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QCS Mall Intercepts help shake out 
the answers you're looking for. 

Considering experience, technology; and perform­
ance one source of mall research is shaking up the 
industry. Quality Controlled Services. 

QCS is among the nation's largest providers 
of mall intercep research, offering numerous 
enclosed regional sites. With QCS you'll benefit 
from standardized interviewer performance, as 
well as unrivaled excellence in management 
support. We offer unsurpassed on-site CRT inter­
viewing, modern test kitchens, fax and audio-

visual support. Plus, QCS' unique Polling SystemsM 
provides up-to-the-minute data transmission 
directly to you. 

Add to these benefits our extensive experience 
in project management, and QCS becomes the 
clear choice for the best in mall data collection. No 
other mall data collection source provides more 
comprehensive service. To learn more-or to receive 
same-day pricing and proj- 1800 325 3338 
ect booking-call us today. - - -

Quality Controlled Services 
Clrde No. 135 on Reader C rd 
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~diwr' , nnt : Jad, Weber i.\ senior 
manager, mar/... tin ) informal ion ,Jam s 
Ri\·er orp., orwa/J..., 01111. 

r had un-

Who i. thi. guy? 
Pr jc ·t participant 

--nd a r d first l 

get a handl on Lh 
. tr ngths and w ·ak­
n ss •o.; of Brawny 
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man. Qunlitative research was initiatt.:d 
to gain a b lt r und ·r~tanding his ''p r­
s nality." ""ocus group sessions were 
c nducted with Brawny buyer. both 
very loyal and ~om 'what loyal) and 
with olks \.Vho didn't buy Brawn . 

In the. e gr ups, inquirie~ fo ·used on 
Brawn 's p rsonality and the p rsonal ­
ity of the Brawny buyer. sing a varict 
f t hnique and r le playing, the fo­

cus gr up. fi lded such ques-
tions a : 

conver:ationalist, p · ibly a little hy. 
but alwa well behu ed and popular. 
Luckil , he wa de cribed a neither a 
wallnowt.:r n r a boorish drunJ... with " 
lampshade n hi h ad. 

In the next e erci ' e, women ,.,,ere 
ask ·d to imagine what would happ n if 
they were stu k on an ele at r with the 
Brawny man f r -..0 minute . Though 
this s ·nario produced a bit f nervou 

closely at tht.: valu fthe Brawn man 
logo. The pr ~e t t am et up a uanti­
tativet stthat tudiedtheBrawnypa k­
age with and without the man, a. w ll a 
alternative pa kag with varying ize 
and rcpr sentations of Brawn . 

The company's fforts pr du ed "n 
important and urpri ing re ult: The 
Brawnymans mb lha alrno tuni er­
sal recognition. in ty-f ur p r nt of 

pap r-towel buyer rec gnized 

• Whoorwhnti Brawny man? 
big lumberjnck? A giant'. 

omething el e? 
• What ind of a man is 

Brawny - a big ut-of-date af 
or a man who uld fit int th 
'90 '? 

Tile !Jrawnr l'rojccl !lloroughly 
inrcsliga!cd !he· slrcngtlts and 
H'l'akncs.,·cs t~( a nu~ior hrand in till 

e. rist i ng £·a 1 cg t '''_\·'lillie. \l 'It Jl'l ., It 1\ '£ • 111 u ·.,. 

j( w change. Myriad ll'cltnitflll'S and 

his face alon (without n brand 
nam attach d) and uld iden­
tifyhimasBrawny.Jame Riv r 
te ·ted a numb r of I gos fr m 
pr duct · in th paper tow I and 
bath tissue at g ric and did 
n t find any symb I that \: a 
m r widelyrec gnized. What' 
m re, th Brawny pa kag with 
Brawny man n it s r d mu h 
higher in terms of both pur ha e 
intent and imagery than the rand 
did when participant,' rated it n 
it nam al n . iv nth . e find-

• What ind 
Bmwny man go out with? What 
kind of re taurant doe he like to 
go to? 

• D e heha eafumily'! ny 
kid '?What i hi home life like? 

o u. gr up parti ipant ' an-

indiriduolf'l'f~jecls. alllntilding ltfJOII 

Oil£' a no/lie r. ~rl' Fl' j{ tsl! iol/('d 1 o he It' 
dcrclot' a new eositioning. fhtckagc 

and adrcrtising C'liiiiJJllign. Most 
iiJifJortantly. ita// H'nr/,('d.' ing , every ne working n th 

pr j ct agr ed that while th wer immediutely . h wed that 
m ·t n umer weren't .·ur actly 
wh r what Brawny i (he' . a ginnt), 
but that he definitely' a an app nling 
character. Far from eing nn old-fa h­
i n d i on, Brawny wa een a kind 
and warm - ~omeb dy with wh m it 
would b as to get along. But re pon­
d ·nt.· wercn 't in uni~ n n Brawny' 
home li~· - many thought he wa a 
ingle gu , ther aw him g ing h me 

at night to a I g abin and a happy 
famil . In all ca. s, th ugh, hi ial 
skills and self- ·teem w re p 1t1ve, 
and d .·cripti ve mment ranged fr m 
"pleasant'' and "rca."isuring" to the li he, 
''He's th ·trong. il nt type." 

Th n t . erie. ofe er i e ended up 
offering probably the most interesting 
informati n ab ut the Bmwny man. 
R sp ndent were a. ked t l., e them­
selves and th Brawny man in di f r nt 
scenarios. For xample, women were 
asked what kind of part guest Brawn 
would b . Brawny was seen uni er all 
as a los -to-p ·rfect gue. t: a pleasant 
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giggling (appar ntly, th Brawn man 
al. o has a good deal of se app al), it 
becameclearthatBrawny's true strength 
was that h was clearly vi wed as a 
avi , a knight in ·hining ann r. Par­

ti ipant felt that he would b dep nd­
ableand reliable - omeonewh would 
figure ut h \.V to get them th ut f 
theelevat r, rwouldatlea thelpcalm 
down whomever he was stuck with. 

The ·e ob ervation help d the pr ~ect 
team fe l g d about the Brawny man s 
p r nality nd hi role t r the rand. 
Further, it became clear rawny and his 
p r nality were actually a very g d 
fit with a paper towel: helpful, reliabl 
and willing t get the j b d ne. 

Packagi n , chan re 
Alth ugh th qualitative b ervati n · 

produced iti e f edback, Jame 
Ri er ne t wanted to further quantify 
what th Brawny man brought t the 
brand in general and to the packag 
pe ifi ally. Fir t, the company looked 

brand c uld ben fit from . om light 
modification · to th Brawny man, he i 
not an identity Jame River w uld want 
to aband n. 

Unaided Awareness of Brand Based on 
Package Logo Only 

Brawny paper towels 94% 
Charm1n bath ttssue 92% 
Bounty papar towels 90% 
Quilted Northern bath ssue 80% 
VIva paper towels 72% 
Scott paper towels 63% 

Saw Brawny Saw Brawny 

Purchase Interest 
Thick 
Absorbent 
Strong 

55% 
75 
72 
72 

65% 
83 
82 
81 

(All top-two box scores; signi ftcant difference 
at 95% level of confidence) 

packaging and logo re earch with th 
pa kagingdevel pm ntfinnofP ter n 

Blyth, which led to the devel pm nt 

continued on p. 28 
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By Susan Haller and Dale Benedict 

Qualitative research helps Stanley Hardware 
reposition its line of mirror doors 

8 

Research led to the 
design of new in­
store displays that 
more clearly ex­
plamed the styles of 
mirror doors avail ­
able and how they 
can enhance a 
room's appearance. 

dilor' .\ 110/e:. usanllallerand Dale 
Be11edict Jr£' ,·ic pr . idem at ilch 
Inc ., :t research and design co11 ulumcy 
'r1 'i Ill ojJices in Boslon, London and o­
lumhus. Ohio . 
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retaiJe nor manufactur- n!l;:;~;::;;-.::::=.:;;;;, personnel. 
rs were satisfi d with the ~o ·us groups wcr' ·on-

sal · or pr fit mar rins in due ted with onsumcr 
th p duct cate ory. group · mirrordoorown-

De:pit th gloomy re- CL and pro, pc Ls andpro-
alitie tanl y f It th ~ ssi na lgr ups(c ntrac-
market howed promise. tors and builders) on b th 
Produ t penetration was coa, ts and in th Midwest 
I w, . if c nsumer inter- and outheast. tor au-
estc uld d eloped,the ditsandm . tcrysh pping 
catee-or had e cellent trips wer conducted i.n 
growth p t ntial. T n addi - th s regions as well. 

--------------------tion, trends in the rem d- tanl ysupplicd . ixdif-
The revamped Stanley/Monarch line 

eling and home building makes it easier for homeowners to ferentcurr ntminordoor 
industry boded w II. choose a mirror door style that best pr ducts and in-stor di ·-

tan I and Fitch fits their needs. plays to th f u. gr ups 

worked togethe for a year 
tod fin anddevelopanewp siti ni.ng 
strategy f< r mirror door and a com m u­
nication vehicle that would effecti ely 
takead antage fmar et pp rtunitie . 

Th ef ort i1 eluded a full , ca]e re-
ea ch pr ject, in olving fo u group 

with h me wner and contract r and 
one-on-one interviews with di tributor 
and retailer . Th project e amined all 
a pe t of de elopm nt: from c1early 
defining the u er audience t creating 
new packaging and merchandi ing y -
tern ba ed on c n umer and retai1er 
need. 

Project parti ipant fr m Stanley and 
Fitch work d in integrated team that 
included per onnel from market· ng, 
ale , manufa turing, communication , 

product de ign and re earch. The 
rnultidi iplinary and participatory ap­
proach wa maintained for the durat'on 
of the proj ct. 

Defini 

tri utor. 

November 1994 

t simulate th purchase­
decisi n-making proce:s and more ef­
fective ! analyzeresp nd nts' reacti ns 
to the pr duct ine. nterview with trade 
buyer ,di tribut r , merchandi er ,and 

tanley per nnel were conducted in 
per on and by teJeph ne. 

Market trend , and reta il 
environment 

Trend in the home- uilding/remod­
eling industry indi ated that th mirror 
door mar et had plenty of room to grow. 
Re identia1 remodeling wa e panding 
at a phenomenal rate. The m t fre ­
quently contra ted remodeling acti i­
tie - kitchen and bath area , family 
ro m addifon , and rna ter bedroom 
upgrade - wer all p tentia1 candi­
date for mirror door . 

At the arne t'me, new home con-
truction wa picking up, di tribution 

chann l for mirror d r large retail­
er catering to do-i -your elfer were 
e panding ra idly and re earch indi­
cat d a low le el of product penetration 
(fewer than 15 percent of U .. hou e­
hold have mirror door ). 

But th re were problem . Fitch and 
Stanley' re earch howed that the re­
tail envir nment wa a barri r to pur-
ha . Th m rchand i ing of mirror 

door wa onfu ing: It wa difficult to 
determine e actly which produc were 
in t ck and which had to be pecia 

rd r d. Non tandard pr duct were 
hard t come by. Low-priced mirror 
d r old frequently be au e they were 
the only ne availabl . 

In addition, mirror do r wer mo t 

often mer handi ed with other door 
pr duct a a hardware item instead of a 

continued on p. 74 

Prior to the research, mirror doors were usually sold as 
a home hardware item. Though the product descrip· 
tion suggested that they would make homes appear 
bigger and brighter, the plain-looking packaging (above) 
didn't communicate this idea ... 

... based on research with homeowners and members 
of the trade, packaging was changed to reposition 
mirror doors as a decorating item and help consumers 
find the model and size they wanted. 

9 



Enhancing market research with kids 

ditor· . not : rt hu/man. Ph .D .. i.\· 
pre idem of Jwlman Res arch. \'an 

a/if 

th min a r 

10 

By Art Shulman 

r . 

I pm nt in 
ar as su ~h th all ·ntion span, a ility t 

n ptualiL. ~or abstra ·t, and a ility t 

continued on p. 29 
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g resea cher' s 
·de to • • u ttva ate a g 

By harl s J. chwarz 

ditor' note: harles J . 'chwar: i. pre. ident of 
Demometrika, Lo Angeles. 

A 
mar eting re earcher , we hnve all been fac d with 

tight deadline , demand for conci e. ea y to under­
tand re uh , and ur ey ta.b a thick a the Manhat­

tan ph ne bo k. Burdened with an 80- or <.JO-question 
urvey and breakdown by very conceivuble demo­

graphi , who ha n 't found it difficult to i olate actionab1 
finding quick y and boil them down into a couple of 
chart and graph ? 

ultivariate analy i i a body of tati tical te hnique · 
that do pr ci ely thi job. They were pe ifically de el ­
oped t i olate the important relation hip between va i­
ablc and highlight the slru tur behind what might ~ em 
to be a haoti rna of data. In the hand ~ of a mp t nt 
analy t, they can imp1ify interpretation, pro ide inno a­
tiv graphi pre ntati n and give in ight that\ uld b 
impo ible to obtain by imple one- and tw -way tabula­
tion . In any large or com pie tud , th e are note oteric 
frill , but e ·sen ti a! t ol · to peed up and enhan ana l si . 

The e technique ~ are applicable not only to urvey but 
to a broad range of data u h a dem graphi ale and 

IF information. multi ariate analy i might how that 
a t of d tail d demographi reflect only one r two 
ignificant asp ct of a population. Another analy i, 

might deri simple u tomer egment from comple 
cr -·ell data. hese arc · usl two xampl s of th · potcn-

12 

tial of multivuriate ana lysis to increase th value o both 
internal bu ine information and publi ly available data 
f r marketing r ear h purp 

While they may be e entiar t 1 , multivariate te h­
nique demand a fair y ophi ti ated tati tical back­
ground to app ly orrectly. tilL their re ult can b u ed 
by r . earchers at almo. t any 1 v I ft chnical . phi ,' tica­
tion. 

Quirk's Marketing Research Review 



Whol famili so multivariate technique - hav ·prung 
up to deal with just this kind o problem. Us ·din market­
ing re ear h under the rubric of perceptual analysi:, 
techniqu s lik factor analysis and discriminant analysis 
can boil dozens of attributes down to two or thre' signifi­
cant, ea ily interpret d allitud ·s. R ·spondents can b 
scored on these attitudes, dif erences betwe n respond nt 
groups can be id ·ntified and the differences can be ·a:i ly 
graphed. 

Th example of the client with 200 attribute questions 
is a good case study of this us o the techniqu s. Her it 
turned out that the attributes repr s nt ·d only thr e cus­
tom r attitud s - suitability to th task, workmanship 
and prestige. The client rec iv d a set of three dimen-
ional chart · that graphi ally differentiated the market 

ni ~ hes of several brands based on the three · ttitude d.i­
mensions. Faced with 200 independent attributes, it is 
questionable whether these differenc s could hav been 
identified , let alone displayed concisely on a few graphs. 
If this ·lient was planning to do further research, :he 
could hav b ·n fited in another wa . The anal sis showed 
that approximate! 25 of the 200 questions serv d to 
identify th thre attitudes . A future surv y could hav 
dropped 175 questions, saving a signi icant chunk of the 
research costs. 

Markel egmentat ion 
Market segmentation is the ar a that most I early shows 

the ac ssibility of multivariate analysis. Almost any 
clusterinO' scheme i. the re ult f the appli ati n of ne 
and oft n sev ral multivari· t technique . larita 'PRIZM 
and Donnelley s luster Plu '. f r e ample, ar the prod­
ucts of this ind of analy i . The huge ucce of the e 
products stands as testimonial to the u efulnes and clar­
ity of multivariate r suits . 

Any w 11-d signed survey can be ubjected to a vari ty 
of mu.ltivarint clu tering techniqu to develop u tom 
segmentation schemes ba ed on the que ti n includ din 
the survey. The geographic id ntifier of urvey re pan­
dent or a cu torner inf rmati n file allow rec rd t b 
linked to census demographi and tho e dem graphic 
can be u ed to deve op a cu tomized produ t or er ice­
sp cific clu. ter·ng cheme imilar t th generic model 
set by lust r Plus or PR IZM. The e cu tomized ch me 
will provide in ight into pecific mar et that the more 
general clu tering y tem annot. ln orne ca e , like 
busine. s-to-bu ine marketing r mar ting to niche 
such a · clinic group or enior , the e technique ar 
aJmo t the nly way t obtain tati tically ound egmen­
tation information. 

Predict ion an d fo reca ti ng 
Pr diction and f reca ting ar inherently mu tivariate. 

uture ale , for e ample, i dependent on a ho t o · 
fa tor uch a the economy, demographic chang or 
hanging ta te . ven in a trend analy i , future a ti ity 

is general I y not a impJe function of a ' traightl ine proje -
tion r moving a erage. It an : e cy li al, hav ea onal 
component. or have complicated lag time , aJl of which 
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U er-fri ndly, ompr hensiv & 
dependabl . Camera ready tab I s & graphics. 
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int rvi wing. Easiest to I arn. Guarant cd. 

StatPac Inc. 
532 Fran Av . S. · Minneapol i , MN 55410 
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Next time you need 

data in a hurry , use your 

connections ... 
S ARCH CONNECTIONS, NC. 

We promise high quality 

data, fast turnaround, and 

personalized service that 

will make you think you 

own the company. 

We specialize in on-line 

multi-city mall surveys, 

disk-by-mail studies. large 

telephone surveys, and 

conventioa research. 

So next time you 

wonder how you'll 

meet your deadlines, 

remember that you have 

"connections" ... 
RESEARCH CONNECTIONS. 

Call us at 908·232·2723. 

can and mu. t be modeled through multivariate tech ­
niques. 

Multivnriate conometri technique hnve b en devel ­
oped to deal speci fica II y "V i th the probl m: of foreca . t 
and proje ti n. The:e technique. ha e een highly opti­
mi7ed to btain mathemati nlly ba. d f re a t with 
minimum error gi en the input data. here ar widely 
nee pled te hnique that deal \Vith interd p ndenci s 
between predictor variables and b tw en those ariable 
and the passage of time that may not ev n b appar nt in 
the mo t d tailed tabulati n . If n t ntr lied, the e 
int ·rdcpendencies can lead to very misleading r l-~Uit.. 

While ha · and other u~e the techniques in very 
om pie · models to pr d.i t th n my. in mo t bu ine " 

situati ons a simple, understandabl' model is enough to 
produc lear impr vement , in precli tabilit 
bnsi tr nding r m ing av 

au ·al analy i 
One of the most highly develop d areas of multivnriate 

nnaly. i i au ·a] analy i . There i a battery f powerful 
t chniqu design d p ifically t model and te t theo­
ries about causation. These technique.· can pro e their 

alue en when ther ar as f \V a three interrelated 
cau.'es and certainly when causation is two-way or mul­
tifaceted. In these situations, even the larg ·st :ample may 
be too smalJ to i olate important cau ·a] fa tor · through a 
tabular analysis. By app lying well de eloped :tatistical 

C1rcle No 104 on Reaoor Card 
-------------------------1 theori s, multivariate te hniquc~ can leverage the data 

FASt 
EASY, 

&DEEP. 
PAl helps the world's largest companies gef in-depth 
analysis of market changes by giving planners easy 

access to forge ( 100+K) samples as quickly as calling up 
a spread sheet on their PC. Find out how. Call PAl now! 

PAl 
Productin~ Access, Incorporated 
Advanced Research Analysis Tools 

19851 Yorba Lindo Blvd., Ste. 203, Yorba Linda, CA 92686 
(BOO) 693.3111 
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from even a relatively small ample to provide a \vay to 
test detailed hyp th ·s ·s about the m·trketplace. If a sur-
ey is don to d ·tern inc th • cause or a dr p in sales, for 
ample. multi nriate techni ue pr vide an bjective 

way to model what those ·auses might b~ and d t rmine 
which am ng th m is mo · t important. If r anag ment has 
a theory concernitH! the drop in sales, multivariate tech ­
niques pr vide an obj Live means t evaluat the theory 
and to elaborate on it. 

Multivariat analysis includes a wid rang of tech­
nique that can b used in almost an re earch ituation. 
A. uch. no . imple arti Je an c ver all their u e . The 
purpose h re has b en more limited. irst, it has been to 
gi the reader a ta ·te of the kind f practi al question · 
that multi ariate t chniqu s nn ans\ er in th mnrketing 
res •arch situation. econd, it has been to stress the cost 
effectivene of incorp rating multivarinte analy i in the 
research effort from the ground up. By planning for thi . 
kind of analysis from the design pha:e on. rc. ulls will be 
enhanced and ultimat ly the entir ost of the re e rch 
effort could he reduced. inally, and prohably more im ­
portant! . it ha b n t impre. u n th read r that 
although they are powerful statistical techniques , multi ­
variate analyse~ p ovid result · that ar a ce ' sible to 
re ar her and manag ment alike. Rather than adding 
compl xity, multivariate te hniquesclarify.simplify, · nd 
in rea ' the acti nubility f any r ult are ' arch r an 
provide t hi r her lient . 
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J st because it has ten digits 

oesn't mean it's a phone number. 
(If you tried to find out where your t l phone arnple came from, would you b left empty handed?) 

Fu S r icc 

g n ration. 

a black bo 

w ct·a. 
plicit am-

Eco on1ical 

N SYS Sampling Sy m ha h e p ri nc 
and t chnology to help you hold down th high co t 
of data ollec ion. Our ENE Y Plu and 
SYS I y m conomically purge busines and 
no -wo king num r from your RDD mpl 
you don't hav to pay interviewer to find th m. W 
al o offer ignificant, aut mati , volum di oun 
on both a job and an annual ba i . 

Q alitv 

Quality re ·earch b gin with a quality ampl and 
you can oun on ENE Y to be the mo t tati -
ically a urat available. Whether you need a 

full cu tomized ample for a p cific proj ct or 
you want to t up an in-hou , tand­
alon y tern u ing your own comput-
r ENE Y give you the be t of 
oth world . The be t way to find out 

what GENES S Sampling Sy tern 
can do for you i to u in action. all 
today for a p r onal d roon tration a 
your l a ion. 

G N SY ampling y tern • 565VirginiaDriv • ortWa hington, PA 190 4 • (215)653-7100 
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~ditor' JW/e: Pal rick M. Baldasare i pre ident and EO 
of The Respon ·e enter, a Philadelphia re £'arch and con­
ultin ~ firm . Vikas Mine! is a res arch analy 1 at The Re­
pon e enler. 

"The difference is significant!" 

'This proportion is significantly greater than that!" 

'The results of the analysis are significant!" 

:care hers often mi u e and abu e th ncept o . 
significance. Many in re ear h c pi le of cross-
tabulations and r am f anaJ 1 lind si nifi cant 

dif~ r nc sand fom1u late th 

16 

per ent level of ' nfid ·nee, it would not ha e be om I rger. It 
would nly m an that ther i. a l percent chan that th 

continued on p. 32 
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n ed m re ·trongly than m n: 14 per­
~ent ·aid they w re tipp d '·quite a bit' b 
packaging. Eighteen perc nt of I - t 24-

y ar- ld · admitted to bcin ' :trongly in­
tluen ed. Older, retired meri ans are 
I mo d: Only 7 perc ·nt said they 
wer ignifi 'anti in flu ·need by pa kag­
ing. F r m rc in ormation, cal l om 
MularL at 70 -5 0-72~ . 

P o i eration of n w 
names continue 

W 've 
moved 

to San jose 
Actually we're still headquartered in Seattle 
but we do have a new facility in the Great Mall 
of the Bay Area in Milpitas, near San Jose. 
This m ans w can now offi r you compl te data 
olleclion s rvic s .from th t coast to th Ro ky 

Mountains. 
all us for rno~ information 

Consumer Opinion Services .............. .--. ... vv n w rtoyou 
t Ave . South ealtle, Wa hington 98 I 8 

all 206-241-6050 to book this facility ... 
ask for Jerry or Greg Carter 

C rcle No. 1 ~ on Reader C rd 

year ag . 
T illu trat th boominproductnam .· , 

Ri ~in points to th 7 ~,I 00 trademark d 
name in th c smctics industry. In the 
tir t f ur m nths of I 4, an th r 1,000 
nmnes were ad ed. Th surveyf und that 
themostpopularmean:ofdevi. ingan w 
names ar int rnal task force: 7 I per­
c nt) ami advertising agen i (5_ per­
cent). fifth of th ·ompanie: surveyed 
had u ed n naming consultant to om up 
\ ith a n \ h~mdl ·. urveyed · mpanje 
rat d internal tasl-. forces 55 p rcent), 
adverti ing agencies ( 15 perc ·nt ·md 
naming con~ultants ( 14 perc nt) as th 
mo:t ·ffectivc mean: of e el ping n w 

name~. orne 56 percent 1'1 ported that 
Lh y had u~ d cith r qualituti 
titativc rc~carch tot st new nam . nl 
37 r "'nt of th' ·ompanies poll d in a 
1 9 J sur c r ported using r · arch in 
th namc-g 'ncration pr es . F r m re 
inf ation. call 2 1- 70- 1. 70. 

The grate outdoor 
The . cason for outdoor cooking i. o er 

in mu h ofth' countr . and according t 
r "s "arch done b th ew York -ba d 

immons Mark ~t R sear h Bureau, that 
means an awful lot of peopl have grill 
to clean and store. he mpany' 
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immons tud of Media and Mark t · 

indicate 61.1 p rcent of all 
own utd or grill . and the 
them. Entertaining utdoor. i p pular 
with 42 per cnt f th adult p pulation. 
7R milron pc pie. Tho~, mo t lik I t 

hav f lk er for brat. , burg r or a 
fane tyle o griiJ d chicken are baby 
bo mer 35 t 49. married with kids 
age 6 to I I, !lege graduate in prof e. ­
sional and managerial oc upations, thos 
with a household in m ·of ~ 40,000 or 
more, and, reinforcing a Ia i '\t re -
type. uburbanite . or more infonna­
tion, call Jerry Ohl t n at 2 12-9 I 6-R 52. 

\irtual survey 
Apparently p ople ar intrigu d by the 

id a f leaving without ·ver g in any­
where. urrenl irtual reality te hnolog 
aJlow th general publi · nly to tran -
form th mselve int crud . blocky 
ing ' who sh l I \'lly arcing hunks f 

irrual e pi ive at each ther, cau ·ing 
an unreal isti irtual di.-m m m1ent into 
the ariouscolorful shape thatconstitut 
the virtual gunfighter's bocly - all f 
which take. pla e in bar , gen rally. in 
front of h rd of onl ker chuckling 
vigor u. ly at two adults wearing mutant 
sungla . sand engaging in a languor u 
battle nly th pe ivc. Bm a ording 
to a recent Roper tarch survey. many f 
tho e having a laugh at the irtual gun­
slingers' c pen e would like to virtual! 
tra el around the world - a I ng a.'\ they 
ould do it at home 3 p r nt of . urve 

r pon enL were very int re ted, another 
25 percent . mewhat inter ted). Th 
Roper tarch . urvey tum d up a ari ty 

f ther virtual e p ricnce that piqued 
inter t. R spondents wcr intrigu d by 
the noti n of time trav ling t a if~ rent 
peri d in hi t ry ( 5 percent w r very 
intere ted, 25 percent somewhat s ), at­
tending a c n ert (31 percent, 23 per­
cent), trav 'Lingt themo norsomcolh r 
inter t llar b dy (29 p rcent. 19 p r ·cnt). 
the rather p ·de trian opportunity t prac­
tice a hobby uch as auto repair or 
rna ram ' (26 p r ent, 28 rcent and 
de igning and t uring a hou e (~5 p r­
cent, 24 per ent). Pra ·ti ing n spon, driv­
ing a rae car, trying on clothe , creating 
a movie or painting or s ulpture, scuba 
diving, skydi ing and pcrfonning a lif -
a ing op rati n also drew ome n d ·. 
urpri ingly, p rhap.-, ha ing a romanti 

November 1994 

r ual en ounter ( 11 percent, 16 p r­
ent) nmkedju. tabo e battling ·rearur s 

from out r space 10 percent, L2 per­
cent . Folk 'inter st in ha ing a roman­
tic or e ual n ·ounter with creatur s 
from uter p·tcc \1 a not mea ured. 

f cour e, the f'1 finement f virtual­
realit te hnology ha pot ntially rna'i­
~ive implications for the market re earch 
industry. Virtual f u. group - with 
participant from around the c untry or 
th w rld - and virtual surve could 
rcvolutionizcstandardpracti e .quickly 
~etting a new b ·nchmark for the lev I of 

His pan· c tend 

to preserve their 

cultu al values, 

traditions, and 

'dentity. 

sophi tication lient · expe t. But will 
the b satisfi d with irtually eatincr 
virtual M&M '! F r m r infonnation, 
all 914-69 -0 00. 

anners surface from 
floods of '93 

Th ugh the e tensiv flooding in the 
Midwestlastyearhurt the untry's f d 
produc rs. c p ially com and oybcan 
growers. fmme urv yed by t Loui ' -

ased Market Direction paint d a gen-

continued on p. 34 

The nbility to under rand Hi panic 

ultural value and fore a. t their 

influence on a pur ha ing decision 

i vital to ucce sful Hi panic 

marketing program . 

In fact, an under tanding of 

Hi panic life ryle and value a well 

a an appre iation of the ubtletie 

f their cultural conte tualizations 

can mean the differ nee between 

marketing u e and failure. 

Hi panic Market anne tions, Inc. 

i a bilin ual bicultural full ervi e 

market re ·earch firm that provide 

in ightful and timely market intelli-

en e about the i pani commu­

nity perception , attitude and 

pur ha ing pattern . 

Hispanic MARKET 
CONNECTIONS, INC. 
8 111nguol/8icultura I Market Research 

415/965-3859 
5150 1 amino Real 

uite D-11 

L Altos, alifornia 94022 
Fax: 415/9 74 

Woman/minority wned. 
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Ri hard J. pence and Mar)' 
Bommarito have joined Qual it}' on­
troll d nice F nt n, M . pence 
wi II erve a the com pan ' , national 
mark ting manager and wi ll be re­
sp n ible for planning, directing and 
se lling er ice . As project 
coordinator, Bommarito i: the new 
voi e of the ompany's ROO-num er 
telephone bidding . rvi es. Her main 
re pon ibiliti . in lud bidding and 
cheduling of multi ·ity tudie for 

rs with telephon in t r i ·wing bid . 

Jorg herbo. que, dir ct r f cul ­
tura l comp ten · training f r rlich 
Tran u/tural onsultant. , Woo land 
Hill . ali f., rcc ·ntly s rved a a key 
pr enter at the first Women ntre­
preneur B yond Border ummil in 
Pu rto Vallarta, Me i o. th r par­
ti cipan t in the me ting in lud ·d 
Hillary Rodham linton and Dr. Jami 

rra Pu h , the e i an . ecr tary 
of trade and i ndu try. 

Philip erruto ha. be n named 
pre iden t ofAmericanT /eiRe pone. 
Dre e l Hill , Penn. f. R search om­
pany ew .) 

mall 
f cu huck arraj has b n app inted 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~ genera l manag r f PRO~ ~R 

• Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

• ,In-depth Individual Interviews 

• Quantitative Studies 

• Computer Tabulations 

• Instrument Translation 
into Familiar, Readily 
Understandable Language 

• Careful and Insightful 
Analysis and Interpretation 

• Highly Experienced 
Research Staff 

Transcultural Consultants 
Contact: Andrew Erlich, Ph.D. 

Phone (818) 226-1333 FAX: (818) 226-1338 

22 
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roup. a divi i n of Le 
Ent rpri . s, avenport, I wa. 
PROM TA pro id mark ting 

r i cs t the 

elli Rou. e has been named enior 
pr j c t e at 
Herron s.w ciates. d, Ind. 

continued on p. 38 
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ullen Retail en,ices Inc., ockford, Ill., has chang d 

it name to ull n Re earch Group Inc. he ompany, 
f unded in 1987, ha expanded it custom r ba e b yond 
retail outfit , prompting the name change. R conduct 
cu tomer ati fa tion ur y for manufactur r , ervice 
provider and profe ional client . For more information, 
call y I ia Kacheri at 8 15-3 7 -804 I. 

I ~~ Group In ., angh rne, Pa., ha purcha ed m ri­

can T I /Re pon , a national telephone marketing er­
vice company with headquarter in Dre el Hill, Pa . A 17-
ear-old company (hat empl y 00 people, TR ha 

telemarketing c nter in Dre el HHl and Kearney vHle, 
W. V. The pur ha e includ n TR' 300 predicti e out­

bound and full automated tel phon· marketing stati ns, 
gi ing I mor than 1 200 : tation . . I T ha. named 
Philip Verruto as pres ident fA R. which will e dedi ­
cated to handling inbound 800-numb r ails. The pur­
cha. e follows I , 's ebruary acquisition fMiami -bas d 
Span tel. 

Fi ld Re pon 'C o. . hicago. ha , opened an offi e in 
centr· I Mi sis ippi, allowing the company toe pand it 

telephone er ice to cover Jack on: Birmingham, Ala.; 
Memphi , Tenn .: New rlean ; alla and Hou ton. 
FieJd Re pon e now has 20 telephone bank for nation ­
wide ur ey . telemarketing and recruiting. The Mi i -
!\ippi office contact is inda Hunt. The offce' addre s 
and phone num er are: _ E. Jeffer n t. PO Bo 68. 
Ko ciu ko, MS 3c 090; 60 l -289-705 

\'ice , has op n d R e earch onnection. Inc. The new 

c mpany ffer ' ield nnect onJin muhici y mall ur­
vey. . isks onnect di k-by-mail studies, Phone onnect 
large multisite ATT urvey , M dem onnect bulletin 
board re earch and other marketing re earch ervice . The 
ompany addre and phone number are: 414 entral 

A e., We tfield , NJ 07090; 90 -232-2723 and 908-654-
9364 fax). 

Market act Inc., Arlington Height , Ill., report 
revenue for the fir t i month of 1 94 of $23. million 
- a 13 percent inc rea e over the arne p riod la t y ar, the 

ompany ay - but earning for the period were down: 

ACG 
RESEARCH 
SOLUTIONS 
Chromalloy Plaza 
Suite 1750 
1 20 South Central 
St. Louis, Missouri 
63105 

PHONE: (314) 726-3403 
FAX: (314) 726-2503 

continued on p. 33 

Our experienced staff has 
The M/ /R / ~ Group, Irving, Te a , report net in- served the qualitative and 

~orne of 712,000 on r ·venues f 17 million for the third quantitative research needs 
quart r r 1994, end d eptemb r 30. The mpany of many Fortune 500 clients. 

reported net in orne of 178,000 forth am period in Let us put that experience 
1993. Earnings p r shar jumped from 5 c nt in th third to work for you. 
quart ·r of '9 to _7 ents in 1994. For th fir. t nine 
months f '94. /A/R/ r ports net arning: f $1.7 
million. a 74 p rcent in r ase ov r year-ago arnings. 
Earlier this y ar, M/ A(Rf bought up 440,000 shares of 
it: mmon stock. 

Amy J. o fie, formerly of Analytical omputer er-

November 1994 
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Multivariate analyses, 
including conjoint 
analysis and perceptual 
mapping 
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arket acts rolls out 
speedy survey service 

Arlington Height , lll. -ba ed Mark t 
ac t · Inc. ha plugged in Tele ation 

ernight, a u tom urvey with a 24-
h ur tumar und. The er ic o fer 300 
ompl t d interview · p r night \ ith 

b th national and r gi nal ample of 
. . adult o r l . R sulls arc d li v­

ered in tabular form. For mor infom1a­
tion , allTomMularzaL70 - 90-723 

udits & Surveys' 
eta ·1 survey continues 

udit · and urvey , ew York, con­
du t an annual surve , the National 

face interview , deriving nationally pro­
je table information on t res by g og­
raphy,category, izeandtyp . nint r­
national ver ion of th ur IS m 1t: 
fifth year. For more in nnation, all 

arl avitch at 212-627-9700. 

Quirk's Marketing Research Review offer you a 
chance to mak hi tory ... 

... a case ltiston;, tl1at i . 

a QMRR r ader, you know that in each i ue we pr nt ca hi tory 
ampl of ucc ssful research project , e amining the goal b hind th 

project, it methodologi s and how the re arch re ult wer u ed to 
launch a new product, improve ervice, or fine-tun an adverti ing 
camp ign, for ample. 

W 'r currently planning the ne t everal i u f Q RR and we'r 
looking for re earch projects to profile. If y ur company or organization 
ha a research project that would mak an int r ting case history, we 
want to cov r it! 

The tory d v lopm nt proce imple: a MRR writer conduct th 
ne ary int rvi w by phone and then write a draft of th tory. 
B cau th ca hi tori may touch on en itive information, w allow 
int rviewees to read a draft of th tory b for it go to pr s. Plea 
contact Joseph Rydholm, editor, formor information or to di cus a tor 
id a. 
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Quirk's Marketin Re arch R i w 
P.O. Bo 23536 

Minneapolis, M 55423 
Ph. 612-861-8051/fa 1-1 

Circle No. 10 on Reader Card 

S roll out desktop 
mapping pac age & 
A C/1 0 speed 
enhance 

n ir nmentaJ y t m Res ar h In­
tituteln. Redland, alif.,ha. f rrn d 
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Upgraded Apollo 
Windows released 

Cahners offers 
Who's Who 

arquis 

• •· • • • 
• •• • 

• • • ... ... I • 
• • . . . • . . 

• • • 
• . . . . 
• . . • • • . 

• 
• • . I 

••• • 
• :u 

32 -4958 
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continued on p. 37 

introductory Offer 
BUY ONE QUESTION 

AND GET THE SECOND QUESTION 

FREE! 

For more information call 
CHILTON 'S EXPRESS Manager 

1 -800-EXP-POLL 

~ ....... ,. •• RESEARCH 
., ...... ., .. SERVICES 

Tel : 61 0 I 964-4602 
Fax: 61 0 I 964-2942 
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Product & Service Update - In Depth 

CAP to the rescue 
How a major account customer satisfaction study 
redefined computer-aided personal interviewing 

ditor' note: Richard Nadl r i a 
principal ·with th Technolog · Applica­
tions roup and Per eu Development 

orp. edham, Mass. 

manager at a con ultin finn for. v ral 
year and hou d ha kn wn tter. 

W 11, it wa n 't until th pr ject 
b gan that 1 realized what I had g t­
ten my elf into. Th w rk wa o 

erwhelming that it wa:n't going to 
b a ca of a few late nights and 
e erallong w k nd · f r my elf and 

my taff. , thi wa going to re­
quire orne ingenuity a new appr ach 
and om li k programming. 

The r s ar h pr gram its If wa 
lid. Th bjectiv · clear. he meth-

od lo y pr n. Th d liverable 
identified. Th time-fram ridi ulou ·. 
The Gl bal Maj rAce unt u torner 
R quir m nt. Pr gram wa n t im­
ply a u l m r- ·ati ·facti n mea ure­
ment 
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By Richard ad] r 

pr gram with real ub tance b hind 
it. Th pr gram w uld identify pr b­
lem ar a , a w II as n w opp rtuni ­
tie , that c uld dir ctly tran late t 
e pand d mark t ·hare. It w uld b 
an opp rLunity for fran , on -to-on 
dis us ·ion with leading cu t m rs, 
rc ulting in impro ed u tom r ·ati -
facti n, ne cu t mer at a time. With 
a sample ba e of 2 0 cu t m r , r p­
res ·nting alm ·t 900 million worth 
f rev nue, th imp rtan of th 

pr j t c uld n t b o er tated. 
The pr gram had i objective : 
• T id ntify, document and pr -

vid a fram w rk f r addre ing p -
ifi customer need . on ern , and 

i ue 
• To identify new bu ine opp r­

tuniti . b th re lated and unrelated t 

gi ~s 
• o incr ase u t 

and I alty and as 
share. 

Thes goals wer 
through in -depth, two-h ur fa -to­
fac int rview with th mpany' · 
top 200 cu tomer . F ll " ing each 
interv i \i a 2 - t 25-page r p rt eon­
tammg a mi f mea ur ment rat­
ings, analy ·i , interpretation and ver­
batim quotes wa: t b wriuen and 
sent t both the re p ndent and the 
major ac unt manager. Ea "' h r port 
ne d d t b u ·t m writt n and let­
t r perfect. 

he pil t ery 
smoothly. he cu tomer was very 
willing t · it and re pond l th ~ 2-
page que ti nnair . I audio-tap d the 
int rvi w, which la ted f r appro i­
mately t~ -and-a-halfh ur. (s li ghtly 

ver budget). Returning t my ffi e 
I began to put together the first report. 
Three coffe p ts and I 4 h urs later it 
wa omplete: eight hours or on day 
over udget. I qui kly dust d of my 
lntr t Fin~ nee b k and turn d to 
the chapt r on th im Value of 
M n y. I was in d ep tr u le. I e -
pe ted om impr v m nt over time, 
but I knew I w uld never come near 
th i -h ur budget per write-up I had 

Quirk's Marketing Research Review 



set when I had be so eager to win th 
projc ·t. 

API to the re. cue 
In d dan w approa h. In eded 

technolog . I decid d to rethink the 
process. Since I knew th meth dol ­
ogy wa. und, and I knew the lient 
wa n't g ing to rethink the 
deliverable •. tr am lining the proc . 
was the on I hop . I br ke the pro es 
down into three ke elements: 

• Th int r i · wits lf wa. the first. 
I was working with a 2-pag pap r­
based inter iew that was almo t im­
po. sibl to usc, specially forth t pe 
of free-flowing, ' utive-1 vel in­
t rview thi . was . upposc to be. To 
often a respondent would g off on a 
tangent, raising issues that were to b 
ask d about later in the intervi w. 

ince it wa: ften di fi ult t find th 
appropriate qu · tion to put these com­
ments in, I was r duced to madly 
scribbling note. in the margin . . I 
need d a more efficient and effe Live 
way t captur th i nf rmation. 

• econd , list nin t the tap s was 
extremely tedi us and time- on ·um-

ing. [ had thought of using a tran­
scrib r, but then I'd be fa ed with 
reading 6 pag s f text in order t 

find the I 0 to l5 k y comments I 
need ·d for the report. The other prob­
lem with transcribing th tapes is that 
I w u ld b c nducting th sc inter­
vi ws all over the world and had to 
have th reports in ish d within thrc 
days of th mplcted interview. I 
ne d d a way of elcctroni all :ifting 
through the information, dis arding 
irrelevant comm nts and quick! iden­
tifying in onsistencies. 

• inall - and this I put into the 
category of ··wouldn't it b gre·tt ir· 
-I want d t e1iminat the produc­
tion of the draft report. he effort 
r quired to conduct the int rvi w, 
tran ·cribe the tape, and pr pare the 
draft report left very litt le energy or 
desire to sit and pr vide th typ of 
value -added analy i · the client 
ne ded. 

I spent the next two we k · n th 
phone with softwar company after 
. oftwar company. I des ribed the 
solution I needed: as ftwarc packag 
that would allow me to et up a dy-

namic questionnaire supporting un­
limited verbatim an wer to open­
ended que tion a well a upporting 
add d te t re pon e to clo e-ended 
que tion (my need for thi capability 

nded most con er ation ). 
The few vendor that could meet 

thi r quirement were nar owed to 
two wh n I told them 1 typed very 
lowly and wanted the program t 

:tore the re pondent' voice on the 
hard di k on a que tion -by -que tion 
basi . fter I a ked that the y tem 
produc a wrillen draft report in tead 
of a pread heet fu11 of number ' I 
found my elf alone, taring in the 
mirror. 

Enter "API e it problen 
Whil we would have pr ferred to 

find the lu tion omewhere el e and 
copy it, w ettled for writing it our­
·elv s. The program, which we call 
Intervi w Manager, i a computer­
aided per nal inter iewing ( API) 
system designed for per onal face -to­
face intervie" ~ that require written , 

continued on p. 31 

How To Find The Best Deal 
On WATS Interviewing. 

Th high o t f t l ph n int rviewing g tting y u d wn? I/H/R R earch Gr up can h lp - with th 
highe t quality, l we t price , and best service available anywhere. 

• 75 line national coverage • Certified interviewer. 

• 50 Ci2/C TI tation • Highe t quality 

• On time re ult • Low price 

• Project bids in one hour 

• Onloffpremi e monitoring 

• tate-of-the-art technology 

What make 1/H/R the be t? orne ay it our on-going training program or our great upervi ·or ... But, 
what eem · to make our client even happier are the really mpetitiv pri e . W re gr wing, we an 
aft4 rd t bid very aggre ively. 

If y u 'retired of the arne old ong and dance, give 1/H/R Re ear h Group a call. We'll make ure your job 
done right and at a co t you can live with. 

/H/R Research Group 
Quality Marketing Re earch That Works. 

4440 S. Maryland Pkwy. - Suite 203- Las Vegas, NV 89119- (702) 734·0757 
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B awny 
continued from p. 7 

of c number of new alternative 
te t d in th s c nd r und. pa aging 
'Creen ww c nducted o that the om­
pany uJd better under tand the mes-
age and appeal f a h altern ti . This 

te t I d l s v ral modificati n to Lh 
Brawny package. 

First. Brawny man' tru tyax wa taken 
away fr m him~ th fir. t r und f te ting 
hadpr venthatitwa! notimportanttohis 
per na, and it didn't add an thing to the 
pac ag . e t, h • was hrunk: by about 
lOpercentt makeitea iertodi playth 
decorati print n the towel . Bravmy 
al o g l a new hair:tyle - hi third in 19 
years. ( om nsideration w given to 
the id a of liminating r hrinking the 
for t hind Brawny man. but the re-
ear h indicated that would be ami take. 

as c n. urn rs !earl liked th tr e and 
th g n raJ outdoor feel the package.) 

An integral pan of the new pa kaging 
was a new con umer-preferred Brawny 
brand I g that wa bigger and ent red 
on Lh pa kage, making it ea ier to read. 
Water dr plets wer added to better com­
municateab. orben .Allofthe e hanges 
h lped 11 ate a hard r-working and mor 

i ~ uall app aling pa kage orth brand. 

"Thir t pocket ' 
Ev n th ugh membe 'lf th project 

group knew they had a winning brand 
hara tcr and an impro ed packag , they 

continu dt wond raboutBrawnyman' 
basi reason for in g. Brawny wa intro­
du ed in 1975, and for the pa t 10 year ' 
the brand' . positioning· nd tagline had 
be n"Th BigT ughTowel'' - indicat­
ing both Brawn ' high level of trength 
and absorbency and the fact that ea h of 
its sheet · i · bigger than other brand ' (by 
ab ut 25 percent . There was some 
th ught, th ugh. that while thi po iti n­
ing(reinforcedthr ughyear fad rtis­
ing and packaging) did a go d job f 
c mmunicating trength and t ughnes . . 
it may not have been w rking hard nough 
to communi ate ab rbcn y- one of 
the key attribute in th paJXr towel cat­
egory. 

F u group. w r s t up in :tr ng and 
weak Brawny mark ·ts so th company 

u d get a better handl on ·atcgory 
need a. w 11 as SJX ific ~ lings about 
Brawny. Th re 'Lilts pro eel interesting: 

28 

When it om t pap r t weL . spills and 
ab rbency are f primary impmtan e, 
which i why most paper towel brands 
alread talk ab ut b th things in th ir 
ad erti ing: B unry' ad campaign has 
f. r year n i ·t d of vignettes of hil­
dren creating pill , feeling bad/sorry, 
and m m forgiving them be ·a use sh had 
B unty.(Th 1 d · me i w rstowon­
der what would ha e happ n "d to th ·kid 
if the towel r 11 was empty.) 

J ame Ri er al learned thr ugh som 
ta k perfonned y the f u. group~ that 
con ume who had ne r tri ·d Brawny 
were imp e ed with it , absorbing p ·r­
f, nnan e in mpari n \: ith the" rdi­
nary"towel they had been using. And all 
type of n umer (curr nt users and 
nonu:er ) 

Back on th air 
Armed wi th th 

verti em nt end. with the tag, '·Brawn 
get to the me s b ·for th me .. get t 
you.'' 

n animati and a finished execution 
were developed and t . t d to measure 
communicati n, re al l, pcrsua:ion, im­
a ery and gen ral appeal. This te ·ting 
·on finned the ad' ba ·i · likability, which 
had . urfa ed earlier .. in th · groups, and 
als indicated th tr ng mmunicating 
ability and appeal fthe "Thirst P ckets' ' 
tag. 

The ad rtising ampaign br ke in Lh" 
sc ond half f 19 3 wilh an I 1-wcck 
flight ~ sJXnding totaled $8 mHJi n to 10 
million. tilizing ntinuou tr king, 
th ad crtising wa. m nitored t et r­
mine i th • message wa. getting, ro s. 
Th re ·ults of the tra king tudy howed 
that th ad ertising ampaign wa indeed 
I ading to significantly inc rea ed Brawny 
awar n l Is: top-of-mind and un­
aided brand awareness an unaided and 
t tal ad erti ing awaren ss. Needle to 
ay. Jame Ri r was quit happy with 

the r ult of th n w positi ning and 

tandpoint, th Brawny 
project wa a wonderful opportunity to 
both th r ughly in tigat the :trength 
and weakne e of a maj r brand in an 
e i ting ateg ry and c plor avenue 
f< r hange. Myriad t chniqu · and indi­
vidual pr ~e t , aJ I building upon ne 
an th r, wer fa hi ned t h lp develop 
a new p iti ning, pa kagc and adv rtis­
ing campaign. t importantly, it all 
work d! 

Whafsne tf rBrawny?Inearl 19 4, 
Brawny introdu ed two nnti nal line c -
tensions to betterm t peciti nsum ·r 
n eds. Brawny l o/c Re led and 
Brawny Pick- - ize (a variable-. ized 
he t) address c n. umer d mand for 

tle ibility and ariability in pap r tow I 
·iz ·as well as recycled content and re­
duced ww·;te. th r id a are alway be­
ing t ·ted to detennine new line-e ten-
ion pportumtt s. · f r the ba e brand 

and it campaign, the ·· la r m" ad-
erti m nt \i as back n tele i i n in 

early l 4, with plan to intr du e a new 
e e uti n later in th year. lidifying 
e en m re the ''Thirst Pock ts •· mes age. 

Withallthat,it'sabw;ytim [! rBrawny 
and rtainly a time of change. But one 
thing definitely won't change - that 
trong but en iti e . miling Bra\: ny man 

in the plaid . hirt. Whateverel e happen , 
the Brawny man i · h re to sta ! 
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Kid's stuff 
continued from p. 10 

express them lve and erbaliz . R -
earch design should take children· 

cognitive dev lopm nt into c n ider­
ati n. 

• B ·caus kid:, e pe ially y unger 
one . • hav a limit d attention pan, keep 
the interview: relutively bri f. 

• To r ·due fatigu , keep the inter­
view int r ·sting. uring th cour e f 
the int rv iew. show the child 

u. e clo ed-end with younger hildr n. 
• Questionnaires h ul u e only 

.,. rds kids under tan . 
• timulusmaterial - pr du t, m­

mcrcials und so n - h uld be pr -
s nted in a way and in an amount that 
the hild an hand! . n tdi play 15 
products. th n a. whi hone the hild 
lik ·s mo:t. If y u ab Jutely n ed to 
sh w a numb r of pr du t , implif 
th valuation pro e . i ide the pr d­
u ts or have the child di ide the pr d­
u ts into a numb r of gr up , then rank 
or rate within the gr up . 

ge 
Dif rent ag group rea tion t 

produ ts, pa kagingandmarketingc m­
munications differ ub tantially. Prod­
u ts often appeal to kid in limit d '"g 
range . . An lder child may not want t 
b : n " ith a product that a younger 
kid finds hi hly appealing. 

Th impli at ions for r search are ig-

size t analyze re ult by ag , espe­
cially at th nds f the rele ant age 
. p trum. 

• It's xtr melyimp nantf rapr d­
u t not t be perceived as targeted at 
kids younger than tho e participating in 
th study. Ad erti ing that app ar. 
aimed at youn er kid may n t nly be 
of littl valu , it uld be unt rpro­
du tiv , a kis f death. 

It ·an b u. eful to include mea ure 
of ag appropriatene in y ur rudy. 
Kid. an asked if the pr duct i for 
kids older than themselve , younger 
than th ms I es, r their age. nother 
opti n, most us ful among lder chB­
dr n, is to ask th kid to de cribe th 
appr priat age for the pr duct. 

• Produ ts sh u I e pre nted to 
kid. at their ey level or lower. In m 
ca. sit is appropriate to place the pr d­
u 1 nth flo r. Don't place product on 
tables r sh I e , where tt ey wiJI t 
high for kids to see. 

~ 

~ FOCUSVISION NE1WORK1M 
~ 

VIDEO TRANSMISSION OF LIVE 
floll' It W''in·ks ... 

• View and intera t with your di -
rant fo us _group fr m Your 

ffi e or Focus Vi i n Vi wing 
nt r. 

• More k9' per onn l can a end. 
With ut Travel. aving valuabl 
taff tim . 

• Turnkey End- o- nd ervi 
With a Fe u Vi ion Facilirac r m 
at end n c. 

ATIONWIDE FOCUS GROUPS 

Adanta - i ldwork, ln _, Qui k T r 
Bo.ston- Fieldwork, ln 

hicago uburban- mith Research 
hi ag wntown- mith Research 

.in innari - The Aruvver roup 
Dalla., - ualicy ntrolled rvi 
Denver - Information R search in 
Kansas ity - Qualiry Controlled 

Turnkey End-to-end Service since 1990. 

• 1623 Third Avenue uitc 201 New York, New York 10128 (21 ) 831 -8100 FAX (212) 31-1760 
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all • In 

many t y 

Ratin r and ranking 
B th ranking and r ting pr 

an b u d l 

tr ubi with ratings al s. oung r kids 
in parti ular may ha tr ubi und r-
tanding an thing but a simpl . al . 

What'. m r , kid. t nd t us on ly th 
't p b ," rath r than'" lith p ints on 
th . ·al . R . ar h pr dur : mu ' t 
a · unt f r kid ·' I ' I f mf rt with 

y u wn, w 
ju t aw i ... 

play with, 

with. 

• Wh n u ing al , pr i an n­
h r that d t r. kids fr m u. ing th t p 

30 

Thi tran ·i nc • d 

that in th e -

ary t 

rati n th gniti 
than th hilda. w II a. th unusual.ituati n 

n- th hild i~ in - d ing an inter i w in 
a mark t r . ar h fa ilit . 8 th fa t rs 

i s . .J 
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P oduct & Service -
In Depth 
continued from p. 27 

ca'\e tudy- tyled output. The u eo · the 
Intervi w Manager olved my udget­
ary woe : the completed interview and 
report an now b d ne in a total of five 
hours rather than I , represent-

r ports. 
• K ·y ·ommcnts w r highlight d 

during the interview or when reviewing 
th inL rvi w through a p ial featur 
we added and cleverly nam d " k y com­
ment "), and the y tern automatical1y 
summarized Lh m for m at th gin­
ning of the report 

con ·i tency and-mo ·timp rtantly­
allowed me mor time to oncentrate on 
th higher level anal i . The final re­
p rt · w r c mpl ted with in atw -h ur 
tim fram • including fi nal pr du tion 
u ing the PI . y Lem. 

Th pr j t was an rwh lming 

ing a 7 ~ time avings. 
he u e of API al o added 

valu t the resear h in many 
other ways: 

• Interview were completed 
using a not b ok computer. giv­
ing a profe. sional. state-of-the­
art perception. 

• R spondentc mment were 
audi -recorded n then te ok 
computer' hard di k. I could 
later referto the audio on a que -
tion-by-que ti n basi , while re­
viewing or editing the intervie\ , 

The few vendors that could meet my 
requirements were narrowed to two when 
I told them I typed very slowly and wanted 
the program to store the respondent's 
voice on the hard disk on a question-by­
question basis. After I asked that the system 
produce a written draft report instead of a 
spreadsheet full of numbers I found myself 
alone, staring in the mirror. 

, and th lient wa d light d. 
They we re urpri d when I 
a ked if we could competi­
tively bid f r condu ting per­
ana l in t r iew in Hong 

Kong , A u tra lia, and 
ingapore. BuL when our o t 

including tra el came in un­
der the co t ubm itted by lo­
al firm (due to the C PI 

. y tem it wa an ea y deci ­
ion for the client to contrac t 

wi th u . . I particular! enjoyed 
the extra thrc days I wa · abl 
Lo qu zein on Fiji, allh ugh I 
am . ure that Lhe waiL r by the 

f r tran cription when onvenient. The 
audi highl.ights were al. o added to the 
electr nic ver i n of the word-pro e -
sor fit f r real impact. -

• The PI y L m created omplet bea h found m to be an er-demand-
ing client! 

• ' ran scribing tape wa eliminated. 
reducing co 't and time in preparing the 

draft report • eliminating the initial re­
port tructuring and anaJy i and auto­
maticaJly providing ba ic te r format­
ting nucha bold. italic and indent . l1 
of thi reduced co t , a ed time. added 

For nwre information call Andrew 
Hayes, Bernett Research Services , 800-
254-1314, ext. 333. 
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Sawt oth ftwar provid innovative P software for interviewing 
and advanced market re earch. awt th ftw r ffi r : 

Three compl te data c 11 cti n and analy i y t m for 
nj int Analy is including the first sy tern that makes 

hoke-Ba ed Conjoint ac 'bl and af£ rdabl . 

• Advanc d y t m for ~ I and CAPI interviewing, 
us d around the world by tnarketing, acad mic, and 
social r earch r . 

• ys ems for ere ptual Mapping and Clu t r Analy i 
that g b yond wha ,s found in standard tati tical 
oftwar pr du ts. 

or informati n, te hni '"l paper or a fr e demo di k onta t: 

~ 
awtooth 
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NETWORK MEMBERS 
Irwin Research Services, Inc. 
Jacksonville, Florida 

Performance Plus, Inc. 
Bo ton, Massachusetts 

"7 Luth Research, Inc. 
San Diego, California 

"7 Pat He~ Market Research, Inc. 
Cleveland , Ohio 

Jackson Associates, Inc. 
Atlanta Georgia 

J. Reckner Associates, Inc. 
Philadelphia, Pennsylvania 

Consumer Surveys Company 
Chicago, Illinois 

Superior Surveys of St. outs 
St. Louis, Missouri 

"7 McMillion Research Service 
Charleston, West Virginia 

"7 Probe Research, Inc. 
Dallas, Texas 
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Significance 
continued from p. 16 

differenc b er ed in the ampl w ul not b ob rv d 
in th population . Thu , we are nly taking a 1 per cnt 
ri ·k. 

Practical 

imporlan ·c. 

ti e. the tati ti ally ignifi ­
ma b meaningful or mean­

arch objecti e and 
f d lla t re h each 

a r ult i not a rule f thumb 
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Research Company 
continued from p. 23 

ws 

224,000 forth fir. L. i months of '9 v rsu: 402, 0 
in rhe fir. t half of I 9 . . In April. the com pan pur ha ed 
the half of ar et Facts of anada Ltd., Toronto, that it 
didn't air ady own: a. . iated a counting hang af­
fected ar et Fa t ' pr fits. Earnings w ·re further di­
mini h d by incr ·as d payroll e p n. . and ntinuing 
inve tment in new te hn I gie . Hardware and s flware 
updaL s also hurL profits. on theless , a 7- nt divid nd 
was paid t hareh I er in Augu t. 

Inc. ha a quired a f rmer ·om­
petitor: ' van~Lon, Ill. ndcr the L ·rms of 

the agreement, P. ~ wiJI pay appro imately 600,0 0 in 
ca h and 150,000 shar s of common slo ·k for A 1. 
The primary mark t for Y ~ AT' stati ti at flwar i 
the engine ring and scientific fields, which r ·ly on th 
advanced pro edure. and ari u techni al hart inte­
gral to the com pan ' s f1 ware Li Lles. Y TAT products 
ar ·a ailabl in . Wind w and Ma int h f rmat ·. 

P ay Y T T ha · m r than 20. custom rs and 
rec ntl ha: register ·d annual sales in th .. million t 
mi II ion range . D I pm r t team w rking n the P 
and Y TAT product lines plan Lo usc a ommon . et 
internal appl icati n programming inl rfa , all wing 
f ature d veloped down the road t be h· red. In the 
interim, P ph'tn t relea e P 6.1 for a ·intosh 
and Y T T 6.0 for DO b ·for the nd ofth y ar. Both 
th p 

or mor inform a-

Digi. oft omput r · n ·.has moved. The ompany's 
new addre i 310 Madison Av ·. uit ~ 509, cw York, 

Y 10017. h n w ph n numb r i _l2-4C0-7 0 . 

.._ ocrati c Tech nolo 'i · ha . opened in an Fran i c 
The ompan pe ialiL sin computer-bas ·d and int rac­
tivc marketing re~ear h, u. ing el ctr ni fo m of data 
colle ti n and analy L. In n ting what he hopes will 
prove the compan 's :tr n 1 ths, Presid nt Bill Ma troy 
point out the ia -fr natur of comput ·r-bascd re-
ear h, the ari ·t of tool: the compan will empl y -

disk-by-mail P -ba d mputer-aided t I ·phon~ int ·r-
iewing. iosk surv · . , -mail and lapt p r p r nal 

digital assistant . urv y - and th high r p n rates 
achie ed when int ·rvi ·w ·cs ar pres nt d with the p-

portunity to respond t I tronic de i e . Th mpan 
i a ce ible through th Tnt ·rn ·tat sot ch _ n tcom.com. 
Its address i. P Box 60 63, an Fran i co. 146-
0 6 . logi s' phon numb rs are 415 -

RATl ; fa i 415- 41 - 205. 

h rcc ntly r modeled Prudential Center i, the . itc of 
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the downt wn fieldwork Bo. ton ffice. he addre i 
1., Boston, M 0219 . The ph ne numb r 

t ·phen o k ha f unded Pre ription for Re. earch , 
a mpany ~pe ~ ializing in customiz d on ultation and 
training or marketing re ar h. Pr ,' cription for R arch 
work with management and mployee at re ear h com­
pani ·s. d"' loping strategic f r pr and w rk f1 w, 

mpl y e/ lient atisfaction and relation , teamwor and 
confli ·t r solution. taff de I pment, ale ' au t mation 
and training trategi planning and oraanizati nal func­
tion. he company al o off r pr p al dev Jopm nt and 
evaluation, re earch compan va luation, and th d ve]-

pm nt f rite ria for forming partner hip . Pre cription 
or R ear h' addre i. 40 h stnut idge Road, 
rm nk, NY 10504- 00 I. Th mpany' phone numb r 

is914-27.-_ 

Om 'ga roup In ., f rmerl based in Ha erford, 
Penn .• ha. m v d into a larg r faci lity in nearby Bryn 
Mawr. The new office f atur . tat -of-the-art f u 
gr up an ne- n- n in t ~rvi win faci litie and a mul­
timedia fa ility for training and n uJting . e .. i n . 

mega' n \ a dre · i 937 Haverford Road, Bryn Mawr, 
P I 010-. 19.Ttsphonenumbri 610-527-3000. 

BI ,i. 
BRA D I TIT TE, inc. 

BRAND NAMING • DESIGN • MARKET RB BARCH 
For AT&T, Merck & Co., ]ohnson & j ohnson 

and companies like You. 

Formerly with lnttrhrand 
and P~p1iCo 

00 Pack Avenu · 17th 
T (212) 572-6311 

Vice Pre ide nt 
General Manager 

Formerly with Glaxo and Upjohn 

r • ew ~ rk 10022 
FAX (212) 572-6411 
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Survey Monitor 
continued from p. 21 

erally ro y picture of the future of the 
ind u try. Their optimi m could be 
chalked up to the increa ingly bu i­
ness li ke approach many grower take 
toward what ha traditionally been 
viewed as a life tyle.ln fact, the com­
pany descri e a lma t half of the 404 
wheat, cotton, com and oybean grow­
ers they interviewed, by phone, a 
hav ing a "strictly busi ness" appr ach. 

tric tl y busines , farmer', who are 42 

year old on average, ar inclined to 
try new technologies, inv t in n w 
equipment and e well - du a t d. 
They a o are pron to optimism when 
it come to finance . They u com­
puter and are e panding their pra -
tice of soi1 - and ,. ater-con erving 
environmentally friend ly technique 
in the f ield. The other group defined 
by Market Direction are the progre -
s ive and highly environmentally con­
sci us emerging leader ; the lder, 
financia ll y p ssimis tic experienced 
leaders, who tend t think of fanning 

---------------.as a lifestyl·; and the crusty rear guard, 
who don't try or I ike new thing , 

Micro tab 
Overwhelms 
Postal Service 
ROSWELL, Georgia -

Registered users of 
Microtab Cro Tabulation 
software recently opened their 
mail and were astonished to 
discover free software update 
diskettes. In 1979 Microtab 
awed the marketing research 
industry by electing to provide 
u ers with a lifetime of free 
software support Deciding 
that this wasn't enough, in 
1982 Microtab set in place a 
policy (to go that extra mile) 
to supply product updates at 
ab olutely no cost as well. A 
respected source says that 
Microtab has been setting the 
Standard of Excellence for 
Cro s Tabulation Software for 
over 15 years. 

Microtab offers 
various versions of its cross 
tabulation software to meet 
different in-house data 
processing needs. In addition, 
Microtab has available data 
manipulation software and 
statistical analysis software. All 
of Microtab's software is 
backed by their policy of a 
lifetime of free support and 
free updates. To obtain 
further information, call 
Microtab at (404) 552-7856 or 
i\X them at (404) 552-7719. 
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don t us computers, don't feel g od 
about the future and don't practice 
a lternative farming techniques. 

The study turned up eye-op ning 
numbers. and trends in a varie ty of 
areas. A vast majority (72 percent) of 
tho equeried aid th y wou ld be prac­
ticing more soil- and water-conserv­
ing "no-till and "conservation-till' ' 
cultivation - a phenomenon that wi ll 
produce a shift in farm equipment 
. ales. Traditiona l cu ltivation precipi­
tated sal s of p lows and large tra -
tor , new ti 11age practice wi l mean 
tronger ale of tru ks. smalle r t ra ·­

tor · planter and cultivators. While 
pe ticide ar till the mo t popular 
means of contro l I' ng pests- 50 per-

ent bj ct d to the linton 
admini trati n ' . cal I f r reduc d p s­
ti ide us - surv y resu lts indicate 
many farmer. support the incorpora­
tion f pe t-c ntr lling h micals in 
eed, redu ing r e.l i minating th ne d 

for praying. The push for redu d 
farm ub idie and tariff met with a 
mixed reaction: tton and wheat 
farmer genera Jy oppo e the idea, 
while corn and oybean grower arc 
for it. For more information, ca1 1800-
472-5177. 

The diversification of 
bread 

Time was in many parts fthe oun­
try when gro ery , tore ' bakery de­
partmer t were tacked floor to ceil­
ing with white bread, with the occa-
ional rye or wheat loaf thrown · n for 

transplants from ew York ity. In 
fact S · mmon Market R earch Bu­
reau rep rts that I 0 year ' ago, 75 
p rcentof Ameri an home tu k with 
Wonder Bread and it ilk. ow, f lk 

are likely to ·hoose an of a number 
of b ead . Simmon report that the 
10 most popular typ s o bread are: 
white (eat n by 49.1 p r ent of sur­
v ·y r spondent ·), whole wheat ( 3.8 
percent), 100 p rcent who le grain 
(16.4 p rcent. rench/lta1ian (16.4 
percent), 1 w ca lorie/light ( 12.2 per­
cent) rye or pumpernickel (11.9 per­
c nt), rai . in 10.6 percent), sourdough 
( 10.5 fibe /h ' gh fiber (9.3 percent) 
and oat/oat bran ( . 7 per ent). he 
. urvey al o di covered that bagels 
have made major inroad into the 
Amer" an di t: 46.4 p r ent of re­
spondent.' ported n hing on them 
regularly. For more information, cal l 
212-9 J 6- 900. 

Destination: lorida 
If they ould get up and go tomor­

row, the bigge ·t chunk of Americans 
wou ld take off for Jorida. Appar-

ntJy, criminal carjinks and murdered 
touri t don't other folk n a much as 
the media wou ld have us believe. 
Deci ion naly t Inc., Arlington, 

xas, surveyed l 0,000 . . hou e­
ho1d - 10.5 per ·cnt of which, if 
giv n the opportunity to relocate to 
any tate in the union, wou ld mov to 
th un hine tate. Tho e who mo t 
wanted to move t F lorida now live in 
the Mid we t, the Northea t and, om -
what surprising ly, the uthea t. Ari­
zona wa picked by the cond- larg­
est batch, .5 percent. olk 55 and 

Jd r were almost twi e as likely to 
want to move to the rand anyon 
tal than pe pic 18 to 34. Th top 1 0 

wa completed by Hawaii (6.7 per­
cent), o lorad 6.6 p 'rccnt), North 

arolina (5.6 percent), Oregon (3.1 
percent , exas 3 percent , Tenne -
ee 2.9 percent , Wa. hington 2.R 

percent) and outh arolina (2. per­
cent). On th nip ·id f the highway 
a1mo t no one wanted to mo e to 
Rhode Island (0. 1 p rccnt of those 
,' urveyed , and orth Dakota, e ­
braska and D laware (all at 0.2 per­
cent were ju t nlightly more attra -
Live. The th r unpopulars were Kan -
a (0.3 p rcent , S uth Dak ta (0.3 

percent , Iowa (0.4 p rcent), Mis i -
ippi (0.4 per enl), Illin i (0.4 per­

cent) and Indiana (0.4 p rcent . Ap­
parently, nob d a. k d about Wash­
ington, D. . r more information, 
call R 17-6 0-6 166. 
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Lazy label readers 
m ·ricans, csp ·cially those over 

65. are mi ing up p tentially dang r­
ous pr scription cockta i Is. a new Pre-
Pention magazine/ un il on Famil 
H alth surv y .shows. J n th poll of 
1 ,250 adult, nducted by Princeton 
Sur ey Research As:o iates. ~g per-

nt fall re p ndent.;; said that they 
r ad th lab Is n ov r-th -counter 
m dicines the fir. t tim th ·y tak them. 

t th ame time, 40 p rcent of th e 
surv y ·d admitted that they do not al­
way read label when u ing m r than 
on · m ·dication. Th' phenomenon is es­
pe ially mm n am ng th 65 and 
old r. 9pcrc ntofwhom take mor than 

n medi ation.Th danger,ofcour~ .in 
mi ing medications omes r m interac­
ti n. betw en th m dications. De. pit· 
theprevaJen eofm dicationmi ing, nly 
12pcrc ntofsurveyrcspond ntsr ported 
having e perien ed a n gati e rea ti n. 
Preremion is publish d hy Rodal Press, 
Emmau , Pa. Th un il n Fm ily 
I leaJth is a nonprofit org~mization that 
was reated in 1 66 t du ate on um­
·rs about home safety. p rsonal health 
and the afe and proper use f mcdi i ncs. 
For more infom1ation ahout drug intera -
tions and the brochure "F-low to Pr vent 
Druglnteraction ." ndas lf-addre.'ed, 
stamped nv lope to th Hat Bo . 07. 

v ntry, T 062 . 

Ri k-managing x cs tab 
top is ues 

nnrm what vir­
tually very American already und r-
tand : HeaJth care is the ffi( st imp >rtanl 

issue of th da . Bu ine i e. iaJiy 
an, i u aboutth" cost· of health care. Jn 

\ York-

Inc.· . .s enth annual nati nal urvey ­
risk managers in the retai I and who I sal 
trade indu trie ranked 8 current U .. 
legislativ and r gulat ry issu ~in order 
fimportan e. Th 1 issues named most 

fr qu ntl were: climhing h alth are 
l (91 per ent o lhos · surv ·ycd con­

sid r th issu of high or ab ve average 
imp rtance)~ co t shifting hy th ·medical 
community de. ign d to tran. fer the bur­
den of increasing service costs to the 
w rk r mp y t m be ause group 
m ·dical and publi programs ar 
und rfund d (89 perc nt)~ ap~ on n n­
·conomic ru1d/or puniti damag . ( 8 
percent): workpla e safety ( percent); 
the need for an integrated orporate ap-

November 1994 

Portrait of ope 
changes 

Europe is getting old r. m r 
ahle and mor united, a cording t a 
recent issu f Market: urope, pr du ed 

RIZ 
SAMPL G 
0 LY 1 0 <: PER NUMBE 

es: 

111 r co J -. ont th ut1 ut f 

c L MARI ZT D Y 
0 T PQU 

1-800-446- 690 
1_1 MA rrz M RK IN _ 

Circle o 140 on Reader Card 35 



First Market Research helps 
its clients "get the factsll with : 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• National telephone inter­
viewing -paper & pencil or 
computer aided with 
remote monitoring 

• Special expertise in: 
business-to-business 
high technology 
consumer research 
health core 

• Multivariate analysis & 
affordable conjoint designs 

The common-sense comma. 
It turns our name into an agenda. 

1-800-FIRST-1-1 
1-800-FIRST-TX 

-

First 
Market 
Research 

121 Beach street Boston. MA 02111 
(6 17) 482-9080 

2301 Hancock Drlve, Austin. TX 75756 
(512) 451-4000 

36 
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and TVs. rtunately f r moms and 
dad , the in rcasing num r of eld rly 
folks will mean the don t hav to huy 
every n w gadget that c me out -
grandpa and grandma \Vi II no d ubt 
pi k up som of them. 

The urop an tradition of long stay 
in h alth care fa ilitie i likely to com 
to an end as n ·w techno Iogie ar intr -
du ed, . hort ning r ry time. On an 
unrelated front. urop an will n­
tinue t marry 1aterthan merican . In 
1970, th a ·rage age at fir t marriage 
for ur pan men was 2).9 ear ; f r 
w m ·n, 24. 1 year . B 19 9, men 's 
average marriage ag hit 27.4 y ar 
while women' r e t 25.1 ears. In 
198 av ·rage first marriage age f. r 
American men wa · 25.5 years, for 
w men, 2 . 7 ·ars. he di or e rat in 

ur pe , a in the . .. has stahiliz d. It 
i. n w 1.6 per 1.000 p pie (4.7 in th 
U .. ). 

Women handy with 
tools and money 

tere t p ontinu to bite the dust 
in the '90s. Rath r than ~houting for the 
n are t man when thing: hreak down 
around th · hous ·, the m dem w man 

the n are t wren h - o whi h 

ir uit 
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Product & Service Update 
continued from p. 25 

Census Bureau writes 
newsletter 

Th . . 8 urcau of th · ens us, Wash-
ingt n, ha · initiated production of en­

sus and You, a monthly newsletter off r­
ing the late l . tati.tical trend · in U .. 
populati n figur . and dcm graphic ' , 
bu ine , hou ·ing, incom and \•vealth, 
e ucati n, agriculture and w rid p pula­
tion, with an empha i on information 
vital to bu ine planning. The new letter 
will regularly of er infonnati non new 
data produ t and ervi e from the Cen­
su and other federal agen ie , along with 
table howing current economic and de­
mographic trend und other datu from 
recentcen u and urvey report n. A ub­
.scnptlon co. t! 21 per year~ calJ _02-
5 I 2- l 00 for urth r infonnation. 

Doane taps Canadian 
animal health market 

D an Mark ting Resear h. t. Louis, 
is dev I ping th syndicated 1995 ana­
dian Animal Health Market tudy, de-

signed to provide biannual r ports n 
an ad ian beef. dairy and pork produc ·rs ' 

u. e f anlheJmintk , fe d medication. 
and additiv ·:,implants and phannaceuli­
cal ·.Doane already f~ r ·a . . animal­
health mark t study, and the company 
also plans to inaugurate aM xican study. 
For a prospectus of the anadian study, 
call David Tuo-end at 14-87 -7707. 

I estext adds company 
profiles to online 
servtces 

Adding to it nline offering:, the Bos­
ton-based Jnvestc ·t roup now issue · 
r cently nhanccdFor1unc ompany Pro­
tile · bearing new intelligence on corpo­
rations through its busin ss in~ nnati n 
service. T/PL S Direct. 1e profil . are 
produced by Avenu Technologies, an 

ranei.sco. with information from 
homson inancial ervic '. tandard 

Poor': Register and R uter. New. 
ervicc, am ng others. ach profil cov-
rs between ,000 and 5,000 companies~ 
ffers industry peer-gr up compari on 

and financial infonnation, inc1udingfive­
year trends and tatement analy e ; and 

inc I udes a company development section 
with abstract from 00 maguine and 
journaL, alono- with a many a 10 ab­
stmct~ of analyst res ar h r"ports from 
theln ve ·te t databa ' . Th databa e u ed 
to · mpile ca h pr file is updated when­
ever new in fonnation be omes a vailabJe. 
For more information, ·all800-662-7878. 

Claritas logs its offerings 
laritas, AI · andria., a., has published 

' t ·ata]ol1dcscribin eachofthedatabase 
the company offers. The 112-page cata­
log details the geographic levels avail­
able for each databas and delivery op­
ti ns. he print database of databas . i. 
free - call 00-284-4 6 for a copy. 

0, BASES team to 
create screening system 

Greenwich, onn.-bas d NF Re­
·earch In . and th BA r up, in­
cinnati, have combined forcestod velop 
Volumetric oncept Screening by Mail, 
which enables consumerpackaged-g s 
manufacturers to ·creen and refine new 
product idea5. The system is de igned to 
prevent manu acturer f om wasting time 

If you buy random digit samples, our 
standard price of a nickel a number can 
really add up to big savings. Like 37% to 
68% over your current sampling supplier. 
The best part is there's no sacrifice of 
quality or service. Ask around. We even 

SF IS remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record cod1ng and sampling reports. 

CIENTIFIC No contracts to sign. Even an. 800 number. 
TELEPHO rn Call STS now at 1-800-944-4-STS. 

AMP S 
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on a product that is likely to fai l in the 
marketplace. NFO mai l · descripti ns of 
ac mpan ' produ t n epL aJongwith 
a cust miz.ed qu stionnaire that includes 
BA S standard Key M asures ques­
tions, l samples f con sum rs selected 
from 's450,000-mcmbcrhousehold 
pan I. Questionnaires are returned to and 
processed at O's olcdo, Ohio, facil-
ity, then BA perfom1 · an analysis on 
the re. ulting data and provides ballpark 
esti mated v lumc potential for crtain 
high-potential oncepts. or more infor­
mation,caHMelanieMump r-Di kerson 

at 419-661 -8560. 

ielsen to co ve e 
Hispanic pa el 

o11hbrook, 111.-bas d Niel en Mar­
k ting Research has enlisted Hi pani 
Market onn ctions Inc., L . It . , a-
1 if., to co-create a I Iispanic con sum r 
panel. The t\VO ompanies. gi en uffi ­
cient client support and funding, will 
unv ilthcpan linearly1995. h"mod l 
calls for pan li. L to u. iel 
held scann r to record all o 

S A N F R A N C s c 0 
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THE ONLY FOCUS GROUP SUITES IN TOWN 

PANEL DISCUSSION 
ROOM ( 1 B X20') 

OBSERVATION ROOM 
WITH Tl R D S AfiNG 
FOR 15 P OPL 

BAY AREA'S LARGEST FACILITY 
• 3 luxurious suites, plus new mini-group room; floor to ceiling mirrors. 

• Silent, 24-hour air conditioning. 

• Professional audio system. 

• Completely reliable recruiting. 

• Sumptuous client meals from fine San Francisco restaurants. 

• Convenlent financial district (downtown) location. 

• Competitive pricing. 

• 
Consumer Research 
Associates 
111 Pine · t., 17th Floor, an Francisco, CA 94111 
TOLL-FREE: 800/800-5055 
4151392-6000 • FAX: 4151392-7141 

ha:es from retail tore on an ongoing 
basis. i I sen will rei on HM ' e per­
lise as it applies its t chnology to the $200 
billion Hispanic market. F r mor infor­
mation, caii1I 's Marilyn MjtcheH at 
415-965-3859, or iel: n' Meredith 

p ·ctor at 516-625-4188. 

"Gu·de to American 
Directories" updated 

B. Klein Publication , oral pring , 
Ra., has publish ·d Lh I th diti nofthe 
"Guid to Am ·rican Directories." The 
51 -pag guid , edited b Barry and 
Bernard Klein, giv ·s detailed d crip­
tions of mor than 10,000 dire t ri s in 
200 categories. It costs 5. For m re 
i nfom1alion, call 305-7 52-1708. 

Market Statistics, Scan/ 
US form publishing 
allianc 

Market tati tic , a ub idiary of ew 
York-ba ed BiU ornrnunication Inc .• 
and S ' an S, Lo Angele , together are 
prooucing and di ' tributing low-price D­
R M produ t that convert Mark t ta­
ti ti ' en us-b ed marketing data into 
full -color map . T'he e mpanies group 
the produ t under the moniker Demo­
graphi SA,de ribedasa"geomarket 
analy i y tem."The y tem i de igned 
t ombine marketing information sys­
tem thathave oJume ofintegrateddata 
but lack ophi ticated mapping, the :o­
phi ticated but highly technical mapping 
technologies found in eo raphic Infor­
mation ystem , and spread-sheet tools 
thut lack isual analysis capabilities. De­
mographic · A features breakdowns 
of consumer e penditures for various 
product ategor1es~ the " ffective Buy­
ing Jncom s" of the popu lation~ sales 
demand, dining out and buying power 
indic ~ life. tyle indicators, such as 

eo VAL scores; and data on working 
worn ·n. D mographics S al o gi e 
users detail ·d street maps and an/US' 
MicroGrids, whi ·h offer data for areas 
as small as a 16th of a square mile. The 

ity EdiLion retails for I ,295; the 
ounty Edition and ZIP Edition run 
4.750 each; all three - with an en­

han d ZIP C de databa e - can be 
purchas d togcth ·r ~ r$9,950. F rmore 
information. call Market tati tic ' 
Frank PiniLLOtlo at 2L-5 --6218 or 

icha I im at can/ at 310-820-
1581. 
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Names of ote 
continued from p. 22 

lton dam ha join d Equifax 
Finan ial Information Services 
Group, a divi ion Atlanta-bas d 
Equifa , a vi e pre ident- mark l­

ing. In hi new po iti n. Adams is 
r pon ible for pr du t rna nag m nt, 
new pr du t d lopm nt and re­
sear hand d el pm nt. H also will 
lead th group mmunication · and 
strategi planning activi lie . 

ndre\ Brown ha be orne ice 
pre ident of the on. urn r R earch 

ervi es Division Total Re earch 
orp . , Prine ton, .J. Br wn, a 

f rmer president and EO of Opin­
ion Re earch orp .. wil l fo ·us on 
bu ine de el pment for TR 's 
EquiTrend and re lated :erviccs. In 
the fi e years ince he left OR , 
Br wn ha er ed a uti e dire·­
tor of the Prin t n ent r for L ad ­
er:hip Training and managed hi . own 
marke ting and trat gi re earch on­
·ult ing bu. iness, the ndr w Brown 
Resear h Group. 

aria arett ha: joined hilton 
Re earch. JTire. , Radnor. P nn .. a 
r arch consu ltant in the ompany' 
Media and ~ nt rtainm ·nt Divi ion. 
The new y created positi.on wi ll re­
quire tha t arett call on he r p rti 
in cable and br adca t te l vi:ion film 
and multimedia. 

Klupp 

Mary Klupp , r s arch rnanag r for 
troit-ba ·ed nrd Motor o. · s mar­

keting and ale. , has b n nam d t 

the advi ry b ard of th · ni r. it 
of Te, a at Arlin ton's Master of 

cience in Marketing Res ar h d -
gr e program. T ' M MR degr e 
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pr gram 
world. 

one of onl y . 1x in the 

Da id ozurek ha been promoted 
to vice pre ident by Market Facts 
Inc., Arlington Heights, Il L His job 
inc ludes n ulting with market rs 
regarding trategy and n w pr duct 
de lopm 

David Gordon ha been elected 
chairper:on of the 19 5-l b r of 
dir·ctors fth hicag -ba d 
can Marketing AssociaJion. 
- who has serv d as the AM 
pre id nt of finance. its vi e pre i­
dent of professional chap ter. and th 
pre id nt f the hicago chapt r ­
b gin hi term in July I 9 . He i 
managing partner at n 

r up In ., hica o. 

F licia T rimboli has b ·en named 
manag r of marketing analysis for 
th ·Orland -ba ed 0/h·e Garden Rcs­

/Ourant . . a divi . ion f neral Mi ll s 
Restaurants. h re pons ihle for 
track in indus try trend and 
ing sp ·ializ ·d mark 

are n Blakeman ha j in d th 
Matrix Group, Lexington, Ky., a 
field coordinator. Blakeman manage 
all a pe t f atrix ' s fie ld ervice , 
in luding te lephone int ·rviewing, 
f u gr up recruiting, ex cu tiv in -

rviewing and seer ~t shopping. 

jill W ynn has be n appoinled 
vi e pre ident of the arional Yel ­
low Pa '£'S Monitor Di is ion of FO 
Resear h Inc.. reenwi ·h. onn. 
Wynn r port , to Terry rickson. 
pr sid nt f the an .. rancisco­
ba ed divi:ion. 

SURVEY PRO 
Fast, Easy, 
Powerful 

SURVEY PROn. is a growing fam1 y 
of professional, easy·to·use 

integrated survey products that 
need no database programming! 

uMouth-

''Created my fir t 
urve)' within 

two hour of 
in calling! " 

wat ring, eye 
aJJpealing report " 

IUHI WEEK 
LABS 
ANALYST'S 
~ HOICE 

111ts ease of use and impressive 
survey-ond report-publishing 
features earn it the Analyst's 
Choi£e." s~endonltdrtiofl •·-, o11/lm 

SURVEY PRO Advanced Edition for Win ow 
.1 i designed for marketing professionals 

who need high quality wirhouL busyw rk. 

ENTRY PR provide data ntry for 5 u ers. 
Screens automatically generat~d to mat h 
rh primed form. Or prim annabl forms 
and import the data. 

Limit -rim - b rh product only 695! 

all8 ~237-4565 307 
or ax 41 ·69+2904 

~Apian Software 
Practical tools for modem management 
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DIRECTORY OF QUALI :A: VE RES A C I 
FOCUS GROUP MODERATORS 

AC(jess Research, Inc. Campos Market Research Data & Management Counsel, Inc. Fader, William & Associates 
8 Griffin Road North 216 Blvd. of the Allies P.O. Box 1609 / 608 Chadds Ford Dr. 372 Central Park W., Ste. 2W 
Windsor, CT 00095 Pittsburgh, PA 15222 Chadds Ford, PA 19317 New York, NY 10025 
Ph. 203-688-8821 Ph. 412-471-8484 Ph. 610-388-1500 Ph. 212-749-3986 
Contact: Gerafd M. O'Connor Contact: R. Yvonne Campos Contact: Bill Ziff-Levine Contact: Susan Fader 

Experience With Consumers and Extensive Experience In Domestic & Exper./Focus Groups/1 -0n-1 s/ln Broad 
Analysis Research Limited Business-to-Business Groups. lntemational Qualitative Research. Range Of Cat. 
4655 Ruffner St., Ste. 180 

Michael Carraher Discovery Research FindiSVP San Diego, CA 92111 The Davon Group 
Ph. 619-268-4800 204 Dupont St. 10 W. Broad Sl. 625 Avenue of the Americas 

Contact: Arline M. Lowenthal · Philadelphaa, PA 19127 Columbus. OH 43215 New York, NY 10011-2002 

All Qual. Needs: Eng. & Span. Ph. 215-487-2061 Ph. 614-222-2548 Ph. 212·645-4500 x208 

Recruit/Moderate/Analysis. Contact: M. Carraher Contact: Barry J. Mastrine Contact: Ann Middleman 
Discovering What Is & How To Create Specialize in Focus Groups and Execu· Mktg. Consulting & Rsch. Health Care, 

Asian Marketing Communication Desired Change. five Interviews. Telecomm., & Technology. 

Research/Division of HMCR Chamberlain Research Consultants First Market Research Corp. 
1301 Shoreway Rd., Ste. 100 4801 Forest Run Rd., #101 

Direct Feedback 2301 Hancock Drive 
Belmont, CA 94002 Madason, WI 53704 

4 Station Sq., 4th fl . Austin, TX 78756 
Ph. 415-595-5028 Ph. 608-246-3010 

Pittsburgh, PA 15219 Ph. 800-FIRST-TX (347-7889) 
Contact: Dr. Sandra M.J. Wong Contact: Sharon Chamberlain 

Ph. 412-394-3626 Contact: James R. Heiman 
Ouai.JOuant. Rsch. in Cantonese, Mandarin, Full-Service Marketing Research!Busi· 

Contact: Tara HiT/ High Tech, Publishing, 
Japanese, Korean, Tagabg, etc. U.S. & Inti. Bus.-T o-Bus.!Consumer/Recmit/Moder-

ness & Consumer Studies. ate/Report. 
Bus.-To-Bus., Colleges. 

Auto Pacific Group, Inc. The Clowes Partnership First Market Research Corp. 
12812 Panorama View P.O. Box 791 Dolobowsky Qual. Svcs., Inc. 121 Beach St. 
Santa Ana, CA 92705·1340 South Norwalk, CT 06856 94 Lincoln St. Boston, MA 02111 
Ph. 714-838·4234 Ph. 203-855-8751 Waltham, MA 02154 Ph. 617-482-9080 
Contact: George Peterson Contact: Rusty Clowes Ph. 617-647-0872 Contact: Linda M. Lynch 
Auto Marketing & Product Experts. New Product/Advertising/All Ages/ Contact: Reva Dolobowsky New Product Development. Health Care, 
700+ Groups Moderate & Recruit. Focus & Mini Groups. Experts In Ideation & Focus Advertising, Retail. 

Groups. Formerly with Synectics. 
BAI Communications Workshop, Inc. First Market Research Corp. 
580 White Plains Rd. 168 N. Michigan Ave. Doyle Research Associates, Inc. 121 Beach St. 
Tarrytown, NY 10591 Chicago, IL 60601 919 N. Michigan/Ste. 3208 Boston, MA 02111 

Ph. 914-332-5300 Ph. 312-263-7551 Chicago, IL 60611 Ph. 617-482-9080 

Contact: Kate Permut Contact: Usa J. Hougsted Ph. 312·944-4848 Contact: Jack Reynolds 
Innovative & Standard Approaches To Consumer. Executive, Technical & Chi/· Contact: Kathleen M. Doyle Business To Business. Executives, 

Qual. Research. dren Grps. Specialty: Children!T eenagers Banking. 
Concept & Product Evaluations. 

Anne Flanz Custom Marketing Rsch. George I. Balch Consumerllndustrial Research 
635 S. Kenilworth Ave. Service (C/tR) DIR/S HeatthCare Consultants 343 Maple Avenue 

Oak Park, IL 60304 P.O. Box 206 3127 Eastway Dr., Ste. 105 Glen Ellyn, IL 60137 

Ph. 708-383-5570 Chadds Ford. PA 19317 Charlotte, NC 28205 Ph. 708-469-1092 
Contact: Anne Flanz 

Contact: George Balch Ph. 610·565-6222 Ph. 704-532-5856 
20 Yrs. Exp., Consumer/Business/Ad· 

Experience With Advertisers, Agencies, Contact: Gene Rullo Contact: Dr. Murray Simon vertising Rsch. 
Government. Agriculture, Business-To-Business , Specialists in Research with Providers 

Health Care. & Patients. Focus On Hudson 
Brand Consulting Group 

Consumer Opinion Services 350 Hudson St. 
17117 W. Nine Mile Rd./Ste. 1020 Ebony Marketing Research, Inc. New York, NY 10014 
Southfield, Ml 48075 12825-1 st Ave. South 2100 Bartow Ave. Ph. 212-727·7000 
Ph. 313-559-2100 Seattle, WA 98168 Baychester Bronx, NY 10475 Contact: Frank 0'8/ak 
Contact: Milton Brand Ph. 206·241·6050 Ph. 718-217-0842 New Focus Grp. Facility, New Video 
Consumer, Advertising Strategy, Contact: Jerry Carter Contact: Ebony Kirkland Conference CapabUity, Med., Bus.-To· 
New Product Strategy Research. Consumer, Business Groups and Spac. Cont./Viewing Rooms/Client Bus., Consumers. 

One-On-Ones. Lounge/Quality Recruiting. 
Catherine Bryant & Associates 

Creative & Response Svces., Inc. 
Focus Plus 

6000 Market Square, Ste. 22 Elrick and l avidge 79 5th Avenue 
Clemmons, NC 27012 500 N. Michigan Ave ., 12th Fl. 1990 Lakeside Parkway New York, NY 10003 
Ph. 91Q-766-8966 Chicago, IL 60611 Tucker, GA 30084 Ph. 212·675-0142 
Contact: Kathy Kennedy Ph. 312·828·9200 Ph. 404-621-7600 Contact: Elizabeth Lobrano 
Full Service Research Marketing, State- Contact: Sanford Adams Contact: Carla Collis lmpeccabfe Cons. & B~B 
of-the--Art Facilities. Thirty Years of Leadership in Qualitative Full-Service National Capability. Recruiting/Beautiful Facilities. 

Research. 
Cambridge Research, Inc. 

Cunninghis Associates Erlich Transcultural Consultants Focused Resources 
5831 Cedar Lake Rd. 21241 Ventura Blvd., Ste. 193 5863 Scott I an Ct. 
St. Louis Park, MN 55416 6400 Flotilla Dr., #56 

Woodland Hills. CA 91364 Indianapolis. IN 46254 
Ph. 612·525-2011 Holmes Beach, FL 34217 

Ph. 818-226-1333 Ph. 317·291·5416 
Contact: Dale LongfeJ/ow Ph. 813-778-7050 

Contact: Dr. Andrew Erlich Contact: Kristin Geipel 
High Tech, Executives. Bus.· To· Contact: Burt Cunninghis 

Full Service Latino and Asian Marketing Customer Advisory Boards, Service 
Bus., Ag., Specifying Engineers. 37 Years Exp. , Moderator & Moderator 

Research. Improvement. 
Training. 
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Focused Solutions lnfotech Research Studies Nancy Low & Associates, Inc. MedProbe Medical Mktg. Rsch. 
907 Monument Park Cir., Ste. 203 1600 Shattuck Ave ., #225 5454 Wisconsin Ave ., Ste. 1300 7825 Washington Ave. S.,# 745 
Salt Lake City, UT 84108 Berkeley, CA 94709 Chevy Chase, MD 20815 Minneapolis, MN 55439 
Ph. 801·582·9917 Ph. 510-843·9414 Ph. 301-951 -9200 Ph. 612-941-7965 
Contact: Bill Sartain Contact: Susan Williams Contact: Stephanie Roth Contact: Asta Gersovitz, Phrm.D. 
30+ yrs. Exp.; 2500+Groups wtth U.S. & Medical: Doctors. HMOs, Hosp .. Phar- Full-Service Market Research/Health/ MedProbe Provides Full Service Gus-
lntemational Goods & Serv. macy, Patients. Medical/Environment. tom Market Research. 

Freeman, Sullivan & Co. lntersearch Corporation James A. Lumpp Michelson & Associates, Inc. 
131 Steuart St., Ste. 500 132 Welsh Rd. 6822 B Glenridge Dr. 1900 The Exchange, #360 
San Francisco, CA 94105 Horsham. PA 19044 Atlanta, GA 30328 Atlanta, GA 30339 
Ph. 415-777-0707 Ph. 215-657·6400 Ph. 404-395-7512 Ph. 404·955~5400 
Contact: Martha Wilson Contact: RobertS. Cosgrove Contact: Dr. Jtm Lumpp Contact: Mark L. Michelson 
Research Design, Recruitment, Factfi· Pharm. -Med./High-Tech/Bus. -to-Bus./ Consumer, Bus.· To-Bus., Ag., Gust. Insightful sessionsAJseful reports. 10+ 
tat ion and Reporting. Consumer IT elecomm. Sa tis .. Travel Ind. year experience. 

Grieco Research Group, Inc. Irvine Consulting, Inc. Market Development, Inc. Nordhaus Research, Inc. 
850 Colorado Blvd., Ste. 203C 2207 Lakeside Drive 1643 S1xth Ave. 20300 W. 12 Mile Rd. 
Los Angeles, CA 90041 Bannockburn, IL 60015 San Diego, CA 92101 Southfield, Ml 48076 
Ph. 213·254·1991 Ph. 708-615-0040 Ph. 619·232·5628 Ph. 313-827-2400 
Contact: Joe Grieco Contact: Ronald J. Irvine Contact: Esther Soto Contact: John King 
Marketing and Advertising Pharm!Med: Custom Global QuanJQual. U.S. Hisp./Latin Amer., Offices In NY, Fuii-Svce. Qual. and Quant. . Fin., Med., 
Focus Groups. Res. & Facility. Mexico City. Uti/., 3 Discussion Rms. 

Groups Plus Kehr Research, Inc. Market Navigation, Inc. PACE, Inc. 
23 Hubbard Road 1720 Walnut Ave. Teleconference Network Div. 31700 Middlebelt Rd .. Ste. 200 
Wilton, CT 06897 Wilmette. IL 60091 2 Prel Plaza Farmington Hills, Ml 48334 
Ph. 203~834-1126 Ph. 708·251·9308 Orangeburg, NY 10962 Ph. 313·553·4100 
Contact: Thomas L. Greenbaum Contact: Bill Kehr Ph. 914-365·0123 Contact: Peter J. Swetish 
Groups Plus Offers Unique Approach Phone Now to Meet Your Specific Re- Contact: George Silverman Fu/J Service Vehicle Specialist-OEM & 
To Groups; Call to Find Out Why. search Needs! Med., Bus.·to-Bus., Hi-Tech, lndust .. Aftermarket Experience. 

Ideation. New Prod., Tel. Groups. 
Jack Paxton & Associates Hammer Marketing Resources Kerr & Downs Research 

179 lnvemess Rd. 517 E. College Avenue Marketing Advantage Research 4 JeHerson Court 
Severna Pk. (Balt./D.C.). MD 21146 Tallahassee. FL 32301 2349 N. Lafayette St. Princeton, NJ 08540 
Ph. 41 0-544·9191 Ph. 904-222-8111 Arlington Heights, IL 60004 Ph. 908-329-2268 
Contact: Bi/J Hammer Contact: Phillip E. Downs, Ph.D. Ph. 708-670-9602 Contact: Jack Paxton 
23 Years Experience· Consumer, Busi· 20 Years Conducting/Teaching Contact: Marilyn Richards Pkg. Gds., HBA, Fnce., Rtlg., Hi-tech, 
ness & Executive. About Focus Groups. New Product Development/Hi· Tech/ Bus./Bus., Adv. Rsch. 

Multimedia/Insurance. 
Pat Henry Market Research, Inc. KidFacts5

"' Research Rockwood Research Corp. 
230 Huron Rd. N.W .. Ste. 100.43 34405 W. 12 Mile Road, Ste. 121 The Marketing Partnership 1751 W. County Road B 
Cleveland, OH 44113 Farmington Hills, Ml 48331 398 Columbus Ave. St. Paul, MN 55113 
Ph. 21 ~621·3831 Ph. 313·489·7024 Boston, MA 02116 Ph. 612-631-19n 
Contact: Judith Hominy Contact: Dana Blackwell Ph. 617-876-9516 Contact: Kevtn Macken 
Luxurious Focus Group Facility. Expert Qual. & Quan: Specialty Kids/Teens. Contact: Susan Earabino Full Svce Quai/Quant., Consumer, 
Recruiting. Prod./Pkg.!Advtg. Experienced, Gust. Immersion Focus Bus-To-Bus, High-Tech. A g. 

Groups, Invention. 
Rodgers Marketing Research Hispanic Market Connections, Inc. Gene Kroupa & Associates 

5150 El Camino Real, Ste. D-11 222 North Midvale Blvd., Ste. 29 The Marketing Partnership/ 4575 Edwin Drive, NW 
Los Altos, CA 94022 Madison. WI 53705 Milestone"• Canton, OH 44718 
Ph. 415-965-3859 Ph. 608-231 -2250 532 Adams St .. Ste. 182 Ph. 216~492-8880 
Contact: M. Isabel Valdes Contact: Dr. Gene Kroupa Milton, MA 02186 Contact: Alice Rodgers 
Foe. Grps .. Door-to-Door, Tel. Studies. Quality Recruttmg. Fast Quotes. Since Ph. 617-333·0913 Creative/Cost Effective: New Product/ 
Ethnographies. 1979. Contact: Robert Taraschi Consumer, Etc. 

15 Yrs. Facilitation Exp.; Cust. MI. Boards; 
Hispanic Marketing KS & R Consumer Testing Center Unique "Mkt. Rsch. & Innovation Co." Rudick Research 
Communication Research Shoppingtown Mall One Gorham Island. 3rd Floor 
1301 Shoreway Rd., Ste. 100 Syracuse. NY 13214 Matrixx Marketing-Rsch. Div. Westport, CT 06880 
Belmont, CA 94002 Ph. 800-289-8028 Cincinnati, OH Ph. 203-226-5844 
Ph. 415-59~5028 Contact: Lynne Van Dyke Ph. 800-323-8369 Contact: Mindy Rudick 
Contact: Dr. Felipe Korzenny Qualitative/Quantitative, Intercepts, Contact: Michael L. Dean, Ph. D. 1 0+ yrs. Experience Utilizing 
Hisp. Bi-Ling.!Bi·Cuft. Foe Grps. Any- CA Tl, One-on-One. Cincinnati's Most Modern and Conve- Innovative Techniques. 
where In U. S./Quan. Strat. Cons. nient Facilities. 

Lachman Research & Mktg. Svces. Rhoda Schild Focus Group 
Horowitz Associates Inc. 2934 1/2 Beverley Glen Cir., Ste. 119 MCC Qualitative Consulting Recruiting/Marketing 
1971 Palmer Avenue Los Angeles, CA 90077 Harmon Meadow-700 Plaza Dr., 2nd. Fir. 330 Third Ave. 
Larchmont, NY 10538 Ph. 310-474-7171 Secaucus, NJ 07094 New York, NY 10010 
Ph. 914-834-5999 Contact: Roberta Lachman Ph. 201·865·4900 (NJ) Ph. 212·505·5123 
Contact: Howard Horowitz Advg. & Mktg. Focus Groups and On~ 800-998-4777 (Outside NJ} Contact: Rhoda Schild 
CableNideo Marketing-Programming~ on-Ones. Consumer/ Business. Contact: Andrea C. Schrager Excellent Medical. Consumer. Business 
Advertising Strategy. Insightful, Results-Onented Research. Recruiting. 

Leichliter Associates Local or National. 
12 252 E. 61st St., Ste. 2C·S Smith Market Research 
3904 NW 73rd Street New York, NY 10021 Medical Marketing Research, Inc. 200 S. Hanover Ave. 
Kansas City, MO 64151 Ph. 212·753·2099 6608 Graymont Place Lexington, KY 40502 
Ph. 816-587-5717 Contact: Betsy Leichliter Raleigh, NC 27615 Ph. 606-269·9224 
Contact: Kavita Card Innovative Exploratory Rsch.lldea De- Ph. 919·87Q-6550 Contact: Larry Smith 
Consumer/Business/Black/Children/ vefopment. Offices NY & Chicago. Contact: George Mat1j'ow Consumers, Business, Women's Issues. 
Travel/Hi Tech. Specialist, Medicai/Pharm. 20 yrs . 
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James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
Ph. 212-472-3766 
Contact: Julie Horner 
Focus Groups And One-On-Ones 
In Broad Range Of Categories. 

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus, OH 43212 
Ph. 614·488·3123 
Contact: Betty Spencer 
4'x16' Mirror Viewing Rm. Seats 8·12. In 
House AudioNid. Equip. 

Spier Research Group 
1 Lookout Circle 
Larchmont, NY 10538 
Ph. 914-834-3749 
Contact: Daisy Spier 
Advtg./Dir. Mk1gJProd. Dev./Cons./ 
Business/FGI's/1 on 1 's. 

Janel. Stegner, Inc. 
2215 Penn Ave. So. 
Minneapolis, MN 55405 
Ph. 612-3n-2490 
Contact: Jane Stegner 
Bus.· TcrBusJMedicaVFncl. Svcs./Agric., 
Groups/1: 1 s. 

California 
Analysis Research Ltd. 
Asian Marketing 
Auto Pacific Group, Inc. 
Erlich Transcultural Consultants 
Freeman, Sullivan & Co. 
Grieco Research Group, Inc. 
Hispanic Market Connections 
Hispanic Marketing 
lnfotech Research Studies 
Lachman Research & Marketing Svces. 
Market Development, Inc. 
Strategic Research, Inc. 

Connecticut 
Access Research, Inc. 
The Clowes Partnership 
Groups Plus 
Rudick Research 
Sweeney International, Ltd. 

Florida 
Cunninghis Associates 
Kerr & Downs Research 
Strategy Research Corporation 

Georgia 
Elrick and Lavidge 
James A. Lumpp 
Michelson & Associates, Inc. 

Illinois 
George I. Balch 
Communications Workshop, Inc. 
Creative & Response Rsch. Svcs. 
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Strategic Directions Group, Inc. 
119 N. 4th St., Ste. 311 
Minneapolis, MN 55401 
Ph. 612·341-4244 
Contact: Doran J. Levy, Ph.D. 
Nationally Published Authority on Ma-
ture Market. 

Strategic Research 
4600 Devonshire Common 
Fremont, CA 94536 
Ph. 510-797-5561 
Contact: Sylvia Wessel 
400 Groups, Hi· Tecfl/MedicaV Finan-
ciaVfransportation Svces. 

Strategy Research Corporation 
100 N.W. 37 Avenue 
Miami, FL 33125 
Ph. 305-€49·5400 
Contact: Jim Loretta 
Serving All U.S. Hispanic Mkts. & Latin 
America. 

Sweeney International, ltd. 
221 Main St. 
Danbury, CT 06810 
Ph. 203· 7 48-1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
QRCAIAMA/Advt. Club. 

Technometrlca 
85 Kinderkamack Ad. 
Emerson. NJ 07630 
Ph. 201-986-1288 
Contact: James M. Sears 
Specializing In Med., Bus.· To-Bus. & 
Other Hard To Arrange Groups. 

Thorne Creative Rsch. Svces. 
65 Pondf1eld Ad .• Ste. 3 
Bronxville. NY 10708 
Ph. 914-337-1364 
Contact: Gina Thorne 
Ideation. Teens, New Product 
Ad Concepts, Package Goods. 

Three Cedars Research 
533 N. 86th Street 
Omaha, NE 68114 
Ph. 402-393-0959 
Contact: Sara Hemenway 
Executive Appointed Facility. Oualita-
live and Quantitative Research. 

MODER 

Doyle Research Associates MedProbe Medical Mktg. Rsch. 
Anne Flanz Custom Marketing Research Rockwood Research Corp. 
Irvine Consulting, Inc. Jane L. Stegner, Inc. 
Kehr Research, Inc. Strateg1c Directions Group, Inc. 
Leichliter Associates 
Marketing Advantage Research Missouri 

Indiana 
12 

Focused Resources Nebraska 

Iowa 
Three Cedars Research 

Dan Wiese Marketing Research New Jersey 
MCC Qualitative Consulting 

Kentucky Jac Paxton & Associates 
Smith Market Research Technometrica 

Yarnell Inc. 
Maryland 
Hammer Marketing Resources New York 
Nancy Low & Associates, Inc. BAI 

Ebony Marketing Research, Inc. 
Massachusetts Fader, William & Associates 

Dolobowsky Qual. Svcs., Inc. Find/SVP 
Focus On Hudson First Market Rsch. (L. Lynch) 
Focus Plus First Market Rsch. (J. Reynolds) 
Horowitz Associates Inc. The Marketing Partnership 
KS & A Consumer Teshng Center The Marketing Partnership/Milestone r M 
Leichliter Ascts. 
Market Navigation, Inc. Michigan Rhoda Schild Focus Group Recruiting/ 

Brand Consulting Group Mktg. James Spanier Associates 
KidFacts Research Spier Research Group 
Nordhaus Research, Inc. Thorne Creative Research 
PACE, Inc. Wolf/AitschuiiCallahan, Inc. 

Minnesota North Carolina 
Cambridge Research. Inc. Catherine Bryant & Associates 

Dan Wiese Marketing Research 
2108 Greenwood Dr., S.E. 
Cedar Aap1ds, lA 52403 
Ph. 319·364·2866 
Contact: Dan Wiese 
HtghlyExperienced: Farmers, Consum-
ers, Business. 

Wolt/Aitschui/Callahan Inc. 
171 Madison Avenue 
New York, NY 10016 
Ph. 212·725-8840 
Contact: Judi Lippert 
Business-To-Business. Consumers, All 
Specialties. 

Yarnell Inc. 
147 Columbia Tpke., #302 
Florham Park, NJ 07932 
Ph. 201·593-0050 
Contact: Steven M. Yarnell 
New Product Development & Position-
ing. HWISW Cos. 

D/RIS HealthCare Consultants 
Med1cal Marketing Research, Inc. 

Ohio 
The Davon Group 
Pat Henry Market Research, Inc. 
Matrixx Marketing 
Rodgers Marketing Research 
Dwight Spencer & Associates 

Pennsylvania 
lntersearch Corp. 
Campos Market Research 
Michael Carraher Discovery Rsch. 
Consumer/Industrial Research (C/IR) 
Data & Management Counsel, Inc. 
Direct Feedback 

Texas 
First Market Rsch. (J. Heiman) 

Utah 
Focused Solutions 

Washington 
Consumer Opinion Services 

Wisconsin 
Chamberlain Research Consultants 
Gene Kroupa & Associates 
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PECIALTY CRO INDEX OF MODER TOR 

ADVERTISING BUS.· TO-BUS. Thorne Creative Research KidFacts Research 

Analysis Research ltd. Access Research, Inc. Dan Wiese Marketing Research Rockwood Research Corporation 

Brand Consulting Group BAI Wolf/Aitschui/Callahan, Inc. James Spanier Associates 
Thorne Creative Research Cambridge Research, tnc. Cambridge Research, Inc. 

CUSTOMER The Clowes Partnership Michael Carraher Discovery Rsch. 
Creative & Response Rsch. Svcs. Chamberlain Research Cnsltnts. SATISFACTION HEALTH & BEAUTY 
Dolobowsky Qual. Svcs., Inc. Consumer/Industrial Research (C/IR) BAI PRODUCTS 
Doyle Research Associates Consumer Opinion Services Michael Carraher Discovery Rsch. BAI 
Erlich Transcultural Consultants Creative & Response Rsch. Svcs. Elrick and Lavidge Thorne Creative Research 
Fader, Will iam & Associates Data & Management Counsel, Inc. Fader, William & Associates 
First Markel Research (L Lynch) The Davon Group James A. Lumpp HEALTH CARE Kehr Research, Inc. Direct Feedback 
Gene Kroupa & Associates Fader, William & Associates 

Strategic Research, Inc. 
Access Research, Inc. 

James A. Lumpp First Market Research (J. Heiman) 
DIRECT MARKETING 

George I. Balch 
PACE, Inc. First Market Research (J . Reynolds) Consumer/Industrial Research (C/IR) 
Rockwood Research Corporation Pat Henry Market Research. Inc. BAI Oolobowsky QuaL Svces., Inc. 
Spier Research Group lntersearch Corporation Spier Research Group D/RIS HealthCare Consultants 
Strategy Research Corporation Gene Kroupa & Associates Elrick and Lavidge 
Sweeney International, Ltd. James A. Lumpp EDUCATION Erlich Transcultural Consultants 
Thorne Crea ive Research Rockwood Research Corporation Marketmg Advantage Research Find/SVP 
Dan Wiese Marketing Research James Spanier Associates First Market Research (L. Lynch) 

Spier Research Group First Market Research (J. Reynolds) 

AFRICAN-AMERICAN Sweeney International, ltd. ENTERTAINMENT Freeman, Sullivan & Co. 

Ebony Marketing Research, l'nc. 
Wolf/Aitschui/Callahan, Inc. Sweeney International, Ltd. lnfotech Research Studies 
Yarnell Inc. lntersearch Corporation 

AGRICULTURE EXECUTIVES Irvine Consulting, Inc. 

CHILDREN Kehr Research, Inc. 
Cambridge Research, Inc. BAI Market Navigation, Inc. 
Consumer/Industrial Research (C/IR) Creative & Response Rsch. Svcs. Creative & Response Rsch. Svcs. Matrixx Marketing-Research Div. 
Gene Kroupa & Associates Doyle Research Associates Oolobowsky Qual. Svcs., Inc. MedProoe Medical Mktg. Rsch. 
James A. Lumpp Fader, William & Associates Fader. William & Associates Medical Marketing Research, Inc. 
Market Navigation, Inc. KidFacts Research First Market Research (J. Heiman) Nordhaus Research, Inc. 
Rockwood Research Corporation Matrix.x Marketing-Research Div. First Market Research (J. Reynolds) James Spanier Associates 
Dan Wiese Marketing Research 

COMMUNICATIONS 
lntersearch Corporation Strategy Research Corporation 
Marketing Advantage Research 

ALCOHOLIC BEV. RESEARCH PACE, Inc. 
HISPANIC James Spanier Associates 

Access Research, Inc. Access Research, Inc. Strategy Research Corporation Analysis Research ltd. 
George I. Balch Sweeney International, Ltd. Data & Management Counsel, Inc. 
Creative & Response Rsch. Svcs. COMPUTERS/MIS Ebony Marketing Research, Inc. 
Strategy Research Corporation Michael Carraher Discovery Rsch. FINANCIAL SERVICES Erlich Transcultural Consultants 

APPAREUFOOTWEAR 
Creative & Response Rsch. Svcs. Access Research. Inc. 

Hispanic Marketing 

Fader, William & Associates BAI 
Communication Research 

Brand Consulting Group Find/SVP Cambridge Research, Inc. 
Market Development. Inc. 

First Market Research (J. Heiman) Michael Carraher Discovery Rsch. 
Strategy Research Corporation 

ASIAN Leichliter Associates Creative & Response Rsch. Svcs. 
Asian Marketing Market Navigation, Inc. The Davon Group IDEA GENERATION 
Communication Research Marketing Advantage Research Dolobowsky Qual. Svcs., Inc. Analysis Research Ltd. 
Data & Management Counsel, Inc. The Marketing Partnership Elrick and lavidge SAl 

Erlich Transcultural Consultants James Spanier Associates Fader, William & Associates George I. Balch 
Fader, William & Associates Strategic Research, Inc. lntersearch Corporation Brand Consulting Group 

Sweeney International, ltd. Matrixx Marketing-Research Div. Creative & Response Rsch. Svcs. 

AUTOMOTIVE 
Yarnell Inc. Nordhaus Research, Inc. Dolobowsky Qual. Svcs., Inc. 

Auto Pacific Group, Inc. 
The Research Center Elrick and Lavidge 

CONSUMERS Rockwood Research Corporation Kehr Research, Inc. 
Creative & Response Rsch. Svcs. 

Chamberlain Research Cnsltnts. James Spanier Associates Leic-hliter Associates 
Erlich Transcultural Consultants 

Consumer Opinion Services Sweeney lnt I. Ltd. The Marketing Partnership 
Matrixx Marketing-Research Div. 

Creative & Response Rsch. Svcs. Matrixx Marketing-Research Oiv. 
PACE, Inc. 

Doyle Research Associates FOODS/NUTRITION Sweeney International, Ltd. 

Pat Henry Market Research. Inc. Leichliter Associates 
Thorne Creative Research 

BIO-TECH lntersearch Corporation 
Focus On Hudson Kehr Research, Inc. INDUSTRIAL 
lntersearch Corporation Gene Kroupa & Associates FOOD PRODUCTS First Market Research (J. Heiman) 
Irvine Consulting, Inc. James A. Lumpp BAI lntersearch Corporation 
Market Navigation, Inc. Marketing Advantage Research Creative & Response Rsch. Svcs. Market Navigation, lnc. 
MedProbe Medical Mktg. Rsch. The Marketing Partnership Doyle Research Associates Strategic Research, Inc. 
Medical Marketing Research, Inc. Rodgers Marketing Research Kehr Research, Inc. Sweeney International, Ltd. 
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Dan Wiese Marketing Research Leichliter Associates Marketing Advantage Research Horowitz Associates Inc. 
Marketing Advantage Research Thorne Creative Research lntersearch Corporation 

INSURANCE The Marketing Partnership Dan Wiese Marketing Research Marketing Advantage Research 

Marketing Advantage Research James Spanier Associates Strategy Research Corporation 

RETAIL 
INTERACTIVE PRODJ PACKAGED GOODS Brand Consulting Group TELECONFERENCING 

SERVICES/RETAILING 
BAI First Market Research (L. Lynch) Cambridge Research, Inc. 
Creative & Response Rsch. Svcs. Pat Henry Market Research, Inc. Rockwood Research Corporation 

Leichliter Associates Doyle Research Associates 
Kehr Research, Inc. SENIORS TELEPHONE FOCUS 

MANAGEMENT Thorne Creative Research Erlich Transcultural Consultants GROUPS 
James A. Lumpp 

PARENTS 
Marketing Advantage Research Consumer/Industrial Research (C/IR) 
Strategic D1rections Group, Inc. Creative & Response Rsch. Svcs. 

MEDICAL PROFESSION Doyle Research Associates lntersearch Corporation 
DJR/S HealthCare Consultants Fader. William & Assoc1ates SMALL BUSINESS/ Market Navigation, Inc. 
Focus On Hudson Marketing Advantage Research 

ENTREPRENEURS Medical Marketing Research, Inc. 
Pat Henry Market Research, Inc. 

PET PRODUCTS Leichliter Associates 
lntersearch Corporation 

Strategy Research Corporation TOYS/GAMES 
Kehr Research, Inc. Cambridge Research, Inc. Yarnell Inc. Fader. W1lham & Associates Nancy Low & Associates. Inc. Kehr Research. Inc. K1dFacts Research Matrixx Marketing-Research Div. Marketing Advantage Research 

SOFT DRINKS, BEER, MedProbe Medical Mktg. Rsch. Rockwood Research Corporation 
TRANSPORTATION SVCES. Medical Marketing Research, Inc. Thorne Creative Research WINE 

Nordhaus Research, Inc. Sweeney International, Ltd. Access Research, Inc. 
Rhoda Schild FocusG roup Recruiting.oMktg. PHARMACEUTICALS Creative & Response Rsch. Svcs. TRAVEL 

BAI Grieco Research Group, Inc. 
MODERATOR TRAINING Creative & Response Rsch. Svcs. Strategy Research Corporation Michael Carraher Discovery Rsch. 

Cunninghis Associates 

MULTIMEDIA 
Marketing Advantage Research 

NEW PRODUCT DEV. 
BAI 
Brand Consulting Group 
The Clowes Partnership 
Creative & Response Rsch. Svcs. 
Data & Management Counsel. Inc. 
Dolobowsky Qual. Svcs., Inc. 
Elrick and Lavidge 
Fader, William & Associates 
First Market Research (J. Heiman) 
First Market Research (L lynch) 
lntersearch Corporation 
Kehr Research, Inc. 
KidFacts Research 
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DIAlS HealthCare Consultants 
Focus On Hudson 
lnfotech Research Studies 
lntersearch Corporation 
Irvine Consulting, Inc. 
Kehr Research, Inc. 
Market Nav1gation, Inc. 
MedProbe Medical Mktg. Rsch. 
Medical Marketing Research. Inc. 

POLITICAL RESEARCH 
Chamberlain Research Cnsltnts. 

PUBLIC POLICY RSCH 
George I. Balch 
The Davon Group 

PUBLISH'ING 
First Market Research (J. Heiman) 

11YOU 
K OCKE 

Thorne Creative Research James A. Lumpp 
James Spanier Associates 

TEACHERS Sp1er Research Group 

Market1ng Advantage Research 
Sweeney International, Ltd. 

UTILITIES 
TEENAGERS Chamberlain Research Cnsltnts. 
Creative & Response Rsch. Svcs. Fader, William & Associates 
Doyle Research Associates Freeman, Sullivan & Co. 
Fader, Wilham & Associates Nordhaus Research, Inc. 
KidFacts Research 
Malrixx Marketing-Research Div. WEALTHY 
Thome Creative Research Strategy Research Corporation 

TELECOMMUNICATIONS 
YOUTH BAI 

Cunninghis Associates Doyle Research Associates 

Elrick and Lavidge Fader, William & Associates 

Finci/SVP 
First Market Research (J. Heiman) 

We get that sort of comm nt all th limo Peopl aro tmpressed that our free Consumer 
Information Catalog ltsts so many free and low-cost government bookl ts There are 
more than 200 an all. contatntng a wealth of valuable tnformation. 

They lell you how to make money, how to save money and how to anvest 1t 
wtsely They tell you about fed rat beneftts. housmg, Jobs, and learning act1vth s lor 
chtldren . They ftll you an on nutntton , he lth, JObs and much, much more. 

Our tree Catalog wtll very ltkely 1mpross you , 
too. But first you have lo get 11. 
Just send your name and addfess to· 

Consumer Information Center 
Department KO 
Pueblo, Colorado 81009 

t1on Center ol h U S. G n ral S rv1ces Admm1str lion 
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CODE: 
Mall de · riptiou 
H .......... st.% of mall cu tom r in high 

income bracket(+$ 0,000) 
M .......... middle inc om ( 0,000-60,000) 
L. ......... .l w in me (under $ 0,000) 
N .A. ..... not availabl 

Fa ility description 
tat... .... no. of inter iewin" . tel til n~ 

l.. ......... .facilityhas mput h idcdstatinn~ 

2 .... ....... kitch n faciliti 
3 ......... .. private display room 
4 ........... on _, a mirr r for vi •win of 

lati n 

ALABAMA 

Birmingham 

Polly Graham & Associates 
Eastwood Mall 
7703 Crestwood Blvd., B400 
Birmingham, AL 35210 
Ph. 205-985-3099 
Fax 205-985-3066 
Contact: Jim Jager 
H-30% M-40% L ·30% 
Stat.-7 1,2,3,4 

Scotti Research, Inc. 
Brookwood Village Mall 
Birmingham, AL 35209 
Ph. 205-879-0268 
Fax 205-879-1058 
Contact: Nell Cain 
H-30% M-50% L-20% 
Stat.-6 2,3,4 

Gad n 

Polly Graham & Associates 
Gadsden Mall 
1001 Rainbow Or. 
Gadsden, AL 35901 
Ph. 205·985-3099 
Fax 205-985-3066 
Contact: Jim Jager 
H-20% M-40% L-40% 
Stat.-6 1 ,2,3 

u tsville 

Polly Graham & Associates 
Madison Square Mall 
5901 University Dr., #111 
Huntsville, AL 35806 
Ph. 205-985-3099 
Fax 205-985-3066 
Contact: Jim Jager 
H-40% M-40 L-20% 
Stat. -4 1 ,2,3,4 

obile 

Polly Graham & Associates 
BelAire Mall 
3289 Bel Aire Mall 
Mobile. AL 36606 
Ph. 205-985-3099 
Fax 205-985-3066 
Contact: Jim Jager 
H-25% M-50% L-25% 
Stat.-7 1 ,2,3,4 
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Montgomery 

Nolan Research 
Lecroy Shopping Village 
3661 Debby Dr. 
Montgomery, AL 36111 
Ph. 343-284-4164 
Contact: Oeidra K. Nolan 
H-20% M-70% L -10% 
Stat.-2 

ARIZONA 

P oeni 

Ask Arizona/Div. Sergo & Associates 
Tri City Mall 
1948 W. Main St. 
Mesa, AZ 85201 
Ph. 602-464-5885 
Fax 602-464-9284 
Contact: Beth Aguirre 
H-23% M-64% L-13% 
Stat.-6 1 ,2.3.4 

Cunningham Field & Research Services, Inc. 
Valley West Mall 
5708 W. Hayward, Ste. 176 
Glendale, AZ 85301 
Ph. 602-937-5510 
Fax 602-937·0079 
H-30% M-50% L-20% 
Stat.-7 1,2.3,4 

The Friedman Marketing Organization 
Consumer Opinion Center 
Paradise Valley Mall 
4550 E. Cactus 
Phoenix, Al.. 85032 
Ph. 602-494-7813 
Fax 602·996·7465 
H-50% M-25% L-25% 
Stat.-10 1,2,3,4 

The Friedman Marketing Organization 
Consumer Opinion Center 
Westridge Mall 
761 ·118 W. Thomas Rd. 
Phoenix. AZ 85033 
Ph. 602-849-8080 
Fax 602-849-8083 
H-25% M-50% L-25% 
Stat.-14 1,2,3,4 

The Friedman Marketing Organization 
Phoenix Research 
Christown Mall 
1739 W. Bethany Home Rd. 
Phoenix, AZ 85015 
Ph. 602-242-4868 
Fa 602-242-491 0 
H-30% M-50% L-20% 
Stat. -11 1,2,3,4 

Ruth Nelson Research Services/ 
Arizona Market Research 
Metrocenter Mall 
9606 Metro Pkwy. E. 
Phoenix, AZ 85051 
Ph. 602-997-7221 
Fax 602-678-7017 
Contact: Lincoln Anderson 
H-40% M-40% L-20% 
Stat.·8 1,2,3,4 

Quick Test Inc. 
Superstition Springs Center 
6555·1 004 E. Southern Ave. 
Mesa, AZ 85206 
Ph. 602-985·2866 
Fa 602·985-6321 
Contact: Ali Arastu, Manager 
H-15% M-60% L-25% 
Stat.-12 1,2,3.4 
(See advertisement on p. 17) 

Valleywide Research, Inc. 
Santa Fe Square Mall 
1107 S. Gilbert Rd., #11 0 
Mesa, AZ 85204 
Ph. 602·892-5583 
Fax 602·497-3272 
Contact: Sally Smith 
H-20% M-60% L-20% 
Stat.-4 2,4 

Tuc on 

Quality Controlled Services 
Tucson Mall, Space 183 
4500 N. Oracle, Box #360 
Tucson, AZ 85705 
Ph. 602-887-3502 
Fax 602-887-4480 
Contact: Annette ldso 
H-24% M-48% L-28% 
Stat.-8 1,2,3, 
(See advertisement on p. 5) 

ARKANSAS 

Pine Bluff 

The Friedman Marketing Organization 
Consumer Op1nion Center 
The Pines Mall 
2901 Pines Mall Or. 
Pine Bluff, AR 71601 
Ph. 501-535-1688 
Fax 501 -535-1754 
H-25% M-50% L-25% 
Stat.-15 1,2.3.4 

CALIFORNIA 

Freno 

Bartels Research 
145 Shaw 
Clovis. CA 93612 
Ph. 209-298-7557 
Fax 209-298-5226 
Contact: Joellen Bartels 
H-10% M-75% L-15% 
Stat.-6 1 .2.3.4 

Nichols Research 
Fashion Fair 
557 E. Shaw 
Fresno. CA 93710 
Ph . 209-226-3100 
Fax 209-226·9354 
Contact: Sherrie Hastay 
H-30% M-50% L-20% 
Stat.-8 2.3 
(See advertisement on the back cover) 
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Los ngele 

Adept Research, Inc. 
Sherman Oaks Fashion Sq. 
13958-A Riverside Dr. 
Sherman Oaks, CA 91423 
Ph. 818-727-7494 
Fax 818-727-7351 
Contact: Iris Gross 
H·60% M-35% l -5% 
Stat.-NA 2 
(See advertisement on the back cover) 

Adept Research, Inc. 
Hawthorne Plaza 
12270 Hawthorne Blvd. 
Hawthorne, CA 90250 
Ph. 818-727-7494 
Fax 818-727-7351 
Contact: Iris Gross 
H-10% M-80% l -10% 
Stat.-8 2,3.4 
(See advertisement on the back cover) 

Car-Lene Research. Inc. 
Santa Fe Springs Mall 
Santa Fe Springs, CA 90670 
Ph. 31 0-946-2176 
Fax 310-944-4167 
Contact: Danella Hawkins 
H-10% M-60% l -30% 
Stat.-7 1 ,2,3.4 

Car-Lene Research, Inc. 
Plaza Azteca 
Pomona, CA 91767 
Ph. 909-623-4844 
Contact: Tracy Nuno 
H-10% M-60% L-30% 
Stat.-10 2,3,4 

Consumer Pulse of Los Angeles 
Galleria at South Bay, #269 
1815 Hawthorne Blvd. 
Redondo Beach, CA 90278 
Ph. 31 0-371 -5578 
Fax 31 0-542-2669 
Contact: Angie Abell 
H-25% M-50% L-25% 
Stat.-9 1 2 3,4 

Cunningham Field Services 
Stonewood Center Mall 
328 Stonewood St., Ste. G6 
Downey. CA 90241 
Ph. 310-861 -1216 
Contact: Luanna Bonsky 
H-50% M-40% L -10% 
Stat.-6 1,2,3,4 

Facts 'n Figures 
Antelope Valley Mall 
1233 W. Ave. P, Ste. 701 
Palmdale, CA 93551 
Ph. 805-272-4888 
Fax 805-272-5676 
Contact Renee Stapleton 
H-12% M-18% L-70% 
Stat. -8 1 ,2.3,4 

November 1994 

Facts ·n Figures 
Panorama Mall 
14550 Chase St.. Ste. 78B 
Panorama City, CA 91402 
Ph. 818·891 ·6779 
Fax 818-891 -6119 
Contact: Oselia Cortez 
H-30% M-50% L-20% 
Stat. -12 1,2,3,4 

The Friedman Marketing Organization 
Consumer Opinion Forum 
Buena Park Mall 
8623 On The Mall 
Buena Park, CA 90620 
Ph. 714-995-6000 
Fax 714-995·0637 
H-40% M-40% L-20% 
Stat.-14 1,2.3.4 

Heakin Research, Inc. 
Fallbrook Mall, Ste. 304 
6633 Fallbrook Ave. 
Canoga Park, CA 91307 
Ph. 818-712·0660 
Fax 818-712·9229 
Contact: Gail Stutz 
H-50% M-40% L-10% 
Stat.-14 1,2,3.4 

Los Angeles Mktg. Rsch. Associates 
Laurel Plaza Mall 
Laurel Canyon & Oxnard 
N. Hollywood, CA 91602 
Ph. 818-506-5544 
Fax 818-762-5144 
Contact: William Bllkiss 
H-20% M·65% L-15% 
Stat.-8 2,3,4 

L.A. Research, Inc. 
901 0 Office Plaza, #1 09 
901 0 Reseda Blvd. 
Northridge. CA 91324 
Contact: Adrienne Goldbaum 
Ph. 818-993-5500 
Fax 818-993-5664 
H-50% M-50% L-0% 
Stat.-7 2,3,4 

Mid-America Research, Inc. 
301 Santa Monica Pl. 
Santa Monica, CA 90104 
Contact: David Ottenfeld 
Ph. 310-260·3237 
Fax 310-260-3237 
H-25% M-70% L-5% 
Stat.-25 1,2,3,4 

P.K.M. Mktg. Research Svces. 
Whittwood Mall 
15618-B Whittwood Ln. 
Whittier, CA 90603 
Contact: Ed1e Koerner 
Ph. 310-694-5634 
Fa 310-947-6261 
H-40% M-40% L-20% 
Stat.-8 1,2,3.4 

Quality Controlled Services 
Lakewood Center Mall, Space 25 
Lakewood, CA 90712 
Ph. 310-633-7344 
Fax 310-633-3791 
Contact: Margaret Lien 
H-42% M-26% l -32% 
Stat. -NA 1,2,3 
(See advertisement on p. 5) 

Quick Test, Inc. 
Long Beach Plaza 
369 Long Beach Blvd. 
Long Beach. CA 90802 
Ph. 310-435-0888 
Fax 31 0·436-9509 
Contact: Jaime Rodriguez, Manager 
H-20% M-60% L-20% 
Stat.-8 1,2.3.4 
(See advertisement on p. 17) 

Quick Test, Inc. 
Westminster Mall 
2009 Westminster Mall 
Westminster. CA 92683 
Ph. 714-891 -2111 
Fax 714-891-8985 
Contact: Unda Green, Manager 
H-25% M-40% L-35% 
Stat.-4 1,3,4 
(See advertisement on p. 17) 

Southern California Interviewing Service 
Encino Center 
172n Ventura Blvd .. #200 
Encino, CA 91316 
Ph. 800-872-4022 
Fax 818-783-8626 
Contact: Ethel Brook 
H-60% M-38% L-2% 
Stat.-8 2,3.4 

Southern California Interviewing Service 
Burbank Golden Mall 
148 San Fernando Blvd. 
Burbank, CA 91502 
Ph. 818-843-6166 
Fax 818-954-8261 
Contact: Anne Moiseyev 
H-25% M-65% L-10% 
Stat.-6 2.3 

Suburban Associates 
Sherman Oaks Galleria 
15301 Ventura Blvd. Ste. 386 
Sherman Oaks, CA 91403 
Ph. 818-906-8036 
Contact: Don Smith 
Income: Middle to upper 
Stat. -1 o 1,3,4 

U.S. Research Company 
2157 Montclair Plaza ln. 
Montclair, CA 91763 
Ph. 708-520·3600 
Fax 708-520-3621 
Contact: Larry Clark 
lncome-M1ddle 
Stat .-NA 1,2,3,4 
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CODES: 
Malf description 
H .......... est.% of mall customers in high 

income bracket (+$60,000) 
M .......... middle income ($30,000-60,000) 
L. ........ .low income (under $30,000) 
N.A ...... not available 

Facility description 
Stat... .... no. of interviewing stations 
1 ............ facility has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one·way mirror for viewing of stations 

Orange County 

Assistance In Marketing/LA 
Huntington Center Mall 
7777 Edinger Ave. 
Huntington Beach. CA 92647 
Ph. 714-891 -2440 
Fax 714·898·1126 
Contact: Dav1d Weinberg 
H-60% M-30% L-10% 
Stat.-8 1 ,2,3.4 

The Question Shop, Inc. 
2860 N. Santiago Blvd., Ste. 100 
Orange, CA 92667 
Ph. 714-974·8020 
Fax 714-974-6968 
Contact: Ryan Reasor 
H-50% M-40% L-10% 
Stat.·NA 1 ,2,3.4 

U.S. Research Company 
Mission Viejo Mall. Store #65 
27000 Crown Valley Pkwy. 
Mission Viejo. CA 92691 
Ph. 708·520·3600 
Fax 708·520·3621 
Contact: Larry Clark 
Income-High 
Stat.-NA 1,2,3 

River ide/San Bernardino 

Field Management Associates 
Riverside Plaza, #3601 
Riverside. CA 92506 
Ph. 909-369-0800 
Fax 909·369·0957 
Contact: Robert Hellman 
H-30% M-60% L-10% 
Stat.-7 2.3,4 

L.A. Research. Inc. 
Hardman Center 
5222 Arlington Ave., #E 
Riverside, CA 92504 
Ph. 909·358·0300 
Fax 909-358-0309 
Contact: Adrienne Goldbaum 
H-35% M-55% L-10% 
Stat.-8 2.3,4 

Sacramento 

Heakin Research. Inc. 
Arden Fair Mall 
1689 Arden Way. #1281 
Sacramento. CA 95815 
Ph. 916-920·1361 
Fax 916-920-1371 
Contact: Nancy Cunningham 
H-19% M-56% L-25% 
Stat. -13 1,2,3,4 
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Salina 

The Friedman Marketing Organization 
Consumer Opmion Center 
Northridge Mall 
Hwy. 101 & Boronda Rd. 
Salinas, CA 93906 
Ph. 408·449·7921 
Fax 408-449·0187 
H-30% M-50% L·20% 
Stat.-8 1 ,2,3,4 

San Diego 

Jagorda lnterview1ng Svces .• Inc. 
Spring Valley Shopping Center 
San Diego, CA 92123 
Ph. 619·573·0330 
Fax 619·573 0538 
Contact: Gerald Jagorda 
H-10% M-70% L-20% 
Stat.-6 1 ,2,3 

Luth Research 
Mission Valley Center 
1640 Cammo Del Rio N .. Ste. 328 
San Diego. CA 92108 
Ph. 619·299-7487 
Fax 619-299-0513 
Contact Beth Price 
H-30% M-50% L-20% 
Stat.·8 1.2,3,4 
(See advertisement on p. 32) 

Novick Ayres Corp. 
El Camino North 
2657 V1sta Way. #5 
Oceanside, CA 92054 
Ph. 619·967-1307 
Fax 619·967-4143 
Contact: Suzette Novick 
H-15% M-70% L-15% 
Stat.-6 1 ,2,4 

San Diego Surveys 
Point Lorna Mall 
3689 Midway Or .. #0 
Point Lorna. CA 92110 
Ph. 619·224·3113 
Fax 619·224-0301 
Contact: Betty Bedoe 
H-25% M-65% L-1 0% 
Stat. ·6 1 .2,3,4 

San rancisco 

Car-Lene Research, lnc. 
Stonestown Galleria 
3521 20th Ave. 
San Francisco, CA 94132 
Ph. 415·566·9925 
Fax 415·566-9929 
Contact: Jeanne Coddington 
H-25% M-50% L-25% 
Stat.-5 1,2,3.4 

The Friedman Marketing Organization 
Consumer Opimon Center 
5820 Northgate Mall 
San Raphael, CA 94903 
Ph. 415-472·5394 
Fax 415-472-5477 
H-50% M-40% L-10% 
Stat.-13 1 ,2,3,4 

Field Management Assoc1ates 
El Cerrito Plaza, #400 
El Cerrito, CA 94530 
Ph. 51 0·527 8030 
Fax 510-524-0277 
Contact: Hal Berke 
H-10% M-80% L-10% 
Stat.-7 2,3,4 

Heakin Research, Inc. 
262 Bay Fair Mall 
San Leandro. CA 94578 
Ph. 510-278-2200 
Fax 510-278-6736 
Contact: Steve Te ichner 
H-20% M 60% L·20% 
Stat.-30 1 ,2.3.4 

Heakm Research. Inc. 
Vallee Fashion Park, Ste. 2031 
10123 N. Wolfe Rd. 
Cupert1no. CA 95014 
Ph . 408-253-4690 
Fax 408·253·6647 
Contact: Ann Pollard 
H-50% M-37% L-13% 
Stat.-6 1.2,3.4 

MSI Hillsdale 
Hillsdale Mall, #14 
San Mateo, CA 94403 
Ph. 415·574·9044 
Fax 415-574-0385 
Contact: Richard Hurlburt 
H-50% M-40% L-1 0% 
Stat.-10 1.2,3,4 

Nichols Research, Inc. 
County East Mall 
2550 Somersville Rd ., Ste. 78 
Antioch, CA 74509 
Ph. 510·757·4200 
Fax 510-757-5744 
Contact: Beverly Trute 
H·10% M-40% L-50% 
Stat.-5 1,2,3,4 
(See advertisement on the back cover) 

Nichols Research, Inc. 
1155 New Park Mall 
Newark. CA 94560 
Ph. 510-794-2990 
Fax 510-794-3471 
Contact: Cheryl Blumenthal 
H-30% M-55% L-15% 
Stat. ·1 0 1,2.3.4 
(See advertisement on the back cover) 

Quick Test, Inc. 
Southland Mall. #203 
Hayward, CA 94545 
Ph. 510-785-4650 
Fax 510-785-0641 
Contact: Sue Gomez. Manager 
H-20% M-60% L-20% 
Stat.-6 1,2.3.4 
(See advertisement on p. 17) 
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Margaret Yarbrough & Associates 
South Shore Center 
415 Oils Dr. 
Alameda, CA 94501 
Ph. 510-522-8600 
Fa 51 0-522-8600 
Contact: Diane Kientz 
H-40% M-50% L·10% 
Stat.-7 1,2.3 

San Jo 

Consumer Opinion Services Inc. 
Great Mall of the Bay Area 
500 Great Mall Dr. 
Milpitas. CA 95035 
Ph. 206-241 -6050 
Contact: Maxme Barbee 
H-15% M-70% L-15% 
Stat.-9 1,2.3,4 
(See advertisement on pp. 18, back cover) 

COLORADO 

olorado Spring 

Brewer Research/The Springs Research 
C1tadel Mall 
750 Citadel Dr. E .• #3120 
Colorado Springs. CO 80909 
Contact: Esther Brewer 
Ph. 719-597-9869 
Fax 719-597-9869 
H-15% M-70% L-15% 
Stat.-7 1,2,3.4 

Consumer Pulse of Colorado Springs 
The Citadel Mall 
750 Citadel Dr. E. , #1 084 
Colorado Springs. CO 80909 
Ph. 719-596-6933 
Fax 719-596-6935 
Contact: Mary Schneider 
H-20% M-60% L-20% 
Stat.-9 1,2,3 

Barbara Prince Assoc1a es, Inc. 
Mall of the Blu s 
3650 Austin Bluff Pkwy .. #169 
Colorado Spnngs. CO 80918 
Ph. 719-594-9192 
Contact: Kay Jackson 
H-10% M-45% L-45% 
Stat.-6 2,3 

U.S. Research Company 
Chapel Hills Mall 
1710 Bnargate Blvd .. Ste. 315 
Colorado Springs. CO 80920 
Ph. 708-520-3600 
Fax 708-520-3621 
Contact: Larry Clark 
Income-Middle 
Stat-NA 1,2.3.4 
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en er 

Bernett Research Services Inc. 
Aurora Mall 
14200 Alameda Ave. 
Aurora, CO 80012 
Ph. 303-341 -1211 
Fa 303-341 -4469 
H-40% M-50% L-10% 
Stat.-NA 1,2,3,4 
(See adverttsement on p. 57) 

Consumer Pulse of Denver 
Thornton Town Cen er. #124 
10001 Grant St. 
Thornton, CO 80229 
Ph. 303-280-9747 
Fax 303·280·9744 
Contact: Mark Hetelson 
H·10% M-65% L-25% 
Stat.-10 1,2.3 

The Fnedman Marketmg Organization 
Consumer Market Research 
Westminster Mall, Space GSA 
5513 W. 88th Ave. 
Westminster. CO 80030 
Ph. 303-428-6117 
Fa 303-428-6513 
H-20% M-60% L-20% 
Stat.·NlA 1.2.3,4 

The Fnedman Marketing Organization 
Consumer Opmion Center 
Southwest Plaza 
8501 W. Bowles Ave. 
Littleton, CO 80123 
Ph. 303-972-8734 
Fax 303-933-0476 
H-20% M-60% L -20% 
S at.-14 1,2.3.4 

Ruth Nelson Research Services/ 
Colorado Market Research 
Buckingham Square 
1335 S. Joliet 
Aurora. CO 80012 
Ph. 303-750-0290 
Fax 303-750-9573 
Contact: Sally Phelps 
H-20% M-50% L-30% 
Stat.-8 1,2,3,4 

Barbara Prince Assoc1ates. Inc. 
Lakeside Mall 
5801 W. 44th Ave. 
Denver. CO 80212 
Ph. 303-458-0145 
Contact: Barbara Prince 
H-20% M-70% L-10% 
Stat.-5 2.3 

Quick Test, Inc. 
Villa ltalia Mall, #203 
7200 W. Alameda 
Lakewood. CO 80226 
Ph. 303-937-0144 
Fax 303-937-0502 
Contact: Jac ie Stepamch, Manager 
H-20% M-70% L-10% 
Stat.-8 1.2.3,4 
(See advertisement on p. 17) 

CONNECTICUT 

Br"dgeport 

J.B. Martin Research, Inc. 
Naugatuck Valley Mall 
920 Wolcott St. 
Waterbury, CT 06705 
Ph. 203-365-4900 
Fax 203·365·4912 
Contact. Nancy Sal 
H-25% M-50% L-25% 
Stat.-8 1,2,3 

Shapiro Research Services. Inc. 
Trumbull Shopping Park 
5065 Main St. 
Trumbull. CT 06611 
Ph. 203-373-9391 
Fax 203-371 -4257 
Contact: Sandy Shapiro 
H-33% M-33% L·34% 
Stat.-4 1,2,3.4 

Danbury 

Performance Plus, Inc. 
Danbury Fair Mall 
7 Bac us Ave. 
Danbury. CT 06810 
Ph. 508·872·1287 
Fax 508·879·7108 
Contact: Shrrley Shames 
H-50% M-35% L·15% 
Stat.-16 1.2.3,4 
(See advertisement on p. 32) 

artford 

E-Z Interviewing & Marketing Svces. 
Bnstol Center Mall 
100 N. Main St. 
Bristol. CT 06010 
Ph. 203·673·7067 
Fax 203·673-7067 
Contact: Victoria Roy 
H·25% M-50% L·25% 
Stat.·N/A 1 

DISTRICT OF 
COLUMBIA 

Consumer Pulse of Washington 
The Mall at Manassas 
8300 Sudley Rd. 
Manassas. VA 22110 
Ph. 703·368-5544 
Fax 703·368·7709 
Contact: Jeff Davis 
H-15% M-70% L·15% 
Stat.·S 1,2,3.4 

Facts m Focus, Inc. 
St. Charles Towne Cen er, #2006 
P.O. Box 6196 
5000 Ate. 301 
Waldorf. MD 20603 
Ph. 301 ·870·7799 
Fax 301 ·705-8348 
Contact: Ann O'Connor 
H-40% M-55% L-5% 
Stat.·12 1,2.3,4 
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CODES: 
Mall description 
H .......... est.% of mall customers in high 

income bracket ( $60,000) 
M .......... middle income ($30,000·60,000) 
L. ......... low income (under $30,000) 
N.A ...... not available 

F aciJity description 
Stat... .... no. of interviewing stations 
1 ............ facility has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one-way mirror or viewrng of stations 

Heakin Research. Inc. 
Laurel Centre 
14882 Baltimore/Washing on Blvd. 
Laurel. MD 20707 
Ph. 301 -776-9800 
Fax 301 ·725-6687 
Contact: Cynthia Gleeson 
H-23% M-43% L-34% 
Stat. -6 1 ,2,3,4 

Jackson Associates, Inc. 
Springfield Mall 
6691 B Springfield Mall 
Springfield, VA 22150 
Ph. 404-394·8700 
Fax 404-394-8702 
Contact: Marisa Pope 
H-45% M-30% L-25% 
Stat.-6 1 .2.3,4 
(See advertisement on p. 32. 53) 

Shugoll Research 
Ballston Common 
4238 Wilson Blvd., #3122 
Arlington, VA 22203 
Ph. 703·841 ·2414 
Fax 703·841 ·2422 
Contact: Steven Weachter 
H-45% M-45% L-10% 
Stat.-4 1,2 
(See advertisement on the back cover) 

T.I.M.E. Market Research 
Spotsylvania Mall 
425 Spotsylvama Mall 
Fredricksburg, VA 22401 
Ph. 703·846-3163 
Fax 703-786-3925 
Contact: Debbie Nistle 
H-25% M-60% L-15% 
Stat.-12 1 ,2,3.4 

FLORIDA 

Bradenton 

Mid-America Research. Inc. 
De Soto Square Mall 
303 US 301 Blvd. W .• #811 
Bradenton. FL 34205 
Ph. 813-746·1849 
Fax 813·746·6157 
Contact: Margaret Wilde 
H-12% M-78% L-10% 
Stat.-12 1,2,3,4 
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Fort Laud rdale 

Alenik Field Services 
The Festival Mall 
2900 W. Sample Rd. 
Ft. Lauderdale. FL 33060 
Ph. 305·975·5982 
Contact Beatrice Aleni 
Income-High 
Stat.-3 3 

Cunningham Field & Research Services, Inc. 
Pembroke Pines Mall 
11401 Pines Blvd., Ste. 702 
Pembroke Pines, FL 33026 
Ph. 305·438·9315 
Fax 305·438-9367 
H-30% M-50% L-20% 
Stat. -8 1.2,3,4 

Heakin Research, Inc. 
Coral Square Mall 
9569 W. Atlantic Blvd. 
Coral Springs, FL 33071 
Ph. 305·753-4466 
Fax 305· 753-4981 
Contact: Linda Boneville 
H-30% M-60% L-10% 
Stat. -1 4 2,3,4 

Mar's Surveys. Inc. 
Pompano Square Regional Mall 
One Pompano Square 
Pompano Beach. FL 33062 
Ph. 305-755-2805 
Fax 305·755-3061 
Contact: Eric Upson 
H-40% M·40% L-20% 
Stat.-8 1 ,2,3,4 

Barbara Prince Assocrates. Inc. 
Coral Rrdge Mall 
3200 N. Federal Hwy. 
Ft. Lauderdale, FL 33306 
Ph. 305-565-4185 
Contact: Barbara Prince 
H-20% M-60% L-20% 
Stat.-6 2,3.4 

Weitzman & Phrlrp. Inc. 
Hollywood Mall 
3251 Hollywood Blvd., Ste. 262 
Hollywood, FL 33021 
Ph. 305-653-6323 
Fax 305-653-4016 
Contact: Joan Starr 
H-25% M-60% L-15% 
Stat.-12 1 ,2,3 

ort Myers 

Bernett Research Services, Inc. 
Edison Mall 
4125 Cleveland Ave. 
Fort Myers, FL 33901 
Ph. 813-939-1200 
Fax 813-939-1413 
H-20% M-60% L-20% 
Sta .·1 o 1.2.3.4 
(See adverttsement on p. 57) 

T.I.M.E. Market Research 
Pt. Charlotte Mall, #505 
Pt. Charlotte, FL 33948 
Ph. 813-625-5111 
Fax 813-625-6416 
Contact: Sharon Peoples 
H-25% M-60% L-15% 
Stat.-10 1,2,3,4 

Jack onvill 

Cunningham Field & Research Services, Inc. 
Oarange Park Mall 
1910 Wells Rd .. Ste. 1 002 
Orange Park, FL 32073 
Ph. 904-264-2814 
Fax 904·264-3619 
lncome-NiA 
Stat.-NlA 

Kirk Research Services, Inc. 
Roosevelt Mall 
4525 Roosevelt Blvd. 
Jacksonville, FL 32210 
Ph. 904-387 ·0883 
Fax 904·387·0268 
Contact: Rebecca Kirk 
H-20% M-40% l -40% 
Stat.5 1,3.4 

Irwin Research Services, Inc. 
Regency Square Mall 
9501 Arlington Expy .. Ste. 310A 
Jacksonville, FL 32225 
Ph. 904-725-8407 
Fax 904-725-2911 
Contact: Terri Lawhon 
H-34% M-53% L-13% 
Stat.-12 1 ,2,3 
(See advertisement on p. 32) 

Irwin Research Services, Inc. 
The Avenues Mall 
1 0300 Southside Blvd .• #168 
Jacksonville, FL 32256 
Ph. 904-363·1480 
Fax 904-363·1682 
Contact: Dean Serbezoft 
H-30% M-60% L-10% 
Stat.-10 1,2,3 
(See advertisement on p. 32) 

M lbourn 

Quick Test, Inc. 
Melbourne Square Mall 
1700 W. Newhaven Ave., Ste. 577 
Melbourne, FL 32904 
Ph. 407-729-9809 
Fax 407-729-9551 
Contact: Lori Weingarten, Manager 
H-20% M-60% L-20% 
Stat. ·1 o 1 ,2,3,4 
(See advertisement on p. 17) 
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Miam· 

Jean M. Light Interviewing Service 
163rd. St. Shopping Mall 
1281 N.E.163rd St. 
Miami, FL 33162 
Ph. 305·264·5780 
Fax 305·264-6419 
Contact: Jean Light 
H-50% M-45% L-5% 
Stat.-6 1,2,3 

National Opinion Research Services 
Miami International Mall 
1455 N.W. 107th Ave., #687 
Miami, FL 33172 
Ph. 305·591-1388 
Fax 305·592-1188 
Contact: Zoila Hidy 
H-30% M·60% L-10% 
Stat.-11 1,2,3,4 

Rife Market Research, Inc. 
Skylake Mall 
1758 N.E. Miami Gardens Or. 
Miami, FL 33179 
Ph. 305-944·0076 
Fax 305·621-3533 
Contact: Sandy Palmer or Mary R1fe 
H-20% M-60% L-20% 
Stat.-8 2,3,4 
(See advertisement on p. 13) 

Weitzman & Philip, Inc 
California Club Mall 
850 lves Dairy Rd. 
Miami. FL 33179 
Ph. 305·653·6323 
Fax 305·653-4016 
Contact: Joan Starr 
H-25% M-60%, L-15% 
Stat.-12 1.2,3,4 

Orlando 

Accudata·Pilar Ellis Market Research 
Wmter Park Mall, Ste. 1398 
500 N. Orlando Ave. 
Winter Park, FL 32789 
Ph. 407·628·1835 
Fax 407·628-0571 
Contact: Suzanne Cattell 
H-25% M-60% L-15% 
Stat.-8 1,2,3,4 

Quick Test, Inc. 
Lake Square Mall 
10401·082 U.S. Hwy. 441 
Leesburg, FL 34788 
Ph. 904-365·0505 
Fax 904-365·2005 
Contact: Tracey Seitz, Manager 
H-9% M-66% L-25% 
Stat·NA 1,2.3,4 
(See advertisement on p. 17) 

U.S. Research Company 
Altamonte Mall 
521 Altamonte Ave. 
Altamonte Springs, FL 32701 
Ph. 407·830-4542 
Fax 407·830·6064 
Contact: Ellen Shamblin 
H-35% M-55% L·10% 
Stat.-10 1,2,3,4 

November 1994 

mont the annual Next 
QM q alitative research 
issue will be coming your 
way, featuring the updated 
direc ory of focus group 
facilit·es.lt's one of the most 
pop lar issues oft e year -
and one of the most cov·eted 
- so guard that mailboxl 
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CODES: 
Mall description 
H .......... est.% of mall customers in high 

income bracket (+$60,000) 
M .......... middle income ($30,000-60,000) 
L ......... ..low income (under $30,000) 
N.A ...... not available 

Facility description 
Stat... .... no. of intervieWing stations 
1 ............ facility has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one-way mirror for viewing of stations 

U.S. Research Company 
Florida Mall, Rm. 422 
8001 S. Orange Blossom Tr. 
Orlando, FL 32809 
Ph. 407-830-4542 
Fax 407-830-6064 
Contact: Ellen Shamblin 
H-30% M-55% l -15% 
Stat. -10 1 ,2.3,4 

Pensacola 

Sand Dollar Research, Inc. 
Cordova Mall 
5100 N. 9th Ave., M1209 
Pensacola, FL 32504 
Ph. 904-478-9274 
Fax 904-476-4450 
Contact: Charles Graham 
H-60% M-30% l -10% 
Stat.-6 1 ,2,3.4 

Sarasota 

Starr Research 
Sarasota Square Mall 
8201 S. Tamiami Trail 
Sarasota, FL 34238 
Ph. 813-925-7827 
Fax 813-922·3289 
Contact: Vicki Pobicki 
H-35% M-40% L-25% 
Stat. ·8 1 ,2,3.4 

Tallahassee 

The Friedman Marketing Organization 
Consumer Opinion Center 
Tallahassee Mall 
2415 N. Monroe 
Tallahassee, FL 32303 
Ph. 904-385-4399 
Fax 904-385-3481 
H-25% M-50% L-25% 
Stat.-9 1 ,2,3,4 

amp a/ 
St. Peter burg 

Accudata/Mass Market Research 
West Shore Plaza 
West Shore Blvd. 
Tampa, FL 33612 
Ph. 813-935-2151 
Fax 813-932-6265 
Contact: Shannon Smith 
H-25% M-50% L-25% 
Stat.-6 1,2,3 
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Adam Market Research, Inc. 
Gateway Mall 
7965 9th St. N. 
St. Petersburg, FL 33702 
Ph. 813-875-4005 
Fax 813-875-4055 
Contact: Mark Siegel 
H-1 0% M-60% L-30% 
Stat.·5 2,3 

Adam Market Research, Inc. 
University Square Mall 
2200 E. Fowler Ave ., #390 
Tampa, FL 33612 
Ph. 813-875·4005 
Fax 813-875-4055 
Contact: Mark Siegel 
H-30% M-40% L-30% 
Stat.-7 1,2.3 

Car-Lene Research, Inc. 
Pinellas Square Mall 
7200 U.S. Hwy. 19 
Pinellas Park, FL 34665 
Ph. 813·527-0113 
Contact: Sharon Brandy 
H-14% M-36% L-50% 
Stal.-8 1 ,2,3,4 

Cunningham Field & Research Services, Inc. 
Countryside Mall 
27001 U.S. Hwy. 19 N., Ste. 2074 
Clearwater, FL 34621 
Ph. 813-796-8944 
Fax 813-796-7199 
Contact: Suzy Adams 
lncome-NJA 
Stai.-N.IA 

Gulf Coast Research 
Tampa Bay Center Mall 
3302 W. Buffalo Ave ., #1 037A 
Tampa, Fl33607 
Ph. 813-871 -2516 
Fax 813-874-0792 
Contact: Eva Hughes 
H-25% M-60% L-15% 
Stat.-5 1,2,3,4 

IDD Market Research, Inc. 
Eastlake Square Mall 
5701 E. Hillsborough Ave. 
Tampa, FL 33610 
Ph. 813-884·0088 
Contact Isabel Dunn 
H-31 % M-57% L-12% 
Stat.-12 1 ,2,3 

Barbara Nolan Market Research 
Tyron Square Mall 
6901 22nd Ave. S. 
St. Petersburg, FL 3371 0 
Ph. 813-345-5444 
Fax 813·347-0979 
Income-low to Middle 
Stat.-N/A 1 ,2,3,4 

Quick Test, · nc. 
Gulf View Square Mall 
9409 U.S. Hwy. 19 N., Ste. 709 
Port Richey, FL 34668 
Ph. 813·847-2222 
Fax 813-842-8541 
Contact: Randy Carson. Manager 
lncome-NA 
Stat.-NA 1 ,2.3 
(See advertisement on p. 17) 

U.S. Research Company 
Tyrone Square Mall 
6901 22nd Ave. N., #698 
St. Petersburg, FL 33710 
Ph. 407·830-4545 
Fax 407-830-6064 
Contact: Ellen Shamblin 
Income-Middle 
Stat. -NA 1 .2,3,4 

GEORGIA 

Ath ns 

Jackson Associates, Inc. 
Georgia Square 
3700 Atlanta Hwy. 
Athens. GA 30610 
Ph. 404·394-8700 
Fax 706-546-7518 
Contact: Marisa Pope 
H-20% M-50% L-30% 
Stat.-7 1.2 
(See advertisement on p. 32, 53) 

Atlanta 

Car-Lene Research, Inc. 
Market Square Mall 
2050 Lawrenceville Hwy. 
Decatur, GA 30033 
Ph. 404·728-8810 
Fax 404·633-9841 
Contact: Cassandra McClain 
H-30% M-60% L-10% 
Stat. -4 1 ,2,3,4 

Cunningham Field & Research Services, Inc. 
North Point Mall 
1000 N. Point Circle, Ste. 1002 
Alpharetta, GA 30202 
Ph . 404~475-3880 
Contact: Mildetta Robinson 
H-35% M-55% L-10% 
Stat.-8 1 ,2,3,4 

Heakin Research, Inc. 
331 Shannon Mall 
Umon City, GA 30291 
Ph. 404·964-9634 
Fax 404-964-9665 
Contact: Deborah Wh1te 
H-30% M-60% L-1 0% 
Stat.-8 1 .2,3,4 

Heakin Research, Inc. 
Gwinett Place Mall 
2100 Pleasant Hill Rd. 
Duluth, GA 30136 
Ph. 404-476-0714 
Fax 404-476-3194 
Contact: Eleanor McGahee 
lncome-N.A. 
Stat.-10 1,2,3,4 

Jackson Associates, Inc. 
Southla e Mall, #2443 
Morrow, GA 30260 
Ph. 404·394-8700 
Fax 404-968-3660 
Contact: Marisa Pope 
H-40% M·35% L-25% 
Stat.-6 1 ,3.4 
(See advertisement on p. 32, 53) 
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Jack n iat intr due the opening o our new marketing 
re earch facility at th Springfi ld Mall in uburban Wa hingt n, D. 
L cat d ju t 20 minute fr m Wa hington' ational Airport, it features 
a full kit h n w'th adja nt tast t t c nt r, four privat int rvi w­
ing r m and f u uit with client lounge. 

ind out what th y think in Wa hingt n. 

• 11 int r pt 
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• Ex cutiv int rvi wing 

• RT int r i wing 
• · ld work 

Call Mar ar t icks or ari a Pop at 

404-394-8700 for mor information. 
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~ 
~ What you 
~ don't know 
~ about 
~ Jackson 
~ Associates 
~ could fill 
~ a book. 
~ 

sk for a free copy of 
the Jackson ociates 

handbook. 

F cu nd mall facilitie al in Atlanta, harl tt and a hvill . 
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CODES: 
Mall description 
H .......... est.% of mall customers in high 

income bracket (+$60,000) 
M .......... middle income ($30,000-60,000) 
L.. ......... low income (under $30.000) 
N.A ...... not available 

Facility description 
Stat ....... no. of interviewing stations 
1 ........... .facility has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room . 
4 ........... one-way mirror for viewing of stations 

MacConnell Research Services. Inc. 
Greenbrier Mall 
2841 Greenbrier Pkwy. S.W. 
Atlanta, GA 30331 
Ph. 404-451 ·6236 
Fax 404-451 -6184 
Contact: Joy M. MacConnell 
H-30% M-40% L-30% 
Stat.-10 1,2,3 

MacConnell Research Services, Inc. 
Avondale Mall 
3588-E Memorial Or. 
Decatur, GA 30032 
Ph. 404-451 -6236 
Fax 404-451 -6184 
Contact: Joy M. MacConnell 
H-30% M-50% l -20% 
Stat.-1 o 1,2.3,4 

MacConnell Research Services, Inc. 
Roswell Mall 
608 Holcomb Bridge Rd. 
Roswell, GA 30076 
Ph. 404-451 -6236 
Fax 404-451 -6184 
Contact: Joy M. MacConnell 
H-30% M-50% L-20% 
Stat.-8 1,3 

MacConnell Research Services, Inc. 
Four Seasons Mall 
2200 S. Cobb Dr. 
Smyrna, GA 30080 
Ph. 404-451 -6236 
Fax 404-451 -6184 
Contact: Joy M. MacConnell 
H-10% M-60% L-30% 
Stat.-6 1,3 

Mid-America Research, Inc. 
Lenox Square Mall 
3393 Peachtree Rd. 
Atlanta, GA 30326 
Ph. 404-261 -8011 
Fax 404-261-5576 
Contact: Joan Ferdinands 
H-26% M-60% L-14% 
Stat.-24 1 ,2,3 4 

Mid-America Research, Inc. 
Northlake Mall 
4800 Briarcliff Rd. 
Atlanta, GA 30345 
Ph. 404-493-1403 
Fax 404-493-9050 
Contact: Bettie Hutchinson 
H-19% M-76% l -5% 
Stat.-12 1,2,3,4 
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Quick Test, Inc. 
Town Center at Cobb 
400 Ernest Barret Pkwy .• Ste. 272 
Kennesaw. GA 30144 
Ph. 404-423-0884 
Fax 404-424-5354 
Contact: Lucille Slowey 
H-10% M-65% L-25% 
Stat.-8 1,2,3.4 
(See advertisement on p. 17) 

John Stolzberg Market Research 
Outlets Limited Mall 
3750 Venture Dr. 
Duluth, GA 30136 
Ph. 404-329-0954 
Fax 404-497-8656 
Contact: Edna Mitchell 
H-15% M-70% L-15% 
Stat.-4 

Tannenbaum Research Services 
South DeKalb Mall, #80 
Atlanta, GA 30034 
Ph. 404-321-1770 
Fax 404-636-3037 
Contact: Judy Tannenbaum 
H-30% M-50% L-20% 
Stat.-8 2.3,4 

Tannenbaum Research Services 
Outlet Square Mall 
4166 Buford Hwy. 
Atlanta, GA 30345 
Ph. 404-321-1770 
Fax 404-636-3037 
Contact: Judy Tannenbaum 
H-50% M-40% L-10% 
Stat.-7 2,3 

Gaine ville 

Jackson Associates, Inc. 
Lakeshore Mall 
1285 W. Washing on St. 
Gainesville, GA 3050 
Ph. 404-394-8700 
Fax 404-536-2065 
Contac : Marisa Pope 
H-40% M-30% L-30% 
Stat.-10 1,2,3.4 
(See advertisement on p. 32. 53) 

IDAHO 

Boi e 

Consumer Opinion Services, Inc. 
Boise Town Square 
350 N. Milwaukee St. 
Boise, ID 83788 
Ph. 206-241 -6050 
Contact: Robert Corbin 
H-15% M-70% L-15% 
Stat.-9 1,2,3 
(See advertisement on pp. 18, back. cover) 

ILLINOIS 

Chicago 

Assistance In Marketing 
1140 Spring Hill Mall 
Dundee, IL 60118 
Ph. 708-428-0885 
Fax 708-428-4554 
Contact: Doria Kramer 
H-51% M-35% L-14% 
Stat.-20 1 ,2,3.4 

Bryles Survey Service 
Brementown Mall 
6847 159th St. 
Tinley Park, IL 60477 
Ph. 708-532-6800 
Fax 708-532-1880 
Contact: Robert Bryles 
lncome-NA 
Stat. -6 1 ,2.3 

Bryles Survey Service 
Northfield Mall 
Bradley, IL 60915 
Ph. 708-532-6800 
Contact: Robert Bryles 
Income: NA 
Stat. NA 

Bryles Survey Service 
Orland Park Place Mall 
227 Orland Park Pl. 
Orland Park, IL 60462 
Ph. 708-403-0300 
Fax 708-403-0301 
Contact: Robert Bryles 
lncome·NA 
Stat.-10 1,2,4 

Bryles Survey Service 
Century Mall 
8275 Broadway 
Merrillville, IN 46410 
Ph. 219-769-7380 
Fax 219-736-0936 
Contact: Robert Bryles 
lnoome-NA 
Stat.-6 1,2 

Car-Lene Research, Inc. 
Northbrook Court, #1187 
Northbrook, IL 60062 
Ph. 708-498-1305 
H-40% M-60% L-0% 
Stat.-8 2,3,4 

Car-Lene Research, Inc. 
Deerbrook Mall 
188 S. Waukegan Ad. 
Deerfield, ll 60015 
Ph. 708-564-1454 
Fax 708-564-3113 
Contact: Karen Canzoneri 
H-1 0% M-80% L-10% 
Stat.-8 2,3,4 
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Consumer Surveys Company 
Northpoint Shopping Center 
304 E. Rand Rd. 
Arlington Heights, IL 60004 
Ph. 708-394-9411 
Fax 708-394·0001 
Contact: Deanna Kohn 
H-30% M-50% L-20% 
Stat.-10 1,2,3,4 
(See advertisement on p. 32) 

Consumer Surveys Company 
Chicago Ridge Mall #730 
Chicago Ridge. IL 60415 
Ph. 708-499-6000 
Fax 708-499-4621 
Contact: Leona Ouenan 
H-5% M-65% l ·30% 
Stat.-8 1,2,3,4 
(See advertisement on p. 32) 

Facts In Focus, Inc. 
Fox Valley Center 
2260 Fox Valley Center 
Aurora. IL 60504 
Ph. 708-898-2166 
Fax 708-898-2172 
Contact: Matt Johnson 
H-40% M-55% L·5% 
Stat.-12 1,2,3,4 

The Friedman Marketing Organization 
Consumer Opinion Center 
Harlem-Irving Plaza 
4192 Harlem Ave. 
Norridge, IL 60634 
Ph. 708-452·7660 
Fax 708-452-9865 
H-25% M-50% l -25% 
Stat.-N/A 1,2,4 

Heakin Research, Inc. 
North Riverside MaU 
7501 W. Cermak Rd. 
N. Riverside, IL 60546 
Ph. 708-447-9208 
Fax 708-447-9268 
Contact: Ann Amarie Dlutkows · 
H-28% M-45% L-27% 
Stat.-8 2,3 

Heakin Research. Inc. 
Louis Joliet Mall, Door 4 
1166 Mall Loop Dr. 
Joliet. IL 60435 
Ph. 815-439-2053 
Fax 815·439-2162 
Contact: Molly Vaught 
H-34% M-28% l -38% 
Stat.-8 1 ,2,3.4 

Mid-America Research, Inc. 
Randhurst Shopping Center 
999 N. Elmhurst Rd .. #17 
Mt. Prospect, ll60056 
Ph. 708·392·0800 
Fax 708-259-7259 
Contact: Elizabeth Jorgenson 
H-33% M-52% L-15% 
Stat. -20 1,2,3.4 

Mid-America Research, Inc. 
Orland Square Mall, #280 
Orland Park, IL 60462 
Ph. 708-349·0888 
Fax 708-349-9407 
Contact: Irene Kasten 
H-24% M-63% l -14% 
Stat.-12 1,2,3,4 

November 1994 

Precision Field Services, Inc. 
Gurnee Mills Mall 
6170 W. Grand Ave ., Ste. 588 
Gurnee, IL 60031 
Ph. 708-855-1115 
Fax 708-855-1116 
Contact: Scott Adleman 
H-40% M-40% L-20% 
Stat.-14 1.2,3.4 

Quality Controlled Services 
Stratford Square Mall 
424 Stratford Square 
Bloomingdale, IL 60108 
Ph. 708·924·0285 
Fax 708·924-7442 
Contact: Marge McMahon 
H-32% M·63% L-5% 
Stat. ·4 1,2,3,4 
(See advertisement on p. 5) 

Quick Test, Inc. 
Ford City Mall 
7601 S. Cicero Ave. 
Chicago, ll60652 
Ph. 312-581 -9400 
Fa 312-581 -9758 
Contact: Jim Dague, Manager 
H-5% M-75% l -20% 
Stat.·8 1.2,3,4 
(See advertisement on p. 17) 

Quick Test, Inc. 
429 Hawthorn Center 
Vernon Hills, ll60061 
Ph. 708-367-0036 
Fax 708-367-4863 
Contact: Marlene Benjamin, Manager 
H-60% M-30% L-10% 
Stat.-9 1 ,2,3,4 
(See advertisement on p. 17) 

Survey Center 
Hickory Hills Square 
9638 S. Roberts Rd. 
Hickory Hills, IL 60457 
Ph. 312-321 -8100 
Fax 312-321 -8110 
Contact: Judy Taber 
H-20% M-50% L-30% 
Stat.-15 1,3 

Survey Center 
North Pier Mall 
455 E. Illinois St. 
Chicago, IL 60611 
Ph. 312-321 -8100 
Fax 312-321 -8110 
Contact: Judy Taber 
H-40% M-50% L-10% 
Stat.-5 1,2,3.4 

U.S. Research Company 
Charlestowne Centre Mall, #C221 
St. Charles, IL 60174 
Ph. 708-377-7020 
Fax 708-520-3621 
Contact: Larry Clark 
lncome-NA 
Stat.-NA 

Peoria 

Scotti Research, Inc. 
Northwoods Mall 
Peoria, ll61613 
Ph. 309-673-6194 
H-25% M-50% L-25% 
Stat .-5 2,3.4 

INDIANA 

van ville 

Product Acceptance & Research (PAR) 
1139 Washington Square Mall 
Evansville, IN 47715 
Ph. 812·425·3533 
Fax 812-421 -6806 
Contact: Woody Youngs 
H·30% M-60% l -10% 
Stat.-8 1 ,2,3.4 

ort Wayne 

Dennis Research 
Glenbrook Square 
4201 Coldwater Rd. 
Fort Wayne. IN 46805 
Ph. 219-483-2884 
Fax 219·482·5503 
Contact: Linda Hammer 
H-30% M-60% L-10% 
Stat.-6 1 ,2,3.4 

lndianapoli 

Herron Associates, Inc. 
Greenwood Park, #C-26 
1251 U.S. 31 N. 
Greenwood, IN 46142 
Ph. 317-882-3800 
Fax 317-882-4716 
Contact: Paul Jorgensen 
H-20% M-60% L·20% 
Stat.-12 1,2,3.4 
(See advertJsement on the back cover) 

Herron Associates Inc. 
Washington Square, Ste. 402 
1 0202 E. Washington St. 
Indianapolis, IN 46229 
Ph. 317-882-3800 
Fax 317·882-4716 
Contact: Paul Jorgensen 
H-15% M-65% L-20% 
Stat. ·13 1 ,2,3.4 
(See advertisement on the back cover) 

Jackson & Jackson Research, Inc. 
Fair Oaks Mall 
5144 Madison Ave .. Ste. 9 
Indianapolis, IN 46227 
Ph. 317·782·3066 
Fax 317·788·3165 
Contact: Janet Jackson 
H-15% M-71 % L-14% 
Stat.·6 1,2,3.4 
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CODES: 
Mall description 
H .......... est.% of mall customers in high 

income bracket (+$60,000) 
M .......... middle income ($30 000-60,000) 
L. .......... low income (under $30,000) 
N.A ...... not available 

Faciltty description 
Stat... .... no. of interviewing stations 
1 ............ facility has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one·way mirror for viewing of stations 

IOWA 

Council Bluff 
(See Omaha, N ) 

Des oine 

Mid-Iowa Interviewing 
Valley West Mall 
155135thSt. 
West Des Moines, lA 50266 
Ph. 515-225-6232 
Fax 515-225-1184 
Contact: Debbie Gudehuis 
H-30% M-60% L-10% 
Stat.-6 1,2,3.4 

Mid-Iowa Interviewing 
Southridge Mall 
1111 E. Army Post Rd. 
Des Moines, lA 50315 
Ph. 515-225-6232 
Fax 515-225-1184 
Contact: Debbie Gudehuis 
H-20% M-60% L-20% 
Stat.-12 1,2,3,4 

PMR-Personal Marketing & Research 
200 Merle Hay Mall 
3800 Merle Hay Rd. 
Des Moines, lA 5031 0 
Ph. 515-270-1703 
Fax 515-270-9070 
Contact: Mary Vortherms 
H-17% M-68% L-15 
Stat.-6 1 ,2,3,4 

KANSAS 

Kana City 
(S e ansas ity, MO) 

opeka 

Quality Controlled Services 
Westridge Mall 
1801 Southwest Wanamaker 
Topeka, KS 66604 
Ph. 913·273·0091 
Fax 913-273-0554 
Contact: Debbie Bruce 
H·30% M-50% L-20% 
Stat. -6 1,2,3 
(See advertisement on p. 5) 
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Wichita 

Data Net. Inc. 
Towne East Square 
7700 E. Kellogg. #231 
Wichita, KS 67207 
Ph. 316-682-6655 
Fax 3 6-682-6664 
Contact: Janet Brown 
H-25% M-60% L-15% 
Stat.-8 1,2,3.4 

U.S. Research Company 
Towne West Square. Store #804 
Wichita. KS 67209 
Ph. 708-520-3600 
Fa 708-520-3621 
Contact: Larry Clark 
Income-Middle 
Stat.-NA 1,2.3.4 

KENTUCKY 

oui ville 

Fangman Research. Inc. 
Greentree Mall 
Hwy. 131 
Clarksville, IN 47130 
Ph. 502-456-5300 
Fax 502-456-2404 
Contact: Allen Fangman 
H-30% M-50% L-20% 
Stat.-6 1,2,3,4 

MRK, Inc. 
Mid City Mall 
1250 Bardstown Rd. 
Louisville. KY 40204 
Ph. 502-458-4159 
Fax 502-456-5776 
Contact: Connie Pearl 
H-1 % M-79% L-20% 
Stat.-7 1 ,2.3.4 

Personal Opinion, Inc. 
Bashford Manor Mall 
999 Breckenridge Ln. 
Louisville, KY 40207 
Ph. 502-899-2400 
Fax 502-899-2404 
Contact: Linda Schulz 
H-15% M-70% L-15% 
Stat.-N/A 1,2,3 

Personal Opinion, Inc. 
River Falls Mall 
999 Breckenridge Ln. 
Louisville. KY 40207 
Ph. 502·899·2400 
Fax 502·899·2404 
Contact: Linda Schulz 
H-1 5% M·60% L·25% 
Stat. ·1 0 1 ,2,3,4 

LOUISIANA 

Baton Rouge 

Gulf States Research Center 
Bon Marche Mall 
7361-A Florida Blvd. 
Baton Rouge, LA 70806 
Ph. 800-848-2555 
Fax 504-925-9990 
Contact: Robert Landsberger 
H-20% M-70% L-1 0% 
Stat.-6 1,2,3,4 

ew Orleans 

The Friedman Marketing Organization 
Consumer Opinion Center 
Belle Promenade Mall 
1701 Barataria Blvd. 
Marrero. LA 70072 
Ph. 504·340-0972 
Fax 504·341 -4264 
H-25% M-50% L-25% 
Stat.-14 1,2,3,4 

Gulf States Research Center 
Clearview Shopping Mall 
4436 Veterans Memorial Hwy. 
Metairie. LA 70006 
Ph. 800-845-GULF (4853) 
Fax 504·454·2461 
Contact: Tim Villar 
H-30% M-50% L-20% 
Stat.-6 1 ,2,3 

Heakin Research, Inc. 
Esplanade Mall, Ste. 118 
1401 W. Esplanade 
Kenner, LA 70065 
Ph. 504-464-9188 
Fax 504-464-9936 
Contact: Ben Leighton 
H-21 % M-45% L34% 
Stat.-12 2,3,4 

linden Research Services. Inc. 
Oakwood Mall 
197-36 Westbank Expy. 
Gretna, LA 70053 
Ph. 504·368·9825 
Fax 504-368-9866 
Contact: Marty Olson 
H-20% M-50% L-30% 
Stat.-6 2,3,4 

Linden Research Services, Inc. 
Lakeside Mall 
3301 Veterans Blvd., #201 
Metairie, LA 70002 
Ph. 504·368·9825 
Fax 504-368·9866 
Contact: Myrna Linden 
H-40% M·44% L·1 6% 
Stat. ·5 1 ,2,3.4 

New Orleans Field Services Associates 
Plaza In Lake Forest 
5300 Read Blvd. 
New Orleans, LA 70127 
Ph. 504-833-0641 
Fax 504·834-2005 
Contact: Andrea S. Gereighty 
H-10% M-80% L-10% 
S at.-10 2,3 
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NGL Research Services - New Orleans 
North Shore Square 
150 N. Shore Square Blvd ., Ste. 4001 
Slidell, LA 70460 
Ph. 504-456-9025 
Fax 504-847-1277 
Contact: Thomas Haynes 
H-34% M-42% l-24% 
Stat.-8 1,2,3,4 

MARYLAND 

Ba timore 

Assistance In Marketing 
Golden Ring Mall 
6400 Rossville Blvd. 
Baltimore, MD 21237 
Ph. 410-391-7750 
Fax 410-391 -7850 
Contact: Sue Roberts 
H-40% M-40% L-20% 
Stat. -4 1,2,3,4 

Assistance In Marketing 
Security Square Mall 
6901 Security Blvd. 
Baltimore, MD 21207 
Ph. 410-597-9904 
Fax 410-597-9908 
Contact: Shelly Isaacs 
H-40% M-40% l -20% 
Stat.-3 1 ,2,3,4 

Consumer Pulse of Baltimore 
Westview Mall 
5748 Baltimore National Pike, #B102 
Baltimore, MD 21228 
Ph. 410-744-701 7 
Fax 410-744-7196 
Contact: Alice Matheny 
H-25% M-55% L-20 % 
Stat.-8 1,2,3,4 

Heakin Research, Inc. 
Eastpoint Mall 
7839 Eastpoint Mall 
Baltimore, MD 21224 
Ph. 410-282-3133 
Fax 410-282-5782 
Contact: Lorraine Church 
H-6% M-30% l -64% 
Stat -6 2,3.4 

MASSACHUSETTS 

Bo ton 

Bernett Research Services, Inc. 
South Shore Plaza 
250 Granite St. 
Braintree, MA 02184 
Pll. 617-849-1692 
Fax 617-843-5276 
H-50% M-50% L-0% 
Stat.-15 1,2,3 
(See advertisement on p. 57) 
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& TODAY 

Mod rn information 

management can now 

provide insightful mar­

keters with a huge 

competitive edge. 

Bernett Research has 

twenty years experi­

ence collecting market 

data. Our skilled 

profe ionals and 

proven ervices utilize 

th latest technology o 

provide our eli nts the 

information hey need. 

From telephone 

interviewing, to data· 

base management, to 

focus groups, project 

management and mall 

intercepts, Bernett has 

the tools you 'll need o 

meet your integrated 

marketing goals .. 

Let us establish an 

interactive link 

between you and 

your customers. 

For more information, 

call Andrew Hayes at 

800-254-1314 , or 

617-254-1314e t.333 . 

Bernett 

Research 
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CODES: 
Mafl description 
H .......... est.% of mall customers in high 

inoome bracket ( 560.000) 
M .......... middle inoome ($30,000-60,000) 
L .......... .low income (under $30 000) 
N.A ..... not available 

Facility description 
Stat.. ..... no. of interviewing stations 
1 ........... .facility has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one-way mirror for viewing of stations 

Northeast Data Collection, Inc. 
North Shore Mall 
Peabody. MA 01960 
Ph. 203-797-0666 
Fax 203-748·1735 
Contact: Karen M. Forcade, Pres. 
H-60% M-30% L-10% 
Stat.-6 1,2,3.4 

Performance Plus, Inc. 
Faneuil Hall Marketplace, #2 
South Building, #2 
Framingham, MA 02109 
Ph. 508·872·1287 
Fax 508-879·7108 
Contact: Shirley Shames 
H-35% M-50% L-15% 
Stat.-30 1,2,3.4 
(See advertisement on p. 32) 

Performance Plus, Inc. 
Westgate Mall 
Westgate Or. 
Brockton, MA 02401 
Ph. 508-872-1287 
Fax 508·879·7108 
Contact: Shirley Shames 
H-25% M-65% L-10% 
Stat.-10 1,2,3 
(See advertisement on p. 32) 

Performance Plus, Inc. 
Woburn Mall 
300 Mishawum Rd. 
Woburn, MA 01801 
Ph. 508·872·1287 
Fax 508-879-7108 
Contact: Shirley Shames 
H-35% M-50% L-15% 
Stat.-8 1,2.3 
(See advertisement on p. 32) 

Performance Plus, Inc. 
Faneuil Hall Marketplace, #4 
Boston, MA 02109 
Ph. 508-872·1287 
Fax 508-879-7108 
Contact: Shirley Shames 
H-35% M-50% L-15% 
Stat.-5 2,3.4 
(See advertisement on p. 32) 

Quick Test Inc. 
Methuen Mall 
Route 113 
Methuen, MA 01844 
Ph. 508·685-1917 
Fax 508·682·3365 
Contact: Marcia Hersh, Manager 
H-40% M-40% L-20% 
Stat.-8 1 ,2,3.4 
(See advertisement on p. 17) 
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Quick Test, Inc. 
Watertown Mall 
550 Arsenal St. 
Watertown MA 02172 
Ph. 617-924-8486 
Fax 617·923·0261 
Contact: Bonnie Mac Donald, Manager 
H-20% M-60% l-20% 
Stat.-14 1,2,3,4 
(See advertisement on p. 17) 

U.S. Research Company 
Independence Mall, Space 123 
Kingston, MA 02364 
Ph. 708·520·3600 
Fax 708·520-3621 
Contact: Larry Clark 
Income-Middle 
Stat.-NA 1 ,2,3,4 

Springfield 

The Friedman Marketing Organization 
Consumer Opinion Center 
Eastfield Mall 
1655 Boston Rd. 
Springfield, MA 01129 
Ph. 413·543·8515 
Fax 413-543·8430 
H-30% M-50% L-20% 

' Stat.~6 1,2,3,4 

Performance Plus, Inc. 
Fairfield Mall 
591 Memorial Or. 
Chicopee, MA 01020 
Ph. 508-872-1287 
Fax 508-879·7108 
Contact: Shirley Shames 
H-10% M-60% L-30% 
Stat.-8 1 ,2,3,4 
(See advertisement on p. 32) 

Quality Controlled Services 
Holyoke Mall at Ingleside 
50 Holyo eSt. 
Holyoke, MA 01040 
Ph. 413-533-6180 
Fax 413~532·6855 
Contact: Ivy Ward 
H-20% M-70% L ·1 0% 
Stat.-NA 1,2,3,4 
(See advertisement on p. 5) 

U.S. Research Company 
Hampshire Mall 
Hadley, MA o 1 035 
Ph. 413-586-3090 
Income: Middle 
Stat.-NA 1,2,3 

aunton 
(See ro idence, Rl) 

MICHIGAN 

Detroit 

Consumer Pulse of Detroit 
Universal Mall 
28488 Dequindre Rd. 
Warren. Ml 48092 
Ph. 810-751·1590 
Fax 810-751-3019 
Contact: Don Jezak 
H-10% M-65% L-25% 
Stat.-30 1,2,3.4 

Crimmins-Farman Market Research 
Wonderland Mall 
29755 Plymouth Rd. 
Livonia, Ml 48150 
Ph. 313·569·7095 
Fax 313·569·8927 
Contact: Paula Crimmins 
H-25% M-45% L-30% 
Stat.-7 1,2,3.4 

Crimmins-Farman Market Research 
Westland Mall 
35000 W. Warren 
Westland, Ml48185 
Ph. 313-513·5040 
Fax 313·513·8966 
Contact: lois Forman 
H-25% M-45% L-30% 
Stat.-12 1,2,3,4 

The Friedman Marketing Organization 
Consumer Testing Center 
Oa land Mall 
350 8 W. 14 Mile Rd. 
Troy, Ml48083 
Ph. 810·589·0950 
Fax 810·589·0271 
H-30% M-50% L-20% 
Stat.-15 1,2,3,4 

The Friedman Marketing Organization 
Frenchtown Square Mall 
2121 N. Monroe St. 
Monroe, Ml48161 
Ph. 313-241-1610 
Fax 313·241-6804 
H-25% M-50% L-25% 
Stat.-13 1,2,3,4 

Heakin Research, Inc. 
Eastland Mall , Ste. 731 
1800 Bernier Rd. 
Harper Woods, Ml 48225 
Ph. 313·521·8811 
Fax 313·521-9152 
Contact: Clyde Mayberry 
H-60% M-25% L ·15% 
Stat. ·9 1 ,2,3,4 

Heakin Research, Inc. 
Macomb Mall 
32165 Gratiot, Ste. 440 
Rosev1lle, Ml48066 
Ph. 81 0-294·3232 
Fax 810·294-3759 
Contact: Janet Baker 
H-41% M-41 % L-18% 
Stat.-8 2,3,4 

Quick Test, Inc. 
Southland Center Mall 
23000 Eureka Rd. 
Taylor. Ml48180 
Ph. 313·287-3600 
Fax 313·287 ·3840 
Contact: Donna Wizinsky, Manager 
H-25% M-50% L-25% 
Stat.-10 1.2.3,4 
(See advertisement on p. 17} 
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Grand Rapid 

Barnes Research, Inc. 
Westshore Mall 
12331 James St. 
Hofland. Ml 49424 
Ph . 616-363-7643 
Fax 616-363-8227 
Contact: Sona Barnes 
H-35% M-55% L-10% 
Stat. -NA 1 ,2,3 

Datatrack, Inc. 
Eastbrook Mall 
Grand Rapids, Ml49503 
Ph. 616-954-0303 
Fax 616-954·0001 
Contact: Kevin Scheppman 
H-35% M-50% L-15% 
Stat.-7 1 ,2.3,4 

MINNESOTA 

Duluth 

Bryles Survey Service 
Milfer Hill Mall 
1600 Miller Trunk Hwy. 
Duluth, MN 55811 
Ph. 218-722-9274 
Fax 218-722-9327 
Contact Ann Hendrickson 
lncome-NA 
Stat.-12 1,2,4 

Minn apo is/St. Paul 

A & I Of Minnesota 
1248 Eden Prairie Center 
Eden Prairie. MN 55344 
Ph. 612·941 ·0825 
Fax 612-941 -0417 
Contact: Lois Finseth 
H-45% M-45% L-10% 
Stat.-5 1 ,2,3,4 

Comprehens1ve Research Group, Inc. 
HarMar Mall 
2100 Snelling Ave. N. 
Roseville, MN 55113 
Ph. 612·635·0204 
Fax 612-635-9013 
Contact: Carrie Veitch 
H-60% M-30% L-10% 
Stat.-8 3.4 

N.K. Friedrichs & Assoc1ates. Inc. 
Northtown Mall, #117 
Blaine, MN 55434 
Ph. 612-784-7332 
Fax 612-783-9314 
Contact: Betty Hill 
H-30% M-60% L-1 0% 
Stat. ·1 0 1,2,3,4 

Heakin Research, Inc. 
Kno11wood Mall 
8332 Hwy. 7 
St. Louis Park, MN 55426 
Ph. 612-936·0940 
Fax 612·936-9078 
Contact: Jenna Borash 
H-26% M-41 % L-33% 
Stat.-12 2,3,4 
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Quality Controlled Services 
Maplewood Mall, #2013 
Maplewood, MN 55109 
Ph. 612-770-5636 
Fax 612-770-7693 
Contact: Sandra Hayes 
H-30% M-46% L-24% 
Stat.-NA 1,2.3,4 
(See advertisement on p. 5) 

Quick Test, Inc. 
Cobblestone Court Shopp1ng Center 
14150 Nicollet Ave. S., Ste. 8 
Burnsville, MN 55337 
Ph. 612-435-8581 
Fax 612·435-8673 
Contact: Helen Nelson. Manager 
H-25% M-65% L-10% 
Stat.-7 1,2,3 
(See advertisement on p. 11) 

MISSISSIPPI 

Jackson 

The Friedman Marketing Orgamzation 
Consumer Opinion Center 
1275 Metrocenter 
Hwy. 80 & Robinson Rd. 
Jackson, MS 39209 
Ph. 601 -352-9340 
Fax 601 ·355-3530 
H-20% M-60% L-20% 
Stat.-13 1,2,3.4 

MISSOURI 

a sas City 

Comprehensive Research Group 
Metro North Mall, #206 
400 N.W. Barry Rd. 
Kansas City, MO 64155 
Ph. 816·468-0303 
Fax 816·468-0399 
Contact: Jeremy Genuik 
H-35% M-45% L-20% 
Stat.-10 1.2,3 

The Field House Inc. 
Oak Park Mall 
11479 W. 95th St. 
Overland Park. KS 66214 
Ph. 913·492-1 506 
Fax 913-492-1654 
Contact: Juanita Summers. Mgr. 
H-50% M-40% L-10% 
Stat. ·8 1,2,3,4 
(See advertisement on the back cover) 

Heakin Research. Inc. 
Blue Ridge Mall 
4200 Blue Ridge Blvd. 
Kansas City. MO 64133 
Ph. 816-737-1130 
Fax 816·737-0530 
Contact: Debbie Culver 
H-23% M-41 % L-34% 
Stat.-1 0 2.3,4 

Heakin Research, Inc. 
Independence Center. #116 
Independence, MO 64057 
Ph . 816-795-0706 
Fax 816-795-1416 
Contact: Eloise Mills 
H-33% M-43% l -24% 
Stat. ·1 0 2.3,4 

Quality Controlled Services 
Ward Parkway Mall 
8600 Ward Pkwy. 
Kansas City, MO 64114 
Ph. 800-628-3428 
Fax 816-361 -3580 
Contact: Iva Schlatter 
H-40% M-50% L ·1 0% 
Stat. ·NA 1 ,2.3.4 
(See advertisement on p. 5) 

St. oui 

Consumer Opinion 
1279 Mid Rivers Mall 
St. Peters. MO 63376 
Pll. 314-965-0053 
Fax 314-965-8042 
Contact: Carol McGill 
H-30% M-50% L-20% 
Stat.-12 1.2,3,4 

Cunningham Field & Research Services, Inc. 
St. Louis Centre 
515 N. 6th St .• Ste. 374 
St. Louis, MO 63101 
Ph. 31 4-231·1 044 
Fax 314·231-3625 
Contact: Dianne Donahue 
lncome-N/A 
Stat.-N.IA 

The Friedman Marketing Organization 
Consumer Opinion Center 
St. Louis Union Station Mall 
1820 Market St. 
St. Louis, MO 63103 
Ph. 314-241 -4559 
Fax 314-241 ·6058 
H-30% M-50% L-20% 

Quick Test, Inc. 
Northwest Plaza 
505 Northwest Plaza 
St. Louis. MO 6307 4 
Ph. 314-291 -8888 
Fax 314-291 -8581 
Contact: Fletcher Peacock, Manager 
H-30% M-50% L-20% 
Stat.-7 1,2,3,4 
(See advertisement on p. 17) 

Superior Surveys of St. Louis 
Mid Rivers Mall, #1279 
St. Peters, MO 63376 
Ph. 314·965-0023 
Fax 314-965·8042 
Contact: Patricia Dunn 
H-50% M-50% l -0% 
S at. -12 1.2.3.4 
(See advertisement on p. 32) 
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CODES: 
Mall description 
H .......... est.% of mall customers in high 

income bracket ( $60,000) 
M .......... middle income ($30.000-60,000) 
L. .......... low income (under S30,000) 
N.A ...... not available 

Facility description 
Stat.. ..... no. of intervrewing stations 
1 ............ facdity has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one-way mirror for viewing of s ations 

U.S. Research Company 
338 Jamestown Mall 
Florissant. MO 63034 
Ph. 708-520-3600 
Fax 708-520-3621 
Contact: Larry Clark 
Income-Middle 
Stat. -NA 1 ,2,3,4 

Springfield 

Bryles Survey Service 
Battlefield Mall, #227 
Springfield, MO 65804 
Ph. 417-887-1035 
Fax 417-887-0209 
Contact: Melissa Turner 
lncome-NA 
Stat.-1 o 1 ,2,4 

NEBRASKA 

Omaha 

Midwest Survey & Marketing 
Crossroads Mall 
7300 Dodge St. , Ste. 20 
Omaha, NE 68114 
Ph. 402-399-9346 
Fax 402-399-9346 
Contact: Donna Meyer 
H-12% M-68% L-20% 
Stat.-12 1,2,3,4 

Midwest Survey & Marketing 
Oak View Mall 
3001 S. 144th St.. #1103 
Omaha, NE 68144 
Ph. 402·334-2076 
Fax 402-334-2076 
Contact: Eloise O'Connor 
H-50% M-45% L-5% 
Stat.-10 1,2,3,4 

Omaha Research 
Mall of the Bluffs 
1751 Madison 
Council Bluffs. lA 51503 
Ph. 402·331 ·6670 
Fax 402-330-6657 
Contact: Fran Lynam 
H-20% M-60% L-20% 
Stat.-8 2,3,4 
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NEVADA 

Las Vega 

Consumer Research Center 
Mission Center Mall 
1370 E. Flamingo. Ste. J 
Las Vegas, NV 89119 
Ph. 702-737-3272 
Fax 702-737-1023 
Contact: Judy Ginsberg 
H-30% M-50% L-20% 
Stat.-6 2.3,4 

NEW HAMPSHIRE 

nch t r 

New England Interviewing, Inc. 
Bedford Mall 
South River Rd. 
Bed ord, NH 03110 
Ph. 603-641 -1222 
Fax 603-666-5920 
Contact: Joan Greene 
H-32% M-60% L-8% 
Stat.-4 2,3 

ashua 

New England Interviewing. Inc. 
Nashua Mall 
Broad St. 
Nashua, NH 03063 
Ph. 603-889-8222 
Fax 603·883·1119 
Contact: Heidi Boghigian 
H-20% M-68% L-12% 
Stat.-4 2 

NEW JERSEY 

South Jer ey 

•ty) 

( e Philadelphia) 

NEW MEXICO 

anta e 

Quick Test, Inc. 
Villa linda Mall. #1 24 
Santa Fe. NM 87505 
Ph. 505-471 ·1699 
Fax 505-438-3846 
Contact: Scott Solis, Manager 
H-25% M-50% L-25% 
Stat-5 1 ,2,3,4 
(See advertisement on p. 17) 

NEW YORK 

bany 

Markette Research. Inc. 
Clifton Country Mall, #421 
Clifton Pari<, NY 12065 
Ph. 518·383·1661 
Fax 518-371 -0791 
Contact: Joyce Whalen 
H-40% M-40% l -20% 
Stat.-6 1 ,2,3.4 

Quick Test, Inc. 
Crossgates Mall 
1 Crossgates Mall Rd. 
Albany, NY 12203 
Ph. 518-456-8641 
Fax 518·456-8642 
Contact: Pat Figler, Manager 
H-30% M-50% L-20% 
Stat.-8 1 ,2,3.4 
{See advertisement on p. 17) 

Buffalo 

BuHalo Survey & Research, Inc. 
Main Place Mall 
Buffalo. NY 14202 
Ph. 716-845-6262 
Fax 716-834-0372 
Contact: Jeanette Levin 
H-10% M-50% L-40% 
Stat.-4 2,3 

Ruth Diamond Market Research 
Boulevard Mall 
no Alberta Dr. 
Buffalo, NY 14226 
Ph. 716-836-111 0 
Fax 716-836-1114 
Contact: Harvey Podolsky 
H-23% M-58% L-19% 
Stat.-4 1 ,2,3.4 

Marion Simon Research Service 
Walden Galleria, C103 
Buffalo, NY 14225 
Ph. 716-684-8025 
Fax 716-684-3009 
H-35% M-35% L-30°/o 
Stat.-NA 1.2,3,4 

Survey Service, Inc. 
Eastern Hills Mall 
4545 Transtt Rd. 
Williamsville, NY 14221 
Ph. 716-876-6450 
Fax 716-876-0430 
Contact: Susan Adelman 
H-20% M-65% l -15% 
Stat.-8 1 ,2,3.4 
(See advertisement on p. 63) 

Survey Service, Inc. 
McKinley Mall 
3701 McKinley Pkwy. 
Blasdell, NY 14219 
Ph. 716-876-6450 
Fax 716-876-0430 
Contact: Susan Adelman 
H-20% M-65% l -15% 
Stat. -10 1,2,3.4 
{See advertisement on p. 63) 
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ew York 

A & B Interviewing Inc. 
Pathmark Mall 
Jericho, NY 11753 
Ph. 516·379·0994 
Fax 516·379-0994 
Contact: Anita Wetss 
H-60% M-30% L-10% 
Stat.·3 2 

A & B Interviewing Inc. 
Pathmark Mall 
Deer Park Ave. 
N. Babylon, NY 11703 
Ph. 516·379-0994 
Fax 516-379-0994 
Contact: Anita Weiss 
H-30% M-40% L-30% 
Stat-3 2 

Bernett Research Services, Inc. 
Menlo Park Mall 
312 Menlo Park 
Edison. NJ 08837 
Ph. 908-548-2900 
Fax 908-549-0026 
H-50% M-50% L-0% 
Stat.-10 1,2,3.4 
(See advertisement on p. 57) 

Brianne Associates, Inc. 
Huntington Square Mall 
4000 Jericho Tpke. 
East Northport, NY 11746 
Ph. 516-462-2052 
Fax 516-462-2957 
Contact: Fern Roseman 
H-35% M-55% L-10% 
Stat.-4 2 

Cunningham Field Services 
Freehold Raceway Mall 
3710 Ate. 9 
Freehold, NJ 07728 
Ph. 908-308-9889 
Fax 908-303-0428 
Contact: Carol Klein 
H-50% M-40% L-10% 
Stat.·6 1,2,3,4 

Ebony Marketing Research, Inc. 
Newport Center Mall 
30 Mall Dr. W. 
Jersey City, NJ 07310 
Ph. 201 -714-9455 
Contact: Diedre Springer, Mall Mgr. 
H-10% M-90% L-0% 
Stat.-8 3,4 
(See advertisement on p. 65) 

Ebony Marketing Research, Inc. 
Gertz Plaza Mall 
162·10 Jamaica Ave. 
Jamaica. NY 11432 
Ph. 718-526-3204 
Fax 718-526-3312 
Contact: Christy Campos, Malf Mgr. 
H·O% M-55% L-45% 
Stat. 6 2 
(See advertisement on p. 65) 
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CODES: 
Mall description 
H .......... est.% of mall customers in high 

income bracket ( $60,000) 
M .......... middle income (S30,0Q0-60,000) 
L .......... .low income (under $30,000) 
N.A. ..... not available 

Facility description 
Stat.. ..... no. of interviewing stations 
1 .......... ..facility has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one·way mirror for viewing of stations 

Ebony Marketing Research, Inc. 
Bay Plaza Mall 
2100 Bartow Ave. 
Bronx, NY 10475 
Ph. 718-320·3220 
Fax 718--320·3996 
Contact: Sharon Allen, Mall Mgr. 
H-5% M-95% L -0% 
Stat.-8 2,3,4 
(See advertisement on p. 65) 

The Friedman Marketing Organization 
Consumer Opinion Center 
Jefferson Valley Mall, #E-1 
650 Lee Blvd. 
Yorktown Heights, NY 10598 
Ph. 914-962-9400 
Fax 914-962-1067 
H-30% M-50% L-20% 
Stat.-18 1,2,3,4 

Ideal Field Services Inc. 
Green Acres Mall, #1242 
Valley Stream, NY 11581 
Ph. 516·561-1723 
Contact: Audrey Chason 
H-40% M-40% L-20% 
Stat.-7 2,3,4 

J & A Research. Inc. 
East Meadow Mall 
1917 Front St. 
East Meadow, NY 11554 
Ph. 516-542-0081 
Fax 516-542-6314 
Contact: Robin Rappe 
H-10% M-55% L-35% 
Stat.-42 1 

J & A Research, Inc. 
Shirley Mall 
800 Montauk Hwy. 
Shirley, NY 11967 
Ph. 516-399-0200 
Fax 516-399-0205 
Contact: Pat Bryant 
H-15% M-45% L-40% 
Stat.-4 1 ,2,3.4 

Mid-America Research, Inc. 
131 Livingston Mall 
Livingston NJ 07039 
Ph. 201-740-1566 
Fax 201-740-0569 
Contact: Rhonda Whetstine 
H-15% M-80% L-5% 
Stat.-12 1,2,3,4 
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Northeast Data Collection, Inc. 
Wayne Towne Center 
Route 80. 23, 46 
Wayne, NJ 07470 
Ph. 203-797-0666 
Fax 203-7 48-1735 
Contact: Karen M. Forcade, Pres. 
H-70% M-25~/o L-5% 
Stat.-1 0 1,2,3,4 

Quick Test, Inc. 
Kings Plaza Mall 
5102 Kings Plaza 
Brooklyn, NY 11234 
Ph. 718-338-3388 
Fax 718-692-4365 
Contact: Nancyanne Frangiapani, Manager 
H-25°/;, M-50% L-25% 
Stat.-8 1,2,3 
(See advertisement on p. 17} 

Quick Test, Inc. 
855 Sunrise Mall 
Massapequa, NY 11758 
Ph. 516-541 -5100 
Fax 516-541 -1099 
Contact: Sina Ehrenfreund. Manager 
H-30% M-60% L-100,·0. 
Stat. -12 1,2,3.4 
(See advertisement on p. 17) 

Audrey Schiller Marl<et Research 
Nassau Mall 
3601 Hempstead Tpke. 
Levittown, NY 11756 
Ph. 516·731-1500 
Contact: Audrey Schiller 
H·25% M-60% L-15% 
Stat.-4 1,2,3,4 

Seaport Surveys, Inc. 
South Street Seaport 
34 Cliff St. 
New York, NY 10038 
Ph. 212·608·3100 
Fax 212-608·4966 
Contact: Andrea Waller 
H-25% M-60% L-15% 
Stat-10 1,2.3.4 

Sight Line Research Ltd. 
Big H Mall 
839·114 New Yor1< Ave. 
Huntington Ll , NY 117 43 
Ph. 516·424·2444 
Contact Helen Schnee 
H-33% M-34% L-33% 
Stat.-7 1.2,3,4 

Suburban Associates 
250 Monmouth Mall 
Eatontown, NJ 07724 
Ph. 908·542·5554 
Fax 908-389-3921 
Contact: Madeline Smith 
Income: Middle 
Stat.-6 1,2,3,4 

Suburban Associates 
1402 Willowbrook Mall 
Wayne, NJ 07470 
Ph. 201-785·0770 
Fax 201-785-0771 
Contact: Nancy Braynack 
Income: M1ddle 
Stat.-6 1 ,2.3,4 

Suburban Associates 
East Meadow Plaza 
1966 Hempstead Tpke. 
East Meadow. NY 11554 
Ph. 516-794-3030 
Fax 516-794-3519 
Contact: Sherry Salus 
Income-Middle to High 
Stat.-6 1,2.3.4 

Poughkeep ie 

U.S. Research Company 
Poughkeepsie Galleria, #F114 
790 South Rd. 
Poughkeepsie, NY 12601 
Ph. 708-520-3600 
Fax 708·520·3621 
Contact: Larry Clark 
Income-High 
Stat·NA 1 ,2.3 

ochester 

Car-Lene Research. Inc. 
The Marketplace Mall 
3400 W. Henrietta Rd. 
Rochester. NY 14623 
Ph. 716·424·3203 
Contact: Anne Hossenlopp 
H-46% M-40% L-14% 
Stat.-6 1,2,3.4 

Car-Lene Research, Inc. 
Greece Ridge Center Mall 
150 Ridge Center 
Rochester. NY 14626 
Ph. 716·225·3100 
Contact: Barbara White 
H·38% M-44% L-18% 
Stat.-6 1.2,3.4 

Car-Lene Research. Inc. 
Irondequoit Mall 
54 Irondequoit Dr. 
Rochester, NY 14622 
Ph. 716-342-7630 
H-10~.-c,. M-55% L-35% 
Stat.·NA 3,4 

Syracuse 

KS&A Consumer Testing Center 
Shoppingtown Mall 
Library Court 
DeWitt, NY 13214 
Ph. 800-289·8028 
Contact: Noelle DeSantis 
H-50% M-30% L-20% 
Stat.-30 1,2,3.4 
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LaValle Research Services 
Carousel Center Mall 
9763 Carousel Center Dr. 
Syracuse, NY 13290 
Ph. 315-466-1609 
Fax 315--466-7101 
Contact: Maureen Colson 
H-25% M-50% l -25% 
Stat-3 2,3,4 

McCarthy Associates Inc. 
Penn Can Mall 
5n5 s. Bay Rd. 
Cicero, NY 13039 
Ph. 315-431 -0660 
Contact: Teresa McCarthy 
H-20% M-70% L-10% 
Stat.-10 1,2,3,4 

McCarthy Associates, Inc. 
Camillus Mall 
5300 W. Genesee St. 
Syracuse, NY 13031 
Ph. 315-431-0660 
Contact: Teresa McCarthy 
H-15% M-70% L-15% 
Stat.-10 1,2 
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McCarthy Associates 
Fingerlakes Mall 
Auburn, NY 13022 
Ph. 315·431 -0660 
Contact: Teresa McCarthy 
H-10% M-55% L-35% 
Stat.-8 1,2 

0/A, Inc. Market Research 
Fayetteville Mall 
N. Burdick St. 
Syracuse, NY 13066 
Ph. 315·637·3169 
Fax 315-637-8068 
Contact: Jean Queri 
H-30% M-60% L-10% 
Stat.-7 1 ,2,3,4 

Marion Simon Research Service 
Northern Lights Mall 
Routes 81 & 11 
Syracuse, NY 13212 
Ph. 315-455-5952 
Fax 315-455-1826 
Contact: Angie Marci 
H-30% M-50% L -20% 
Stat.-NA 1 ,2,3,4 

Ct•cl . 125 oo Reader Card 

Marion Simon Research Service 
Marketplace Mall 
5701 E. Circle Dr. 
Clay, NY 13041 
Ph. 315·458·8651 
Fax 315-455-1826 
Contact: Angie Macri 
lncome-NA 
Stat. -NA 1 ,2,3 

Marion Simon Research Service 
Great Northern Mall 
4081 Ate. 31 
Clay, NY 13041 
Ph. 315-455-5952 
Fax 315·652·1814 
Contact: Angie Macri 
H-35% M·35% L-30% 
Stat.·NA 1 ,2,3,4 

NORTH CAROLINA 

Char otte 

AOC Research 
Tyvola 77 Place Mall 
500 Tyvola Rd., #C-1 
Charlotte, NC 28217 
Ph. 704-523·3546 
Fax 704·523-9070 
Contact Joyce O'Shiefds 
H-25% M-50% L-25% 
Stat.-6 1 ,2,3,4 
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CODES: 
Mall description 
H .......... est.% of mall customers in high 

income bracket (+$60,000} 
M .......... middle income ($30,000-60,000) 
L .......... .low income (under $30,000} 
N.A. ..... not available 

Facility descn'ption 
Stat... .... no. of interviewing stations 
1 ............ facility has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one-way mirror for viewing of stations 

AOC Research 
The Galleria Mall 
2301 Dave Lyle Blvd .. #183 
Rock Hill, NC 29730 
Ph. 803-324-7596 
Fax 803-324-7598 
Contact: Betty Collins 
H-25% M-50% L-25% 
Stat.-6 1,2.3.4 

Consumer Pulse of Charlotte 
Eastland Mall 
5625 Central Ave. 
Charlotte. NC 28212 
Ph. 704·536·6067 
Fax 704·536·2238 
Contact: Curtis Cates 
H-20% M-60% L-20% 
Stat. -10 1,2,3,4 

Cunningham Field Service 
Eastridge Mall, #E-120 
246 N. New Hope 
Gastonia, NC 28054 
Contact: Janet Jayne 
Ph. 704·868·9783 
Fax 704-868·2494 
H-30% M-55% l -15% 
Stat.-4 1,2,3A 

Jackson Associates, Inc. 
Carolina Place 
Pineville NC 28134 
Ph. 404·394·8700 
Fax 704-544-0854 
Contact: Marisa Pope 
H-60% M-30% L·10% 
Stat.-7 1.2,3,4 
(See advertisement on p. 32, 53) 

Gre n boro 

Homer Assoc. Inc. Market Research 
333 Four Seasons Town Centre 
Greensboro, NC 27407 
Ph. 910·294-9415 
Fax 910·294-6116 
Contact: Jan Homer 
H-20% M-65% L-15% 
Stat. ·8 1 ,2,3A 

W.H. Long Marketing, Inc. 
Golden Gate Shopping Center 
2240 Golden Gate Dr. 
Greensboro, NC 27405 
Ph. 910-292-4146 
Fax 910-299-6165 
Contact: Ruth Long 
H-33% M-34% L-33% 
Stat.-8 2,3.4 
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aleigh 

Cunningham Field & Research Services. tnc. 
Cary Towne Center 
1105 Walnut St., Ste. E103A 
Cary, NC 27511 
Ph. 919-469-5221 
Fax 919-319-6067 
Contact: Christy Haney 
lncome-N/A 
Stat.-N/A 

Quick Test, ·Inc. 
South Square Mall 
4001 Chapel Hill Blvd. 
Durham, NC 27707 
Ph. 919-489-3104 
Fax 919-489-8316 
Contact: Brian O'Neil, Manager 
H-30% M-50% l -20% 
Stat. -8 1,2,3,4 
(See advertisement on p. 17) 

OHIO 

Akron 

Cunningham Field & Research Services. Inc. 
Chapel Hill Mall 
2000 Brittain Rd., Ste. 465 
Akron, OH 44310 
Ph. 216-630-1627 
Fax 216-630-1629 
lncome-N/A 
Stat.·N/A 

Opinion Centers of Akron 
Summit Mall, #200 
3265 W. Market St. 
Akron, OH 44333 
Ph. 216-867-6117 
Fax 216·864·2233 
Contact: Suzanne Davis 
H-60% M-40% L-0% 
Stat.-1 0 1,2,3,4 

Rosen Research 
Rolling Acres Mall 
2400 Romig Rd. 
Akron, OH 44322 
Ph. 216·464·5240 
Fax 216-464· 7864 
Contact: Mary Ann Sheets 
H-15% M-60% l -25% 
Stat.-6 1.2,3 

incinnati 

Assistance In Marketing. Inc. 
Northgate Mall 
633A Coleriain Ave. 
Cincinnati, OH 45251 
Ph. 513·385·8228 
Fax 513·385·2140 
Contact: Susan Odom 
H-50% M-30% l -20% 
Stat.-12 1.2,3.4 

Assistance In Marketing 
Florence Mall 
1150 Mall Rd. 
Florence, KY 41042 
Ph. 606-283-1232 
Fax 606-283-1247 
Contact: Karen Geeding 
H-45% M-35% L-20% 
Stat. -18 1 ,2,3.4 

B & B Research. Inc. 
Eastgate Mall 
4601 Eastgate Ave. 
Cincinnati, OH 45245 
Ph. 513-793-4223 
Fax 513-793-9117 
Contact: Lynn Caudill 
H-30% M-60% l -10% 
Stat. -6 1,2,3,4 

Consumer Pulse of Cincinnati 
Forest Fair Mall 
514 Forest Fair Or. 
Cincinnati, OH 45240 
Ph. 513-671-1211 
Fax 513-346-4244 
Contact Susan Lake 
H-20%. M-60% l -20% 
Stat.-9 1,2,3,4 

T.LM.E. Market Research 
Florence Mall 
1150 Florence Mall 
Florence, KY 41042 
Ph. 606-283-1232 
Fax 606-283-1247 
Contact: Karen Geeding 
H-10% M-70% L-20% 
Stat.-6 1 ,2,3,4 

Cleveland 

Cleveland Survey Center 
Richmond Mall 
691 Richmond Rd. 
Cleveland, OH 44143 
Ph. 216-461-6898 
Fax 216-461-9525 
Contact: Joan Miller or Sue Dobrski 
H-20%. M-60% L-20%. 
Stat.-8 1,2,3,4 
(See advertisement on p. 67) 

Consumer Pulse of Cleveland 
Parmatown Mall 
7859 Ridgewood Dr. 
Parma, OH 44129 
Ph. 216-888-3170 
Fax 216-888-4661 
Contact: Ron Kornokovich 
H-20% M-60% L-20% 
Stat.-10 1,2,3 

Healdn Research, Inc. 
Severance Town Center 
3542 Mayfield Rd. 
Cleveland Heights, OH 44118 
Ph. 216-381-6115 
Fax 216-381 -4134 
Contact: Eric Silver 
H-20% M-60% L -20% 
Stat.-14 2.3.4 
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Pat Henry Market Research, Inc. 
The Avenue at Tower City Centre 
230 Huron Ad. N.W., Ste. 100.43 
Cleveland. OH 44113 
Ph. 216-621 -3831 
Fax 216-621 -8455 
Contact: Marl<: Kikel 
H-40% M-50% L-10% 
Stat.-11 1,2.3,4 
{See advertisement on p. 32) 

Opmion Centers America 
Great Northern Mall 
924 Great Northern Mall 
North Olmsted. OH 44070 
Ph. 216-779·3050 
Fax 216-779-3060 
Contact · Mary Laughlin 
H-30% M-60% L-10% 
Stat. -1 0 1 ,2,3.4 

Rosen Research 
Great Lakes Mall 
7850 Mentor Ave. 
Mentor, OH 44060 
Ph. 216-464-5240 
Fax 216-464-7864 
Contact: Mary Ann Sheets 
H-35% M-55% L-10% 
Stat.-6 1,2,3 

Columbu 

B & B Research. Inc. 
Brice Outlet Mall 
5891 Scarborough Blvd. 
Columbus. OH 43232 
Ph. 614-486-6746 
Fax 614-486-9958 
Contact: Judy Frederick 
H-30% M-60% l -10% 
Stat.-4 1.3 

T.I.M.E. Market Research 
Indian Mound Mall. #667 
Heath. OH 43056 
Ph. 614-788-8808 
Fax 614-788-8807 
Contact: Mi e Ingalls 
H-10% M-60% l -30% 
Stat.-8 1,2.3 

Dayton 

T.I.M.E. Market Research 
Dayton Mall. #560 
Dayton, OH 45459 
Ph. 513-433-6296 
Fax 513-433-5954 
Contact: Carla Spearman 
H-25% M-60% L-15% 
Stat.-6 1.2.3,4 

oledo 

U.S. Research Company 
Woodville Mall 
3725 Williston Ad. 
Northwood, OH 43619 
Ph. 708·520·3600 
Fax 708-520-3621 
Contact: larry Clark 
Income-Middle 
Stat-NA 1,2,3.4 
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OKLAHOMA 

Oklahoma City 

Ruth Nelson Research Services/ 
0 lahoma C•ty Research 
Quail Spnngs Mall 
2501 W. Memonal Dr. 
0 lahoma City. OK 73134 
Ph. 405-752-4710 
Fa 405-752-2344 
H-30% M-50% L-20% 
Stat.-6 1 ,2.3.4 

Oklahoma Market Research/Data Net 
Hentage Park Mall 
6749-B E. Reno 
Midwest City, OK 73110 
Ph. 405-733-4266 
Fax 405-733-0550 
Contact: Judy Nitta 
H-25% M-50% L-25% 
Stat. -8 1,2,3.4 

Oklahoma Market ResearchfData Net 
Penn Square Mall 
1901 N.W. Expy. #1093 
Oklahoma City. OK 73118 
Ph. 405·843·9292 
Fax 405-843-8844 
Contact: Rita Price 
H-35% M-50% L-15% 
S at.-8 1.2,3,4 

Quick Test, Inc. 
Crossroads Mall. #1153 
0 lahoma City, OK 73149 
Ph. 405-631 ·9738 
Fax 405-632-0750 
Contact: Mary Rose. Manager 
H-20% M-70% l -10% 
S at.-5 1 ,2,3.4 
(See advertisement on p. 17) 

ulsa 

Cunningham Field Services 
Promenade Mall 
4107 s. Yale 
Tulsa, OK 74135 
Ph. 918-664·7485 
Fax 918-664-4122 
Contact: Roberta Cunningham 
H-30% M-60% L-10% 
Stat.-6 1 ,2,3 

OREGON 

ugene 

Gargan Research 
Gateway Mall 
3000 Gateway St. , #81 0 
Eugene, OR 97477 
Ph. 503-234-7111 
Fax 503-233-3865 
H-20% M-65% L-15% 
Stat.-7 1 ,2,3,4 

Portland 

Consumer Opinion Services, Inc. 
Vancouver Mall 
5001 NE Thurston Way 
Vancouver, WA 98662 
Ph. 206-241-6050 
Contact: Alice Hilby 
H-20% M-65% l -15% 
Stat.-7 1,2,3 
(See advertisement on pp. 18, back cover) 

Consumer Opinion Services, Inc. 
Three Rivers Mall 
351- Three Rivers Dr. 
Kelso, WA 98626 
Ph. 206·241 ·6050 
Contact: Yvonne Pecha 
H-10% M-75% L-15% 
Stat.-12 1,2,3,4 
(See advertisement on pp. 18, back cover) 

Over 25 Years Of Consumer 
Data Collection Experience 

Professional Consumer Research Services For 
Planning Direction And Minimized Risk 

In Business Decisions 

II 00- 50- 010 

CLEVELAND SURVEY CENTER 
Ri hm nd Mall • 1 Riehm nd Rd .• 2nd Fl r • 1 v land, H 44143 
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CODES: 
Mall description 
H .......... est.% of mall customers in high 

income bracket (+$60,000) 
M .......... middle income ($30,000-60,000) 
L .......... .low il'lCOme (under $30,000) 
N.A. ..... not ava1lable 

Facility description 
Stat... .... no. of interviewing stations 
1 ............ facility has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one-way mirror for viewing of stations 

Consumer Opinion Services, Inc. 
Lloyd Center Mall 
991 Lloyd Center 
Portland, OR 97232 
Ph. 206-241 -6050 
Contact: Ann Kane 
H-10% M-70% L-20% 
Stat. -8 1,2,3,4 
(See advertisement on pp. 18, back cover) 

Consumer Opinion Services, Inc. 
Jantzen Beach Mall 
1206 Janzten Beach Center 
Portland, OR 97217 
Ph. 206-241 -6050 
Contact: Diane Reviea 
H-20% M-65% L-15% 
Stat.-8 1,2,3 
(See advertisement on pp. 18, back cover) 

Data Unltd., Inc. 
Mall205 
9900-A S.E. Washington 
Portland, OR 97216 
Ph. 503·256·0987 
Fax 503-253-4442 
Contact: Cheryl Mayfield 
lncome-NA 
Stat.·8 1,2,3,4 

PENNSYLVANIA 

Philadelphia 

Car-Lene Research, Inc. 
Moorestown Mall 
Ate. 38 & Lenola 
Moorsetown, NJ 08057 
Ph. 609-231 -0600 
Fax 609-231 -9575 
Contact: Evan Celwyn 
Income- Middle 
Stat.-7 1.2,3,4 

Consumer Pulse of Philadelphia 
Plymouth Meeting Mall, #2203 
Plymouth Meeting, PA 19462 
Ph. 61 0-825-6636 
Fax 610·825-6805 
Contact: Eleanor Yates 
H-20% M-60% L-20% 
Stat. -15 1,2,3.4 

J.J. & L. Research Co. 
Roosevelt Mall 
2383 Cottman 
Philadelphia. PA 19149 
Ph. 215-332-7040 
Fax 215-333-1809 
Contact: Dena Britton 
H-33% M·34% L·33% 
Stat. -10 2,3,4 

JRP Marketing Research Services 
Granite Run Mall, Store #274 
1067 W. Baltimore Pike 
Media, PA 19063 
Ph. 610-565-8840 
Fax 610-565-4403 
Contact: Kathleen McCarty 
H-30% M-40% L-30% 
Stat.-10 1,2,3 
(See advertisement on p. 69) 

JRP Marketing Research Services 
King of Prussia Plaza 
Ate. 202 & 363 
King of Prussia, PA 19406 
Ph. 610-565-8840 
Fax 610-354-9186 
Contact: Kathleen McCarty 
H-40% M-40% L-20% 
Stat.-4 1.3 
(See advertisement on p. 69) 

Mar's Surveys, Inc. 
Cinnaminson Mall 
Ate. 130 
Cinnaminson, NJ 08077 
Ph. 609-786-8514 
Fax 609-786·0480 
Contact: Marlene Teblum 
H-20% M·60% L-20% 
Stat.-4 2.3.4 

Mar's Surveys. Inc. 
Hamilton Mall 
100 W. Black Horse Pike, Ste. 202 
Mays Landing, NJ 08330 
Ph. 609-786-8514 
Fax 609-786~0480 

Contact: Judy Abrams 
H-30% M-40% L-30% 
Stat.-6 2,3.4 

Quality In Field 
Leo Mall 
11725 Bustleton Ave. 
Philadelphia, PA 19116 
Ph. 215-698-0606 
Fax 215-676-4055 
Contact: Arlene Frieze 
H-20% M-70% L-10% 
Stat.-4 2 

Quick Test, Inc. 
Neshaminy Mall, #1 09 
Bensalem, PA 19020 
Ph. 215·322-0400 
Fax 215-322-5412 
Contact: Alice Osborne, Manager 
H-20% M-70% L-10% 
Stat.·9 1,2,3,4 
(See advertisement on p. 17) 

Quick Test, Inc. 
Franklin Mills Mall 
1749 Franklin Mills Cir. 
Philadelphia, PA 19154 
Ph. 215-281 -9304 
Fax 215-281 -9362 
Contact: Dot Muir, Manager 
H-15% M·60% L-25% 
Stat.-16 1,2,3.4 
(See advertisement on p. 17) 
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J. Reckner Associates 
Montgomery Mall 
N. Wales. PA 19454 
Ph. 215-822-6220 
Fax 215-822-2238 
Contact: Frances Grubb, President 
Income-Mid to Upper Income 
Stat.-15 1,2.3,4 
(See advertisement on p. 32. 68) 

TMR.lnc. 
Springfield Mall 
1200 Baltimore Pike 
Springfield, PA 19064 
Ph. 610-328-1147 
Fax 61 0-328-0678 
Contact: Elizabeth Wilson 
H-60% M-30% L-10% 
Stat.-14 1,2,3.4 

U.S. Research Company 
224 Echelon Mall 
Voorhees. NJ 08043 
Ph. 708-520-3600 
Fa 708-520-3621 
Contact: Larry Clark 
Income-Middle 
Stat.·NA 1,2,3.4 

P"ttsburgh 

Car-Lene Research, Inc. 
Monroevilfe Mall 
Monroeville, PA 15146 
Ph. 412-373-3670 
Contact: Stacey Stanford 
H-50% M-40% L-1 0% 
Stat.-4 2,4 

Data Information, Inc. 
Century Ill Mall 
3075 Clairton Ad 
Pittsburgh. PA 15123 
Ph. 412-655-8690 
Fax 412-655-8693 
Contact: Nancy Palyo 
H-24% M-53% L-23% 
Stat.-9 1 ,2,3,4 

Heakin Research, Inc. 
Ross Park Mall 
1000 Ross Park Mall Rd. 
Pittsburgh, PA 15237 
Ph. 412-369-4545 
Fax 412-369-4473 
Contact: Sandy Tuttle 
H-30% M-45% L-25% 
Stat. -13 2,3.4 

T.I.M.E. Market Research 
611 Beaver Valley Mall 
Monaca, PA 15061 
Ph. 412-728-8463 
Fax 412-728·9806 
Contact: Shawn Bishop 
H-20% M-55% l -25% 
Stat. -1 o 1 .2.3,4 

C. TnJxell Research 
Parkway Center Mall 
1165 McKmney Ln. 
Pittsburgh, PA 15220 
Ph. 412-921 ·0550 
Fax 412·921-1922 
Contact: Christine Truxell 
H-20% M-65% L-15% 
Stat.-8 2,3,4 
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CODES: 
Mall description 
H .......... est.% of mall customers in high 

income bracket ( + 60,000) 
M .......... midd e income ($30,000-60,000) 
L ........... low income (under $30,000) 
N.A ...... not available 

Factlity description 
Stat... .... no. o interviewing stations 
1 .......... ..facility has computer-aided stat1ons 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one-way mirror or VIewing of stations 

RHODE ISLAND 

Provid nc 

Car-Lene Research, Inc. 
Silver City Mall 
Taunton, MA 02780 
Ph. 508-880-0087 
Contact: Steve Martin 
H-20% M-60% L-20% 
Stat.-5 2.3.4 

Macintosh Survey Center 
Lincoln Mall 
George Washangton Hwy. 
Uncoln, AI 02865 
Ph. 401 38·8330 
Fax 401 -434·9219 
Contact: Maryann Almeida 
H-20% M-60% L-20% 
Stat.-4 1 

Quick Test, Inc. 
Silver City Galleria 
2 Galleria Mall Dr., Ste. 248 
Taunton, MA 02780 
Ph. 508-822-0333 
Fax 508-822-9025 
Contact: Anthony Badway 
Income: NA 
Stat.-NA 1,2,3,4 
(See advertisement on p. 17) 

SOUTH CAROLINA 

Charle ton 

Bernett Research Servi~s, Inc. 
Northwoods Mall, E1 B 
2150 Northwoods Blvd. 
Charleston, SC 29418 
Ph. 803-553-0030 
Fax 803·553-0526 
H-50% M-50% L ·0% 
Stat.-1 0 1 .2,3,4 
(See advertisements on pp. 57, 59) 

G & G Market Research, Inc. 
Charles Towne Square Mall 
2401 Mall Dr. 
N. Charleston, SC 29418 
Ph. 803-744-9807 
Fax 803-571 -5785 
Contact: S1ssy Goldberg 
H-20% M-40% L-40% 
Stat.-10 3 
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re nville 

Carolina Market Research 
Haywood Mall 
700 Haywood Rd. 
Greenville, SC 29607 
Ph. 803-233-5775 
Fax 803-233-6181 
Contact: Elizabeth B. Buchanan 
H-25% M-60% L-15% 
Stat.-5 2,3 

TENNESSEE 

no ·n 
H.M.R., Associates 
Foothills Mall 
133 Foothills Dr. 
Maryville, TN 37801 
Ph. 615-281-0038 
Fax 615-281 -2250 
Contact: Sylvia Hill 
H-1 0% M-50% L-40% 
Stat.-3 1,2,3 

T.I.M.E. Market Research 
East-Towne Mall 
3029-B Mall Rd. N. 
Knoxville, TN 37924 
Ph. 615-544-1885 
Fa 615-544-1885 
Contact: Jenny Broussard 
H·15% M-70% L-15% 
Stat.·6 1,2,3.4 

mphi 

The Friedman Marketing Organization 
Consumer Opinion Center 
Lakeland Mall 
3536 Canada Rd. 
Arlington , TN 38002 
Ph. 901 -377-6774 
Fa 901 -377-9287 
H-30% M-50% L-20% 
Stat. -11 1,2,3.4 

The Fnedman Marketing Orgamzabon 
Consumer Opinion Center 
Southland Mall 
1285 Southland Mall 
MemphiS, TN 38116 
Ph. 901 -398-9116 
H-20% M-60% L-20% 
Stat.-NIA 1,2 

Heakin Research. Inc. 
Hie cry Ridge Mall 
Memphis. TN 38115 
Ph. 901 -360-0400 
Contact: Katy Haten 
lncome-NA 
Stat.-NA 

a h il e 

Bernett Research Services, Inc. 
Rivergate Mall 
1000 Two M1le P wy. 
Nashville, TN 37072 
Ph. 615-859-4484 
Fax 615-851 -071 7 
H-40% M-50% L-10% 
Stat.-8 1.2,3 
(See advertisement on p. 57) 

Jackson Associates, Inc. 
Cool Spnngs Galiena 
1800 Galiena Blvd 
Fran lin. TN 37064 
Ph . 404-394-8700 
Fax 615-771 -7071 
Contact. Marisa Pope 
H-60% M-30% L-10% 
Stat.-9 1 ,2,3.4 
(See adverttsement on p. 32. 53) 

Quality Controlled Services 
Harding Mall 
4050 Nolansville Ad., Ste 416 
Nashville. TN 37211 
Ph. 615-333-5996 
Fa 615-333-5997 
Contact. Manlyn M1ller 
H-15% M-75% L-10% 
Stat.-NA 1 ,2,3.4 
(See adverttsement on p 5) 

Quick Test Inc. 
Hickory Hollow Mall, #1123 
Nashville, TN 37013 
Ph. 615-731 -0900 
Fax 615-731 -2022 
Contact: Kathleen Love 
H-20% M-60% L 20% 
Stat.-10 1,2,3.4 
(See advertisement on p. 17) 

TEXAS 

m illo 

Opinions Unlimited, Inc. 
Westgate Mall 
7701 W. l-40 
Amanllo, TX 79160 
Ph. 800-658·2656 
Fax 806-353-4718 
Contac : Neil Norwood 
H-40% M-40% L 20% 
Stat. -8 1 ,2,3.4 
(See advertisement on pp. 71, back cover) 

u tin 

Quick Test, Inc. 
Barton Creek Square 
2901 Cap1tol Texas Hwy., 8·11 
Austin , TX 78746 
Ph. 512-327-8787 
Fax 512-327-7460 
Contact: Patty Franchina. Manager 
H-35% M-55% L -10% 
Stat.-5 1 ,2,3. 
(See adverttsement on p. 17) 
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Corpu hri ti 

Quick Test, Inc. 
Sunrise Mall. #37C 
5858 S. Padre Island Dr. 
Corpus Christi. TX 78412 
Ph . 512-993-6200 
Fax 512-991 -7380 
Contact: Lorna Turner, Manager 
H-35% M-45% l -20% 
Stat.-8 1 ,2,3,4 
(See advertisement on p. 17) 

Dalla /Ft. Worth 

Car-Lene Research, Inc. 
Richardson Square Mall 
Richardson. TX 75081 
Ph. 214-783·1935 
Contact Sandra Lande 
H-20% M-60% L-20% 
Stat. ·5 1.2.3.4 

Heakin Research. Inc. 
Ft. Worth Town Center, Ste. 831 
4200 South Fwy. 
Ft. Worth, TX 76115 
Ph. 817-926-7995 
Fax 817-927-2387 
Contact: Vivian Taylor 
lncome-NA 
Stat.-12 1 ,2,3.4 

Heakin Research, Inc. 
Vista Ridge Mall 
2400 S. Stemmons Fwy., Ste. 1420 
Lewisville, TX 75067 
Ph. 214-315-3555 
Fax 214-315·8926 
Contact: Pat Scott 
H-20% M-60% L-20% 
Stat.-7 1,2,3,4 

Linden Research Services. Inc. 
Hulen Mall 
4800 S. Hulen St. 
Ft. Worth, TX 76132 
Ph. 817-370-7678 
Fax 817-370-9019 
Contact: Rhonda Linden 
H-38% M-4 7% L -15% 
Stat.-4 2,3,4 

Probe Research Inc. 
Golden Triangle Mall 
1-35 & Loop 288 
Denton. TX 75137 
Ph. 214-241 -6696 
Fax 817-566-6671 
Cor~tact: Richard Harris 
H-0% M-50% l -50% 
Stat. -11 2,3.4 
(See advertisement on p. 32) 

Probe Research, Inc. 
Northeast Mall 
Ate. 820 & 183 
Hurst, TX 76053 
Ph. 214-241 -6696 
Fax 817-589-0547 
Contact: Richard Harris 
H·SO% M-50% L-0% 
Stat.-9 1,2,3 
(See advertisement on p. 32) 

November 1994 

Probe Research, Inc. 
Red Bird Mall 
3662 Camp Wisdom Rd. 
Dallas. TX 75237 
Ph. 214-241 -6696 
Fax 214·709·0317 
Contact: Richard Harris 
H-25% M-50°/o L-25% 
Stat.-6 3 
(See advertisement on p. 32) 

Probe Research, Inc. 
1036 Town East Mall 
Mesquite, TX 75150 
Ph. 214-241 -6696 
Fax 214-681 -9419 
Contact: Richard Harris 
Income-Middle 
Stat. -11 1 ,2,3.4 
(See advertisement on p. 32) 

Probe .Research, Inc. 
Irving Mall 
Hwy 183 & Beltline Rd. 
Irving, TX 75062 
Ph. 214-241 ·6696 
Fax 214-257-0487 
Contact: Richard Harris 
H-21 % M-53% L-26% 
Stat. ·6 1 ,2.3,4 
(See advertisement on p. 32) 

Quality Controlled Services 
Ridgmar Mall 

· 1736 Green Oaks Rd. 
Ft. Worth, TX 76116 
Ph. 817-738-5453 
Fax 817·763·8600 
Contact: Kitty Case 
H-17% M-45% L-38% 
Stat.-8 1,2.3 
(See advertisement on p. 5) 

Savitz Research Center 
The Parks at Arlington Mall, #2053 
3811 S. Cooper 
Arlmgton, TX 76015 
Ph. 817-467-6437 
Fax 817-467-6552 
Contact: Harriet Silverman 
H-48% M-33% L-19% 
Stat. ·1 o 1 ,2.3.4 

lPa o 

Aim Research 
Cielo Vista Mall 
8401 Gateway W. 
El Paso, TX 79925 
Ph. 915·778·7110 
Fax 915·595·6305 
Contact: Bob Adams 
H-45% M-50% L-5% 
Stat.-5 1.2,3 

Hou ton 

Compreher~sive Research Group, lr1c. 
Mall of the Mainland 
10000 Emmet F. Lowry Expy. 
Texas City, TX 77591 
Ph . 409·986·6985 
Fax 409-986·5378 
Contact: Chad Klass 
H-25% M-38% L-37% 
Stat.-7 

Creative Consumer Research, Inc. 
Westwood Mall 
9000 Bissonnet 
Houston. TX 77036 
Ph. 713·779·5210 
Fax 713·240·3497 
Contact: Patricia Pratt 
H-30% M-40% L-30% 
Stat.-8 2 

Creative Consumer Research, Inc. 
Deerbrook Mall, #1122 
20131 Hwy. 59 
Humble, TX 77338 
Ph. 713-240·9646 or 779·521 0 
Fax 713·240·3497 
Contact: Patricia Pratt 
H-65% M-20% l -15% 
Stat.-1 0 1.2,3,4 

OPINIONS/ 
unlimited 

Westgate Mall 
What Makes Us Different1 

Makes Us Better 

6 Anchors/ll 0 Stores • 
Ideal Location • 

Near f.ood Court 
CRT's For Mall Interviewing • 

Results You Can Trust • 
Service You Con Rely On • 

Firm Budgets And Deadlines • 

Opinions Unlimited: 
Different and Proud of It! 

50 Station WATS • Moderator-Designed Focus 
High Traffic Regional Moll/ CRT 

For a two hour bid or more information, 
contact: Anndel Hodges or Neil Norwood 

1-800-658-2656 
Circ e o 129 on AeaderC rd 71 



CODES: 
Mall description 
H .......... est.% of mall customers in high 

income bracket ( $60,000) 
M .......... middle income {$30,000-60,000) 
L... ...... ..low income (under $30,000) 
N.A ...... not available 

Facility description 
Stat... .... no. of interviewing stations 
1 .......... ..facility has computer-aided stations 
2 ........... kitchen facilities 
3 ........... private display room 
4 ........... one-way mirror for viewing of stations 

Cunningham Field & Research Services, Inc. 
The Woodlands Mall 
1201 Lake Woodlands Dr. 
Woodlands, TX 77380 
Ph. 713-363-9112 
Contact: Debra Wilson 
lncome-N/A 
Stat.-NIA 

Heakin Research, Inc. 
Galleria II, Ste. 3897 
5085 Westheimer 
Houston, TX 77056 
Ph. 713·871 ·8542 
Fax 713·871 -8549 
Contact: Laurie De Roberts 
H-23% M-43% L-34% 
Stat.-12 2,3,4 

Heakin Research, Inc. 
1670 San Jacinto Mall 
Baytown, TX 77521 
Ph. 713-421 ·2584 
Fax 713·421 ·2514 
Contact: Catherine Sweeney 
H-10% M-60% L-30% 
Stat. ·14 2,3,4 

Heakin Research, Inc. 
247 Greenspoint Shopping Mall 
Houston. TX 77060 
Ph. 713-872-4164 
Contact: Valerie Owens 
H-30% M-50% L-20% 
Stat.-12 2,3,4 

Houston Consumer Research 
Almeda Mall, Ste. 730 
555 Almeda Mall 
Houston, TX 77075 
Ph. 713·944·1431 
Fax 713-944-3527 
Contact: Adrienne Goldbaum 
H-40% M-60% L ·0% 
Stat.-7 2,3,4 

In-Touch Research, Inc. 
Northwest Mall 
9600 Hempstead, Ste. 307 
Houston. TX 77092 
Ph. 713-682·1682 
Fax 713-682·1686 
Contact: leann Stokes 
H-33% M-33% l -34% 
Stat.-6 1,2,3,4 

Quality Controlled Services 
1088 Saybrook Mall 
Friendswood, TX 77546 
Ph. 713 88·8247 
Fax 713·486·3828 
Contact: Brenda Bryant 
H-30% M-60% L-10% 
Stat.-NA 1,2,3,4 
(See advertisement on p. 5) 
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Quick Test, Inc. 
Sharpstown Center, Ste. 762 
7500 Bellaire Blvd. 
Houston, TX 77036 
Ph. 713·988-8988 
Fax 713-988-1781 
Contact: Melodie Henderson. Manager 
H-40% M-50% L-10% 
Stat.-6 1,2,3.4 
(See advertisement on p. 17) 

an ntonio 

Creative Consumer Research 
Central Park Mall 
622 Loop 410 W., Ste. 292 
San Antonio, TX 78216 
Ph. 210-30~0231 

Fax 210-680·9906 
Contact: Richard Weinhold 
H-40% M-50% L-10% 
Stat.-8 1 ,2,3 

Creative Consumer Research 
Westlakes Mercado 
1401 S.W. Loop410 
San Antonio, TX 78227 
Ph. 21 0·673-0802 
Fax 210-680-9906 
Contact: Richard Weinhold 
H-20% M-60% L-20% 
Stat.-6 1,2,3 

Creative Consumer Research 
South Park Mall 
2310 S.W. Military Dr. 
San Antonio. TX 78224 
Ph. 210-921 -9500 
Fax 210-680-9906 
Contact: Richard Weinhold 
H-10% M-40% L-50% 
Stat.-7 1 .2,3 

Galloway Research Service 
Ingram Park 
6301 N.W. loop410 
San Antonio. TX 78238 
Ph. 210-681 -0642 
Fax 210-681 ·8414 
Contact: Betty Rose 
H-10% M-80% l -10% 
Stat .-8 1 ,2,3 

Galloway Research Service 
Crossroads Mall 
4522 Fredricksburg Ad., #A3 
San Antonio, TX 78201 
Ph. 210-737-1019 
Fax 210·737·1476 
Contact: Mary Ann Olsen 
H-5% M-80% l -15% 
Stat.-9 1,2,3 

Quick Test, Inc. 
Windsor Park Mall, Ste. 14B 
San Antonio, TX 78218 
Ph. 210-657-9424 
Fax 210·657·9432 
Contact: Ernestene Suhler, Manager 
H-30% M-50% L-20% 
Stat.·? 1 ,2,3.4 
(See advertisement on p. 17) 

UTAH 

alt a e ity 

Ruth Nelson Research Services/ 
Utah Market Research 
Crossroads Plaza Mall 
50S. Main St. 
Salt Lake City, UT 84144 
Ph. 801 ·363-8726 
Fax 801-321 -4904 
H-40% M-40% L-20% 
Stat.-3 1,2.3.4 

VIRGINIA 

orfolk/V. rginia Beach 

Quick Test, Inc. 
Coliseum Mall 
1800 W. Mercury Blvd. 
Hampton, VA 23666 
Ph. 804-826-0299 
Fax 804-826-1330 
Contact: Carolyn Campbell, Manager 
H-30% M-50% L-20% 
Stat.-8 1.2,3 
(See advertisement on p. 17) 

WASHINGTON 

eattle/Tacoma 

Comprehensive Research Group. Inc. 
Northgate Mall, #220 
555 Northgate Mall 
Seartle, WA 98125 
Ph. 206-362-7087 
Fax 206-364-6869 
Contact: Matt Riectlart 
H-60% M-30% L-10% 
Stat.-7 3.4 

Consumer Opinion Services, Inc. 
Everett Mall 
1402-S.E. Everett Mall Way 
Everett, WA 98208 
Ph. 206·241 ·6050 
Fax 206-742-4100 
Contact: Maureen Barbee 
H-15% M-70% L-15% 
Stat.-10 1 ,2,3 
(See advertisement on pp. 18, back cover} 

Consumer Opinion Services, Inc. 
Lakewood Mall 
10509 Gravelly Lake Dr. S.W. 
Tacoma, WA 98499 
Ph. 206-241 -6050 
Contact: Judy Riha 
H-20% M-70% l -10% 
Stat.-9 1,2,3 
(See advertisement on pp. 18, back cover) 

Consumer Opinion Services, Inc. 
South Sound Center 
651 Sleater Kinney Rd. S.E .• #1206 
Lacey, WA 98503 
Ph. 206-241 -6050 
Contact: Judy Eaton 
H-20% M-70% L-10% 
Stat.-4 1 ,2,3 
(See advertisement on pp. 18. back cover) 
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The Friedman Marketing Organization 
Consumer Opinion Center 
South Hill Mall 
3500 Meridian S. 
Puyallup, WA 98373 
Ph. 206-840-0112 
Fax 206-840-0517 
H-30% M-50% L-20% 
Stat.-11 1.2,3.4 

Quick Test, Inc. 
Tacoma Mall, #699 
4502 S. Steele St. 
Tacoma. WA 98409 
Ph. 206-474-9980 
Fax 206-473-1931 
Contact: David Kubista, Manager 
H-20% M-40% L-40% 
Stat.-10 1,2,3.4 
(See advertisement on p. 17) 

U.S. Research Company 
Alderwood Mall, Store #374 
3000 184th St. S.W. 
Lynnwood, WA 98036 
Ph. 206-774-2151 
Fax 206-771-4089 
Contact: Larry Clark 
Income-Middle 
Stat.-NA 1,2,3 

Spo ane 

Consumer Opinion Services, Inc. 
Northtown Mall 
4750 N. Division St. 
Spokane. WA 99207 
Ph. 206-241 -6050 
Contact: Ruth Rivers 
H-15% M-70% L-15% 
Stat.-9 1.2,3 
(See advertisement on pp. 18, back cover) 

WEST VIRGINIA 

untington 

McMillion Research Service 
Huntington Mall 
290 Mall Rd. 
Barboursville, WV 25504 
Ph. 304-733-1643 
Fax 304-733-0472 
Contact: Barbara Kiddy 
H-33% M-48% L-19% 
Stat.-7 1,2,3,4 
(See advertisement on p. 32) 

Wheeling 

T.I.M.E. Market Research 
Ohio Valley MaJI, #280 
St. Clairsville, OH 43950 
Ph. 614-695-6288 
Fax 614-695-5163 
Contact: Tim Aspinwall 
H-10% M-75% L-15% 
Stat. -12 1.2,3.4 
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WISCONSIN 

ppleton 

The Friedman Marketing Organization 
Consumer Opinion Center 
Fox River Mall 
4301 W. W1sconsin 
Appleton, WI 54913 
Ph. 414-730-2240 
Fax 414-730-2247 
H-30% M-55% L-15% 
Stat.-11 1.2,3.4 

au Claire 

The Friedman Marketing Organization 
Consumer Opmion Center 
Oakwood Mall 
4800 Golf Rd. 
Eau Claire. WI 54701 
Ph. 715-836-6580 
Fa 715-836-6584 
H-25% M-55% L-20% 
Stat. -1 1 1 ,2.3.4 

Green Bay 

Wisconsin Research lnc.fGreen Bay 
Port Plaza Mall 
300 Matn St. 
Green Bay, Wl54301 
Ph. 414·436-4656 
Fax 414-436-4651 
Contact: Barbara Smits 
H-30% M-50% L-20% 
Stat.-8 1,2,3.4 

Madi o 

Wisconsin Interviewing Services 
South Towne Mall 
2303 W. Broadway 
Madison, WI 53713 
Ph. 608-222-6758 
Fax 608-222-6761 
Contact: Sue Lampert 
H-30% M-60% L-10% 
Stat.-4 1.2 

ilwau ee 

Consumer Pulse of Milwaukee 
The Grand Avenue Mall, #2004A 
275 W. Wisconsin Ave. 
Milwaukee, WI 53203 
Ph. 414-274-6060 
Fax 414-274-6068 
Contact: Kathy Jorsch 
H-25% M-55% L-20% 
Stat.-8 1,2,3.4 

Lein /Speigelhoff. Inc. 
Southridge Shopping Center 
5300 s. 76th St. 
Greendale. Wl53129 
Ph. 414-421-9048 
Fax 414-421-5163 
Contact: Lois Opine 
H-35% M-45% l -20% 
Stat.-1 0 1.2,3.4 

Mazur/Zachow Inc. 
Bay Shore Mall 
5900 N. Port Washington Rd. 
Milwaukee. WI 53217 
Ph. 414-962-9926 
Fax 414-962-3952 
Contact: Melissa Butson 
H-40% M-40% L-20% 
Stat-10 1.2 

CANADA 

BRITIS COL BI 

l.M.L. Market Research Services Ltd. 
Surrey Place Mall 
2562 Surrey Place, Ste. 4008 
Surrey, BC V3T 2W1 
Ph. 604-589·3394 
Fax 604-299·6056 
Contact: Lila Utwinson 
H-10% M-50% L-40% 
Stat.-4 2,3.4 

Research House Inc. 
Metrotown Centre 
468·4800 Kingsway 
Vancouver. BC V5H 4J2 
Ph. 604-433-2696 
Fax 604-433-1640 
Contact: Marlene Hann 
H-20% M-65% L-15% 
Stat.-4 1,2,3,4 

0 T 0 

Cantest Research Services 
Bayfield Mall 
320 Bayfield St. 
Barrie, ON L4M 3C1 
Ph. 416-928-9122 
Fax 416·928·2163 
Contact: Peter Steyn 
H-20% M-60% L-20% 
Stat.-5 2,3 

Cantest Research Services 
Bowmanville Mall 
243 King St. E. 
Bowmanville, ON 
Ph. 416·928·9122 
Fax 416-928-2163 
Contact: Peter Steyn 
H-30% M-50% L-20% 
Stat.-N/A 

Cantest Research Services 
Lawrence Square 
700 Lawrence Ave. W. 
North York, ON M6A 1B6 
Ph. 416-928-9122 
Fax 416·928·2163 
Contact: Peter Steyn 
H-30% M-40% L-30% 
Stat.-5 3 

Cantest Research Services 
Westside Mall 
2348 Eglinton Ave. W. 
Toronto, ON M6M 1F6 
Ph. 416-928-9122 
Fax 416-928·2163 
Contact: Peter Steyn 
H-20% M-55% L-25% 
St1at.-4 2.3 
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CSU Marketing/Canadian Viewpoint 
Mapleview Mall 
900 Maple Ave. 
Burlington. ON L7S 2J8 
Ph. 905-770-1770 
Contact: Carol Udell 
H-30% M-55% L-15% 
Stat.-6 1.3 

CSU Marketing/Canadian Viewpoint 
Meadowvale Town Centre 
6677 Battleford Rd. 
Mississauga, ON LSN 3R8 
Ph. 905-770-1770 
Contact: Carol Udell 
H-20% M-70% L-10% 
Stat.-4 1,3 

CSU Marketing/Canadian Viewpoint 
Hillcrest Mall 
9350 Yonge St.. Ste. 009 
Richmond Hill, ON L4C 5G2 
Ph. 905-770-1770 
Contact: Carol Udell 
Income- Middle 
Stat. -3 1 ,2,3.4 

CSU Marketing/Canadian Viewpoint 
Centrepoint Mall 
6464 Yonge St .. Ste. N5 
Toronto, ON M2M 3X4 
Ph. 905-770-1770 
Contact: Carol Udell 
H-30% M-60% l-10% 
Stat.-3 1 ,2,3,4 

Research House Inc. 
Harwood Place Mall 
314 Harwood Ave. S. 
Ajax, ON L 1 S 2J1 
Ph. 416-488-2328 
Fax 416-488-2391 
Contact: Paul Gauthier 
H-20% M-65% L-15% 
Stat.-3 1,2,3 

Stanley 
continued from p. 9 

home-decorating item. Mo t packag­
ing wa ba i even though verbiage 
suggested that the mirror dour · would 
make hom s appear bigger and 
brighter. Products other than ' tan­
dard st ck items (th · I< w-cost metal­
framed model) weren't available. 

onsumer a udience. 
Parti ·ipants in th consumer rc­

:earch included curr nt mirror door 
owner , tho e who had con idered 
mirror door , and people who had 
never con idered them but were do­
ing ·orne type of rem deling that u ·ed 
mirror door . The di cu nion format 
wa imilar am ng the three group 
und included uwarene and/or u e of 
mirr r do r ·, the pur ha~e-de ·i · ion 
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Research House Inc. 
Five Points Mall 
285 Tauntone Rd. 
Oshawa, ON L 1 G 3V2 
Ph. 416-488-2328 
Fax 416-488-2391 
Contact: Paul Gauthier 
H-25% M-60% L-15% 
Stat.-3 1,2 

Research House Inc. 
Woodbine Centre 
500 Rexdale Blvd., Ste. C1A 
Rexdale, ON M9W 6K5 
Ph. 416-488-2328 
Fax 416-488-2391 
Contact: Paul Gauthier 
H-30% M-60% L-10% 
Stat.-4 1 ,2,3.4 

Research House Inc. 
Portage Place Mall 
1154 Chemong Rd .. Store SOB 
Peterborough, ON K9H 7J6 
Ph . 416-488·2328 
Fax 416-488-2391 
Contact: Paul Gauthier 
H-20% M-65% L-15% 
Stat.-3 1,2,3,4 

Research House Inc. 
Don Mills Centre 
939 Lawrence Ave. E. 
Toronto, ON M3C 1 P8 
Ph . 416-488-2328 
Fax 416-488-2391 
Contact: Paul Gauthier 
H-60% M-30% L-10% 
Stat.-3 1 ,2.3,4 

Research House Inc. 
Whitby Mall 
1615 Dundas St. E. 
Whitby. ON L 1 N 2L 1 
Ph. 416-488-2328 
Fax 416-488-2391 
Contact: Paul Gauthier 

proce , brand and quality percep­
tion . in tallati n i ue , review or 
product and current point-o f-sa le 
material , . 

Pro pe ts a ·sociated closets and 
doors with things they'd like to hide 
and mirrors with positive imag s such 
as light. airiness and decorative 
them s. Most hadn't con ·idered mir­
ror doors as a means of enhancing 
decor because lhey hadn't b · ·n e -
posed to products used in this capac­
it . (ln general, consumers· aware-
n ss of mirror doors was low. 

'.vere on erned that the lnirror 
break even though mo t had 
backing . 

orne 

might 
afety 

Among mirror door purcha. er. , 
quality and ·t le wer the mo t im­
portant considerution . Price wa a 
con ideration. but finding the appro­
priate decor ~ulution wa · more im-

H-30% M-60% L-1 0% 
Stat.-3 1,3 

Thompson Lightstone & Co. Ltd. 
Bramalea City Cent(e 
Dixie Rd . & Hwy. #7 
Bramalea, ON 
Ph . 416-922-1140 
Fax 416-926-8014 
Contact: Anne Termaten 
H-15% M-50% L-35% 
Stat.-6 1,2.3.4 

Thompson Lightstone & Co. Ltd. 
Eaton Centre 
221 Yonge St. 
Toronto, ON MSB 2H1 
Ph. 416-922-1140 
Fax 416-926-8014 
Contact: Anne T ermaten 
H-40% M-30% L-30% 
Stat.-5 2,3,4 

QU B C 

Research House, Inc. 
Le Boulevard 
Centre Commercial Bureau 4264 
Rue-Jean-Talon Est. 
Montreal, Quebec H1S 1J7 
Ph. 514-725-0306 
Fax 514-725-0308 
Contact: Nancy Lefebvre 
H-20% M-65% L-15% 
Stat.-3 1,2,3.4 

Research House, Inc. 
Les Promenades-St. Bruno 
1 Boulevard Des Promenades. Unit L025 
St. Bruno (Montreal). Quebec J3V 5J5 
Ph. 514-725-0306 
Fax 514-725-0308 
Contact: Nancy Lefebvre 
H-60% M-30% L-10% 
Stat.-3 1 ,2,3,4 

portant. Women were e ·pecially in­
n uenced by the decor vnlue f pr d­
ucts. 

Re 'pondent · said the got their re­
modeling ideas from dt:corati n 1r 

magazin ·s, model homes, do-it-your­
self/remodeling television programs, 
friends and relatives and from seeing 
products in stor s. 

Posili ve reactiun 
onsumers were unaware of the 

brands of mirror doors. but mo t re ­
acted positively to the tanley name 
ns a potential manu acturer.e pecially 
pro ' pective buyer ·. lt was clear thut 

wnley ·. reputation and tru tworthi ­
nes: \vould help cu . t mer~ overcome 

{h ir lack or awarene s of the prod­
uct. 

on ' umer had "Ome diffi uhy de­
fining quality in mirror door prod-
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uct , esp ·cially regarding the qunlit 
of the mirror. DIY installers felt qual­
ity had more to do with onstruction 
- h w the mirror moved, the hard ­
ware track and th mech· nisms. T 
other., the be cling, the hand le detail 
and how thepicc s were finished were 
primary indicators of quality. To alL 
mirror d or quality depended on fin ­
i ·h details, the different piece nnd 
pnrts of the product they could ·ee 
and in teract with. 

Decorati ve, costlie r model 
preferred 

The six mirror do rs upplicd by 
tan ley for the focu . groups in luded 

a metal-trimmed model, frnmeless and 
bevel-edged model without trim, and 
mirror do r with w· od frames. Most 
consumer. pr ferred the mor · d ·co­
rative and costlier models - either 
th beve l-edged or the wood-framed 
ones. ugge t d prices for these prod­
ucts were, in general, higher than 
pricesofmode1 nvailablc in th ·mar­
ket at the time. 

The r . ear h showed th·lt the in -
tore mer handising materiaL avai1 -

able nt the time did not overcome 
barriers to purchase. They did not 
an wer con sum r question concern­
ing . afety, in:tallation or produ t 
a ailabilit . on.'umer could not ef­
fectively e ·amine the produ t at the 
point of sa le. Overall. the product and 
information di play were confusing. 

The pro 
Though me of the r ·search in-

volved intervie\V ' with home build­
ers and contractor , greater emphasis 
wa. ph:1ced n pe ple with r model ­
ing e perience because the r m del ­
i ng market eemed to hold the great­
e t p tential. 

Builders and contractors were m re 
aware f mirror door products than 
con umers w 'T •. Many had seen mir­
ro door. in middle- to upper- las 
home wh re designers or archite t 

had called forth ir installati n, nnd 
in mallcr homes , w·here they were 
u. ed to enhance room ize. ln ~ orne 

ases. contractors nnd builder\\ re -
ommended the produ t because mir-
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ror door~ positively influenced the 
outcome of a project. 

he pro mo t often bought mirror 
doors at larg retail ou tlet: and lum­
h ry~1rd (H me Depot. Lowe's), as 
we ll a at . mallcr sp ·cia lty retail lo­
cation . . Mirror doors w ·re more popu­
lar on theW t Coa~ t and in the id ­
we. t than on the East oast. Qua lity. 
tyle and pri e influenced purcha e. 

Build rs were more cone rned about 
price thnn contractors were. 

All of the professional v anted no 
•· all back " on project:, . o they 
tre ed that mirror doors sh uld work 

well and consistently (high quality. 
low breakage. and good .safety bnck.­
ing}, and be readily available (five ­
day to two-\v ek deli er ). 

Professionals felt the brand nam 
bore si<Tnificant relevance \ hen it 
came to relinbility and warranty is­
sues. Monarch had me equity as a 
dependable brand. but it al o had a 
reputation for u ing low r-quality 
hardware. Th tanle brand (and 
hardware) in mirror d rs was a ben­
efit. but tanley was not known a a 
manufacturer of decor products. 

ike c n. umers, most prof ·sion ­
al. felt their customers would prefer 
mirror door with wood frame.', which 
offered more iL.ZaLz and more value. 
Profe ' ionals were surprised at the 
variet of Monarch product and ug­
ge ted sev ·ral design enhancement ' 
to make the products more appenling 
to consumers. 

Reta ilers, di ' tributor 
Focus groups with members of the 

trade includ d di tribut r . buyers for 
rctai I hardware and home ' enter stores 
and Stnnle employees. Participants 
discussed trends affecting mirror 
door . brand i ues, merchandising 
and packaging issu ·s and financial 
and . a le i ue . 

1 rude audience~ felt mirror door 
pre ented a significant market oppor­
tunity. They felt current lines were 
filled ith unima inati e product , 
and improvem ·nt in middle - to up­
per-end products wou ld en ure 
growth. Hardware and home center 
retailers were plunning toe ·pand the 

retail spac devoted to decor-type 
product and mirror doors fit the bill 
ni el . 

There ·pondcnts said thnt the on­
nrch name had plenty of trade equity. 
M narch was known for having good­
quaJity produc ts and group partici ­
pant felt the company wa.· more re-
pon i e t r tail rs than some of it 
ompetitors. Reaction to tanley' 

purcha. c of Monar h wa po i ti e 
but cautious. Retailers wanted tanley 
to bring the b nefi t of working with 
a large c mpany to the bu ines but 
didn't want to lose the market re pon­
siveness provided by Monarch, a com­
pan that knew the mirror door bu ·i­
ne. s. 

Like con ·umer , retailer. id ntified 
prob lems with current in- tore mcr­
chandi ing effort . They want d 
manufacturer to provide a greater 
s le tion of produc t and disp lays and 
other merchandi ing eff rl that dif­
f rentiated the various manufactur­
ers' offering . Repo itioning the prod­
uct and improving packaging and 
merchandi ~ ing were important and 
integral to growth and succe , etail­
er aid. The current line needed help 
with imager . packaging and in- tore 
merchandising. ("I sell the line and 1 
don ·r understand it v ry well.'' one 
re pondent said.) 

Ma rket opportunity and 
implementation 

After reviewing re earch findintrs, 
Stanl·y repositioned the line a a deco­
ratincr rather than a hardware product 
because the decor alue of mirror 
do rs was more important to con­
sumer.' than the hardware u:ed in their 
con truction. 

The company felt that satisfying 
pro pect · need at the point of ·a le 
would inc rea ~e sales both in the prod­
uct categor overall and in products 
that provided more va lue to consum­
er . 

Both the tanle and Monarch 
names w rc r tain d becau e ea h 
played an important role for retailer 
and onsumcrs. he u e of tan]e 
hardware in the product \ a a ben­
efit. but it wasn ' t the key elling mcs-

75 



sage. tanle gav con urn r c nfidence in the pr duct · 
and Monarch r ·assured the trade that the bu ine of 
mirror doors was an independent entity at wnle . 

he Stan! y/Fitch team wor ed t ge ther t e pJore 
way to improv th product appearance and to devel p 
effective methods of improving product fit and fini h. 
More att ntion was given in produ l quality revie\1 s to 
the product detail that were imp01tant to consumers. 

To repo ition the line and emphasiz th de < r angle. 
Fit hand tanJey reviewed all products in the tan ley line 
and created f ur product categori s based on the way 
con umer e lected mirror .. with n· m s rerlccting the 

de or element : 
Ba ic: metal-framed do rs in ne color and four sizes 

c ent: better- alue metal frame . thicker glass. color 
option , impro ed hardware ( peciaJ order it m) 

Prism: frameJes ·. beveled product , improved hard ­
war (special order item) 

Woodwork : wood-framed pr duct , variety of style , 
improved hardware ( pecial order item) 

With a rev, mped pr duct line. tanley and Fitch de­

signed and developed a merchandi ing y tern that worked 
well in decor-driven d sign centers a well a in the 
traditional hardware s ction of a s tore. The y tern made 
it po ible for r tailers to s lc t sp cific pr ducts a. part 
of a core offer or as part of a spec .ial-ord r program. Thi 
en ured retail differentiation and improved competi ti 
positioning. onsumer: c< uld easily . ee what mirror 
door were in tock from a design and siz p rsp ·ctive. 
The y tern also included different design scenarios for 

u ing mirror door . product line differenc sand saf ty 
and in tallation information. 

The packaging y tern wa an e ten ion of the m r­
chandising y. tem and focu ed on helping con umers 
find th ·model and ize of mirror door they wanted. When 
choo ·ing mirror door , con ume could ea il see which 
de. ign and ize were a ailable. The y t m included 
differ nt d sign . narios for u ing mirror door . infor­
mation on produ t line differen e nnd afety and instal ­

lation information. 
The packaging system also made re. locking ea ier, 

reducing out-of-stock situations. pecial-order form ' made 
it ea ·ier for consumers to order without having to depend 
on in- tore personnel for assistance. 

i ' ion accomplished 
Thu far. it appears Stanley and Fitch have mel all f 

their original goals. he product lin is well differentiated 
and the el1ing system has been thorou hly plain d to 
retailer . TI1e y. tem is asy to understand and usc, and it 
olve both con umer nnd retai ler ne ds better than c m­

petitor ' plan . ales have increased dramatically in the 

pecial -order bu ine ·sand the ba ·i · line no longer rcpre­
ent the large t proportion of etai l sal . The . ucce . s of 

Stanley onarch mirror do rs reflects how much a r ·­

search provider and c li ent an accompli h by working 
do ·e ly on a thorough, wide-ranging project 
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Market Research 
P.araltat & Chamberlin. o leading economic and management 
consulting firm. headquartered In Oakland, California, with seven offices 
nationwide. is seeking o project manager level consultant with extensive 
market reseach e)(J)erlence for Its Wosl-Mngton D.C. office. Responsibilities 
will Include planning & evaluation of marketing and energy-efficiency 
programs In the utility industry. 

Quolified candidates will hove o masters degree In o social sc nee, 
economics or related field and 5-7 years of experience In applied 
economic research or market research using advanced qualltahve and 
quontltotive methods. Knowledge of computer $oftware for statistical 
analysis Is o must. Experience In monogement and coordination of 
research projects is highly desrrobte. Trover is required. Please send 
your reStJme, Including salary requirements to· Jennifer Gray, Barakat 
& Chamberlin, Inc., 1800 Harrison St., 18th Floor, Oakland, 
California 94612 

BARAKAT~ CHAMBERLIN 
We are im Equal Opportunity Emplo~r 

The U.S. DEPARTMENT OF TRANSPORTATION announces a 
program of research on consumer acceptance of Intelligent 
Transportation Systems (ITS). ITS is based on the application of 
advanced technology, including communications, electronics, and 
information processing, to increase the safety, efficiency and 
convenience of the transportation system for consumers and other 
users. ITS is a major initiative of USDOT, state and local 
governments, and firms seeking to market products and services in 
the emerging ITS market. Knowledge about consumer acceptance 
will be important to the successful deployment of ITS. 

Very shortly, USDOT will publish a Request for Proposal for 
research on ITS and consumers. Firms with expertise in 
marketing research and consumer behavior may wish to 
respond to the USDOT solicitation. Although federal procurement 
regulations prohibit discussion of details about the prospective 
research, multiple awards are anticipated. The solicitation will span 
a range of, ITS services targeted at users of private vehicles. at 
transit riders, and at intermodal users. The ITS services 
encompass a variety of applications, including but not limited to 
information services, safety and security services, personalized 
public transit, and electronic payment. 

Firms interested in responding to the RFP should have skills and 
experience in consumer research, especially in research on 
technological innovations. Firms should have experience in 
applying a variety or methodologies, such as focus groups, 
surveys, and test laboratory or clinic-type research. Experience in 
one or more aspects of transportation is highly desirable, such as 
in the automotive, transit, and loll industries. Teaming or 
subcontracting will be considered. 

A film can be put on the mailing list to receive a copy of the RFP 
when it is issued. To do so, please send two self-addressed 
gummed labels for each copy of the RFP you request. Mail to: 

Federal Highway Administration 
400 Seventh Street, SW. 
Washington, DC 20950 

Attn: Deborah Ridgely, HCP-400 
Solicition #DTFH61-95-R-QOO 16 
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Trade alk 
continued from p. 78 

gional dif eren e in both run f the mill consumer at­
eg ries (smoker , dog and cat owner ) and more oftb at 

nc s people wh spend mor than I 0 at Tupperware 
parties). The ond half cont a in · snapshots of the 
nation's 209 c n ' umer market " - as de ined by 

rbitron'" A I - fcaturin key dem graphic : and a 
I i. t of what' h t/what' s not in n umer goods, fo d. 
ars, pol iti , TV shows, et . 
Obvi u ly gear ·d toward a genera l audi n e, th • 

book probably do ·sn ' t hold any ·urpri ses for the mar­
keting pro. but if you need quick informati n n an 
ADJ r two it will come in handy. nd, lik e lu ter­

ing. the b k is fun to r ad thanks to Wei ' breezy, 
informal tyl e. 

* * * 

La. t but definitely n t leas t is The Focu Jroup, by 
Jane Farl·y empleton, dir ctor f hoic · Point: , a 

ew York res arch firm. he has more than 25 years ' 
e peri en with focu gr u -;. 

The Focus roup is one h' ·k or a b olo.., a \V 11 -
written, informative e amination fall a ·p ·cts off -
cu gr ups, from re ruiting tor port\: riting. It of er 
philo. ophical and practical advice that should be u e­
ful to both new mers and v t rans. 

ln chapter lik "IIow to Be the Bes t Possible li nt/ 
R searcher" and ·• oping With Probl em r ups ," 

emplet n gets her point s a r . s with a clarity that's 
uncommon in markcting/bu ine . s books, many f 
\ hich ar . tuffed with vague puff ry. he know what 
she's talking about so 11 he d ~-;n't have t re ·ort to 
busine .. -. peak. 

empleton relates her \J ar t ri s und h w-t infor­
mation in an intelli gent tyle that inf rm and g ·ntly 

H eadquarter : Evan Tw ed Quirk' Marketing 

R earclz Re,·iew, 6607 1 th Av . ., Minn -

ap li ·, M 55423 hon : 612- 61- 051. Fa : 

612- 6 1- 1836 

W e t oa. t: aneW is. , aneW i ·s A 

ci'lt . , I 0 Black Log Rd., K ntfi ld, A 94904, 

Ph ne: 415-461 - 1 4. ax: 4 15-461-9555 

November 1994 

in tru ts. ome ecti ns have a mem ir-like feel , but 
the storie always ha a point. Moderator will no 
doubt find plenty to relat ... to in the e pages, while 
th e wh hire m derat rs wi II learn h w a good ne 
approach th balancing a t that is the f us group. 

Reading this b k made m think ab ut focu . group 
th am wa l d a ut driving to work orne m rn -
ing : With 
man pportuni ­
ti for disaster all 
around, it's amaz­
ing everything 

d rom 
m derator 's ap ­
pearanc and d -
mcanor to 
analysis of the fi-
nal report. ther 
ar a million 

hanccs for mi in ­
terpretation and 
misunder tanding, 
for ac ident. t 
happen. They most 
assuredly d hap­
p n, but m re f ­
ten than n t, the pro e . w rks. 

Templeton writes, "With e p rience come the 
awaren ss of how many separate pe pie, aeh p r­
f rming an integral function within a narrow rang f 
t leran ~, and of h w many luck me hings of func ­
ti n and fortuity go into a smo thly run f cus gr up. 
Recruiting mu t be impeccable, planning thorough, 

mmunication between c lient and mod rat r a g d 
a humanly po ible, and motional ommitment warm. 

n top of all that, th weather must ego d enough to 

not .·tall flying , hcdu le or pre . cnt obstacle t pan I 
member , but n the ther hand, not so good that panel 
member will pia hooky and g fishing, or that eli ·nt 
sp rt men \: ill be trongly t mptcd t try the golf 

ourse in the i inity they've heard so much about. 
"' i nally, the r sp ndent th ms lves mu t not know 
ea h ther t well or hate on another r the modera­
tor) on ~ ight. If all of the e factors are fav rabl , the 
gr up h uld ao well." 

und ·asy , d e n't it? 

The F us roup ( 27.50 hardco1•er , 325 paRe ) by 
Jane Farley Templeton and egmenting the Women' 
Mar et ( 32. 0 hardcover. 46 pages) h_ E. Janice 

Leeming and y nthia F . Tripp, are published hy Probus 

P uhlishing. hicago. To ord r call 800-776-2871 . 

Latitude: Attitud s ($29 .95 hardcover , 24 pages) 

hy Mic ha el J . Weiss is puhli hed by Little, Brown and 

o .. e~1 · Yorf.. . 
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By Joseph Rydholm/QMRR editor 

J1r!!JL!JJ ;.JJJJJJl:Ef ~/ :JJJJ!JJ:af:; 

&11./!JL/ JJU!:J!.lEfJ.l f!Jf..J 

he ks ar pi lin up so high I ·an bar ·l ~ec my 
Ma ! This round of r ·views includ ~ · a I ok at th 
worn n 's market. a unique alia f 

c nf ·s:ions of a moderator. 
E. Janice Leeming and nthia F. Tripp ar pre ident 

and ice prcsid nt. resp cti el , f bout W men In .. a 
publishincr ompan that help: compani ·s market to 
women. heir ook, , ·exmentin~ the v omen ' s Market, 

contains portrait th I ifestyl sand ·onsumption habits 
of L thnic and dem graphic s gm nts of th" worn ·n 's 

meri ·an wom n t 
h m 
thor.· ha taken pain.· 

id breaking 
d wn the w m n' 
market into tiny ub­
group. - which is a 
dan r that f w of 
nich · mark ling's 
·hampions acknowl­

edg . Take th ni h 

end up with group 
·u h a ''mid -Jife 
w rking b mer l -
bian ." 

In . tead. the f us n egment that they d a. 
·· min ntly targetable,"' pr iding data and insight. into 
huyin moti ation from a wealth f our e . in luding 
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books, magaLin · arti ·I ·s, res arch company data ami 
g ernm 'Ill studies. in·· th book i~ loaded with facts 
and figures. a h chapter ends with a J i t of th address . 
and phone numbers of sourc : cit ·d so you ·•m contact 
them should ~omcthing pique y ur inter ·st. 

If it's purt f our j h to mark t to n of these 
. egment , I think you 'II find this h ok u eful and in r­
mati 

ome ar ba 
reviewed Michael J. 
Wei ' The lusler­

ing of merica. in 
which W •is: u~ ·d 

laritas' PRIZM 
syst ·m to pre file 

consum rs 
based on where the 
l i c, what th ·y cat. 
etc. He· taken th 
am appr a h with 1 

hi ne\\·' bo k, Lali­
tudt.>s all(/ Allitude . 

The fir ·t haJfofthe 
b 

lo at . . con -
sumpti n habit ·, u ' ing 

laritas and imm n. 

* * * 

I 
I 

__ __ __ j 
oded map g nerated r m 
data. Th maps :how rc-

continued on p. 77 
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Expe • ence e Best Teacher: 
Wee rdi ally invite you t learn marketing re. earch m ·thodsand appli ati on from the pr te i nal who ha e done m re 
cu tomi zcd mar eti ng re ear h and have tau ht itt more people than anyone else jo the world! 

Wh ·n you attend a Burke Institute seminar, y u 
partic ipate in m re than an exciting. on-target 
learn ing experien e. Y u learn from what we 
have learned by doing tens of thou. and of 
mark ting r sear h tudie . ur seminars r ·ne t 
thi : invaluable depth o f real- life e perti se, not 
availa le to you anywh reel e. 

lt is just one of the many rea n for the rave 
r views we have re eived worldwide from past 
partic ipant. at m r than 2, marketing research 
eminars conducted y u during the past 20 

year . . Here ar just a few erbati m from recent 
em inar evaluations: 

1. The best sem1n t In marketing rve ever ta en. Very t1m ly Th 
content is absolutely e)(cell nl. Sp ak r • exc II nt. engag1ng. It's 
mce to hav som one who can help us to understand .. Finally, 
marketing sem1nar wh1ch •s both 1n·d pth and pract1cal 

Director of Marl<et Research, Faulthlu Starch/Bon Am/ 

2. Fantastic - I finally und rstand th stuff that good colleg professors 
could not e)(pl 1n 1f h 1r llv s d pended on 11 Great manual Speak r 
IS really great - I have leamed mor from h1m 1n 2 days than I did 1n 
2 y ars 1n grad school! 

Market Admmtstrator. GTE Directories 

3 If the wealth of mlormabon, know! dg and understanding I walked 
away w1th could be convert d to money, I would b a million 1r from 
hereaft r. I was n v r mor 1mpressed with an instructor and a 
seminar as I was with this. Workbook hke nona I h v ev r b n 
exposed to . . somewhat s1mllar to th Encyclopaedia Brettanica. 
Speaker dynam1c, xcillng, brilliant, showed tremendous interest 1n 
the subject as well as each participant 

ProJect Coordrnator. General Foods 

Super - besl 2 d y m1n r I've v r had. Totally targeted B st 
workbook I've seen 1n terms of wal 1ng away w1th a gr I m mory 
jogger Super spe ker 

Manager, ICI Pharmt~ceutlc Is 

5. I have listed more than 30 Ideas lor 1mmediat impl m nt hon I my 
company. Outstand.ng sp k r: expert, enthusiastic, as good a 
list n r as h IS a teacher 

Manager, Consumer Research, Heinz 

6. FantastiC ncl on-track I Th manual wilt be a great add1t1on to our 
reference library! Pncel ssl So w II I id out . Speaker e)(cellent. 
ml r hng - on-trac::K. 

Produc/ Researcher. Midm11rk Corporation 

7 Th best (s mtnar) l'v tt nded. Outstanding assoctation of statistics 
to marketing research problems Linked statistical background of 
MBA to study concerns If v ryday. (The spea er) e)(plains 
statistics and methods better m 2 days than mosl prof ssors h v 
don 1n a sem ster of und rgrad and grad work. 

Business Research Analyst. Dow Chemical 

8. Fant stlci Evenlhoughlhavean M.S mstatslhaveneverhad uch 
a cl ar picture of how to apply st 1 techniques before Wonderful 
examples to e)(platn the theories, 1d as. philosophieS· up rb 
(speaker) ' Helped to motlv I m to expand my use of different 
t chniques and explore more possibilities 

9 

10 

Marketing Research Analyst, Consumer Power Company 

"IntensiVe" ts an und rst t m nt. But. I sur f I I got my money's 
worth . I got v rythlng I came for. and more. lncredtbty helpful and 
usetul1nformahon. Temf1c workbook. Un1que Instructor . . . someone 
who can "do" nd "te ch". Wonderfully enthusiastic 

Pnncspal, Cre81v Focus 

Incredible- better than I e)(pected. "8~gg st8ang lor th Buc::K" of 
ny semmar l'v v r an nded. Fantastic. 

Marl<etlng Research Analyst, Depuy 
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Just because you can't fly to the 
focus group, doesn't mean you 

can't attend. 

Now, key people can attend a focus group and never leave town. 

While the need for qualitative consumer 
information row , demand on vour time and 
re ource al grow. .. 

To olve thi problem the v1deo Conferencing 
Alliance ~etwork, a £roup of independently­
owned, highly re pected focus roup facilities in 
major markets throucrhout the U.S .. intro uces 
Group~erw \.1deo Conferen ina. 

Group et uses state-of-the-art 
PictureTel equipment, along with AT&T'S 
technologically advanced network. 

Introducing 
GroupNerM Viileo 

Cotiferencing 
Groupl'\et's wide band\vidth tran mission allow 
for a high resolution picture and crystal clear 
sound. All ite prO\'ide fully interactive tran -
mis ion, allowin ob ervers in borh transmitting 
and recei\'ina sites to communicate with each 
other before, during, and after the oro up . 

There are no up-front investments, 
long-term contracts, or volume commit­
ments to make - you pay only for what 
you use. All Video Conferencing Alliance 
~etwork member are capable of tran mitting 
and receiving focus groups. So view from our 
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