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"Well, you aid you wanted 
cro -country focu group . " 

It' one thing to et up ne focu gr up in ne city at one time. But l get aU the 
group. y u want in al the citie you want with the e a t re pondcnt and 

amenitie. you want, it take the new fieldwork etw r . 

fieldwork offer world-cia cr ice and am niti from 12 locali n, ... in 7 key 
metr rca . Well- crecned rc p nd nt ~ fr m th b t databa e in the bu in . Plus, 
we can now arrange your multi- tudy project with any f cus facility in the ountry. 

Wh thcr your next project i · a cross-country or cross-town fforl , al1 it take · is one 
phone call to get there ult you deser e. aJlthe new jieldl-wJrk Network today. 

A LAN A - 770-988-0330 D NVER - 303-825-778 

BOSTON - Metro We t - 617-899-3660 EAST - Fort Lee - 201 -585-8200 

- Downtown - 617-899-3660 A - Westchester - 914-34 7-2145 

AGO- orth- 312-282-2911 - LOS A GELES - 714-252-8180 

AG - 'Hare - 312-714-8700 PH Nl - cott dale- 602-4 8-2800 

HI A - chaumburg - 708-41 -9040 PH ENIX - outh Mountain - 602-438-2800 

ulti-location stu die - 1-800-TO- D 

t take fieldwork! 

. __ ... ... .. _···--- .. -------- .. -~ .. - - -~--- '"" . ·--· ... -- - · ---~----- ...--..._ __ _ . -.. - .-.... ...... - -···--- ··-- . ,. - ·---· ..-.. -.... _ .... ., ... .... _ __.-



TO PICK YOUR 
VARIABLES 

•• I ---. ---. ---. 

CLICK 
TO SELECT 
THE SURVEY 

TO RUN 
THE TABLE 

With Quanvert on your PC you no longer have to depend on others to produce your survey tables. 
You can do it yourself from the original survey data, with no special skills whatsoever. 

The process is even easier with Quanvert for Windows, a new version of Quanvert specially written for 
the friendly style of the Microsoft Windows™ environment. All commands are executed by on-screen 
buttons menus and dialog boxes. Complicated concepts are displayed in simple pictorial form. 
We have added many new features too - all to help you do what you want to do more ~\~ 
easily, in the manner that suits you best. ~~ 

QUANTI ME 
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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. 

OCS is among the nation's largest providers 
of mall intercept research offering numerous 
enclosed regional sites. With CS 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 OCS' unique Polling System M 

provides up-to-the-minute data transmission 
directly to you. 

Add to these benefits our extensive experience 
in project management and CS becomes the 
clear choice for the best in mall data collection. No 
other mall data collection source provides more 
comprehensive service. To learn more~r to receive 

samt be-daki~ pricinlgl andt pdroj- 1-800-325-3338 ec oo ng-ca us o ay. 

Quality Controlled Services 



Credit card offers soar to 
record high; response rates 
drop to near -histone low 

ba ·c rate · m~ ' ·ignificantly affect their 
attitudes and I all ' to the ards they 
already hold." 

In 1994. direct mail solicitation: 
reach d an histori · high of 2.4 billion 
of~ rs. rcpr ·scnting an increase of n ·arly 
60 percent ver l 93. t the :-,arne time 
the response rate for I 994 decreased to a 
low of 1.6 percent. (n actual numbers, 
however, 3R million new credit cnrd of­
f rswereacccptedbyconsumer. in 1'19 • 
·omparcd to . 3 million in 19'1_ . 

red it ard . licitati n. , w·hich rea h d 
record lev Is Ia l year. are . oaring to even 
greaterh ight in l995,a rdinetoMail 

onitor. the tlircct mail 
credit card acquisi­

tion tracking ser­
vice managetl by 
BAJ (Behavioral 

interesting questions in the near future as 
introductory rates be!lin to e pire, and 
card base rates climb. How will consum­
ers react? Will they continue to us thes 
cards? Will the switch? The jump in '' l"'or I 95. thejump in offers in thetirst 

Analy­
~ i s 
Inc.). a 

keting r -
~carch and ·onsulting firm. 

he olumc of credit ·ard 
off r: mail d to consum rs 
climbed 37 percent to u record 
high 72 . . 2 million pieces in 
the fir;;tthree monthqhis y nr, 
compared to th tirstquart rof 
l 9'14. he offers reached thr e 
out of every four famili s in 
the .S. at lea:t one each 
month, Mail Monitor found. 

While h:mk" and other card 
issuers are reaching more 
households than vcr{upfrom 
65 percent of households last 
yeur to 75 per ent in th I st 
quarter of 1995 ), c nsumer 

to the dire t mail f-

I._ percent in the Erst quart r. 
say R bert G. kolni k. e -
e uti e vi e presid nl fB L 

"A theacc ptnn erat con­
tinue t drop.thec . ttobank 
t acquir new card h lder 

ntinues to increase. 

6 

If you call them, they may switch 
July 's "Bruskin/ oldring Research Report' ' newsletter, pub­

li h ·d by Bru ·kin/Gold1ing Reset~ ·h. i:on, N.J.. reported 
that during pril May and June of this car more than four in 
ten (42 per ·enl) adults said they rec ived phone ails from 
t lephonecompm1i ·ssuchasAT&T,M Lor printaskingthcm 
to witch their long distam.:e scrvi ·c. The ·ails seem to hav · worked: 
more thtm one qum1 ·r (27 pcrccnl) of pcopl, \.Vho rec ived calls . aJ 

Lh ·witch ·d scrvi · 'S as a result of the ·all. 
Younger re ·pond ·nt:, aged 18-24. arc most likely ( 6 per-

cent)t witch I ngclistan e · rvi c · asar ultoftelemarketing 
call ·. whil" tho · aged 50+ arc more loyal to their current long 
di tan ~ c mpany an I ar · th · 1 ·astlikely ( L perc ·nt) to ·witch. 

outherners are . omewhat more apt { ..... 9 per ent) than pe pie 
from other regi ns to mak. n hange. and tho fr m the We.1 
are the lea. tlikely (~4 percent). Higher-in ome earner~ (hou. e­
hold incom of 50,000+) are m re likel (32 percent) than 
other. to try a new . ervice. \i hile re p ndent. from hou e­
hold. with income. le .. 1han 20.000 ure 1he lea t likely (25 
percent) to swit h. For more infom1ation, all90 -572-7300. 

quarter portend.· the strong pos­
sibilit that •ts man a." three 
billion credit cnrd offers \ ill 
be mail ·d this year," Skolni k 
says. 

"Histo ically,re. pon emte 
d lin as mail v lume in­
creases,'' kolni k poinT. ut. 
"although not in direct propor­
tion. The decline in re. p n·e 
mtes i~ generally :maller than 
th in rea. e in mail volume, o 
that in the nd you do . ee more 
credit ·ards issu d.'' 

The M il Monitor tudy al~o 
found that: 

• The three ut off ur hou, e­
hold. recei ing off r~ ere 
g tting, n avernge. 3.6 bank 
card offer: ea h month. 

• For the fir t time in over a 
ear, aftinity/ -branded redir 

card ffers did not produce a 
markedly higher re~ n e mte 
than traditional bank card . . 

• The fir t quart r in 1995 
nw bank card mail volume 
VI /Ma terCard) limb to 

6 4 million pie es, a 37 per­
cent in rea. eoverthe first three 

continued on p. 33 
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U H C picks Picker for 
patient surveys 

of H 's :atisfac tion mea ur ment and 
improv 'm ·nt program, at 708-954-
170 . 

with r bust fun tion call : for hand-print 
r gniti n, ma hin -print r cogni tion , 
fi ld ynta ·, nt t h eking, harac­
t r/multi -line segm ntati n and di tio­
nary mat hing. F r more information, 
call 00-659-8755. 

Saporito offers insurance 
industry database Tri-CR available as 

toolkit 
ew 
pe-

Tri - R, th recognition tcchnolog 
in ardiff oft ware Inc.' s I ~ rm, i 
n w a ui I able as a toolkit Tri- R ·n-

DECEMBER SAWTOOTH SEMINARS 
Sawtooth Technologies has scheduled three semi­

nars for researchers who are interested in conjoint 
analysis and discrete choice modeling but who have 
had little or no practical exposure to the techniques. 
The dates and topics are: December4-5 (1-1/2 days) , 
conjoint analysis ; December 5 (1/2 day) , introduction 
to the ACA System; December 6, choice-based con­
joint. With the exception of the ACA session, these 
classes are not training classes for Sawtooth Tech­
nologies products; the focus is on theory and prac­
tice. Topics covered include study design, sampling , 
and analysis and presentation of results. Case studies 
are also presented . The ACA session is intended for 
those who want to learn more about the company's 
ACA System for Adaptive Conjoint Analysis. The semi-

8 

·. databa 

continued on p. 36 

nars will be held in Evanston , Ill. , near the 
company 's office . Fees are : conjoint analysis semi­
nar, $750; choice-based conjoint , $500 ($400 if 
attending conjoint seminar) ; introduction to ACA, 
$200. Discounts are available for three or more 
attendees from the same company. For more infor­
mation , call Nicole Garneau at 708-866-0870. 

GIS CONFERENCE CAll FOR PAPERS 
GIS World invites researchers to participate in 

"Business Geographies for Educators and Research­
ers," May 30, 1996 in Chicago. An open call for papers 
has also been issued to researchers. The special day­
long conference, co-sponsored by the Association of 
American Geographers, is a part of "Business 
Geographies '96," a gathering of business geographies 
professionals , users and vendors. For more informa­
tion about submitting a paper or attending , contact 
Sylvia Marshall at 970-223-4848 or e-mail 
sylvia@g isworld .com 
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ocusVision™ Network 
gs your customers into 

your office, ready to talk. 
b • 

How it Works: 

FocusVision Network provides 
video transm is sian of live 
nationwide focus groups. 

• "Attend .. your nationwide groups 
from your office or convenient 
FocusVision Viewing Center. 

• More Key personnel can 
participate, while saving travel 
time, incohvenience, and cost. 

• Turn key End-To-End Service, with 
a FocusVision Facilitator at the 
client site. ensures the quality 
and comfort of every project. 

Highest quality picture and 
sound with state-of-the-art CLI 
equipment and AT&T network 
systems. 

Two zoom lens cameras are 
controlled from client ocation; 
see what you want to see. 

• Communicate with your 
moderator and behind-the­
mirror colleagues at any time . 
Conduct two-way video 
debriefings. 

Announcing FocusVision 
Worldwide coming soon ... 

London, Paris, Frankfurt and More. 
Call for Information. 

Atlanta 
A'eldwork. Inc. 
Quick Test Op1mon Center 

los ton 
A'eldwork, Inc. 

Chiago Suburlaln 
Sm1th Research 
Quality Controlled SeiVlces 

Chiclgo DDWntuwn -
Adler-Weiner Research. Inc. 
Smtth Research 

Cinci uti 
7he Answer Group 

Cofum~us, DH 
Quality Controlled Servrces 

O.lln 
Quality Controlled Setvices 

Oenwr 
Information Research, Inc. 

Houston 
Quality Controlled Servrces 

llnsas City 
Quality Controlled Services 

Los Anteln 
Trotta Assoctates 

Los Aqeln Orange County 
Trotta Associates Irvine. CA 

Focu VI 
EIWO 

' 

Minnupalis 
Orman 
Guidance 

Nashville 
Quality Controlled 

New Yarll City 
Murray Hill Center 

Philadelphia 
Philadelphia Focus 

Phoenix 
Fieldwork. Inc. 

Ratei1h 
L&E Research 

San francisco 
Ecker &. Assodates 

Seattle 
Gilmore Research Group 

StLouis 
Quality Controlled Services 

la•fll 
Suburban Associates 

Wasltin1ton D.C. 
House Market Research, Inc. 

Westchester, NY 
Fieldwork, Inc. 

1266 ast Main treet • tamford, anne rieur 06902 • (20 ) 961 -1715 • Fax (20 ) 961 -019 
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Packaging research 
Qualitative technique 
helps Scott Paper find 
out if con umers cotton 
to new Cottonelle 

y J eph Rydh lm, MRR ditor 

F r th ambitiou revamping of it ottonelle bath 
tis:u lin , u Pap r o., tarted from the bottom 
up. ith the help of a qualitati ere ar h t hnique 

that turn on umers int product d . igner ·, th Philadel­
phia firm radically changed th pr du t' . pa kaging, 
p iti ning and identity. 

h end re ult i. the dvanced Per · nal IIygicn line, 
whi h cott intr du ed nati nail in Jul in a bid to 
in reas it , shar of th ~ .4 illi n bath Li . ue at gory. 

he I i.ne includes three pr ducts, a! I eari ng the tt nelle 
name: a hypo-allerg nic bath tissu fr·e fink . , d e or 
fragrance ; a bath ti ·u with micro-fine b·1king soda 
that "neutralize and redu e d r''); and moist p r. nal 

wipe withal e. 
The product ar de ion d a · a two-st p approa h to 

per nal hygiene in whi h n umer: are urged to usc one 
of the t ilet paper in tandem with the moist p ·rsonal wipe 
forma imum per · nal cl anliness. 

e t y u think that that ound. like ov rkill, there's 
re ar h to back it up . (1 . n' t th re ah ays? 

lntalkingwith n urn r ·, ttfoundthat60p rent 
of the p pulati n felt additional cl an ·ing wa: nece:sary 
after a i it to the bathr m. indicating that ·i:ting toil t 
paper · \ ren't doin g the j b. "Additional I ansing" 
included everything from v etting the t ilet paper or using 
a di po able wipe t sh wering afterwards. 

h ·e inding , in the c nt ·t f the ·ountrJ 's in ­
crea e health c n iou n , indicated t ott that n w 
pr duct de igned to meet thi: need uld h lp r po ·ition 
th ottonell lin bas don hygi ne rather than that old 
:tandby in the toilet ti · ·ue business: s ftn :s. 

November 1995 

Brain torming ion had produ ed a number of idea 
on h w t reposition the lin . ay Joan Ba ett, ni r 
research manager, cott Paper. "We tried to get all the 
b st thinking available, no holds barr d. Ev rything wa 
fair game. r m that we par ditto a manageable few thal 
were judged t be di . tin ti while till meeting a on­
urn r n d ba: d n ur arli r learning," Ba 

cu:ing n s m thing other than oftn 
e c llent way t diff r ntiat ttonelle from 

ob allac , pr sident of Walla e 
w York firm that handl d th pa kag­

ing rede ·ign \V rk. "We .--------:-"""":""""-----.......,...----:~-.....,., 
had an opp rtunity to 
rebuild a brand. The 

nly thing we wanted 
maintain \ a the 

brand name, becau e 
ttonelle had trong 

re ogniti n and we 
want d t lit rally build 
it around n umer 

l ing need and talk 
t them in a wa that 
th y had n v r been 
talked to b fore - about 
p rs nal hygi ne a op­
pos d t softn 

"It' t ilel paper, af­
ter all. u'r not sup­
p e to think t much 
about it. It \1 as a one­
attribute cat g ry. The 
challeng was to find a 
n · w at tri but to ta 1 k .___ _ __ __:__..;;__.:...• _-;.....' ......;_...;;._...:._.~i 
about that would b· 
meaningful to onsumers ·wd le ·rage that to separate 

otton lie from the comp ·titi n in a value-added wa ." 

Build the ideal produ ct 
For pr ·liminary t :Ling o th ad van ed per nal hy­

gi ne con epL and oth ·rs. c tt Pap r talked t 
in I 4 in three cities in th ·cast, midwest and st. u. ing 
Building Blo ks, ~ qualitativ r ear h te hnique created 
b cw Dirccti ns onsulting, While Plain , N.Y. 

Building Blocks is de. igned t g t e n umer l build 
their id at r du t, ·ay Jan G ldwa er, prin ipal, e 

continued on p. 46 
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Customer research 
drives sales, 
promotions at 
Minneapolis mall 

y c tt R. ryd n 

12 

Edilor' Nole : cot/ R. Bryden is manager of account 
sen·ice at /Q IIntelligenl Marketing , y. terns, Inc.. a Min ­
neapoli da1aha e manag ment and marketing firm. 

inn ap JL - t. Paul ar a i~ th · birthpla f the 
h pping mall - outhdale. th first nclo:ed sh p­

ping 'enter, opened in 1956 in uburban dina - so 
at . no ·urpri · that it 2.2 milli n resident: have an 
abundance fmall to cho e r m - including n of the 
larg st in th' w rid. The hallenge f r each hopping 
enter in th.. \ in itie. i t diff rentiate it elf from th 

c mp tition and ·ullivate a f ll \ ing of l yal. rep at 
·hoppers. 

or Ridgedal ·Mall, a ·i ·ter mall r uthdale lo ated 

Quirk's Marketing Research Review 



in the well -to -do suburb of 
Minnetonka ju . t we t of Minneapo­
lis, ongoing, in-depth re ear h, ha 
b en th answer. 

he 150-store, mi11ion- . quare-foot 
shopping center decid d to learn a 
much as possible about its u t mer 
and pot ntial customer~ - and to u e 
that knowledg ~to profile an audience 
of lik ly customer. to target for pro­
motions. 

h straterry has been ver uc -
cess ul. Gwendolyn owle, mar et­
ing coordinator for Ridg--da le, be­
lieve that thi pinpointed informa­
ti n - and how th mall uses it ­
i re . p nsible for a steady increase 
in annual sales ea ·h of the Ia ·t five 
year . 

Profiling the " premier" cu. tomer 
Over that period, 1 / Intelligent 

Marketing Sy t m , lnc .. a Minn -
ap li databa e rnanagem nt and mar­
k ting firm, ha w rked with th mall 
to build a databa e that pr vides an 
accurate profile f the t pica! 
Ridgedale hopper. nstruct d from 
ali. t f m re than 150,0 0 name that 
i - constantly e panded and updated 
the cust m r profile in rp rate de ­
tai led demographics and 
p. h graphi , in luding h pping 
b havi r, size of av ·rage pur ha e, 
etc., t paint an in -depth p rtrait of 
Ridg dale's "premier u t mer." the 
individual mo t likely to become a 
habitual shopper at the ma ll. 

hat profi I becomes the ba i of 
t-effecti e and highly targ ted pro­

motions. o k ep th ·ycl going. the 
mall trie a much as possib le to build 
into e cry promotion an pp rtunity 
t query hoppers f r additional in­
f rmation that i fed int the data­
ba e. 

ontinuou. proc .. 
IQ rea ted the databa:e first by pur­

cha:ing some 40,000 name in the 

November 1995 

region from commercial list house · 
as a starting point (later augmented 
with a econd purchase of 60,000 
name ~ ). and then immediate ly began 
the c ntinuous process of adding to 
and 4ualifying the databa e. New en­
tries now come from sal"'') ~lips, re -
pon e to mailing and from in-mall 

promotions that have a d u Je pur­
po e - to huild traffi · and also to 
serve a~ the oc a ion for ecuring 
m re data. 

Ba ed on r cent update . the data­
ba ·e ama:sed these facts about 
Ridgedale u t mer : 

• Eighty-s en percent of them are 
hom wner , living in two definable 
areas. 

• Th value of these sing le-famil 
hous s is t pi call between 75.000 
and $125.000. 

• hirty -four per ent of Ridgedale 
fami lies profiled by TQ have three 
adult~ living in the arne h u eh ld, 
including ldcrl p·lrents of ' hildr n 

lder than IS living with their par­
nts. 
• Nearl 50 percent said the hav 

b ught product. through the mail. 
• Of the 75 percent who are mar­

ried. a little o er half ha e hildren. 
• Of red it ard h lder , 3_ 5 v n 

bank. card and/or a ard i 
store or a gas ' tati n. 

Research ontinue all ear. pin­
ning off re pon e t promoti n . F r 
e ample, during the hri tma holi ­
da s Ia. t ear. shopper were in ited 
to pick up a free mug if they topped 
by Ridgedale· u t mer er ice cen­
ter and filled out a hort ur ey form 
that eli ited information a out pur­
cha~e habit . income level, occupa­
tion, number of children, et . 

The databa · ha al in pired a 
ncw. lett r, "Right w," which i 
mailed 4uarterl to sele ted egrnent 

of the database and serves three fun -
tion : 

• It c mmunicates advance infor­
mation n upc ming a les and othe r 
e ent at Ridgedale to the e preferred 
customer . 

• It b l ter the image of the "pre-

/h. f 

'FIJ 114 
tailed remogrr. rphic. 
p. flo!} 'flhl Including 

VJpino b 1/avior, ire of 

rerage pure. e, etc., .to 
p fnt "In-depth po. rail 
of Ridgedale' -premier 
cus, umer, "the lntliitidual 
ma Oke/y ID become a 
habi ual hopper the 
maN. 

mier" Ridgedale customer, wh i 
made to feel part of an elite group. 

• It erve a a vehicle for extract­
ing further informati n that will 
qualify and quantify the databa:e. 

T pieally, the new letter will in­
clude a coupon good for a fre gift r 
for a gift v ith a purcha ·e. r 
ample, a h pper might be offered a 
tote bag upon pre entation of I 00 in 
ale re eipt from Ridgedale. When 

the h pp r take ad antage f the 
coupon , it create an ther pportu-

continued on p. 38 
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Using classification tree analysis: a rev·ew 
of the method and a new softwar 
package for C A D I CART s 

ditor's note: Dr. te\'l!n truhl i \'ice pre id 111. enior 
m tho lolof!.ist at the hica '0 oj]'ice of Total Re earch. 

14 

anal i. t amin all the 
ming the e 1455 r p n-

1'1 that I ad t ub-gr up 
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WAY 

WA T IT. 
G nerate RDD ampl zvhen and ho'lv you 

want - even usin the PC you already 

hav . Don't worry about blowin th 

budget, bu y ignal , orderin deadlin I 

turnaround tinze, m d m problems 1 

packa e pick-up tin1 , ample quality, 

viru e or how well someon lse' 

comput r i workin today. 

When you want total control over 
your sample production, 
call 215-653-7100. 

GENESYS Sa pli g Systems 
The first, the only. 



differing significantly in li eliho d t at ggy s. Then we Rath r it exam in d all po . ible wa 
wills l ct one of the. varia I , a the fir t predi t r (or th 
ariable) that define ubgr up . In u e ·ampl , the ariable 

" e ,"I t d wa · the type of it ortown \! here the respond nt 
lived. Oftho.e who li e in uburban ar a . 

ggyO . mong th e living in either th city or rural 
ar as, nly 17 percent do. 

his first split of th t tal ample hO\: . some of the great 
ne ·ibility thi meth d ha in id ntifying , uh-groups. [n this 
~ ample, th pr edure aut mati ally c mbined tw t p s of 

16 Quirk's Marketing Research Review 



much sugar. f tho e who agreed completely with thi 
modest propo:ition, some 2 percent ate oggy f th e 
who di agreed completely, only I 0 p ~rccnt did. Those with 
middling I Is of agreement were about a · like y a the 
overall average to be oggy eater ( ome 19 per ent). 

O\V , ba ed on one attitudinal and one dem graphi variable 
we ha e already identified ev ral group diff ring . lr ngly 
in term~ of the beha ior we wi h to under tand (eating 

oggy s). 

HowCiassl1ication Tree Analysis Works (3) 

F 67, 

In I ad '"'e coud go back lot e group ol679 
we found rn first split and s e how drv-d 

m urth r By the end oft analysr we 
most I ke ly wrl spl t both groups shown here 

nd ~ p on rtllr-g untrl we reach a lower 
rm1 on gr~p srze (t I w ) 

f~ure 

November 1995 

a too much ugar.'' Or perhap. , we could go back and look 
at the 679 rural and urban r pondents who w ha not yet 
analyzed. Panel 3 f Fig. 1 de c · ibe the choic at thi 
jun ture in the analy i in m re detaiL 

The analy i ' continu . , crcatin l1 smaller and small r ·ub­
group ' until iL reaches :om minimum group ize (tha t the 
analy. t s ts) or until no more sign ificant predicto eme ge. 
(Th analy:t also sets the threshold for statistical ignifi-
an e. ) 

How Classification Tree Analysis Works (4): The tree diagram 

Thi$ di<lgram $hOW$ what happened 
after we $p/lt the umple as much 
a$ we wished In this nalysls, 

F;, • ' 

he ful l analy is appear in Panel4 of Fig. 1, in the form 
f a "tr e diagram." Thi tree erve a a ba i way of 

di playing nnd w rking with data in thi f rm of anal 1 . 

continued on p. 26 
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True life tales in marketing research 

Editor's note: "War storil' " i a 
regularfearure in which rt lwlman. 
presidenl of , lwlman Re earch. \'an 
Nu.v . a/if .. presenls lwmorou sro­
rie of lifi in the research lrenche . 
Read r. are im•itNI to call or write 

hulman with lorie of !heir own. 

uton 
hake 

mpany 
cite a t r t ld t him about a pre i­
dent of a large mark t r ear h com­
pany whos pre ntation in the b ard 
r om at hi . lienf orporate head­
quarter wa. interrupted by the ph ne 
ringing. When the per on an wering 
the phone ann un ed, " meone 
want t kn \'->' if w have a 
' e k au r" he e," n fth partici­
pant ra k d. ·'H ll no! W don't 

18 

By Art Shulman 

ffee break!·· 

ri dan an wer d meekly, 
wond ring what hi imp rtant lient 

arch provider or 
ur tory to be 

I -7 ~-4252 or, 
itt m 
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550 S.Wadsworth Blvd. 
Suite 101 

Denver, Cotorado 80226 

(303) 935-1750 
Fax : 935-4390 

Faciliti 
The Focus Group Suite is a contemporary, tastefully 
decorated, private fadlity centrally located with easy 
accessibility. 
• Conference Room includes washable writing 

surfaces, movable easel, oak rails, 20" monitor & 1/2" 
video players. Conference table seats 13. Wired to 
provide audio & video feeds to Focus Group . 

• Viewin9. Room 2 tiered, seating 15 people comfort-
ably. Wnting surface, muted lighting & state-of-the-art 

sound system. Snack & beverage bar also in 
room. Catering service provides Denver's 
best cuisine. 

• Central Location Facility 500 sq. ft provides 

i~f~=!!!ii multiple configurations of seating, holding 40-50 respondents. Can be used for multipur-
poses, including client work area, de-briefing 
f~cility, ~or mock jury tests, store 
s1mufat1ons, or taste tests. 

• Secured Storage Room Adjacent to central 
location facility for product materials. 
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ha: n pr m t d 

man g r f th editing and ing 
partment at Decision naly t. Inc .. 
l ingt n, T a ·. 

. Inc. has ap­
ar h dir 

OBJECTIVE: 
ample produclion ') tem ... ·imple and jiieud~)' ... 

for anyone on .taff lo draw .amp/.) auy lime. any day. 

551 SOLUTIO • • 
Bru .M d ry (\'i e Pre11ident of B llomy R ar h , In . 

in Win!'.! n-:alem. 'onh arolinal- "t'nlike other ~~~tern 
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point-and-click . . ample 1.~ produc ·d from .1 d.H.tha l' th.Jt' 

lrul~ up-to-date and rrond ·s .1 \·,m ·ty of 

advantage'l that JU.I Jr •n l [)OS. ibl ' Wtlh 
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automati d ·dupiK.l!Hm. opttonal 

numher proteuion. hu. inc... numb ·r 
remora!. anc.l 11ampl<..· ... r · ·ning. 

You t ><> lan gJin w-.1 ~.tving and 

·om ·nien · · wilh .\ .~ .\ \ 'AP •. <.all \ I 

for 'amphng ~olution~ at l20) 2)'i 20fl. 

ur y 
ampling. 

In : 
Parlllt'l'. ll ' lth . urt 't')' 

re. earcher- ,,nte JCJ/ -

Palumbo 

mpula 
i ·ha I 

frain 
nt-

' n add d 

Research, t. Paul, a. re. car h nsult­
ant. 
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ath rin Bryant 

Qua lit ~ontro ll d rv ic ha 
pand d it 0 erland Park, Kan., 

facility t f us gr up 
. uit . , a multi-purp . r m, a en­
tral phon r m with 4 R sta­
ti n , ate t kit hen and 12 pre-r ruit 

r inf rmati n. all 
0- 25-1 2. 

nc., tlanta. a data pr ce ·:­
ing and tati ti al analy i firm, ha 
• pand d it rang r t in-
Jude sur res ar h pr j L n-

. ulting, d . ign and planning; ample 
consulting. planning and . amp I g n-

rati n; data lie ti n and pr ara -
ti n: mark ting databa. e d . i n, d -
v lopm nt and manag m nt: ad-

anced :tati.·ti al anal sis; statisti al 
m delin ; and ·onsultin in data in­
terpretati n. In oth r n w ·, th firm 
ha pun ff its hi a tabulation 

merly 
and 

ntinue t b o-

l ated at 10 
ag . 

uth Ri er.·id m hi- transmis:i n t th ffi f F u 

cia te , H lm 

M a rk t R ea r h . 

Erlich 
Transcultural 

Consultants 

Lat · o 
As -an f} 
African 

American 
R esearch 

I ient: or 2. other mark. l that are 
link d throu h m mb ·rship in th 

Mar etin valua tion , Inc. has 
m 161 rth rn Bl d., 
Manha , t, N. .. 110 0. Ph n 51 -

continued on p. 53 

BilinguaVBicultural Focus Groups 
In-depth/In-language Executive 

Interviews 
Simultaneous Translation 

Quantitative R rch Including: 
Questionnaire Translation Into 

Familiar, Readily Understandable 
Language 

Segmentation Studies 
Full Range of Multivariate 
Techniques 

In lghtful Analy I and Cultural 
Interpretation of Finding 

Highly Experl need R arch 
and Marketing Con ultlng Staff 

Contact: Andrew Erlich, Ph.D. 
Phone: 818.226.1333 
Fax: 818.226.1338 
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The business of researc~h _ 

Message to research firms: Your 
first impression m · ght be your last 

How a research company re pond to an initial query may 
tell a lot about the quality of work it doe 

· ditor'. nore : Ron e/ler i in 

charxe of primary an I e ondar.v re­
search for Bank One. Western Rl'­
xion. Preriou ly he worked 011 the 
vendor side as a pro) ct director for 
th Barna Re earch roup, Ltd. 

T here are re ear h tinn fr m n­
ch rage to Tampa. fr m Pro i­
dence to an Di g . II of them 

t a ompetit r. 
Tak it from ·omconc who has mad 

fir:t c nta t \Vith all t many c mpa­
ni . : there are " ay · that v ndor~ com­
municate very l arl the quality of th 
work they ar lik ly t do. ev n in this 
fir t nta t. A: a client or a~ a v nd r, 
her' arc some thing. to look f r. 

Knowledge r~f rile clic111' . expecla-

22 

By R n e ll r 

tion and needs. Vendors s metime 
a ume that all li nts want the sam 
thjng, whether that i~ low pric , in­
hou e ROD :ample. r gr at fo d ur­
ing fo u gr up . . Whil ou spend your 
tim hyping how low y ur t are. 

our potential I ient may be w ndering 
about the I vel of · rvice h ·u r eive 
or your c mpany' . e p ri nc in her 
industr . I've been insulted b vendor 
whowanttosellmeontheirfo u gr up 
facilit .·ol ly b caus the ut r g ur­
m t m ·als and are within 20 minute f 
thr ·c ·harnpionship golf cou1 .. e . I'm 
there to do :erious re;;earch, n t t 
guplant parm an nnd pla 1 h le~! 

ct other pot ntial clients ma find 
th ·s' asp cts very imp rtant. 

Lik an g cJ mark ter, u need to 
find out \Vh 'lt y ur tnrg t want~. and 
givcittohimorh r,wheth rit' . cletail 
on our finan ial indu try r ear h , -
p ri n r lit fl allu uryres rt ·. 

The qualify of rhe COIW1lllllicarions. 

What y u ay i important. but h w you 
. ay it and h \V it lo k. · ar~ al.o ita!. I 
once r ·jcct d a hid from a p tential 
vendor hecau~e it had a typographi a! 
rror ... in th I tterhend! Jfthe ompany 

could I ·t ~omething that rnaj r g t 
thr ugh \Vithout n tieing ( r could no­
ti e it and just not care), what ur th 
chan s thnt thew rk.they do will -;how 

any attenti n t detail? 
pen any edition of The Gr enB k 

from the M and you'll ·ec at I a:t 
oneortw a erti em nt thatl kasif 
they were de igned b an ight-y ar­
old and fa 'ed in at low r . I uti n. Pr -
moti nal lit raturc and adv rti . ing 
d e n't hav I b· our-c lor, gl y. 
and ·pensiv 1 produ ·edt ommuni­
cate that the research firm i: a quality 
organization. But u ·ing poor grammar 
in a r lett r, p lling th · client': 
name ""'r ng. pr viding br chures that 
are ell wed, worn or written on, r 
ending ut s m thing that just I k · 

lik · p r quality clearly communi at 
the kind of \Vork the ·li nt an exp t. 

Thi~ appli s to telephone communi­
cations, a~ w ·II. convoluted v i email 
sy. t ·moran unprofessional r epti n­
i t give · a very p r fir. t irnpr ssion. 
The last thing a ·lient wants t h ar i . 
"'] le's too busy to take y ur all. He'll 
ha to call you back tomorrow.·· 

The Lmwwu (~(informal ion ami /a hie . 
omc vendor. se m to have a th ught­

ful an ·wer to alrno~t an qu stion. th­
ers apparently can't bcli ve they'r 
ing asked qu ·stions. licnts will ft n 
\Vant detail-;. What tab pa ·kagc or .·tu­

tisti al soft\ ar i: being u ed'? What 

continued on p. 39 
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p rn rman Plu 
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1 n iat 
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In . 

Pr b R arch Inc. 
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w 0 R 

T H E F U T U R E ... T 0 D A Y. 
nd Our Memb r Markets 

J. It kner o iat 
Phil d lphi , Penns lvania 

rwin R arch rvt 

J ks nville, Florid 

In 

rvt 

In . 

up nor urveys of t. Loui 
r. L ui , Mi un 

nni Re ear h fVIC In . 
Fr. Wayn , Indiana 

on urn r u.r¥ y ompany 
'hi ag , IUinoi 

Pat Henry Mar 
leveland, hio 

Are Pleas d o nnounce The Addition Of 

will employ three ( 
nh n all dara ollecti 

NE·rwt1RK features the following ('rM(' software programn1ing solutions: 

0 l 

or m r 111 

pie .11 
( 06) 

7i 

d y rem r doing tab and graphi s. 

WOR & Cf c 
The Power of Partnering. 

f r m r infi rm ri nab ut fM 
pl a all J y Ra h I on 

(21 2) 777-5120 . (212) 777-5217 



Some thoughts on developing new products 
By Jerry W. Thomas 

Editor' note: Jerry Thoma. i pr . i- formidabl 
dent ofDeci ion naf.v t, an rlington, 
Texa . re earch firm . 

negati e atti tu 
Bur au rati al ifi ali n i: a continued on p. 41 

24 Quirk's Marketing Research Review 



your r qu ·J 

QUICK TEST 
EQ..UIFAX 

ar h 
ld 

untl 

w 

o/ut1 n Thruu!{h . u{>t>ri Jr Pt.>rmnnd and 1 e hr1 l 'lD 



Data Use 
continued from p. 17 
When complet d. the tree shows all the splits that we 
cho e t make in the our e of differentiating those more 
likely to eat ggy .s than those le:s likely to cal them. 
The la ~ r variable we cho e to enter into the analysis was 
the re p ndent' age. We found that young r eaters con-
umed more Soge-yO: than did older people. once we 

aiiO\l,·'ed for the other two ariable (typ of town or city. 
and agreement with "n ' U h thing as to much sugar.") 
We n have 10 ubgroup . ranging in likelihood of 
consuming from 5 per ent t 29 percent. Th groups 
range in size from 36 t 31 1. 

For this e ' am pi . we created a nice. fairl symmetrical 
tree, with the same variable appearing in all locations (or 
"nodes") in a given lev I or tier f the tree. You do not 
need to create tr e · that "match" a r s ench lev l, as thi . 
one do·s. Creating thi highly on i tent diagram in fact 
caus "d the model to fall hort of the apparently "optimal'' 
one, by about 2 p rcent correct clas. ifi ation.ln this case, 
we felt that this wa a ;;mall penalty to pay in overall 
accuracy to a1Tive at a model that the client found com ­
pletel ' intelligible and useful. 

. ome di . tincti ve fea ture o f class ifi ca ti on t ree 
m ethods 

same predictive power. (In somew·hat more -;tatistical 
terms, you can create many '"near! optimal" modeb.) 

ome ~tati~tician · have criticized thi method becau-;e it 
can create models that loo~ very different and yet have 
about the same predicti e power v rail. We could argue, 
though, that this i~ in fact a real -;trength of the method. 
For instan ·e. you can create a "'nearly optimal m d l" 
\Vi th just demographic items. another \Vith ju . t respon e. 
to a survey and other m dels ombining the t\VO. On e 
you e:ct away from the idea that you need one ''best'' 
modeL and under~tanu that you can create many u ·eful 
and ''nearly best'' models. this t chnique start · to appear 
much more powerful. 

I nev r run Knowledge EEKER on its "automatic'' 
model building setting. although y u can. It pro id 
much greater insight into the data t LL e the program to 
find which variables would be ~iu-nificant predi tors at 
ea h point in the splitting and re-splilling of the ·ample. 
E amining these, you can then rind \~·· hi h f these and) ­
date ·triables wi II provid the mo. t useful inf rmation 
and instruct the program to di~play th mo-;t ignificant 
sample-split basco on that variable. fter c mpleting a 
mod l, 1 invariably go back and create other alternt.ti e 
one . This pro e.· s of interactive model-building can give 
you a thor ugh understanding of the data. particularly 
about the characteristics of sub-groups you might not 
otherwis find. 

sing classification tree method ·, you almo t aJway 
can construct many alternative models with n arty the 

las~ifi arion tree~ hecom"' incrca. ingly valuable as 
the data we try to analyze become~ mor ·compte · or more 

-----------------------, ''pepper d" \Vith the irregularitic. that often frustrat' 

STATPAC GOLD IV­
PROFESSIONAL'S 

New 
Update 
Now 
Available 
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User-friendly, comprehensive 
d pcndablc. Camera ready table graph i . 
Basic advanced tati ti . CRT & tel phon 
interviewing. -asie t to learn. Gu. r. nte L 

tatPa In . 
45 2 Fran Ave. . · Minn apolis, MN 5 410 
(612) 925 -0159· a (612) 92 -08 1 

(~ 

#1 hoi for urv y & Marketing R search 

other anal tical approaches. The issue of dealing \i ith 
ompli ated and . metime<.; incomplete or inconsistent 

data emerge a. m r riti ala rganizati ns try to make 
more strategic u ·e or d< taba e~ or t link dutabus . with 
sur eys. 

These procedures in particular h, ve great strength in 
handling mis-;ing <..lata. With n ·t multivariate meth ds 
(inclu<..ling for in ·tance. regres~ion. discriminant anal sis 
and factor analysis) mi ~.;ing d. ta an po. e eriou .· prob­
lems. If respondents have an mi ·sing re p n. e. th e 
procedures will (by default} drop them entirely from the 
analysis. lUcan rill in the missing values with mean · (or 
some other values) but by doing thi~ you introduce ·orne­
thing into the analysis not pre . ent in the original data. 

Ia ~ificution tree analysis treat a missing value a · a 
t pe of re pon. e hut with extra control o cr how it is 
hand! d. Mi<.;:ing response. can be allowe<..l to ombine 
fre ly with any re ·ponses, so that they lead to group. 
var ing as much a pos~ible in term . of the dependent 
variable. Alternutively. the pro ·edur · can hold them to 
one side. not allowing them to combine with any other 
response. 

You pe ify how HA ID and ART handle missing 
value a part of the general definitions ou make or all 
th .. indep ndent. r predict r, variubles in the unalysis. 
You an handle the e ariables either as ·ontinuous or 
categori al. Continu u · ariabl ·. like weight, dollms 
O\.ved or ho cs of ogg 0 . con . umed. an have one or 
, cveral missing alue e de: ' P cified. The program will 
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rep rt m ans and standard de iation for v· riables of this 
typ . 

Y u an treat al gorical ariables in ·e eral \vays: as 
mon toni . tl ating, free or \vith no c mbination. M no­
toni varia le mu t defin .· ubgr ups with th variable ' 
od · k pt in tri t s quence. [f. for in ·tance, y u ha e 

c de 1, .... 3 and 4, then you cannot creal a group d fined 
y th , \vith code, I. 2 and 4. contrasting with, gr up 

de 'ined b od 3. his l 'P ~ of grouping ft n mak s 
with rating . calc~ but usually w uld not be useful if 
de J. -· _ and 4 a ·tually stood r r nominal alu . 

rth. ' uth. ast and W ~l. With n minal 
variabl ~. u ing th free c mhination option work better. 

upposing " e had a varin I with the alucs N rth. 
outh. a~t and W t. the 1 rogram would then allow the e 

r gions to gr up in an wa that led to the stronge t 
differ ·nccs in th d pendent variable. 

lo::Hing variables nr lik monotonic ones. with the 
added f aturc that mi ing alues ar allo\ ed to c mbine 
fr ely w·ith any th r gr up formed (or float . tual 
od : must get grouped in · quen e. hut th' missing 

de in an of th· gr up · 
orm d. "'Or e ample. supp e we had a variabl · with 

cod : I.~- , and mis ing. The pr dure could not (for 
instanc ·) ·reate a group de fin d by tho~e \Vith cod ·. I and 

(and another v,l ith de . _and _ ). but it could creal a 

great t1e ' i ility in denlinu- \ ith mis~ing re p n e , and 
also gives a way of "filling·· these with vatu s that will 
ma imiLe differen e. in the d pendent varia I in the 
analysis. 

pecifying no combinati n f rce · th program to cr ·ate 
a subgroup corre p nding t each od in the variabl . 
variable with four ode will lead Lo four subgr up . a 
variable \i ith five cod \Villlead t fiv groups- and 
on.lf you p ify a varia I as no ·ombinati n. and it then 
d(rs not pa te t for ·tatistical siu-nifi ance and mini ­
mum u-roup ·ize. then it ·will not ect onto the li t f 
si 'llificant r di tor . You probably \Viii not u e thi 
option often; I have en it in two or thr c analyse~ v r 
th last I 0 years. 

KER .I r r Wind WS 

EEKER (fr m N 

ven mention this program. Thi. i unf nunate, b caus · 
Kn \: ledge K R 's anal tical capabilities place it 
ah ad f it: principal ·om tit rs - tr ng as th sc 
produ t n e in th ir own right. (The e produ ts are 

H lD f r Windm s from P and RT from alford 

If you buy random digit samples, our s s 
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 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record cod1ng and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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Knowledge EKER e eel in handling en egorical ari­
able with many ategorie . For in tan e. let' lo k int the 
hypothetical worldwide SoggyO analy i in Fig. 2. Her we 
ha e re pondent from over l 00 countrie and how man 
bo e of oggyO they ate on n erage. (Thi orne from a 
real cla ification tree analy i , with SoggyO ub tituted for 
the real dependent variable to prote t the inno em.) 

Kn wledge EK R analyzed thi problem imply and 
ea ily. It orted the 100 ountrie of origin into eight group . 

hgUilt2 
Group1n9 V'•ny t Jomm11 t:t:es.ponses. 

-I 
•11 '. 

fll.t•'l 
,~·i; .. ~il 

,l,ll.ll[•"l 
t" lA'-," ~ 
f IF 41 ~·, 
i"!Jillfl.t• 
'to' •ll:ll 
!lfl.» 

•r' tl ,.,,. 

, n.~ ~-' 
,~~~r~J,I 
'"· t.•[t•J 

lld 

Th c untri in each group differed signifi antly from the 
ountrie in al1 Olher group n in terms of how many bo c , of 

Sogo- Os r spond nts con, urn d. In the diagram. the first box 
h \ the orJdwide mean, it , tandan.l deviation and the 

Chromalloy P\aza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

PHONE: (314) 726-3403 
F/\1..: (314) 726-2503 
• • • e I I e I 

Our e~ermi staff has se!Ved 
tre q u~~We w quantiative 
research needs of many 
Fortune 500 dients. let us 
ptd !hate~ to 
f« you. 
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ACG 
RESEARCH 
SOLUTIONS 

RAMS (Rapid Analysis 
Measurement System) 

..Wireless electronic Interactive 
audlenc. measurement system 

Quant.abitive dat. collectlon 
utJilzJng computer ... lded phone 
Interviews. 

Focus group facUlty In St. Louis 
with FREE videotaping. 

Experienced focus group 
moderators and one-on-one 
executive interv'ewers. 

Multivariate analyses, Including 
conjoint anaiysls and perceptual 
mapping 

di pen e with the tandard deviation and how ju t mean 
and number in each gr up rmed. The numb r directly 
below the phra e" ountry wher on urned" i the ignifi ­
can ele lofth plit(Thi i ome3 10 15 ,or er. ery 

ignifi ance orne ' 
directly below, howing an F- alu of 11 .7 .) The parentheti­
cal number ne t to the countrie how the number of 
re p ndent from ea h. you an ee, K ha ' tackled a 
highly difficult ompari on and ha found ju t a f w group 
diff ring ery dramatically in t rm f b f S ggyO 
eaten. 

The majorcompetiti e produ t uld handle thi problem 
to an e ·t nt - but ither would require more work from you 
or pro id le detaiL HAID from SP ha a limit of 31 
ateg rie in a dependent varia le. The pr edur imply 
kips any variable with 32 or more categorie in it respon e . 

You can re ode any ffending ariable manua.ll (u ing the 
ba pr gram of PS or an ther tati ' li al program). com­
bining coumrie into 31 group or fewer. Thi invol e ample 
e tra work, though. and might ob ' cure orne detail that you 
would find u eful. Like K . CHAID from SPS can create 
an where 'rom two to 15 ubgroup at an point in the tr e ­
a needed by the analysi ' , and a permiu d by lower. iz 
limit. on groups creal d. gain, th numb r f groups cr a ted 
g ts dctcnnined by statisti al t sts, looking at all po.- :ibl 
ways of splitting the sample. 

CART from Salford Ass ciates can handle man cod sin 
dependent variabl s, but only can split the sample into two 
gr up at an point (or as . tatistician · will som tim s . tat , 
"bifurcat '' th sample). al~ rd provide.' a rationale for 
limiting CART to two-way splits, in part maintaining that a 
,· ric.· of two-way splits can lead to th ·same utc rn" as on 
many-way split. l n thi writer' e perien e, th ugh, you d 
not !! t the . arne informati nal con:_tent r de criptive alue 
from many two-way divi ·ion a , from a . ingle many-way 
plit that lays out the tronge t contra tin one tep. But here 

we get into a difference o opinion ba ed on e ·penence, 
rather than any hard and fast tatistical rules. o matter what 
we belie e tati ticalJy, though. re tricting the analy is to 
t\ o-way plit impo e a definite tructure n the data. 

plitting the ample in no more than l 5 wa at a point 
impo e a tructure nl o, but nllowing the ample to plit into 
a man a 15 ubgroup eem clo er to our human) 
nnal tical limit - and o le of a real -world re triction. 

Knowledge E KER an handle categorical variable like 
rhe country\ h re oggyO were eaten) ha ing up to about 
2.( 0 categorie . If you re trict the categorical variable to 
monotonic ombination. it an handle4, 0 to 5,000 catego­
rie . KS can mi categorica.l with ordinal and ontinuou ~ 

variable in one analy i . K al o gue e (u ually correctly) 
ho to handle ea h depend nt aria I - as continuou or 
categoricaL and if categorical, wheth r treated as monotonic , 
floating or freel -combining. Y u an o erride it informed 
deci ion - and checJdng the variable pecifi mion (a we 
wi1ldi u later)pJay acriti alr lein,ny la ~· ifi ationtree 
anal i . 

In identif ing variable by type and in detennining tati -
tical significance. highl complc rules (amounting to a form 
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out doubt. this serv s as n o them t imp rtant t p in the 
an·1l .- is. If ou do not he k hmv the program plan to handle 
variables. ou in itabl v ill find y ur elf going ba k t Edit 

ie\J . to chanue definiti n repeatedly. The pr gram d s 
th est it can. but it sti II d . not under tand the variable. and 
\Vhatthey mean th sam way that y u d . Oddl enough, it 
s ·ems that ariable: \vh i h get mi - p cified (fr m ur 
p rsp tiv have a wa f ft n appearing n th I i t f 
: ignific·mt pr diet rs. 

- ig. shows the __.dit iew , 
:e tc ·ted for checking at on . Y u an he k L nd hang th 

ariablc: on at a tim r . I t a gr up (a in thi figure) and 

Cleveland's 
BEST FOR MARKET RESEARCH 

• 1nll Intercept 
• Compl te focu group f, ilitie with profe ional moderators 
• Qualitative Research with client (lCC11ic rc ruiting 
• E cutive/Prore~ ionni/Mcdi al/ on tuner-- ne on One :md r us Group 
• Pro luct T t • Pia ements/Tcst Kit hen 
• Tel rh nc In terviewing 30 L , l/ AT! .A.U' 

Data Entry. Coding c- Tabulation ~!~."".·.·~!-
• ·1 St'fY Shop . c nsumer ::lnd Tndu tJi::tl -~ v• 

• Me1 h::tndi ing nnd Di!>tribution Studies/In store smnpling 

~ (800) 229-5260 I\IARKET RE.'E R ' U, 11'\C. 
2:10 Huron Rd. _ W ., .Suite 1()().41, 

Cleveland, Ohio 441 J:l 
FAX : (216) 621·8455 ""'~.::.:::~· 

MICROTAB® 
The Service Bureau 

That Serves 
You Best 

Microtab offers full-service data 
processing for all of your cross 
tabulation projects. Our customer­
focused staff consistently provides you 
with personalized assistance at every 
level, so you get the information you 
need - when YOU need it. We also 
provide data entry (includes scanning), 
coding, statistical analysis and graphing 
services. Call us today for more 
information and a cost/timing estimate. 
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iw 
fw 

Global Edtl Vlf!W .li]I:J 

urred when w were trying to change th • 
mple 

ffailur . utthc l a~t thing you want to 
see when \li rking n a mple file i~ a mcssa c window 
saying" , rti n Failed," foll wed by th pro ram shutting 
d wn. P rhaps the maker~ of can adjust th program to 
pr nt th u~ r from putting to< many ·omple ariable 
in t the dit Vi w window at the sam ·tim . Or p rhaps th y 
can r \\-Tit the prognm to prcv nt it from ever v rl ading. 
Eith r f these changes wou ld ·om first on a wi . h li . t f r 
future dev I pment f K . 

"Mapping Data' ' - Also under the diting m nu. thi 
option allu s you to do simple rcco incr f th data. ( M p­
ping m an. recoding in curren t p·trlanc . ) I y u have 
~om le recodin to do, or n" ·d to recod many varia l s. 
ou will find it fas ter and asiert u. e a full -featured tati tic · 

program. s mentioned above. K will u:e b th ariable 
lab Is and value labels that you hav d fined in either P 
r fi le. . l:o. whil KS imports data (read. it int it. 
wn f n at), it d ·s not export data back out again. An 

re ding that you do v.lithin will sta stri tty\: ithin K . 
You can ·ncratc a ·· iew" f a data 'it in pr ad h t 
formal. and then paste the entir thing int a program ·u has 
Lotus 1 --- ~ or ' el. butthi . em rather umb r: me . n 
"e port" feature i al o on th \Vi h list for th is program. 

"Grow"- 'I hi . menu how ... es th entral a tivit · thi s 
program. llcrc you tcllth progrum t find all p s i le wny , 
tosplitth·sampl ata giv np intinthennaly i rt "f r e" 
a sp lit of you r devisinu. he pro ram make · g od u f 
~hortcut k ·y: in th is and oth r basi · p ration . im ly 
hiuhli,htth p intinth tr y LJ\),.'anlt analyzeandt p a 
lo\v 'r cas· 'T' to find all split~. lternari ly. typ an upper 
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default siz · is 
While it may make sense with ertain prect 1011 men ure­

mentstoisolateon casefromalloth rs(undK. v illperform 
the test corr ctly) , this ne er work. with real\ orld data. et 
your minimum to something much larger than a ingle C::l . 

If you want a good suggestion for a minimum . ize. lo kat 
th value th' program selects for its ·•stop ize.'' the smalle t 
group Lhat it will form running on aut mmi . We u uall et 
the minimum group size at about 5 percent of the total for 
. amp I s in th hundreds, and about 3 p rcent for ample in 
the thousands. No matter how small the total . ample, e 
recommend that you regard a: largely qualitative any . plit­
ting which r 'suits in groups offev.rer than ~0. Again , ·ince K 
u es statistical testing that has been optimized for mall 
ample ·. it may tell you that verything , e ms ju. t fin if you 

el t to ·plit off tiny groups. But 1 know and you kn w that 
r al data simply has too many anomali s to tru. t with tiny 
Namples. no matter what th computer . ays. 

No matter ho» small the total sample, 
we recommend that you regard a 
largely qualitative any splitting ~ hich 
results in groups offe». er than 20. A ({a in 
sin ~e KS uses statistical testing that 
has been optimized for small an1ples 
it may tell ou that everything een1s 
just fine if you ele t to plit off· tiny 
group . But I know and you knoV1' that 
real data simply ha too n1any anomalies 
to trust }tith tiny samples no matter 
what the computer savs. 

ption. menu al o allow you to te t hov v ell you 
have done up to a gi en point in the analy "is. The "Re ' ub 

rror'' option will how the c rrect cla ification level for a 
categorical dependent variable or the r- quare for a ontinu­

u dependent. 

A 'hor t 
Thi program rat a olid ··e ·c Ilene (if nor "indi ·pens­

able") overaH, but it tW remain oft\! are, and as . u h. could 
do certain thine- better. We already m ntioncd its occasional 
t nd ncy to quit durinh complex.. dit Vi w" operation and 
it · lack of file port ·apabi litics as. areas that could usc some 

ork. Perhaps the large t gap in thi · pr gram's apabilitics 
come in it relati ely lend rdatamanipulationcapabilities. 
It will not reate any ne\ ariable · one you have the fitc in 
K format. o ou can't do a imple op ration like adding 
t\ o ariabl , together or takina the diffcr~ncc of two 

ariable . You mu ·t go to the program that created the 
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data file. do the manipulations th n;, and then r -import 
the wh le file. imilarly , K cannot append variabl s to 
a fil it ha already ._ ed in it format. Ever time you 
think of omething Is ou might ha e don with the data 
(and a thorough KS anal , is will encourage plenty of this 
t p f thought). you ha to go back and start from scratch. 
rebuilding th entire K lie. This can e: t irritatinO' with 
mal1er file , and truly try your patience with larger files 

where the data transformati n into K format takes longer. 
Y u mu t tak the lassification tree output from K 

and pn te it int another program to usc iL K docs not 
a e the fini hed cia ' ification tree as an ·ntily separate 

from the data file. Y u \ ill find it simple to edit th • tr e 
diagram \ ith mo t graphi s and pr ·scntation pack a r s. 
How r. it w uld be much mor convenient to have a 
m an in K for a ing the ' imag . ·o that you can call 
them up later at y ur l i ure. Please note that with Win­
dow 95 , and pl nty of R M (we us d computers with 16 
MB or more). y u an ke p KS op n indcfinit I . while 
you work with your other applications, moving back and 
forth. cutting and pa Ling until you rea h e ·haustion. 
(Wind \"l 95 i another topic that we illta klein a later 
i ue of Quirk's.) 

K al o produ e. some te t-based output. in particular 
gain ' analyses. that you may find ery us ful. ains 
analy how all groups formed, in d 'sccnding ord r of 
pre alene of the dependent variable. o if th dependent 
ariable i · bo ' of ggyOs consumed. then th group: a t 

li ted in order of in idenc or eating oggyOs. The group at 
th top or the Ji ·t has th highest level and the un nlight ned 
group at the b lt m the low sl incidence. K will sa c thes 
te ·t file .. eparately from th analysis data s t. 

Major adva nces 
Overall, we find classification tree analy i and par­

ticularly Knowled~re. EK ~ R, to provide major ad ance 
in analyzing compte · data . Knowledge E KER · great 
fl xihility in handling differ nt kind of data and mi . ing 
data make it a particularly valuable tool for revealing 
strategical! useful info mation . n e the new u er grow 
accustomed to the cla ification tree a a way of 1 oking 
at the data. the program i traightforward and quite 
friendly to u e. Th large t ob tacle in thi pr gram for 
many'\: uld -be u er , in fact. eem to lie in the ba i idea 
of plitting (andre plitting} the ample to find contra ting 
group . On e y u pa thi · barri r. you h uld find 
Kno ledgeSEEKER an indi pen ' abl t ol making in­

formed decisions. 

Note: KnowledgeSEEKER, from ANGOSS Software 
International Toronto (416-593-1122) is also available 
from Sawtooth Software, Evanston, Ill. (708-866-0970). 
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Survey Monitor 
continued from p. 6 
m nths f 1994, and signifi antly higher 
than th 61 .5 million ffer ' mailed in the 
second quarter r that year. 

ail Monil r, a j int enture f BAI 
and Market Fa t , In ., i a yndicated 

a ed n the cr dit ard solicita-

re informa-

Women see Colin Powell as 
a contender 

A p culation of Prcsid ntial candi-
dates grows nati nail , Gen. lin Powell 
rank ' a the most popular ntender 
among a rnaj rity of infonncd m "rican 
w men. Th results f Lh fir. l Lifetim 

ele ision/ hilton Lif . tyl P ll moni­
t ring wom n ', issu s :urr unding the 
I 9 Presidential lc ·tion n Jude that 
56 per ent of all w m n p lied give 
Powell a favorable rating com par d l 5 
percent for linton. ven more a'\toni. h­
ing i that among ju.'t the 0 p r cnt f 
women who feel they know nough about 
Powell tofonnan pini n,an v rwh lm­
ing 92 per ent give him a a orabl rat­
ing, c n iderably more than any olh r 
potential candidate in luding linton, 
who e comparable favorabilit rating i. 
only 5 percent. 

Am ngRepu li an , n.R rtD lc 
(R-Kan. , ha the highe t recognition and 
f~ rability rating, ring th highe t f 
allh peful witha37 rcentfa orability 
rating among al1 women. 

"It i common formanyofth contend­
r to be till unkn wn t th majorit of 

Am ri an at thi point in th ra e." :a s 
Kir ten Zapie , bu ine manag r f 

hi lton Re ear h 

n . 

November 1995 

h Lifcstyl s P II aL a. ked the 
ample f v omen to addr ·ss th • largest 

probl ms facing women a a gr up. 
Twenty perc nt lab ·led equal pay and 15 
percent pointed to job discrimination a."> 
the top women's issues. borti n ap­
pears I th on the list registering only 4 
per ent. 

h · Lifetime Tele i i n/ hilton 
Li~ :tyles P II wa ondu ted by hilton 
Re , arch crvic s am ng a rand m na­
ti naJ ample of -oo women, ag 1 or 
old r, twe n ptembcr I. - 17, 1995. 
Re ult have a margin of 'ITOr of ±4.4 

Fa te t-grow·ng, 

Increa ingly 
afflu nt, 

and diver ified. 

p rcent. "'hilton Re ear h ervice · i · l -
catcd in Radn r, Pa. Form re inf mla­
rion, call 6l 0-964-469 . 

Americans' dietary habits 
conflict with their nutrition 
knowledge 

That' the Hi 'pani Market we know. 
With an annual rate of 3.4% ompared to 
the national growth rate of .9%, if the 
faste t grO\ving ethnic minority in the .. 

With pur ha ·in power now e timated 
at more than 240 billion, it' an in rea -
ingly affluent marker rhat' imply too 
big to ignore. 

And, it i diver ified. While Hi pani 
take on traditi nal Ameri an value , they 
do oat different sta e ; throu h a 
omplex, hi hly diver. e pro e . At rhe 
arne time they tend to retain their own 
ore tradition - their language, ultural 

v lue., and ethni identity. 

To know thi . large, more affluenr and 
diver e con umer market i to know the 
Hi panic core of value , ulrurc and 
identity. Be au,e knowing an mean rhc 
clif eren e between marketing uc e 
and failure. 

Hi pani Marker onnecrion , In . i a 
bilingual, bi ultural full ervic marker 
re ear h firm that provide market intelli­
en e about rhe I lis panic community, in 
the . . and Latin America. We know. 

415.96 • .3 59 

10.914.0141 
212. 36.4 75 



SURVEY PRO is your 
fast, flexible, powerful 

tool for conducting surveys 

• hrand awar n s~ 
• new pn duct d vclopmcnt 

or c !mo. t anything el ·c, URVEY PRo'\' 
i your tool. From questionnaire de ·ign 
to data entry to analy b, LRVEY PRO 
·mooth the pro ss ro ut project costs. 

To ·r <H a qLt srinnnc ire, . imply 
typ your qu tion tc t and ·ele t or 
create a cale-the automati · layour 
take · care of the Lletall . Thi · d ign ;' ts 
up lh tl. ta nrry ~ r n.s so rhere is no 
database programmin£T. It also know 
wh t naly i can be done for fa~t point, 
and,click table ·· nd graph ·. 

IUHIWEEK § 
LABS ~ 

"" ANALYST'S :B 
CHO I CE ~ 

Calli 800-237-4565 x377 
Fax 415-694-2904 

ftww 
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very kno\J lcdg ·able about nutrition (61 
percent), they :ay that they are confused 
by n ·ws st01ies that report they should 
avoid atino- c rtain foods (67 perc nt). 

onsum rs report d th y also hav a 

hard time in ·luding the recommended 
number of servings of fruits and vccT­
ctablcs in their daily diel. 

''A: the results of thi: survey show·, 
Americans arc b · ·oming mor kno 1-
edgcablc about nutrition. he next :tep 
is to incorporat · the knc \.VIcd..,.e into 
their daily li es by practicing the basics 
of a healthy di ·t - moderation, bal­
ance and variety," says Dr. Larry 

hiagouris. managing director o DB 
Research onsulling. 

In addition. 1-.ays Penny lark. M .. , 
R.D., and DB's registered dietitian, 
" m ricans should ~ecp in mind that 
th"r are no 'good' or ·bad' foods and 
that by balan incr different food1-. 
throughout the day and catinlr in mod­
eration, all foods can be part of a he·tlthy 
diet. You don't need to give up your 
favorite foods, just cat them in modera­
tion." 

Si ty-fi e percent of re:pondents 
agree they find it very hard to cat a 
balanced di t. More men found it hard r 
to at a balanced diet than women: 6 

percent f men agree it is very hard, 
mpared r 64 perc nr f w m n. 

Women under 40 year of age report 
they find it harder to eat a balan ed diet 
(67 per ent) than w men 0 and er 
(61 percent). 

f tho e urveyed. 61 p rcent felt 
they were ery knowledgeable ab ut 
nutrition. Tho e re pondent who fell 
they were mo t knowledgeable \J re 
women 40 and ov r (65 p r ent), fol­
low d by w men undcr40 (60 p rcent), 
and th n by men 54 p rc nt). Confi­
den in nutrition knowledg s emcd to 
con·espond with th ir us of food la­
bel : women 40 and r agreed m ' t 

oft n that they r ad fo d labels ( -
percent), followed by wom n under 40 
(79 percent), and by men (77 percent . 

A majority of American (67 per­
cent) aid they were con u ed b ' new 
storie. that rep t1 they . hould avoid 
eating certain f. ods. More m n than 
women claimed to confu ed (71 per­
c nt v rsu. 6~ p r nt, resp ctiv ly}. 

f the 3~ 6 consumer. ·urvey d, less 
than hulf ( 44 p rcent) eat at lea t fi e 
servings of fruit nnd v getahle.· every 

day, the minimum dail s rving recom­
mended b.~ the National nncer In ti ­
tute and the 's "'ood 1uide P. ra­
mid. \Yom n 40 and o er were more 
lik lytoeatthedaily:ugg . ted e ing 
o fruit and veE:ctables than women un­
d 'r 40 (5 percent versu.' ~ 8 percent. 
respectively). while men were lea. t 
likely (. 6 p rcenl). 

.. Many Americans f el o erwhelmed 
by the rccomm ndation to eat ~ -5 serv­
inas of v . ..,.et·tblcs and 2-4 s rv 1nE:s of 
fruit dail :·says lark. "but what th y 

often don't realize is how small these 
recomm •ndcd servin..,.s actually are. or 
instancl:. one s '-rving of vegetables 
'quais l/2cupofchoppcd, raw or cooked 
vegetabl 's, and on~ :er ing of fruit is 
equal to one piece of fruit c r . /4 cup of 
juic or juic · drink." 

DB R '. earch 's proprietary ation·1l 
Research Panel follov .. ·s consumer atti­
tudes and trends, includin T p rc ptions 
·md e p ri nces with fo d and health 
i:sues. urvey qu stionnaires ere 
mailed to I ,0. 0 panel members aero. s 
the nution. A tot ·tl of ~ 56 completed and 
r tumed th sur , a re. pon, e rnte of 
35 percent. For more informati n. c·1ll 

212- 87- '--. 

Consumer optimism 
reigns in . urban China 

Over four in 10 on ~ urn r in China 
e pe t their tandard fliving tori e in 
the ne t 12m nth . and a large maj rity 
eem predi po ed to pend their earn­

ing on We tern good , a ording to a 
new -ur e_ by MR ( outh China 
Marketing Re ear h -Research Interna­
tional. 

"We delib ratel onducted thL ·ur-
e in China' , leading triad of markets 

-Shanghai. Guangzh u and Beijing 
-not nly becau ·e thes ar~ the most 
importanl market in hina. but be­
au. the thr mark ls arc arouably 

harbing r. of futur · trends .," sa s 
aphne handl ·r, New ork-based 

pr ·ident of Re ·earch lnternutional 
W rid er i e. 

'' In hina, thing. are moving . o 
quickly that to stay on top of them we 
need to u: a ditlerent strntegy than 
might b appropriate in m re mature 
mark ts, wher national surv y. are 
oft n mor helpfuL In hina, it' im­
p rtant t look for i ndi utor market. 
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a better alu for 
th ir I ally produ d 

handler caution" that thi . 
g odwill toward thing" mad in the 
W·st may v ·ry ~h rt-liv d. ''It' . 
imp rtant to rc ·ogni/., that, forth most 
part. the.· ' b ' liefs arc not a. t m di ­
fi ·d b r alit . 

111 
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me age . 

r rv . "In 
ample. seven in 1 c n­

sum rs told u. that advcrti . ing was a 
o< d\vay ffindingoutab utproducL . 

hat was in I I, when Poland 's con-
. urn ' r '·onomy \) a: just ·m rging. B 

were a tru. t" rth infonnation sour". 
In B ijing. in particular, doubt. ab< ut 
the r di ilit of adv nising wcr' high. 
In that it . nl 47 p·n.:cnt ~It adv·r­
ti~ing is trust worth . whil · 3. p ·r · ·nt 
disagr ·'d. 

1 . that figure had limb 'd n 
hi gher. to 5 p ·r · ·nt." 

D > hin 'S • ·onsum r.· lik adv rti .·-

hi . Watin 'SS, S U uc~t. han lcr, 
may r 'n ·ct th' fact that the major ·'ad­

rti .·cr" ha: hi : toricall b nth 

r inf r-

OBJECTIVE: 
Ra11dom di,~it sample.· u·itb COilSi\lenl h(ub lJlUtlity 
that r suit in increa ed prudllclil'i~r. 

SSI SOLUTION: 
lint Rrown 1 pn:-.Jlknt nt AUianc · R · · ar h in ·rt'~l\ ie\\ 

l11lh. 1\' l- ·:-..-.1\ HOD .• 1mple-. )Kid .1 [IJ" . hi;her \\or~ing 

phnnl'" r;Jl'. re ... ulllng 111 tnLrl'J,ed produtti\Jt)- plu' \\e 

nenl to hu~ b~ -..unple \\ e\ e re..,ted the competJtton .tnd 

the wn-.i-. l'lll \ \ ju-..r not there. The :-.:-.1 

pre lull i~ JU~t better. it\ .1 more efficient 

,,,mpk .md more rl'plt'"lllt.lti\L'. For 
rhme ol u-. l l'"l':Hlhl'r~ "ho ha\ e the 

.thillt\ to me.J~ure till' quali t"} of the 

-..uupk. i \ a ,1i1 [\ l.l:-.\ de\.i-.Hll1 to go 

'' ith ~-..1' HDD ~.tmpk .. 

'all -; I tor ~ampling ... ollllion' ~ll 

1_~11) 2-:;_ !2110 

l'ar/IH' r .\ ullh tll ' l 't~l ' 

rt',\4'lfn /wn .\lilt! ' I()--
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ExactAg~e~ 
Income 
Gender 
New Mothers 
Elderly 
Children 
Low Incidence 
Ethnic 

--~-----------~ 

Business 
ROD 
Many Ottiers 

Call for quotes or free brochure . 

Old Greenwich. CT 06870 

800-784-8016 • FAX 203-637-8569 

e-mail72672. 1327@compuserve.com 
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Product & Service Update 
continued from p. 8 

f rm and 

Deadline upcoming to 
participate in 4 0+ study 

inr rma ­
ran e y 

New products, 
capabilities from Equifax 
NDS 

qui fa ational D ·cis ion ys-
tems, Atlanta, has introduced on­

·um r-Facts, a databas · on spending 
patterns for more th an 40 produ ·ts 
and scr i es in mor th an 15 major 
cat gories, with regional sp ·nding 
diff ren sin· rporat "d. In additi n 
to curr ·nt y ·ar stimate:, it pro id s 
fi e-y ar pr lj ·ctions rcfl ·cting the 
impa t of economic and d "mographi · 
ondi ti ns :uch as in me, mpl y­

m nt, populati n and h uschold 
hang s. on consum ·r sp nding. h • 

databa: · r at d j intly b 
and Th WEF r up 

conomctri For asting 
Associates). Th databa e was buih 
u ·ing in formation from the Bureau of 

ab r tutistics, the Bureau of ·o-
nomic nalysis and th cnsus Bu-
reau, omhin d \: ith h W,. A 

roup' eon mic forecastin' abili­
tie . and ~quifa D ' d mographic 

e ·timat s and for ·casts. The data is 

avai lable to license via Tnfomark for 
W in ows and in diskett , magncti · 

tap · nd D format:. 
E uifa ha u d 

:ear hln · titule. er cane ·portdata 
dir · ~ uy fr Inf mark int r Vi w 

aJI wing them t mpare multiple 
data sets on on . r en and to di play, 
query, in tegrate and anal z multiple 
datal pe ·. in luding th ir wn data. 

Thr ugh an ac,r ement ith quifn 
D , us rs of d kt p m, pping ft ­

ware from aplnfo C rp. ill find it 
easi rto in tegral Equifa D 'mar­

keting data into their Maplnfo :ys­
tem. Th agr ment enab l s Equifax 
N to ffer its more than 60 data­
ba e , in luding its Mi ·ro ision ·us­
tom r . egm ntation syst m, in nati 
Map lnf f rm·1t. Dcliv rablc on Ds, 
d' k tte thr ugh Jnfomark, th 

imported dire ·tly into 
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Maplnfo for analysis, eliminating a 
conversion p ocess. For more infor­
nntion. call 800-866-65_0. 

SPSS ships neural net 
program 

PS is now shipping ural on-
ncction. its new neural network c m­
puting product N ural onn ·ction has 
a etof 15 data manngement, m deling, 
forecn . ting and presentation tools to 
provide t e ible datu anulysi ·. :ers 
prepare data by ie ing distri ution. 
and transforming values within the ap­
plication. The pr du t includes three 
neural n twork t ol for predi tion, c n -
, ification. time series nnalysis and data 
egmentation. It al ·o includes three sta­

ti ticaJ t ol that let u er build hybrid 
model orb nchmark neural model re­
ult ide by 

ti n. all the 
543-2185. 

Viewpoint 1.1 captures 
outcomes data 

ational Computer y. tern (N 
Minneapolis. has rei as dan w vcr­
~ion of its Viewpoint oft are 
that aJiows u~ers to captur and re­
port patient outcom s data as well as 
pati nt ·at.isfaction data. C View­
p int 1.1 software includ s the que.­
tionnaircs and normati e databas s 
from two widely accepted instrument 
for monitoring patient outcomes: the 

Health tatus Questionnaire 2.0. d -
v loped hy Health Outcomes Insti­
tute, and the S ~ -36. developed by the 
Medical utcome Trust. The ·oft­
war is int nded to make it easier and 
less costly for hospitals , group prac­
tices, long -term care fa iliti s and 
managed car organizations to col­
lect and interpret data . or mor In­
formation. call 00-3 7-72"'6 , 
.. 0 I. 

Decisionmark inks links 
with data providers for 
desktop package 

Deci . ionmark orp. of edar Rap­
id:, low· , has igned agreements with 
everal information prov ·de to make 

their data u able with Deci . i nmark' 

November 1995 

so n-to-b -r I ased Pro imity d ·sktop 
softwar package. Pro imity users will 
b ~ able to acce ·s hicago-based Na­
tional R . ar h Bureau's compr ·hcn­
sive I 95 data on .S. shoppin 1 cent rs 
with total gross l a ·able area of7 50, 00 
squar fe t r more. Users r lhe n "W 

software will also ha c the option to 
licen ·e NRB • complete shopping 
center databa. e, including almost 
. .000 c nter locations and more than 
450.00 r tail locations. he system 
\i ill also make availabl American 

more thanlOmillion .. busines:es, 
including . . million small bu ines 
own ·rs, 14 ,000 big busin ·sscs, ,500 
public compani •s, 220.000 growing 
businesses and l.l million profes­
sionals. In addition, Pro imit will 
contain subsets of Equifa 's 1995 
Business Summary Variabl s. 1995 
and 2000 Consum r-Facts Exp ·ndi­
ture Data and 199- Micro Vision 

Life:tyle Variables data sets. More 
than I 00 I aritas variable. wi II al. o 

be inc I ud d. or more info mation. 
call 312-541 -0 I 00. 
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ST, 
MARKET 

RESEARCH. 
f irst Market Research helps 
its clients "get the facts·~ 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 care 

• Multivariate analysis & 
affordable conjoint designs 

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

http://www. fi rstmarket.com/fi rstmarket 

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

First 
Market 
Research 

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

2301 Hancock Drive. Austin, TX 75756 
(512) 451-4000 
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Ridgedale 
continued from p. 13 
nity to I ·arn more about him r h r 
and add it to the databa~e. 

B ·cause Ridg dal i · r ear h-

ha ring da ta with tor 
Ridg dal· pr vid · a 

Gwendolyn Cowie, marketing coordinalorfor Ridgedale. believes that the mall 's pinpointed information -and how 
the mall uses it - is responsible for a steady increase in annual sales each of the last five years. 

eli ·nt . t r s b egmenring data t 

meet specific marketing need . or 
• ·ampl , a t re that t k andi-

Plans ar to undertak, some of the e 

pen:i e, because it would n{ t be a 
.. blind" hroa least mailing, but rather 
to :p cifi · addr ·ss cs whom r :ear h 
ha. identi ficd ·1s hellcr-than-av ·rage 
pro. pe ts. 

~ h bottom lin· question ab ut 
all this r search, of cour:e. p rtain 
toth hottomlinc:Hasitpaidcf in 
t rmo.; of in · rca . ·d sal ·sand traffic 
at Ridgedale Mall? The answer is a 
r s unding ye . . "Thank . to our da­
taba fforts," sa s owl·. "v.1 • 

knov ... who i . .-hopping Ridgedale. 
wh r th y'r ming fr 
mu h th . p nd wh n the 
and wh r they spend it. ur data­
bn e i a highly ffective and a pow-

promotions after the Christma. h p- crful to I t have:· 
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First impressions 
continued from p. 22 
are the dem graphic · r the ar a fr m 
\ hi h a f u gr u faciJit can re · 
cruit? Wh · t re . pondent incentives are 
ne e ary in thi rnark. t? H w many 
client an fit mf rtably in a vi w­
ing area'? What i ~ the int rviewer· to-
uper i or ratio of the field enter'! 

What are th f us group r m sizes? 
The e are all question~ that sh uld be 
relativ ly easy for a r ·:·arch com­
pany to an:\i er. Y ct all of them hav '. 
at one time or anoth r, complete! 

llendom /hal don't retum calls, 
don't meet bid deadlines, are 
rude or lnd/Herenl on /he 
phone, provide only partial 
lnfonnallon, are unw/11/nglo 
follow /he pammelem of /he 
mquesl for pmposal, or make 
sure lo tell /he ellen/ 
ewfT/hlnglheycan'l domlher 
than what/hey can - a/lam 
supplying veq strong hints of 
whallhe service will be like 
dudnglhe project 

stymied the repre entative of a ven­
dor with \i h m I've Mp ken. If th 
firm an'r or w n't easil · an~wer 
que tion ' uch a~ thes ·, a client is 
likely to go to an ther vend r that 
kn w it bu ines · more compl "tel . 

The lel'l.'l of Sl1 1Tice the client can 
expect. One f the most imp rtant 
thing r -ear h vend rs are paid for 
i ervi , · rvicc in recruiting or 
interviewing, ervice in confirming 
re p ndent r validating interview~. 
ervice Lhe night of the groups or the 

day of the pre ·entation. Y~.:ndor: that 
d n ·r return • lls, d n 't m ct bid dead­
] i ne . are rud or indi ffcrcnl on the 
phone. pro id nly partial informa­
tion. are unwilling to follow the pa­
rameter . or the requc:t for proposal. 
or make ure to tell the client c cry­
thing th y an 't do rather than what 
they can - all arc supplyina v r 
tr ng hint of what th' service \V'ill 

November 1995 

b like during the project. If a client 
sends an R P that requests a bid, a 
timeline, a eli nt li ·t and a 1 cal map. 
that is hal she is c · p ·cling to re-

i . Either fulfill her request or tell 
her why you cannot. fter being 
burn d nee b holding a focus group 
in what amounted to a closeL. T'v 
made a practice of asking for a facil­
it layout and/or room :iz ·s. [L as­
tounds me hcnv man fa ·ilit mall'tg­
'rs can't provide either. and ar n't 
willing to take two minutes to pace 
< ff their rooms if they have to, in 
order lo answer my question. 

A focus group fa ·iIi ty once pro­
vided me with a very nice reply to an 
RFP. nfortunatcly, the reply came a 
week aft r the proj ct had already 
been a\\,.arded and recruiting had 
started, even though th r ply dead · 
line \i as clearly noted in the RFP. 
I've ven had vendo s ·ay. "Well, it 
\vould be a real ha -le f r u • but I 

guess \~' e could work thi into our 
. chedule.'' By telling the lient h w 
busy you arc, you run the risk of 
implying that ou don't ha e time to 
do a good job on th project. 

Research and markN knowledge. 
Local orr ·u-ional res arch sp c ial ists 
spend most of their time in Phoeni 
or Pittsburgh or New· Haven- wher­
ever th ir market twppen .' to b . li­
ent. often don't. cal vendors hould 
know their market and kn w their 
bu ine . lf you don't kn \i me­
thing.do,·tas ume - a ktheclient. 
ven if if . just in the bid proee . I've 

had times when a endor provided a 
bid that was twice as high a other 
bid. on the ame project, be au e 
they made an a . umpti n nbout the 
population o the in ider e. Hnd the 
vendor on1y called to a k a imple 
que ti n, they might hav had a r a-
onabl opp rtunity to win the id. 

It' muchbettertoa ka lientque-

G 
UMBER 

cles onto H1e ulput o 

ks 

ALL MARITZ TOD Y KE ADV T GE 
OF A TOP Q AMPLE 

} .. 800-446- 690 
~~ l, M RITZ MARK 
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ti ns • r day than to ha e them 
ho\ up at the fa ·ility and find a 

gr up of improperly r ruit d pe p1e 
munching on M rM: and waiting to 
b int r iewed. [n a proj. l f r a 
r ligious organization, one vendor in -

lud Mormons, atholics, 
1 h vah · Witn . :es, agno:tics, and 

ther non -Prote tant h lief systems 
in a f u gr up that wa. supposed to 
b f r evar gelical and mainlin • 
Pr te tant nly - just b cau:e th • 
hcility 1 anager wa n t ur what 
"Protestant" meant and never hoth-

red l a k. 
ttilude ahoul 1/te project. Do you 

wanLlh proj ·t?Thenpr eit!D n't 
b indifferent, ond nding. unpro­
f :sional or both r m . lient want 
call: return d prompt! . Th y want 
questions an . w red nc urnte1y and 
succinctly. he want the vend r to 
be p r nabl and asy to work with. 
Th y d n't want to be bothered with 

all every oth r da asking, ' Have 
u awarded the proj ct t? ' 
I n e had to send out an anony­

mou request for information on a 

Report Benefits 
• Automatic Time Stamping 
• Auto-Formatting 
• Audio Capture of Highlights 
• One Button Speaker ID 
• Summarized Highlights 
• Session Statistics 

high! confid ntial pr j t. V nd r · 
wer pr vided on! my p ·r. nal name 
nnd fa · numb rand a. k d t fa a k 

g n ral information n th ir firm 
(numb r f inter icw r.. indu ·try 
e perience. tc.). All but on v nd r 

mplied. Th obj clor fa d ba k a 
notl n te informing m · that if I 

provided rn c mpany nam • and a 
f rmal RFP. h would consider 
wh ther l fulfill my r quest. I was 
delight d t fa a repl that a formal 
RFP on ab ut 60,000 w rth o rc ­
sear ·h a~ b ing prepared and would 
b • s nt t alllo al mp:mies that had 
provided th inf rrnation - which 
was r on but him. 

Don't denigrale the competilion. I 
·ent a proj t ul to bid n that 
rec iv d prop sa] with l. rang­
ing rom $60.000 l 80,000. ne 
company fa cd ba k a t f 

110,0 . \Vh nlcallcdtomak . ur 
the hadreadth R Pcorr"ctly.Iwa 
informed rath rcondesc ndingly that. 
"W imply pr vid b tt r s ·rvic 
than y ur ther vendors do. hey 
aren't apab1e of doing this kind of 

Analysis Tools 
• Search and Retrieval 
• Word Frequency Analysis 
• Synonym Searching 
• Boolean Searching (and/or/with/not) 
• Coding Analysis 
• Import/Export Documents 

From or to Any Word Processor 

And it's ful.ly compatible with Perseus Codlng Analystr~ 
the complete automated solution for coding. 

Bernett 

FocusReports"" for Windows ONLY $295.00 
For information call : Andrew Hayes at 800.276.5594 

Risk free 60 day money back guarantee. 

Bernett Research: Guiding You To Informed Decisions 
FocusReports and Codmn An ly 
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Research 

work propcrl . " The nd r didn't 
ev n kn w who my other p l nlial 

endors w ·r ' . hal will th Ia t 
RFP they r cei c from m . B ide , 
f r nn ·tra . 0,000. I'd b ll r b 
getting hreakfast in bed every day n 
part f their "sup rior'' ~ ·r ice.) If 
y u hn e an advantacr over the c m­
p titi n. tell the lient wh y u're ~o 

When I called to make sure 
they had read the RFP 
correctly, I was informed 
mther condescendingly that, 
'We simply provide better 
~ervice than your other 
vendors do. They aren~t 
capable of doing/his kind of 
work propedy." The vendor 
didn~t even know who my 
otherpotentialvendo!S were. 
That will be the last RFP they 
receive from me. 

go d - ul n t why ther v ndors 
arcs bad. 

~v r on· works with er i in-
dustri ·., from gelling a mai I urvey 
d ne to ha ing your car repnir d. Jf 
you work 'l l a rc: ~ar h firm, think 
car full about good and ad e peri -

nces >U 'v ·had with ervice indus­
trie and :alcsp ·opl ·. Try l mulat 
tho e you lik·d and a oid th y u 
didn't when y u arc all ·mpting t 
attra t u in ss from a new· lienl. 
If ou are annoy d when our 
dentist' ffic doesn't r ·turn our 
call~ pr mptl r when your real 

·tal agent . nd: ou a lclt •r that 
include-; thre 
last nam . 
annoys ' ur li nt wh n ou do it 
to them. 

Th r arc scor ·s of re ' ar h m-
p·mi ·s out th r . Y u'r n t alwa s 
g ing to provide the low . t bid but 

u an nlway.' d monstrat • l a p -
l ntial li nt that ou want his bu i­
ne and are willintr Loa ·t as a high -
qualit rvi provid r in order t 
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Black holes 
continued from p. 24 
w rr ' ab ut a ~mall ~tart. 

pportunity \'er.vwher 
pr du t "category" i~ rip 
pn du t"i. ry ft n 
u th ir h I n 

r at 
ity rand. 

tart anywhere. 

tart " ith a 

n pt a. it i t ' tart 
with a ·on ·ept and build an w pr d-
u ·t and m tim . y u ha t :-,tart 
with hal apr du t and half 'l nc pt 
and m h w mak th · twc ·omc 

th r. 
ind a need and fill it . Thi~ m thol ­

ogy r . t. up n n ar hai pa ·kag ·d 
g d par digm. that all mark ter · 
mu t d i find 'ln unfulfill d n d 

November 1995 

n t w rry 
I 

d" a. 

rg 
ari us ·· • p ·rts" 
n • and p w r. 
A starting pniJII . \ pr du t ar 

f 

not r at d in a a uum. Y u d n 't 
go t th m untain t p t await th 

Unlimiledcrea/Miyleads 
to inOnite new product 
possibilities-to an 
endless black hole­
where ideas come to 
nothingness. Creativity 
must have ralls tomnon, 
a purpose, a locus, a 
concentration. Too much 
undisciplined creat/Yity 
can doom a new product 
program to failure. Too 
many Ideas can contuse 
and diffuse the new 
product eHorl. 

p 

f th g d. to t ·II y u 
\i 

and unk11 \ 11 \ at r . 
Tit hlacJ.. hole . nlimit d r "ativ-

it I ·ad~ to infinit 11 r du t p -
. ibiliti s- t an ndl Ia k hole-

P Profi ionaJTM 
urvey oftware for the profe ional re earcher 

* Questionnaire D ign * Que tionnaire Printing 
l...::::'i:::::C:::1 * CAT/ and 'API * Questionnaire Anal 

No m uer what your requiremen : 
cr t bul Lion , frequency ta le , 

d criptjve tati tic or -0 graphic 
SNAP Profe WIUll · your 

'all in one" olution! 
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where id a com to nothingne . 
reativity mu t hnve rail , to run on. a 

purpo e. a fo u . a concentration. Too 
mu h undi iplined creativ ity an 
doom a ne product program to fail ­
ure. T o mnny idea an confu e and 
diffu the new pr duct effort. 

reatire stimulams. If lack of cre­
ati ity i impeding n \V produ t 

procre · · and this often i. mor of a 
r blcm than t mu ·h creativi t ). 

then ou might n ider the u ·e of 
s n.-itizcd focus groups or s ·nsitiLed 
depth int rvi ·ws (i.e., "sensitiz ·d" in 
that respondents arc given a few days 
t think about the key issu 'S b fore 
th y are inter iev ed). h u. e of 
brainstorming groups of "cr alive" 
consumer.-. employees or industry 
c pcrts can also be a st imulus to cr -
ati vity. ypical ty. th research its lf 
produce orne good new product idea 
and the intera ti n \Vith actual con um­
er al o tend to timulate the creative 
jui es of th new products sta 'f. 

A time for winnrrwin ' . There i~ a 
time for creating and a tim for win­
nowing. On e a f cal point is de ­
fined. create n ·w product ideas wi th­
out limits, with ut onstraints. Then. 
the ideas must be winnowed to 'lman­
ag ab le few . nee these idea. have 

nowing function can b p formed 
partially b judgment. but con urn r 
f dba k i e ntial at riti a l point . 

reening: new produ t idea among 
con ·urn r i · not very e pen i e and 
i t pi all far better than the judg­
m nL of the new produ t taiT r the 
pre ·ident' · wife. 

A new product can be more than a 

product . Most of u.s think f new 
products in a narrow ph si ·al sens ; 
\V should think of new pr dueL in a 
mor' open. e pansive way. new 
product might be, or be stimulat d 
by: a new method or n 'W chann I of 
distribution: a n \V \vay of adv rtis­
ing: a new way of marketing: a new 
w·ty ofpacka 1 ing; a new manufactur­
ing technology; a new inrrr dient or 
component technolog : a new hrand 
identity or imag : a new m thod o 
elling; or a new pricing level. etc. 

ne ofth abov nece arily r a te 
a new produ t, but each variable ha n 
the pot ntialto define, , hape or innu­
encc th · creation or a new product. 

Tht• test market . o matter how 
perfe l the new produ t de elopment 
system. no maller how clever the new 
products team , no matter how •so­
t ric the re ·earch tech n iq u .- and n 
m tter how r ati e the adverti ing 
ngen y. th new pr duct and it mar­
k ting: eJement are 1ot likely to be 
perfect at the point of te t mark.et 

entr . Thi mean that u ce often 
depend upon how qui kly and com­
petent) new pr du t and marketing 
element are modified and refin d a. 
the t t market unfold . The new prod­
u t gain wing and momentum 
thr ugh this re . t mark "t perim nt­
ing, tinkering and refining. That's 
what t st mar e tin o- i. all about. 

Killt•r lmdxet . One of the sur st 
w·a s to kill a new pr duct is an unre­
alistic introdu tor budget. w prod­
ucts t nd to los money at fir:t. The 
first proposed test mark t budget, 
therefore, usually shows then w pr d­
uct will los money. pp r manage­
m nt d e. n t like project that lo e 
money. he new products team in­
crea e the siz and number of te t 
mark t to incr a e a le volume , to 
achieve economic of ale. The bud ­
g t numb r now look better, but not 
good enough f r upp r managem nt. 

o. the new produ t t am increases 
th proje l d shar of market unti I 
th budg "l is acceptable to upper 
managem nt. ow. the n w product 
is se t for failur ; it has virtually no 
·hance of hitting the budget number . 
Ev n wors ·, the test market geo­
graphic area is now ·o large and o 
e ·pen ive that the normal tin · ring 
and e perimeming that' uppo ed to 

o cur during te t marketin~ i no 
longer po ible or affordable. The 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Killer Budget kill man promi ing 

B 

FAX (2 12) 557·32'2 

Con em : 
J.unes Deccore or 

Rohin l tee ·o 
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BI ,i. 
BRAND IN TITUTE, inc. 

·fl IG • BRANDT r'M.i\fARKEr RE BARCH 

Cenrury Park bsc 
l l) rh fl oor 

Los Angel · (A 90067 

TELC~lO) l -HOI 
FAX ~ I 0) 2 H1 -t~O-I 

G.mc ·t : 

Frtdrica Re1ttr. Dtr ror 

Bmtol Mj<f'J q11W1 
J7IJ,4./;,/ 

new product . 
Mwwxemenl comrnitmcnt. N ~w 

produ L qui kly die without man­
agement commi tm nt and determina­
tion. New product. are ri ky. Many 
will fail. lf all to easy to k' ll a new 
product - there' little ri k a oci ­
ated \! ith illing it and u ually great 
ri ' k in pur uing it. man<Jg:erial n­

ironment which permit freedom to 
fail is essential to th r ali n f new 
product su ' c ss ·. 

In th final ana lysis. determination 
i. probably the sing l most important 
predict r fn wprodu t ·u c ·s. The 
really ·ucces ·fu l new product · com­
panie don'tgi eup a ily.Theykeep 
trying and they ke p e perim nting 
untilth find a u ce formula. Then 
th · ' go to the bank and r 11 the di e 

again and again. 
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Th h 

A research adventiure 
the Carib bean Isla 

Is this any way to earn a living? 

ditor's note: Jack Ro i pre i ­

dent of 1. Ross j ociate . Inc .. a 
Port . t . Lucie, Fla ., research firm . 
The names of the people mentioned 
are fictitious, hut the hotels and is­
land referred to are real . 

a ing een a pro~ ssional mar­
keting r ear h r f r r ~ 0 
year . 1'v met and int racted 

with hundred of pe pi , as a col­
league, uperi r, ub rdinat and cli­
ent. My travel have tnken me acr ss 
th ountry and int me for ign 
lands. ft r th u. and r re earch 
pro 'c ts, both quantitativ and quali ­
tative, I thought th r wa n 't any­
thing n w T could c peri nc . that I 
had be n \J ith so many diff r nt 
p opl · that I had m t "a ll type ."I 
thought nothing could su rpris • me 
an m re . 

The tory begin. with an unexpect d 
phone all fr rna re earch rat a cli­
ent mpany. ''H w \V uld u like to 
ondu t a eri f focu . group s .·­
i n in the aribb an 1 land ?" T 

aid .. re ou kidding?" y initial 
th ught ere. "Who w uldn 't I ik 

ndu t any re ~ r h in the ari -
b an?'' imagining, o our e. the good 
tim : th·ll ould be had when work 
was through. 

ost of th d ·sign detail were 
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By Ja k Ro. 

air ady de id d upon so I .·ubmitt ·d 
co:t and timing ·stimale and 

r d my fingers. A f \J day. later 
the go d new came and we had about 
10 day t g t the n cessar d tails 
squar d away. The plan called for 
m · to vi ·it i · i land o r three 
\c~ks'tim 

Week 1 
t 7: . 0 a.m. n a unday I left my 

hom for the unc entful drive to Mi -
ami irport, not knowing that thi 
w uld b n ofth ·few smooth pe­
ri nee of m enture. n m ·ri ·an 

irlin agent in a ery crowded air­
p rt dir ted met gat 3:. With 90 
minute until departure, I went to the 
gate ar a and b ught n up f ffee. 

littl e lnt r, 1 decided t check th 
monit r. nl w di o er my li ght 
wa. at gate D l 0. I hurriedly left. I ug-

inl1 thr ag n and a ntain r f 
· ff ·e. but arri ed n time - h t and 
tired. but on time. 

n the plan T met andy. am m­
b r o the li ·nt ·ompany. Our ver­
hook d 727 d parted 45 minute lat 
andwearri datourfirstst p. ruba. 

li ghtly behind schedule. Sandy in­
tr du ed me to A I anch z. an­

ther rn m r f the client t am. who 
a n our tlight, but sitting too far 

away to talk with. Hi delightful per-

anality and \V nderful Jamaican ac­
ent convin ed me he would h an 

int r ling p r on to w rk with. 
Upon arri al at ur h tel in ruba, 

La abana. an 00-room c mple n 
the c an, I join d and and A ·el 
while th y help d :ct up th f u 

g oup r om. his took ab ut tw h ur 
and w uld pro e to h repr ·: ·ntati 

f irtuall all our stops. c crth -
le . w had tim to cnj y a wonder­
ful dinner at th Driftwood down­
town. It wa h re that A I .·tarted to 
tell u wonderfu l tories about his 
growing up in Jamai n nnd f th 
island p rs nalitie . 

On Monday aft moon after ur 
s .·si n was mpleted , left ruba 
for Mont go Bay, via Miami. W had 
to go all the way n to Miami, wal 
the ntir l rminal, pas thr ugh u -
t m. and omc all the \J ay back to g t 
t ur plan . w arriv d 'c\l gat o_ 
and depart d from gat· D2 , c. II the 
\ hile lugging our hag acre and fight­
ing the rowd . . \V mad· it to thec-ate 
with ab ur I minutes to spar·. I a:, 
e hau ted. 

t the Hal M on Resort, we were 
gre ted at a re eption desk and wer ~ 
·h wn t magnifi ent accommoda­
ti ns in th R yal uite .. ·e tion. It 
was now a ut 3 hour ince I left 
hom· and I had nl d ne one gr up. 
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With nine more t go, I b gan to 
wonder if 1 w uld make it. I did not 
join the other at ro m ch ck or at 
dinner b au e I wanted to b fresh 
f r the earl mornings ·ssion. 

arly Tue dL y morning. w went 
o er some proc dural hange t the 
m derator guid . Amazingly, ne of 
the gr up participant , onnie. h~ d 
li ed in Brooklyn, . Y ., \J hen I did 
and. b ·for and aft r the e i n. \: e 

ur y ungcr liv s. The rapport w 
clev loped proved sp ciall valuabl 
in a bu ine s ·ensc. since sh wa th 
onlyr p nd ntwhocould ta tothe 
end of the session. an there a 
more phenom nal coincidence'? 

W I ft Monte go Ba for ho Rio 
and then Kingston at about l_: 0. 
with A I driving us in a Toyota 

amry (with air conditioning). For 
th · 60+ m i I ride along the northern 
coast of Jamaica. ·el pro ed to b ·a 
better guide than any t urist board 
member could have been. He nam d 

sev rut place h r bau ite is mined 
on the i land and explain 'd how th 
ugar cane i harve. ted. He pointed 

out \J here olumbus land d on th 
i 1 nd and e ·n where the Pinta i 
rum red to b;>. ~ubmerged. Our r ad 
wa onl ne lane ach way. with 
man peopl • passincr (in luding u ) 
e en when it seemed to m that th y 
h u ldn · t b . W made it in one piece. 
nding ourtrip with a delightfullun h 

at the Ruin.- restaurant. whi h at at 
th f ot of a waterfall in h Ri :. 
We were on ly a f w minut from the 
Jamaica Renai sance Hotel where we 
would condu t ur 4 p.m. gr up. (It 

started at 4: _ 0 wi th only thr of eight 
recruits and ended with a t tal of 
fi .) After thi group, w imm di­
ately left for King ton f r th night': 
stay at the Peg a u , a h rt drive from 
th airport. 

Th dri e from cho Rio 
King t n was similar in length a 
Montego Ba to Ocho, but that wa ~ 
the nly ·imilarit . W had t drive 

uth aero ·s th · whole i. land and th 
only way to do that was tog th ough 

--------------~ the mountains, along a winding, n -

lao STATION PHONE CENTER I 
For the right direction, 

it's 
Directions in Research. 

DIRECTIONS IN RESEARCH 
FULL SERVICE MARKETING RESEARCH 

& CONSULTING 

5353 Mission Center Road, Suite 310 
San Diego, CA 921 08 

CompuServe Address:75061,02215 
(619) 299-5883/FAX (619) 299-5888 

(800) 676-5883 
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lan road {i t remind d m f the Pa-
ific llighwa b tween L. . and an 
~ranci:co) at night, haring th ·road 
from time to time with larg trucks. I 
didn't hide m concerns (the oth ·r.­
did quite well), which ·el found 
somewhat amu ing, but he assured 
m · there \J a n thing t worry about 
a he had don it many times. s I 
predicted. we arri ed :afely almost 
tw h ur lat rat th' rr·tnova R -
taurant for a late dinner. 

g ing-away part for the Me i-
an mbassador was being h ld at 

the restaurant, so we ate in the pre ·­
ence of dignitarie . . M perien e 
here with hateaubriand and th Ja­
maican brand Red tripe beer a. 
wond lful and a g d nding to an­
oth 'r very long day f t\J groups. 
m re than three hours in th • car and 
several :::ttin /eli u i n · · sion~. 

\Ve arriv d at our King ton H tel at 
ll p.m. and w nt to b d. 

On Wednesday, we I ft at ab ut 
:30 a.m. for our trip to the ayman 

I lands. One rrroup wa h duled f r 

the aft rn n. with th • other for 
Thur day rning. I hop d that we 
would finally hav tim· tor Ia at the 
bea h rat p olsicl b for g ing to 

inn r. We didn't. ur plan \:va 
about an h ur lat · in arriving in Ja­
maica and after it wa. I aded, the 
aptain told u: the plane wa too 

h avy. W ~waited another 30-45 min­
ute: whi I they to k ut 600 gall ns 
of gasolin . With n long cu t ms wait 
(bccaus' of drug searche ), w ar­
ri v ·d at the hotel le than ne hour 
b fore the gr up wn heduJed. f-
ter th gr up " n ver, I had two 
hours f r ela/ati n at th !arion 
Grand Pa ilion p 1. I cnjo ed a fe\J 
refreshment and li tenecl to a d ·­
lightful Jnd guitar player . ing some 
ery r Ia · ing ng . Dinner at the 

\ harf wa fairl e pen ive but quite 
g d. 

fter our morning . e:sion, we were 
to h ad home. h' group went well 
and I had lunch at the po l ide bar 
be for lea ing forth uirp rt. Finally, 
·omething went . moothly: an n-time 
d parture, carl arrival. a fairly uick 
trip through u.' tom and h me at 

.m .. after an un ntful tw -h ur 
driv •. 

V\'eek 2 
The dri t the airport on unday 

\Va . agnin un v ntful but I had to 
park nearthe t p fth ne t buikling's 
garag e au e f r wding. 1 cnt to 
the corr t gat the fir:t tim' and th 
plan depart d on time. 

'W arrived at Tortola, Briti h Vir­
gin Islands. ustom: wa. qui k ::md a 
_ 0-minut car rid to Trea . ur 1 le 
Hotel was inter ·sting, to sa the len t. 

The one lane road thr ugh hanty 
to"vns showed me more e ·nmple of 
. lum living. Goal~ in the r ad. a ow 
lying on a beach nnd peed bumps 
in:t ad of traffi light ~ . The road 
wound around th m untain . ( ith 
no guardrail). but I k pt my nervous­
n ss t m self ( hade f Jamaica 
again . We arri ed at the hotel and 
had aver nic dinner on the veranda, 

verlooking the water. W \vere gi en 
a ~ mall suite b cause th hotel mi un­
d ·rstood our arrival date. The i win 
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the morning was j u t p ta u lar. 
Work w 'nl well~ the gr up w s 

inf rmati and knowled able. 
Howe r. nl thr ho\ved up of 
th fi • recruit d. The I al tn 
Tortolu indicated that " e 'd be lucky 
t get t Barbad f ur hours after 
leaving . . aying that we wouldn't leave 
on time and ould miss ·onn" ti n . 
I looked forward to the continuing 
"adv nture" with . me un iet . 

D partur f r ntigua on Liat Air­
ways was 10 minute early and we 
landed five minute earlier than pre­
dict ·d. We w nt thr ugh u~toms 

quickly and left Antigua f r Barba­
dos on tim . Arrival in Barbad wn. 
e a ·tly as e p ct d and 30 minut : 
aft r t uchdown. a cab had u at our 
h t I. (Happily, th · Tortola p pl 
were n t orrect.) A flcr ch d. i ng th 
f cu . gr up r m. which wa. already 
· t up. we went t th Brown ugar 
for dinn r. The seafood platter had 
four arietie. offi . h. which w ·r · ver 
ta ·ty. Th plan v.·· a~ t me t for break­
fa tat 7:30a.m . . ince w had a :3 
start. 

he firsts ·s~ion" nt ell de. pite 
·onccrns that the group might b dif­
ficult and unc op rative. We in -
tun d some ar ·as and. as a r ult, the 
lasts· . sion was the b"st of all: a good 
way to end my m< dcrator' fun tion. 
Dinner at Pisces. a beautiful pot n 
th wat r, was · ·client and n t any 
more pensive than the oth r ' . 
rela ·at ion p ri d ut the bar b ·fore 
turning in f r the night" as an appro­
priate ending. It didn't make up for 
th inability t lie on th b ·auti ul 
bea h f \ ade in the blu \Vaters f 
the aribbean; mu he ne t time. 

The flight ba k \i a. wonder ul. 
andy g t u h th on the American 
irline~ flight and u ed coupon~ to 

upgrade u~ to fir. t Ia. s. E ccllcnt 
breakfa-;t and · rvi e nnd n g od rest. 
I was in th offi e by 3:15 nnd cau(Jht 
up with ever thing efore my last le(1 

to ancun th ne, t w ek nd. 

Week 3 

n aturday. I I ·ft home nt 7:45 
a.m. for an I I a.m. nightl an un Ill 
fir. t lass ( ·ouldn 't get on oa h). 
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or 5 mile~ the trip wa unev n tfu I. 
Th n. one mil~ from the unri e Blvd. 
• · it, the trnffi backed up. I de idcd 
to gel ff at the e it and find th • 
turnpik . Twenty minute later, I wa. 
on my wa south again. I arri ed nt 
the parking garnge J 5 minut s b ·hind 

hedule and\: a. at th gat· on h ur 
b f re flight time. l don't know if I 
would hnve made it if 1 had stay don 
Rt. 95. I gue thnt' . why we I ·av · 
pi nl of , tra tim . I wond red if 
thi~ was an ominou beginning to my 
last w"' k.. 

he gr up wer heduled for 
Monday. bull J ft n Saturday to tnke 
advantag · of the beautiful beach. 

unday I :pent an h ur nnd a half 
briefing a M · · ican m rat r. Th 
r . pond ntsdidnotsp akEngli h, o 
[ could not mode rat·. bserving a 

pani h p aking s ssion and listen­
ing t a trnn lator talk into a tape 
re ord r proved to b • okay. but it i 
hard t en e the flavor f the group. 
I t k. a many n t · a: I could. 

During my three day: in ancun. I 
'nj yed th bea h. the beautiful wa­
ter and the in-th -pool bar of the 1elia 

ourqu ·sa II t I. The day a t r th 
last session ( e uldn 't I ave at night 
hecausc th ·r · wcr ... no flight ). \i e 
lc t the hot l about n n for a tw -
hour flight back to Miami. The tlight 
left on tim·, land don time and 1 wn. 

hom ab ut tw and a half hour aft r 
touchdown. good nding. ut now 
came the detail work. In thre w cks, 
I needed to ha e a inal report to 
v r on·. The b uom lin f thi 

whole ex peri ·nee i. that if I'm a ked 
t d thi kind o thing again. I'll 
pr bn ly ny n . lt was just mu ·h to 
much fa has: I in so man way . 

Epilo u 
During the tw weeks after the la:t 

group,Ir ceivedmultipleph necalls 
from variou li nt pe pi , pushintr 
m ·to complete thi imp rtant project 
"early." It wa difficult tr ing to re­
spond to the reque ·t from five or i 
cliff r ·nt p ople. H we er, I did d -
li er th report n tim and a w ek 
lat r, a . ummary conf r nee all t k 

pin e. The c nf r nee callla. t dab ut 

an h ur. 
When I fini hed with th r quested 

change , 1 thou ht about everything 
that had oceurr d with this pr ject, 
ab ut h w g od it sound d in the 
beginning, the tra el difficulties, th 
" orking with multiple ''bo ·scs:' the 
p or show-up rate. th littl bit f 

·tra tim· I wa a le t p nd in 
ancun, and the underpricing of my 

cost. (unintentional .I finall d cided 
"never again." n ld adnge hnd on 
aguin come tru ·: ''You can't judge a 

book by it 

We Specialize In Specialists! ,-

If h aJth car expert 
tru t your pr 1 t o a 
- M di aJ Marketing R 

d nur 
. involvin h alth ar 

MEDICAL MARKETING RESEARCH, INC. 

1-800-866-6550 
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Cottonelle 
continued from p. 11 

irection on ullin!!. b asking f r 
th ir input n it · altributes, ad ni -
ing and pu knging. 

Wh n on umers first arrive at the 
inter iewing l ation, th ar t ld 
\.vhat their ta k i and ho\1 th ir input 
will u ed. Durin what is usually a 
two-h ur pro ·ess, re p ndents visit a 
s ri s of stati n . L h focusing on a 
: parat a pe t of the pr duct. here 
they r . pond to some kind of timu­
lus. su ·h as a m k up fan ad or a 
p tential packag , n ring their r·­
:pon. n a elf-administered ques ­
tionnaire. 

Aft r vi iting all of the :lations 
they ar debriefed and their responses 
r examined to all -. them to shape 
their opinion int a cohesive prod­
u t. f urse the 'r als a ked 
about pur ha~c int ·nt for the pr duct 
the ' e 

The ta-

Attention 
Additional 

information from 
advertisers can 
be found in the 

expanded ·ndex of 
advertisers 

section located 
on page 81. 
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ti n f r positioning. pr du t:, a . -
th ti s and brand imagery. At th 
brand imag ·r station. f r e ample, 

nd nts analyzed fiv ph t mon­
tag s presenting th m like ":hower 
fre h'' and .. h gi ni . "N tthe rat 
th ir initial re p n t each imag 
and d .·crib d the p r ·on " ho might 
find the image ppealing. hey th n 
rank d the image: in their own p r-

nal order bas d n h \i the fit 
with th ir ch i e f po iti nin and 

·plained wh they liked their fa r­
ite. Finally. using a list f word and 
phra · s. th ·y ·h ked ff th th y 
f It b ·.·t described the image th y 
liked the m st. 

..., li ent · lea rn fir tha nd 
~part of th Building Bl ·ks pro­

cess, clients are a ked to it at ach of 
th · station - at ng with a trained 
market re ear h r - to obs r e and 
talk to the re p ndcnts a: the com ­
plete their questionnaire:. Thi al ­
low them to learn fir thand fr m 

n umer and probe form r inf r-
mati n. For th ottonell p oje t. 
I. t pte from marketing, marketing re­
ear h. ad rtising, packaging and 

pr duct dev 'lopm nt mann d the sta­
tions. 

This up close and per nallcarnin' 
was tremely h lpful. Bassett says . 
·'J have been in r ear ·h for a number 
of years and 1 have l say it a: an 
en rtrtztng e p rien l watch peopl 
'.Vh d n ' tn rmallytalkto n um-
er one-on-one get a chanc to do 
Ba tt . ay .-. 

"P ·ople came · wa with a lot of 
~.rood ideas , a real lear understand­
ing of what the on num f \Vas saying. 
lt wa a ver p werful tool. It al 
allowed u to l k at all of the le ­
ment of the undl in r lati n t ne 
an th r. We got consumer input n 
a thetics, imagery, packaging, all at 

n e, r lat 'd to on an ther. a p-
posed to doi n it . equentially." 

" oml.!timcs when a new client i 
told that th y'll have t talk dire tly 
to consumer ·, th y kind of freez ." 
a oldvh n er. "But w, haven ver 

failed to find that pcopl do a g d 
job and I arn a lot m r than ju t 

itting hind the mirr r. In a lot of 
lient or ranizati n . the p ·ople on 

the team who are re pon ible for the 
ad erti.ingorpa aging,for ample. 
nev r ct to talk t n ·umers . But 
thi t hnique gi e them an opportu­
nity to ret dire t f d ack." 

li ·nt: at fir t it at th, :tati n that 
repres nt: their parti ~ uJar ar a of in­
terest or dj iplin . In later ·e ion , 
the ar invit d to sit at n diff rent 
tati n. . a packaging p r n ill 

mov" to the ad rti ing tat ion . for 
· ·ample . Thi help build a L am-like 

u 

Within a rt•eek, after 

cro · tahhin , ott had 

a ti nahle criteria to W'ork 
VtJifh. " I t pro1 ided a lot of 

inforn1ation in a short period 

of tin1e. I e tin1ate that it 

. hrank thi · phase of the 

project by 75 perc 1 11!. hat 

w a really . i nzfi ant,' 

Ba .. ett ays. 

ma ' b r . pon ible · r the ad rti.s­
ing. but if you kn w m re about th 

th ·r a:pect fit and how onsum-
crsf lab uttheothera pcct.·. ou'll 
do a be tt r j b." 

fring benefit. i: that ·on umer 
ha e fun. too. Goldwa .. er ny . ''Th 
get em w ·red and involv d. The 
w rk hard but they have a g d tim 
doing it. ne r . pond nt told u , 'This 
is th first r . ear h r ve parti ipat ·d 
in that I felt that pe pte • r d about 
what 1 hnd t a . 

Do om thing quickly 
The t hnique wa: a time .'aver, 

Ba ett a . The int r iews wer con­
ducted erfourday ·.Within a week, 
after r . tabbing, cott ha action­
able rit ·ria to w rk with. "It pro-

ided a lot f informati n in a ·h rt 
p ri d time. I e tim at that it :hrank 
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thi pha e of the pr ject y 75 p rcent. 
That wa rea II ignifi ant be au. e w 

eli red on our goal of :p d-to-mar-
k t for an impr ed tt nell . " 

IJ parti invol ed in the r ear h 
stre:.· that th info1mation obt ined from 
th Building Blo ·ks : . sions wa. n 't 
viewed as proj ctable. ·w ~don't pr m­
i: • that the t • ·hniquc ill find the p r­
f ct mbinati n I ment.. But ut 
of the I m nts und r consid ration. it 
can identify th ones that w r b . t 
together." ·a . Hank oldwas · r, prin-

cipal, "'" irection onsulting. 
Though cott turned t : veral other 

meth d t fine-tun th c ncept and it: 
e uti n, th Building Bl , work 

erved a an e ellent tarting p int, 
Ba ett a . "For an arly tag de el-

pment I think it wa L ke pie e f th 
ll:aming. Lots or t ~L ha 
but you don't o ·t to pr wh • and in 
this case people reall did get t do 
that.., 

Rob alia· :.. t a v ·r carl phas . 
it pro ided input for th product ae:­
thetics and ultimat I for th • pa ·kage 

d si n and ad rt1sm . Th · Building 
B lo ks :tud form d a basis for how 
Walla hur ·h went, b ut d el ping 
the pa ·kaginu \ hat lors would be 
meaningful, what kind of sty I , image. 
per nality. It wa the ame with the 

A frin e benefit, is that 
on un1 r have f un, too, 
old»-as. er sav . . .. They get 

emp tt red and inloh'ed. 
Th y » ork hard but they have 
a good time doing it. ne 
re pondent told u. 'Thi. L 
th fir t re ear h I' \.'e 
participat ')din that I fe lt that 
pe p i cared ab ut ·what I 
h I ' " ac to ay. 

adv ·rtising. If ou look at what's nth 
sh I ftoda the bundle that was laun hed 

was verJ mu h a r ult t\:vhat n um­
·rs told uo.; in the Building Blo k. tudy. 

"ld n"tthink\· ec uldh~\Vegon thi · 
far fr m th a e quity to where it i 
today without th r search proving t u. 
that that's how far it had to go in the 

n umers· mind. It wa · a 1reat way to 
get a I t f inti m1ation quickl and it 
pr id d us \.Vith th ammunition to o 
to top rna nag ment and :ay thi: not just 
an evoluti nary fi -it, thi i a rndi al 
re tructuring of your brand. his re-
e. rch app 'Oa h give you a go d idea 

ing on th · 
di at ion ·- including\ hat Ba eu all 
''phenom 'nar· acccptan e fr m th Lrad 
-arc quite promi:inu. "It wa. on f 
the most n r izinu project: 1\ ·work ·d 
on in my ar r. W ac ·ompli:h d s 
mu h in u h n hort period of tim 
while r al ly keeping in touch with the 
on umer . which i: a r s ar h r's 

dream." 

ow To Find The Best Deal 
On WATS Interviewing. 

The hi2:h o ' t · f t l ph ne int r i wing g tting y u d wn? 1/H/R Re ·ear h r up can h Jp - wi th th 
hi 0 h t quality, I w . t pri , and be t r ice a ailable any\1 here. 

• 100 Line national overa e • Certified interviewer • Project bid in one hour 

• 75 i3/C Tl tation 

• On tinze re ult 

don 

• Highe t quality • On/off premi e tnonitoring 

tate-of-the-art technology 

ing tramtng pr gram r ur gr at ·up r i ·or · ... But, 

• Low price 

mp titive price . W 'r growing, ·ow an 

T/H/R Re. ar hGr upaca]l. We'll make ·urey urj 

/H/R Re earc G oup 
Quality Marketing Re earch That Work . 

4440 S. Maryland Pkwy. - Suite 203 - Las Vegas, NV 89119 · (702) 734-0757 
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Listed below are names of companies specializing in qual itative resea rch moderating. Included 
are contact personnel, addresses and phone numbers. Compan ies are listed alphabetically and 
are also classified by state and specialty for your convenience. Contact publ isher for list ing 
rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneap ol is, MN 55423. Phone 
612-854-5101/ fax 612-854-8191 . 

Access Research , Inc. CB&A Market Research Communications Workshop , Inc. 
8 Griffm Road North 1400 Westgate Center Dr., Ste. 200 168 N. M1ch1gan Ave. 
Wmdsor. CT 06095 Winston-Salem, NC 27103 Ch1ca o, ll 60601 
Ph. 203-688-8821 Ph 910-765-1234 Ph. 312-263-7551 
Contact: Gerald M. 0 Connor Contact. Amy Anderson Contact Lisa J Hougsted 

Full Service Research Marketing, Consumer, Executive, Technical & 
The Answer Group State-of-the-Art Facilities. Children Grps 
4665 Cornell Rd. 
Cmclnnati, OH 45241 Cambridge Associates, ltd. Consumer/Industrial Research 
Ph. 513-489-9000 2315 Fa1rway Ln Service (C/IR) 
Contact: Richard Feldon Greeley, CO 80634 P 0. Box 206 
Experience and Ouality in Full Service Ph 800-934-8125 Chadds Ford. PA 19317 
Research. Contact: Walt Kendall Ph. 610-565-6222 

Expert In Focus & Ideation Groups, Contact: Gene Rullo 
Asian Marketing Communication 1-on-1s. Agnculture. Business-To-Business. 
Research/Div. of H&AMCR, Inc. Health Care. 
1301 Shoreway Rd , Ste. 100 Cambridge Research , Inc. 
Belmont, CA 94002 5831 Cedar lake Rd Consumer Opinion Services 
Ph. 415-595-5028 St. Louis Park, MN 55416 12825-1 st Ave. South 
Contact: Dr. Sandra M.J. Wong Ph. 612-525-2011 Seattle, WA 98168 
Ouai./Ouant. Rsch. -cantonese, Mandarin, Contact: Dale Longfellow Ph. 206-241-6050 
Japanese, Korean, Tagalog, etc. U.S. & lntl Htgh Tech, Executives, Bus -To- Contact. Jerry Carter 

Bus., Ag., Specifying Engineers. Consumer, Business Groups and 
Asian Perspective, Inc. One-On-Ones. 
386 Broadway, 5th fl. Campos Market Research 
New York, NY 10013 216 Blvd. of the Allies Creative & Response Svces., Inc. 
Ph. 212-431-9366 Pittsburgh. PA 15222 500 N Michigan Ave., 12th Fl. 
Contact: Grace Chin Ph. 412-471-8484 Ch1cago, IL 60611 
Mod. & Recruit In cantonese, Mandarin, Contact. R. Yvonne Campos Ph. 312-828-9200 
Vietnamese, Korean & Japanese. Experience With Consumers and Contact: Sanford Adams 

Business-to-Business Groups. Thtrty Years of Leadership m Qua/ita-
Auto Pacific Group Inc. tive Research. 
12812 Panorama View Carlson Marketing Consultants 
Santa Ana. CA 92705-1340 941 Bayberry Point Dr Cunninghis Associates 
Ph. 71 4-838-4234 Ft. lauderdale. Fl33324 6400 Flotilla Dr., 56 
Contact. George Peterson Ph 305-475-7181 Holmes Beach. FL 34217 
Auto Marketing & Product Experts. Contact: Susan Carlson Ph. 813-778-7050 
700+ Groups Moderate & Recruit. Fortune 500 Clients/Consumer/Busi- Contact: Burt Cunninghis 

ness-To-Business. 37 Years E p., Moderator & Madera-
BAI tor Training. 
580 White Plams Rd Michael Carraher Discovery Research 
Tarrytown, NY 10591 204 Dupont St The Customer Center, Inc. 
Ph 914-332-5300 Philadelphia, PA 19127 3528 Vest M1ll Rd. 
Contact: Kate Permut Ph. 215-487-2061 Wmston-Salem, NC 27103 
Innovative & Standard Approaches Contact: M. Carraher Ph. 910-768-7368 
To Oual. Research. Discovermg What Is & How To Cre- Contact: Christine Davis 

ate Destred Change. lnnovattve State-Of-The-Art Moder-
George I. Balch atmg Techniques. 
635 S. Kenilworth Ave. CJI Research Corporation 
Oak Park, IL 60304 719 N. Pearl St. Daniel Associates 
Ph 708-383-5570 Columbus. OH 43215 49 H1ll Rd .. Ste. 4 
Contact: George Balch Ph. 800-860-7878 Belmont. MA 02178 
Expenence With Advertisers, Agen- Contact· Dr. Hugh M. Clark Ph. 617-484-6225 
cies, Government. Recs On Policy & Market Strategy. Cont ct. Stephen Daniel 

Surveys Also Available. FOCUS/IT Understanding Technology 
Bannon Moderating Services Buymg Processes. 
206 44th St. The Clowes Partnership 
Virginia Beach, VA 23451 2 Barry Ave. Data & Management Counsel , Inc. 
Ph. 804-425-0050 Ridgefield, CT 06877 P 0 Box 1609 / 608 Chadds Ford Dr 
Contact' Theresa Bannon Ph. 203-438-2647 Chadds Ford, PA 19317 
Former P&G Brand Mgr. Expert1se. Contact: Rusty Clowes Ph. 610-388-1500 
New Prod./Adv./Pkg. Goods. New Product/Advertismg/A/1 Ages/ Contact: Bill lift-Levine 

Focus & Mmi Groups. Extensive Experience In Domesttc & 
International Qualitattve Research. 
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Decision Analyst, Inc. FacFind , Inc. Graff Works Marketing Research 12 
604 Ave. H East 6230 Fairview Rd ., Ste. 108 10178 Phaeton Or. 5414 N.W. 60th Terrace 
Arlington, TX 76011-3100 Charlotte. NC 28210 Eden Prairie. MN 55347 Kansas City, MO 64151 
Ph . 817-640-6166 Ph. 704-365-8474 Ph. 612-829-5924 Ph . 816-587-5717 
Contact: Jerry W Thomas Contact: Tracey Snead Contact: Carol Graff Contact: Kavita Card 
Depth MotivatiOn Research. National Varied, Affordable Southern Gener- Your Customers Eagerly Share In- Consumer/Business/Black/Children/ 
Firm. a lists. sights With Us. Travel/Hi Tech. 

Delta3 Research Fader & Associates Greenleaf Associates, Inc. Irvine Consulting, Inc. 
5252 W. 67th St. 372 Central Park W., Ste. 2W 800 South St.. Ste. 170 2207 Lakeside Drive 
Prairie Village, KS 66208 New York, NY 10025 Waltham, MA 02154 Bannockburn, IL 60015 
Ph . 913-722-5498 Ph. 212-749-3986 Ph. 617-899-0003 Ph . 708-615-0040 
Contact: Ann Brewer Chappel Contact: Susan Fader Contact: Dr. Marcia Nichols Trook Contact: Ronald J. lrvme 
Get MarkeUng & Research Experi- Exper./Focus Groups/1-0n-1 sl ln Nat'/Jint'l. Clients. Specialty: New Prod- Pharm/Med: Custom Global Ouan./ 
ence In One Firm. Broad Range Of Cat. ucts. Direct MarkeUng, Publishing. Oual. Res. & Facility. 

The Deutsch Consultancy First Market Research Corp. Grieco Research Group, Inc. KidFactssM Research 
1500 N.W. 49th St. , Ste. 532 2301 Hancock Drive 850 Colorado Blvd .. Ste. 203C 34405 W. 12 Mile Road , Ste. 121 
Ft. Lauderdale, FL 33309 Austin, TX 78756 Los Angeles. CA 90041 Farmington Hills, Ml 48331 
Ph . 305-938-9125 Ph. 800-FIRST-TX (347-7889) Ph . 213-254-1991 Ph. 313·489·7024 
Contact: Barry Deutsch Contact: James R. Heiman Contact: Joe Grieco Contact: Dana Blackwell 
Expertise-Desrgn/Ana/ysis. The Rich High Tech, Publishmg, Marketing and Advertising Oual. & Ouan: Specialty Kids/Teens. 
Are Different. Bus.-To-Bus .• Colleges. Focus Groups. Prod./Pkg./Advtg. 

Dolobowsky Qual . Svcs., Inc. First Market Research Corp. Hammer Marketing Resources Lachman Research & Mktg . Svces. 
94 lincoln St. 121 Beach St. 179lnverness Rd . 2934 1/2 Beverly Glen Cir., Ste. 119 
Waltham, MA 02154 Boston, MA 021 11 Severna Pk. {Balt./O.C.), MD 21146 Los Angeles, CA 90077 
Ph. 617-647-0872 Ph. 617-482-9080 Ph . 410·544-9191 Ph. 310-474-7171 
Contact: Reva Dolobowsky Contact: Linda M. Lynch Contact: Bill Hammer Contact: Roberta Lachman 
Experts In ldeatton & Focus New Product Development, Health 23 Years Experience - Consumer, Advg. & Mktg. Focus Groups and 
Groups. Formerly with Synectics. Care, Advertismg, Retail. Business & E ecutive. One-on-Ones. Consumer/ Business. 

Doyle Research Associates, Inc. Focus On Hudson HeffemanMartletingResearchServices Leichliter Associates 
919 N. Michigan/Ste. 3208 350 Hudson St 4201 Fifth Ave. 252 E. 61st St., Ste. 2C-S 
Chicago, IL 60611 New York, NY 10014 San Diego, CA 921 03 New York, NY 10021 
Ph. 312-944-4848 Ph . 212-727-7000 Ph. 619-692-0100 Ph. 212-753-2099 
Contact: Kathleen M. Doyle Contact: Frank O'Biak Contact: Stephen Heffernan Contact: Betsy Leichliter 
Specialty: Children/Teenagers New Foe. Grp. Fac., New Video Conf. Spec. In Health Gare/Med./Church & Innovative Exploratory Rsch./ldea De-
Concept & Product Evaluations. capability, Med.,Bus. -Ta-Bus., Consumers Religious Of[Js./Member ORCA & AMA velopment. Offices NY & Chicago. 

D/R/S HealthCare Consultants Focus Plus, Inc. Pat Henry Market Research , Inc. Nancy Low & Associates , Inc. 
3127 Eastway Dr., Ste. 1 OS 79 5th Avenue 230 Huron Rd. N.W., Ste. 100.43 5454 Wisconsin Ave .. Ste. 1300 
Charlotte, NC 28205 New York, NY 10003 Cleveland. OH 44113 Chevy Chase, MD 20815 
Ph 704-532-5856 Ph. 212-675-0142 Ph. 216-621-3831 Ph . 301-951 -9200 
Contact: Dr. Murray Simon Contact: John Markham Contacl: Judith Hominy Contact: Nan Russell Hannapel 
Specialists in Research with Provid- Impeccable Cons. & B-B Luxurious Focus Group Facility. Ex- Health/Financial/Customer Satisfac-
ers & Patients. Recruits/Beautiful New Facility. pert Recruiting. lion. Upscale FG Facility. 

Ebony Marketing Research, Inc. Focused Solutions Hispanic Market Connections, Inc. Market Access Partners 
21 00 Bartow Ave. 907 Monument Park Cir. , Ste. 203 5150 El Camino Real , Ste. D-11 8 Inverness Or. E .. Ste. 130 
Bronx. NY 10475 Salt Lake City, UT 84108 Los Altos, CA 94022 Englewood. CO 80112 
Ph. 718-217-0842 Ph . 801 -582-9917 Ph. 415-965-3859 Ph. 800-313-4393 
Contact: Ebony Kirkland Contact: Bill Sartain Contact: M. Isabel Valdes Contact: Mary Goldman Kramer 
Spac. Cont./Viewing Rooms/Client 30+ yrs. Exp.: 2500+ Groups with Foe. Grps., Door-to-Door, Tel. Stud- Specialists In New Prod. Devel., Medi-
Lounge!Ouality Recruiting. U.S. & International Goods & Serv. ies, Ethnographies. cal, Hi-Tech, Exec. 

Elrick and lavidge Franklin Associates, Inc. Hispanic Marketing Communica· Market Development, Inc. 
1990 Lakeside Parkway Rte. 3. Box 454 tionsResearch/Div. ofH&AMCR,Inc. 1643 Sixth Ave. 
Tucker, GA 30084 Louisa, VA 23093 1301 Shoreway Ad ., Ste. 1 00 San Diego, CA 921 01 
Ph. 404-621-7600 Ph. 703-967-3170 Belmont, CA 94002 Ph. 619-232-5628 
Contact: Carla Collis Contact: Tony Franklin Ph . 415-595-5028 Contact: Esther Solo 
Full-Service National Capability. 25 Years Consumer/NewProduct Po- Contact: Or. Feltpe Korzenny U.S. Hisp./LatinAmer., Offices In NY, 

sitioning Research. Hisp. Bi-Ling.!Bi-Cult. FocGrps.Any- Mexico City. 
Erlich Transcultural Consultants where In U.S./Ouan. Strat. Cons. 
21241 Ventura Blvd., Ste. 193 Fuller Research Services, Inc. Market Navigation , Inc. 
Woodland Hills, CA 91364 Olde Towne, P.O. Box 8 Horowitz Associates Inc. Teleconference Network Div. 
Ph. 818-226-1333 Portsmouth. VA 23705 1971 Palmer Avenue 2 Prel Plaza 
Contact: Dr. Andrew Erlich Ph . 804-393-1411 Larchmont. NY 1 0538 Orangeburg. NY 10962 
Full Service Latino and Asian Market- Contact: H. Grace Fuller Ph. 914-834-5999 Ph . 914-365-0123 
ing Research. Solving BIZ Problems Thru Research Contact: Howard Horowitz Contact: George Silverman 

& Creativity. Cable/Vrdeo Marketing-Program- Med., Bus. -to-Bus .. Hi-Tech, Indus!. , 
ming-Advertising Strategy. Ideation, New Prod., Tel. Groups. 
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Marketing Advantage Researoh 
2349 N. Lafayette St. 
Arlington Heights. IL 60004 
Ph. 708-670-9602 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph . 612-924-0053 

Contact: Marilyn Richards Contact: Paul Tuchman 
New Product Development/Hi· Tech/ Helping You ··outsmart• Your Com-
Multimedia/Insurance. petmon. 

Marketing Matrix, Inc. 
2566 Overland Ave., Ste. 716 
Los Angeles, CA 90064 
Ph. 310·842·8310 

Phoenix Consultants 
5627 Arch Crest Or. 
Los Angeles, CA 90043 

• Ph. 213-294-5648 
Contact Marcia Selz • Contact: Diane Sanders 
Foe. Grps., In-Depth lntvs. & Sur- , Nat'/. Group Expert Moderators, Eth-
veys For Financial Svce. Companies. nic/Adv.!Cons. 

MarketVIsion Research, Inc. 
MarketVision Building 
4500 Cooper Rd. 
Cincinnati , OH 45242 
Ph. 513-791-3100 
Contact: nna Rucker 
Lux. Cons. Ctr. Dsgnd. For Comfort. Tiered 
Suites, Lg. Kitch. , Qual Recruit In-house. 

Matrixx Marketing-Rsch . Dlv. 
Cincinnati , OH 
Ph. 800-323-8369 
Contact: Michael L. Dean, Ph. D. 
Cincinnati's Most Modern and Con­
venient Facilities. 

Med ical Marketi ng Research , Inc. 
6608 Graymont Place 
Raleigh, NC 27615 
Ph. 919-870-6550 
Contact: George Mat;jow 
Specialist, Medicai/Pharm. 20 yrs. 
Healthcare Exp. 

MedProbe Medical Mktg. Rsch. 
600 S. HVJY. 169, Ste. 1410 
Minneapolis, MN 55426-1218 
Ph . 612-540-0718 
Contact: Asta Gersovitz. Phrm.D. 
MedProbe Provides Full Service Cus­
tom Market Research. 

Michelson & Associates, Inc . 
1900 The Exchange, #360 
Atlanta, GA 30339 
Ph . 404-955-5400 

POV 
99 Citizens Dr. 
Glastonbury, CT 06033 
Ph. 203·659-6616 
Contact: Uli Rodriguez 
Insights For Advtg., Positioning & 
New Prod. Development. 

Research Data Services, Inc. 
4830 W. Kennedy Blvd., Ste. 440 
Tampa, FL 33609 
Ph . 813-287-2975 
Contact: Walter Klages. Ph. D. 
Full Service Qualitative & Quantita­
tive Market Research. 

Rockwood Research 
1751 W. County Rd . B 
St. Paul, MN 55113 
Ph . 612-631-1977 
Contact: Marilyn Rausch 
Full Srv/Focus Fac.: Agri-Bus., Con­
sumer, Customer Sat. 

Rodgers Marke1ing Research 
4575 Edwin Drive, NW 
Canton, OH 44718 
Ph . 216-492-8880 
Contact: Alice Rodgers 
Creative/Cost Effective: New Prod­
uct/Consumer, Etc. 

Pamela Rogers Research 
2759 4th St. 
Boulder, CO 80304 
Ph . 303·443-3435 

Contact: Mark L. Michelson Contact: Pamela Rogers 
Insightful sessions/Useful re- Consumer, Business, Youth Grps.! 
ports.10+ year experience. One-One 's In Many Categories. 

Monitor Research Corp . 
701 5th Ave .. Ste. 5050 
Seattle, WA 98104 
Ph. 206-386·5553 
Contact: Michael Connor 
Immersion Foe. Grps., Adv. Bds., 
Online, Cust. Survey!Dbase. 

Nordhaus Research, Inc. 
20300 W. 12 Mile Rd. 
Southfield, Ml48076 
Ph. 313-827-2400 
Contact: John King 
Fu/1-Svce. Qual. & Quant., Fin., Med., 
Uti/., 3 Discussion Rms. 
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Rudick Research 
One Gorham Island, 3rd Floor 
Westport, CT 06880 
Ph . 203-226-5844 
Contact: Mindy Rudick 
1 0+ yrs. Experience Utilizing 
Innovative Techniques. 

Rhoda Schild Focus Group 
Recruiting/Marketing 
330 Third Ave. 
New York, NY 10010 
Ph . 212-505-5123 
Contact: Rhoda Schild 
Excellent Medical, Consumer. Busi­
ness RecruWng. 

Paul Schneller - Qualitative 
300 Bleecker St. 
New York, NY 10014 
Ph. 212-675-1631 
Contact: Paul Schneller 
Full Array: Ads!Pkg Gds/Rx/8-to-B/ 
Ideation {14+ Years) . 

Jack M. Shapiro Heallhcare Mktg. 
Rsch. & Mgmt. Consulting , Inc. 
P.O. Box 900 
West Nyack, NY 1 0994 
Ph. 914-353-0396 
Contact: Jack M. Shapiro 
Healthcare Market Research Special­
ists Since 1988. 

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 
1.290 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 1 0538 
Ph . 914-834-37 49 
Contact: Daisy Spier 
Advtg./Oir. Mktg.!Prod. Dev./Cons./ 
Business/FGI 's/1 on 1's. 

Strategic Focus, Inc. 
6456 N. Magnolia Ave. 
Chicago, IL 60626 
Ph . 312-973-4729 
Contact: Dona Vitale 
Creative Insights tor Mktg.!Advertis­
ing Strategy. 

Strategic Research 
4600 Devonshire Common 
Fremont, CA 94536 
Ph. 51 0-797-5561 
Contact: Sylvia Wessel 
400Groups, Hi-Tech/Medical/Finan­
cial/Transportation Svces. 

Strategy Research Corporation 
1 00 N.W. 37 Avenue 
Miami, FL 33125 
Ph . 305-649-5400 
Contact Jim Loretta 
Serving All U.S. Hispanic Mkts. & 
Latin America. 

Sunbelt Research Associates, Inc. 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph . 407·744-5662 
Contact: Barbara L. Allan 
20+ Years Exp. ; Business & Con­
sumer Studies; Nat'/. & lnt'l. Exp. 

Sweeney International , ltd. 
One Park Place 
621 N.W. 53rd St. , Ste. 240 
Boca Raton. FL 33487 
Ph . 800-626-5421 
Contact: Timm Sweeney 
Qualitative Research. Member: 
QRCAIAMA/Advt. Club. 

TargetMarketResearch Group, Inc. 
5805 Blue Lagoon Dr., Ste. 185 
Miami, FL 33126-2019 
Ph . 800-500-1492 
Contact: Martin Cerda 
Hispanic Quai./Ouant. Research-Na­
Uonal Capability. 

Treistman & Stark Marketing, tnc. 
Two University Plaza 
rtackensack. NJ 07601 
Ph. 201-996-0101 
Contact: Joan Treistman 
ENVISIONTM, Other Approaches for 
Creative Insight. 

Widener-Burrows & Associates, Inc. 
130 Holiday Ct , Ste. 108 
Annapolis, MD 21401 
Ph. 410-266·5343 
Contact: Dawne Widener-Burrows 
Four Moderators on Staff Spec. in 
Health Care, Fin. Svcs., Adv. Rsch. 

Dan Wiese Marketing Research 
2108 Greenwood Or., S.E. 
Cedar Rapids, lA 52403 
Ph . 319-364-2866 
Contact: Dan Wiese 
Highly Experienced: Farmers, Con­
sumers, Business. 

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

Quirk's Mari<eting Research Review 



STATE CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Target Marke Research Group, Inc. Nordhaus Research, Inc. The Customer Center, Inc. 

Asian Marketmg D/R/S HealthCare Consultants 

Auto Pacific Group, Inc. Georgia Minnesota FacFind , Inc. 

Erlich Transcultural Consultants Elrick and Lavtdge Cambridge Research, Inc. Medical Marketing Research. Inc. 

Gneco Research Group, Inc. Michelson & Associates, Inc. Graff Works Marketing Research 
Ohio Heffernan Marketing Research Ser- MedProbe Medical Mktg. Rsch. 

vices Illinois Outsmart Marketing The Answer Group 
H1spamc Market Connections George I. Balch Rock •1ood Research CJI Research Corporation 
Hispanic Marketing Communications Workshop, Inc. Pat Henry Market Research. Inc. 
Lachman Research & Marketing Creative & Response Rsch. Svcs. Missouri MarketVision Research. Inc. 
Svces. Doyle Research Associates F Matrixx Marketing 
Market Development. Inc. Irvine Consulting, Inc. Rodgers Marketing Research 
Marketing Matnx. Inc. Marketmg Advantage Research New Jersey 

Dwight Spencer & Associates 
Phoenix Consultants 
Strategic Research, Inc. 

Strategic Focus, Inc. Treistman & Stark Marketing, Inc. Pennsylvania 
Iowa 

Yarnell Inc. 
Campos Market Research 

Colorado 
Dan W1ese Marketing Research Michael Carraher Dtscovery Rsch. 

Cambridge Associates. Ltd. New York Consumer/Industrial Research (C/IR) 
Market Access Partners 

Kansas 
Asian Perspecttve, Inc. Data & Management Counsel , Inc. 

Pamela Rogers Research BAl 
Delta' Research Ebony Marketing Research, Inc. Texas 

Connecticut Fader & Associates 
Decision Analyst, Inc. 

Access Research. Inc. Maryland Focus On Hudson 
First Market Rsch. (J. Heiman) Focus Plus, Inc. 

The Clowes Partnership Hammer Marketing Resources 
Horowitz Associates, Inc. 

POV Nancy Low & Associates, Inc. 
Leichliter Associates Utah 

Rudick Research Widener-Burrows & Associates, Inc. 
Market Navigation. Inc. Focused Solutions 

Florida Massachusetts 
Rhoda Schild FocusGrp. Recruittrl{V'Mktg. 

Virginia Paul Schneller- Qualitative 
Carlson Marketing Consultants Daniel Associates Jack M. Shapiro Healthcare Rsch . & Bannon Moderating Services 
Cunninghis Associates Dolobowsky Qual. Svcs., Inc. Mgmt. Cnsltg. Franklin Associates. Inc. 
The Deutsch Consultancy First Market Rsch. {L. Lynch) James Spanier Associates Fuller Research Services, Inc. 
Research Data Services, Inc. Greenleaf Assoctates, Inc. Spier Research Group 
Strategy Research Corporation Washington 
Sun belt Research Associates, Inc. Michigan North Carolina Consumer Opinion Services 
Sweeney International, Ltd KtdFacts Research CB&A Market Research Monitor Research Corp. 

SPECIALTYCROSSINDEXOFMODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

ADVERTISING AFRICAN-AMERICAN APPAREUFOOTWEAR BIO-TECH 
Bannon Moderating Services Ebony Marketing Research, Inc. The Customer Center, Inc. Focus On Hudson 
Cambridge Associates, Ltd . Phoenix Consultants Irvine Consulting, Inc. 
Cambridge Research, Inc ASIAN Nancy Low & Associates. Inc. 
Creattve & Response Rsch. Svcs. AGRICULTURE Asian Marketing Market Navigation, Inc. 
The Customer Center, Inc. Cambridge Associates, Ltd. Asian Perspective, Inc. MedProbe Medical Mktg. Rsch. 
Dolobowsky Qual . Svcs., Inc. Cambridge Research, Inc. Communication Research Medical Marketing Research, Inc. 
Doyle Research Associates Consumer/Industrial Research (CIIR) Data & Management Counsel, Inc. Jack M. Shapiro Healthcare Rsch. & 
Erlich Transcultural Consultants The Customer Center, Inc. Erlich Transcultural Consultants Mgmt. Cnsltg. 
Fader & Associates Rock vood Research 
First Market Research (L. Lynch) Market Navigation, Inc. ASSOCIATIONS BUS.-TO-BUS. 
POV 
Paul Schneller- Qualitative 

Dan Wiese Marketing Research Nancy Low & Associates, Inc. Access Research, Inc. 
BAI 

Spier Research Group 
ALCOHOLIC BEV. Cambridge Associates, Ltd. 

Strategy Research Corporation AUTOMOTIVE Cambridge Research, Inc. 
Sweeney International, Ltd. Creative & Response Rsch. Svcs. Auto Pac1fic Group, Inc. Michael Carraher Discovery Rsch. 
Treistman & Stark Marketing, Inc. POV Creative & Response Rsch. Svcs. Consumer/Industrial Research (C/IR) 
Widener-Burrows & Associates, Inc. Strategy Research Corporation Erlich Transcultural Consultants Consumer Opin1on Services 
Dan Wiese Marketing Research Matrixx Marketing-Research Div. Creative & Response Rsch. Svcs. 
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Data & Management Counsel, Inc. CUSTOMER FOOD PRODUCTS Dolobowsky Qual. Svcs., Inc. 
The Deutsch Consultancy 

SATISFACTION The Answer Group Elrick and Lavidge 
Fader & Associates Leichliter Associates 
First Market Research (J. Heiman} The Answer Group BAI 

Matrixx Marketing-Research Div. Creative & Response Rsch. Svcs. 
Pat Henry Market Research, Inc. BAI 

Doyle Research Associates Monitor Research Corp. 
Monitor Research Corp. Michael Carraher Discovery Rsch. Outsmart Marketing 
Paul Schneller - Qualitative Elrick and Lavidge Greenleaf Associates. Inc. 

POV 
James Spanier Associates Fader & Associates KidFacts Research 

Rockwood Research Outsmart Marketing 
Spier Research Group Nancy Low & Associates, Inc. 

POV Paul Schneller- Qualitative 
Sunbelt Research Associa es, Inc. Research Data Services, Inc. 

Paul Schneller - Qualitative Sweeney International, Ltd. 
Sweeney International. Ltd . Rockwood Research 

James Spanier Associates 
Yarnell Inc. Strategic Research, Inc. IMAGE STUDIES 

Sunbelt Research Associates, Inc. 
HEALTH & BEAUTY Cambridge Associates, Ltd. 

CABLE 
DIRECT MARKETING PRODUCTS 

Paul Schneller - Qualitative 
Creative & Response Svces .• Inc. 

BAI The Answer Group INDUSTRIAL 
CHILDREN Greenleaf Associates. Inc. BAI 

The Customer Center, Inc. Spier Research Group Paul Schneller - Qualitative 
Carlson Marketing Consultants Jack M. Shapiro Healthcare Rsch . & First Market Research (J. Heiman) 
Creative & Response Rsch. Svcs. 

DISTRIBUTION Mgmt Cnsltg. Market Navigation, Inc. 
Doyle Research Associates Strategic Research, Inc. 
Fader & Associates Graff Works Marketing Research 

HEALTH CARE 
Sweeney International , Ltd. 

Greenleaf Associates, Inc. Oan Wiese Marketing Research 
KidFacts Research EDUCATION Access Research. Inc. 
Matrixx Marketing-Research Div. Cambridge Associates, Ltd. The Answer Group INSURANCE 
Outsmart Marketing Greenleaf Associates. Inc. Consumer/Industrial Research (C/IR) 

Nancy Low & Associates, Inc. 
Pamela Rogers Research Marketing Advantage Research Dolobowsky Qual. Svces., Inc. 

Marketing Advantage Research 
Paul Schneller- Qualitative DIRJS HealthCare Consultants 

Elrick and Lavidge 
INTERACTIVE PRODJ CHURCH & RELIGIOUS ENTERTAINMENT Erlich Transcultural Consultants 

ORG. Bannon Moderating Services First Market Research (l. Lynch) SERVICES/RETAILING 
Sweeney International, Ltd. Irvine Consulting, Inc. Leichliter Associates 

Heffernan Marketing Rsch. Svcs. Nancy Low & Associates. Inc. 

EXECUTIVES Market Access Partners 
INVESTMENTS COMMUNICATIONS Market Navigation. Inc. 

BAI Matrixx Marketing-Research Div. The Deutsch Consultancy 
RESEARCH Creative & Response Rsch. Svcs. MedProbe Medical Mktg. Rsch. 
Access Research, Inc. Dolobowsky Qual. Svcs., Inc. Medical Marketing Research, Inc. LATIN AMERICA 
Cambridge Associates, ltd. fader & Associates Nordhaus Research, Inc. Market Development, Inc. 
The Customer Center, Inc. First Market Research (J. Heiman) Rockwood Research 

Marketing Advantage Research Paul Schneller- Qualitative MEDICAL PROFESSION COMPUTERS/MIS Paul Schneller- Qualitative Jack M. Shapiro Healthcare Rsch . & 

Cambridge Associates, ltd. 
James Spanier Associates Mgmt Cnsltg. The Answer Group 

Michael Carraher Discovery Rsch. 
Strategy Research Corporation James Spanier Associates Cambridge Associates, ltd. 

Creative & Response Rsch. Svcs. 
Sweeney International, Ltd. Strategy Research Corporation DIRIS HealthCare Consultants 

Daniel Associates Sun belt Research Associates, Inc. Focus On Hudson 

Fader & Associates FINANCIAL SERVICES Widener-Burrows & Associates. Inc. Pat Henry Market Research, Inc. 

First Market Research (J. Heiman) Access Research, Inc. Matrixx Marketing-Research Div. 

Leichliter Associates BAI HISPANIC MedProbe Medical Mktg. Rsch . 

Market Navigation, Inc. Cambridge Associates, Ltd. Data & Management Counsel , Inc. 
Medical Marketing Research, Inc. 
Nordhaus Research, Inc. Marketing Advantage Research Cambridge Research. Inc. Ebony Marketing Research , Inc. Rhoda Schild Focus Group Rec./Mktg. 

Monitor Research Corp. Michael Carraher Discovery Rsch. Erlich Transcultural Consultants Paul Schneller- Qualitative 
James Spanier Associates Creative & Response Rsch. Svcs. Hispanic Market Connections, Inc. Jack M. Shapiro Healthcare Rsch. & Strategic Research, Inc. The Deutsch Consultancy Hispanic Marketing Mgmt. Cnsltg. 
Sweeney International , Ltd . Dolobowsky Qual. Svcs., Inc. Communication Research 
Yarnell Inc. Elrick and Lavidge Market Development, Inc. MODERATOR TRAINING Fader & Associates Phoenix Consultants 
CONSUMERS Nancy Low & Associates, Inc. Strategy Research Corporation Cambridge Associates, Ltd. 

The Answer Group 
Marketing Matrix. Inc. Target Market Research Group, Inc. Cunninghis Associates 
Matrixx Marketing-Research Oiv. Fuller Research Services. Inc. 

The Clowes Partnership Monitor Research Corp. HOUSEHOLD Consumer Opinion Services Nordhaus Research, Inc. MULTIMEDIA Creative & Response Rsch. Svcs. The Research Center PRODUCTS/CHORES 
Doyle Research Associates James Spanier Associates Paul Schneller· Qualitative 

Marketing Advantage Research 
Greenleaf Associates. Inc. Sweeney lnt'l. Ltd. 
Pat Henry Market Research. Inc. Widener-Burrows & Associates, Inc. IDEA GENERATION NATURAL HEALTH 
Marketing Advantage Research CARE/REMEDIES Research Data Services, Inc. Analysis Research Ltd . 
Rodgers Marketing Research FOODS/NUTRITION The Answer Group Focused Solutions 
Paul Schneller- Qualitative Leichliter Associates SAl 
Dan Wiese Marketing Research Cambridge Associates, Ltd. NEW PRODUCT DEV. 

Creative & Response Rsch . Svcs. The Answer Group 
BAI 
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Bannon Moderating Services PHARMACEUTICALS 
Cambridge Associates. Ltd. The Answer Group 
Carlson Marketing Consultants BAI 
Creative & Response Rsch Svcs. Cambridge Associates, Ltd. 
Daniel Associates Creative & Response Rsch. Svcs. 
Data & Management Counsel. Inc. 
Dolobowsky Qual Svcs., Inc. 

0/R/S HealthCare Consultants 
Focus On Hudson 

Elrick and Lavtdge Irvine Consulting, Inc. 
Fader & Associates Market NavigatiOn, Inc. 
First Market Research (J . Heiman) MedProbe Medical Mktg. Rsch. 
First Market Research (l. Lynch) Medical Marketing Research, Inc. 
Graff Works Markettng Research POV 
Greenleaf Associates, Inc. Paul Schneller- Qualitative 
KidFacts Research Jack M. Shapiro Healthcare Rsch. & 
Leichliter Associates Mgmt. Cnsltg. 
Market Access Partners 
Marketing Advantage Research 
Outsmart Marketing POLITICAL RESEARCH 
POV Cambridge Associates. Ltd. 
Rockwood Research 
Paul Schneller - Qualitattve PUBLIC POLICY RSCH. 
James Spanier Associates Cambridge Associates, Ltd. 

NON-PROFIT 
CJI Research Corporation 

Doyle Research Associates PUBLISHING 

PACKAGE DESIGN 
Cambridge Associates, Ltd. 
First Market Research (J. Heiman) 

RESEARCH Greenleaf Associates, Inc. 

Treistman & Stark Marketing, Inc. 
Marketing Advantage Research 
Spier Research Group 

PACKAGED GOODS 
Dan Wiese Marketing Research 

The Answer Group RETAIL 
BAI Ftrst Market Research (l. Lynch) 
Bannon Moderating Services Pat Henry Market Research, Inc. 
Creative & Response Rsch. Svcs. Paul Schneller- Qualitative 
Doyle Research Associates 
Paul Schneller - Qualitative 

SENIORS 
PARENTS Erlich Transcultural Consultants 

Doyle Research Associates 
Fader & Associates 

Fader & Assoctates 
Marketing Advantage Research 

Greenleaf Associates. Inc. 
Paul Schneller - Qualitative 

Markettng Advantage Research 
Sunbelt Research Associates. Inc. 

Paul Schneller- Qualitative 
SERVICES 

PET PRODUCTS Spier Research Group 

Cambridge Research, Inc. SMALL BUSINESS/ The Customer Center. Inc. 
Marketing Advantage Research ENTREPRENEURS 

Leichliter Associates 

Research Company News 
continued from p. 21 
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Strategy Research Corporation Market Navigation. Inc. 
Yarnell Inc. Medical Marketing Research, Inc. 

MedProbe Medical Mktg. Rsch. 

SOFT DRINKS, BEER, 
WINE TOURISM/HOSPITALITY 
Cambridge Associates, Ltd. Research Data Services, Inc. 

Carlson Marketing Consultants 
TOYS/GAMES Creative & Response Rsch. Svcs. 

Grieco Research Group, Inc. Carlson Marketing Consultants 
POV Fader & Associates 
Strategy Research Corporatton Greenleaf Associates, Inc. 

KidFacts Research 

TEACHERS 
Greenleaf Assoctates. Inc TRANSPORTATION 
Markettng Advantage Research SERVICES 

TEENAGERS 
CJI Research Corporation 
Strategic Focus, Inc. 

The Clowes Partnership Sweeney International, Ltd. 
Creative & Response Rsch. Svcs. 
Doyle Research Associates TRAVEL 
Fader & Associates Cambridge Associates, Ltd. 
KidFacts Research Michael Carraher Discovery Rsch. 
Matrixx Marketing-Research Div. Greenleaf Associates, Inc. 

Research Data Services, Inc. 
TELECOMMUNICATIONS Paul Schneller - Qualitative 

BAI James Spanier Associates 
Cunninghis Associates Sweeney International. Ltd. 
Dante! Associates 
Delta3 Research UTILITIES 
Elrick and Lavidge Cambridge Associates. Ltd. 
First Market Research (J. Heiman) CJI Research Corporation 
Horowitz Associates Inc. Fader & Associates 
Marketing Advantage Research Nancy Low & Associates, Inc. 
POV Nordhaus Research. Inc. 
Rockwood Research Rockwood Research 
Pamela Rogers Research 
Strategy Research Corporation VIDEO 

TELECONFERENCING 
TELECONFERENCING 
The Answer Group 

Cambridge Research, Inc. 

WEALTHY 
TELEPHONE FOCUS The Deutsch Consultancy 
GROUPS Strategy Research Corporation 

Cambridge Associates, Ltd. 
YOUTH Consumer/Industrial Research (C/IR) 

Creative & Response Rsch. Svcs. Fader & Associates 
The Customer Center, Inc. Outsmart Marketing 

POV 
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January 

February 
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June/July 

AugJSept. 

October 

November 

December 

rvi and 

• R 

yndicated & Omnibu tudie */Health Care e earch 
• Annual dir ctory of firm that conduct yndic t d an I or omnibu 

r h. 

• on health care re earch . 

Re earcher Sourcebook* 
• Annu I tionwide directory lis tin over 3000 provi ers of re earch 

product and o ditorial cont nt. 

Customer ati faction* 
• Annual directory of firm 

ervic qu li ty r arch. 
• Articl and case historie about custom 

Mall Re earch*/ Packaging Research 

ti f tion nd 

• Annu 1 dir tory of permanent mall r earch facilitie . 
• Article nd a hi torie bout p kaging r rch. 
• Fall R arch r Card D ck (m ile eparately). 
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ALABAMA 

Birmingham 

Consumer Pulse of Birmingham 
Brookwood Village, #612A 
Shades Creek Pkwy. 
B1rmmgham, AL 35209 
Ph. 205-819-0268 
Fax 205·819·1058 
H·30°o M·50°o L-20°o 
Stat.-8 1 ,2,3.4 
(See advertisement on p. 57) 

Polly Graham & Associates 
Eastwood Mall 
7703 Crestwood Blvd., B400 
Birmingham, AL 35210 
Ph. 205·592·4570 
Fax 205·592-4626 
Susan Burnett, Supervisor 
H·20°o M·50°o L·30°o 
Stat.-6 1 ,2,3.4 

ad n 

Polly Graham & Associates 
Gadsden Mall 
1001 Ra1nbow Or. 
Gadsden, AL 35901 
Ph. 205·546·6270 
Fax 205·546·1796 
Kay Ford, Supervisor 
H-25°o M-50°·o L·25°o 
Stat.-5 1,2 

unt v·n 
Polly Graham & Assoc1ates 
Madison Square Mall 
5901 University Dr., #111 
Huntsville. AL 35806 
Ph. 205-830-0146 
Fax 205-830-0146 
Terry Wood, Supervisor 
H-50°o M-30 L-20°o 
Stat.-5 1,2.4 

56 

Polly Graham & Associates 
Bel AirMail 
3289 Bel Air Mall 
Mobile, AL 36606 
Ph. 334-471-0059 
Fax 334-478-0015 
Martha Bowers, Supervisor 
H·30°o M-35°o L·35°o 
Stat.-6 1,2,3,4 

ontgom ry 

Nolan Research 
Lecroy Shopping Village 
3661 Debby Dr. 
Montgomery. AL 36111 
Ph. 334-284-4164 
De1dra K. Nolan 
H-20% M-70% L-10% 
Stat.-2 

ARIZONA 

ho ni 

Cunningham F1eld & Research Serv1ces, Inc. 
Valley West Mall 
5708 W. Hayward, Ste. 176 
Glendale. AZ 85301 
Ph. 602-937-5510 
Fax 602-937-0079 
Chad Klass, Manager 
H·300.o M-50°o L-20~o 

Stat.· 7 1.2,3,4 

Friedman Marketmg Services 
Consumer Opmion Center 
Parad1se Valley Mall 
4550 E. Cactus 
Phoenix, A1. 85032 
Ph. 602·494·7813 
Fax 602·996·7465 
H·50°o M·25°o l·25°o 
Stat. ·1 0 1 .2.3.4 

Friedman Mar etmg Services 
Consumer Opmion Center 
Westridge Mall 
7611-118 W. Thomas Rd. 
Phoenix, A1. 85033 
Ph. 602-849-8080 
Fax 602-849-8083 
H-25°o M·50°o L·25°o 
Stat.-14 1,2,3,4 

Friedman Mar ehng Services 
Phoenix Research 
Chnstown Mall 
1739 W. Bethany Home Rd. 
Phoenix, A1. 85015 
Ph. 602-242-4868 
Fax 602-242-4910 
H·30°o M-50°~ L-20°o 
Stat.-11 1,2,3.4 

Ruth Nelson Research Serv1ces/ 
Arizona Mar et Research 
Metrocenter Mall 
9606 Metro Pkwy. E. 
Phoenix. AZ 85051 
Ph. 602-997-7221 
Fax 602·678-7017 
Lincoln Anderson. Manager 
H-40°o M-40°o L·20°o 
S at.-8 1,2,3.4 

Quick Test 
Superst1t1on Springs Center 
6555·1004 E. Southern Ave. 
Mesa, A1. 85206 
Ph. 602-985·2866 
Fax 602·985·6321 
Ail Arastu, Manager 
H-30.o M·37°o L·60°o 
Stat.-7 1,2,3.4 
(See advertisement on p. 25) 

Valleyw1de Research, Inc. 
Santa Fe Square Mall 
1107 S. Gilbert Rd., #110 
Mesa, A1. 85204 
Ph. 602·892·5583 
Fax 602-497-3272 
DeAnn Corey, Manager 
H-20°o M·60°o L·20°o 
Stat.-4 2.4 

Tuc on 

Quality Controlled Services 
Tucson Mall. Space 183 
4500 N. Oracle. Box #360 
Tucson, A1. 85705 
Ph. 602-887·3502 
Fax 602-887-4480 
Annette ldso 
H-24°o M-48°o L·28°o 
Stat.-8 1 ,2,3, 
(See advertisement on p. 5) 

ARKANSAS 

ort m·th 

C&C Market Research 
Central Mall 
Ft. Smrth, AR 72903 
Ph. 501·484-5637 
lncome-NA 
Stat.-8 1 ,2.3,4 

In Bluff 

Fnedman Marketmg Serv1ces 
Consumer Op1mon Center 
The Pmes Mall 
2901 Pmes Mall Or. 
Pme Bluff, AR 71601 
Ph. 501·535·1688 
Fax 501·535·1754 
H·25°o M·50°o L·25°o 
Stat.-15 1.2,3,4 
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Bartels Research 
145 Shaw 
ClOVIS, CA 93612 
Ph. 209·298·7557 
Fax 209-298-5226 
Joellen Bartels. Owner 
H-10°o M-75°o L·15°o 
Stat.-6 1.2.3.4 

Nichols Research 
Fash1on Fa1r 
557 E. Shaw 
Fresno. CA 93710 
Ph. 209·226·31 00 
Fax 209·226·9354 
Amy Shields. Branch Manager 
H-20°o M·70°o L· 0°o 
Stat.-6 1.2,3,4 
(See advertisement on the bac cover) 

L ngele 

Adept Research, Inc. 
Sherman Oaks Fash1on Sq. 
14006 R1vers1de Dr . #235 
Sherman Oa s, CA 91423 
Ph. 818-727-7494 
Fax 818-727-7351 
Iris Gross. Owner 
H·60°o M·35°o L-5°o 
Stat.-NA 2 

Adep Research. Inc 
Hawthorne Plaza 
12270 Hawthorne Blvd. 
Hawthorne. CA 90250 
Ph. 818-727-7494 
Fax 818-727-7351 
Ins Gross, Owner 
H-10°o M·80°o L·10°o 
Stat.-8 2,3,4 

Car-Lene Research. Inc. 
Santa Fe Spnngs Mall 
Santa Fe Spnngs, CA 90670 
Ph. 310-946-2176 
Fax 310-944-4167 
Danella Hawkins, Manager 
H-10°o M·60°o L·30°o 
Stat.-7 1,2,3.4 

Car-Lene Research. Inc. 
Puente Hills Mall 
City o Industry, CA 91748 
Ph. 818-964-4589 
Tracy Nuno. Manager 
H·20°o M·50°o L·30°o 
Stat.-7 2.3,4 

Consumer Pulse of Los Angeles 
Galiena at South Bay, #269 
1815 Hawthorne Blvd. 
Redondo Beach, CA 90278 
Ph. 310-371 ·5578 
Fax 310·542·2669 
Ang1e Abell 
H-25°o M·50°o L·25°o 
Stat.-9 1.2 3,4 
(See advertisement on p. 57) 
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Facts 'n Figures 
Antelope Valley Mall 
1233 W Ave. P. Ste 701 
Palmdale, CA 93551 
Ph. 805-272·4888 
Fax 805·272-5676 
Renee Stapleton, Manager 
H-20°o M-70°o L·10°o 
Stat. ·8 1 .2,3.4 

Facts 'n Figures 
Panorama Mall 
14550 Chase St.. Ste. 788 
Panorama C1ty, CA 91402 
Ph. 818-891-6779 
Fax 818·891·6119 
H·30°o M·50°o L-20°o 
Stat. ·12 1 ,2 .3.4 

Facts 'n F1gures 
Valenc1a Town Center Mall 
24201 Valencia Blvd., Ste. 2317 
Valenc1a. CA 91355 
Ph. 805·222·2278 
Fax 805-222·2287 
Tammy Tallent, Manager 
H·25°·o M·70°o L-5°a 
Stat ·20 1 ,2.3.4 

Altnost 
everyw ere 
you go, 

there weare 

Friedman Marketmg Services 
Consumer Opmion Forum 
Buena Park Mall 
8623 On The Mall 
Buena Park, CA 90620 
Ph. 714-995·6000 
Fax 714-995·0637 
H·40°·o M·40°·o L·20°o 
Stat.-14 1 ,2,3.4 

Hea in Research. Inc. 
Fallbrook Mall, Ste. 304 
6633 Fallbrook Ave. 
Canoga Park. CA 91307 
Ph. 818·712-0660 
Fax 818·712·9229 
Gail Stutz, Manager 
H-50~o M·40°o l·10°o 
Stat.-14 1,2,3.4 

Los Angeles Mktg. Rsch. Assoc1ates 
Laurel Plaza Mall 
Laurel Canyon & Oxnard 
N. Hollywood, CA 91602 
Ph. 818-506-5544 
Fax 818-762-5144 
William Bll iss, Sr. Vice President 
H·20°o M-65°~ l·15°·o 
Stat.-8 2,3.4 

CO MER PU , I C. 
800-336-0159 

aking the field to a higher level. 
Bo~ h imore; • Rmm ngh.un • h.trlonc • ' munn.ltl • ChtLago • Cdnr.1du . pu n!-" • l cnn·r 

D troH • Lm Angel • .\lilwJu k t. • Phd. d lplu.1 • \X! hmgw n. D .. 
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L.A. Research. Inc. 
9010 Off1ce Plaza, #109 
9010 Reseda Blvd. 
Northndge. CA 91324 
Adrienne Goldbaum. President 
Ph. 818-993-5500 
Fax 818-993-5664 
H·30°o M·50°o L-20°o 
Sat.-7 1,3 

Mtd-America Research, Inc. 
Santa Montca Place 
301 Santa Monica Pl. 
Santa Monica CA 90104 
Davtd 0 enfeld, Manager 
Ph. 310-260-3237 
Fax 310·260·3241 
H·25°o M-70°o L-5°o 
Stat.-25 1,2,3.4 

P.K.M. M tg. Research Svcs. 
Whlttwood Mall 
15618-B Whittwood Ln. 
Whittier. CA 90603 
Ph. 310-943-7137 
Fax 310·947·6261 
Robin Koerner, Manager 
H·20°o M·45°o L·35°o 
Stat.-11 1.2.3,4 

P.K.M. Mktg. Research Svcs. 
The Plaza at West Covma 
1200 W. Covina P wy. 
West Cov1na, CA 91793 
Ph. 818·856-3883 
Fax 818-856-3886 
Jane D1ednch. Manager 
H·20°o M·45°o l·35°o 
Stat.-6 1,3,4 

Quality Controlled Services 
Lakewood Center Mall. Space 25 
Lakewood, CA 90712 
Ph. 310-633-7344 
Fax 310-633-3791 
Margaret Lten 
H-42~o M-26°o l-32°o 
Stat. -NA 1.2,3 
(See advertisement on p. 5) 
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Quick Test 
Westmtnster Mall 
2009 Westm1nster Mall 
Westm1nster, CA 92683 
Ph. 714·891-2111 
Fax 714-891-8985 
Lmda Green. Manager 
H·20°o M-60°o L-20°o 
Stat.-9 1,2.3 
(See advertisement on p. 25) 

Reyes Research 
The Esplanade Mall 
253A Esplanade Dr. 
Oxnard, CA 93030 
Ph. 805-278-1444 
Fax 805-278-1447 
Arv1nd Datta. Manager 
H·25°a M-40°o L-35°o 
Stat ·6 1,2 

Southern Cahforn1a Interviewing Serv1ce 
Encmo Center 
17277 Ventura Blvd. 
Enc1no. CA 91316 
Ph. 818·783-7700 
Fax 818-783·8626 
Marg1e Evans, Operations Manager 
H-40°o M-45°o l·15°o 
Stat.-4 1 .2.3.4 

Southern Califorma lntervtewing Serv ce 
Golden Mall 
148 N. San Fernando Blvd 
Burbank. CA 91502 
Ph. 818-843·6166 
Fax 818-954·8261 
Anne Motseyev. Partner 
H-22°o -60°o L·18°o 
Stat.-3 1,2,3 

Suburban Associates 
Sherman Oaks Galiena 
15301 Ventura Blvd., Ste 386 
Sherman Oaks, CA 91403 
Ph. 818-906·8036 
Fax 818-906-2539 
Don Smtth, Manager 
H-20°o M-60°o L-20°o 
Stat.-10 1,3,4 

U S. Research Company 
2157 Montclair Plaza Ln. 
Montclatr. CA 91763 
Ph. 909-624-1244 
Fax 909-626-5183 
lncome-M1dd e 
Stat.-NA 1,2,3,4 

Orang unt 

AIM/LA 
Huntmgton Center Mall 
7777 Edinger Ave. 
Hunhngton Beach, CA 92647 
Ph. 714-891-2 40 
Fax 714-898-1126 
C1nd1 Reves. Manager 
H-60°a M-30°o L-10°o 
Stat. ·8 1,2,3.4 

The Question Shop, Inc. 
Nohl Plaza 
2860 N. Santiago Blvd .. Ste. 100 
Orange, CA 92667 
Ph. 714-974-8020 
Fax 714-974-6968 
Ryan Reasor, President 
H-50°o M-40°o l-10°o 
Stat-NA 1 ,2,3,4 

U.S. Research Company 
MiSSIOn VieJO Mall, Store # 104 
27000 Crown Valley P wy. 
M1SS1on VieJO. CA 92691 
Ph. 714-364-1872 
Fax 714·364·1342 
lncome-H1gh 
Stat-NA 1,2,3 

Ri r id I an em rd in 

Field Management Associates 
Rtverstde Plaza. #3601 
Rrvers1de. CA 92506 
Ph. 909-369-0800 
Fax 909-369-0957 
Robert Hellman. President 
H-30°o M-60°o l-10°o 
Stat.-7 2.3.4 

L.A. Research. Inc 
Hardman Center 
5222 Arl1ngton Ave . #E 
R1vers1de. CA 92504 
Ph. 909·358-0300 
Fax 909-358·0309 
Jack1e Kmca1d. Manager 
H-20°o M-70°o L-10°o 
Stat.-5 1,3 

acr m nto 

Amencan Rtver F1eld & Serv1ce 
Cable Park Mall 
Orangevale. CA 95662 
Ph. 916·989·0961 
Charlo e Ban s. Manager 
lncome-M1ddle 
Stat.-8 1 ,2.3.4 

Hea tn Research. Inc. 
Arden Fatr Mall 
1689 Arden Way. #1281 
Sacramento. CA 95815 
Ph. 916·920·1361 
Fax 916-920-1371 
Nancy Cunntngham, Manager 
H-19°o M·56°o l·25°o 
Stat-13 1,2.3.4 

ali 

Fnedman Mar ehng Servtces 
Consumer Opm1on Center 
Northndge Mall 
Hwy. 101 & Boronda Ad 
Salmas, CA 93906 
Ph. 408-449-7921 
Fax 408-449-0187 
H-30°a M-50°o L-20°o 
Stat-8 1,2.3.4 
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Jagorda lnterviewmg Svcs . Inc. 
Plaza Bon1 a Mall 
3030 Plaza Bomta Rd .. #111 
Nalional City, CA 92123 
Ph. 619·573·0330 
Fax 619·573·0538 
H·23°o M·33 o l-44°o 
Stat.-8 1,2 

Luth Research 
M1ss•on Valley Cen er 
1640 Camino Del Rio N .. Ste 328 
San Otego. CA 921 08 
Ph. 619·299·7487 
Fax 619-299·0513 
Be h Pnce. Manager 
H·30°o M·50°o L·20°o 
Stat.-8 1 .2,3,4 
(See advertisement on p. 23) 

ovick Ayres Corp 
El Camano North 
2657 V1sta Way, #5 
Oceanside. CA 92054 
Ph. 619-967-1307 
Fax 619·967-4143 
Suzette ov1c , Owner 
H-20°o M·60°o L-10°o 
Stat -3 1.2,3.4 

San Otego Surveys 
Point Lorna Mall 
3689 Midway Dr., #D 
Point Lorna. CA 92110 
Ph. 619·224·3113 
Fax 619·224-0301 
Nancy Bedoe 
H·25°o M·65°o L·10°o 
Stat. -6 1.2,3.4 

an ranci co 

Car-Lene Research. Inc. 
Stonestown Galleria 
32511 20th Ave. 
San F ranc1sco. CA 94132 
Ph. 41 5·566·9925 
Fax 415·566·9929 
Jeanne Coddmgton. Manager 
H·25°o M·50°o L·25°o 
Stat.-6 1,2.3.4 

Fnedman Markeling Serv1ces 
Consumer Op1mon Center 
5820 Northgate Mall 
San Raphael. CA 94903 
Ph. 415·472·5394 
Fax 415-472-5477 
H·50°o M·40°o L·10°o 
Stat. ·13 1.2,3,4 

F1eld Management Assocaates 
217 A Torforan Par Mall 
San Bruno. CA 94066 
Ph. 415-588·9500 
Fax 415·588·9756 
Hal Ber e. Pres•dent 
Income-Middle to H1gh 
S at.-7 1 ,2.3.4 

November 1995 

Heakin Research. Inc. 
262 Bay Fa1r Mall 
San Leandro. CA 94578 
Ph. 510·278·2200 
Fax 510·278-6736 
Steve Te1chner, Manager 
H·20°o M·60°o l·20°o 
Stat. -30 1 ,2.3.4 

MSI Hillsdale 
Hallsdale Mall, q14 
San Mateo. CA 94403 
Ph. 15-574-9044 
Fa 415-574-0385 
Liane Farber. Manager 
H-50°o M·40°o L-10°o 
Stat.-10 1.2.3,4 

Nichols Research Inc. 
County Eas Mall 
2550 Somersville Ad . Ste. 78 
Antaoch, CA 74509 
Ph 510·757·4200 
Fax 510·757·5744 
Beverly Trute. Branch Manager 
H-20°a M·70°o L·10°o 
Stat.-4 1 ,2,3.4 
(See advertJsement on the bac cover) 

Nichols Research, Inc. 
Newpark Mall 
1155 New Pa Mall 
Newark, CA 94560 
Ph. 510-794·2990 
Fa 510-794·347 1 
Cheryl Blumenthal Olvera. Branch Mgr. 
H·20°o M-70°o L-10°o 
Sta . -8 1 .2.3,4 
(See advertisement on the bac cover) 

Quick Test 
Sou hland Mall 
203 Southland Mall 
Hayward, CA 94545 
Ph 510·785-4650 
Fax 510-785-0641 
Sueann Gomez Manager 
H·5°o M·20°o L·75°o 
Stat-9 1 ,2.3.4 
(See advertisement on p. 25) 

Margaret Yarbrough & Assoc1ates 
Sou h Shore Center 
415 Ot1s Dr. 
Alameda. CA 94501 
Ph. 51 0·522·8600 
Fax 510·522-8600 
Dane K1entz. Manager 
H·40°o M·50°o L·10°o 
Sta .·7 1,2.3 

nJ 
Consumer Opinion Services, Inc. 
Great Mall of the Bay Area 
500 Great Mall Or. 

1lp1tas, CA 95035 
Ph. 408·934·9036 
Fa 408-934-9038 
Maxane Barbee. Manager 
H·25°o M·55°o L·20°o 
Stat.-9 1.2.3,4 
(See advertisements on pp. 63, bac cover) 

Hea 1n Research, Inc. 
Vallco Fash1on Park. Ste. 2031 
10123 N. Wolfe Rd. 
Cupertmo, CA 95014 
Ph. 408-253-4690 
Fax 408·253·6647 
Ann Pollard. Manager 
H·50°o M·37°o L·13°o 
S at.-6 1.2.3.4 

COLORADO 

Colorado pring 

Brewer Research!The Spnngs Research 
C1tadel Mall 
750 Cttadel Dr. E. 
Colorado Spnngs. CO 80909 
Ph. 719·597·9869 
Fa 719·597·9869 
Esther Brewer, Owner 
lncome-N.A. 
Sta . ·8 1 ,2.3,4 

Consumer Pulse of Colorado Springs 
The Citadel Mall 
750 Citadel Dr. E., #1084 
Colorado Springs, CO 80909 
Ph. 719·596-6933 
Fax 719·596·6935 

ary Schne1der 
H-20°o M·60°o L·20°o 
Stat.-9 1.2,3 
(See advertJsement on p. 57) 

Barbara Prince Associates, Inc. 
Mall of the Bluffs 
3650 Austm Bluff P wy. 
Colorado Spnngs. CO 80918 
Ph. 516·561·1723 
Fax 516·561·2523 
Barbara Pnnce, President 
H-15°o M-60°o L·25°o 
S at.-10 2.3.4 

U.S Research Company 
Chapel Hills Mall 
1710 Briargate Blvd .. Ste. 315 
Colorado Springs. CO 80920 
Ph. 719-598-8070 
Fa 719·598-1376 
Income-Middle 
Stat-NA 1 ,2.3.4 

D nv r 

Car-Lene Research, Inc. 
Twin Peaks Mall 
1250 S. Hoover Rd., Ste. 51 
Longmont. CO 80501 
Ph. 501·484-5637 
Phil Zvala. Manager 
lncome-NA 
Stat.-6 1 ,2.3.4 
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Consumer Pulse of Denver 
Aurora Mall 
14200 Alameda Ave. 
Aurora, CO 80012 
Ph. 303·341·1211 
Fax 303-341-4469 
Steve Ansel 
H-20°'<> M-50~o L·30°o 
Stat.-9 1,2,3,4 
(See advertisement on p. 53) 

Friedman Marketing Services 
Consumer Market Research 
Westminster Mall, Space 65A 
5513 W. 88 hAve. 
Westminster, CO 80030 
Ph. 303-428-6117 
Fax 303·428·6513 
H-20% M-60°~ L·20~o 
Stat.-N/A 1,2,3,4 

Friedman Mar eting Services 
Consumer Opinion Center 
Southwest Plaza 
8501 W. Bowles Ave. 
Littleton, CO 80123 
Ph. 303·972-8734 
Fax 303-933·0476 
H-20°o M-60% L-20°\, 
Stat.-14 1,2,3,4 

Ruth Nelson Research Services/ 
Colorado Mar et Research 
Buckmgham Square 
1335 S. Joliet 
Aurora, CO 80012 
Ph. 303·750·0290 
Fax 303-750-9573 
Sally Phelps. Manager 
H-20% M-50°o L-30°o 
Stat.-8 1,2,3.4 

Quick Test 
V1lla ltaha Mall 
7200 W. Alameda, Ste. 203 
Lakewood. CO 80226 
Ph. 303·937·0144 
Fax 303·937-0502 
Jac ie Stepanich, Manager 
H-2~o M-80~\, L·18~o 

Stat.-4 1,2,3,4 
(See advertisement on p. 25) 
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Shapiro Research Serv1ces, Inc. 
Trumbull Shopping Park 
5065 Main St. 
Trumbull, CT 06611 
Ph. 203-373-9391 
Fax 203-371·4257 
Sandy Shapiro, President 
H-20°o M-60°o L-20°o 
Stat.-6 1,2,3,4 

Performance Plus, Inc. 
Danbury Fatr Mall 
7 Backus Ave. 
Danbury, CT 06810 
Ph. 508-872·1287 
Fax 508-879-7108 x112 
Shirley Shames, Prestdent 
H-60°·o M·30°o L·10°o 
Stat. ·1 0 1,2,3.4 
(See advertisements on pp. 23, back cover) 

Wat rbury 

Firm Facts lntervtewmg Service 
Naugatuc Valley Mall 
920 Wolcot St. 
Ph. 203· 759·1142 
Fax 203·759·5822 
Sydell Lefcort or Harnet Oumt 
H·25°o M·60~o L·15°o 
Stat.-6 1,2.3 

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 
Jeff Dav1s 
H-20°o M-60°o L-20°o 
Stat.-8 1,2,3,4 
(See advertisement on p. 57) 

Facts 10 Focus, Inc. 
St. Charles Towne Center 
5000 Rte. 301 , Ste. 2006 
Waldorf, MD 20603 
Ph 301·870-7799 
Fax 301·705·8348 
Anne O'Connor. Manager 
H·40°o M·35~o L·25°o 
Stat.-15 1,2.3.4 

Jackson Associate 
Spnngfteld Mall 
6691 B Spnngfteld Mall 
Spnngheld, VA 22150 
Ph. 770·394·8700 
Fax 770-394·2747 
Lyn Tomlin, Oir. Mall Ops 
H·40°o M·40°o L·20°o 
Stat. ·6 1,2,3.4 
(See advertisements on pp. 23, bac cover) 

Shugoll Research 
Ballston Common 
4238 Wtlson Blvd. 
Arling on, VA 22203 
Ph. 703-841·2414 
Fax 703·841-2422 
Luda Sunderland. Manager 
H·20°o M·60°o l·20°o 
Stat.-4 1 
(See advertisement on the back cover) 

T.I.M.E. Market Research 
425 Spo sylvama Mall 
Fredricksburg, VA 22407 
Ph. 703· 786·3376 
Fax 703-786·3925 
Debbte Ntstle, Manager 
H-25°o M·60°o L·15°o 
Stat.-12 1,2.3.4 

FLORIDA 

Br d nt n 

Mid-Amenca Research, Inc. 
DeSoto Square Mall 
303 US 301 Blvd W., #811 
Bradenton, FL 34205 
Ph. 813·746-1849 
Fax 813·746·6157 
Margaret Wilde 
H-12°o M-78°o L·10°o 
Stat.-12 1.2,3,4 

ort aude dale 

Cunningham Field & Research Serv1ces, Inc. 
Pembroke P1nes Mall 
11401 Ptnes Blvd., Ste. 702 
Pembroke Ptnes. FL 33026 
Ph. 305-438-9315 
Fax 305-438-9367 
H-30°o M·50°o L·20°o 
Stat.-8 1,2.3,4 

Hea tn Research, Inc. 
Coral Square Mall 
9569 W. Atlanttc Blvd. 
Coral Spnngs. FL 33071 
Ph. 305-753-4466 
Fax 305-753-4981 
Linda Boneville 
H-30°·o M·60°o L-10°o 
Stat.-14 2.3.4 
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Mar's Surveys, Inc. 
Pompano Square Mall 
One Pompano Square, #0·1 
Pompano Beach, FL 33062 
Ph. 954·783·8309 
Fax 954-783·8308 
Paula Fuchs, Supervisor 
H·25~o M-55% L·20% 
Stat.-8 1,2,3,4 

Barbara Prince Associates, Inc. 
Coral R1dge Mall 
3200 N. Federal Hwy. 
Ft. Lauderdale, FL 33306 
Ph. 516·561·1723 
Fax 516·561·2523 
Barbara Prince, Pres1dent 
H-10% M-50% L·40°o 
Stat.-6 2,3,4 

South Florida Mar et Research 
(Formerly Alenik Field Serv1ces) 
The Festival Mall 
2900 W. Sample Rd. 
Ft. Lauderdale, FL 33060 
Ph. 954-975-5982 
Fax 954-984-8963 
Lester or Beatrice Aleni 
lncome-H1gh 
Stat.-3 3 

We1tzman & Philip, Inc. 
Hollywood Mall 
3251 Hollywood Blvd. 
Hollywood, FL 33021 
Ph. 305·985·5600 
Fax 305·965·5600 
Dan Phihp, Pres1dent 
H-20% M-40°~ L-40°·o 
Stat.-7 2,3,4 

ort My r 

Bernett Research Services Inc. 
Edison Mall 
4125 Cleveland Ave. 
Fort Myers, FL 33901 
Ph. 813-939·1200 
Fax 813·939·1413 
H·20~o M·60°o L-20°o 
Stat. -10 1 ,2,3,4 
(See adVertisement on p. 40) 

T.I.M.E. Market Research 
505 Pt. Charlotte Mall 
1441 Tamiam1 Tra11 
Pt Charlotte, FL 33948 
Ph. 813-625·5111 
Fax 813-625-6416 
Sharon People, Manager 
H-25% M-GO~o L·15°o 
Stat. -1 0 1 ,2,3.4 

ack onvill 

Cunnmgham Field & Research Serv1ces, Inc. 
Orange Park Mall 
1910 Wells Rd., Ste. 1002 
Orange Park, FL 32073 
Ph. 904·264·2814 
Fax 904·264·3619 
I nco me-N A 
Stat.-NA 

ovember 1995 

Kirk Research Services, Inc. 
Roosevelt Mall 
4525 Roosevelt Blvd. 
Jacksonville, FL 32210 
Ph. 904-387-0883 
Fax 904·387·0268 
Rebecca K1rk, Vice President 
H·25% M·50~o L-25°~ 
Stat.-4 1,3 

Irwin Research Services, Inc. 
The Avenues Mall 
10300 Southside Blvd., #168 
Jac sonville, FL 32256 
Ph. 904·363·1480 
Fax 904-363-1682 
Kathy Paddock 
H-30% M-£0% L·10°o 
Stat.-10 1,2,3 
(See adVertisement on p. 23) 

Irwin Research Services Inc. 
Regency Square Mall 
9501 Arlmglon Expy., Ste. 310A 
Jacksonville. FL 32225 
Ph. 904-725-3999 
Fa 904·725·9005 
Barbara Bullard 
H-34% M·53<}o L·13°o 
Stat. ·12 1 ,2,3 
(See advertisement on p. 23) 

I bourn 

Quick Test 
Melbourne Square Mall 
1700 W. Newhaven Ave., Ste. 577 
Melbourne, FL 32904 
Ph. 407·729·9809 
Fax 407·729·9551 
Lori Weingarten, Manager 
H-30°o M·50°o L·20°•o 
Stat.-10 3 
(See advertisement on p. 25) 

tam I 

Jean M. Light Interviewing Service 
163rd. St. Mall 
N.E.163rd St. 
Miami, FL 33162 
Ph. 305·264·5780 
Fax 305·264·6419 
Jean Light, President 
H·1% M·85°o L·14% 
Stat.-8 1,2.3 

Jean M. Light Interviewing Serv1ce 
Westchester Mall 
S.W. 24 St. 
Miami, FL 33155 
Ph. 305·264·5780 
Fax 305·264·6419 
Jean Light, President 
H-5% M·70°o L·25°o 
Stat. ·4 1,2.3.4 

National Opinion Research Services 
Miami International Mall 
1455 N.W. 107th Ave., #687 
Miami, FL 33172 
Ph. 305-591-1388 
Fax 305-592-1188 
Daniel Clapp, President 
H-30% M-60% l-1 0% 
Stat.-11 1,2,3,4 

Rife Market Research, Inc. 
Skyla e Mall 
1688 N.E. M1ami Gardens Or. 
M1ami, Fl 33179 
Ph. 305-944-0076 
Fax 305·944·8102 
Sandy Palmer 
H-15% M-74% l-11°o 
Stat.-8 1,2.3.4 
(See advertisement on p. 14) 

Weitzman & Philip, Inc 
Califorma Club Mall 
850 lves Dairy Rd. 
Miami, FL 33179 
Ph. 305·653·6323 
Fax 305·653·4016 
Dan Philip, Pres1dent 
H·25% M·45°o l ·30°o 
Stat.-1 o 2,3,4 

Orlando 

Quick Test 
Lake Square Mall 
10401·082 U.S. Hwy. 441 
Leesburg, FL 34788 
Ph. 904·365·0505 
Fax 904·365·2005 
Tracey Seitz 
H·9°~ M·28% L-63% 
Stat-6 3 
(See adVertisement on p. 25) 

U.S. Research Company 
Altamonte Mall 
521 Altamonte Ave. 
Altamonte Springs, Fl32701 
Ph. 407-332-9260 
Fax 407·332·0718 
H-35% M·55°o l·10~o 
Stat. -10 1 2.3.4 

U.S. Research Company 
Florida Mall, Rm. 422 
8001 S. Orange Blossom Tr. 
Orlando, FL 32809 
Ph. 407-851·7114 
Fax 407·851·7115 
H-30% M·55°o L-15% 
Stat. ·1 0 1.2.3.4 

ara ota 

Starr Research 
Sarasota Square Mall 
8201 S. Tamiam1 Trail, 1#54 
Sarasota, FL 34238 
Ph. 941·925·7827 
Fax 914·922·3289 
Jim Pobicki , Vice President 
H·60% M·30~o L-10% 
Stat.-6 1 ,2,3,4 
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COD ~: 

Mafldt•:.. riptio11 
H .......... est.0

·., of mall customers in high 
incom bracket ( + 0,000) 

M .......... middle income ( 0,000- 0,000) 
... ...•..•. 1 w income (tmder 0,000) 

N . . ..... not available 

Facility dcscriptio11 
tat... .... no. of int rvi \Ving "tations 

l.. .......... facility hascomputer-aided stc ti ns 
2 ........... kitd1~n facilitie 
3 ........... privale displa_ room 
4 ........... one-way mirror for vie\'\' ing of 

stations 

Tallaha ee 

Friedman Marketing Services 
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 

Tampa/ 
St. Peter burg 

Adam Market Research. Inc. 
Umversity Mall 
2200 E. Fowler Ave. 
Tampa. FL 33612 
Ph. 813-875-4005 
Fax 813-875-4055 
Mar Siegel, Director 
H-25% M-40% l-35% 
Slat.-7 2,3 

Car-Lene Research. Inc. 
Pinellas Square Mall 
7200 U.S. Hwy. 19 
Pinellas Park. FL 34665 
Ph. 813·527-0113 
Sharon Brandy, Manager 
H-14% M-36% L-50% 
Stat. -8 1 ,2.3.4 

Cunningham Field & 'Research Servtces, Inc. 
Countryside Mall 
27001 U.S. Hwy. 19 N., #2074 
Clearwater, FL 34621 
Ph. 813-796-8944 
Fax 813-796-7199 
Suzy Adams 
lncome-NA 
Stat.-NA 

IDD Market Research, Inc. 
Eastlake Square Mall 
5701 E. Hillsborough Ave. 
Tampa, FL 33610 
Ph. 813·884·0088 
Isabel Dunn, President 
H-31 1}·;, M-57~·a L-12% 
Stat.-12 1,2,3 
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Barbara Nolan Market Research 
Tyron Square Mall 
6901 22nd Ave. S. 
St. Petersburg, FL 33710 
Ph. 813-345-5444 
Fax 813-347-0979 
Income-Low to Middle 
Stat.-NA 1 ,2,3.4 

Quick Test 
Gulf View Square Mall 
9409 U.S. Hwy. 19 N., Ste. 709 
Port Richey. FL 34668 
Ph. 813-847-2222 
Fax 813·842-8541 
Randy Carson, Manager 
H·1 0% M·30% L-60% 
Stat.-6 3 
(See advertisement on p. 25) 

Suburban Associates 
Tampa Bay Center Mall 
4302 W. Martin Luther King Hwy., #1037A 
Tampa. FL 33607 
Ph. 813·871 ·2516 
Fax 813·874-0792 
Alma Stilley, Manager 
H-20% M·50% L-30% 
Sta .·5 1 ,2.3.4 

U.S. Research Company 
Tyrone Square Mall 
6901 22nd Ave. N., lr698 
St. Petersburg, FL 33710 
Ph. 813·345·5444 
Fax 813·347·0979 
Income-Middle 
Sta .·NA 1 ,2.3.4 

GEORGIA 

A then 

Jackson Associates, Inc. 
Georg1a Square Mall 
3600 AUanta Hwy. 
Athens, GA 30610 
Ph. 770-394-8700 
Fax 770-394-2747 
Lyn Tomlin. Dir. Mall Ops. 
H-10% M-40% L·50~o 
Stat.-6 1,2.3 
(See advertisements on pp. 23. back cover) 

Atlanta 

Car-Lene Research, Inc. 
Mar et Square Mall 
2050 Lawrenceville Hwy. 
Decatur, GA 30033 
Ph. 404-728·8810 
Fax 404·633·9841 
Cassandra McClain, Manager 
H-30% M-60<\o 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 
Ryan Althaus, Manager 
H-35% M-55% L-10% 
Stat.-8 1.2.3,4 

Hea in Research, Inc. 
Gwinett Place Mall 
2100 Pleasant Hill Rd. 
Duluth, GA 30136 
Ph. 404·4 76·0714 
Fax 404-476-3194 
Terri Clark, Manager 
lncome-NA 
Stat.-10 1.2,3,4 

Jackson Associates, Inc. 
Southlake Mall 
2443 Sou hlake Mall 
Morrow, GA 30260 
Ph. 770·394-8700 
Fax 770·394·2747 
Lynn Tomlin 
H-40% M·40~·o L-20% 
Stat. -4 1.4 
(See advertisements on pp. 23, back cover) 

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

MacConnell Research Services, Inc. 
Avondale Mall 
3588-E Memorial Dr. 
D~atur. GA 30032 
Ph. 404-451 -6236 
Fax 404-451-6184 
Joy M. MacConnell, President 
H-30°~ M-50% L-20% 
Stat.-10 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 
Joy M. MacConnell, President 
H·30~·o M·50~·o L-20% 
Stat.-8 1.3 

MacConnell Research Services, Inc. 
Beaumount Hills Mall 
2486 N. Atlanta St. 
Smyrna, GA 30080 
Ph. 404·451-6236 
Fax 404-451 -6184 
Joy M. MacConnell, President 
H-10% M-60% l -30% 
Stat.-6 1,3 

Quirk's Marketir1g Research Review 
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Mid-America Research. Inc. 
lenox Square Mall 
3393 Peachtree Rd. 
Alan a, GA 30326 
Ph. 404·261·80 11 
Fax 404·261·5576 
Deborah W1lson, Manager 
H·26°o M·60°o l·14°o 
Stat.-24 1.2,3,4 

M1d·Amenca Research. Inc. 
Northlake Mall 
4800 Bnarcl1ff Rd. 
A lan a, GA 30345 
Ph. 404·493·1403 
Fax 404·493-9050 
Bet 1e Hutchinson, Manager 
H·19°o M·76°o l·5°o 
Stat.-12 1.2,3,4 

Quick Test 
Town Center a Cobb 
400 Ernest Barret P wy .. Ste. 272 
Kennesaw, GA 30144 
Ph. 404-423-0884 
Fax 404-424-5354 
Lucille Slo ey 
H-55°o M-35°o L·10°o 
Stat.-1 0 1,2,3.4 
(See advertisement on p. 25) 

John Stolzberg Ma ket Research 
Outle s Lim•ted Mall 
3750 Venture Or. 
Duluth, GA 30136 
Ph 404-497-8656 
Fax 404·497 ·8656 
John Stolzberg 
H·30°o M·60°c L·10°o 
Sat.-4 1,3 

Tannenbaum Research Serv1ces 
Sou h DeKalb Mall. #80 
Atlanta, GA 30034 
Ph. 404-321-1770 
Fax 404-636-3037 
Judy Tannenbaum 
H-30°o M-50°o L·20°c 
Sta .·8 2.3,4 

Tannenbaum Research Serv1ces 
Outlet Square Mall 
4166 Buford Hwy. 
Atlanta. GA 30345 
Ph. 404·321-1770 
Fax 404-636·3037 
Judy Tannenbaum 
H-50°o M-40°o L-10°o 
Stat.-7 2,3 

ain vill 

Jackson Asscx:iates, Inc. 
Lakeshore Mall 
1285 W. Wash•ngton St. 
Ga1nesv•lle, GA 30501 
Ph. 770-394-8700 
Fax 770-394-2747 
Lyn Tomlin, 01r. Mall Ops. 
H-20~o ·50°o L-30°o 
Stat.-6 1 ,2,3.4 
(See advertisements on pp. 23, bac cover) 

November 1995 

IDAHO 

B i 

Consumer Opinion Services, Inc. 
Boise Towne Square 
350 N. Milwaukee St 
Bo1se. ID 83788 
Ph. 208·323·8584 
Fax 208·323·8593 
Robert Corbin, Manager 
H·15°o M·60°c l·25°o 
Stat ·9 1 ,2.3 

Bryles Survey Service 
Northfield Mall 
Bradley. ll60915 
Ph. 708·532·6800 
Robert Bryles. Pres1dent 
lncome-NA 
Stat-NA 

Bryles Survey Serv1ce 
Century Mall 
8275 Broadway 
Mernllvllle, IN 46410 

(See advertisement on pp. 63, bac cover) 

Ph. 708-532-6800 
Robert Bryles. Pres1dent 
lncome-NA 
Stat.-6 1,2 

ILLINOIS 

hie ago 

Bryles Survey Serv1ce 
Brementown Mall 
6847 159th St 
Tinley Park, IL 60477 
Ph. 708-532-6800 
Fax 708-532-1880 
Robert Brytes, Pres•dent 
lncome-NA 
Stat.-6 1,2,3 

Car-lene Research. Inc. 
Northbrook Court, lt1187 
Northb ook, IL 60062 
Ph. 708·498·1305 
H-40°o M·60°o L-0°o 
Stat -8 2.3,4 

Car-Lene Research. Inc. 
Deerbrook Mall 
188 S. Waukegan Rd. 
Deerf•eld, IL 60015 
Ph. 708-564-1454 
Fax 708-564-3113 
Karen Canzonen, Pres1den 
H-10°o M-80°o l·10°o 
Stat.-8 2,3.4 

data II cti n a . . i nm nt. 
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Consumer Pulse of Chicago 
Springhill Mall 
West Dundee, IL 60118 
Ph. 708-428-0885 
Fax 708-428-4554 
Doria Kramer 
H-30% M-50% L-20% 
Stat.-8 1,2,3.4 
(See adVertisement on p. 57) 

Consumer Surveys Company 
Northpoint Shopp1ng Center 
304 E. Rand Rd. 
Arlington Heights, IL 60004 
Ph. 847-394-9411 
Fax 847-394-0001 
Deanna Kohn, Nat'l. Field Dir. 
H-44% M-38% L-18% 
Stat.-10 1,2,3,4 
(See advertisement on p. 23) 

Consumer Surveys Company 
Chicago Ridge Mall 
730 Ch1cago Ridge Mall 
Chicago Ridge, IL 60415 
Ph. 847-394-9411 
Fax 847-394.0001 
Deanna Kohn, Nat'l. Field Dir. 
H-32~o M-48% L-32% 
Stat.-5 1,2,3.4 
(See advertisement on p. 23) 

Facts In Focus, Inc. 
Fox Valley Center 
2260 Fo Valley Center 
Aurora, IL 60504 
Ph. 708-898-2166 
Fax 708-898-2172 
Matt Johnson, Manager 
H-40°~ M-40°~ L-20% 
Stat.-12 1,2,3,4 

Friedman Marketing Services 
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°o 
Stat.-NA 1,2.4 
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Heakin Research, Inc. 
North Rivers1de Mall 
7501 W. Cermak Rd. 
N. Riverside, IL 60546 
Ph. 708-447-9208 
Fax 708-447-9268 
Bridget Adell, Manager 
H-28% M-45°;, L-27% 
Stat.-8 2,3 

Hea in Research, Inc. 
Louis Joliet Mall 
1166 Mall Loop Dr. 
Joliet, IL 60435 
Ph. 815-439-2053 
Fax 815-439-2162 
Molly Vaught. Manager 
H-34°o M-28°o L-38% 
Stat.-8 1,2.3.4 

M1d-Amenca Research, Inc. 
Randhurst Shopping Cente 
999 N. Elmhurst Rd., #17 
MI. Prospect, IL 60056 
Ph. 708-392-0800 
Fax 708-259-7259 
H-33% M-52°o L-15°a 
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 
Irene Kasten 
H-24% M-63°~ L-14% 
Stat.-12 1,2,3,4 

Precision Field Services, Inc. 
Gurnee Mills Mall 
6170 W. Grand Ave .. Ste. 588 
Gurnee, IL 60031 
Ph. 708-855-1115 
Fax 708-855-1116 
Scott Adleman, Vice President 
H-40°~ M-40°;, L-20°~ 

Stat. -14 1 ,2,3.4 

Quality Controlled Services 
Stratford Square Mall 
424 Stratford Square 
Bloommgdale, ll60108 
Ph. 708-924-0285 
Fax 708-924-7442 
Marge McMahon 
H-32% M-63°o L-5% 
Stat.-4 1.2,3,4 
(See advertisement on p. 5) 

Quick Test 
Ford City Mall 
760 S. Cicero Ave. 
Chicago, IL 60652 
Ph. 312-581-9400 
Fax 312-581 -9758 
Jim Dague, Manager 
H-9°~ M-44°o L-47% 
Stat.-12 1,2,3,4 
(See advertisement on p. 25) 

Quick Test 
Hawthorn Center 
429 Hawthorn Center 
Vernon Hills, IL 60061 
Ph. 708-367-0036 
Fax 708-367-4863 
Marlene BenJamm. Manager 
H-60% M-30% L-10°o 
Stat.-11 1,2.4 
(See advertisement on p. 25) 

Survey Center 
H1ckory Palos Square 
9638 S. Roberts Rd. 
Hickory HillS, IL 60457 
Ph. 708-430-6400 
Fax 708-430-6489 
H-20% M-50°o L-30°o 
Matthew Smith, Director 
Stat.-15 1 

Survey Center 
North Pier Mall 
455 E. Illinois St. 
Chicago, IL 60611 
Ph. 312-321-8100 
Fax 312-321-0607 
Matthew Sm1th, Director 
H-40% M-50°o L-10°o 
Stat.-5 1.2,3,4 

U.S. Research Company 
Charlestowne Centre Mall, #C221 
St. Charles, IL 60174 
Ph. 708-377-7020 
Fax 708-377-7252 
lncome-NA 
Stat.-NA 

Peoria 

Scoltl Research, Inc. 
Northwoods Mall 
4501 War Memonal 
Peoria, ll61613 
Ph. 309-682-4254 
Fax 309-673-5942 
Becky Burroughs, Supervisor 
H-25°o M-S0°1o L-25°o 
Stat.-6 1,2,3 

INDIANA 

ort Wa ne 

Denn1s Research 
Glenbrook Square 
4201 Coldwater Rd. 
Fort Wayne, IN 46805 
Ph. 219-483-2884 
Fax 219-482-5503 
Linda Hammer, Mall Supervisor 
H-30% M-60°·o L-10°o 
Stat.-5 1,2,3,4 
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ndianapo i 

Herron Associates, Inc. 
Greenwood Park. #C-26 
1251 U.S. 31 N. 
Greenwood. IN 46142 
Ph. 317·882·3800 
Fax 317·887-8304 
Paul Jorgensen 
H·20°o M·50°o L·30°o 
Stat.-12 1,2,3.4 
(See advertisements on pp. 65, bac cover) 

Herron Associates, Inc. 
Washington Square 
10202 E. Washing on St. 
Indianapolis, IN 46229 
Ph. 317·882-3800 
Fax 317·897·8265 
Paul Jorgensen 
H·10~o M·40°o L·50°a 
Stat.-13 1,2,3,4 
(See advertisements on pp. 65, back cover) 

Jackson & Jac son Research. Inc 
Fair Oaks Mall 
5144 Madison Ave., Ste. 9 
lnd1anapohs. IN 46227 
Ph. 317·782·3066 
Janet Jackson. President 
H-15°o M-71~o L-14°~ 
Stat.-6 1,2,3,4 

IOWA 

Council Bluf 
( Omaha, 

D oin 

T.L. Gran ham & Associates 
Park Fair Mall 
100 E. Euclid Ave .• Ste. 157 
Des Momes. lA 50313 
Ph. 515·288·7156 
Fax 515·288·0661 
Vada Grantham, CEO 
H·15°o M·65°o L-20°a 
Stat. ·2 1,2.3.4 

M1d·lowa Interviewing 
Valley West Mall 
1551 35th St ., Ste. 157A 
West Des Moines, lA 50266 
Ph. 515·225·6232 
Fax 515·225-1184 
Debbie Gudehus, General Manager 
H-30°~ M·40°·o L-30°a 
Stat.-6 1,2,3.4 

November 1995 

Mid-Iowa IntervieWing 
Southndge Mall 
1111 E. Army Post Ad. Ste. 152 
Des Mo1nes. lA 50315 
Ph. 515-225-6232 
Fax 515-225·1184 
Debb1e Gudehus, General Manager 
H·35% M·45°o L·20°o 
Stat. -12 1.2.3,4 

PM A-Personal Marketmg Research 
200 Merle Hay Mall 
3800 Merle Hay Ad. 
Des Momes, lA 50310 
Ph. 515·270·1703 
Fax 515-270·9070 
Bonnie Howard. Manager 
H·17°o M·68°o L·15 
Stat. ·6 1 ,2,3,4 

I<ANSAS 

ity, 

Quality Controlled Services 
Westridge Mall 
1801 Southwest Wanamaker 
Topeka, KS 66604 
Ph. 913·273-0091 
Fax 913-273-0554 
Debbie Bruce 
H-30°1l M-50° o L -20° o 

Stat.-6 1,2,3 
(See advertisement on p. 5) 

0) 

w·chita 

Data Net. Inc. 
Towne East Square 
7700 E. Kellogg, #231 
Wichita, KS 67207 
Ph. 316-682-6655 
Fax 316-682·6664 
Janet Brown, Manager 
H-20°a M-70% L·10°o 
Stat -9 1 ,2,3 

U.S. Research Company 
Towne West Square, Store #804 
Wichita, KS 67209 
Ph. 316·943-1153 
Fax 316-943-4435 
Income-Middle 
Stat.-NA 1 ,2,3.4 

KENTUCKY 

oui ill 

Fangman Research, Inc. 
Greentree Mall 
1941 B1shop Lane, Ste.806 
Louisville. KY 40218 
Ph. 502-456-5300 
Fax 502·456·2404 
Allen B. Fangman, V1ce President 
H-25°o M-50°o L-25°o 
Stat. -6 1,2,3.4 

MRK. Inc. 
Mid City Mall 
1250 Bardstown Ad. 
LOUISVille, KY 40204 
Ph. 502·458·4159 
Fax 502-456-5776 
Conn1e Pearl. Pres1dent 
H·1°o M·79°o L-20°o 
Stat.-7 1,2,3.4 

• Qualit 

• ri nc ... 
• D dication ... 

ms 

. ft. 
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Personal Optnion, Inc. 
Bashford Manor Mall 
Louisville, KY 40207 
Ph. 502-899-2400 
Fax 502-899-2404 
Linda Schulz. Dr. Mktg. Rsch. 
H-20°1> M-60°o L-20°o 
Stat.-6 1,2,3 

Personal Opimon, Inc. 
River Falls Mall 
Clarksville, IN 
Ph. 502-899-2400 
Fax 502-899-2404 
Linda Schulz. Dtr. Mktg. Rsch. 
H-20% M·55% L·25°~ 
Stat.-9 1 ,2,3 4 

LOUISIANA 

Baton ouge 

Gulf States Research Center 
Bon Marche Mall 
7361 Florida Blvd. 
Baton Rouge, LA 70806 
Ph. 800·848·2555 
Fax 504-925·9990 
Robert Landsberger, Prestdent 
H·20% M·70°o l·10°o 
S at.-6 1 2.3.4 

w Orl an 

Friedman Mar ellng Services 
Consumer Optnion Center 
Belle Promenade Mall 
1701 Baratana Blvd. 
Marrero, LA 70072 
Ph. 504·340-0972 
Fax 504-341-4264 
H·25°o M·50°o l-25~o 

Stat.-14 1,2,3.4 

Gulf States Research Center 
Clearview Shopping Mall 
4426 Veterans Memonal Hwy. 
Metaine, LA 70006 
Ph. 504-454·1737 
Fax 504-454-2461 
TtmVtllar 
H·30°o M·50°o L-20°o 
Stat.-6 1.2,3 
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Heakin Research, Inc. 
Esplanade Mall, Ste. 118 
1401 W. Esplanade 
Kenner, LA 70065 
Ph. 504·464·9188 
Fax 504·464-9936 
H·21 °o M-45°o L34°o 
Stat. ·12 2.3.4 

Ltnden Research Servtces, Inc. 
Oa wood Man 
197·36 Westban Expy. 
Gretna, LA 70053 
Ph. 504-368-9825 
Fax 504·368-9866 
Marty Olson, Dir. of Ops. 
H-28°o M-51°o L-21°o 
Stat. ·6 1,2.3.4 

Linden Research Services, Inc. 
Lakeside Mall 
3301 Ve erans Blvd. 
Metatne, LA 70002 
Ph. 504-837·0013 
Fax 504·837-0012 
Marty Olson, Dir. of Ops. 
H·37°o M·43°o l·20°o 
Stat. -6 1 ,2,3.4 

NGL Research Servtces • Ne Orleans 
North Shore Square 
150 N. Shore Square Blvd., Ste. 4001 
Slidell, LA 70460 
Ph. 504·456-9025 
Fax 504·456·9072 
Lena G. Webre, Proj. Dir. 
H-40°o M·40°o L-20°o 
Stat. -8 1,2,3,4 

MARYLAND 

Baltimor 

AIM/Baltimore 
Golden Ring Mall 
6400 Rossvtlle Blvd. 
Balttmore. MD 21237 
Ph. 410·391-7750 
Fax 410-391-7850 
Sue Roberts. Manager 
H·40°o M·40°o L·20°o 
Stat.-6 1 .2.3,4 

AIM/Baltimore 
Secunty Square Mall 
6901 Secunty Blvd. 
Balttmore, MD 21207 
Ph. 410·597·9904 
Fax 410·597-9908 
Debbie Mtchockt, Manager 
H·40°o M·40°o L·20°o 
Stat.-6 1 ,2,3,4 

Consumer Pulse of Baltimore 
Westvtew Mall 
5748 Baltimore National Pike, #B102 
Baltimore. MD 21228 
Ph. 410-744-7017 
Fax 410-744·7196 
Alice Matheny 
H-20°o M·S0°o l-30 °o 
Stat. ·6 1,2.3.4 
(See advertisement on p. 57) 

Heakm Research, Inc. 
Eastpomt Mall 
7839 Eastpo1nt Mall 
Baltimore, MD 21224 
Ph. 41 0·282·3133 
Fax 41 0·282·5782 
Lorratne Church. Manager 
H-6°o M·30°o l·64°o 
Stat ·6 2.3.4 

Hea m Research, Inc. 
Owtngs Mills To vn Center 
10300 Mill Run Ctr. 
Owtngs Mtlls. MD 21117 
Ph. 410·998·3939 
Randi Stone, Manager 
H·23°o M·43°o l·34°o 
Stat. ·6 1.2,3,4 

MASSACHUSETTS 

B ton 

Bernett Research Services Inc. 
South Shore Plaza 
250 Grantte S . 
Bratntree, MA 02184 
Ph. 617·849·1692 
Fax 617·843·5276 
H·50°o M·50°o L·0°o 
Stat.-15 1,2.3 
(See advertisement on p. 40) 

Northeast Data Collection, Inc. 
Assembly Square Mall 
133 Mtdd esex Ave. 
Sommervtlle. MA 02145 
Ph. 203·797·0666 
Fax 203·748·1735 
Karen M. Forcade, Prestdent 
H·60°o M·30°o L·10°o 
Stat. ·6 1,2,3.4 

Performance Plus, Inc. 
FaneUtl Hall Ma etplace 
2 Faneuil Hall Marketplace, 4th fl. 
Boston. MA 021 09 
Ph. 508-872-1287 ext. 112 
Fax 508-879·7108 
Shtrley Shames. Prestden 
H·60°o M·30°o L·10°o 
Stat.-10 1,2,3 
(See advertisements on pp. 23, bac cover) 

Performance Plus, Inc. 
Wes ga e Mall 
200 Westgate Rd 
Brockton. MA 02401 
Ph. 508-872-1287 x112 
Fax 508-879-7108 
Shtr1ey Shames, Prestdent 
H·10°o M-70°o l·20°o 
Stat.-10 1,2.3 
(See advertisements on pp 23, back cover) 
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Performance Plus, Inc. 
Woburn Mall 
300 M1shawum Ad. 
Woburn. MA 01801 
Ph. 508-872-1287 x112 
Fax 508-879-7108 
Shirley Shames, President 
H·30~o M-60% L-10°·o 
Stat. ·1 0 1 ,2.3 
(See advertisements on pp. 23, bac cover) 

Quick Test 
Watertown Mall 
550 Arsenal St. 
Watertown. MA 02172 
Ph. 617-924-8486 
Fax 617-923·0261 
Bonme MacDonald, Manager 
H-20~o M-50°o L·30°o 
Stat.-9 1 ,2,3,4 
(See advertisement on p. 25) 

U.S. Research Company 
Independence Mall, Space 123 
Kingston, MA 02364 
Ph. 617·585·1653 
Fax 617-585-9504 
Income-Middle 
Stat.·NA 1 ,2,3,4 

pring ield 

Fnedman Marketing SeNices 
Consumer Opmion Center 
Eas ield Mall 
1655 Boston Rd. 
Springfield, MA 01129 
Ph. 413-543·8515 
Fax 413-543-8430 
H-30°o M-50°o L-20°o 
Stat.-6 1,2,3,4 

Performance Plus, Inc. 
Fairfield Mall 
591 Memorial Dr. 
Chicopee, MA 01020 
Ph. 508·872-1287 x112 
Fax 508-879-7108 
Sh1rley Shames, President 
H-10°o M·70~o l·20°o 
Stat-10 1,2,3,4 
(See advertisements on pp. 23, bac cover) 

Quality Controlled Services 
Holyo e Mall at Ingleside 
50 Holyoke St. 
Holyo e. MA 01040 
Ph. 413·533-6180 
Fax 413-532·6855 
Ivy Ward 
H·20°o M-70°o l·10°o 
Stat.-NA 1,2,3,4 
(See advertisement on p. 5) 

U.S. Research Company 
Hampshire all 
Hadley, MA 01035 
Ph. 413·586-3090 
Income: Middle 
Stat. ·NA 1 ,2,3 

November 1995 

aunton 
ro idence, 

MICHIGAN 

D troit 

Consumer Pulse of Detroit 
Universal Mall 
28488 DeqUindre Ad. 
Warren, Ml 48092 
Ph. 810-751-1590 
Fax 810·751-3019 
She1la Smith 
H-10°o M-65°o L-25°o 
S at.-30 1,2,3,4 
(See advertisement on p. 57) 

Cnmmins-Forman Mar et Research 
Wonderland Mall 
29755 Plymouth Rd. 
Uvoma. Ml48150 
Ph. 810-569-7095 
Fax 810-569-8927 
Paula Cnmmins. Partner 
H·25°o M-45°o l-30°o 
Stat.-7 1,2.3.4 

Crimm.ns-Forman Market Research/ 
Consumer Research Center 
Westland Mall 
35000 W. Warren 
Westland, Ml48185 
Ph. 313·513·5040 
Fax 313-513-8966 
Lo1s Forman, Partner 
H-25°o M·45°o l ·30°o 
S at.-12 1,2,3,4 

Friedman Mar eting Serv1ces 
Consumer Testing Center 
Oakland Mall 
350 B W. 14 Mile Rd. 
Troy, Ml48083 
Ph. 81 0-589·0950 
Fax 810·589·0271 
H-30°o M-50°o L-20°o 
Stat.-15 1,2,3,4 

Friedman Marketmg Services 
Frenchtown Square Mall 
2121 N. Monroe St., #105 
Monroe. Ml48161 
Ph. 313-241-1610 
Fax 313-241·6804 
H-25% M·50°o L-25°o 
Stat.·13 1,2,3,4 

Heakin Research, Inc. 
Eastland Mall, Ste. 731 
1800 Bernier Rd. 
Harper Woods, Ml48225 
Ph. 313-521-8811 
Fax 313-521-9152 
Clyde Mayberry. Manager 
H-60°o M-25°o L-15°o 
Stat.-9 1 ,2,3,4 

) 

Hea 10 Research, Inc. 
Macomb Mall 
32441 Grat1ot, Ste. 440 
Roseville, Ml 48066 
Ph. 810-294-3232 
Fax 810·294-3759 
Janet Baker 
H·41°o M·41°o L-18°o 
Stat.-8 2.3.4 

Quick Test 
Sou hland Center Mall 
23000 Eureka Rd. 
Taylor, Ml48180 
Ph. 313·287·3600 
Fax 313-287-3840 
Donna W1zinsky, Manager 
H-25°o M·50°o L·25°o 
Sta .-11 1 ,2,3.4 
(See advertisement on p. 25) 

Grand apid 

Barnes Research, Inc. 
Rogers Plaza 
1110 28 h St. S.W. 
Wyoming, Ml49509 
Ph. 616-363-7643 
Fax 616·363·8227 
Howard Rozema. V1ce President 
H·25°o M·50°o L-25°o 
S at.-10 1,2.3 

Datatrack, Inc. 
Eastbrook Mall 
Grand Rapids, Ml 49503 
Ph. 616·954-0303 
Fax 616-954-0001 
Kevm Scheppman, Field D1r. 
H-35°o M-50~o L·15°o 
Stat.-7 1,2,3.4 

MINNESOTA 

Duluth 

Bryles Survey Serv1ce 
Miller H1ll Mall 
1600 M1ller Trun Hwy. 
Duluth. MN 55811 
Ph. 218· 722·927 4 
Fax 218-722-9327 
Ann Hendnckson 
lncome-NA 
Stat.-12 1,2,4 

Minn apoli I t. Paul 

Comprehensive Research Group. Inc. 
HarMarMall 
2100 Snelling Ave. N. 
Roseville, MN 55113 
Ph. 612·635-0204 
Fax 612-635-9013 
Kathleen Dutcher 
H-60°o M·30°o L·10°o 
Sta .·8 3.4 
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N.K. Friedrichs & Associates, Inc. 
Northtown Mall 
117 Northtown Dr. 
Blaine, MN 55434 
Ph. 612-784-7332 
Fax 612-783-9314 
Judy Lestina, Manager 
H-15% M-60°·o L-25% 
Stat. -8 1,2,3,4 

Heakin Research, Inc. 
Mall of America 
300 E. Broadway 
Bloomington, MN 55425 
Ph. 612-854-3535 
Fax 612-854-4375 
Income-Middle 
Stat.-NA 

Heakin Research, Inc. 
Knollwood Mall 
8332 Hwy. 7 
St. Louis Park, MN 55426 
Ph. 612-936-0940 
Fax 612-936-9078 
Bruce Bale, Manager 
H-26% M-41% L-33% 
Stat.-12 2,34 

Quality Controlled Services 
Maplewood Mall, #2013 
Maplewood, MN 55109 
Ph. 612-770-5636 
Fax 612-770-7693 
Sandra Hayes 
H-30% M-46% L-24°·o 
Stat.-NA 1,2,3,4 
(See advertisement on p. 5) 

MISSISSIPPI 

Jack on 

Friedman Markehng Services 
Consumer Opmion Center 
1275 Metrocenter 
Hwy. 80 & Robinson Rd. 
Jac son, MS 39209 
Ph. 601-352-9340 
Fax 601-355-3530 
H-20% M-60% L-20% 
Stat.-13 1,2,3,4 

68 

Comprehensive Research Group 
Metro North Mall, #206 
400 N.W. Barry Rd. 
Kansas City, MO 64155 
Ph. 816-468-0303 
Fax 816-468-0399 
LOIS Younman, Manager 
H-35% M-45°o L·20°o 
Stat. -1 0 1,2,3 

The Field House, Inc. 
Oak Park Mall 
11479 W. 95th St. 
Overland Park. KS 66214 
Ph. 913-492-1506 
Fax 913-492-1654 
Delores J1rovec, Manager 
H-50% M-40°o L-10~o 
Stat. -8 1,2,3,4 
(See advertisement on back cover) 

Hea in Research, Inc. 
Blue R1dge Mall 
4200 Blue R1dge Blvd. 
Kansas C1ty, MO 64133 
Ph. 816-737-1130 
Fax 816-737-0530 
Debbie Culver 
H-23% M-41 ~o L·34°o 
Stat. -1 o 2,3,4 

Heakm Research, Inc. 
Independence Center, #116 
Independence, MO 64057 
Ph. 816-795-0706 
Fax 816-795-1416 
Jackie Clark, Manager 
H-33°o M·43°o L-24~ o 
Stat.-10 2,3,4 

Quality Controlled Services 
Ward Parkway Mall 
8600 Ward P wy. 
Kansas City, MO 64114 
Ph. 800-628-3428 
Fax 816-361-3580 
Iva Schlatter 
H-40% M-50°o L-10% 
Stat.-NA 1,2,3,4 
(See advertisement on p. 5) 

t. oui 

Consumer Opinion 
M1d RIVers Mall 
1720 M1d Rivers Mall 
St. Peters, MO 63376 
Ph. 314-397-8473 
Fax 314-965-8042 
Mark Holloway, Manager 
H-40° o M-50~o L -10° o 
Stat.-12 1,2,3,4 

Cunmngham Field & Research Services, Inc. 
St. Louis Centre 
515 N. 6th St., Ste. 374 
St. LOUIS, MO 63101 
Ph. 314-231-1044 
Fax 314-231 -3625 
Maureen Taylor 
lncome-NA 
Stat.-NA 

Friedman Marketmg Services 
Consumer Opimon Center 
St. Lou1s Umon Stahon Mall 
1820 Market St. 
St. LOUIS, MO 63103 
Ph. 314-241 -4559 
Fax 314-241-6058 
H-30°o M·50°o L-20°o 

Quick Test 
Northwest Plaza 
505 Northwest Plaza 
St. LOUIS, MO 6307 4 
Ph. 314-291-8888 
Fax 314-291-8581 
Fletcher Peacock, Manager 
H-2°o M-55°o L-43°o 
Stat.-10 1,2,3,4 
(See advertisement on p. 25) 

Superior Surveys of St. Louis 
Mid Rivers Mall 
1720 M1d Rivers Mall 
St. Peters, MO 63376 
Ph. 314-397-8463 
H-40°'<, M-50°o L-10°o 
Stat.-12 1,2,3,4 
(See advertisement on p. 23) 

U.S. Research Company 
338 Jamestown Mall 
Florissant, MO 63034 
Ph. 314-741-0284 
Fax 314-741-6971 
Income-Middle 
Stat.-NA 1,2,3,4 

pri gfi ld 

Bryles Survey Serv1ce 
Battlefield Mall, #227 
Spnngheld, MO 65804 
Ph. 417-887-1035 
Fax 417-887-0209 
Melissa Turner. Manager 
lncome-NA 
Stat.-10 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 
Eloise O'Connor, Manager 
H-12°o M-68°o L·20°o 
Stat. -12 1 ,2,3.4 
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Consumer Research Center 
Mission Center Mall 
1370 E. Flamingo, Ste. J 
Las Vegas, NV 89119 
Ph. 702-737-3272 
Fax 702-737-1023 
Buddy Goldbaum, Pres1dent 
H-15% M-50°o L-35°o 
Stat.-7 1,2,3,4 

NEW HAMPSHIRE 

Manch t r 

New England Interviewing, Inc. 
Bedford Mall 
South River Rd. 
Bedford, NH 03110 
Ph. 603·641-1222 
Fax 603·883-1119 
He1di B., Mall Manager 
H·27~·o M·61~o L·12°·o 
Stat.-5 2,3 

a hua 

New England Interviewing, Inc. 
Nashua Mall 
Broad St. & Ate. 3 
Nashua, NH 03063 
Ph. 603-889·8100 
Fax 603-883·1119 
Tina. Mall Coord. 
H-14% M-68% L-18% 
Stat.-4 1,2,3 

NEW JERSEY 

0 ity) 

outh J y 
( e hiladelphia) 

NEW MEXICO 

ant a 

Quick Test 
V1lla Linda Mall 
1124 Villa linda Mall 
Santa Fe, NM 87505 
Ph. 505-471-1699 
Fax 505-438·3846 
Scott Solis. Manager 
H·20°o M·50°o L·30°o 
Stat·7 1,2,3,4 
(See advertisement on p. 25) 

November 1995 

Mar1<ette Research, Inc. 
Clifton Country Mall, 
Clifton Pa , NY 12065 
Ph. 518-383-1661 
Fax 518·371-0791 
Dawn Whalen, V1ce Pres1dent 
H-60% M-30% L-10~o 
Stat.·4 1,2,3 

Quick Test 
Crossgates Mall 
1 Crossgates Mall Rd. 
Albany, NY 12203 
Ph. 518·456·8641 
Fax 518-456-8642 
Pat F1gler, Manager 
H·25°o M-50°o L·25~o 
Stat.-6 1,2,3,4 
(See advertisement on p. 25) 

Buffalo 

Buffalo Survey & Research. Inc. 
Main Place Mall, 2nd level 
Buffalo, NY 14202 
Ph. 716-845-6262 
Fax 716-834-0372 
Jeanette Levin, President 
H-10% M-50% L·40% 
Stat.-4 2.3 

Ruth D1amond Market Research 
Boulevard Mall 
no Alberta Dr. 
Buffalo, NY 14226 
Ph. 716-836-1110 
Fax 716·836-1114 
Harvey Podolsky, President 
H-22% M-49% L-29% 
Stat. ·6 1,2,3,4 

Marion Simon Research Service 
Walden Galiena. C103 
Buffalo, NY 14225 
Ph. 716-684-8025 
Fax 716-684·3009 
H-35% M-35% L-30% 
Stat.-NA 1,2,3,4 

Survey Service, Inc. 
Eastern H1lls Mall 
4545 Transit Rd. 
Williamsville, NY 14221 
Ph. 716-876-6450 
Fax 716-876-0430 
Susan A. Adelman, Pres1dent 
H-25% M-50% L-25% 
Stat.-8 1 ,2,3.4 

Survey Serv1ce, Inc. 
McKmley Mall 
3701 McKinley Pkwy. 

Susan A. Adelman, President 
H-25% M-50% L-25% 
Stat.-8 1,2,3.4 

ok 

Answers to Questions, Inc. 
South Shore Mall 
1701 Sunnse Hwy. 
Bay Shore, NY 11706 
Ph. 516-666-9705 
Fax 516-666-4596 
Mary, Managing Director 
H-20% M·60% L-20% 
Stat.-7 1,2,3,4 

Bernett Research Services, Inc. 
Menlo Par1< 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 advertisements on p. 40) 

Cunmngham F1eld Services 
Freehold Raceway Mall 
3710 Ate. 9, Ste. B2201 
Freehold, NJ On28 
Ph. 908·308-9889 
Fax 908·303·0428 
Carol Klein, Manager 
H-50% M·40% L·10% 
Stat. ·6 1,2,3,4 

Ebony Marketing Research, Inc. 
Newport Shopping Mall 
30 Mall Dr. W. 
Jersey City, NJ 07310 
Ph. 201-714-9455 
Fax 201·714-9396 
Diedre Springer, Mall Manager 
H·10% M·90% L·O% 
Stat.-8 3,4 
(See advertisement on p. 71) 

Ebony Marketing Research Inc. 
Jamaica Mall 
162·10 Jama1ca Ave. 
Jamaica, NY 11434 
Ph. 718·526·3204 
Fax 718-526-3312 
Christy Campos, Mall Manager 
H-0% M·55°o L-45% 
Stat.-6 2 
(See advertisement on p. 71) 

Ebony Marketing Research, Inc. 
Bay Plaza Mall 
2100 Bartow Ave., #243 
Bronx, NY 10475 
Ph. 718-217-0842 
Fax 718-320-3996 
Sharon Allen, Mall Manager 
H-5°1o M-95% l·0°o 
Stat.-8 2.3.4 
(See advertisement on p. 71) 
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Focus Wor1d International. Inc. 
Seaview Square Mall 
Ocean, NJ 07712 
Ph. 908·918-0100 
Fax 908-918-7070 
lncome-NA 
Stat.-NA 1,2,4 

Fnedman Mar ehng Services 
Consumer Oprnion Center 
Jefferson Valley Mall 
650 Lee Blvd. 
Yorktown Herghts. NY 10598 
Ph. 914-962-9400 
Fax 914-962·1067 
H-30~o M·50°o L·20°o 
Stat.-18 1,2,3.4 

J & R Research. Inc. 
East Meadow Mall 
1917 Fron St. 
East Meadow, NY 11554 
Ph. 516·542·0081 
Fax 516·542·6314 
H·10°o M·55°o L·35°o 
Stat .-42 1 

J & A Research, Inc. 
Shirley Mall 
800 Montau Hwy. 
Shirley, NY 11967 
Ph. 516·399·0200 
Fax 516-399-0205 
H-15°'c! M-450.0 L·40°o 
Stat.-4 1,2,3.4 

Mid-America Research. Inc. 
131 Livmgston Mall 
Livingston, NJ 07039 
Ph. 201-740·1566 
Fax 201-740-0569 
H·15°·o M-80°o L-5% 
Stat.-12 1,2,3.4 

N.D.C. ·I.D.I. 
Wayne Towne Center 
Ate. 23S. 
Wayne, NJ 07470 
Ph. 203· 797 ·0666 
Fax 203·748·1735 
Karen M. Forcade, President 
H-70°o M·25°o L·5°o 
Stat.-1 0 1.2,3.4 
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Barbara Prince Associates 
Green Acres Mall 
1063 Green Acres Mall 
Valley Stream. NY 11581 
Ph. 516-561·1723 
Fax 516·561-2523 
Barbara Prince, President 
H·20°o M-60°o L·20°o 
Stat.-8 2.3.4 

Quick Test 
Kings Plaza Mall 
5102 Kings Plaza 
Brooklyn, NY 11234 
Ph. 718·338·3388 
Fax 718-692·4365 
NancyAnne Frangrpani, Manager 
H·20°o M·45°o L·35°o 
Stat. ·15 1,2.3 
(See advertisement on p. 25) 

Quick Test 
855 Sunnse Mall 
Massapequa, NY 11758 
Ph. 516·541-5100 
Fax 516·541-1099 
Srna Ehrenfreund, Manager 
H·15°o M-80°o L-5°o 
Stat.-12 1,2.3.4 
(See advertisement on p. 25) 

Audrey Schrller Market Research 
Nassau Mall 
3601 Hempstead Tpke. 
Levrttown, NY 11756 
Ph. 516-731-1500 
Fax 516-731-4235 
Audrey Schrller, President 
H·35°o M-50°o L-15°o 
Stat.-8 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 
Andrea Waller, President 
H·25°o M-60°o L ·15° o 
Stat-10 1,2,3.4 

Sight line Research Ltd. 
Big H Mall 
839·114 New York Ave. 
Hunting on. NY 11743 
Ph. 516·424·2444 
Helen Schnee, Presrdent 
H-33°o M·34°o L·33°o 
Stat.·? 1,2,3,4 

Suburban Associates 
Monmouth Mall 
1230 Monmouth Mall-Ate. 35 
Eatontown. NJ 07724 
Ph. 908·542·5554 
Fax 908·389·3921 
Madeline Smith, Manager 
H·10°o M-60°o L·30°o 
Stat. -8 1 ,2.3.4 

Suburban Assocrates 
Wrllowbroo Mall 
1230 Willowbroo Mall· Ate. 46 
Wayne. NJ 07470 
Ph. 201-785-0770 
Fax 201·785·0771 
Nancy Braynack, Manager 
H-25°o M·55°o L·20°o 
Stat. ·1 o 1,2.3.4 

Suburban Assocrates 
East Meadow Plaza 
1966 Hempstead Tpke. 
East Meado . NY 1 1554 
Ph. 516·794·3030 
Fax 516·794·3519 
Sherry Salus, Manager 
H·10°o M·70°o l·20°o 
Stat. -6 1.2.3,4 

ough p 1 

U.S Research Company 
Pough eepsre Gal ena 
790 South Rd., #F114 
Pough eepsre. NY 12601 
Ph. 914·297-1793 
Fax 914·297-1620 
Income-High 
Stat-NA 1.2,3 

Roch t r 

Car-Lene Research, Inc. 
The Marketplace Mall 
3400 W. Hennetta Rd. 
Rochester, NY 14623 
Ph. 716-424-3203 
Anne Hossenlopp, Manager 
H-46°o M-40°o L-14°o 
Stat. ·6 1,2,3,4-

Car-Lene Research. Inc. 
Greece Ridge Center Mall 
150 Ardge Center 
Rochester. NY 14626 
Ph. 716-225-3100 
Barbara Whrte, Manager 
H-38°o M·44°o l·18°o 
Sta .·6 1 ,2.3,4 

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

yracu e 

KS&R Consumer Tes ing Center 
Shopprngtown Mall 
DeWr , NY 13214 
Ph. 800·645·5469 
Fax 315-446·6719 
Nancy Gold. Supervrsor 
H·50°o M·30°o L·20°o 
Stat-30 1 ,2,3,4 
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LaValle Research Servtces 
Carousel Center Mall 
9763 Carousel Center Dr. 
Syracuse, NY 13290 
Ph. 315-466-1609 
Fax 315-466-7101 
Maureen Colson, Manager 
H-20°o M-65°a L-15°a 
Stat-8 1 ,2,3,4 

0/A. Inc. Market Research 
Fayetteville Mall 
N. Burd1c St. 
Syracuse. NY 13066 
Ph. 315-637-3169 
Fax 315-637-8068 
Jean Queri, President 
H·30°o M-60°o L-10°o 
Stat.-7 1,2,3.4 

Manon S1mon Research Serv1ce 
Northern L1ghts Mall 
Routes 81 & 11 
Syracuse, NY 13212 
Ph. 315-455-5952 
Fax 315-455-1826 
Angie Marc1. Manager 
H-30°o M-50°o L·20°o 
Stat -NA 1 ,2,3.4 

November 1995 

Marion S1mon Research Service 
Great Northern Mall 
4081 Ate. 31 
Clay, NY 13041 
Ph. 315-455-5952 
Ang1e Macri, Manager 
H-35°o M-35°o L-30°o 
Stat.-NA 1.2,3,4 

NORTH CAROLINA 

harl tt 

AOC Research 
The Galleria Mall 
2301 Dave Lyle Blvd., #183 
Roc Hill. NC 29730 
Ph. 803-324-7596 
Fax 803-324-7598 
Betty Collms, Owner 
H-25°a M-50°o L-25°a 
S at.-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 
John Crowell 
H·20°o M·60°o l·20°o 
Sta .-8 1,2,3,4 
(See advertisement on p. 57) 

Jackson Associates, Inc. 
Carolina Place 
11025 Carolina Place Pkwy. 
P1neville, NC 28134 
Ph. 770-394-8700 
Fax 770·394-2747 
Lyn Tomlin, Dir. Mall Ops. 
H-40°o M-45° o L -15° o 
Stat.-5 1,2,3.4 
(See advertisements on pp. 23, bac cover) 

ree boro 

Homer Market Research Assoc. Inc. 
333 Four Seasons Town Centre 
Greensboro, NC 27407 
Ph. 910-294-9415 
Fax 910-294-61 6 
Jan Homer, Exec. V.P. 
H-25°o M-45°o l-30°o 
Stat. -10 1 ,2,3,4 

Jackson Associates, Inc. 
Oak Hollow Mall 
921 E. Chester Dr .. #1130 
High Point, NC 27262 
Ph. 770-394-8700 
Fax 77Q-394-2747 
Lyn Tomlin. Dir. Mall Ops. 
H-15°o M-50°o L-35°o 
Stat.-4 1,3 
(See advertisements on pp. 23, bac cover) 
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W.H. Long Marketing, Inc. 
Golden Gate Shopping Center 
2240 Golden Gate Dr. 
Greensboro, NC 27405 
Ph. 910·292·4146 
Fax 910·299-6165 
John Voss, Vtce President 
H-33% M-34°~ L·33°·~ 

Stat.-8 2,3,4 

aleigh 

·tatio 

Cunningham Fteld & Research Services, Inc. 
Cary Towne Center 
1105 Walnut St., Ste. E103A 
CafY, NC 27511 
Ph. 919-469·5221 
Fax 919·319·6067 
Debbi Faries, Manager 
lncome-NA 
Stat.-NA 

Quick Test 
South Square Mall 
4001 Chapel Hill Blvd. 
Durham, NC 27707 
Ph. 919-489·3104 
Fax 919-489·8316 
Bnan O'Neil, Manager 
H-26% M-33% L-41% 
Stat.-7 3 
(See advertisement on p. 25) 

OHIO 

kron 

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-NA 
Stat.-NA 

Rosen Research 
Rolling Acres Mall 
2400 Romig Rd. 
Akron, OH 44322 
Ph. 216-745-8883 
Fax 216-745-8883 
Evelyn Carlson, Supervisor 
H-10% M-70% L-20% 
Stat.-6 2 
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Assistance In Marketing, Inc. 
Northgate Mall 
9633A Coleriam Ave. 
Cincinnati, OH 45251 
Ph. 513-385-8228 
Fax 513-385-2140 
Susan Odom, Manager 
H-50% M-30% L-20% 
Stat.-12 1,2,3,4 

B & B Research, Inc. 
Eastgate Mall 
4601 Eastgate Ave. 
Cincinnati, OH 45245 
Ph. 513-793-4223 
Fax 513-793-9117 
Lynn Caudill, PrOJ. Dtr. 
H·20% M-25% L·55% 
Stat.-8 1,2,3,4 

Consumer Pulse of Cincinnati 
Forest Fatr Mall 
514 Forest Fair Dr. 
Cincinnati, OH 45240 
Ph. 513-671-1211 
Fax 513·346-4244 
Susan Lake-Carpenter 
H-20% M-60% L-20% 
Stat.-8 1,2 3,4 
(See advertisement on p. 57) 

Focus Groups of Cleveland Survey Center 
Richmond Mall 
691 Rtchmond Rd. 
Cleveland, OH 44143 
Ph. 216·461·6898 
Fax 216·461·9525 
Betty Perry 
H-10% M-75% L·l5% 
Stat.-8 1,2,3,4 
(See advertisement on p. 73) 

Hea tn Research, Inc. 
Severance Town Center 
3542 Mayfield Rd. 
Cleveland Heights, OH 44118 
Ph. 216-381-6115 
Fax 216-381-4134 
Eric Silver, Manager 
H-20% M-60% L·20% 
Stat.-14 2,3,4 

Pat Henry Market Research, Inc. 
The Avenue at Tower City Center 
230 Huron Rd. N.W. 
Cleveland. OH 44113 
Ph. 216-621-3831 
Fax 216-621·8455 
Mark Kikel. Vice President 
H-30% M·60% L-10% 
Stat. -11 1,2,3,4 
(See advertisements on pp. 23, 30) 

Opinion Centers America 
Great Northern Mall 
924 Great Northern Mall 
North Olmsted, OH 44070 
Ph. 216-779-3050 
Fax 216-779-3060 
Karen Cunningham, Manager 
H-23% M-45% L -32°o 
Stat. -12 1.2,3,4 

Questions, Inc. 
7850 Mentor Rd. 
Mentor, OH 44060 
Ph. 216·255·9940 
Goldie Sch oint , President 
H-20% M-60% L-20% 
Stat.-7 1,2,3 

Rosen Research 
Great Lakes Mall 
7850 Mentor Ave. 
Mentor, OH 44060 
Ph. 216-974-0001 
Fax 216-974·0001 
Margaret Bennloff, Supervisor 
H-20°~ M-65°{, l-20% 
Stat.-6 1 ,2,3 

olumbu 

B & B Research, Inc. 
Bnce Outlet Mall 
5891 Scarborough Blvd. 
Columbus. OH 43232 
Ph. 614·486·6746 
Fax 614·486·9958 
Judy Fredencks, PrOJ Dtr. 
H·20% M·25~o L·55°o 
Stat.-4 1,3 

T.I.M.E. Market Research 
667 Indian Mound Mall 
Heath, OH 43056 
Ph. 614·788·8808 
Fax 614-788·8809 
Mike Ingalls, Manager 
H-10°~ M-60°o L·30°o 
Stat.-8 1,2,3 

ton 

T.I.M.E. Market Research 
560 Daylon Mall 
2700 Miamisburg-Centerville Rd. 
Dayton, OH 45459 
Ph. 513-433·6296 
Fax 513-433·5954 
Laurette Lockwood, Manager 
H-25°o M-60°~ L-15°~ 

Stat -6 1.2,3,4 

U.S. Research Company 
Woodville Mall 
3725 Williston Rd. 
Northwood, OH 43619 
Ph. 419·691·5876 
Fax 419-691-4547 
Income-Middle 
Stat·NA 1 ,2,3.4 
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OKLAHOMA 

0 lahoma City 

Ruth Nelson Research Services/ 
0 lahoma City Research 
Quail Springs Mall 
2501 W. Memorial Or. 
Oklahoma City, OK 73134 
Ph. 405-752-4710 
Fax 405·752·2344 
H-30% M·50% l ·20% 
Stat.-6 1,2,3,4 

Oklahoma Market Research/Data Net 
Heritage Park Mall 
67 49-B E. Reno 
Midwest City, OK 73110 
Ph. 405·733·4266 
Fax 405-733·0550 
H·15% M·70% L·15% 
Stat.-6 1 ,2,3,4 

Oklahoma Market Research/Data Net 
Sooner Fashion Mall 
34 W. Main 
Norman, OK 73072 
Ph. 405·329-9779 
Fax 405-329·6766 
Rita Price 
H·20% M·70% L·10% 
Stat.·8 1,2,3,4 

Quick Test 
Cross Roads Mall 
1153 Cross Roads Mall 
Oklahoma City, OK 73149 
Ph. 405·631·9738 
Fax 405·632-0750 
Jaime Rodriquez, Manager 
H·4% M·25% L-61 % 
Stat.-6 1 ,2,3,4 
(See advertisement on p. 25) 

ulsa 

Cunningham Field Services 
Promenade Mall 
4107 S. YaJe, Ste. LA 107 
Tulsa, OK 74135 
Ph. 918-664-7485 
Fax 918-664-4122 
Roberta Cunningham, Owner 
H-30% M-60% L-10% 
Stat.-6 1 ,2,3 

OREGON 

Portland 

Consumer Opinion Services, Inc. 
Vancouver MaU 
8700 NE Vancouver Mall Dr. 
Vancouver, WA 98662 
Ph. 360-254-5650 
Fax 360~254-6588 
Alice Hilby, Manager 
H-15% M-45% L-40% 
Stat.-7 1,2,3 
(See advertisements on pp. 63, back cover) 

November 1995 

Consumer Opinion Services, Inc. 
Three Rivers Mall 
351 Three Rivers Dr. 
Kelso, WA 98626 
Ph. 360·425·8815 
Fax 360·425-3143 
Yvonne Pecha/Diana Parsons, Mgrs. 
H-10% M-60% L-30% 
Stat.-12 1,2,3 4 
(See advertisements on pp. 63, back cover) 

Consumer Opinion Services, Inc. 
Lloyd Center Mall 
991 Lloyd Center 
Portland, OR 97232 
Ph. 503-281·1278 
Fax 503·281 -1017 
Ann Kane, Manager 
H·tS% M·55% L·30% 
Stat.-9 1 ,2,3,4 
(See advertisements on pp. 63, back cover) 

Consumer Opinion Services, Inc. 
Jantzen Beach Center 
1206 Janzten Beach Center 
Portland, OR 97217 
Ph. 503·240-8159 
Fax 503·240-8161 
Kelly Pye, Manager 
H-5% M-50% L·45% 
Stat.-8 1 ,2,3 
(See advertisements on pp. 63, back cover) 

Data Unltd., Inc. 
Ma11205 
9900-A S.E. Washington 
Portland, OR 97216 
Ph. 503-256-0987 
Fax 503-253-4442 
Cheryl Edwards, Manager 
lncome-NA 
Stat.-8 1 ,2,3,4 

PENNSYLVANIA 

Moore Research Services 
Millcree Mall 
340 Mill Creek Mall 
Erie, PA 16508 
Ph. 814-868-0873 
Fax 814-864-7012 
Pam Kowalewski Manager 
H-25% M-50% L·25% 
Stat-8 1 ,2,3,4 

Philad lphia 

Car-Lene Research, Inc. 
Moorestown Mall 
Ate. 38 & Lenola 
Moorestown, NJ 08057 
Ph. 609·231·0600 
Fax 609·231·9575 
Evan Celwyn, Manager 
Income- Middle 
Stat·? 1.2,3,4 

Consumer Pulse of Philadelphia 
Plymouth Meeting Mall, #2203 
Plymouth Meeting, PA 19462 
Ph. 610·825·6636 
Fax 610·825-6805 
Eleanor Yates 
H·20% M-60% L·20% 
Stat.-15 1,2,3,4 
(See advertisement on p. 57) 

Over 25 Years Of Consume 
• Data Co lection xper1ence 

Professional Consu er Research Services For 
Planning Direction And Minimized Risk 

In Business Decisions 

Call 800-950-9010 

CLEVELAND SURVEY CENTER 
Riehm nd all • 691 Riehm nd Rd .• 2nd l r •Cl v land, OH 44143 
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J.J. & L. Research Co. 
Northeast Market Place 
2500 Grant Ave. 
Philadelphia, PA 19114 
Ph. 21~332·7040 
Fax 215-671-1881 
Dena Britton, Manager 
H-33% M·34°o L-33°o 
Sta .-10 2,3.4 

JRA Marketing Research 
Montgomery Mall, Store 152 
N. Wales, PA 19454·3909 
Ph. 215-822-6220 
Fax 215-822-2238 
Frances Grubb, President 
H·48°o M-28°o L-24°o 
Stat. ·15 1 .2,3,4 
(See advertisements on pp. 23, 74) 

JRP Marketing Research Services 
Granite Run Mall, Store 11279 
1067 W. Baltimore Pike 
Media, PA 19063 
Ph. 610-565-7821 
Fax 610-565-4403 
Kathleen McCarty, V.P. Field Svcs. 
H-30°o M·40°o L-30°'0 
Stat.-10 1,2,3,4 
(See advertisement on p. 75) 

JRP Marketing Research Services 
King of Prussia Plaza 
Ate. 202 & 363 
King of Prussia, PA 19406 
Ph. 610·265-4442 
Fax 610-354·9186 
Kathleen McCarty, V.P. F1eld Svcs. 
H-40% M·40% L·20°·o 
Stat.-4 1,3 
(See advertisement on p. 75) 

Mar's Surveys, Inc. 
Cinnaminson Mall 
Ate. 130 
Cmnaminson, NJ 08077 
Ph. 609·786·8514 
Fax 609-786·0480 
Marlene Teblum. Owner 
H-20°'0 M-60°o L-20% 
Stat.-4 2.3.4 

Quality In F1eld 
Leo Mall 
11725 Bustleton Ave. 
Philadelphia, PA 19116 
Ph. 215·698·0606 
Fax 215·676·4055 
Arlene Fneze, Owner 
H-20°'0 M-70% L-10% 
Sat.-4 2 

Quick Test 
Neshaminy Mall 
109 Neshaminy Mall 
Bensalem. PA 19020 
Ph. 215·322-0400 
Fax 215·322·5412 
Alice Osborne, Manager 
H-5% M·80°o L·15°o 
Stat. ·11 1,2 ,3,4 
(See advertJsement on p. 25) 

Quick Test 
Franklin Mills Mall 
1749 Fran in M1lls Cir. 
Philadelphia, PA 19154 
Ph. 21 5·281·9304 
Fa 215·281 ·9362 
Chns Wilson, Manager 
H·15°o M·55°o L-30% 
Stat.-12 1,2,3.4 
(See advertisement on p. 25) 

TMR, Inc. 
Spring ield Mall 
1200 Balt1more P1 e 
Springfield, PA 19064 
Ph. 610·328-1147 
Fax 610.328-0678 
Elizabe h Wilson, Manager 
H-60°o M-30°'0 L·10°o 
Stat.-14 1,2,3,4 

U.S. Research Company 
224 Echelon Mall 
Voorhees, NJ 08043 
Ph. 609-772·2220 
Fax 609-772-2014 
lncome-M1ddle 
S at.-NA 1 ,2,3.4 

Pitt burgh 

Car-Lene Research, Inc. 
Monroeville Mall 
Monroeville, PA 15146 
Ph. 412-373-3670 
Stacey Stanford, Manager 
H-50°o M-40°o L·10°o 
Stat.-4 2,4 

Data Information. Inc. 
Century Ill Mall 
3075 Clairton Rd .• Am. 934 
Pittsburgh, PA 15123 
Ph. 412-655·8690 
Fax 412-655-8693 
Nancy Palyo, President 
H-40°o M-49°o L·1 1 °'0 
Stat.· 1 1 1 .2,3,4 
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Heakm Research. Inc. 
Ross Park Mall 
1000 Ross Par Mall Rd. 
Pittsburgh. PA 15237 
Ph. 412-369-4545 
Fax 412-369-4473 
Sandy Tuttle 
H-30°o M-45°o L-25°o 
Stat. -13 2,3.4 

Noble lnteJV1ew1ng SeJV1ce, Inc 
North Hills Village Mall 
4801 McKnight Rd. 
Pittsburgh, PA 15237 
Ph. 412-343-6455 
Fax 412-343-3288 
Dorothy Tomassi. Manager 
Income-Middle 
Stat.-6 2.3.4 

T I.M.E. Mar et Research 
336 Beaver Valley Mall 
Monaca, PA 15061 
Ph. 412-728-8463 
Fax 412-728-9806 
Shawn Bishop, Manager 
H-20°o M-55°o L-25°o 
Stat. -1 0 1.2,3.4 

C. Truxell Research 
Par way Center Mall 
1165 McKinney Ln. 
Pittsburgh. PA 15220 
Ph 412-921·0550 
Fax 412-921-1922 
Chnst1ne Truxell. Owner/Manager 
Income-Middle 
S at.·6 2,3,4 

RHODE ISLAND 

r id nee 

Car-Lene Research, Inc 
Silver C1ty Mall 
Taunton. MA 02780 
Ph. 508·880·0087 
S eve Martin, Manager 
H-20°o M-60°o L·20°o 
Sat -5 2,3.4 

Macintosh Survey Center 
Warw1ck Mall 
Roue 2 
Warw1ck, AI 02886 
Ph 401-438·8330 
Fax 401-434-9219 
Ann Macintosh, Owner 
H-10°o M-85°o L·5°o 
Stat -4 

Quick Test 
S1lver City Galiena 
2 Galleria Mall Dr., Ste. 248 
Taunton. MA 02780 
Ph. 508-822·0333 
Fax 508-822-9025 
Anthony Badway. Manager 
H-60% M-30° o L ·1 0° o 
Stat -5 1.2,3.4 
(See advertisement on p 25) 
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SOUTH CAROLINA 

Charleston 

Bernett Research Services, Inc. 
Northwoods Mall, E1 B 
2150 Northwoods Blvd. 
Charleston, SC 29418 
Ph. 803·553-0030 
Fax 803·553..0526 
H-50% M-50% L·O% 
Stat.-10 1,2,3,4 
(See advertisementson p. 40) 

G & G Market Research, Inc. 
Charles Towne Square Mall 
2401 Mall Or. 
N. Charleston, SC 29406 
Ph. 803· 7 44·9807 
Fax 803·571-5785 
Sissy Goldberg, President 
H-20% M-45% L-35% 
Stat.-8 

TENNESSEE 

oxv·ne 

H.M.R., Associates 
Foothills Mall 
133 Foothills Dr. 
Maryville, TN 37801 
Ph. 423-984-1802 
Fax 423-984-1802 
Sylvia Hill, Office Mgr. 
H-30% M·55% L-15% 
Stal.-3 1,2 

em phis 

Friedman Marketing Services 
Consumer Opinion Center 
lakeland Mall 
3536 Canada Rd. 
Al1ington, TN 38002 
Ph. 901·377-6774 
Fax 901·377-9287 
H-30% M-50% L-20% 
Stat. -11 1,2,3,4 
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Friedman Marketing Services 
Consumer Opinion Center 
Southland Mall 
1285 Southland Mall 
Memphis, TN 38116 
Ph. 901·398-9116 
Fax 901·398~9107 
H-20% M·60% L-20% 
Stat.·NA 1,2 

Heakin Research, Inc. 
Hickory Ridge Mall 
Memphis, TN 38115 
Ph. 901·360-0400 
Katy Hagen, Manager 
lncome-NA 
Stat.·NA 

ashville 

Bernett Research Servicest Inc. 
Rivergate Mall 
1000 Two Mile Pkwy. 
Nashville, TN 37072 
Ph. 615~59-4484 
Fax 615-851-0717 
H-40<;1/o M-50% l-1 0% 
Stat.-8 1.2,3 
(See advertisement on p. 40) 

Jackson Associates, Inc. 
Cool Springs Galleria 
1800 Galleria Blvd. 
Franklin, TN 37064 
Ph. 77(}.39~8700 
Fax 770-394-2747 
Lyn Tomlin, Dir. Mall Ops. 
H-50% M-40% L-10% 
Stat.-5 1 ,2,3,4 
(See advertisements on pp. 23, back cover) 

Quick Test 
Hickory Hollow Mall 
1123 Hickory Hollow Mall 
Antioch, TN 37013 
Ph. 615-731·0900 
Fax 615-731-2022 
Kathleen Love 
H-25% M-60% L-15% 
Stat.-7 1,2,3,4 
(See advertisement on p. 2:5) 

TEXAS 

Amarillo 

Opinions Unlimited, Inc. 
Westgate Mall 
no1 w.l-40 
Amarillo, TX 79160 
Ph. 800-658·2656 
Fax 806·353·4718 
Neil Norwood 
H-40% M-40% L·20% 
Stat.-8 1,2,3,4 
(See advertisement on back cover) 

Quick Test 
Barton Creek Square 
2901 Capitol Texas Hwy., 8-11 
Austin, TX 78746 
Ph. 512·327·8787 
Fax 512·327-7460 
Patty Franchina, Manager 
H-20% M-40% L-40% 
Stat.-10 1,2,3,4 
(See advertisement on p. 25) 

Corpu Chri ti 

Quick Test 
Sunrise Mall 
5858 S. Padre Island Or., Ste. #37C 
Corpus Christi, TX 78412 
Ph. 512-993-6200 
Fax 512-991-7380 
Lorna Turner, Manager 
H-20% M-50% L-30% 
Stat.-6 1,2,3,4 
(See advertisement on p. 25) 

Dallas/ t. Worth 

Car-Lene Research, Inc. 
Richardson Square Mall 
Richardson, TX 75081 
Ph. 214-783-1935 
Joan Florio, Manager 
H-20% M-60% l-20% 
Stat.-5 1,2.3,4 

Hea in Research, Inc. 
Ft. Worth Town Center, Ste. 831 
4200 South Fwy. 
Ft. Worth, TX 76115 
Ph. 817-926-7995 
Fax 817-927-2387 
Vivian Taylor, Manager 
lncome·NA 
Stat.-12 12,3,4 

Heakin Research, Inc. 
Vista Ridge Mall 
2400 S. Stemmons Fwy., Ste. 1420 
Lewisville, TX 75067 
Ph. 214·315-3555 
Fax 214·315·8926 
Rhoda Ouemer, Manager 
H-20% M·60% L·20% 
Stat.-7 1,2,3,4 

Probe Research Inc. 
Golden Triangle Mall 
1-35 & Loop 288 
Denton, TX 75137 
Ph. 214·241·6696 
Fax 817·566·6671 
Richard Harris, Vice President 
H-0% M-50% L-50% 
Stat.-11 2,3,4 
(See advertisement on p. 23) 

1 Probe Research, Inc. 
, Northeast MaH 

Ate. 820 & 183 
Hurst, TX 76053 
Ph. 214-241-6696 

, Fax 817·589..0547 
Richard Harris, Vice President 
H-50% M-50% L-0% 
Stat.-9 1,2,3 
(See advertisement on p. 23) 
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Probe Research, Inc. 
Red Bird Mall 
3662 Camp Wisdom Rd. 
Dallas, TX 75237 
Ph. 214·241·6696 
Fax 214·709-0317 
Richard Harris. Vice President 
H-25% M-50% L-25%, 
Stat.-6 3 
(See advertisement on p. 23) 

Probe Research, Inc. 
1036 Town East Mall 
Mesquite, TX 75150 
Ph. 214-241·6696 
Fax 214-681·9419 
R1chard Harris, V1ce President 
Income-Middle 
Stat.-11 1 ,2,3,4 
(See advertisement on p. 23) 

Probe Research, Inc. 
lrv1ng Mall 
Hwy 183 & Beltline Rd. 
Irving, TX 75062 
Ph. 214·241·6696 
Fax 214·257-0487 
Richard Harris, Vice President 
H-21 % M·53~··o L·26% 
Stat. -6 1 ,2,3,4 
(See advertisement on p. 23) 

Quality Controlled Services 
RidgmarMall 
1736 Green Oaks Rd. 
Ft. Worth. TX 76116 
Ph. 817·738·5453 
Fax 817-763·8600 
Kitty Case 
H-17~o M-45% L-38% 
Stat.-8 1.2,3 
(See advertisement on p. 5) 

Sav1tz Research Center 
The Parks at Arlington Mall 
3811 S. Cooper, Ste. 2053 
Arlington. TX 76015 
Ph. 817·467·6437 
Fax 817·467·6552 
Barbara Brodie, Manager 
H-30~ .. c. M-50% L-20% 
Stat. -6 1 ,2,3,4 

a o 

Aim Research 
Cielo Vista Mall 
8401 Gateway W. 
El Paso, TX 79925 
Ph. 915-778-7110 
Fax 915·595·6305 
Bob Adams, Owner 
H-45% M-50% L·5% 
Stat.-5 1,2,3 

Hou ton 

Creative Consumer Research, Inc. 
Westwood Mall 
9000 Bisson net 
Houston, TX 77036 
Ph. 713-779·5210 
Fax 713·240-3497 
Patricia Pratt. Field Oir. 
H-30% M-40% L-30% 
Stat.-8 2 

November 1995 

Creative Consumer Research, Inc. 
Deerbrook Mall, #1122 
20131 Hwy. 59 
Humble, TX 77338 
Ph. 713·446-9730 or 779·521 0 
Fax 713-240-3497 
Patricia Pratt, Field Dir. 
H·65% M·20% L·15% 
Stat.-10 1,2,3,4 

Cunningham Field & Research Services, Inc. 
The Woodlands Mall 
1201lake Woodlands Dr. 
Woodlands. TX 77380 
Ph. 713-363-9112 
Bonnie Hanna. Manager 
lncome-NA 
Stat.-NA 

Heakm Research, Inc. 
Galleria II, Ste. 3897 
5085 Westheimer 
Houston, TX 77056 
Ph. 713-871·8542 
Fax 713-871-8549 
Laurie DeRoberts. Manager 
H-23% M-43% L·34% 
Stat. ·12 2,3,4 

Heakin Research, Inc. 
1670 San Jacmto Mall 
Baytown, TX 77521 
Ph. 713-421-2584 
Fax 713-421-2514 
Catherine Sweeney, Manager 
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 
Valerie Owens, Manager 
H·30% M-50% L·20% 
S at.-12 2,3,4 

Houston Consumer Research, Inc. 
Almeda Mall 
730 Almeda Mall 
Houston, TX 77075 
Ph. 713-944-1431 
Fax 713-944-3527 
Pat Williams, Manager 
H·38% M-52% L·10% 
Stat.-8 1,3,4 

Quality Controlled Services 
1088 Saybrook Mall 
Friendswood. TX 77546 
Ph. 713-488-8247 
Fax 713·486·3828 
Brenda Bryant 
H-30% M-60% l-10% 
Stat.-NA 1 ,2,3.4 
(See advertisement on p. 5} 

Quick Test 
762 Sharps own Center 
7500 Bellaire Blvd. 
Houston. TX 77036 
Ph. 713-988-8988 
Fax 713-988-1781 
Melodie Henderson, Manager 
H· i 5% M·65% l-20% 
Stat.-8 1 ,2,3.4 
(See advertisement on p. 25) 

San Antonio 

Creahve Consumer Research 
Central Park Mall 
622 Loop 410 W., Ste. 292 
San Antonio, TX 78216 
Ph. 210-308·0231 
Fax 210-680-9906 
Richard Weinhold 
H-40% M·50% L-10% 
Stat·8 1 ,2,3 

Creative Consumer Research 
Westlakes Mercado 
1401 S.W. Loop 410 
San Antonio, TX 78227 
Ph. 210-673-0802 
Fax 210-680-9906 
Richard Weinhold 
H-20% M-60% L-20~·c, 

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 
Richard Weinhold 
H-10% M·40% l-50% 
Stat.-7 1,2.3 

Galloway Research Service 
Ingram Park 
6301 N.W. Loop 410 
San Antonio, TX 78238 
Ph. 210·681-0642 
Fax 210-681·8414 
Mary Ann Olsen, Manager 
H-10% M-80% L-10% 
Stat.·8 1,2,3 

Galloway Research Service 
Crossroads Mall 
4522 Fredricksburg Rd., #A3 
San Antonio, TX 78201 
Ph. 210-737·1019 
Fax 210-737-147~6 

Janet Ayers, Manager 
H·5% M-80% L·15% 
Stat. -9 1 ,2,3 

Quick Test 
Windsor Park Mall 
148 Windsor Park Mall 
San Antonio, TX 78218 
Ph. 210-657-9424 
Fax 210-657-9432 
Ernest Suhler, Manager 
H-5% M-50% L-45% 
Stat. -6 1.2.3,4 
(See advertisement on p. 25) 
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UTAH 
I 

alt 

Gay Hill Fie d Serv ce 
Cottonwood Mall 
4835 H1ghland Dr. 

it 

Salt La e City, UT 84107 
Ph. 801·262·1960 
Fax 801·268-0247 
Income-Middle to H1gh 
Stat.-8 3,4 

Ruth Nelson Research Serv1ces/ 
Utah ar et Research 
Crossroads Plaza Mall 
so S. Main St 
Sal La e Crty. UT 84144 
Ph. 801·363·8726 
Fax 801-321·4904 
H·40°o M-40°o L-20°o 
Stat.-3 1 .2.3,4 

VIRGINIA 

orf 1k/Virginia B ach 

Quick Test 
Coliseum Mall 
1800 W. Mercury Blvd. 
Hampton, VA 23666 
Ph. 804-826·0299 
Fax 804·826·1330 
Carolyn Campbell, Manager 
H-5°o M·50°o L-45°o 
Stat.-6 1,2,3,4 
(See advertisement on p. 25) 

WASHINGTON 

eattl I coma 

Consumer Opinion Services, Inc. 
Everett Mall 
1402 S.E. Everet Mall Way 
Evere . WA 98208 
Ph. 206·347-2424 
Fax 206·742·4100 
Maureen Barbee, Manager 
H·10°o M-65°o L·25°o 
Sta .·10 1,2,3 
(See advertisements on pp 63, bac cover) 
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Consumer Opinion Service , Inc. 
Lakewood Mall 
10509 Gravelly Lake Dr. S.W. 
Tacoma, WA 98499 
Ph. 206·588·0276 
Fax 206·588·1029 
Judy Reha, Manager 
H·10°o M-50°o L-40°o 
Stat -9 1.2,3 
(See advert1sement on pp. 63. bac cover) 

Consumer Opinion Services, Inc. 
South Sound Center 
651 Sleater-Kmney Rd. S.E. 
Lacey. WA 98503 
Ph. 360-438-9660 
Fax 360-438-9660 
Judy Eaton, Manager 
H·10°o M·65°o L-25°o 
Stat.-4 2,3 
(See advert1sement on pp. 63. back cover) 

Fnedman Mar etmg Serv1ces 
Consumer Op1n1on Center 
Sou h H1ll Mall 
3500 Mend1an S. 
Puyallup. WA 98373 
Ph. 206-840-0112 
Fax 206-840-0517 
H·30°o M·50°o L-20°o 
Stat.-11 1 ,2,3.4 

Quic Test 
Tacoma Mall Shopp1ng Center 
4502 S. Steele St. , Am. 699 
Tacoma. WA 98409 
Ph. 206-474-9980 
Fax 206-4 73-1931 
Dav1d Kub1sta, Manager 
H-10% M·40°o l·50°o 
Stat -7 1 ,2.3.4 
(See advert1sement on p. 25) 

u.s. Research Company 
Alderwood Mall. Store #374 
3000 184th St SW 
Lynnwood. WA 98036 
Ph. 206-774-2151 
Fax 206-771-4089 
lncome-M1ddle 
Stat.-NA 1.2,3 

pokan 

Consumer Opinion Services, Inc. 
Northtown Mall 
4750 N. D1vis1on St. 
Spokane, WA 99207 
Ph. 509-487-6173 
Fax 509-482-7205 
Ruth Rivers, Manager 
H·9°o M·61°o L·30°o 
Stat.-8 1,2,3.4 
(See advertisement on pp. 63, back cover) 

McMillion Research Service 
Charleston Town Center 
Charleston. wv 25389 
Ph 304-343-1578 
Fax 304-343-1570 
Barbara Krddy, Manager 
lncome-M1ddle o H1gh 
Stat.-7 1,2,3.4 
(See advertisement on p. 23) 

untin t n 

McMillion Research Service 
Hunt1ng on Mall 
290 Mall Rd. 
Barboursville. WV 25504 
Ph. 304· 733·1643 
Fax 304-733-0472 
Kathleen D1xon. Manager 
H-33°o M-48°o L·19°o 
Stat.-7 1 .2.3,4 
(See advertisement on p. 23) 

Wh ling 

T.I.M.E Market Research 
280 Oh1o Valley Mall 
St. Cla~rsv1lle , OH 43950 
Ph. 614-695·6288 
Fax 614-695·5163 
Trm Aspenwall, Manager 
H·10°o M·75°o L·15°o 
Stat.-12 1.2,3,4 

WISCONSIN 

ppl ton 

Fnedman Marketing Serv1ces 
Consumer Oprn1on Center 
Fox R1ver Mall 
4301 W. W1scons1n 
Appleton. Wl54913 
Ph. 414-730-2240 
Fax 414-730-2247 
H·30°o M-55°o L·15°o 
Stat. -11 1,2,3.4 

u lair 

Fnedman Mar etmg Serv1ces 
Consumer Op1n1on Center 
Oa wood Mall 
4800 Golf Ad. 
Eau Cla~re . WI 54701 
Ph. 715-836-6580 
Fax 715-836-6584 
H-25°o M-55°o L·20°o 
Stat. -1 1 1.2,3.4 
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Gee Ba 

Wisconsm Research Inc. 
Bay Par Shopp1ng Center 
2481 One1da St., Am 693 
Green Bay. WI 54304 
Ph. 414-436-4646 
Fax 414-436-4651 
Nancy Leurqum. Mall Supervisor 
H·35°o M-50°o L-15°o 
Stat.-10 1 ,2.3,4 

ad· on 

Wisconsin In erview~ng Serv1ces 
Sou h Towne Mall 
2303 W. Broadway 
MadiSOn, Wl53713 
Ph. 608-222-6758 
Fax 608-222-6761 
Stacy Dem1ng, F1eld D1r. 
H-27°o M-52°o L-21°o 
Stat.-4 2.3 

ilwau 

Consumer Pulse of Milwaukee 
The Grand Avenue Mall. #2004A 
275 W W1scons1n Ave. 
M1lwau ee, WI 53203 
Ph. 414-274-6060 
Fax 414-274-6068 
Esther Young 
H-25°o M-55°o L-20°o 
Stat.-8 1.2,3.4 
(See advertisement on p. 57) 

Le~n/Spe1gelhoff , Inc 
Southndge Mall 
5300 S 76th St. 
Greendale. Wl53129 
Ph. 414-421-9048 
Fax 414-421-5163 
Lois Opme, Mall Manager 
H-30°o M·50°o l-30°o 
Sat -10 1,2.3,4 

Mazur/Zachow Inc. 
Bay Shore Mall 
5900 N Port Wash1ng on Ad 
M1lwau ee, WI 53217 
Ph. 414·962-9926 
Fax 414·962-3952 
Melissa Butson. Manager 
H-25°o M·55°o L·20°o 
Stat-6 1,2 

CANADA 

Research House, Inc. 
Metrotown Centre 

0 

4800 Kmgsway 
Vancouver. BC VSH 4J2 
Ph. 604-433-2696 
Fax 604-433-2640 
Tam my Anderson. Manager 
H·35°o M·50°o L·15°a 
Stat.·5 1 ,2,3,4 

November 1995 

I 

Cantest Research Services 
Bayfield Mall 
320 Bayfield St 
Barrie, ON L4M 3C1 
Ph. 416·928·9122 
Fax 416·928·2163 
Peter Steyn. General Manager 
H·30°o M·40°o L·30°o 
Stat.-5 3 

Cantest Research Serv1ces 
Lawrence Square 
700 Lawrence Ave. W. 
Toronto, ON M6A 1 B6 
Ph 416·928·9122 
Fax 416·928·2163 
Peter Steyn. General Manager 
H·30°o M·40°o L·30°o 
Sat.-5 3 

CSU Market1ng/Canad1an Viewpoint 
Eas gate Mall 
75 Centennial P r-;y . N. 
Ham11ton, ON L8E 2P2 
Ph. 905· 770·1770 
Carol Udell 
lncome·NA 
Stat ·NA 1 ,2.3.4 

CSU Market1n~Canad1an V1ewpo1nt 
Meadowvale Town Centre 
6677 Battleford Rd. 
M1ssissauga. ON l5N 3R8 
Ph. 905-770·1770 
Carol Udell 
H-20°o M·70°o L·10°o 
Stat.-4 1.3 

CSU Mar et1ng/Canad1an V1ewpo1nt 
Hillcrest Mall 
9350 Yonge St. , Ste. 009 
Richmond Hill, ON L4C 5G2 
Ph. 905· 770-1770 
Carol Udell 
Income· Middle 
Stat -3 1 ,2.3.4 

CSU Mar ellng/Canad1an V1ewpomt 
Centrepo1nt Mall 
6464 Yonge St.. Ste. NS 
Toronto, ON M2M 3X4 
Ph. 905-770·1770 
Carol Udell 
H-30° o M-60° o L ·10° o 
Stat.-3 1 ,2,3.4 

Research House, Inc. 
Woodbrne Centre 
500 Rexdale Blvd., Ste. C1A 
Rexdale (Toronto), ON M9W 6K5 
Ph. 416·488-2328 
Fax 416·488-2391 
Suzanne Lefebvre, Presrdent 
H·35°o M-50°o L-15°o 
S at ·5 1 ,2,3.4 

Research House. Inc. 
Portage Place Mall 
1154 Chemong Rd., Store SOB 
Peterborough (Toronto), ON K9H 7J6 
Ph. 416·488·2328 
Fax 416·488·2391 
Suzanne Lefebvre, President 
H·35°o M·50°o L·15°o 
Sta .·3 1 ,2,3.4 

Research House. Inc. 
Don M1lls Centre 
939 Lawrence Ave. E. 
Toronto. ON M3C 1 P8 
Ph. 416·488·2328 
Fax 416·488-2391 
Suzanne Lefebvre, President 
H-35°o M·50°o L-15°o 
Stat. ·3 1 ,2.3.4 

Thompson L1ghtstone & Co. Ltd. 
Bramalea C1ty Cen re 
25 Peele Centre Or .. Un1t 260 
Bramalea, ON L6T 3R5 
Ph. 416·922·1140 
Fax 416·926·8014 
Anne Termaten, V1ce Pres1den 
H·30°o ·40°o L·30°o 
Stat. ·5 1.2.3.4 

Thompson L1gh stone & Co. Ltd 
Eaton Centre 
220 Yonge S , S e. 105 
Toren o, ON MSB 2Hl 
Ph. 416·922·1140 
Fax 416·922·8014 
Anne T ermaten. Vrce Pres1dent 
H·50°o M·35°o L·15°o 
Stat.-6 1 ,2,3.4 

Q B 

Research House. Inc. 
Le Boulevard 
4270 rue-Jean-Talon est., Ste 102 
Montreal, Quebec H1S 1J7 
Ph 514· 725-0306 
Fax 514·725-0308 
Nancy Lefebvre. Manager 
H·25°o M·65°o L-25°o 
Stat ·4 1 .2,3,4 

Research House. Inc. 
St. Bruno 
1 Boulevard Des Promenades 
S . Bruno (Montreal), Quebec J3V SJS 
Ph. 514-725-0306 
Fax 514·725·0308 
Nancy le ebvre, Manager 
H-35°o M·50°a L·15°o 
Stat.-4 1 ,2.3,4 
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Please add the following firm to the 1995 Directory of Telephone Interviewing 
Facilities: 
Strategic Marketing Services 
148 Middle St. 
Portland, ME 04101 
Ph. 207-774-6738 
Fax 207-772-4842 
Nancy Drapeau, Dir. of Research 
12-D-12-12 

Please add the following firm to the 1995-96 Researcher SourceBook: 
Macro International 
Vrazova 6 
1500 00 Prague 5 
Czech Republic 
Ph. 42-2-54-22-92 
Fax 42-2-54-22-92 
Jan Misovic 

Please note the following corrections to the 1995-96 Researcher SourceBook 
(corrected text shown in bold): 
On p. 137, the fax numberfor Oolobowsky Qualitative Services should read 61 7-647-
0264. 
On p. 214, the phone number for Braintree Research should read 215-635-2982. 
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MARKID1NG RESEARCH 
Review 

Introduces 

Special emphasis articles and 
directory of firms that specialize 

in mystery shopping. 
Coming in January 1996 

MARKET RESEARCH 
Fast growing market research and consulting firm seeks in­
dividual to direct survey research projects from start to fin­
ish. Responsibilities include sample and questionnaire de­
sign, managing fieldwork, data analysis, report writing, and 
proposal writing. Heavy client contact. Candidate must have 
at least 3 years of experience as a senior project director, 
must have experience as interacting with clients, and must 
have a background in multivariate statistical techniques. Ex­
perience with service-industry research a plus. Submit cover 
letter, resume, writing sample, and salary requirements to : 

TTGPD, 
PO Box 135, 

Greenwich, CT 06831 -0835. 

MALL FACILITIES 
ASSUME EXISTING LEASE 

Florida - Data Collection/Field Services facility. 
Assume existing lease at NE Florida regional maiL 
High traffic, ideal market. 

For more information write to: Quirk's Classified , Dept. 0 -IRSI , 
P.O. Box 23536, Minneapolis, MN 55423 

RESEARCH DIRECTOR 
Opportunity with one of the West's fastest growing ad agen­
cies. 5+ years of experience in analyzing secondary data 
and coordinating primary studies. Must be PC proficient with 
strong analytical and communication skills. We are based 
in Salt Lake City, just 45 minutes from the world's best ski­
ing! Fax resume' with salary history to : David Rowe, Dahlin 
Smith White , 801 -536 -7350 or send via e-mail to 
drowe@dsw.com. No phone calls, please. 

ME ESES 
RESEARCH & 

i3 
ASSOCIATES 

o Hispanic moderator; 

We are proud to announce: 
Triumph over 

the problems of 
researching seniors. 

1-800-305-DATA 

s REsEARCH I NSTITUTE 

CALL 818-784-2192 
Wolter Meneses 

o Data Collectfon: National & International: 
o Telephone facility Jn Los Angeles; 
o Publisher of STAT0 Spanish-Lang. TV Adv. Tracking 

15000 Ventura Blvd Suite 200 SM rm n Oaks, California 91403 
Fax: {B1B) 784-2 94 

~~~~~~~~~~~~~~~~~~~ 

Data Entry ] & D Data Services Tallying 
-~~ c:::)CJ 
Scanning (214) 596-6474 Printing 

- ~c:> SIX!dalizing in Optical Mar . Rc ding Technology c:=><=> 

Mail Out OMR forms printed in 10 day or I Mall Back 
~~<=><=>~<=>O~c:::)~~~~OC=>C=>~~~ 
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Trade Talk 
continued from p. 82 
mar eting plan that wa provided. If 
that mark ling plan lo ks strange to me 
then I will bring th·tt to th client's 
attention." 

Dia no. tic in ights 
In addition, laney says. too many 

firm: usc an STM just to l!et a for cast, 
a "magic number, ' instead of using it as 
a way to dia nos probl ms. "It can 
provide the magic number, a sales fore­
ca. t, given thatthe plan that you e cute 
is the plan th · t i te ted in the 1M and 
given that the comp tition re 'P nds in 
the real world the way that you a um d 
they would. But us in th M to pro­
duce only the foreca t i a eriou mi -
take. 

"Th real value in TM today i in 
providing marketer with diagn ti 

ACG Research Solutions ................................... 28 
Ph. 314-726·3403 • Fax 314-726·2503 

Affordable Samples, Inc ..................................... 36 
Ph. 800·784-8016 • Fax 203·637·8569 

A pian Software, Inc ............................................. 34 
Ph. 800-237-4565 · Fax 415-694-2904 

Bernett Research Services, Inc ......................... 40 
Ph. 617-254·1314 • Fax 617-254·1857 

The Blackstone Group ........................................ 29 
Ph. 312·419·0400 · Fax 312·419·8419 

Brand Institute, Inc ............................................. 42 
Ph. 212-557-2100 · Fax 212-557-3232 

The Burke Institute ............................................. 83 
Ph. 606-655-6089 • Fax 606-655·6064 

Chilton Research Services ................................. 37 
Ph. 610·964·4602 • Fax 610-964·2942 

Cleveland Survey Center .................................... 73 
Ph. 216·461-6898 • Fax 216-461-9525 

Consumer Opinion Services .............................. 63 
Ph. 206-241-6050 · Fax 206-241-5213 

Consumer Pulse, fnc .......................................... 57 
Ph. 800-336··0159 • Fax 810·645·5685 

Directions In Research Inc ................................ 44 
Ph. 800-676·5883 • Fax 6 9-299-5888 

Ebony Marketing Research,lnc ......................... 71 
Ph. 718-217-0842 • Fax 718-320-3996 

insights into how to improve the plan. 
W , or example. routinely run , after 
pr viding the r recast, mtmy differing 
mark ling plans, var in I vels of ad­
verti ing, di tri ution, adverti ing im­
pa t , media chedule ., etc., to get a 
en e of what the financially optimal 

rnarketh1g plan might l ok like. Rarely 
i the plan that you recommend the one 
that the client started with in the first 
pla e.·· 

ore ophisticatcd 
In th future, lane ee companie 

other than packaged good maker u -
ing TM tot L pr du t . H al o ee 
TM becoming more ophi ticated, a 

the te hnol gical apabihtie grow and 
a the TM ompanie be me more 
e p rien ed. 

"The math mati al mod L that rep­
re. nt the und rpinnings f r the fore­
ca. ts and for the diaf!nosis ar mor · 

Fieldwork, Inc ........................................................ 2 
Ph. 312-828-9200 • Fax 312·527-3113 

FINDISVP Inc ...................................................... 31 
Ph. 212·645-4500 • Fax 212·645-7681 

First Market Research Corp ............................... 38 
Ph. 800-347-7811 · Fax 617-482-4017 

Focus Suites Of Philadelphia ...................... 16, 17 
Ph. 610-667·1110 • Fax 610-667-4858 

FocusVision Network, Inc .................................... 9 
Ph. 203-961 -1715 • Fax 203·961 -0193 

GENESYS Sampling Systems ............................ 15 
Ph. 215-653-7100 • Fax 215-653-7114 

Pat Henry Market Research, Inc ........................ 30 
Ph. 216-621 -3831 • Fax 216-621 -8455 

Herron Associates, Inc ....................................... 65 
Ph. 317-882-3800 · Fax 317-882-4716 

Hispanic Market Connections, Inc .................... 33 
Ph. 415-965.-3859 • Fax 415-965-3874 

1/H/R Research Group ......................................... 47 
Ph. 702-734-0757 • Fax 702-734-6319 

JRA (J. Reckner Associates) ............................. 74 
Ph. 215-822·6220 · Fax 215·822·2238 

JRP Marketing Research Services .................... 75 
Ph. 610·565·8840 · Fax 610-565·8870 

Maritz Marketing Research, Inc ......................... 39 
Ph. 800-446-1690 · Fax 314-827-60 4 

Erlich Transcultural Consultants ...................... 21 Medical Marketing Research, Inc . ..................... 45 
Ph. 818-226-1333 • Fax 818·226-1338 Ph. 919-870·6550 • Fax 919-848-2465 

:ophi sti cat d and in reasingly better 
infom1ed by a tual real world e peri­
ence. The companie Lhal pr ide rhi 
scrvic have don thousands f TMs 
where th y have had the opportuni y to 
compare the foreca t to the real world, 
and they are hopefully improving mod­
el to reduce the error and t off r more 
diagn sti c ,"' laney ay . 

" he key to ucce is not in the 
mag ic number. he key to ucce 1 1t1 

ha ing di agno tic capabilities which 
prov ide you with in ·ight into what 
made fo r u ce a oppo ed to what 
ontributed to failure.' 

"SimulatedTesl Markeling" ($39.95, 
hardcover, 306 page ) by Kevin J. 

laney, Rober! S. Shulman and 
Marianne Wo!J: i publi hed by Lexing­
lon Books. an imprint of Macmillan, 
Inc., New York . For more information, 
call 00-223-2336. 

Mercator Corporation ......................................... 41 
Ph. 508-463-4093 • Fax 508-463·9375 

Microtab, Inc .................. .. .... ................ ............ .... 30 
Ph. 404-552·7856 • Fax 404·552·7719 

NETWORK ........................................................... 23 
Ph. 606-431-5431 · Fax 606-431-5838 

Quality Controlled Services ................................. 5 
Ph. 800-325·3338 • Fax 314-827-3224 

Quantime Corporation .......................................... 3 
Ph. 212-447-5300 • Fax 212·447·9097 

Quick Test ............................................................ 25 
Ph. 508-872-1800 · Fax 508-875-4719 

The Research Center .......................................... 19 
Ph. 800-432-2050 • Fax 303·935·4390 

Rife Market Research ......................................... 14 
Ph. 305-620-4244 • Fax 305·621 ·3533 

Scientific Telephone Samples ........................... 27 
Ph. 800-944-4787 • Fax 714·241-7910 

StatPac, Inc .......................................................... 26 
Ph. 612-925-0159 • Fax 612-925-0851 

Survey Samplin.g, Inc .................................... 20, 35 
Ph. 203·255-4200 • Fax 203-254-0372 

Video Conterencing Alliance Network .............. 84 
See ad for members and phone numbers. 

Winona Research .................................................. 7 
Ph. 602-371 -1400 • Fax 602-943-3554 
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by Joseph Rydholm 
QMRR editor 

Improving the odds with 
STMs 

W 
iththeodds . ta ·ked hea il against anev.' pr duct 

rline · t ·nsion- .' timates a thatle~~ than I 0 
p r nt of them survive tw years on the . he I es 

nd ·r that research is d ne t gauge whether th<.: 
pr du t ha a o.;no" ball's chanc f making it. 

ne part fthat proces~ is the t :o;t m· rket. B marketing: th 
pr du t in a ar ·fully set cted regi n the mpan can t·st 
a rti in g. in-st r · promc tions, retailer and nsum r r ·­
pon e and other critical mark ting a. p ts for taking the 

product national. 
But test market. can e p n i , timc-consumin , mi .-

I ading and pcrhap: wor. t of all.th ma ' give id<.:as a" ay to 
competitors and even be ~ ubject to competitor sahotuge. 
Thcr ''sa b ·rtcr option. argue~ an \V book." imulated Tc. t 
Mark.eting." 

The book·.- author~ make th a~ that b harnessing the 
power of computers t do the number crunching, simulated 
test mark.cts ( M!'.) an b a heaper, quicker and more 
private wa t find th mark.eting mi · that offer. a produ t th 
b ·st chan f . ur 

In most Ms, nsumer: g thr ugh purchasing cxercis s 
in a .-imulated . tor en vir nment and arc c posed to adverti. ­
ing for a ne pr du l. Th ir r •. p n:cs are pluoged int a 
proprietary sy. tem that al ulates how the produ t would 
perfonn gi en pe ified le ·Is of advertising. di 'tribution 
and pr motion. 

uthor!'. K in J. Jan , Rob •rt . hulman and Mariunn 
Wolf supplement th ir \.! n knowl dgc a" devel 1 r. and 
users of TM sy terns with information about the m.j r TM 
m d ·Is from j urnal arti le ' and promotional literature. 

laney is chairman. and hulman EO. r •. p cti ly. f 
Cop ·rnicus, a W ~tp n. nn., marketing con ... ulting fim1. 
Th<.:y previously h ld th same position~ at Yankelovich 

laney hulman, n w Yankclovich Partner . vV If L man­
ager. Yank lo ich Partners. rwalk. nn .. and adjunct 
profess r of marketing at alifornia Pol technic State ni -

82 

versity. 
The book cover all the asp cts of · Ms. a short history, a 

comparison of th major TM models - A R. 
OR, LlTM and imulator 

the compani s that admini ·t r th m and ho\i each of the step 
of th • TM i , 1 erf rm d. fr m the r<.:cruiting of lh respon­
d nts to the f ll w-up int r i ~w. It also contains . lion n 
the cle~ign f a h y tern's ··. hopping n ironment," h \ 
respondent · are po. d to ad crtisin ',etc., and\ hat mate­
riaL and infonnation eli ·nt~ are e peel d t pr vid . 

Don ~ t mat h r al number. 
In an int "'rview, lan ·y talk d ab ut ne of the most 

omm n way~ that T s arc mi.-used. It hnppens wh ·nth<.: 
clients pr ide the TM consulting firm input. ~ r the imu­
lati n that don't match r ·at-world numb rs. ·T 1 i nil ' in the 
ompan th rc is a champion for the nevl pr du l wh really 

\Vants t se it launched. o they give [the TM firml 
mark.eting plans that as:ume a high r le I fad . pending 
than th 'de cr usc in rhe real w rid and a higher level of 
eli . tributi n than th' ·ve achie ed n th ir last 17 new 
pr du t introduction:." h •my:. 

.. But the cl icnt is th boss. so u gi e th m the f reca:t and 
the f re a.· tlooks good and they run the nati nal plan, \i hi ·h 
is a s a led back ersion of \ hat they ran in th<.: TM. Then 
they ask th TM pr vi I r. what· · " r ng with your m del? 
'\V didn't perform ·1: well a. ou . aid w w re going to.' o 
ou run an au top"> , wh i h m r ften than n t rc "a Is that it': 

not the TM model., it'L th gulf b twe ·n wlnt th ·com pan 
aid it \ ould do and what it a tually did \Vhen it t ok the 

pr du l int th<.: r ·a I world . 
I get old rand more cnnky 1 not nly plead" ith them 

to be realistic when pro idi ng the inputs but I als make sure 
t infonn them that the r ult ar ba. d in larg • part on the 

continued on p. 81 
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At The Burke nstitute 

0 B J E c T I v IT y IS PART 
OF WHAT WE'RE INSTITUTING. 

R nicipate in a urke In titute 
· minar and ou an e -pe t to 
.: gain a aluable p oin t of vi w . 

. : Not our , but our own. Becau ·e 
Qtq' we provide a full and impartial look 

THE BURKE IN TITUTE 
Partial chedule of eminar Throu h June 1996 

.. 0~' at the be t pra ti e utili ed b 
••• WoR\... k . h ld 'd mar eung re earc er war WI e. ot 

ju t the propri tary techniqu and viewpoin t of a 
particular upplier. Through more than 2,000 eminars on 25 
topic with mor than ,000 par t i ipants in 26 countries , 
our complete objectivit')' ha remained con tant. 

But obje ti it · i • not th onl • benefit you get 
w hen •a u attend our eminar . H re ar a few more : 

INTEGRITY 
( U T m I S ~ I 0 n i '- ~ tJ U oil i\ 1 n . p a rt i C j r a 11 l '> f r U 111 ll U f C 0) I 11 d f 3 

n c v e r c , > n l a c L • J lo r .1 n y L h 1 n g u t h e r tlu n ( o II u w - u r r d a t e d t o 
thc.r c..t ntt11uing cJucatton . uar:lfllecJ uJH.ondttwn · lly . 

XPER 
You lcHn frum the pen~ who "wrote the book" on ma kct-

tn~ re~ear h tr Lntng and have eJucated more practHioners th n 
an,·one el~e in rhe wt rld . 

RREA DTH 
Y n 11 J.: c t 1 o , c I e c t fr om w 1 J e rang o: u f program J e ~ ~~~ n t' d 

t o meet your O.:lllltlnUill!;: cJuc.. uonal needs . ur pro rammeJ 
~c4ucnce uf ~cm11i.tr climtt1atc~ the doplt acion n onflicung 
c..ontent whtc..h uf tcn rc~ult~ from actendtng Ul jc tnted eminar 
frutn d1ifer.:nt ~ourcc . 

RE NITlO 
You get til n g 1 b I e r r ~ f e s 1 1 n · l r cog n • t ion f n r <~ tt en ,1" n 

through our htghly re~p ct d cerufic tes of ht vt-ment. 

REALI ' M 
H11b1n.: at: Jcmtc ragor with real-life exper­

u e gatneJ ltum h · vtng done ten u( thou anJs o f rt~e rch tu te . 
The content •~ u-.Jhle 1mmeJ1< tely tn J y-to - day work . 

The e ar ju · t ·o m of the many rea ons for th superla ci e 

evaluation · we recei e from our parti ipant · 

Enellent - htghl:t recrmtrnended and vf i1 trnedwte pract1u1l value upon return 

to work, excellent balance o ~ample and ba kground/ xplanatnr info. 

Sp aker th e hLH - rncr 1bl) t"•el~ . in c ere~ ring , helpful, dy1Wm1 , get1u1ne 

and th(JrrHq~hl:t knott'led~ ahle ahrntt the ~uhj ct - a~ w ll a. relarmg the info 

pr sen1ed lv aadrence needs 
Marke11ng An 1~, c, M rck harp & Don me 

I 02 lot .. Ofluct'-o" to M:u eun Rr. f'lrt.h 
( lr" rnna1 Strt 7 

an Antmuo Dr ... tz .. , 
Clm .. t tH\tt M 'f 1t~t 

PI ' 

BThe k ur e 
Institute 

iOt M•~•ci• Mork•tlql ltn•~• ~ 
.. n'-.mnatt Au . J I ~ Sc:rt I 

' hi< u Nov l · l 
Can -u:man . Mu. I~ IS 
llu•tun Ju • 6 7 

~02 

~04 
Ou 16 27 
F . 15· 1 
~b, 2l 24 

~cs 

Sl, 

0'1 

601 

701 nt.ntst to 9"ainct• ~br.cotiol Rf'st':~~rcb 
Cm,mnatt , }l.uv 10 H 

lNG H 

F~~ I -M r. lS 

Y (1'\ UALITATIVE R SEAR H 
'onu11natl .....••... A~r. 9- 19 

Aprl -Mav-17 

PleaH call ur fax Li a Raffignun e, Marketing Manager , or Dr . id V nkat h , President 

B 0-5 4 - 6 5 (ext. 61 5) or 6 6-655-6JJ5 fa : 6 6-655-606 4 

.zn innaci 'nrporate Headquarters 50 River enter Boulevard o ington, entuck' 41 0 11 
C> 199~ Th. R rk• In"' 1ttt 



LOS ANGELES 
Mtpt Consunu:r Te.5:ing 

TAMPA 
fie'on , Inc. 

Like a I Revo utionary Ideas ... 

Once You've Tried 
GroupNet VideoConferencing 

There's No Thrning Back. 
Comparing Group Net with other videoconferencing services is like comparing a Boeing 777 

to a biplane. 

GroupNet' tate-of-the-art Pi tureTeJ® equipment i in vi ible. There are no wire , bla k 
boxe or am ra in the fo u group room. Group can o u on the ubje t, not the equip­
ment. 

Financially, there are no Ion -term ontracts no volume ommittments; and no up-front 
inve tments. Ju t pay for the ervi e you u e. 

Calll-800-288-8226 to set up your next videoconferenced fo us groups at one of 
Group~et's professional facilities in 20 markets nationwide. 

Group Net. There's No Turning Back. 

BOSTON 
Pelfurma."'IJ:P:.iS 

B..-&"'fl F'bi & Foru; 

CHARLOTIE CHICAGO CINCIN ~TI DETROIT HOUSTO INDIANAPOLIS KANSM CITY 
LtiOC·~itz ~'.a.111' t Ra>.:lr...t. 1'\•lioni Data Rtsoaldt L'!L ~Fa:: \lalkcting Rt5eatth, Inc. ,\1.0 R.-P.-\CE Opmlocs Unli..'llirai L'l<:. Hetr.Jr. Ass..'da:r.;, Inc. lbe flel.i H . fr.\. 

fo.li."'C. lru. 

MINNEAPOLIS EW YORK PHilADELPHIA SAN DIEGO S~N FRANCISCO SEATTLE ST. LOUIS 
Foe \laM Rl:sea.\h wailiAlts·hut.~ n, In(. Group ~'Nit or. f.xus, In:. lllyl"f Re5eart:l. \d'lcls R:3earth, Inc. C..Y.surner OplniDn Scr.i.::o SUperl:t"SW\'eys, in·. 

[[] VIDEOCONFERENCING ALLIANCE NETWORK 
1-800-288-8226 

STAMFORD 
focusf~&.~ 

WMHINGTON, D.C. 
Sh~Rt\seJ!tt.,!n:.. 
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