Highway 
Edison , NJ 08820 
Ph . 201-906-1122 
Fax 201-906-8792 
1 ,2,3,4,6,7B 
(See Advertisement on p. 39 ) 

Audrey Schiller Market Research 
64 Division Avenue 
Levittown, NY 11756 
Ph . 516-731 -1500 
1 ,3,4,6,7B 

Suburban Associates 
579 Franklin Turnpike 
Ridgewood , NJ 07450 
Ph. 201 -447-5100 
F ~X 201-44 7-9536 
1 ,2,3,4,6, 7C 
(See Advertisement on p. 69 ) 

Technical Analysis and Communications , Inc. 
20 E. Oakdene Ave. 
Teaneck, NJ 07666 
Ph . 201 -836-1500 
Fax 201 -836-1959 
1 ,2,3,4,6,7B 

Wolf/Aitschui/Callahan , Inc. 
171 Madison Avenue , #11 00 
New York, NY 10016 
Ph . 212-725-8840 
1 ,3,4,6,7B 

ROCHESTER 

Gordon S. Black Corp. 
1661 Pennfield Rd. 
Rochester, NY 14625 
Ph . 716-248-2805 or 800-866-7655 
1 ,3,6,7B 

December, 1989 

BRX/Giobal, Inc 
169 Rue De Ville 
Rochester, NY 14618 
Ph . 716-442-0590 
Fax 716-442-0840 
1 ,3,4,5,6,7B 
(See Advertisement on p. 88) 

Ford Research Services, Inc. 
Marketplace Mall 
3400 W. Henrietta Rd. 
Rochester, NY 14623 
Ph . 716-424-3203 
Fax 716-292-0523 
1 ,3,4,5,6,7A 

Marion Simon Research Services 
49 Wildbriar Rd . 
Rochester, NY 14623 
Ph. 716-359-1510 
Fax 716-334-9423 
1 ,3,4,6,7C 
(See Advertisement on p. 84) 

SMG Research 
260 East Avenue 
Rochester, NY 14604 
Ph . 716-263-2614 
Fax 716-271 -6250 
1 ,3,6,7B 

The Sutherland Group, Ltd. 
1160-B Pittsford-Victor Rd. 
Pittsford , NY 14534 
Ph . 716-586-5757 
1 ,3,6,7B 

SUFFOLK COUNTY 

J & R Mall Research 
800 Montauk Hwy. 
Shirley, NY 11967 
Ph. 516-399-0200 
1 ,3,4,6,7A 

SYRACUSE 

KS&R Consumer Testing Center 
Shoppingtown Mall 
Syracuse, NY 13214 
Ph. 800-289-8028 
Fax 315-471 -0115 
1 ,2,3,4,6, 7 A 

McCarthy Associates 
Penn Cam Mall 
5775 South Bay Road 
Syracuse, NY 13041 
Ph. 315-458-9320 
1 ,2,3,4,6, 7 A 

Marion Simon Research Services 
Northern Lights Mall 
Syracuse, NY 13212 
Ph. 315-455-5952 
Fax 315-455-1826 
1 ,3,4,6,7A 
(See Advertisement on p. 84 ) 

NORTH CAROLINA 

ASHEVILLE 

American Sales & Marketing 
216 Vance Street 
Hendersonville, NC 28739 
Ph . 704-693-1971 
1 ,6,7B 

CHARLOTTE 

Catherine Bryant & Assoc. 
6000 Market Square Court 
Clemmons, NC 27012 
Ph. 919-766-8966 
1 ,3,6,78 

Charlotte Research Services 
301 E. Kingston Avenue 
Charlotte, NC 28203 
Ph. 704-333-5028 
1,3,6,78 

Consumer Pulse of Charlotte 
Eastland Mall 
5625 Central Avenue 
Charlotte, NC 28212 
Ph. 704-536-6067 
1 ,3,4,5,6,7A 
(See Advertisement on p. 65) 

Hard-to-find #2 
Owners of highly sophisticated. 
15 million dollar mainframe computer. 
Only 40 exist in the USA. 

We found: ... several of these owners 
in the New York metropolitan area. 
Confidentiality was respected and 
respondents were in our group sessions 
in a record two-week turnaround. 
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ROOM Introducing MetroMarket 
Research Center, the most 

WITH A completefocusgroup, 
interoiewing facility in 

northern New jersey 

VIEW • Consistently high quality 
recruiting 

ON THE • Located in the heart 
of a widely diverse 

NY METROre~~~:~~~~~~ 
AREA 

respondent 
conference rooms 

for one-on-ones, medium and 
large groups 

• Fully equipped test kitchen 
• Comfortable, spacious client viewing 

rooms seat 15 + 
• Just 13 miles from mid-town Manhattan 

MetroMarketResearchCenter ~ 
855Valley Road,Clifton,NJ07013 (201)470-0044 

Circle No. 176 on Reader Card 

That's why more and more of the most demanding 
marketeers nationwide are coming to us. Our sharp 
15-suite office, one-way viewing, central telephone 
bank and a very sharp staff delivers the sharpest 

focus group recruitment avail­
able anywhere. Get the edge on 
your competition. Call Teri 
Leibowitz, (704) 357-1961. 

market Research Rssoc. Inc. 
One Parkway Plaza, Suite 110, Charlotte, NC 282 17, FAX (704 ) 357- 1965 

Circle No.177 on Reader Card 

KPC Research 
908 S. Tryon Street 
Charlotte, NC 28202 
Ph . 704-379-6342 or 342-1626 
Fax 704-342-1600 
1 ,3,6,7B 

Leibowitz Market Research Assoc. 
One Parkway Plaza, Ste. 110 
Charlotte, NC 28217 
Ph. 704-357-1961 
Fax 704-357-1965 
1 ,3,4,6,7B 
(See Advertisement on p. 90) 

W.H . Long Marketing, Inc. 
Golden Gate Shopping Center 
2240 Golden Gate Dr. 
Greensboro, NC 27 408 
Ph . 919-292-4146 
1 ,2,3,4,6,7A 

MarketWise, Inc. 
821 Baxter Street, Ste. 302 
Charlotte, NC 28202 
Ph . 704-332-8433 
1 ,3,4,6,7B 

Video Testing Service(VTS) 
301 So. Green St. , Ste. 16 
Greensboro, NC 27401 
Ph . 919-275-9990 
1 ,3,6,7B 

Wade West, Carolina 
Carolina Circle Mall, #112 
U.S. 29 North 
Greensboro, NC 27405 
Ph . 919-854-3333 
Fax 919-621-3484 
1 ,3,4,6,7B 
(See Advertisement on p. 23) 

RALEIGH 

Diener & Associates 
200 Park Bldg., Ste. 111 
Rsch. Tri. Pk., NC 27709 
Ph . 919-549-8945 
1,3,6,7B 

FGI , Inc. 
700 Eastowne Dr. 
Chapel Hill , NC 27514 
Ph. 919-493-1 670 
Fax 919-490-8829 
1 ,3,4,6,7B 

Johnston, Zabor & Assoc. 
2222 Chapel Hill/Nelson Hwy. 
Headquarters Park, #300 
Durham, NC 27713 
Ph. 919-544-5448 
1 ,3,4,6, 7B 

L and E Research 
3803 Computer Dr., Ste. 108 
Raleigh , NC 27609 
Ph. 919-782-3860 
Fax 919-787-3428 
1 ,3,4,6,78 

Codes: 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location: 
7A. Shopping Mall 
78. Office Building 
7C. Free Standing 
70. Other 
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Management Rsch. & Ping . Corp. 
303 Blake St. , #200 
Raleigh , NC 27601 
Ph . 919-856-1144 
Fax 919-856-0020 
1,3,6,7B 

A North Carolina State 
Interviewing Service 
4208 Six Forks Rd . 
Bldg . 2, Ste. 333 
Raleigh, NC 27609 
Ph. 919-781 -0555 or 781 -7810 
1,3,6,7B 

Quick Test 
South Square Mall 
Durham, NC 27707 
Ph . 919-489-3104 
Fax 919-490-8979 
1 ,3,4,6,7A 

WINSTON-SALEM 

Bellomy Research , Inc. 
1 08 Cambridge Plaza Dr. 
Winston-Salem, NC 27104 
Ph . 919-765-76 76 or 800-443-7344 
Fax 919-765-8084 
1 ,3,4,5,6,7C 

Winston-Salem Focus Group Centre 
Div. of Martin Research , Inc. 
1312 Westagte Center Drive 
Winston-Salem, NC 27103 
Ph . 919-760-2072 
1 ,3,4,6,7B 
(See Advertisement on p. 101 ) 

OHIO 

AKRON 

Opinion Centers Akron 
2872 West Market Street 
Akron , OH 44313 
Ph . 216-867-0885 
1 ,3,4,6,7B 

CINCINNATI 

ADI Research , Inc. 
8044 Montgomery Rd., Ste. 625 
Cincinnati , Oh 45236 
Ph . 513-984-2470 
Fax 513-984-2470 
1 ,2,3,4,6,7B 

Advanced Research In Marketing 
10133 Springfield Pike 
Cincinnati , OH 45215 
Ph. 513-772-2929 
Fax 513-772-0731 
1 ,3,4,6,7C 

The Answer Group 
11161 Kenwood Rd. 
Cincinnati , OH 45242 
Ph . 513-489-9000 
Fax 513-489-9130 
1 ,3,4,6,7B 
(See Advertisement on p. 93) 

The Answer Group 
Downtown Cincinnati 
Cincinnati , OH 45242 
Ph. 513-489-9000 
Fax 513-489-9130 
1 ,3,4,6,7B 
(See Advertisement on p. 93 ) 

December, 1989 

Assistance In Marketing, Inc. 
11890 Montgomery Rd. 
Cincinnati , OH 45249 
Ph . 513-683-6600 
Fax 513-683-9177 
1 ,3,4,5,6,7C 

Assistance In Marketing 
9523 Colerain Avenue 
Cincinnai , OH 45251 
Ph . 513-385-8228 
Fax 513-683-9177 
1,3,6,7A 

Assistance In Marketing , Inc. 
Florence Mall 
Florence, KY 41042 
Ph. 606-283-1232 
Fax 513-683-9177 
1 ,3,4,6,7A 

B & B Research Services, Inc. 
8005 Plainfield Rd . 
Cincinnati , OH 45236 
Ph . 51 3-793-4223 
Fax 513-793-9117 
1 ,3,4,6,7B 

Burke Marketing Research 
Gwynne Bldg ., 6th & Main Sts. 
Cincinnati , OH 45202 
Ph . 513-852-8676 
Fax 513-852-3013 
1 ,3,6,7B 

Consumer Pulse of Cincinnati 
514 Forest Fair Drive 
Cincinnati , OH 45240 
Ph . 513-671 -1211 
1 ,3,4,5,6,7A 
(See Advertisement on p. 65 ) 

Consumer Testing Services 
of Greater Cincinnati 
311 Philadelphia St. 
Covington , KY 41011 
Ph. 606-431 -7700 
1 ,3,6,7B 

Elrick & Lavidge, Inc. 
11 Triangle Park Dr. 
Cincinnati , OH 45246 
Ph . 513-772-1990 
Fax 513-772-2093 
1 ,3,6,7B 

Fields Marketing Research, Inc. 
7979 Reading Rd . 
Cincinnati , OH 45237 
Ph . 513-821-6266 
Fax 513-821 -0210 
1 ,2,3,6,7B 
(See Advertisement on p. 92 ) 

MarketVision Research , Inc. 
4480 Lake Forest Drive 
Cincinnati , OH 45242 
Ph . 513-733-5600 
513-733-5603 
1 ,3,4,5,6,7B 

Marketing Research Services, Inc. 
15 E. 8th St. 
Cincinnati , OH 45202 
Ph . 513-579-1555 
1 ,3,4,5,6,7A 

QFact Marketing Research , Inc. 
9908 Carver Rd . 
Cincinnati , OH 45242 
Ph. 513-891 -2271 
Fax 51 3-791 -7356 
1 ,3,4,5,6, 7B 

Research and Results , Inc. 
29 Triangle Pk., Ste. 2902 
Cincinnati , OH 45246 
Ph . 513-772-9111 
1 ,3,6,7B 

Spar/Burgoyne 
705 Central Ave. , Ste. 500 
Cincinnati , OH 45202 
Ph . 513-621 -7000 
1 ,3,4,6,7B 

CLEVELAND 

Business Research Services 
23825 Commerce Park 
Cleveland, OH 44122 
Ph . 216-831 -5200 
1 ,3,4,6,7B 

Cleveland Survey Center 
691 Richmond Mall 
Cleveland , OH 44143 
Ph . 216-321 -0006 
Fax 216-461 -9525 
1 ,3,4,6,7A 

• Computerized validation assures 
first time respondents. 

• Comfortable client room seats 20. 

Focus Plus 
The Qualitative Research FacUlty 
with the best New Volt( has to offer. 

79 Fifth Avenue, N.Y., N.Y. 10003 
(212) 807-9393 FAX (212) 645-3171 
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Fields Marketing Research, Inc. 
7979 READING ROAD • CINCINNATI, OHIO 45237 

CINCINNATI's ....... . 
Most spacious and advanced focus group facility. 

FMR provides ... 

• Cincinnati's only centrally 
located focus facility. 

• Easy access to airport,fine 
hotels and restaurants. 

• Convenient for wide cross 
section of respondents. 

• Viewing room 14' .x 26' with 
8' .x 12' mirror. 

• Focus room 19' .x 24'. 

• 28 telephone stations. for 
local and national studies. 

MemberS of ... 

A.M.A. 
• National. 
• Cincinnati Chapter. 

M.R.A. 
• National. 
• Great Lakes Chapter. 

Call or write for our 
brochure. 

For a quick: bid in Cincinnati, 
Fax us specs on your next 
study. 

Donna J. Fields, President 
Ken A. Fields, Vice President 

FOCUS ROOM (19' x 24') 

OBSERVATION ROOM 
(ROOM 14' X 26' I MIRROR 8' X 12') 

Call (513) 821-6266 • FAX (513) 821-0210 
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Consumer Pulse of Cleveland 
4301 Ridge Road 
Cleveland, OH 44144 
Ph . 216-351 -4644 
Fax 216-351 -7876 
1 ,3,4,6,7C 
(See Advertisement on p.65 ) 

Focus Groups of Cleveland 
2 Summit Park Dr., Ste. 225 
Cleveland, OH 44131 
Ph. 216-642-8883 
Fax 216-461 -9525 
1 ,3,4,6,7B 
(See Advertisement on p.93 ) 

Heakin Research , Inc. 
Severance Center 
3542 Mayfield Road 
Cleveland Heights, OH 44118 
Ph . 216-381 -6115 
1 ,3,4,6,7A 

The Maffett Research Group 
25111 Country Club Blvd. , Ste. 290 
No. Olmsted, OH 44070 
Ph . 216-779-1303 
Fax 216-779-271 8 
1 ,3,4,6,7B 

Marketeam Associates 
Eastwood Mall , Ste. 2636A 
5555 Youngstown 
Niles, OH 44446 
Ph . 216-544-5253 
Fax 216-544-5253 
1 ,3,6,7A 
(See Advertisement on p. 82) 

Marketeam Associates 
3645 Warrensville Center Rd . 
Shaker Heights, OH 44122 
Ph. 216-491 -9515 
Fax 216-491 -8552 
1 ,3,6,7B 
(See Advertisement on p. 82 ) 

National Market Measures, Inc. 
6501 Wilson Mills Road 
Mayfield Village, OH 44143 
Ph . 216-473-7766 
Fax 216-4 73-0428 
1 ,2,3,6,7B 

National Market Measures, Inc. 
28901 Clemens Road 
Westlake, OH 44134 
Ph . 21 6-4 73-7766 
Fax 216-892-0002 
1 ,2,3,6,7B 

Opinion Centers America, Inc. 
22021 Brookpark Rd. 
Cleveland , OH 44126 
Ph. 216-779-3000 
1 ,3,4,5,6,7C 

Rosen Research 
25906 Emery Road 
Cleveland, OH 44128 
Ph. 216-464-5240 
Fax 216-464-7864 
1 ,3,4,6,7C 

Codes: 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7A. Shopping Mall 
78 . Office Building 
7C. Free Standing 
70. Other 
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Strategic Consumer Research, Inc. 
26250 Euclid Avenue 
Cleveland , OH 44132 
Ph. 216-261 -0308 
1 ,3,6,7B 

COLUMBUS 
B & B Research Service, Inc. 
1365 Grandview Avenue 
Columbus, OH 43212 
Ph . 614-486-6746 
Fax 614-486-9958 
1,3,6,7B 

Clark Jones Inc. 
1 029 Dublin Road 
Columbus, OH 43215 
Ph. 614-488-2466 
1 ,3,6,7C 

Focus and Phones, Inc. 
2655 Oakstone Dr. 
Columbus, OH 43231 
Ph . 614-895-5800 
Fax 614-895-5840 
1,3,6,7B 

Focus Plus 
At Shelly Berman Communicators 
707 Park Meadow Rd . 
Westerville , OH 43081 
Ph . 614-891-7070 
1 ,3,4,6,7C 

Quality Controlled Services 
Crossroads Center 
7634 Crossroads Dr. 
Columbus, OH 43219 
Ph . 614-436-2025 
Fax 614-436-7040 
1 ,3,4,6,7B 
(See Advertisement on p.55 ) 

Dwight Spencer & Associates Inc. 
1290 Grandview Avenue 
Columbus, OH 43212 
Ph . 614-488-3123 
1 ,3,4,5,6, 7C 

T.I.M.E. Market Research 
4265 Westland Mall 
Columbus, OH 43228 
Ph. 614-276-6336 
Fax 614-276-3303 
1 ,3,4,6,7A 

DAYTON 
Assistance In Marketing/Dayton 
560 Dayton Mall 
2700 Miamisburg-Centerville Rd. 
Dayton, OH 45459 
Ph . 513-433-6296 
1 ,3,4,6,7A 

Ruth Elliott Research Services 
3077 Kettering Blvd. , Ste. 300 
Dayton , OH 45439 
Ph . 513-294-5959 
Fax 513-294-8518 
1 ,3,4,5,6,7B 

QFact Marketing Research , Inc. 
8163 Old Yankee St. 
Dayton , OH 45459 
Ph . 513-891 -2271 
Fax 513-435-3457 
1 ,3,6,7B 

Shiloh Research Associates, Inc. 
16 West Wenger Rd., Ste. B 
Englewood, OH 45322 
Ph . 513-836-9485 
Fax 513-836-9497 
1 ,3,4,5,6,7B 

December, 1989 

TOLEDO 
Barbour Research, Inc. 
5241 Southwyck Blvd ., Ste. 201 
Toledo, OH 43614 
Ph. 419-866-3475 
Fax 419-866-34 78 
1 ,3,6,7B 
(See Advertisement on p. 94 ) 

Market Research of Toledo 
3103 Executive Pkwy., Ste. 106 
Toledo, OH 43606 
Ph . 419-534-4705 
Fax 419-531-8950 
1,3,6,7B 

Package Factors, Inc. 
1690 Woodlands Dr. 
Maumee, OH 43537 
Ph . 419-893-3685 
1,3,6,7B 

Th is demographically desirable area has a new state-of-the-
art consumer research facility designed to serve today's 

marketing needs. Over 2,000 sq . ft . of comfort and technology in which to 
conduct focus groups, one-on-one interviews and on-going business in a private 
office environment. Only minutes from Cleveland Hopkins Airport, with excellent 

hotels, dining and other amenities right next door. We invite you to call .. . 

FOCUS GROUPS OF CLEVELAND 
2 Summit Park Drive- Suite 225 • (216) 642-8883 

at the Rockside Road exit of 1-77 • Cleveland, Ohio 44131 

CircleNo. 180 on Reader Card 

Cincinnati's Premiere Focus Group 
Facilities 

THE ANSWER GROUP 

• Two outstanding focus group facilities , our 
Downtown facility and our Blue Ash facility on 
Cincinnati's northeast side. 

• Large focus group interview rooms with 
contemporary styling for relaxed conversation. 

• Spacious viewing rooms which seat 12 
comfortably. 

• Recruitment of qualified consumers and 
professionals according to exact specifications. 

• Emphasis on client service and prompt , expert 
attention to your market research needs. 

Call Carol 
(51 3) 

Gscheidle 
489-9000 

at 

THE ANSWER GROUP 
11161 Kenwood 

Cincinnati, OH 
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OKLAHOMA 

OKLAHOMA CITY 

Johnson Marketing Research 
2915 Classen Blvd. , Ste. 350 
Oklahoma City, OK 73106 
Ph. 405-528-2700 
1 ,3,4,6,7B 

Oklahoma City Research 
Ruth Nelson Research Services 
Quail Springs Mall 
2501 W. Memorial Dr. 
Oklahoma City, OK 73134 
Ph. 303-758-6424 or 405-752-4710 
Fax 405-751-1743 
1 ,3,4,6,7A 
(See Advertisement on p. 103 ) 

Tulsa Surveys 
1535 So. Sheridan 
Tulsa, OK 74112 
Ph . 918-836-6614 
Fax 918-838-2439 
1 ,3,6,7B 

Tulsa Surveys 
Woodland Hills Mall 
7021 So. Memorial Drive 
Tulsa, OK 74133 
Ph . 918-836-4512 
Fax 918-838-2439 
1 ,3,6,7A 

OREGON 

EUGENE 

Oklahoma Market Research/Data Net, Inc. 
3909 Classen Blvd ., Ste. 200 

MarStat Market Research 
71 E. 28 Avenue 
Eugene, OR 97405 

Oklahoma City, OK 73118 
Ph . 405-525-3412 
Fax 405-525-3419 
1 ,3,4,6,7B 

Quick Test 
1153 Crossroads Mall 
Oklahoma City, OK 73149 
Ph . 405-631 -9738 
Fax 405-632-0750 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

TULSA 

Cunningham Market Research 
4107 So. Yale , #LA 107 
Tulsa, OK 7 4135 
Ph . 918-664-7485 
1 ,3,4,5,6,7A 

Friedman Marketing/Tulsa 
Eastland Mall 
14002 E. 21st St. , #144 
Tulsa, OK 74108 
Ph . 918-234-3337 or 313-569-0444 
Fax 918-234-3793 
1 ,3,4,6,7A 

Barbour Research, Inc. 
5241 Southwyck Boulevard 
Suite 201 
Toledo, Ohio 43614 
(419) 866-3475 
Fax: (419) 866-3478 

Ph. 503-484-6176 
1 ,3,4,6,7B 

PORTLAND 

Columbia Information Systems 
333 SW 5th Avenue, #200 
Portland, OR 97204 
Ph . 503-225-0112 
1 ,3,6,7B 

Data Unlimited, Inc. 
9900A SE Washington , Mall 205 
Portland, OR 97216 
Ph . 503-256-0987 
1 ,3,4,6,7A 

Gargan & Associates, Inc. 
2705 E. Burnside, Ste . 200 
Portland, OR 97214 
Ph . 503-234-7111 
Fax 503-233-3865 
1 ,3,4,6,7B 
(See Advertisement on p.95 ) 

Our clients come to us because they share our 
recognition of the importance of high quality 

data collection in the research process. 

RESEARCH 
Telephone Interviewing 

• 40 stations. 20 with CRT using 
T eiAthena software 

• Centrally-monitored WATS 
• Close supervision/ongoing monitoring 
• Professionally trained interviewers 
• Consumer research 
• Industrial/Business to Business/Medical 

Focus Group Facilities 

• New conference style facility 
• Comfortable client observation room 
• Audio and video tape recording 

Project Coordination 

Questionnaire Design and Testing 

Circle No.1~ on RMderC•rd 
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Griggs-Anderson Field Research 
110 SW Yamhill 
Portland , OR 97204 
Ph. 503-241 -8700 
Fax 503-241 -8716 
1 ,3,4,6,7A 

Image Analysis Market Research 
1201 SW 12th Ave., Ste. 400 
Portland, OR 97205 
Ph. 503-227-5763 
Fax 503-274-2303 
1,6,7B 

Management/Marketing Associates 
Bank of California Tower 
707 SW Washington St. ,Ste. 1460 
Portland, OR 97205 
Ph . 503-228-9327 
Fax 503 248-1952 
1 ,2,6,7B 

Market Decisions Corporation 
8959 SW Barbur Blvd. , Ste. 204 
Portland , OR 97219 
Ph. 503-245-44 79 
Fax 503-245-9677 
1 ,3,6,7B 

Market Trends, Inc. 
2130 SW Jefferson, Ste. 200 
Portland , OR 97201 
Ph . 503-224-4900 
Fax 503-224-0633 
1 ,3,4,6,7B 

Northwest Surveys 
5322 NE Irving 
Portland, OR 97213 
Ph . 503-282-4551 
Fax 503-280-1130 
1 ,3,6,7B 
(See Advertisement on p. 38 ) 

Omni Research 
9414 SW Barbur Blvd. , Ste. A 
Portland , OR 97219 
Ph . 503-245-4014 
Fax 503-245-9065 
1 ,3,6,7B 

PENNSYLVANIA 

Parkwood Research Associate 
4601 Crackersport Rd . 
Allentown, PA 18104 
Ph . 215-481 -0102 
Fax 215-395-8027 
1 ,3,4,6,7B 

ERIE 

Heintz Research 
709 Park Avenue South 
Erie, PA 16502-1238 
Ph . 814-452-6474 
1 ,3,4,6,7D 

Codes: 
1 . Conference-Sty le Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location: 
7 A. Shopping Mall 
78 . Office Bu ilding 
7C. Free Standing 
70 . Other 
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Moore Research Services 
2610 Ellsworth Ave 

The Data Group 
Meetinghouse Business Center 
2260 Butler Pike , Ste. 150 
Plymouth Meeting, PA 19462 
Ph. 215-834-2080 

JRP Marketing Research Services, Inc. 
108 Oxford Valley Mall 

Erie, PA 16508 
Ph . 814-868-4678 
Fax 81 4-864-8333 
1,3,6,7B 

T.I.M.E. North 
3854 Walker Blvd . 
Erie , PA 16509 
Ph . 814-868-0873 
1 ,3,6,7B 

PHILADELPHIA 

All -Ways Advertising Co. 
Smylie Times Bldg ., Ste. 100 
8001 Roosevelt Blvd. 
Philadelphia, PA 19152 
Ph . 215-332-9000 
Fax 215-331 -8031 
1 ,3,4,6,7B 

Associates Interviewing Service 
1200 Baltimore Pike 
Springfield , PA 19064 
Ph. 215-328-1147 
1 ,3,4,6,7A 

Consumer Network, Inc. 
3624 Science Center 
Philadelphia, PA 19104 
Ph . 215-386-5890 
Fax 215-557-7692 
1 ,4,7B 

Consumer Pulse of Philadelphia 
Plymouth Meeting Mall #2203 
Plymouth Meeting, PA 19462 
Ph . 215-825-6636 
1 ,3,4,5,6,7A 
(See Advertisement on p. 65) 

Fax 215-834-3035 
1,3,6,7B 

Davis and Company 
3901 Market Street, Ste. 12 
Philadelphia, PA 19104 
Ph. 215-222-3000 
1,3,6,7B 

Focus Suites of Philadelphia 
One 8ala Plaza, Ste. 622 
Bala Cynwyd, PA. 19004 
Ph. 215-667-1110 
Fax 215-667-4858 
1 ,3,4,6,7B 
(See Advertisement on p. 111) 

Group Dynamics In Focus 
555 City Line Ave. , Ste. 580 
8ala Cynwyd, PA 19004 
Ph . 215-668-8535 
Fax 215-668-2072 
1 ,3,4,6,78 
(See Advertisement on p. 32) 

J.J. & L. Research Co. 
Roosevelt Mal l 
2383 Cottman St. 
Philadelphia, PA 19149 
Ph . 215-332-7040 
1 ,3,4,5,6,7A 

JRP Marketing Research Service 
100 Granite Drive,Terrace Level 
Media, PA 19063 
Ph. 215-565-8840 
Fax 215-565-8870 
1 ,3,4,6,78 
(See Advertisement on p. 40 ) 

Langhorne, PA 19047 
Ph . 215-565-8840 
Fax 215-565-8870 
1 ,3,4,6,7A 
(See Advertisement on p. 40) 

Mar's Surveys, Inc. 
Cinnaminson Mall , Rte . 130 
Cinnaminson , NJ 08077 
Ph . 609-786-8514 
Fax 609-786-0480 
1,3,6,7A 

National Analysts 
Booz Allen & Hamilton , Inc. 
400 Market Street 
Philadelphia, PA 19106 
Ph . 215-627-81 10 
Fax 215-627-8109 
1,3,6,7B 

Philadelphia Focus, Inc. 
100 No. 17th St. 
Philadelphia, PA 19103 
Ph. 215-561 -5500 
Fax 215-561-6525 
1,3,6,78 
(See Advertisement on Back Cover) 

Plaza Research 
Two Greentree Centre 
Marlton, NJ 08053 
Ph . 609-596-7777 
Fax 609-596-3011 
1 ,2 ,3,4,6,7B 
(See Advertisement on p. 88) 

FOCUS GROUPS? 
See what Portland, Oregon has to offer!! 

Gargan & Associates, Inc. is pleased to announce the opening of its Portland focus group facilities. 
Located in the historic Burnside Trolley Building, our complete facility features a spacious viewing 
room seating 12 to 15 people behind a large one-way mirror, additional observation offices seating 
35 to 40, high quality audio and video equipment, and a complete test kitchen. We offer a wide range 
of services to meet your market research needs. 

• Focus Group Moderation & Analysis 
• Complete Recruiting 
• Statewide Mall Intercept 

• Door-to-Door 
• W ATS Telephone Surveys 
• Data Processing!rabulation 

Gargan & Associates, Inc. 
2705 East Burnside, Suite 200 
Portland, Oregon 97214 

(503) 234-7111 
(503) 233-3865-F AX 

December, 1989 
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Dallas 
Houston 

Philadelphia 
Focus Group 

Suites 
• At last, somebody's built a focus group room 
that lets clients see and hear what they're paying 
for in comfort and style. Our viewing room 
features seating for up to twenty people on two 
levels. A lighted writing table helps make for easier 
note~taking. Adjoining the viewing room is an ante~ 
room designed specifically for private meetings 
with the moderator. 

• The spacious focus group room features a 
sound~proof full wall mirror. Inside, microphones 
and camera are hidden_from view and are part of 
the state~of~the~art audio and video systems. 

• First~class facilities for first~class results. That's 
the Savitz difference, along with trained recruiters 
who consistently get the people you specify. All of 
this, plus the most convenient locations in Dallas, 
Houston and Philadelphia. Call for your next focus 
group study. You'll get a whole new look at 
effective focus group research. 

(214) 386-4050 
Dallas • Houston • Philadelphia 

Circle No. 182 on Reader Card 

• 
Quality Controlled Services 
A2577 lnterplex Drive 
Trevose, PA 19047 
Ph . 215-639-8035 
Fax 215-639-8224 
1 ,3,4,6,7C 
(See Advertisement on p.SS ) 

Quality In Field 
308 Lakeside Drive 
Southampton, PA 18066 
Ph. 215-698-0606 
1 ,3,4,6,7B 

Quick Test 
Moorestown Mall 
Moorestown, NJ 08057 
Ph . 609-234-5440 
1 ,3,4,6,7A 
(See Advertisement on p. 3 ) 

Quick Test 
Neshaminy Mall #1 09 
Bensalem, PA 19020 
Ph . 215-322-0400 
Fax 215-322-5412 
1 ,3,4,6,7A 
(See Advertisement on p. 3 ) 

Research Inc. 
521 Plymouth Rd. , Ste. 115 
Plymouth Meeting, PA 19462 
Ph. 215-941 -2700 or 800-828-3228 
Fax 215-941 -2711 
1 ,2,3,4,6,7B 

Savitz Research Center, Inc. 
Valley Forge Plaza 
1150 First Ave., Ste. 750 
King of Prussia, PA 19406 
Ph . 215-962-0609 
Fax 215-962-0613 
1 ,3,4,6,7B 
(See Advertisement on p. 96) 

Savitz Research Center, Inc. 
3007 Willow Grove Park Mall 
2500 Moreland Road 
Willow Grove, PA 19090 
Ph . 215-657-6660 
Fax 215-657-1915 
1 ,3,4,6,7A 
(See Advertisement on p. 96) 

Strategic Marketing Corp. 
GSB Bldg., Ste . 802 
City Line & Belmont Aves. 
Bala Cynwyd , PA 19004 
Ph. 215-667-1649 
Fax 215-667-0628 
1,3,6,7B 

Suburban Associates 
587 Bethlehem Pike, Ste. 800 
Montgomeryville, PA 18954 
Ph . 215-822-6220 
Fax 215-822-2238 
1 ,3,4,6,7B 
(See Advertisement on p. 69) 

Codes : 
1 . Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7A. Shopping Mall 
78 . Office Building 
7C. Free Standing 
70 . Other 

Quirk's Marketing ResearchReview 



United States Testing Company 
224 Echelon Mall 
Voorhees, NJ 08043 
Ph . 609-772-2220 
1 ,3,4,6,7A 

The Vanderveer Group 
555 Virginia Drive 
Fort Washington , PA 19034 
Ph . 215-646-7200 
1 ,3,4,5,6,7B 

PITTSBURGH 

Campos Market Research 
216 Blvd. of the Allies 
Pittsburgh , PA 15222 
Ph . 412-471 -8484 
Fax 412-471 -8497 
1 ,3,4,6,78 

Data InFormation 
Century Ill Mall , Room 934 
3075 Clairton Rd. 
W. Mifflin , PA 15123 
Ph . 412-655-8690 
1 ,3,4,6,7A 

Greater Pittsburgh Research Service 
5950 Steubenville Pike 
Pittsburgh, PA 15136 
Ph. 412-788-4570 
Fax 412-787-3765 
1 ,3,6,7B 
(See Advertisement on p. 97) 

Heakin Research , Inc. 
1000 Ross Park Mall Rd. 
Pittsburgh , PA 15237 
Ph . 412-369-4545 
1 ,3,4,6,7A 

Marketing Investigations, Inc. 
Osborne Plaza 
1106 Ohio River Blvd . 
Sewickley, P A 1 5143 
Ph . 412-741-2410 
1 ,3,4,6,7B 

Noble Interviewing 
1610 Potomac 
Pittsburgh , PA 15216 
Ph . 412-343-6455 
1 ,2,3,6,7B 

Noble Interviewing 
North Hill Village Mall 
McKnight Road 
Pittsburgh, PA 15237 
Ph . 412-343-6455 
1 ,3,4,6,7C 

Santell Market Research 
300 Mt. Lebanon Blvd., Ste. 2204 
Pittsburgh , PA 15234 
Ph . 412-341 -8770 
Fax 412-341 -8770 
1 ,3,6,7B 

T.I.M.E. East Market Research 
280 Ohio Valley Mall 
St. Clairsville , OH 43950 
Ph. 614-695-6288 
Fax 614-695-5163 
1 ,3,4,6,7A 

Truxell Interviewing Services 
Monroeville Mall , Rm. 256 
Monroeville, PA 15146 
Ph . 412-373-3670 
1 ,3,4,5,6,7A 

December, 1989 

SCRANTON/ 
WILKES BARRE 

Pennsylvania Research Institute 
118 Woodside Drive 
Clarks Summit, PA 18411 
Ph . 717-587-2633 
2,3,7D 

YORK 

Polk-Lepson Research Group 
1 08 Pauline Drive 
York, PA 17402 
Ph . 717-741 -2879 
1 ,3,6,7B 

RHODE ISLAND 

PROVIDENCE 

Alpha Research Associates , Inc. 
395 Smith Street 
Providence, Rl 02908 
Ph . 401 -861 -3400 
1 ,3,7C 

Public Opinion Polling Svce. 
400 Reservoir Ave ., Calart Bldg. 
Providence, Rl 02907 
Ph . 401 -765-5464 
1 ,2,3,6,7B 

Rhode Island Survey & Research 
690 Warren Ave. 
E. Providence, Rl 02914 
Ph. 401 -438-4120 
Fax 401 -438-361 7 
1 ,2,3,4,6,7B 
(See Advertisement on p. 98 ) 

SOUTH CAROLINA 

CHARLESTON 

Bernett Research, Inc. 
62 Northwoods Mall 
2150 Northwoods Blvd . 
N. Charleston , SC 29418 
Ph. 803-553-0030 
Fax 803-553-0526 
1 ,3,4,6,7A 
(See Advertisement on p. 77 ) 

COLUMBIA 

Marketsearch Corporation 
2721 Devine St. 
Columbia, SC 29205 
Ph . 803-254-6958 
Fax 803-799-9180 
1 ,3,4,6,7C 

Metromark Market Research, Inc. 
3030 Devine St. 
Columbia, SC 29205 
Ph. 803-256-8694 
Fax 803-256-0821 
1 ,3,6,7C 

GREENVILLE 

Carolina Market Research 
88 Villa Road 
Greenville, SC 29615 
Ph . 803-233-5775 
1 ,3,4,6,7C 

Market Insight 
4501 East North St. 
Taylors, SC 29687 
Ph . 803-292-5187 
1 ,3,4,5,6, 78 

ProGen Research 
712 No. Main St. 
Greenville, SC 29609 
Ph . 803-271 -0643 
1 ,3,6,7C 

Research, Inc. 
Piedmont Center 
33 Villa Rd., Ste. 202 
Greenville, SC 29615 
Ph . 803-232-2314 
1,3,6,7B 

5950 Steubenville Pike 
Pittsburgh, PA 15136 

Make a note of our 
phone number: 

(41 2) 788-4570 

Circle No. 183 on Reader Card 
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FIRST IN FOCUS RESEARCH 
in southeastern New England 

R.I. Survey and Research has 
been a leader in personal contact 
research in southeastern New 
England since 1962, particularly in 
focus groups. Now in new modern 
facilities at a freeway exit just 20 
minutes from R.I.'s airport, 
R.I.S. & R. offers complete profes­
sional focus group service, includ­
ing one-on-one sessions, a highly 
successful moderator, and partici­
pants recruited to client 
specifications. 

Clients Room 
12' x 13W; seats 
10-12; audio and 
video taping avail­
able; volume con­
trol in room; 
mirror-window. 

Contact Dinah Bak er and Pat Shake! 

R.I. Survey & Research 
Since 1962 

690 Warren Avenue 

East Providence, R.I. 029 14 

40 1-438-4 120 

Spacious air-conditioned facilities with 
kitchen and professional sound systems. 

Circle No. 184 on Reader Card 
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Respondents Room 
12W x 16W; seats 10-12; confer­
ence or living room style; 2 
mirror-windows. 

Reception Room 
Mirror window to 
respondents room ; 
at-the-door parking. 

S()UTH DAKOTA 

SIOUX FALLS 

American Public Opinion Survey 
and Market Research 
1324 So. Minnesota Ave. 
Sioux Falls, SD 57105 
Ph . 605-338-3918 
Fax 605-334-7473 
1 ,2,3,4,5,6,7C 

TENNESSEE 

CHATTANOOGA 

Wilkins Research Services 
1921 Morris Hill Road 
Chattanooga, TN 37421 
Ph. 615-894-9478 
Fax 615-894-94 78 
1 ,3,4,5,6,7C 

KNOXVILLE 

H M R Associates 
1423 Coker Ave. 
Knoxville , TN 37917 
Ph. 615-522-4532 
1 ,3,4,5,6,7C 

T.I .M.E. South 
East Towne Mall 
3029 Mall Rd . 
Knoxville , TN 37924 
Ph . 615-544-1885 
Fax 615-544-1802 
1 ,3,4,6,7A 

MEMPHIS 

Chamberlain Market Research 
3865 Viscount Ave. , #11 
Memphis, TN 38118 
Ph . 901 -795-6800 
Fax 901 -795-9143 
1 ,2,3,4,5,6,78 

Friedman Marketing/Memphis 
Century Plaza Bldg ., Ste. 1 & 2 
5830 Mt. Moriah 
Memphis, TN 38115 
Ph. 901 -795-0073 or 313-569-0444 
1 ,3,4,6,78 

Heakin Research , Inc. 
5501 Winchester, Suite 6 
Memphis, TN 38115 
Ph. 708-503-0100 
1 ,3,4,6,78 

Market Development Associates 
5050 Poplar, Ste. 821 
Memphis, TN 38157 
Ph . 901 -682-1011 
Fax 901 -682-1011 
1 ,3,6,78 

Codes : 
1 . Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7A. Shopping Mall 
78 . Office Building 
7C. Free Standing 
70 . Other 
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PWI Research 
1755 Lynnfield , Ste. 249 
Memphis, TN 38119 
Ph. 901-682-2444 
Fax 901 -682-2471 
1,3,6,78 

NASHVILLE 

NCG Research 
2100 West End Avenue , Ste. 800 
Nashville , TN 37203 
Ph. 615-327-3373 
1 ,3,6,78 

Quality Controlled Services 
100 Oaks Mall Office Tower, Ste. 401 
719 Thompson Lane 
Nashville, TN 37204 
Ph. 615-383-5312 
Fax 615-292-4416 
1 ,3,4,6,7A 
(See Advertisement on p.55 ) 

Quick Test 
Hickory Hollow Mall #1123 
Nashville, TN 37013 
Ph . 615-834-0900 
1 ,3,4 ,6,7A 
(See Advertisement on p. 3 ) 

20/20 Research 
3343 Perimeter Pk. Dr. , Ste. 203 
Nashville, TN 37211 
Ph . 615-885-2020 
Fax 615-331 -2264 
1 ,2,3,6,78 

TEXAS 

AMARILLO 

Opinions Unlimited, Inc. 
8201 sw 34th . 
Amarillo , TX 79121 
Ph . 806-353-4444 
Fax 806-353-4718 
1 ,3,4,6,7C 
(See Advertisement on p. 99 ) 

AUSTIN 

NSI Research Group 
816 Congress Ave ., Ste. 300 
Austin , TX 78701 
Ph . 512-469-6400 
Fax 512-469-6408 
1 ,3,6,78 

Quick Test 
Barton Creek Square 
2901 Capitol Texas Hwy. 
Austin , TX 78746 
Ph . 512-327-8787 
Fax 512-327-7460 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Research and Planning Consultants, Inc. 
3200 Red River, Ste. 302 
Austin , TX 78705 
Ph . 512-459-3139 
1 ,3,4,6,78 

Texas Field Service 
1200 Highland Mall 
Austin , TX 78752 
Ph . 512-459-3139 
1,3,6,7A 
(See Advertisement on p. 99) 

December, 1989 

How Do You Reach The Middle Of America? 

~/· 
~~D ... We Can Show Yo!now! 

Owned and managed i 
by experienced professionals/ 

since 1979. 

NEW/ Focus group suite _/ 
20' X 22' conference, 20' X 18' viewing./ 

Random recruit for fresh respondents. 

500,000+ population C and D county trade area. ~ 
Plus: 45 station WATS and permanent/ 

regional mall. 

Contact: Andrew Martin or Anndel Hodges 

Circle No. 185 on Reader Card 

SERVING ALL YOUR FOCUS GROUP NEEDS IN TEXAS 

With four focus groups facilities, RPC/TFS can meet your 
qualitative needs throughout the state of Texas. 

RPC Market Research/ Texas Field Service also provides: 
* Trained focus group recruiters 
* Staff experienced in consumer, 

executive, financial, medical, legal, 

FACIUTV UYOlJT 

and business-to-business recruiting 
* Fully trained professional focus 

group host staff 
* Moderator on staff 

c:J!CETIJO z 

* 

* 
* 
* 
* 

Group discussion guide design 
and report 
Audio taping of all groups 
Video taping 
Up to the minute client reports 
Elegant, boardroom-style setting 
in all facilities (Austin, Dallas, 
and Houston) 

VIEWING [Q D QJ :, ~ 
ROOM fQ u· Qj J 

KITCHEN 

RPC MARKET RESEARCH TEXAS FIELD SERVICE 

3200 Red River, Suite 302, Austin , Texas 78705 
6750 West Loop South, Suite 680, Bellaire, Texas 77401 

7557 Rambler Road , Dallas, Texas 75231 

(512) 472-7765 
Toll Free: (800) 288-9287 
In Texas: (800) 580-4567 

Circle No. 186 on Reader Card 
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CORPUS CHRISTI 

Wade West-Texas 
5858 S. Padre Island Dr., #38 
Corpus Christi, TX 78412 
Ph . 512-993-6200 
Fax 512-991-6029 
1 ,3,4,5,6,7A 
(See Advertisement on p. 23 ) 

DALLAS/FT. WORTH 

Brisendine and Associates, Inc. 
9619 Wendell Rd. 
Dallas, TX 75243 
Ph. 817-292-8073 
1 ,3,4,6,7B 

Brisendine and Associates, Inc. 
4800 So. Hulen St. , Ste. 1248 
Ft. Worth, TX 76132 
Ph. 817-292-8073 
1 ,3,4,6,7A 

Databank Marketing Research 
Rt.1 , 109F Hwy. 718 
Rhome, TX 76078 
Ph . 817-489-2300 
1 ,2,3,4,5,6,7C 

Dallas Focus 
511 E. John W. Carpenter Frwy., #1 00 
Irving, TX 75062 
Ph . 214-869-2366 
Fax 214-869-9174 
1 ,3,4,6,7B 

Ph. 312-446-7799 
Fax 312-441 -9255 
1 ,3,4,6,7A 

Fenton Swanger Consumer Research 
14800 Quorum Dr. , Ste. 250 
Dallas, TX 75240 
Ph . 214-934-0707 
1 ,3,4,6,7B 

Fenton Swanger Consumer Research 
Town East Mall 
Mesquite, TX 75150 
Ph . 214-934-0707 
1 ,3,4,6,7A 

Fenton Swanger Consumer Research 
Galleria Mall 
Dallas, TX 75240 
Ph. 214-934-0707 
1 ,3,4,6,7A 

Focus On Dallas 
12240 Inwood Rd ., #400 
Dallas, TX 75244 
Ph. 214-960-5850 
1 ,3,4,6,7B 

Heakin Research, Inc. 
Fort Worth Town Center 
4200 So. Freeway, Ste . B-31 
Ft. Worth , TX 76115 
Ph . 817-926-7995 
1 ,3,4,6,7A 

Plaza Research 
14160 Dallas Parkway 
Dallas, TX 75240 
Ph. 214-392-0100 
Fax 214-386-6008 

Probe Research 
2723 Valley View Lane 
Dallas, TX 75234 
Ph . 214-241 -6696 
Fax 214-241-8513 
1 ,3,4,6,7C 
(See Advertisement on p. 7 ) 

Quality Controlled Services 
14683 Midway Rd., Ste. 100 
Dallas, TX 75244 
Ph . 214-458-1502 
Fax 214-490-3065 
1 ,3,4,6,7B 
(See Advertisement on p. 55 ) 

Savitz Research Center, Inc. 
137 4 7 Montfort, Ste. 111 
Dallas , TX 75240 
Ph. 214-386-4050 
Fax 214-661 -3198 
1 ,3,4,6,7B 
(See Advertisement on p. 96 ) 

Savitz Research Center, Inc. 
2053 The Parks at Arlington Mall 
3811 So. Cooper 
Arlington , TX 76015 
Ph. 817-467-6437 
Fax 817-467-6552 
1 ,3,4,6,7A 
(See Advertisement on p. 96) 

Texas Audits & Surveys 
Rt. 1, 7 Green Oaks 
Rhome, TX 76078 
Ph . 817-489-2016 
1 ,3,4,5,6,7B 

Facts In Focus, Inc. 1 ,2,3,4,5,6,7B Tops In Research, Inc. 
Prestonwood Town Ctr. (See Advertisement on p. 88) 2925 LBJ Freeway, Ste. 121 
5301 Beltline Rd., Ste. 2128 Dallas, TX 75234 
~Da~l~la~s,:.....T~X~75~2;_:4~0---------L-------------------~ Ph. 214-484-9901 

100 

TOPS IN 
RESEARCH 
INCORPORATED 

TOPS ... in Service 
Phone Interviews/Recruiting Mall Intercept Interviews 

Door-to-Door Opinion Surveys Product Testing 
Focus Group Discussions In-Store Audits 

Executive Interviews 

TOPS ... in Location 
Main Office with Focus Group facilities located in North Dallas, 

ten minutes from D/FW Airport, fifteen minutes from 
Downtown Dallas 

Irving Mall facility with Focus Group facilities and !est Kitchen 
located five minutes from D/FW Airport, twenty mmutes from 

Downtown Dallas 

TOPS ... in Research! 
TOPS IN RESEARCH, INC. 

2925 LBJ Freeway, Suite 121 
Dallas, Texas 75234 

(214)484-9901 
Fax: (214)247-5717 

Circle No. 187 on Reader Card 

Fax 214-247-5717 
1 ,2,3,6,7B 
(See Advertisement on p. 100 ) 

Tops In Research, Inc. 
Irving Mall 
Beltline Rd . & Hwy. 183 
Irving, TX 75062 
Ph . 214-484-9901 
Fax 214-247-5717 
1 ,2,3,4,5,6,7A 
(See Advertisement on p. 100) 

EL PASO 

Aim Research 
1 0456 Brian Mooney 
El Paso, TX 79935 
Ph . 915-591 -4777 
Fax 915-595-6305 
1 ,3,4,6,7C 

HOUSTON 

cos 
1726 Augusta, Ste. 150 
Houston, TX 77057 

Codes: 
1. Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location: 
7A. Shopping Mall 
7B. Office Building 
7C. Free Standing 
70. Other 
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Ph. 713-783-9111 
1 ,3,4,5,6, 7B 

Creative Consumer Research 
4133 Bluebonnet 
Stafford, TX 77477 
Ph . 713-240-9646 
Fax 713-240-3497 
1 ,3,4,6,7B 

Field Services of Houston 
10001 Westheimer, #1240 
Houston, TX 77042 
Ph . 713-785-1927 
1 ,3,4,6,7A 

Heakin Research , Inc. 
Galleria II 
5085 Westheimer, Ste. 3897 
Houston, TX 77056 
Ph . 713-871-8542 
1 ,3,4,6,7A 

Heakin Research 
San Jacinto Mall #1670 
Baytown, TX 77521 
Ph . 713-421-2584 
1 ,3,4,6,7A 

Houston Consumer Research 
730 Almeda Mall 
Houston, TX 77075 
Ph . 713-944-1431 
Fax 713-944-3527 
1 ,3,4,6,7A 

International Forum Corporation 
11111 Richmond , Ste. 111 
Houston, TX 77082 
Ph . 713-784-2222 
1,3,6,7B 

In-Touch Research, Inc. 
1710 Highway 6 South , Ste. D 
Houston, TX 77077 
Ph. 713-497-2828 
Fax 713-497-4059 
1 ,3,4,6,7B 

In-Touch Research , Inc. 
307 Northwest Mall 
Houston, TX 77092 
Ph. 713-682-1682 
Fax 713-682-1686 
1 ,3,4,5,6,7A 

Key Research , Inc. 
3115 W. Loop So. , #32 
Houston, TX 77027 
Ph . 713-840-7711 
1 ,3,6,7B 

MVA Research 
1726 Augusta, #1 00 
Houston, TX 77057 
Ph. 713-783-9109 
Fax 713-783-4238 
1 ,2,3,4,5,6, 7B 

Quality Controlled Services 
1560 W. Bay Area Blvd ., Ste . 130 
Friendswood, TX 77546 
Ph . 713-488-8247 
Fax 713-486-3831 
1 ,3,4,6,7B 
(See Advertisement on p.55 ) 

Quick Test 
Sharpstown Center 
7500 Bellaire Blvd. , Ste. 762 
Houston, TX 77036 
Ph . 713-988-8988 
Fax 713-988-1781 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

December, 1989 

Savitz Research Center, Inc. 
1122 Deerbrook Mall 
20131 Highway 59 
Humble, TX 77338 
Ph . 713-540-2020 
Fax 713-540-2026 
1 ,3,4,6,7A 
(See Advertisement on p. 96) 

LUBBOCK 

UMS Research Group 
1516 53rd Street 
Lubbock, TX 79412 
Ph . 800-858-4567 
1 ,3,4,6,7C 

SAN ANTONIO 

Creative Consumer Research 
5411 Bandera Rd., Ste. 307 
San Antonio , TX 78238 
Ph . 512-520-7025 
Fax 512-680-9906 
1,3,6,7B 

Galloway Research Service 
4346 NW Loop 41 0 
San Antonio , TX 78229 
Ph . 512-734-4346 
Fax 512-732-4500 
1 ,2,3,4,6,7C 

Quick Test 
Windsor Park Mall , Ste. 14B 
San Antonio , TX 78218 
Ph . 512-657-9424 
Fax 512-657-9432 
1 ,3,4,6,7A 
(See Advertisement on p. 3 ) 

UTAH 

SALT LAKE CITY 

Friedman Marketing/Utah 
2051 Layton Hills Mall 
Layton , UT 84041 
Ph. 801 -544-8688 or 313-569-0444 
Fax 801 -546-6075 
1 ,3,4,6,7A 

Utah Market Research 
Ruth Nelson Research Services 
CrossRoads Plaza Mall 
50 So. Main Street 
Salt Lake City, UT 84144 
Ph . 303-758-6424 or 801-363-8726 
Fax 801-321-4904 
1 ,3,4,6,7A 
(See Advertisement on p. 1 03) 

L. Tucker Gibson and Associates 
1046 grand Central Pkwy. So. 
San Antonio , TX 78232 

Your Opinion Counts 
Gay Hill Field Service 
Cottonwood Mall 
4835 Highland Drive 
Salt Lake City, UT 84117 
Ph. 801 -261 -4117 
Fax 801-268-0247 

Ph . 512-496-1166 
1,3,6,7B 

National Data Network 
41 03 Parkdale 
San Antonio , TX 78229 
Ph . 512-699-9781 
Fax 512-699-0605 
1,3,6,7B 

Pro mark 

1 ,3,6,7A 

VIRGINIA 

CHARLOTTESVILLE 

Probe Research, Inc. 

1777 N.E. Loop 410, Ste. 1200 
San Antonio , TX 78217 

1 004 Jefferson St. E. 
Charlottesville , VA 22901 
Ph. 804-296-3980 
Fax 804-296-6683 

Ph . 51 2-822-1 200 1 ,3,4,6,7C 
1 ,3,4,6,7B 

FOCUS GROUPS IN VIRGINIA OR NORTH CAROLINA? 
NORFOLK 

FOCUS GROUP CENTRE 
Virginia Beach, Virginia 

Markets Served-Norfolk, 
Virginia Beach, Portsmouth, 

Chesapeake, SMA 

ROANOKE 
FOCUS GROUP CENTRE 

Roanoke, Virginia 

Markets Served­

Roanoke, SMA 

WINSTON-SALEM 
FOCUS GROUP CENTRE 

Winston-Salem, North Carolina 

Markets Served­

Winston-Salem, High Point, 
Greensboro 

Each Facility Provides: 
• large conference room • full audio/visual capabilities 
• one-way mirror • quality recruiting 
• client viewing room • trained moderators 

Roanoke Focus Group Centre 
2122 Carolina Avenue, SW 
P. 0 . Box 8595 
Roanoke, Virginia 24014 
(703) 342-5364 

Norfolk Focus Group Centre 
Executive Cove Center-Suite 105 

5602 Virginia Beach Boulevard 
Virginia Beach, Virginia 23462 

(804) 499-4907 
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Winston-Salem Focus Group Centre 
1312 Westgate Center Drive 

Winston-Salem, North Carolina 27103 
(919) 760-2072 
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NORFOLK/VIRGINIA 
BEACH 

Continental Research 
4500 Colley Ave. 
Norfolk, VA 23508 
Ph . 804-489-4887 
1 ,3,6,7B 

Norfolk Focus Group Centre 
Div. of Martin Research , Inc. 
5602 Va. Beach Blvd., Ste. 105 
Virginia Beach , VA 23462 
Ph . 804-499-4907 
Fax 804-499-8445 
1 ,3,6,7B 
(See Advertisement on p. 101) 

Quick Test 
The Atrium , Suite 206 
6477 College Park Square 
Virginia Beach , VA 23464 
Ph . 804-523-2505 
Fax 804-523-0463 
1 ,2,3,4,7B 
(See Advertisement on p. 3 ) 

RICHMOND 

Basso Survey Services, Ltd. 
The Shops At Willow Lawn 
616 No. Office Tower 
Richmond, VA 23230 
Ph . 804-285-2113 
1 ,3,6,7A 

Alan Newman Research 
500 No. Allen Ave. 

Richmond, VA 23220 
Ph . 804-254-3477 
1,3,6,7B 

Pappas Research 
7437B Midlothian Tnpke 
Richmond, VA 23225 
Ph. 804-320-2938 
1 ,3,4,6,7A 

Southeastern Institute of Research 
2325 W. Broad St. 
Richmond , VA 23220 
Ph . 804-358-8981 
Fax 804-358-9761 
1,3,6,7B 
(See Advertisement on p. 1 02) 

ROANOKE 

Roanoke Focus Group Centre 
Div. of Martin Research , Inc. 
2122 Carolina Ave. SW 
Roanoke, VA 24014 
Ph . 703-342-5364 
Fax 703-982-8101 
1 ,3,4,6,7C 
(See Advertisement on p. 101 ) 

WASHINGTON 

SEATTLE/TACOMA 

Consumer Opinion Services 
12825 1st Ave. So. 
Seattle, WA 98168 
Ph . 206-241 -6050 
Fax 206-241 -5213 
1 ,3,4,6,7C 
See Advertisement on 

Consumer Opinion Services 
10829 NE 68th St. , Bldg. B 
Kirkland , WA 98033 
Ph . 206-241 -6050 
Fax 206-241 -5216 
1 ,3,4,6,7B 
(See Advertisement on p. 104) 

Friedman Marketing/Seattle 
Pavillion Mall 
17900 Southcenter Blvd ., Ste . 286 
Seattle, WA 98188 
Ph . 206-575-1188 or 313-569-0444 
1 ,3,4,6,7A 

GMA Research Corp. 
11808 Northup Way 
Bellevue, WA 98005 
Ph . 206-827-1251 
Fax 206-828-6778 
1 ,3,4,6,7B 

Hebert Research, Inc. 
13705 Bel-Red Road 
Bellevue, WA 98005 
Ph . 206-643-1337 
1 ,3,6,7B 

Codes: 
1 . Conference-Style Room 
2. Living Room -Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location : 
7A. Shopping Mall 
78. Office Building 
7C. Free Standing 
70. Other 

If you're coming to Richmond, 
you'll want a room with a view. 

102 

When your research needs bring you to Virginia, Southeastern Institute of 
Research, central Virginia's oldest research firm, offers comprehensive services 
and facilities. 

Conveniently located only 15 minutes from the airport , SIR's spacious con­
ference room was designed and built especially for focus groups. Our large , 
one-way mirror and comfortable, raised viewing room, with full audio and video 
recording capabilities, make your observation of groups a pleasure. 

Our experienced, in-house moderators assure the quality of your focus group 
sessions. Recruiting is performed exactly to your specifications. 

For more information about our services and facili­
ties, write The Southeastern Institute of Research, 
Inc., 2325 W Broad Street, Richmond, VA 23220 or 
call Rebecca Day or Lois Abernathy at (804) 358-8981. 
FAX (804) 358-9761. 

Circle No. 189 on Reaqer Card 

Southeastern e 
Institute of ~ 
Research, Inc. ~ 
Custom Marketing Research 
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WE ALWAYS GET OUR GROUP. 
At Ruth Nelson Research Services we put our focus on 

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

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

colorado market research 
2149 S. Grape Street 

Denver, Co. 80222 (303) 758-6424 

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

Phoenix, Az. 85051 (602) 944-800 I 

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

So the next time you need to conduct a focus group and 
you want it done right 
from start to finish, 1m: 
call Ruth Nelson Re-
search Services. We're 
the right people. ruth nelson research services 

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

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

oklahoma city research 
Quail Springs Mall, 2501 West Memorial Drive 

Oklahoma City, Ok. 73 134 (405) 752-4710 
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Market Data Company 
1111 Fawcett Avenue, Ste. 105 
Tacoma, WA 98402 
Ph . 206-383-1100 or 800-735-7021 
1,3,6,7B 

Market Trends, Inc. 
3633 136th Place SE, Ste. 110 
Bellevue, WA 98006 
Ph. 206-562-4700 
Fax 206-562-4843 
1 ,2,3,4,6,7B 

Northwest Surveys 
2324 Eastlake Ave. E. , Ste. 300 
Seattle, WA 98102 
Ph . 206-726-5555 
Fax 206-726-5620 
1,3,6,7B 
(See Advertisement on p. 38) 

Quick Test 
Tacoma Mall Shopping Center, #699 
Tacoma, WA 98409 
Ph. 206-474-9980 
Fax 206-4 73-1 931 
1 ,3,4,6,7A 
(See Advertisement on p. 3) 

Wade West/Seattle 
Crossroads Mall 
15600 North East 8th , Ste. F13 
Bellevue, WA 98008 
Ph. 206-641-1188 
1 ,3,4,6,7A 
(See Advertisement on p. 23 ) 

SPOKANE 

Consumer Opinion Services, Inc. 
315 Northtown Mall 
Spokane, WA 99207 
Ph. 206-241 -6050 
1 ,3,4,6,7A 
(See Advertisement on p. 104) 

Inland Market Research Center 
1715 "B" N Atlantic 
Spokane, WA 99205 
Ph . 509-326-8040 
1 ,3,6,7B 

Market Trends Research , Inc. 
North 1801 Hamilton 
Spokane, WA 99207 
Ph . 509-482-5299 
Fax 509-482-5271 
1 ,3,4,6,7C 

YAKIMA 

Gargan & Associates, Inc. 
32 Galleria Yakima Mall 
Yakima, WA 98901 
Ph . 509-453-7974 
1 ,3,6,7A 
(See Advertisement on p. 95) 

WEST VIRGINIA 

CHARLESTON 

McMillion Research 
119 Eastwood Acres 
Nitro WV 25143 

Ph . 304-755-5889 
Fax 304-342-1941 
1 ,3,4,6,7B 

Ryan/Samples Research , Inc. 
1012 Kanawha Blvd. 
Charleston , WV 25301 
Ph . 304-343-7655 
Fax 304-342-1941 
1 ,3,4,6,7B 

WISCONSIN 

APPLETON 

Friedman Marketing/ Appleton 
Fox River Mall , #712 
4301 W. Wisconsin Ave . 
Appleton , WI 54913 
Ph . 414-730-2240 or 313-569-0444 
Fax 414-730-2247 
1 ,3,4,6,7A 

GREEN BAY 

Wisconsin Research, Inc. 
1270 Main Street 
Green Bay, WI 54302 
Ph . 414-436-4646 
Fax 414-436-4651 
1 ,3,4,6,7B 
(See Advertisement on p. 1 05) 

MADISON 

Madison Interviewing Service , Inc. 
1955 W. Broadway, Ste. 105 
Madison, WI 5371 3 
Ph . 608-222-6758 

_______________ .....__ ______________ ~ Fax 608-222-6758 
1 ,3,4,6,7C 

Consumer Opinion Services, Inc. 
''We Cover the Northwest'' 

Mt. Vernon Mall 
Everett Mall 
Lakewood Mall 

Seattle 

Vancouver Mall 
Th ree Rivers Mall 

• Spokane 
Northtown Mall 

• Boise 

Call (206) 
241-6050 

Boise Towne Square 

Seattle - Portland - Spokane - Boise 
Over 25 Years in Data Collection 

Mall Intercept • Focus Groups • Central Telephone • CRT Interviewing 
Audits • Pre-Recruits • Executive • Medical • Demos • Door to Door 

12825- 1st Avenue South , Seattle , Washington 98168 • (206) 241 -6050 
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Wisconsin Research , Inc. 
122 East Ol in 
Madison, WI 53713 
Ph . 608-258-3660 
Fax 608-258-3667 
1 ,3,4,6,7B 
(See Advertisement on p. 1 05) 

MILWAUKEE 

Consumer Pulse of Milwaukee 
The Grand Ave. Mall , #2028 
275 West Wisconsin Avenue 
Milwaukee, WI 53203 
Ph . 41 4-27 4-6060 
1 ,3,4,5,6,7A 
(See Advertisement on p. 65) 

Dieringer Research Associates 
3064 No. 78th Street 
Milwaukee, WI 53222 
Ph . 414-445-171 7 
Fax 414-445-4275 
1 ,3,6,7B 

Codes: 
1 . Conference-Style Room 
2. Living Room-Style Room 
3. Observation Room 
. Test Kitchen 
5. Testkitchen w/ Obs. Room 
6. Video Equipment Available 

Location: 
7 A. Shopping Mall 
78. Office Building 
7C. Free Standing 
70. Other 
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Focus and Facts 
Millie Sevedge & Associates 
6001 W. Center St. 
Milwaukee, WI 53210 
Ph . 414-453-6086 
Fax 414-453-6087 
1 ,3,4,6,7B 

Lein/Spiegelhoff 
235 No. Executive Dr., Ste . 300 
Brookfield, WI 53005 
Ph . 414-797-4320 
Fax 414-797-4325 
1 ,3,4,6,7B 

Mazur/Zachow, Inc. 
4319 No. 76th Street 
Milwaukee, WI 53222 
Ph . 414-438-0805 
Fax 414-438-0355 
1 ,3,4,6,7B 

Milwaukee Market Research , Inc. 
2835 No. Mayfair Road 
Milwaukee, WI 53222 
Ph . 414-475-6656 
Fax 414-4 75-0842 
1 ,2,3,4,6,7B 

CANADA 

ALBERTA 

CALGARY 

Heffring Research Group 
630 , 999-8 Street SW 
Calgary, AB T2R 1 J5 
Ph . 403-228-9100 
1 ,3,6,7B 

EDMONTON 

Criterion Research Corp. 
10155-114 Street, Ste. 1 01 
Edmonton, AB T5K 1 R8 
Ph . 403-465-0708 
1,3,6,7B 

BRITISH COLUMBIA 

VANCOUVER 

Research House, Inc. 
Metrotown Centre, 468-4800 Kingsway 
Burnaby, BC V5H 4J2 
Ph. 604-433-2696 
1 ,3,4,6,7A 

United Communications Research 
1622 W. 7th Ave., 2nd Floor 
Vancouver, BC V6J 1 S5 
Ph. 604-736-8781 
Fax 604-736-8781 
1 ,3,6,7B 
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MANITOBA ONTARIO 

WINNIPEG TORONTO 
Opinion Place ABM Research Ltd. 
66 K-1485 Portage Avenue 
Polo Park Shopping Centre 
Winnipeg , MB R3G OW4 
Ph . 204-783-5160 

17 Madison Avenue 
Toronto, ON M5R 2S2 
Ph. 416-961 -5511 
Fax 416-961 -5341 

Fax 204-783-9748 1 ,2,3,4,6,7C 
1,3,6,7A 

Canada Market Research Ltd. 
1235 Bay Street, #301 
Toronto, ON M5R 3K4 
Ph. 416-964-9222 
1,3,6,7B 

TEST THE MIDWEST ••• 
Test a Midwest market with everything . Madison/Dane County has a broad 

measurable mix of upscale and middle-range consumers, mean family 

income $25 ,945. Wisconsin 's second largest city is home to o major uni-

DIVERSE 
versity and the hub of state government. Influ­

ential banking and insurance industries operate 

e here and Madison is the location for a variety 

of successful light industries. From lake to lake, Madison reflects trends in 

an important geographic and demographic market. Served by major retail 

outlets, major airlines and cable television - plus all the amenities of an 

American city in touch with the world . Madison is also WISCONSIN 

RESEARCH, a data gathering f1rm equipped to serve clients nationwide with 

quality research services in a major new test market. WISCONSIN RESEARCH 

~aosd,:r:p;:;~i~~~:n~~ s:::~~:, TRENDSEniNG 
surveys, interviews and prod- e 
ucttesting-serving both clients and participants in complete comfort . Our 

extensive experience in testing the medical , retail , utility and financial fields 

addresses the active areas of research in a market ripe with vitality . WIS-

CONSIN RESEARCH has the Midwest focus you need. • Easy Access-Access 

to a six -county area, close to Milwaukee. Minutes away from downtown 

Madison, all major shopping areas and nearby Dane County Airport. • Focus 

Groups- Two large rooms , comfortably equipped , with adjacent observer 

RESPONSIVE ~:~;s~i~~:~e~:~~~=i-:;' e~uu~~0m:~~ 
e • Professional Moderators- Trained 

and experienced staff conduct focus groups or one-on-one interviews, 

specializing in medical , retail and financial research . • Full Test Kitchen­

Ideal for on-site product demonstration , taste testing and focus groups. 

• Phone Bank- 20-line central phone bank, professionally staffed and 

supervised day and evening. Interviewers skilled in medical, political , exec­

utive and consumer interviewing techniques. Phone can be monitored for 

pre- testing and evaluation. • Meetings rooms, custom catering services . 

••• FROM MADISON 

WISCONSIN IUEIICH I 122 Eotl Olin lwenue I Motllton, Wltcontln 53713 I 601 251·3660 
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Consumer Vision Inc. 
14 Prince Arthur Ave ., Ste. 107 
Toronto, ON M5R 1 A9 
Ph . 416-967-1596 
Fax 416-967-0915 
1 ,2,3,4,6, 78 

Contemporary Research Centre ltd. 
2221 Younge St. , Ste. 503 
Toronto, ON M4S 284 
Ph. 416-486-2043 
Fax 416-486-6190 
1,3,6,7A 

Decision Marketing Research Ltd . 
661 Queen Street East 
Toronto, ON M4M 1 G4 
Ph. 416-469-5282 
1 ,2,3,4,6,7C 

Focus Canada 
55 St. Clair Ave. W., Ste. 127 
Toronto, ON M4V 2Y7 
Ph . 416-922-0338 
Fax 416-922-0379 
1 ,2,3,6,78 

lnfocus 
920 Yonge St., Ste. 720 
Toronto, ON M4W 3C7 
Ph. 416-928-1562 
1 ,2,3,4,6,78 

Interviewee, Ltd. 
225 Metcalfe, Ste. 610 
Ottawa. ON K2P 1 P9 
Ph. 613-236-8666 
1 ,3,6,78 

Research House, Inc. 
Warden Woods Mall 
725 Warden 
Scarborough ON M1 L 4R7 
Ph . 416-488-2328 
1 ,3,4,6,7A 

Research House, Inc. 
273 Eglinton Ave . E. 
Toronto, ON M4P 1 L3 
Ph. 416-488-2328 
1 ,2,3,6,78 

Toronto Focus 
4950 Yonge Street, Ste. 1700 
Toronto, ON M2N 6K1 
Ph . 416-221 -9200 
Fax 416-221-2214 
1 ,3,4,6,78 

OTTAWA 

Interviewee, Ltd . 
225 Metcalfe, Ste. 610 
Ottawa, ON K2P 1 P9 
61 3-236-8666 
1 ,3,6,78 

QUEBEC 

MONTREAL 

Centre De Recherche Contemporaines Ltee 
2155 Guy St. , Ste. 1080 
Montreal , QU H3H 2R9 
Ph . 514-932-7511 
Fax 514-932-3830 
1 ,3,6,78 

Les Recherches En Marketing 
Place Dupuis 
800 Maisonneuve East, Ste . 210 
Montreal , QU H2L 4L8 
Ph. 514-844-3331 
Fax 514-844-9489 
1 ,3,4,6,7A 
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ElassifieCl ACis 

GALLUP 
BANKING RESEARCH 

ANALYST/CONSULTANT 
* Are you an over-achiever? 

* Are you a financial market research expert with a lifetime 
commitment to consulting in the financial world? 

* Are you an outstanding writer and analyst? 
* Do you build warm, supportive friendships with 

associates and clients? 
* Do you have the courage to make difficult recommendations 

and stand your ground when challenged? 
* Are you a perfectionist? Do you always see your projects 

through to the end? 
* Do you put a client's needs above your own? 

If so, The Gallup Organization invites you to team up with 500 
associates serving America 's leading companies and service 
organizations. We conduct both commercial and retail market 
research in market position and image, strategic planning , product 
development and product effectiveness and advertising . 

We seek a creative individual with extensive knowledge in banking 
to interpret market research data into reports that provide meaningful , 
actionable results to impact cl ient growth and success. Our 
outstanding interviewers and talented professionals are the reason 
the world trusts Gallup data. 

Analytical and writing skills important. Long-term commitment to 
client success essential. If you feel you have the talent-ACT 
NOW! !! 

GALLUP OFFERS: 
* Excellent salary plus performance incentives 

* Talented , dedicated associates 
* A company currently growing at a rate of 30% annually 

* Association with a group building a world-class organization 

CALL: Laura L. Bu rklund 
to schedule a confidential interview 

1-800-228-4526 
Monday-Friday 9 a.m.- 6 p.m. EDT 

before January 15, 1990 

THE GALLUP ORGANIZATION 

RES-A-VUE, ® INC . 
New Haven County (CT) 

Field Services • Video Marketing 
o Remote Focus Groups 
o Exec uti ve I Techinca l 

o Video I Audio Spec ia li sts 
o Commerc ia l & A V Testing 

Ca ll ... (203) 878-0944 

Fax ... (203) 878-3726 

20 Commerce Pk. Milford, CT 06460 
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Focus Group Research 

How to get better tape 
recordings of focus groups 
and interviews 
by Stephanie Tudor 

Editor's note: Stephanie Tudor pro­
vides focus group and one-on-one tran­
scriptions for the marketing research 
industry. 

I . Be sure the moderator's vo ice is not 

the only voice you hear. Have all respon­
dents equall y miked-not one ve ry loud 
g roup of voices at one end of the table and 

o ne very soft group of vo ices at the other 
end. 

2 . Be sure that the overal l sound qual­
ity, tone, and balance are adj usted for best 
recording. 

3. When taping by yourse lf, be sure to 
get ex pert technical adv ice on what equip­
ment to ren t, including which microphone 
is best suited to the surroundings you ' ll 
be taping in. the size of the room , and the 
number of people being taped. 

4. Always rent or invest in high-quality 
equipment. As your research assignments 
are so important and often so time sens i­
tive, it pays to be sure the tape quality is 
the best it can be. 

5. Always bring and use a second tape 
recorder as a backup. 

6. Use 90 minute tapes instead of 120 
minute tapes. They are thicker, of better 
quality, and break much less often. 

7. Monitor the tape record ing through­

out the focus group or interv iew sess ion 
to insure that the recording leve ls remain 
consistent. 

8 . Always do a sound check in the 
ac tual room you will be doing your inter­
view or focus group in--even if you are 
working at a focus group faci lity. Do thi s 
check before you beg in the interviews . If 

using more than one room in the facility, 

December, 1989 

each room should be sound-checked, as 

the ir acoustics may vary. Thi s check 
should be done on the day of the inter­
views, as conditions may vary from day 

to day. 
9 . How to do the sound check: 

For a one-on -one inteniew 
Set up your equipment. Sit down at the 

table where you will conduct the inter-

Tudor 

view and say a few sentences or read 
something out loud in a normal conversa­
tional tone. Then, s it down in the respon­
dent's chair and say a few more sentences 
in the same manner. Tape record both 
segments. Then play back the tape and 
li sten for any noticeable problems. 
For a focus group or meeting 

Follow the same procedure as above, 

however, walk around the entire table 
and get voice leve ls from where each 

respondent will actually sit. Thi s is even 

more important when taping in a meeting 
or conference room of a hotel or confer­
ence center. 

I 0. Avoid all ambient noises that night 
interfere with tape quality , such as back­
ground noi se, hiss, machine operating 
noi ses, and air conditioner hum. Outside 
street noi ses should also be masked as 
much as poss ible . 

II. Try to control the participants in the 
focus groups so that they do not all talk at 
once and have many side conversations. 

Thi s will avoid many inaudible sections 
in the transcript and insure that respon­
dents do not go off on unimportant tan­
gents that confuse the main research is­
sues. 

12. Encourage the respondents as often 
as necessary to speak up, or ask them to 
repeat things that you think may not have 
been audible or clear enough for the tape 
to pick up. 

13. When working with a facility you 
are not familiar with, have them send you 
samples of their tape recordings to evalu­

ate their quality. 
14. If you have time to do further re­

search into the facilities in the cities you 
interview in most frequently, it might be 
helpful to get samples of tapes from pro­
spective facilities before you book them. 

15. Alert the facility that you are going 
to have the tapes transcribed and ask 
them to take extra care with their record­
ing quality and sound level s. 0 
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The Answer Group 93 Barbara Nolan Market Research 67 
Anthony, Marquis and Switzer 57 Nordhaus Research , Inc. 79 
Barbour Research , Inc. 94 Northwest Surveys, Inc. 38 
Bernett Research , Inc. 77 Oakbrook Interviewing Center 70 
BSR Field Services 66 O'Hare In Focus 72 
BRX/Giobal , Inc. 88 C.J. Olson Market Research , Inc. 81 
The Burke Institute 24 Opinions Unlimited , Inc. 99 
Chesapeake Surveys 75 Orman Guidance Research , Inc. 80 
Claritas Corp. 51 Ortek Data Systems, Inc. 22 
Computers For Marketing Corp. 45 Philadelphia Focus, Inc. 112 
Concepts In Marketing Research 79 The Place To Get Ideas 81 
Consumer Opinion Services, Inc. 104 Plaza Research 88 
Consumer & Professional Research , Inc. 71 Precision Field Services 11 
Consumer Pulse, Inc. 65 Probe Research 7 
Consumer Surveys Company 71 Quality Controlled Services 55 
Covington-Burgess Market Research Service 64 The Question Box, Inc. 59 
The Datafax Company 64 Quick Test 3 
Data Inquiries 69 Qualitative Research Consultants Assn. 44 
ECF Systems Development 37 Res-A-Vue 106 
Ecker & Associates 29 Research Miami 65 
Field Dynamics, Marketing Research 57 Rhode Island Survey & Research 98 
Fields Marketing Research , Inc. 92 Rife~Market Research , Inc. 62 
Find/SVP 36 Riva Market Research 42 
Fleischman Field Research 56 Rockwood Research Corp. 80 
Focus First America 68 Savitz Research Center, Inc. 96 
Focus Groups of Cleveland 93 Sawtooth Software 18 
Focus Market Research , Inc. 78 Schlesinger Associates, Inc. 39 
Focus Plus, Div. ASI Market Research 87, 89,90 Scientific Telephone Samples 20 
Focus Suites of Philadelphia 111 Marion Simon Research Services 84 
Gallup Organization 106 Sources For Research 30 
Gargan & Associtaes , Inc. 95 Southeastern Institute of Research 102 
Greater Pittsburgh Research Services 97 Southern California Interviewing Service 58 
Group Dynamics In Focus 32 SPSS, Inc. 5 
Hartford Research Center 61 Strategic Mapping 13 
ICR Survey Research Group 19 Strawberry Software, Inc. 31 
JRP Marketing Research Services, Inc. 40 Suburban Associates , Inc. 69 
Leibowitz Market Research Assoc. , Inc. 90 Survey Center, Inc. 41 
Loon Valley Software, Inc. 26 Taylor Research 63 
Manhattan Opinion Center 88 Texas Field Service 99 
Marketeam Associates 82 Tops In Research , Inc. 100 
Marketing Systems Group 33 TrendFacts Research , Div. The Creative Group 2 
Martin Research , Inc. 101 Stephanie Tudor Transcriptions 17 
MetroMarket Research Center 90 Wade West 23 
Midwest Survey, Inc. 83 Walker: Data Source 73 
NameLab, Inc. 110 Walonick Associates 43 
The National Food Laboratory 12 The Wirthlin Group 21 
Ruth Nelson Research Services 103 Wisconsin Research 105 

Margaret Yarbrough & Assoc. 52 
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Trade News 
continued from p. 110 

Well-informed 

Himmelfarb has found that college students are very inter­

ested in and well-informed about new products. "We have the 

sense that in addition to being active current consumers they 

also tend to be at the leading edge of adopting new technologies 

and new kind of product . They have there ource , and on top 

of that they have the interest and awareness to fuel that purchas­

ing." 

For example, the survey data shows that the penetration of 

compact disc players is much higher in the college market than 

in the general market. (In addition , 78% own a TV, 42% have 

a VCR and a 40% are connected to cable.) 

Students also have money to spend. About half of the students 

surveyed work during the school year, while 85 percent work 

during the summer. On average, students have $155 of discre­

tionary income per month. About half have a major credit card. 

And 64% report having their own car at college. 

"A great deal of the money that' s being spent is money 

they've earned. We 've been impressed by the amount of re­

sources they have at their own command," Himmelfarb says. 

Misconceptions 
Ostensibly , college is an ideal time for marketers to reach a 

new audience, but mi sconceptions keep many of them out of the 

college market, Himmelfarb says. For example, some use their 

own college experiences ("When I was in college, I didn ' t have 

any money, I didn ' t have a car. .. ") as proof that college students 

aren't a viable market. 

"We ' ve found that it 's hard to get marketers to look past their 

own personal experiences in this area. This is a market full of 

surprises. The rapidity of change is such that even if you were 

on campus a handful of years ago, what is going on today can 

be quite different. And that means that the anecdotal reasons for 

not targeting the college market really might not be in the best 

interest of the brand you're working on." 

Health Care 
Special Emphasis 

Quir's ------------

MARKETING RESEARCH 
Review 
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Spring break 

Another misconception is the belief that rolling out a full­

scale promotional effort during the annual spring break festivi­

ties (when college students from around the country converge 

on beaches in Florida and other coastal areas) constitutes ample 

involvement in the college market. With so many other market­

ers sharing the same idea, spring break is filled with promo­

tional clutter, and in addition, a comparatively small number of 

students actually participate in spring break activities. 

"A spring break promotion does not a college marketing 

program make," Himmelfarb says. "To use it in the absence of 

a much more sustained marketing, communications, and pro­

motion program is one of the mistakes that's getting made. 

We're not saying not to get involved with spring break, but 

we're saying don 'tdepend on it as the exclusive way of reaching 

students." 

Students receptive to media 

CollegeTrack data shows that students are receptive to many 

media, and not just television. In fact, study information shows 

that college students are light viewers of TV. Instead, they stay 

informed on news and trends by reading magazines and college 

and localnewspape~. 

Along with aiming at the college market with mass media 

campaigns, it's important to establish a presence on campus. 

" It 's really a one-two punch. I wouldn't do one to the 

exclusion of the other. If you can deliver a strong message 

through the mass media and then combine it with messages 

targeted to the students on campus, I think that's a very 

powerful way to reach this market. 

"A very important criterion for students, just as it is for any 

market segment, is the sense that this marketer is talking to me, 

they understand what I want and they are bringing me a product 

that I care about." 

Himmelfarb says that the companies who enter the college 

market early on and maintain a presence there will not only 

benefit in the short term , but they will also ensure the payoff on 
that " investment" after the tudents graduate. 

"That' s where we think the victories are going to be won." 0 
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(3 12) 679-1 I 00. 

West Coast:Lane E. Weiss, 

582Market St., Suite 611, San Francisco, CA 94104. 

( 415) 986-6341. 
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Syndicated study finds 
college market viable 

I n the course of analyzing his company's syndicated 

study of the buying habits and attitudes of college 

students , Stuart Himmelfarb, presidentofCollegeTrack, 

Inc., has come up with some important advice for marketers: 

don ' t sell the college market short. 

Himmelfarb, whose College Track studies interview students 

on 30 college campuses across the U.S. , says marketers fre­

quently tell him that they think pursuit of the college market just 

isn ' t worthwhi le because it offers no immediate payoff. 

"Very often, marketers say they perceive the col lege market 

as an investment market, and they fol low that statement up with 

something like 'And we don ' t have the time or the budget to 

pursue investment markets,' " Himmelfarb says . 

Though they represent a des irable market once they graduate 

and enter the workforce, college students aren't seen as active, 

current consumers while still in school. But Himmelfarb says 

hi s studies tell a different story. 

The CollegeTrack studies are divided into two sec tions. A 

general tracking study looks at student attitudes, media and 

purchasing habits, demographics, and financia l resources. 

Category studies investigate student attitudes and intentions in 

product categories such as health and beauty aids, automotive, 

entertainment, consumer e lectronics, and financial services. 

College Track data shows that college students are active con-

by Joseph Rydholm 
managing editor 

sumers in these areas, and in some not so obvious other ones. 

For example, while 37% of students live on-campus and 18% 

live at home, 45 % li ve off-campus. Members of this group , 

many of whom are setting up households for the first time, 

purchase the same products and food items that any househo ld 

would-a fact which marketers don't normally consider, 

Himmelfarb says. 

These and other purchases are influenced by media, friends/ 
roommates and th e 

trends of each particular 

campus. " Many of the 

brand loyalties that stu­

dents bring with them as 

teenagers are up for grabs 
when they' re in the col­

lege marke t , because 

they're exposed to that 

many more tastes and 

preferences ." 
Himmelfarb 

Survey data shows that only 61 % of fall term students were 

at the same campus in the prior school year, meaning that each 

fa ll the market is infused with new students with their own tastes 

and influences. 

continued on p. 109 

Making names 
At NameLab, we've made product and company names like Acura, AutoZane, 

Compaq, Cycolar, Geo, Lumina, Sequa and Zaprnail 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 four weeks. 

For information, contact NameLab Inc., 711 Marina Blvd., San Francisco, CA 94123. 
Voice 415-563-1639 NAMELAB® Fax 415-563-9176 
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Find out vvhat hundreds of researchers already knovv ... 

Focus Suites is like no other facility you've ever tried. 

• The expertise of our professional recruiters is unsurpassed in this industry. 

• We have three separate, totally private 3-room suites. 

• These extraordinary suites are available for the same cost or less than that 
of an ordinary facility. 

Call today for a competitive bid on your next qualitative research project. 
Once you've tried us, you'll never be satisfied with an ordinary facility again. 

The Right People ... The Right Price ... The Right Place 

One Bala Plaza, Suite 622, 231 St. Asaphs Road, 
Bala Cynwyd, PA 19004 (215) 667-1110 
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P 
hiladelphia is 
the nation's 
fifth largest 
market, with 

5,890,600 residents . 
But it's often over­
looked as a focus group 
location, and that's 
unfortunate. After all, those overlooked 
respondents are ready to give a new 
point of view to your products and services. 

At Philadelphia Focus, we specialize in 
recruiting new respondents, and bringing 
you unsurpassed service in our centrally­
located facilities. 

our center CitY 
location is easilY 
accessed 
by car or public 
transportation. So we 
draw from a wider 
range of respondents 
not just those in our 
"neighborhood." 
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Dozens ol major medical centers and 
hundreds ol corporate headquarters 
make us perfect for business-to-business 
and health care focus group . 

Suburban and citY respondents love 
OUr lOCatiOn, because it's so central. We 

can recruit the quality mass­
market respondents you need 
- easy and quickly, from all 
over the Philadelphia 
area. We even offer them free 
parking, right next door! 

our professional aUitude is 
one vou'll like. too. 
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You 'll never hear us 
complain or make 
excuse - no matter 
how demanding your 
r quirements. 

Clients say our 
facilities are the 

linestthey•ve Seen. They've been 
d signed for optimal 
privacy and comfort, 
with the late t audio­
visual equipm nt and 
pacious viewing rooms. 

Give u a call today. And 
discover over five million 
r asons why we should 
be your next focu 
group choice. 

Thomas A. Bershacl 
Pr siclent 

Philadelphia Focus 
N c 

l 00 N. 17th Street Philadelphia, Pa. 191 0) 
(215) 561-5500 
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