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At r ativ & Re pon arch, we don ' t m r ly crunch numb r . 
W run h mark ting problem . Our appr ach i to provid inn vative r earch 
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Just because you can't Oy to the 
focus group, doesn't mean you 

can't attend. 

Now, key people can attend a f~ group and never leave town. 

. vVhile the ne d for qualitative 
onsumer infonnation grow , demand 

on your time and re ources also grO\v. 
To olve this problem the 

\ tdeo onferen ino Allian e etwork, a 
roup of independently- wned highly 

respected fo us group facilitie in major 
markets throughout th U.S. created 
GroupNetn.t VideoConferen ing. 

GroupNet uses state-of-the-art 
PictureTel equipment, along with 
AT&T s technologically advanced 
network. 

CHARl..OTIE 

CINCLN ATI DETROIT HOUSTON 

GfOUJ!NefM 
VJ.deoeoliterencing 

puts you there. 
Group et' wide bandwidth trans-

mi ion allow for a high re olution 
picture and cry tal clear ound. All sites 
provide fully interactive transmission, 
allowing observers in both tran mittin 
and receiving sites to communicate with 
each other b fore, during, and after the 
oro ups. 

[[] 

There are no up-front in est­
ments, long-term contracts, or 
volume commitments to make -
you pay only for what you use. All 
VideoConferencing Alliance Network 
members ar capable f transmittin 
and receivin focus groups. 

So view from our sites or, if your 
company has compatible equipment, 
view from your own offices. 

For a brochure or more information 
about GroupNe~ call the \TtdeoConferencin 
Alliance i\etwork at 1-800-288-8226. 
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A ttmtion to detail 

and impeccable client 

r ice- cotnbined with 



On-liners want easy 
access, ease of use 

dampen the nthu ia m or both pro­
pective and urr nt u. r:: 

onsumer u e o on-line ervice 
and the lnt met wi II c ntinue inc rea -
ing dramatically over the ne t 12 
month. , a ording to a recent urvey 

ion of on-line intere · t c me de . pite 
on umer con rns that could imi 

th appeal of the technology. "Many 
people ar . till shy about taking the 
on-line plung ,"Boggs ay . In add'­

. tion. the gend r gap i ' ti 11 fairly wide 
regarding on-line a cess: nly 42 per­
cent f Internet hou ehold identify a 
female u e , while m re than 80 p r­
cent identify a male u r. 

Fear of Nerding- urio ity about 
on-line er ic scan b ff et by on­
cern about th ommitm nt required 
to be a uc ssful user. on umer 
with a g n raJ d sir to be n-line 
lit rat are ometime di couraged 
by the amount of ef ort they think is 
nece ary to negotiate the et. A 

by Re pon e Analy i. 
Corp., Prin eton 

N.J. Tel phon 
. e pon e Analy i re earch point. 

to three inhibiting factors that could 
n w oftware tool make the b nefits 
of on-line ervi e m r acces ible,. 

n -
me · 

f 
35,000 

r more 
f und record level of n­

line s rvice and internet u e 
along with plan to add on-
1 ine acce apabilitie . 

ore than 60 per ent of 
the e hou ehold ha e at 
lea tone p r nal om puler, 
3 per ent report having 
data or fa m dem , 18 per­
c nt u. e on-line ser ice , 
and 1 0 percent acce · the 
Intern t. In addition, many 
current n nu er report 
plans to acquire uch er­
vice over the ne t year. Re­
·p n e Analy i predict a 
20 percent increa e in the 
numb r of on-line service 
u er and an cv n more sig­
nifi ant in r a in the num­
ber oflnt rn t users by next 
ummer. 
Ra mond Bogg , Re­

ponse Analy i vice pre i­
dent, says that the e pi -

6 

Seniors reject banks that charge 
teller fees 

I bank. charged a fee for u ing a teller, aim . t 
nin ut of I 0 . niors 4 percent) ay they would find 
a new bank with not Iter fee , ac ording to are ent 
poll onducted the pecial Market Divi ion of R -

h 100. 
.1. 

per ent would pay the 
$3 fe . hi wa re­

port d from 92 people 
in Th Seni r Pan I, ana-

tionwide survey of people 
age 50 and over conducted 

byRe ear h 10 in July. 
The ni r Panel report that 

2 p r ent of people 50-plu u e 
a teller for their tran a Lion while 17 percen pre -
entl u the TM machine. Thi teller u e fee penal­
izes one of banking ' most important cu tomer groups 
the matur mark l. "Peopl er 50 own 0 per nt of 
all a ing dollars in lh nited tate . They like t 
have a p rsonal relation. hip with their ban and they 
con ider the tell r to b their banker," ay Canda 
Cor I tt, president of the pecial arket Divi . ion f 
R s arch 100. or more information all 71 -657-
5100. 

th ' oncern will sub:ide. 
Po t-Traumatic W b yn-

drome - On c nsumer 
do go n-Jine, th y may find 
the ·perience le than at­
isf ing. r vider of direct 
ac ess t the Intern t offer 
limited cu tomer upp rt, 
and orne have be n 
tr ubled with reliabilit 
problem a the numb r of 
u er ha in r a. ed. Even 
the major on-line · r ice 
ha e been challenged to 
maintain ·upport tandard 
in th fac of aring ub­
. rib r enrollment. Al ­
though navigating the 

orld Wide Web ha be­
rn les compte in the 

pa t year, it an till be n-
fu ing for beginner . m 
con umer njoy th chal-
1 ng of ind pendent Web­
brow ing, but a gr wing 
numb r ar m re intere ted 
in the de. tination than the 
v yage. On-lin dropout 
rather than Nerd con ert 

continued on p. 36 
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PULSAR: POWERFUL 
TABLES AND CHARTS AT YOUR 
FINGERTIPS. 
Feel the need to rearrange your tables? Combine 

them? Plot them as full color, 3-D charts? 

Today's the day, if you have the power and 

flexib ility of Pulsar. 

Pulsar lets you explore data in an interactive 

way, and produce the tables and charts you 

want to see. 

There's no need to have 'professional ' 

tabulation skills. And no need to use complex logic. 

You simply select questions or categories 

which interest you (Pulsar holds a full copy of 

your respondent data), and click to create tables, 

filters, weights, new questions and charts . 

A single project window 

makes it easy to manage 

your work. And, of course, 

you can copy and paste 

everything you create in 

Pulsar to a wordprocessor, spreadsheet or 

graphics or presentation package. 

To find out more, call Pulse Train for 

details of Pulsar for Windows, Windows NT or 

Windows 95. And see what Pulsar can do for 

your tables. 

Pulse Train Technology, 618 U.S. Hwy 1, 

Suite 306, North Palm Beach , FL 33408. 

Telephone: (407) 842-4000. 

Fax: (407) 842-7280. 

Email : PTISystems aol.com 

PULSE ·TRAIN 
TECHNOLOGY · LTD 



SPSS is on the Web 

magazi ne, Keywords. Th 
erve a a link between re ur 
igned pc ifically to aid . tatisti ians. 

Via" tat. nth Web,'' u. r. an con­
n t with uni rsity stati. tic · d part­
m nt., pr fe. si nal s ·ieti s and re-

ar h organizations. nf r nee: and 
work hops, stati: ti . ar hi v s, j urna ls 
and U net new. gr up . . 

New video transmission 
service debuts, another 
lowers its prices 

vi w f; u group in real time. Jient 
can onta t th moderat r, amera pe -

8 

work and a freed motap ofatran:mit­
ted group, a ll 0 - 35-502 . 

EMS releases new 
survey module 

tern , anta 
the Q - 1000 

Electr ni ur ey M du l . • licrht­
w ight. baH ry- p raled uni l d sign d 

r r elf-adminisl r d ·urvey . . It f a­
lures a uscr-dcfin d question format 
(fiv ' - or I 0-p int rating ~ · ale, mul ­
lipl ·h ic •. tru /false, . /no) and 
. oft ware that all \ . the LL r to create 
que 'lions in Wind \! s, transf ·r qu ·s ­
tion · 1 th m dule, hange quc~tions 
a~ needed, and upload data for u. c in 
r ·ports or statistical program~ . For 
mor information ·all al Eriksen at 
707-52 . -20 

Portable scanner goes 
where the surveys are 

National om put ·r ~ ystems ( 'S ). 
Minneapoli.-, has introduc' I a por­
table ~cunner that us rs an tak.e n­
. ite to ~can and tabulate :ur ey f rm . . 

rc option converts 
an ' an 4 s anncr into a s ·If-con­
tain I pro ' c · ·ing unit that doc . n '1 

ha • l be atta hcd to a ·om put , r. 
Th · elf cor· option consist: of two 
cartridg s and two print h ad .. )ne 
·arlrid e allows the scann r to he 
·elf-contained. the ther onne t: il 

output tal lie 
form. 
347-7 __ 6, 

anner to 
nt re rc ... ult 

r inf rmation call 800-
l. 3306. 

continued on p. 43 
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10 Reasons why SPSS helps you pinpoint customers and better understand your marketplace! 

Industry standard 
Used b}' 44 o th top 50 marketing 

research firm· The powerful PS line 
uf "l.ati~tical and presentati n soft1\'"ct.n: an<l ils 
v.'ide rang of ::.enic are capal>l of handlln,l( 
many fac ts ot your marketin re. can.'h. 

Marketing segmentation 
L:sing demographi and segment.1 ion 
analys1s to better understand your 

customers i · one of the best assets a marketer 

can have. PS help y 1u ~o beyond recency, 
frequency and mon tary em ria o redu 
large demographic data into . mallcr. more 

meaningful and profitable market segments. 

Total survey solution 
\\~th i ' ~ fitmily of prodlllt ·, 

process with presentation-quality output. 

Product research 
~ked with the anal 'tical function you 

need, PS helps measure con ·umer 

preferences, dtfint: prudul1s and positio~. 

Ideal reporting and tables tools 
ros. tabulation i th bread and butter 

receive your forms a a broadcast fax. 

P ' powerful tool include excep­

tional ,1.(11!J)hi ' , mapping and rt:portillJ.( 

tool . U e hil{h..quali )'and ea ily edi abl 
graph . tabl and chart to point out hidd n 

trends or to display rela 1oru;hip between 

attributes. 

file formats. Plus, you can work with an 
unlimited number of ca· es and vanable ·, 

even m1s·ing data! 

Specialized add-on modules 

Call today and I tan P 11 pr entativ fit you \Vith a uitabl tati tical pa kag to m t your n 
ur products ar availabl on sevcral platform . e for yourself why P sofuva.Ii is ~'Real tats. Real Eas)~" 

For more information, caU l (800) 345-5383 or fax 1 ( 0) 841-0064 

Free "Survey Tips" booklet 
Wht:n you respond to thi · ad. w 
will send you ur du ive 

·• 'tJrvey Tip " bookl • Thi- handy ~ fe n~e 

i. perfect a a refresher for the seasoned pro­

fessiOnal or a a quick reference for the novice 

re·earcher. With tips on topi · s ch a· "How 

long 5bould a survey be?" "How Lo design a 

survey'' and "How to analyze data," this book­

Jet will hdp prepare you and oth rs for all 
your ~urv _ ta k . 

Real Stats. Real Easy. 
A!h ns • Ch1cago • Bologna • Chertsey • Gonnchem • Herzha • M dnd • Munich • N w 0 lh1 • Paris • Singapore • Stockholm • Sydn y • To yo • Wash1ngton. DC • And distributoi'S worldwide 

A5383 
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Qua itative research 

Researchers find 
videoconferenced 
focus groups save 
time, money 
By Jo ·eph Rydholm, QMRR editor 

W ith time and money in hort upply, it' no wonder 
more and more companies are turning to 
vide conferencing to get the mo "t out of their 

qualitative research efforts. Why send a handful of 
taffer to a distant city- and pay forth ir airfare, 

lodging and meal -to observe a group when you can 
huttle them to a local focu group facility or into a 

conference room down the hall to watch the group on 
a TV m nit r? 

Whit rates and capabilities var . the services that 
·pe ·ialize in serving the r search market, such as the 
Video onf r·ncing Alliance elwork (V A ), 

ocu . Vision, VideoFo us Direct and Mark l Window. 
allow c lient the ba. ic ability to vie\v group. remotely. 

orne client view the group on their own equipment. 
orne buy or lea e from the er i e ' . 

t it Ba king Ridge. N.J.. offices. T & T u e 

10 

• 1 

t ? 

Group t, a ser ice provided by V A . a network of 
re . earch firms that pro ide faciliti s for 
videoconferencing focus groups in 20 .. markets. 
u ing PictureTel equipment. AT T has set up iewing 
room. at it: offices and at the offices of its ad agency 
partner in ew York. It al o u es the fa ilitie of 
Wolf/Ait chul/ allahan, Inc .. n New York re earch 
firm and member f V A . 

ara Lip ·on. director of marketing · ien ~e , T&T 
onsumcr CommunicalioJ! crvices, sa s that 

vidcoconfcrencing makes belt ·r usc of scarce time and 
also gets .-cnior p ople rc-involvcd in research. "'We saw 
videoconfcrencing as a means to an nd, \Vhi ·h was to 
make our staff more ·fficicnt and get the active involve­
ment o marketing and agency people in the qualitati e 
re enrch proce · .. , he ay . 

"Before we began u ing it. junior people from th 
produ tor agen y nide andre earch people were the only 
ones attending qualitative \Vhen it took place. We felt that 
we wcren 't really taking full advantage of the benefit · of 
qualitaliv '. ow we have a very robust back room. which 
is wh rca lot oft he crcati ity happens. Vid ·oconfcrcncing 
has all.owed us lo hav mor senior p ·oplc in alt ndance 
and more vitality in the work that we do.'' 

Having ide con eren ing at multiple site . al:o 
helped AT T resolve a sticky political situation, 
Lip . on says. d e e ution ' from multiple L o-en ie n 
were being evaluated during a week- long erie · of 
f cu: groups in locati ns a r ss the c untry. "Having 
multipl sites for viewing ·was imperative." Lipson 
sa :. "We had a fo ·us group thutlwo differ ·nt ag ·ncy 
groups had to wutch hut it would have b en uncomfort­
able for them to do that together. We set up three 
different ite ·- ne l1ere at AT T. one at an agency 

Quirk's Marketing Research Review 



~ # l! saw videocon-

fr m th two agen­
of - thi te hnol -

Rita 

• · ·• · moderator ay 
I ferencingas a means 1J ommunication be-
l . 
I an end, which was to tW n di tant b-
v 

1 
" and 

· make our staff more 
' elficienl and'gel the with r up t. 

; ~ · . . . i th r th m d ra-
Bfi!Ve IDVO/Vemenl Of tor can run a and 

malkeling and agency p a t 
r through the y tern 
:pe_opfeinthequalilalive betwe n gr up r 

:researchprocesS; ?!says a .per on fr m th 
client company can 

. Sara LiJ?son, director of th r thr ughout 

. markeliR'!J sciences, th r up r ady to 
ta any communi-

~TCOOSUmerComm- ati n ba k and 

~.· rnic. lion Services. f rth. It a good 
a in in th 
backr m. ' 

'In my pm1 n, 
y u d n 't lo anything when you ob erv a gr up y 
vid nf r n ing ay Lip on. "There i alway 

m n in the ba r m at any p int w can 
ffice to the per on in the 

lip th moderator a not to 
a real-tim m difi ti n f th mod rator' guide. 

Y u ' r n t I ing any f th b n fit b ing there. ' 

ar r audien 
or an y anali uca , vi 

TB up r tation , Atlanta 
help d e po e m r TB 

December 1995 

TBS Superstation has used videoconferencing to observe focus groups where 
marketing ideas for its original programming, such as the sports history program 
Idols of the Game,· were tested with consumers. 

pr e . 'It allow u to get a larg r audi n f p pl 
wh d n 't n rmally att nd u group , pe pi li e th 
h ad f th n twor for e ampl , r th head f th 

nt rtainm nt divi ion, who may not be intere t d in th 
micr i u that w deal with but who can tep in and ta 
a I at th gr up b au it' being hown right her . " 

n the th r nd of th hi rarchy it al o allow a i -
rdinat r wh ar n 't directly involved in th 

proj ct t e what r . ar h i all ab ut. " lot m r 
p pi uy-in t th pr when th y und r tand it," 

continued on p. 50 
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Qualitative research 

Issues in 
international focus 
groups, with a special 
view from Japan 
By Walter . Br wn 

Editor's note: Walter . Brown, Ph. D., is president of 
Focus roup Jnternati nat. Seau/e. 

ntemationaJ focu gr up w rk d mands ·om very pe­
cial a war ne e and adaptations. Thin s that w take f; r 
granted in icago, ew Y r , Los An lcs, eattl , and 

o on, arc no longer quite a pr di table when you venture 
vcrscas. 
Th ·major i ue that confront th proj ·ct manag ron the 

international front can be reduced to four basic categoric : 
• ocio-cultural differen e 
• Linguistic differen 
• Differenc in bu in pra ti c. 
• World event and ec nomic difference · 
In my 2 -odd y ar f fi search experience, I hav w rked 

in many countrie and with many cultures. I picked Japan t 
highlight here becau it i rhaps among the more different 
and uniqu venue ~ r r ·carch. orne c untrie might be a 
challenge non or tw front. but Japan i a halleng on all 

fthem! 
• H ware Japanc:c research companie diff< rent? Th ·rc 

ar r latively f,·w research companie to h from, even 

12 

in ttJe the ize o Tokyo. This creates booking problem , 
pe ially when y u realiz that th acilitie are very tiny by 
n ri an tandard .One rtworoom. arethenonn.Keepin 

mind that r aJ e tate is scare and e pen ive in Japane e 
citie . In ad iti n, re ·earch company ·taff are lean, whi h 
add · it wn complication t th pro ·css: It will take longer 
to accompli h thing and it will al ·o be con iderably more 



(and I do mean c mpletely!) be for it i 
pa. d to the n t I ·vel of con. ider­
ation. Thu a d i ion that may take a 
few day r a week in th · . S. or 
Europe may take months in Japan. 

ne la. ttime e tender i that you can 
really only a mpli h on group p r 
evening in tead ofth two to which we 
are accu. tomed. The Japanese in urban 
areas like Toky mu t commute from 
one to three h ur home. If they are 
working, they hav a long day and mu t 
be given a full dinn ron arrival at th 
group. Then the work of data athering 
can begin, but they must be fini . hed in 
timet atch their trains home. Thi. i , 
obviou ly, particularly onerous if you 
arc do in bu ine -to-bu iness research. 
Regardlcs. , it in rea e your time in­
vestment and th t of hotel, food, etc. 

• Whatabouttheco tofdoin foreign 
res ar h? It i invariably high r than 
similar work dome tkally. A: a general 
rule you cane p ct a project to c sttwo 
totw -and-a-halftime more in Europe 
than it would in the . . and 4 t 6 times 
more in Japan. Higher real e tate costs 
and salari , make th co ·t f doing 
business in Japan very high for your 
subcontracto . Rem mber, when you 
have a gr up, y u have two int rpret r. 
(hopefully . .-quality), a m derator, 
who may beth pre ident of the firm, an 
English peaking project mana er/liai­
·on wh guide you through all the 
details and is your right hand during th 
whole project, plu a young woman 
who is the a .. i tant to the moderator. 
Her job is to handle food, pa. s out 
paper. and generally fluff the feathers 
of the parti ipant and the moderator 
during th ·group. Y u wi1J end up feel­
ing lik a movie ·tar with a rath r exten­
sive (and xpen ive) entoura e. uit · 
hone ·tly, there i. n way to pare this 
down. very pcrs n ha a very impor­
tant function. 

ost is al. o increa ed by all the trans­
lation and back tran lation of the proto­
cols and material , thee pense of full 
meals, high incentive (e pecially so 
for business " utive and mally, 
travel ex pen ' e . In addition to getting 
tapes of the group , which would do you 
I i ttle good if you are not a native peaker 
of Japanese, you will be paying for 

December 1995 

typed Eng I ish translati n/tran cripts of 
each group. Flight , tran portation, h -
tel and fo d can be rye pen ive, and 
ince you can do fewer group. per day, 

you hav" to spend that much more time 
there. 

Rememb r also that currencie ine -
plicably shift all the time, o if you bid 
in January and carry it out in September 
theco. t canvarycon ·id rably. Becare­
ful how you write your contracts! ther 
problems can arise with 

until very ne knows where everyon 
el e tand and what the po ible ri k 
and ripple effect might . Thi lead 
to what I caH the circumnavigation yn­
drome. In the . . and Europe, y u can 
ask fairly direct que tions and get fairly 
direct an wer - quickly. t so in 
Japan. A direct question i. ften fol­
lowed by a Jong discussion of thing 
that may eem to bet tally unrelated to 
the qu tion on th tabl , a you it 

major w rid events that 
cur just before your 

project - csp ially if it 
involve , your two coun­
trie jostling one another 
p litically or if your 
pr u t ateg ry has had 

importantculturaldiff r­
n e that will affect re­
arch? In the Japane 

ulture, nonverbal be­
havior i f qual impor­
tan e to th verbal. Th 

In disca 'Sion , brainstorming~ 

and decision makJR!I there i :a. 
real til t:omtod 7/h standing 
out or taking big risks until 
eveiJionekno rflen eve!J'one :· 
else stands and what the: 

ubtletie of both s g­
ment [communication 
would muke the Byzan­
tine court seem like 
child' piny by compari-

n! There is tremendou 
deference to s niority, 
power and ·tatus as de­
fin d by th ir culture. 
Within m ments of ar­
rival, every ne in the 
gr up will know wher · 
th y tand in ~md will 

possible risks and ripple effects . 
might be. Thi lead. "II what/ . 
call the circumnavigation ,· 
syndrome. In the U.S. anti 
Europe? you can ask fairly . 
direct questions and gel fairly I 

direct answers -quickly. Not· 
so in Japan. 

t nd to defer to th m :t powerful per­
. on. A a re ult, the native moderator 
has a daunting task with many group . 
Female cutives and de i ion maker 
arc till rare in Japan. In most group it 
i. be t n t to mix women and men 
becau e the women may ju t it and 
mil nervou ·ly and d •fer t the men.ln 

my bu ine -to-business re. earch with 
e e utive , however, the few femal 
e utive we found wer quite able to 
hold their own. I ima Jinc they get a lot 
of practice! 

In di cussions, brain Lorming and 
d i ion making thcr is a real di c m­
fort with tanding out or taking big ri k. 

listening to them, behind the g1a s. Th 
discus. ion wander h re and there, on 
and on. You will a yourself, "Why ar 
they talking about that? Why i n 't the 
moderator telling them to get back to 
the question?" 

And, if you talk to th moderator 
during a break and tell him (rarely will 
it be a woman) to be more aggressive in 
channeling the di cu sion you will run 
into another pr rninent asp ct of Japa­
nese culture - politeness. It w uld be 
impolite to be more direct and the par­
ticipant would be offended and might 

continued on p. 58 
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A compar·son of missing value 
options in regression analysis 

By Gary M. Mull t 

Editor's note: Gary M. Mullet Ph .D.,i pre identofGar' 
Mullet A ociate , Lawrencevill , Ga. 

ph n long 

There are vari u · option for c ping with item non-re­
p n e in r gre i n run . We will compare th re ult of 

me of the e bel w, using a real, albeit di. gui , d, data et. 
f your livelihood d pend on there ult fa M tudy, y u 
hould be int r ted in the differing con lusi n which may 

drawn rom th mpari on . II ofth re ult ' reported 
below u a 95 percent confidenc (5 r ent ignificanc ) 
criterion and tepwi regre ion run . There are certainly 
myriad oth r opti n · available whi h are n t examin d 
below. 

Listwise del tion 
. air ady noted, the d fault option in mo t program · i 

li twi d leti n. ln a very mall nutshell , thi mean that if 
are pond nt fail , to an wer even one fth many rating , that 
r: pondent cea e t exi t forth regre ion in que ·tion. A 
a ca e in point, a r cent regre i n on 1200+ re p nden 
yielded not a ingle alid case for a regre i n trying to u e 
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c lumn A. 
me anaJy t u e a 

und rc 

Pairwi option 
In thi variation of r: gr ssi n attribute ar (c ntially) 

I ked at two-by-two ( und like oah '. Ark . Without 
beating an yon v r the head with tati ti al th ory, the effect 
of invoking thi opti n hange the matri upon which the 
computer pro ram perate to fmd th timated regre ion 
c ffi i nt~ . Th r ult f th pairwi e option ar under 
column , in a le l . 
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X1 .09(2) .10(6) 

X2 .18(5) .16(3) 

X3 .19(4) .17(5) .13(7) 

X4 

xs 
X6 

X? 

X8 

X9 

X10 .19(4) .14(5) .19(4) 

Constant .03 .10 -.59 -.27 -.29 

R2 .86 .84 .85 .56 .57 .84 .84 

n 207 259 500 358 289 289 

n* 224 

(i) - order of stepwise entry into regression equation 
n·- minimum pairwise n of cases 

Mean ub titution 
B areful here! Mean ub titut.ion ~ r mi ing values is a 

v ry auracti e ption sin e it' ea y to invoke - ju t pu h a 

IC 
M 

State-of-the-Art Forus Group Facility 

Loca ed in the c nt r of the an 
Francisco-San Jo eninsula, the heart of 

ilicon Valley 

One of the top Asian and Hispanic 
DMAs 

Experienced r cruiting of general market, 
Asian and Hispanic r spondents 

Multilingual moderators on staff 

mputer key - and dramati ally in r a e the ba e ize on 
whi h the per onnel and/or th r d i. i n are made. The 
m an ub tituti n option fill in th arithmetic mean valu or 
every on wh did an wer a given rating for the v id xL ting 
for th se who did n t. Thu , everyone i assum d to be 
"averag "on anything that they failed t answer. 

en why be areful? Fir t, if you lithely el ct m an 
ub tituti n without any filtering of the data, the mean on th 

depend nt variable, here overall pinion, i also sub. tituted 
for tho e wh didn t an. wer it. Y u will then be running 
regre ion that include a . ub tantial number o people who 
did n t give a rating on th criterion mea ure - be they n 
longer cu tome~ , no lon er pr duct u er or whatever. e 
column D for thi type of mean substitution. 

.K., I t' ay you re alert en ugh t run the mean ub ti­
tuti n pti non only tho e wh gave an an. w r L the o erall 
opini n qu . ti n. There ult , in column of abl I still 
in lud s veralre p ndent whoan weredonlyone rtwo f 
the ind p ndent ariable rating · which may cause an ye­
brow r two to be raised if there ult are broadca t. 

inaJiy let's look at m re inteJligent mean ub titution. 
u need to a~k your. elf, "H w many que tion hould a 

re pondent an wer to convinc m that they have a gra p of 
the interview. ' or th data whi h we are lo king at, the 
an w r t thi (arbitrarily wa et at eight. Then, mean 
ub tituti n wa u ed for th s who m t two criteria. ne, 

there had to b a valid answ ·r t th o erall opinion qu ti n. 

continued on p. 49 

s c c. 

T dephone Interviewing 

T eleph ne interviewing in nglish, 
Spanish, ortugu s , and m s maJor 

ian languages 

Multilingual Comput r Assis ed T eleph ne 
lnt rvi wing .... Now With More Stations!! 

ust m tudi s, tracking s udies and a 
quarterly Hispanic Omnibus 

On- ite and remo e rn nitoring capabilities 

Call: F lip Korzenny, Ph. D., B tty Ann Korzenny, Ph. D., 
Sandra M.J. Wong, Ph. D., Reb cca Abravan 1, Ph. D. 

ho e: (415) 595 5028 FA : (415) 595 5407 
1 2 
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Editor' note: Based in New York iry, the Qualitative 
Re earch onsultants As. ociation (QR ) i a not-for-profit 
professional or~:anization o independent qualitative re earch 
consultants in nrtlz America. member if. the QR A 
Field nmmittee, Grace uller,pre ident of Fuller Research 

ervices, Inc ., a Port mouth a .. qualitative re earclz cmz­
sultin~:firm, and erard Pampa/one, a partner in arpenter 

Pampa! one, a qualitative re earchfirm in Faitjie/d, om1. , 
regularly review a pect of r cruitment in an ejjort to im­
prove the process. With these goal in mind, !hey offer the 
following articles on re ruitment. 

Recruiting problems: 
ow much 

responsibility should 
moderators s oulder? 

By H. rae Full r 

ate one Thursday aft moon 1 received a call from a I al 
client eeking my quot to moderate a couple off u 

gr up , plu a quote to d th mat my facility . After taking 
d wn th sp . r asked him when h wanted t do them. "I 

on?' h · as ed. wallowing my ga p I t ld 
himtogiveme m timetoche ·kandl dcallhimrightba k. 
I und rstood he was d aling with an imminem publi rela­
tions crisis and wanted information about how the ommu­
nity wa rcactin and wheth r th image f hi firm wa · 
. ufferin . As a con:ultant, 1 wanted to help him in a tim ·Jy 
mannerwithhi · researchn ed. af cility wn r,mymind 

pt ·cr arning, " omorrow?." 
ft r on uJting with my recruitment uper i. r, I ailed 

him bac and told him w c uld do it. However f warned him 
that we would ha e t rela all but th ~ essential sere ning 
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criteria - awarene , pr du t u. age and availability. o g t 
the information h needed as qui ·kly as pos ·ible, he agr d 
to a pt s me r s arch trade-off:. he gr up · w re re-

ruit d, th · r ·search war condu ted nnd the project wa 
uccessful.ln fact my eli nt negotiat d a fair ettlement with 

th oth ·r party durin th last half o the ond gr up. 
In th situation above l under. tood my lient' urgen y. 

T often, how· 'r, our facility r iv d ·imilar all in 
which thcfi • was no ·lear reason ~ r a panicked appr a h. 

sually th urgency stemm d from inadequat planning and 
unclear res ·arch guidelines that were magnified throughout 
th, r sear h pr r e a gam f ip. Th in vitabl 
r suits of inadequat ly plann d r ar h proj t ~ ar r ·-
nect d in the field. . 

ood re ar h all w time to think thr ugh < ur goals, 
ather input fr m all intere ted parti pri r to takin a 

project int the field and to anti ipat p tential pr bl ms and 
d vel p ·trategi to deal with th m. . c n ultant. w must 
encourage our lient to build enough time into a proj ·t to 
condu t it pr rly. Oftentim , w ar · n t clear with ur 
client a ut th am unt f time that is needed to do o d 
re earch nor are we :uffici ntly firm about taking th tim 
that' need d t d it right. In a sine ·rc, but misguided, ff, rt 
to ati fy ur client , we try to conduct r ·s ·arch the hest we 
can, e n when they make unrcalisti · demand: on u ·,the 
field and the entir re: ·arch pro ·ess. If we insi. t on go d 
re ruiting fr m th fi ld, as w should, w also must in i t 
with ur eli ·nts that we giveth field . rvic . en ugh time to 
d their jobs properly. 

The tir. t thin field s ·rvic s do, when given tim i 
s hcdulc r: cruiter that ar t f< r a particular pr ~ t and 
train th m adequately on the project' recruiting bjective · 
and its screening instrument. d a g d j b, it' e ential 
to gi re -ruit r · time to a imilat th reening inf< rmati n 
and to a: que. tion , clear up ar a f nfu ion, plu r r sec 
pot ntial problems. Adequate tim gi e field ervice time 
to get bac t u t clarify obje ti . , make ·ud ement calls 

, and to rr t or adjust if problems are 
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ow our Customers Really ake Deci ions 
and ow to peed hem p 

By George Silverman, 
President, Market Navigation, Inc. 

If you could make the decision to purchase your product easier, it 
would take less time for more people to buy! 

The key to making the decision faster is to match your marketing to 
the exact sequence of steps in your prospects' decision process. That way, 
they don't get bogged down. Simple to state, hard to do. Until now. 

After 27 years of decision research in more than 5200 telephone and 
face-to-face focus groups I've mapped out the private elusive, internal 
steps that people go through in deciding on products and services. The 
ones they really base their decisions on not the ones they want you to 
believe. We apply this basic framework to your product develop a 
roadmap of your customers' decision process, then identify the specific 
bottlenecks that are holding them back. We then make recommendations 
to break through the bottlenecks and accelerate your sales. 

We offer Decision Acceleration Laboratories"" (focus groups with a 
unique design to uncover the blocks in your customers' decision 
process), in-company workshops in decision acceleration, and a compre­
hensive report How To Increase Market Share by Accelerating Your 

u tomer ' Deci ion Proce . 

If you are interested in understanding and accelerating your custom­
ers • decision process please fill out the form below and I' 11 send you two 
articles "How to Multiply your Sale by More Than Double," and "How 
to Re earch your u tomer ' D ci ion Process and Develop Way. To 
Accelerate It. " 

Please fa this form to 914 365-0122 

,---------------------, 
PI a nd me more infonnation on Deci ion Accel ration 1 

Name: 

Titl: 

Company: 

Addre : 

City: _______ State: __ Zip: ___ _ 

Voice Phone: -------Fax:--------

I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

~---------------------J 
Pie fax or m il the abo form to: 

w 

• Market Navigation, Inc. 
2Pre1Piaa 

a Orangebulfl NY, 10952 
814 385-Q123 (Voice) 
814 385-Q122 (Fax) 
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True life tales 1n marketing research 

Editor' not : "War tori " is a 
regular feature in which Art Shulman, 
pre ident of hulman Re earch, Van 
Nuy , alif.,pre ent humorous stories 
of life in the research trenches. Readers 
are invited to call (818-782-42 2) or 
fax ( 1 -7 2-3014) Shulman with sto­
rie of their own. 

ecentJy, my ix-year-old . tepson 
John made my day. During kin­
d rgart n graduati n c remonie , 

a h of the children wa a ked what he 
r she wanted to be when they grew 

up. After hearing a lew of children 
choo e policeman or fireman or 
tea her, it wa refre hing to hear John 
un quiv cally tate, ''I want to be a 
re earch guy.' 

urn out that rather than being 
intrigued by conceptual i u of aui­
tud m a urement and sample devel­
opment, John wa intrigued by all the 
toy te ting we do. When h gr w. up, 
h want a job where he an play with 
toy all day. far as John i con­
cerned, that' what mark t r . arch is 
- playing with t y:. Th kid i. in for 
a ru awak ning! 

Tony Kay of Haag n-Daz · om­
pany tell of conducting a urvey in 

ngland orne year ago where inter­
vi w r w re . ent t th home of 
n rv t nic buyer . ne interviewer 
wa r ceived at the d r by a very 

ld rly man wh xplained that hi 
wife, the intended re pondent, had 
only recently pa ed away. The int r­
viewer, unwil1ing to b thwarted by 

18 

By Arl Shulman 

uch a trivial t chnicali.ty, pr ceeded 
with th questionnaire on the wife' 
behalf, a kin , f r exampl , "How 

ft n did she take it in the la t even 
day ? ' h an wer wa none, ince 
the w man had died before that , and 
"Did the nerve tonic cau an im­
pr vement in y ur wife' condition?" 
Apparently not a trong enough im­

provement.) 
It' . not alway 

are elderly. 1 ac 
iate r port n a study h on-

ducted at th drive-thr ugh ar a fa 
well-known fa t f od hain. Ar und 
10 o' lock in the evening, in an t . o 
nice area oft wn, th ir dili ent, eld­
erly mal interviewer approach dan 
attra tiv y ung female in a convert­
ibl with th customary intr du -
ti n,' x u · m mi ·.I'm conduct­
ing a urvey for [clientJ and I'd like to 
a k a f w question .' 

Whereupon, the young "lady" lift d 
up her kirt and aid, " ur ey thi ! '' 

eedle to ay he wa not wearing 
anything under her kirt. Ro r p rt 
that f rtunateJy, the inter i w r did 
not have a heart attac and wa able t 

r mlackedfurruturebecau eheowned 
dog . He then e cu ed him elf. When 
he returned a ew minute lat r h was 
naked, with two huge Gr at Dan y 
hi ide. omehow Filla managed t 
leave th d mi it with ut being itt n 
- eith r by the d gs or the man. 

D ci ion Data olle ti n's Dale 
Brown r p rt a . urv y h c nducted 
among larg gr up. fMarines n race 
relati ns and qual opportunity in the 
military. ach re earch team was taffed 
by a bi-racial crew. The re earcher 
intr duced "them elve - th white 
male, Mr. Brown, and hi partner, an 
African-American named Mr. Whit . 

uring the urvey work, a enior f­
ficer would occasionally ay omething 
like, " ou ay your urvey • an ny­
mou , but in 1 'm th only E-8 h r 
with 22 y ar rvice you an 't t ll me 
you won t b abl to tell which urvey i 
min." 

Mr. Brown' typi al respon. e usu­
aJiy ain d c p ration: 'The rivacy 
A t i a ~ d ral law that prohi it m 
from telling anyone h w y u r any 

th r individual answered any of the e 
que ti n . rankly, it i ·n't worth ri k­
ing 10 y ar f my li~ in eav nworth 
to divulge what your individual opin­
ion are on thi ubject." 

Tara J. A ram of Jumbia Hou e 

an wer were: "D njaJ," onfu i n," 
and "P ycho i ." 
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n 

8 n Hilv rda a a enior ic pr id nt 
and h ad of it n ulting unit. Th firm 
has al o app inted Dr. Mik lioto a: 
a , nior tali tical ~onsultant. 

seven grand hildren and thr gr at­
grandchildr n. 

Li a Hida l o ha join d immons 
Marker Re earch Bureau , Inc ., New 
York, a ni r i pr sidcnt of mar­
k ting. Kennedy Research, Grand Rapids, 

Mi h., ha named nne ldrich ac­
e unt utivc. rU. Pano ~ ha! al 0 MIAIR/ Research, Dalla , ha pro­

mot d a thleen u . baum to dir t r 

20 

fr 

OBJECTIVE: 
Random d(qil ·amples ll'itb con i telll high qualily 
that re ult ill increc.n•d productil'i~J'. 

SSI SOLUTION: 
Clint Brown (pre'ii lent of Alliaoce R ear h in ·re.t\iew 

llill.~. 1\Y) - ": T RDl . ample~ yield .1 J(Y'o higher w rldng 

phone~ rJtl'. R'Slllting in increa~e<.l protlucti\'ity- plu we 

n ·eel to hu} les~ sample. \Ve'rc t ·stc I th competition anti 

the con. i-.tency·. ju~t not there. TI1e .• I 

produc1 1s ju~l hen ·r, il's a m re efficient 

sample and m 1re repre'ienlative. For 

lno ·of us re.e-Jrrhers who have th · 
ahility to m ·asure the qualir; o the 

sample. it'. a airly L>a ·y decision to .'o 

wilh ,',Ts WD . :1mple.~ 

· II .·: l for :ampling ~ lution~ at 

(203)2))--1200. 

Partncn with surt•q• 
rl'.ll'llrtht•r.~ HIICC' 1 ()-,.., 

and Michel ilmoth to analyst. 
u · baum.Amad randMillcrar baed 

FGI, a hapcl Hill , etin~ 

re ear h d" ta analysts. ompany 
aJ o pr m ted lh~ in Lh ~ re · arch unit 
teleph n ~cnt r: J eff erry t vi 
pr ident of L hnical s rvi 

aund r to phon · nt r supervi r; 
and Don McLenna n to phone ent r 

Da id almu ' ha j in d Th e 
Dohring ompan , a Glenda! , alif. 
res ar ·h firm, as ic pr ident fbu i-
n ·ss d lopm nt. 

rgyle Ass ciate . Inc., a manage-
ment n ulting finn in w anaan , 

continued on p. 51 
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I. 

2 firm's n wad­

e . W., cattle, 

- mail addre:: 

T - ~ 1, a Wa . hington, 

D. ., firm pr iding inf rmation 

to th · tclccommuni ali n. indu -
try, has open d an ffi e in 

• ingaporc . The offi will be man-

clusi ba:i: . 

Bu in nfo rm <Jfion roup 
In .. ha . opened a new fo us group 

ro rn at 1114 Penn. yJ ania 

t ·. B, Jbuqucrque, .M., 7110. 
Phon· 505 -265 -4760. Fa 505 -265 -

5 62 . h office. d ·sign "d in rc ­

:pons to eli nt needs, fcatur" · a 

Jar cr " orkspacc and !-.tat -of- th -
art r cording and playback equip­

ment, ay · im Lar:on, the 
mpany· . pr sident. 

G ilmo r R ea r h roup . 
alllc, ha . added a m r ati -

fa ·tion i ision to it . c p r­

vic s . im ula wa hir d inJun 

to cr at and manag" the di i. i n. 

For mor inf rmation all 206-726-

5555 . 

ark tin valuation I Q 
and T h P copl Pan e l ha e mo ed 
l 1 6 1 5 rt h rn B 1 d., Man h a .. l, 

.Y .. 11030. Ph n 516-365-797 . 

continued on p. 51 

ag d by M i Huan g and Tim i r r.::=====================================:......--. 
Premjee. Th offi c is lo ·at ·d at 20 

a w ll Rd ., #12 -06 Ma w II 

H u e, ingapo 0691 I .. 

a rke t i ion R e ea r c h Inc., 
incinnati, ha, ope.r edit fir t VR 

Intcrnati nal di i . ion lient ervi e 

office in Toronto, und "r th man ­

ag ment of Mi hac! illi an. For 
more information call I -25 _-

6. 6 . 

otal R ' earc h .., or p, Prine ·ton, 

.J., ha e panded its annual 

EquiTrend ndicated qual it tudy 

t anwmnthl . ur y fi,OOO 

n . umer tra k hort - term 

changes in brand cqu ity s r and 

th ·ir impact on a eli nt ·s mark Ling 

actions. 

Ru in ss Loca ti o n R e. a r h , a 
Tuc on , Ariz . , I data produ ' ts 

c mpany,ha ink da . trat gicalli­

an with patial Insights, lnc., a 

Vi nna Va. , G l company, in\ hich 

BLR will repre ent it. pr du t in 

the orthea t al r gion on a non -

December 1995 

Erlich 
Transcultural 

Consultants 

t• 0 
sa It 
frica -er1ca 

Research 

Full Service Q I 
A rch Including: 
BilinguaVBicultural Focus Groups 
In-depth/In-language Executive 

Interviews 
Simultaneous Translation 

Qu A h lncl 
Questionnaire Translation Into 

Familiar, Readily Understandable 
Language 

Segmentation Studies 
Full Range of Multivariate 
Techniques 

Contact: Andrew Erlich, Ph.D. 
Phone: 818.226.1333 
Fax: 818.226.1338 
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Editor's note: Tom Greenbaum is 
pre ident of roup Plu , Wilton, onn . 

ith the growing p pularity of 
focu group research th r i 
in rea ed pressure~ r rgani ­

zation u ing the t chnique tog t the 
mo t p ible out of each e i n. 

here ha. been a great deal written 
recently about new and different te h­
nique of moderating group , and also 
quit a it about th importan e of 
doing adequate planning befor a e­
ri . of group to en ure that the proper 
effort ha been mad relative to 
re ruiting, di cu i n guide develop­
ment and creating the most effective 
timuli to how to the participant 

during the essions. 
Howe er on overlook d ar a i 

the dynamic · of the backro m and 
what ach of th p ple attending a 
focu gr up sh uld d to en ure that 
they g t the rna imum ut f ach 
. s. ion . The foil wing i. a serie of 
u gestion that will enabl you to 

get m re information and b tter in­
sight ut f ea h f cus gr up you 
attend. 

22 

By T m Gre nbaum 

Fir. t, be totally ami liar with the 
di cussion guide bef re th roup. 
begin. hi · will h w y u the sp -
ci fie type f inf rmation the m d­
·rator i after and the r ·lative em phil ­
sis that will b placed on ach bef re 
the di cu ion begins. A: a re ult, 
you can ncentrate on the di cu -
i n in front of the mirror rather than 

looking at y ur copy f the dis us-
i n guide to figure ut whether th 

m d ·rator will be c ring . orne topic 
of interest to you lat r on in the se ·­
sJ n . 

econd b ure you hav ·decided 
how to communi at with the mod-
rat rduringthegroups ssi n.Th r 

ar many way to do this, and dif~ r­
ent mod raton\ have preferen e. as to 
what works b st for th m. For ex­
ample, many m derator would pr -
f r t ·orne to the backr m durin a 
gr up to talk with th b · rv rs , a. 
they find this le di tracting than 
r c Jvmg n t durin th se · ion. 
Th important thing i that th eli nt · 
get a chance to talk with the modera-

tor a few tim during the ession to 
hare idea · about the input. from the 

participant and t sugg st n w top­
ic or n w ways to approach a ub­
ject. 

Third, b f re th group tart , write 
down th thr ·e to five mo t imp rtant 
thing you would I ike t I arn fr m 
the parti ·ipant ·. hen while th group 
i in progress, make ure the mod ·ra­
tor is adequately co ering th se top­
ics. Tak ne pag f rca ·h topic and 
jot down thought and feeling that 
emerg from the groups about ea h 
t pic a th y ar m ntioned by the 
parti ipant . 

Fourth, mak . ure it' . qui tin the 
backroom durin the group. It' diffi­
cult t oncentrate on th c nvcrsa­
tion in front of th mirror if ther is 
talking or laughing in th bser ation 
room. 

Fifth, di . cipline y ur elf to fo u 
on the big pictur rather than th c m­
ment f the min rity during the di -
cus ion. Don t li ten only to the one 
or tw p pi who are the mo t 

continued on p. 50 
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t T e Burke 

0 B J E c T I vI T y I PART 
OF W AT WE'RE I TITUTING. 

urk In titut T E BURKE I TITUTE 
to h 19 6 
w. . ............................................................................................................................ . 

at t p r t i 
mark Ling r ar her ot 

ju t th pr pri tar te hnique and i 'wpoinc of a 
parti ular upplier. Through mor than 2,000 on 2 
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en1ors 

ditor' note: Terence Haller is chair­
man of the Older Americans Research 
In titute, Wilmelle, Ill. 

y firm pecialize · in r·scarch 
with eni rcitizens. inc ·this 
i how I now mak • a nice 

li ing, I'm illing t admit that I am a 
enior. I upp se it takes one to kn w 
n , at I ast that's the ada that come 

t mind wh ·n I rem mb r th fru ·tra­
ti n of confronting th lderly re ·p n­
dent in my salad day ' a 
ear h ~r. 

I parti ularly r call th ·heer terror, 
wh n,asatraineewithProct r 

th intervie\ ing pr e wa lab red 
and aw ward, frequently ulminatino­
in an "int rvie\ er tenn." 

Th day you an 't aff rd to ali n-

• keprical and disputatiou . any 
niors ar archly sk pti al o any ne 

l~ iming to b · ·onducting a marketing 
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Db ervation 
on re earching 

• en1or. 
r nc Hall r 

u pi ion. 
• ge dOl'S not make people stupid. 
tually we ha e. time and time again, 

obser cd that in th tru Biblical s n. 
peopled ad ance in wisdom with ag . 
But y u have to giv • them a chance. 
When th ·y s • ·m to take too lone t 

fathom your que:tions it i: u~ually 
a us" th y ar • "it rug I ing to put it in a 
·ont • t that they und r ' tand. I early, 
th ·r · ha • b n g nerational . hift in 

ocabulary. enior · convert what 
you 'v ju t a ked int the languag of 
their day, mu h the ame way thnt your 
word pro ·essing program c nv rt file 
imp rt d fr m different w rd pr 

mputer anal gy i n t 
inappr priate. What we di ·mi ·s as th · 
eni r r p ndent · low ~ mpr'hcn­
j n emanate from th ir ne d to comb 

through a broad r torchous ofkn >wl­
edge. Th brain i. th • hard driv . Lt 
a alm . t r thing wh ~ther you 

a k it to r not. Lik • a hard drive, the 
m re you t rein the brain, th ·longer it 
take to r tric ... it. Furthermore, with 
ag , th nc ·imple pro, ss of answer­
ing a 4ue. tion is now c mpl icat d by 
th · n d tow ~igh and e aluate a gr ater 
array of options. his ta e. m r time, 
but i: not a sign o dimini h d intelli ­
gence. In healthy per. n IQ d n t 

de reas with age. 
• No longer shop umil the.v drop. 
ost old ·r consumer.· haven deere a d 

intere:t in a· umulating material g d . 
hi: is not hecau they e th rim 

Renper c ming for them. It' largel 
au e they ha b me jaded about 

the wh le id a 'a qui iti nand brand 
pre ren e. TI1i i noted in inter i ws 
where you will oft n h ar them :a , "I 
don't cnre ab ul Brand ,just put down 
anything y u want.'. They an qui ·kl 
hang lh ir tune wh n th di:cus:ion 

r U ar und to mcthing sp cifically 
intere ting t th m. tudy de:ign must 
take pains to ·ustomize the question to 
uit th elderly. 

• Political correc111ess. big turn-off 
in an int r i ·w with seniors are que -
tion: that o into linguistic contorti n 
to a oid that big sin of the ' : p -
litical in orr ctn .· ·. r ar 

continued on p. 45 
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Just becaus ·t has ten digits 
doesn't mea it's a p one num er. 

(If you tried to find out where your telephone sample cam from would you be left empty handed?) 

Black Bo es 

Sample dev lopm nt hould not b a black box 
proce s. E E Y i forre earcher whowant o 
know actly wh re the ten digit com from. W 
a th company to call if you ne d to know your 
ampling option and th impact each will hav . 

You can count on u to provid ad tail d m thod­
ological definition fo v ry ample we create. 

ENESYS ha no black boxe ju t explicit am­
piing proc 

ul Serv·c 

On imple phone call giv you ompl ace to 
a wealth of exp ri nc and a coll cti n of am piing 
re urce that can handl any am piing probl m. 

e h ve a full array ofRDD ample me thodologie 
(including h indu try' only ingl 
tageep m telephone probability am­

pl ) a w ll a li ted hou hold and 
bu ine ample . emographic ar­
g ting with e chang -1 v 1 d roo­
graphic timat , i available for all 
R D and listed ample . GE SYS 
doe "tall from mpled ignthrough 
g neration. 

G 

Economical 

G am piing Sy tern ha the exp rience 
and technology to help you hold down th high co t 
of data collection. OurGE ESYSPlu and ENE-

YS ID y tern economicall purg bu in and 
non-working number from you RDD ampl o 
youdon'thav topayin rvi w r tofindthem. We 

o o i · cant, automatic volume discount 
on bo h a job and an annual ba i . 



A ocus on food serves as 
food or houg • • 

Is that moderator a good focus group researcher? 

tdilor' s not£>: Jonathan £ . Brill , 
Ph.D ., i principal of ext Generation 
Research. Solon, Ohio. 

The p pularity of fo ·us group r -
search is understandable 

nough. Manager: are often 
mor · ·omfortable with eeing, hear­
ing or reading the e peri en c ·, b -
li f · and emotion e pr ·:cd <.lir · ·t ly 
by re p ndent th~ nth arc with the 
c n epmal and . tatisti ·al abstra tions 
of ur resear ·h. In addition, the 
e perience of ob erving a live focus 
groups ssion can be quit enjoyable: 
th i ·wing environment i m ort­
ablc; amenitie are pro ided; and the 
pro eeding are n t nl f pr fcs­
·i nal intere t, but they can b · unpr ·­
dictable in content and, quit" often, 
delightfull lively. 

Tho e fact an om times make it 
diffi ult for managers to remain mind­
ful that a h . s:ion repres nt a er 
~eriou endca or- the c II ti n of 
r ear h data us ful to supp rt mar­
keting and bu ine deci i n . 

or this reason, manager may be­
com impres ·ed " ith a m derator 
: I ly becau e he or he m. to 
ha e a knack for gener ting particu­
larly li ely e ion . H w r. far 
more important than th' liveliness of 
e i n i the tudy' · o ·rail sue-
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y Jonathan rill 

ess or failure in pro iding th" rc­
ear h u r with informati n that truly 

a i t in the markctinu- or husines: 
de i ion making pro· ·ss. 

Theoretical e perti. e 
Eliciting enthusiastic involvement 

among focus group parti ipant i an 
important and highly de irabl m d-
rator quality and, rt" in I , some 

d gree f kill in thi area i: r quircd. 
Howe er. unl the only responsi­
bility the m derator will hav · in th 
re earch pr ce ~ wi11 be to condu ·t 
the . si n(: , it is not the only im­
portant skill. In fa L, if them derat r 
is l be in ol ed in deci i n r lat d 
to sample development. topi al con­
tent of th e i n( ), and/ r analysi . 
and reporting f re ult , then thi abil­
ity i note en the mo ' t important one 
to con ider. 

ln a e wh re the m d ·rat r i: to 
pla in the resear h 
pro e , having a moderator with 
genuine expertis in focu: gr up re ­
sc·trch de ·ign and ample develop­
ment, group process and intera ti n 
the ry, and qualitative data nnaly i 
is essential. Without thi perti e, 
th orgnnization underwriting the 
co:ts fthe tudy a urn n idcr-
ably in rea ed ri k of p ricncing 
one or more unde irabl and poten-

tially ·ounterpr du ti ere ear h ut­
com , u h a : 

( l) id ntificati n or p ~ jfication 

f a ample p pulati n that is inap­
propriate r le u eful than it could 
have been; 

(2) u e of ere ning inter i ws that 
fail t b s nsitive to the need for 
homogcn ity among participant ; 

(3) creation f a re ning inter-
view ffering little apa ity t dis­
criminate betw en de irable and un­
de . irable pro pective parti ipants~ 

(4) d el pment of a po rly con­
cei ed di u. sion guid ; 

(5) r data r p rting; 
(6) application of improp r, verJy 

crude or otherwise inappropriat dL ta 
analysis meth ds; 

(7) failure t di ·criminnte between 
tho e element f the group di ·cu . ­
sion r pre enting artifa t f gr up 
developm nt pr e e from th se 
repre enting b na fid rc earch find­
ing ; and 

ns) de elopm nt of un . ound or oth­
rwise inappropriate re earch conclu­
i n and business or marketinu rec­

ommendations. 
Wh n one or mor o the e prob-

1 ms sur ace, the vaJue of the re­
scar hisc mpromi ed. ln omeca e, 
thi mpr mi e can be great that 
the re:earch eff n i redu ed t a 
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valuele e erci · that wa L time 
and money and produc · di . torted 
finding that may pu h management 
to make unh lpful and/ r . tl u. i­
ne deci ion . . 

A ugge ted approach for finding 
the r equired e perti e 

Given thi , the que tion naturally 
ari e : How i a re earch buyer to 
identify a moderator with the nece -
ary e perti e? The ound t ap­

pr ach, of cour e, i to a k pro pec­
ti e moderator e eral que tion that 
will effecti ely reveal hi or h r theo­
retical knowledge of ocial develop­
ment and pro e - including indi­
vidual role beha ior ' - in the con­
te t of ta. k oriented . mall gr ups, 
uch a focu: groups. nf rtunately. 

rc arch bu rs rarely hav :uffi ient 
the r tical background and training 
in the ·e is:ue to make thi fea ible; 
needed is a simple, m re universally 
manag abl approach. ne ~ u h o­
luti nist a ·kabout-or b erve­
how them deratordeal · with erving 
fo d and beverage for the partici­
pant of dinner time focu group ! 

Thi eemingly offbeat ugge tion 
ha validity becau e the theoretical 
underpinning of the focu group 
methodology pre ent unambiguou 
implication regarding the proper 
management of refre hment for 
group participant . Pro iding food 
and drink er e two purpo ' C. , ne 
practical and one theoreti al. Th 
pra ti al purpo is t pro id an at­
tendan in . nti f r r . spond nt:. 
The theoretical purpo -and, argu­
ably, the mor important on -is to 
pro ide a mean , thr ugh whi h group 
d velopment proce e may b . timu­
lat d and f ster d. Indeed, the wh le 
point onducting a f cus group, 
rather than a cri of f u d or in­
depth individual interview , i · to en-

fit fr m th in. ight · that naturally 
ari e from ta ·k ri nt d group pro-

Meat & potatoe : ace mpli bing 
roup oal 
K ep in mind that a focu group 

e. ion c nsists of a c 11 ction of 
individuals wh . typically , have been 
r cruited in a manner that ma e ' t 

continued on p. 44 
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Data Processing For Marketing Research 

For speed and 
ace racy the world 

is turning to 
optical scanning 

Scanning m an _ a f ter look at your re earch re ult -
to give you the competitive edge. 

• 1 time fa ter than k ypunch for data entry 

• Virtually 100 percent accurate 

• ow co t effective f r ampl iz from 500 on up 

Whether you're ne t door or around the globe, 
Pin ompany's full ervice data proce ing ca 
p ovide cu tom olutions to our s itic ne d . 

• The We t large t provider e tabli hed 1967 

• E pert taff works 24 hour a day 7 day a week 

• Editing nd Coding 

• RT Data ntry 

• Int ractiv Tabulati n with 
Pr prietary o twar 

• tati tical Analy i 
• Pre ntation Quality 

Graphi 

• Data Manag ment 

• tart-to-fini h 
Project Management 

Call fo r a free information packet. 

DataProces ing For Marketing Re earch 
1 07 16th treet • Santa Monica, California 90404 

Pho e: ( 00) 969-PI • Fax: (310) 453-3969 



The11 's a bully in my group! 

Editor's ore: Ru ry Clowes and 
Diane Guise are prin ipal of The 

lowes Partner hip,aRichfie/d, Conn., 
qualitative re earclt firm . 

act r fiction: e ery f u group 
ha ' atlea ton ully,ar p ndent 
who e ole objective i t domi­

nat th group and to browbeat fellow 
r , pondent into ubmitting t hi or 
h r p int f view. It a fa t. t least, 
manymark t rsbcli veitis.Theyfinnly 
beli v that focu group bulli are com­
monplace and that they intluen group 
finding . 

While we don't deny th y exist, th 
bully' pre ence i not a nonnaJ, ever -
gr up event, nor are group tinding , typi­
cally skewed by them. Thi myth of regu­
lar bully attendance in focu gr up ' has 
been perpetuated or a ariety of r a ·ons 
and fr m a ariety of per pecti e . It's 
imp rtant to understand the rea on. for 
the myth and the differing pcrspc Lives. 

thi behavior i di 'TUptive and destruc­
tive t the group. 

are mu ·t be taken. though, be au. e 
th per n you think i a bu Uy rna y not be. 

he articulate re pondent who earn rs 
gr up attention (and ometim . con:cn­
su ) through pe u~ ive rea:oning and 
in ·ight i not a bull . While at times 
overly enthu ia tic, the articulate rcspon-
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By Ru. ty I we and Dian Guis 

dent is a pos!l1ve influence upon the 
group. In fa t, most screener in Jude 

pen- ndcd and multiple choice que -
Lions d signed to find the e arti ulate 
r spondents. fter all, it i through the 
pen int rchange of thought and the 

resulting cro.·s f rtilization of idea (in 
part gen rat d by the e articulate re p n­
d nt ) that we glean . om of the mo t 

aluabl group finding . 

A bully e cu 
For obs ·rver: b hind the mirror,~ u 

groups can a terri ly un ettling pe­
ri n . It's not enjoyable to wat h and 
I is ten m; r ·p ndent berate your produ t, 
concept, adverti ing or ompany. Oflcn, 
obs rvers react to thi by re p nding t a 
pecifi group based on the input f ne 
r two respond nt rather than the input 

of the ntir group. 
If th input from an articulate re p n­

dent i · negative, the charge of a "bull at 
wor ''canpro ideane cu ef rdi. miss­
ing group inding . . ln thi cenario, the 
supposed bully i ' accu ed of monopoliz­
ing the group and directing it utput. 

In addition, change of pini n that 
occur during th gr up are often ited a 
evid n e fa ullyatwor ,area' ntobc 
suspicious fthe gr up as a wh I e. H w­
·v ·r, th s change h uld be r garded a 
a learning pp rtunity. What trigger d 
the change in [! eling ? Ha a product or 
concept w aknes. been unco ered? 

f cours . when the input i p itive, 
the would-be bully i tran fonned into an 
eloquent re 'pond nt who capture and 
r fleet the thought of the ntirc group. 

aturally, in a perfect w rid bs rv r: 
would maintain an open ear and list ·n 
equally to aJl re pondent,. Blll this i:n 't a 

erfe t world; selectiv listening doe 
o cur. Furthcrmor·, s lective li ·tening 
kew, group findings and can truly ob­

. cur r ·at i:sucs. 

Th bull fighter 
Ex peri nc ·d moderator all ha e reli­

abl t ·chniques to help bring the p tential 
bull inlin asapr ductive - and orne­
tim . c en articulate - re pondent. It i 
always l ·mpting to di mi an apparent 
bully figuratively and litemlly early in 
the group. H w er, ·uch an early publi 
di . missalcanha achillingef t nth 
participation of other group membe . A 
littl · pati nee (and faith in y ur m dera­
tor) can ften tum thi eemingly unman­
ageable respondent into a u eful gr up 
member. 

Th bull issue u ·uall can be av ided b 
stablishing groupe und rule early n: 

• Ther ar n right r wrong an w r . 
• Wee p t t h ar from all re ~p n­

dents. 
• W want all to feel free to agree or 

disagrc . 
• W are n t Jo king f r a con en u ·. 

nd yes, as a Ia. t re ort, the real bully 
who blatantly an on i tently ignore 
the:e 1rr und rule can be umm ned out 
ofth room~ ra "ph ne all'' and impl 
not r ·turn. 

he ne t time you· re behind the nc­
way mirr rand think you pot a bull in 
your group. ask y ur elf: 

• Is thi: a real bulJy or the arti ulatc 
respondent we hav creened for? 

• Ha e n gati e re p n e and/or 
changes in pini n un ered a ~,; cak-
ness in th pr du t r n ept? 

• Is there really a bull in my gr up is 
it my bully e cu e? 
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How it Works: 

• FocusVision Network provides 
video transmission of live 
nationwide focus groups. 

"Attend" your nationwide groups 
from your office or conven ient 
FocusVision Viewing Center. 

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

• Turnkey 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 dient location; 
see what you want to see. 

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

Announcing FocusVision 
Worldwide coming soon ... 

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

Sm1th Resesrch 
Qua/tty Controlled Services 

ChicltaDIIIIIIt8wll 
Adler-Weiner Research, Inc. 
Smith Research 

Quality Controlled Services 
...... City 

Quality Controlled Services 
let .... 

Trotta Associates 
LD• ....... an ... c..tw 

Trotta Associates Irvine. CA 

FocusVI 10 
E1WORK, 

fllaNty Cmtrolled 
City 

Murray H/11 Center 
I 

Philsdelphia Focus 

Fieldwrrt.. Inc. 

L&E Resesrch 

Ecker & Associates ...... 
Gilmore Research Group 

lluil 
Quality Cootrolled Services 

Suburban Associates 
......... c. 

House Mriet Research, Inc. 
._.cMIItlr., IY 

F1elcf.Nork, Inc. 

rv 

1266EastMain tre t • ramford onnccricut 06902 • (20 )961- 17 15 • Fax(20 )96 1 ~01 93 



Qual· • a 1ve cameo 
agein'95 

Moderators report on trends in qualitative research 

ditor' ote : Dr.L ·lie M. Harri 
i chairman emerituL of Fo ·u on 
Bo ton and founder if the Interna­
tional erwork of Fo u Group Re-
earch enter . 

T hi article ·ummarize trend 
during 1995 in th qualitative 
r ar h indu try identified 

through nv r ati n with a repre en­
tati egr up fqualitativere earchcom­
panie. 

On r earcher we poke with p r­
hap ummarizedquaJitative' progr 
in '95be t.Pat ab na,ownerofPatricia 

r 

rganizati n ·. 
Richard Fed r, pr sid nt of he ar-

30 

By L li M. Harri 

ti ns y creating different reali ti en­
ironment: . 
More vari l)' in group tructure. 

ar . v raJ rea on 

continued on p. 46 
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Performance Plus 
Bo ton, a achusetts 

Jackson A ociat 
Adama, eorgia 

Luth Re earch, lqc. 
an Diego, alifornia 

Probe Research, Inc. 
Dallas, Tex 

w 0 R 

T H E F U T U R E... T 0 D A Y. 
And Our Member Markets 

J. Reckner Associates, Inc. 
Philadelphia Pennsylvania 

McMillion Re earch ervice 
har1e ton, We t Virginia 

Irwin & earch ervice , Inc. 
jacksonville lorida 

Superior Surveys of St. Louis 
t. Loui Mi ouri 

Dennis Research Service, Inc. 
Ft. Wayne, Indiana 

onsumer urveys Company 
hicago Ulinoi 

Pat Henry Market Re earch, Inc. 
leveland, hio 

Are Pleased To Announce The Addition Of 

TWORK will employ mree £1M key principles: Productivity, Ver atility and Partnering by u ing efficienr 
technologies to enhance all data collection and data com•er ion methodologit: -including Mall Inter ept, Central 

ocation and Telephone Interviewing. 

NE'rW<lRK features the following ( ~i • .J((' software progranuning solutions: 

E-Z WRITER - Menu driven word proce ing for que ti nnaire d v I pm nt. 

C- URVENT - A comprehensive sy tern for computer-as i ted interviewing. Providing de ign, 
admini trative and management capabilitie for all p rati n . 

C-M 'NTOR - A Aexible and phi ti :ac d tabulation y tern de igned specifically for marker and 
opini n re ear h. 

CO 1 -A Window ba! d y rem for doing cab and graphics. 

WORK & CfMC 
The Power of Partnering. 

For more information abour ORK, 
pl ase call Linda Tc sar or Hen regory 
(606) 1-5 1 • F (606) 31-5838 

F r more info rmati n abouc CfMC 
please all J y e Ra hel on 

(212) 777-5120 • FAX (212) 777-5217 



QualitaliV_eJes_ea ch _______ _ 

Editor' note : Jan Newrnan is presi­
dent of The Newman Group , 
Burlingame, alif. 

omalt rh w xperi n dam d­
' crator is in facilitating focu ' 
groups or one-on-one interview , 

a certain nervou . xcitement gener­
ally pre cd s discu. :ion. What w 
mu ·t a lso understand i that re p n­
dents may have the 'ame feeling . By 
paying clo e attention to the vi ual 
language o focu g oup - the re-
pondent ' acial e pre ion , body 

movement and po ture - the mod­
erator can learn a great deal about the 
gr up' feeling and attention level . 
Re pondent , in turn, al o pick up 
subtle and not- o - ubtle me age 
from the m derator. 

he vi uallan uage of' a focu 
group moderator 

Att 're - neofthemo timportant 
vi ual ign i the moderator' . dress. 
Through ear of ndu ting fo us 
group and one-on-on in terviews, I 
hav found that dressing "down" i 
u ually the b st approach. ave the 
late t outfit for anoth r p rsonal o ·-

32 

ca ion 

that you would prefer to have re pon­
dent · react to you and the que tion 
you po e rather than be o caught up 
in what you are wearing. Wear only 
minimal jewelry ince you do not 
want to encourage vi ual attention to 
your elf. ou want re pondent to 
focu on what you are aying, not 
what you are wearing. 

Depending on the type of focu 
group or one-on-one int rvi w, dress 
accordingly. Profe sional inter i w. 
generally ugge t a mor formal ap­
pearan e. heck with the fi ld . r­
vice you are u ing to l arn what the 
dre norm are for ariou bu. inc . 
e tor mat h your a Hire t th m. 

Body languag - B dy language 
L ery importan t in r ating a com­
fortable environment for your re pon­
dent ·.Hands speak. Keep them on the 
table . o peopJ can . h w c mf rt­
abl you are during the conver ation. 
If you ar n rvou imply hold on to 
your paper ·. Hand · out of view may 
ignal that you are not comfortable or 

at ea. e. 
One of the ea ie t trick to learn i 

to lean lightly forward in your chair 
athe than leaning back. lf you lean 

forward, thi ugge t that you want 
to be involved in eriou con r a­
tion. You are intere ted and giving 
om one your full attention. Leaning 

bac in a chair i fin if your r . p n­
dent are talking among each oth r 
ince a focu group i really their 

conv r ation. When qu tions ar di­
re t d at re pond nt is it g n rally 
m r pr du tiv ifth m d rat rd m-

nstrate · vi ually h w intere ted he 
r ·h i · in th individua1 and the 
ntirc gro 1p. 

ye contact- ye contact i vital 
in directing· traffic 'in a focu group. 
With a simp) ye m vern nt, a mod-

ratorcan ignal are pondentto hare 
their viewpoint. ye contact canal o 
cu are pondent to focu more on the 
meeting at hand and move away from 
conve ation that i econdary or di -
tracting. ye how incerity, empa· 
thy and confu ion. All o the e me -
age are important in conveying fo­

cu group me age . 

The re pondent ' i uallanguage 
Body language - The body lan-
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gua e far p nd nt i a i:ual ·lue 
t ward h w th ar r sp nding t 

ari u: id a . If 
b qui t, it i th j 
t draw th m ut of their . h II. It i 
imp rtant to r niL that a quiet 
r p nd nt may b that \! ay due t 
. m 1 l f dis· mfort with th 
gr up f rmat, 

pini n that is astl diff r nt fr m 
th majorit th gr up. In ith ·r 

r . 

d 

Th pa t and pr . ent 

. iti e runa 
t ring f th 
are a k d 
ary. 

n-

p n-

ur 
n-

rn t r · gni~: an utiliz 
i ual languag f qualitati r -

r h. It will b an in aluable t I in 

.. n , int r i w 
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WHERE WILL YOU TURN 

FOR ANSWERS? 

Burke 
INCORPORATED 

BURKE MARKETING RESEARCH 

BURKE CUSTOMER SATISFACTION ASSOCIATES 

THE TRAINING & DEVELOPMENT CENTER 

INFRATEST BURKE INTERNATIONAL SERVICES 

CALL TOM MOONEY, MIKE PIETRANGELO OR JOHN IACOVIELLO 
(609 )627 -5000 FAX 609 ) 627 - 1260 
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etap 0 ically spea 1ng 
• 

Using metaphors in focus groups can help 
tap consumer creativity 

By harlotte Rettinger and Ann Brewer 

Edi!or' note: Charlotte Retlingerand 
Ann Brew·er are partners in Deiter Re­
search, Greal Neck. N.Y. 

t i 8 o'clock on a dark and rainy 
night in Ni viii . Eight respon­
dent ar waiting r b all d in to 
fo u. gr up dis u. si n. Wher 

ar the other.'? h uld you wait until 
y u hav I 0? 

You decide to wait five minute . 
One ther p r , n comes. he group 
member are u he red into the confer­
ence room. n woman check her 
teeth in the on -way mirror. A man 
pill hi coffee on the table. very­

one ettle in and you a k them to 
introduce them elve . The men and 
women repre ent a broad cro ec­
tion of the target audience. You tell 
them the purpo e of the group i to 
obtain their reaction to i name 
developed by the client' ad agency. 
The discu ion i - lively and full of 
opinion but no one like any of the 
option . o, you lay it on the table. 
What would they like to have the 
produ t named? D ad . il n . 

J u t when y u thought consumer 
creati ity wa a pipe dream, there i a 
'" ay to make it a reality. It' a simpl 
re ear h pro cdur that breaks the 
lock on r ati e-phobia to obtain cre­
ative a ·istancefromcon umer ' . And, 
better yet. the technique can be u ed 
with traditional d pth intcrvi ws or 
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focu group . The pro edure r li . n 
metaphor , simil and ·ymbolic lan­
guag to decreas inhibition . , fr cing 
resp ndents to a css th ir emotions 
and take a chan e by being creati c. 

Why car a out c nsum r creativ­
ity? onsumcr reati ity can nrich 
th mark ting pr · ss at any stage, 
but it i · particularly effecti e in the 
early stage during trategic develop­
ment. When con umer are creative 
they e pre them elve at an emo­
tional le el. Product and er ice 
that tap into that level are more uc ­
ce ful becau e they touch con um­
er "\ here they live." For e ample, 
con umer creativity i not nece ary 
when conducting a blind ta te te t of 
everal different chee e brand and 

varietie . Howe er, con umer crea t i v­
ity i very important when determin­
ing the po itioning of a new line of 
lo\ fat chee e becau e the mo t u -
ce ful po itioning le erage their 
con onance with con. umeremotion . 

r eati vity and the inter view 
e n vironment 

Most p pie enjoy b ing reative, 
but only when the are timulated 
rath r than hall ng d. nfrontati n 
is a quick and eas wa t dry up 
. orne n 's r ativc juices. Wh n the 

iceville group participant aid they 
di liked the product name and were 
'isked to provid :om of their own. 

naturally they went blank. 
he optimum way to timulat con­

sum r cr ativity i: through a combi-. 
nation of environment and technique. 
Bef r d scribing th u , of meta­
phors, simile and ·ymbolic language, 
there are a few point to cover about 
the optimum interviewing environ­
ment. 

When recruiting, creen for people 
who are recepti e toe pre ing opin­
ion in front of other . There are no 
other requirement with regard to 
group ize. ubject matter to be di -
cu ed or the demographic profile of 
the participant . 

• State the rule of the road a you 
would for a brain torming e ion. 
Offer as many id a a · y u an and 
def r judgement. B resp ctful of 
other p ople. ' id a . oid b ing 
negative ab ut any id a. Tak id a: 
to the n xt 1 I. Offer alt mative . 

• U e a non- onfrontational mod r-
ating tyl f r and during th meta-
ph r e rei . e. 

• Do n t intr du e rating ' calc · or 
other linear exerci e be ore the cre­
ati e porti n. Keep the di eu ion 
orient d to right-brain thinking. 

If the group i ten , do rela ation 
exerci e a a preliminar wa m-up. 
If t n ion persi t , be funny! 

The metaphor op r ating proce 
To begin de cribing metaphor op-
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meaning. 
Ther ar thr 

can be u ed in a ingle group or indi- -the eternal child." 
idual interview before re p ndent Moderator: "We' \'e talked about 

fatigu make thee erci e unproduc­
ti e. 

n abbre iated, hypotheti al e-
nari of the P pr e u ing the 
m taphor "lead a harm d lif " i. 
de crib d belo . 

derat r: " er' talk about the 
phra e, 'L ad a charmed life .' What 

h in does it mean to you?'' 
Re p nd nt : "It means a \'ery 

lucky penon. someone lvho comes 
out ahead 1zo mafler ~that . . omeone 
who hasn' I taken an_v hard knocks in 
life ." 

M derat r: "Thinking ahouta lucky 
per ·on who ha. n' t experienced hard 
knocks, what does that remind you 
of?" 

Rc ·p nd nt : ''It remind. m of 
my sister, who always wa the mo 1 

popular, f?Olth he 1 grade nd had 
the cut . t boyfriend. when we were 

me think 
no! l 'el')' 

A 

continued on p. 48 

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 ag~ressive 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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Exact Age __ _ 
Income 

----·---~~-~~----

Gender 
New Mothers 
Elderly 
Ch ildren 
Low Incidence 
Ethnic 
Business 
ROD 
Many Others 

Call for quotes or free brochure . 

Old Greenwich, CT 06870 

800-784-8016 • FAX 203-637-8569 

e-mail 72672.1327@compuserve.com 
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Survey Monitor 
continued from p. 6 
are the inevitable re ult of user fru ·­
trati n. 

Window 95 0 erload - he a -
nt of th n w Mi rosoft operating 

y tern with Microsoft twork' 
p int-and- lick a ·cess will ultimately 
enc urag on-line service growth. In 
the hort t rm, however, it uld ha e 
th oppo:it ff ct r current P 
0\1 n ·rs. Rather than imply de id to 
add on-line capabiliti . con urn rs 
must onsid r whether t upgrad to 
th n \1 operating y t m and then 
wh ther t u e th built-in 

\ ner. will a lso ha e t 

c n ider v h ther their c isting hard­
ware will be p· werful enough to a -

mmodat the new soft\ are. The e 
n ' ideration: may au e p lential 

on- lin ·ustomer to deJa making 
any decision at all. 

Looking to the futur . childr ·n will 
play an increa ingly imp rtant rot· in 
e panding the numb ·r f on-line 
h u h ld . F ·us groups onduct d 
by Re p n e na lysis indicate that 
the dcvclopm nt of c mputer lit-

racy in hildr n - in luding th · 
ability to communi at n th 
Tnt rnet-i · a riti alrn ti at rin 
a P purcha e. hildr n ~ L might 
b able t help their paren t find th • 
modem in their ornputers. "We 

now that irtually all ·om put r · 
ld at retail ver th past fi e ear 

quipp d with mod m , yet nly 
about thr e in fi e P 

n ss to incr a 
acquir P pur-
po. e f o ing on-line. 

h teleph ne ur ey \J as ·on­
du ted in July with a rand m ampl 

f 757 hous ho lds with income of 
35,000 or mor and was dire t d 

b th Re. pon:c nal .·i · lecom ­
munications and lnf mati n Te ~ h­
nology Gr up. r m r informa­
tion cull a m nd Bog s at 60 -
921 -3 3. 

Car buying men are tire 
kickers no more 

Remember h n ad used to walk 
int a ar dealership, ki k a w tire 
of a w od paneled station wagon and 
haggl with th dealer ov r wheth r 
r n t t pa tra f r \1 hit all ? 

·ording to a ·urvey, modern guys 
probabl alread know what ·ar 

fore th 

ball gam . 
he y, conduct d b J.D. 

Po rand . sociat s for Men's 
Health mabaL.in r ·v ·als that nearly a 
third of the m ·n surveyed (32 p r-
ent) ~ that the deliberately vi -

ited a ~ t sed d ·al rship to amine 
cars and ch ck price . 

In fa ·t, the urvey ''H -.: Men Bu 
Th ir ar ·"find that m n :p ·nd an 
'normou · amount t time just think­
ing a ut what art bu c en before 
they :tep 
deal r lot. 

The ur ey finds that n arly half 
(4 per ent) of m n sa that the 
. pend b t\ een three week and thr · · 
months thinking ab ut purchasing a 
n ·w v hie I for th ' i it th deal­
er. hip. n ther quart r of m ·n (26 
perc nt) pend thre months or mor 

amining their pti ns before they 
enter th deal r· . showroom. 

On a rage th · :ur ey find that 
men pend l _ .7 we ks (ov r three 
months) thinking ub ut pur ha ' ing a 
n w car, spending their time talking 
tooth rs, reviewing inf rrnation and 
planning their pti n . 

•· en hunt f r ar the \ ay an e -
p rien d tra er hunts r r wild 
game." ay Mik. Lafa or·, editor 
for Men's Health magazine. "'They 
spend a l t ftim ·just planning their 
atta k, arm in th ·mselve with the 
n · · ·ssar w ap n. and talking th ·ir 
prey h n hop·fully it · n't ee 
them." 

How do m n de ide what cars to 
pur has or what dealer hip to isit 
in the fir t pla '? c ording to the 
stud . the thre most important 
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s urces f inf n11ation for men in 
choosing a make or model were ar­
ticles in new papers or magazines 
(42 percent}, previou e perience with 
the vehicle or manufacturer (41 per­
c nt), andre ommendati n of friend 
or relati c (29 percent) . 

Among the urve ' highlights: 
• Fort - ne per ent fm n ay they 

hav already dccid d on the make of 
a ehicle befor they visit a d alcr­
:hip. imilarl , 4lperccntofm·nsay 

cis (29 percent), lack of tru e tin . ale • 
people (27 percent), and a prior bad 
e peri nee with the dealership itcd 
by 16 percent of those surveyed. 

Not urprisingly, atu day is the 
mo t popular day for closing an auto 
al , with twent - ne percent of men 

purcha ing their car on that day. Tue -
day wa the econd mo t popular day 
( 17 percent) folio~ ed by Wedne day 
and Monday ( 14 percent). unday was 
the least popular day to clo ' e an auto 

deaL with only 4 percent of men pur­
chasing their car on that day. 

"How Men Buy Their ar " wa 
conduct d f r Men's Health by J.D. 
Power and Associates and is based on 
male respondent" to their 1995 Power 

ar and Truck Media eport who 
purchased their Iight chicles between 
May of J 993 and Apri I 1994 and w re 
recontacted during February through 

pril 1995. For more information call 
610-967-5171. 

they have narrowed their ch ices to ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

two to three make of a vehicle before 
vi iting a dealership . 

• Three out of four men 77 per­
cent) had a price in mind p{ or to 
i iting a dealer hip . 
• Half of men (50 percent) ay they 

had already decided on whether or 
not to purchase a domestic or im­
ported car prior to visiting a dealer­
ship. 

• Among those men (50 p r ·ent) 
who had already decided on wh ther 
or not to purcha e a dorne tic or im­
ported car pr'or to vi iting a dealer-
hip. 93 percent bought the national ­

ity they w r predisposed to. 

• Nearly a third of m n (29 percent) 
. ay that prior e pcricnc ·with a deal ­
ership and its location arc very or 
sam what v r influential factors in 
their decision to purchase a car at that 
dealership. 

• Younger men (und rage 50) were 
more likely to i it a dealer hip when 
it wa cJo eel. In fa t, 66 percent of 
men who deliberate( vi ited clo ed 
d al r. hip. were under age 50. 

• The thre m st important factor. 
for mal auto shoppers in choosing a 
d ·alcrship were ha ing the mod Is 
they desired (4 percent), the service 
r putation f the dealership (45 p r­
cent). and the ale taff reputation 
(36 percent). 

onvenienc i n t alway" a 
factor in choo ing a dealer hip. In 
fact, 38 per ent of m n did not buy 
from a onvenient " arne make" 
dealer. hip . 

• Why don't m ·n buy from conv -
nient dealerships? Key factors pr -
venting th m included high prices 
(4 percent), una ailahility of mod-
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Fastest-growi g, 

Increasingly 
affluent, 

a d diver ified. 

That's rhc Hispanic Market we know. 
With an annual rate of 3.4% ompared to 

the national growth rate of .9%, it' the 
fastest gro\\ling ethnic minority in the U.S. 

With purcha ing power nmv estimated 
at more than 240 billion it's an increa -
inglr affluent market that' simply too 
big to ignore. 

And, it i diver ificd. While Hi panic 
take on traditional Ameri an value , they 
do oat different stage ; through a 
compte ·, highly diver e proce . At the 
same rime, they tend to rerain their own 
core tradition- rheir language, cultural 
values, and ethni identity. 

To know this large more affluent, and 
diver e on umer market i ro know the 
IIi panic core of value , culrurc, and 
identity. Becan e knowing can mean the 
difference het\\leen marketing u e s 
and failure. 

Hi panic Marker onnecrions, Inc. is a 
bilingual, bicultural full ervi e marker 
re earch firm rhat provides market intelli­
gence abom rhe Hispani ommuniry in 

the .. . and Latin America. W/e know. 

Lo Alto, A 415. 6-.3 59 
Lo Angele A 310.914.0141 
New York, NY 111.836.4875 
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Annuities growing in 
popularity 

any meri ans, . p ially the 
older and more affluent c n umer , 
are turning to annuiti · a · a way to 
ecur a ing and defer taxe on 

earning , a c rding t a poll con­
ducted by hilton R earch er i e . 
Radn r Pa. 

" nnuiti :are ·p cially attracti e 
to old r, affluent in e tor becau e 
th y offer higher yield compar d to 

money mark t fund and and are 
le ri y than investing in tock and 
bond ,' ay. Don ietrich, hilton 
Group vi pre. ident and head of it 
Bu. in ·sand Tndu try ervice Divi-
ion. 
Lik commoditie , annu1t1 : 

tr ngl ' app al to an ol er popu la­
tion 'egment. Two-third of annu­
iti ,' holder are 5 year or lder and 
41 p rcent are 55 year or ld r. Lik 
inv :t r in t ck and b nd , annu­
itie holder tend t be affluent and 

..==============:::;-t well-edu ated with 40 p r ent earn-

Researc 
at 

akes a 
DiHe ence. 

• Business-based, 
Solution-oriented 
Qualitative Research 

• Innovative and Standard 
Methodologies 

• Global Capabilities 
through BAI International 

• Consumer and 
Business-to-Business 
Expertise 

• and much more ... 

BAI 
QUA UTA llVE 

For information, contact 
Joanne Baliatico, Project Director 

BAI Qualitative 

A Division of 
Behavioral Analysis Inc. 

580White Plains Road . Tarrytown. NY 10591 
Tel : (914) 332-5300 Fax: {914) 631 ·8300 
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ing 50. 0 or m r a ar. he p ll 
how that annuiti · ar qually fa ­
ored b men and w men and that 

m t annuity h lder. al o wn tock 
54 percent) or mutuaJ und (59 p r­

cent). 
Th hilton ·ur ey how thL l 

nearly half fall Ameri an (46 p r-
·ent) currently h ld n r mor 
th llowing kind of in estment:: 
·tock . bond mutual funds, c m-
m ditie or annuiti ·. Th mo.· t p pu­
lar t pe f inv tm nt is sto ks (2 
percent). f llow d b bond · (24 per-
cent) and mutual funds (22 percent . 

bout on in . vcn meri an hold 
annuiti s ( 15 percent and 3 per ent 
own ·ommoditie . 

Th' sour ·e the data i the E -
PR mnibu urv y onduct d 
by telephone n June 7-11, 1995 
among a random nati nal ample of 
I .00 adult age 1 r old r. he 
re ult hav a margin or rror o ±3 
per ntage p ints. 

F r more informati n about thi 
or a copy of the late t report, 

"Profiles of [nvestor : urvey of 
on sum ·rs I 94-19 5," conta t Bar­

ues: le I -96 -4694. 

Spices perceived as 
healthiest food 
ingredients 

Ameri an rated pic s as the 
h althie t f d ingredi nl. in a na­
tional ur ey that tra k d n. um r 

pinion ab ut f od ingr dients. atu­
rat d faL, MS , salt and affeine 
wer rated a: lea ·t healthy. Th ur­
v y w·ts conducted by DB Re earch 

& Con ulting Inc., the re earch ub-
idiary the pu lie relation firm 

Cr am r Di on Ba ford, ew York. 
Sur y re pon ent wer a k -d t 

rat the f llowing ood ingr di nt. 
and additive u ing a cale of 1 t I 0. 
where 'l 0'' mean ery h althy and 
· I" mean very unhealth 

Peanut il ....................................... 4. 

utra we t r saccharine ............. 4.8 
ugar ............................................. 4.4 

Caff. in ......................................... 3.4 

"The e re uh . u gc:t that the 
efforL o nutriti ni t to ·ommuni ­

at that spi s are a healthy way to 
add rta or and e itement to food 
are "'-' rking." say . Penny lark, 

... R.D. , and r amer ic , on 
Ba f rd' regist r d dietitian. 

Larry hiag uris. managing di ­
rect r of OB R . ar h on ult­
ing a , "The l w rating: f cer­
tain ingredient - aturat d fat.. 

G, salt and affeine - rna b 
an indi ation that the public i re ­
a ting t the ongoing media o er­
age about th eff ct of the e ingre­
dient n their diet:. On the other 
hand, th high rL tings con . umer 
ga e to olive il ugge:t oli oil 
manufacturer • f rt to reate a 
health positi ning forth ir pr duct 
ha e b en su · ssful." 

The om pan ': pr prietary a­
ti nal Re arch Pan I f I low con­
·umer attitude and trends. in lud­
ing perception b ut food and nu ­
triti n i ue . qu :tion­
nair ·s w re mailed to 1,079 a­
tiona! R ·scar h anel member 
a r th · nation . total f 356 

ompl ted and r turn d the urvey, 
rate of per nt. For 

rmation ·a ll a id Kelli 
7- 0 I . 
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Few Spanish-speaking 
heads of household are 
registered to vote 

A r nt mnibu · tud with 
Spani h . p aking f mal h d . of 
hou ehold revealed that les than 
40 p rc nt of th mar r gi t r d to 

vote. he tudy by Hi panic 'ar-
keting ommunication Re earch 
Belmont, alif., wa conducted in 
Lo Angele , ew York, and in 
Miami with a total of 900 r pon­
dent (300 p r market). 

Re pendent in Lo ngele were 
con iderably le s lik ly than tho . 
in ew Y rk and Miami to be rco-­
i tercd to otc, only 15 p rccnt in 
Los Ang I :, as opposed t 36 p r­
cent and 39 percent in ew ork 

and Miami. re pectively. 
om of the e market difference 

in Hi panic voter rcgi tration are 
mo t likely due to difference in 
the compo iti n of the Hi pani 
population aero market . For 
example, one rca on that Hi pani . 
inN w York may b more likel t 

be rco-ist red voters i: that many of 

th m ar Puerto Rican, and there­
fore have citizen hip right (duet 

· Pu rto Rico's commonw alth sta­
tus). ikewi e, the high repre enta­
tion of uban among iami Hi -
panic may at lea t partially e -
plain why Miami Hi pani are 
more likel to vot than tho ~ e in 

ew York or L sAng I . . ubans 
ha e been more likely than oth r 
Hi. panics to be orne citizens be­
cau e f th ir antag nism L wards 
the political regim in uba. Me i­
eans, who make up the overwhelm­
ing majority of Hi panic in o 
Angele , are m re likel to beUeve 
they will return on da to Me i o 
and thu may be le likely to be­
come . . citizen . 

There ult of thi re earch indi ­
cate that the mor edu ation pan­
i h peaking Hi pani ha e, the 
more likel th y arc to b r ·gis­
tered oter ·. High r c p sure to 
main -· tream English language m -
dia is also associat d with a higher 
likelihood of being registered to 
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ote, ugge ting that Spani h m -
dia ould play a mor m aningful 
rot in en ouraging li pani to 
r gi t r t v te. 

Hi panic women who have 
maller hou ehold and who have 

been in the . . for longer period 
of time were al o more likely to be 
regi tered voter . Al o, older and 
more economically pro perou 
Spani h peaking women head , of 

h u ehold were more li ely to be 
regist red vot ·rs. 

The data shows that th ·rear pro­

found differences " ith respect to 
party affiliation among Hispanics 
from different countries of oriuin. 
Th Hi.·panic groups most I ikely to 

vote Democratic are Dominican 
(5 percent , f llowed by e ican 
(50 percent). uban are mo t li ely 
to vote Republi an (60 percent), 
ompared t Hi panics from oth r 

countrie of origin. 
The impli ati n. of th se tr nds 

ar that politi al education and en­
ticcm nt to r gistcr to vote seem t 

b po.liti al pri riti for pani h 
speaking w men in the or 
th primarily pani . h ·peaking 

Hi panic , in ormation on voter reg­
i tration in pani h might help to 
increa e their likelihood to regi -
ter. Since the e finding al o indi­
cate that tho e who are not regi -
tered tend to be le educated it 
would be important for thi infor­
mal i n to be cJcar. 

Another cru ial impli ation of 
these finding: is that while many 
politicians ma think of Hispani s 
as a monolithic group. there are 
very . ignifieant differences within 
the Hi . panic community with r -
:pect to not only the likelihood of 
being a regi tered voter but al o 
with re pect t party a filiation. 

The omnibu tudy wa , ondu ted 
during uo-ustl995 with f male head 
of household who rcpon d speaking 

pani ' h at home m t of the tim . 
The margin of rr r is ±5 per nt. For 
mor information, call R b cca 

Abravan I at 415-595-502 . 

TRAIN NG INSTITUTE 

FOCUS GROUP MODERATOR TRAINING 
Leam a systematic and successful approach to moderating In 
an experiential setting. RIVA uses proven techniques and merges 
them with your own style! 

MTS 1 Fundamental 3 Day Course (8 Students/2 Trainers) 

• 
MIS 11 Enhancing Perlorrnance 4 Day Course {8 Students/2 Trainers) 

• MTS Ill Toward Ma tery (l Student/ 1 Trainer) 

• MTS IV Analysis and Report Writing 

RIVA 
TRAINING I STITUTE 

A Divi ion of RNA Market Re ear h. Inc. 

7316WisconsinAvenue. Suite450, Bethesda, MD20814 301-652-3632 FAX301-907-0209 
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Recruiting 
continued from p. 17 
if they had allowed them elve more time to review and 
con ·ider their re earch goal . ur recruitment taff wishes 
they had placed it el ev here, or it cau ed u all orne franli 
day · and leeple night ! Inadequate planning re ulted in a 
c mpr mi e project fore eryone. 

Pr bl m · can cur in the field under the be t f ir um­
tance . A qualitative re ear h con ultant · and mod rators, 

" e can le en that probability by in i ting that w"' allow 
urs ·lves and the fie ld en ugh time to adequately pr pare C r 

and execute our client · pr je L. 

Writing effective 
screeners 

By Gerard Pampa1one and H. rae Fuller 

magine our industry wi th ut prof ·ssional r cruiter:. up­
p e qu(.litative con:ultant: had to r crui t th ir own re­

p ndents. Looking at th last scr ener you've writ ­
ten. w uld you b abl • to r cruit your own tu y? 
Wou ld u want to? 

Here are some guid ·lin ·s for effectiv screener de-

QR icld omrnittee ·tudie and a decade of p r-
·onal perience. Keep the ·e guide line handy and e 
if the impr v • your :creen r writing kill . 

Format 
• Establish a standard screener format and keep it 

consistent. Tt should include a " ummary ection,'' 
preferably on the f ont page. f r re ruiter t fill in 
qualifying r spon ent · ' nam ·, addre e , ph n num­
bers, both day and evening, dater cruited, plu d m -
graphi ·sand therqualifying inf rmation. Thi mak s 
it a:ier to ch ck quota and end confirmation I ll rs. 
Additi nally, it' helpful t re tat date and tim ·s or 
scheduled interview r focu gr up on the front pag 
so recruiters an rep at them t re p ndent ju ·t b ·­
for hanging up. 

r ener hould bed ubl - ·pa d with lear s pa­
ration . of que ti n . Put in tructi n t r crui tcrs in 
capital I tter encJo ed in par nth 

• A void I ngthy creener . If a reener i · fi vc to I 0 
pug s long, re pondent rna think. the arc participat­
ing in a phone tudy. oid asking questions that are 
not ire tl related to the screening crit ·ria, as thi · an 

ndent and di: ·ourage th ·m rom comp leting 
re ning proc ·ss. 
riti al . lion f any sere ner is a final page f 

re ~ ruit r instructions. In addition to briefly tating the 
bje ti f the r cruitm nt, it provide · recruiter 

elopment, based on input from recruiter pa t with a checkli. t f l(UOtas. Write recruiter note in a 
-------------------------.. bullet fashion, summarizing specifi ations. 

STATPAC GOLD IV­
PROFESSIONAL'S 

& MARKETING 

RESEARCH 
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StatPac Inc. 
4532 France Ave. S. • Minn apoli , M 55410 
(612) 925-015 ·Fax(612) 25 -0851 

#1 Choi for Survey M rk ting R .. e rch 

• If terminal· and tally numbers are needed. ad i e 
r ruiting ser i • s hefor recruitment tart . It ' diffi­
cult to gu ss or recon truct thi in ormati n aft r 
re ·ruitm nt begin . . 

on te nt 
• Provide as much informati n a po ible in the 

introduction and in th invitation. tate the nature of 
the :tudy and rea ure re pondent about th legiti­
macy o th r earch tudy nd that n one will try to 
. ll them anything. 

• Mention the tudy topi ' in th introduction to pique 
re pond nt intere t. This i. ·p ially vita l wh n re­
cruiting m di al and e e utive studies. It is more 
diffi ult t recruit professi nals with a blind :creener. 

• T mak m re cffi ien t usc of recruit rs time, 
place maj r qualifier and disqualifier · in the front of 
the ere ner. E ceptions to this arcs nsitive que . t ion 
u h a age, ra e and income questions which may turn 

off re p ndent when (. . ked too ear ly in the r cru iter­
rcspondent r ·la tion ·hip. 

• K ·ep re lated que . tion . together . . uch a ehav-
ioral r u ' age requirem nts d m graphics and secu­
rit ' sere ns. Random ord ring of qu :tion 1. di ri ­
cnting for r ·spondent:. 

• Wh n asking rating or requ ncy que ti n . break 
th ·minto two part:, e.g., "D y u agree r di agre ?" 

h n ask. "Do y u agree/di agree trongly r me-
what strongly?" Breaking the probe into two part , 
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t put rn r th ught int th ir re-

nts' 
u-

it an 
to th 

. wh n r ·cruit­
rj ting a qu -
r "spond nt t 

it's 
wi llin to 

What respondents 
should expect: A 

open letter to 
qualitativ res arch 

part· c ·pants 
ull r 

nd 'nt ar ith r unwilling r ina -
in rea . ing fr qu n y, t lcphon 

n unt r an wering rna ·hin -; r n umcrs 
ho hang up b fore an planati n f the cal l an 

d li ered. 

December 1995 

In additi n t I gitirna t r'sp nd nt · r ti nee t 

th r parti ar h r. ha 
n 

n ran 
rming di h ne . t r . pondenh i b -

f thi . arti I , w h it" ill inf rm 
rna 

a tt r und ·r~tanding 
ar h tud entails , 

in the r ar h 

indu. tr ' wh n int ra tin 
r . pond ·nt. . 

ital r ~our· -

Introduces 

Mysteq 
Shopping 

Special emphasis articles and 
directory of firms that specialize 

in mystery shopping. 
Coming in January 1996 
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expect the caller to give you the fir t and la t name of 
her or hi up rvi or and manager. Although r cruit r 

may not be able to an wer all your que tion , such a 
who i pon oring the re earch, all information they 
do giv t you i. hon .-t and true. If the caller a ks you 

for money, then it' not legitimate marketing re earch. 

xpect not to have your name, addre and phone 
numb r "s ld" t mailing li . t ompanies r ther firms 

that would conta t you to oli it your bu. in · . 
• E pect to be treated a the valuable re ource you 

are with c nsideration , re . p ct and dignity. If timing 

of th initial phone all i. not good for ou, c p t th 

recruiter to a k you what time would be better. 
pe t to be asked a few que tion · to e i you are 

appropriate for the urrent study. E pe t the recruiter 
t give y u an hone t e timate of th time involved to 

ask then ces . ary question . . It u uaiiy take only three 

r four minutes, at most. If you are appropriate for the 
tudy e pect to be in ited to participat in an indi ­

vidual or group inter iew schedu .led for a certain time . 

Expect t be offered ·orne type of gift r en h fee for 
participating as a way of thanking you for your time 
and trouble. If ou cannot attend the scheduled int r­

view or are not appropriate for the current tudy , but 
you xpr ss a willingness to participate in the future, 
expect to be called again about other tudi 

pect to recei e a letter from the re earch com­
pany. confirming the date and tim of th interview for 

which you \ ere recruited, plu a reminder call about 

24 hour prior to the interview. 

pect to be advi ed that although a friend r 
family member rna bring or accompany you to the 
place of the interview. no one can a ompany you into 
the interview room. Adult friend or family member 
are welcome to wait for you in an adj ining or nearby 
reception ar a. 

• E pect to arrive 10 to 15 minute before the inter­

view i to begin. Becau e interview are frequently planned 

back to back, it i · es ·entiat to tay on chedule. If you 
arriv Jat , r aliz that if a group int rview has begun, it 
i unli ely that you will be able to participate and, thu , 

may not receive a participation fee . 
• E pect to b asked for photo identification upon 

arri al. Re earch tudie are propri tary and confiden­

tial o it' important toe tabli h that only tho e people 
wh ar 1 gitimately recruited to participate are present. 

• Be aware that the number of people r ruited for 

group interview i alway. more than will be need d. 
Research companie know from e perience that it i 
rare fore eryone \ ho ha . been in itcd to . how up. On 

the infr q uent oc a ion when there are more p ople 

than can participate. e pect orne people to be in-
erely thanked for taking the time and trouble to come 

out but told th y will not b able to participate in that 

re earch project. If you are one of tho e di mi ed. 
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expect to be gi en your gift or fee anyway if you 
arriv don tim . It i lik Jy that th research company 

will call you in the future to ee if you qualify for 
another tudy . 

• Expect the interview to ]a t about two hour , unle 
ad i ed otherwi e at the time of your invitation. It i. 
very di ruptive to the dynamic of a group interview 
for people to enter late leave before the group i 
dismiss d. If y u d n tthink y u will b able to tay for 
the entire inter iew, ad vi e the telephone re earch re­
cruiterofthi. before you agree to participate. If you leave 
early, do n t c p t to rc ive your participation fee . 

• Expect to hare your opinion and expericn cs 

during the interview. Tru t the pr ce and a e que -
lions, such as the id ntity of the research sponsor or 
how the recruiting ompany go t your name, until th 

end. · pect everyone in a group inter iew to be en­

couraged to talk and hare equally in the di cu ion, 
ith no one per ·on dominating. 

pect the inter iew or group proceeding to be 

taped . Thi i done to e tabli h a record of what wa 
said for oral or writt n reports . pect not to be 

id ntifi.ed by nam in an report. 
pect afety and security. E, pect no one to do 

anything that would either harm or embarras you. You 
alway have th right to lea e if you are uncomfortable. 

• E pect no one at the firm pon oring the re earch 
to contact you without the recruiting service or inter­
view r contacting you fir. 1 for permission. 

• E ·pect to enjo the interview. confid nt in the 

knowledge that your opinion and e perien e , re 
heard by people intere ted il'l ati fying the want , 
needs and desires of p ople lik you. Tnf rmation 
gained in re earch inlerv iew ultimately 1 ad · to im­
proved quality of good and erv ices. 

• E pect to participate in qualitativ res arch inter­
vievl no more than on e or t icc a ear and no mor 

than three or four time in your life. A intere ting and 

enjoyable a re earch inter iew are, being a con­
sumer res arch participant is not a h bby or second 
job. It i important f r the re earch pro e that par­
ticipant not be highly e perienced in the interview or 

group di ·cussion procedure. 
• After our rescar hinter icw, ·pe t orne re ruit­

ing companie to a k you for recommendation of 
family members and friend who may enjoy participat­
ing in futur r search. 

• Be a war that th r ar people who try to h at th 
re earch pro e ~ and lie to get in ited for interview 
just forth cash fc s. uch behavior robs all of us of 

a curate information for ompanie and in ntitutions to 

ba e their deci ion upon . Therefore, uch beha ior i 
di ·couraged and monitored . 

hank you for participating! 
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Product & Service Update 
continued from p. 8 

Pulsar the talking tab 
program 

Raosoft simplifies form 
creation 

Rao ft 

TelePRIZM gives instant 
analysis of inbound, 
outbound calls 

larita , lingt n, a., ha: rei a. ed 
TelePRIZM, a new product that lets com­
panie t analyze inbound and outbound 
t I ph n numb rs u. incr larita · ' 
PR lZM I ifestyle :ee.m ntation s stem. 

r ne d th ar a cod and th' fir:t 
thr e digit: of th telcphon · number to 
o tain a R1ZM profile, includingd rna-

December 1995 

graphic (ag . inc m , marital statu. ), 
life t 1 chara teri tic: ( ducation, hob­
bies), spending habits ~ d, apparel, ap-

tian e }, an media u:age cab! . telc i­
ion. radi , new paper). Th produ ·t !rives 

u r 1n 'tant anal sis of inbound '"'tele­
phone inquirie r ·urvey r ·spondents 
and all w them to ele t phon numbers 
for outbound tel ·marketing b, , d n tar­

g t audi n es rath ·r than just . quential 
dialing. or m r information, orto ord r 
a campi imentary I PRIZM profile, all 
00-2 4-4 

Software maps, analyzes 
trade areas 

System interactively 
measures brand quality 

SURVEY PRO is your 
fast, flexible, powerful 

tool for conducting surveys 

CaiiB00-237-4565 x377 
Fax 15-694-2904 

Practical cools for modem management 
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Focus on food 
continued from p. 27 
li el that the group member · won't 
already know each other. urthcr­
more. each member of the group i · 
inf rmed that th purpose of th · :es-
i n i to e plore i 'Ues rei vant to 
orne real or potentia] product or :cr­

vice ofinterc~t . with the specific tasks 
being ·ugge ·t ·d and manag ·d hy th' 
moderator during the ,' ·ssion. 

The presence of a group task re­
quires group m ·mher: to de clop a 
hared commitm nt to achieving the 

group': goals. uch commitment re­
quire: the group to bond. to build 
some de t-ee of coh sivcn ss amone 
its members. Y t, the lack of mutual 
familiarity among participants cre­
ates social tensions which work 
against int rp ·rson·d bonding and 
group cohesiveness. hi . en 'e of 
ommon purpose . alway pre ·ent in 

constructive focu . gr up , can be 
achieved only through ocial interac ­
tion . , with self-di clo ure offered 
by indi idual members being e pe ­
cially productive in fo tering inter­
per. onal bond and building un po­
ken commitment to the rated goal 
among member of the group. 

The ut omes from the group's ef­
'ort to achi e its shar d tasks or 
g al r present the find in us produc ·d 
by focus group research. hese out­
come are what doing focus groups is 

all about-the meat and potatoes. so 
to speak. Without bonding among 
group members. the uroup discussion 
will be at best slow and tortur d: at 
worst, th results will be contrivance 
that lack alidit . In either case, re­
search results will he disappointing 
and of limited us fulness; in th latter 
case. much or the data is like ly to be 
misleading. 

ppetizer: getting acquainted 
ood is a helpful and important 

componentofthef u groupe p ri ­
cnce because it cr ates opportunitie. 
for .' ociaJ interaction. common meal 
cr ate a plea ant ial ntmo phere 
within which it i. difficult for attend ­
ees to remain i olated from the other 
present. In other word , it imply i 
not possible to ignore reque t to pa 
the alt! ln thi wa . food nnd be er­
age give ri e to ocial b nding and 
break down inhibitions which might 
otherwi e prevent group members 
from mnking the p chologi al com­
mitment to help attain the group's 
ommon purpo e. 
The eff cti ene~ of u ing food to 

i.ndu e ocial int"r our ' e i · great ly 
dirnini hed when the meal is served 
before the session and outside th 
inter iew room. his approach r -
duces the opportunities for striking 
up a con cr:ation. or e ample , it 
would only b natural for reque t for 
condim nt: or other emb IIi . hm 

ecialists! 
r ar h 

ondu tfi u 
x uUv , Urrough 

, and all mann r of 
.... ~ ............ t and nur for all 

th 

MEDICAL MARKETI G RESEARCH, INC. 

1-800-866-6550 
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to be directed toward the focu facilit 
, taff rather than to another gr up par­
ticipant. urthermore, the waiting aren 
lack tl e ambiance of o ial intimae 
that a c mmon dining table (i.e .. the 
conf r n e table provide . Thu , much 
in the ame way that an appetizer ere­
at . anticipation for the gu tnt rye pe­
rience to follow in a formal dinner. a 
hared meal at the b ginning of a f u 

group e ion i an ice breaker that 
al l w re pondent to e tabli h a ba i 
for c ordinated and cooperati e beha v­
i r. 

De sert: interpreting re. ult 
F r thi rea ·on, the man moderators 

who ei ther pennit or in tru t the focus 
gr up fn il it taff to pro ide refresh ­
ment to gr up member b fore the 
e ion and/or ut ide the meeting room 

demon trate a In k or fnmiliarit with 
and appre iation of the underlying 
theory ofth~ focus group methodology. 
And, if the do not understand the un­
dcrl ing theor • th ·y cannot hav the 
' p r1isc necessary to xploit group 
pro ·esse: in ways likel to cull rei vant 
and helpful information during the ,' s­
sion. Pcrh·tps mor importantly. they 
ar unlikely to know how to : parate 
discussion element rep e enting the 
gr up de el pm nt pro e from tho e 
repre nting valid re earch data. 

Thi i not to ugge t that any mod­
erator who manage r pendent refre h­
ment pr perly ne e arily mu t b n 
good and qualified profe ionaJ: urely 
it i po ible to de elop a habit for 
erving dinnertime r . p nd nt ~ od 

during the e ion without an appr cia­
lion of why this procedure is a desirable 
and useful one. Likewise, a knowledge­
able moderator o casionally might al­
low food to be served to re:pondents 
berorc the session. judging other con­
"iderations to outweigh the advantages 
or ser in food during the s ssion. 

Ncv rtheless, a gen ral proclivity for 
insisting that food and be rage h 

'erved during the e ion doe tand a 
an indicatorofm derat r ualification . 
A voiding the us of moderators who 
gcn rally allow or encourag refresh­
ments to be served apart from the se:­

sion may help ensure that rocus group 

r sear h pr ide valid and pr ductive 

r suit. - thatyourorganizationg t it 
'"ju t de ert ." 
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Seniors 
continued from p. 24 

n t mpathetic to this mo cment and 
re ent ha ing to share its :entiments 
withy u. This doesn't mean you can 
call all 90- ear- ld wom n '·!!iris·· 
but the be t approach is to k ·ep your 
int r i w free of anything smad,­
ing of "n \i -fnngl d" notions on 
·ociety. Make . ure your investiga-
t r. under land thnt the intervicv.·· 
is not a platform for an kind of 
pro. I tizing - no matter how\ or­
thy the au e. 

• Theyaren"tcute.F rsom r ason 
oung r pe pie hn e n habit of talk­

ing down to older pe pi . much I ike a 
nur.ea kingy uifJ u·v ta nyour 
"little pit lies today." lder per. on 
\ e hav · ev ·r interview d fell ute r 
in need of coddling. The ' hate being 
patroniz d. It mak ·s them f · I ou 
think the ju t beam d d .,: n fr m 
another planet. The have a whole 
lif hehind th ·m and knovl a 1 t more 
ahout this world than you d . Many 
of th m think younger pc ple are the 

ne with the empty and d ·meaning 

lives. hey don't want cheap praise 
from ou for heing able to ans\ver a 
few quc!-.tion . and they don't' ant a 
bad~:-e for still being alive. Your 
inter iew. should ah ay . regard 
them as normal, s ntient being:. 
Pre ail upon ur interviev ers to 
\Vithh ld any . emhlance o conde­
,' en:r n. 

• Don't get cltwnm_'.'. lder p oplc 
don't reall ' belie e you want to h 
their friend. Remember. the gr w up 
here. The k.n w how thi . country 
wor. hipsy mhand ullyrealiz that 
any n who mak . a li ing asking 
p ople que tion i n 't hnnk ing to 
oz up t them. Thi. doesn't mean 

that overt ho tilit will \: rk. hut it 
do s mean that n fak d fami liarity 
will backfire. 

• . poria/ problem ·. The ability t 
cope with spatial rcla ti n. hip. tart 
to d cline in our 40s. By the tim 
you get to be a senior it may pr s nt 
v ·ry obvious difficulties and ertain 
kinds of questionnaires will be v ry 
hallenging. or c amp!·. senior~ 

ha e a lot of trouble with most kinds 

a simple matri in y ur mind. they 
. e a a jum le of word and num­
ber ' . On the ther hand. if you can 
.-tand thee/pen , enior are much 
bell ·r at open- "ncl thnn y unger 
people. A~ w mentioned, th p -
.-e:s a larger body f kno ledge and 
most of them are er graciou in 
haring it. 

• A \'oid slickness. D llatt 
and avoid facil• pr mi · · in order l 
ge t through an intervie~,: . The elder! 
arc oft ·n victims of variou. . am 
and arc on the constan t 1 okout f r 
such things. They can 'mel! a huck­
:ter a mil· uwa ',so purge y ur inter­
viev of crbiagc ' en rem t I . ug­
ocsting a sales pitch. 

The siz • of the senior market eg­
ment is slated to incr ·ase as Boom r. 
become senior citizens. ometim · 
early in then xt century thcr ·will he 
60 milli n pe pie in thi market ·eg­
ment. M r pr du t. and servi es will 
orne nlong to nt r to th ir needs. 

Th mar cling re earch r \Vh ma:­
ter the e ialized methodol gie. f 
handling thi egment will hnve their 
work ut out for them. :l 

How To Find The Best Deal 
On WATS nterviewing. 

Th high co 't · f telephone inter i wing getting y u d \ n? 1/ H/R R . arch r up an help - with the 
highe t quality, I w ~t pric . , and be. t er ice a ai la le anywher . 

• 100 line national coverage C ertifted interviewer Project bids in one hour 

• 75 i31 1ATI stations Highe t quality • On/off preffli e tnonitoring 

State-of-the-art technology • On time re ult 

Ifyou r tired fth 
don right and at 

• Low price 

·t? me a it·. ur )n-going training r gram or our gr at . up r i. or. ... But, 
lient · e en happier ar the r ally c mp titi e price ·. W ·r growing. o \V an 
ively. 

, gt I/H/R Re. l:arch Gr up a call. We 'Jl make sur your j b '. 

IHIR e ac G oup 
Quality Marketing Research hat Work. 

4440 S. Maryland Pkwy.- Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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Qualitative in '95 
continued from p. 30 
th . appro·t ·h shave h n d ve loped. 
First, there ar f w rand fewer re. p n­
d nt who have not participated in prior 
fo u. group: and in some ca: · repeat 
r p ndcnL ha • d lop d r spon. e 

t · that have to be o rcome. e ond. 
r :pondents cannot ah ay a e 
d p r motional f lings p ri -
n . when asked dir ctly. lndire tap­

proa ·h ·s that utilize picture or ym­
bols ar mor lik ly to over me the e 
barri r.. 

In r :p n:e to th gr wing number of 
mpanie:: inead eperunder tand­

ing of product and brand imagery. in­
·luding the und rlying m ti ation for 
product intere ·t and purcha e. Dr. 

haron Li ingston. a partner in 
ti oluti n . a ew Y rk it re­
sear h firm, rep rt that mo t of her 
qualitative proje t now in orp rat 

llage , b nefit chain . ph t sorts, 
and drawing . 

Thi trend wa al noted by Richard 
d r. who ay that he ha en greater 

u ·e f facilitation techniqu . that get at 

Fo 

Report Benefits 
• Automatic Time Stamping 
• Auto-Formatting 
• Aud io Capture of Highlights 
• One Button Speaker 10 
• Summarized Highlights 
• Session Statistics 

motional i ue and moti ation, and 
th e thar inv Iv ph i al movcm nt 
and chall ng 

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

From or to Any Word Processor 

And it's fully compatible with Perseus Coding 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 
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Research 

intluen er . t all whim to identify the 
mplet de i i n m, ing mod I. 

ccelerating pace. rding t Jim 
Bry on, pre ident f 20/20 Resear ·h in 
Na hville, the a lerating pac · ofbusi­
n ss ha had a pr found impact on the 
field . The mpre d time available t 
make mark ting deci ions i · the driving 
f rce ehind man d i. i n: on r s arch 
meth d I gy. 

implemented from th . . f r many 
year . th practj e f onfim1ing th 
finding. from . . qualitative tudie in 
f reign mark 
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ing tr nd in the current global mark t­
place. 

For fo ·us groups in Latin cultures. 
where respondent introduction foJl w 
different cuJturaJ conventi n by coun­
try, trategy Re ·earch orp ration, 
Miami, u e a technique called "imme­
diate immer ion ," report Richard 
Tobin, R ': presid nt. ·md B I kist 
Padilla, th company's qualitative re­
search dir ctor. In e ence, trategy 
moderat r. or goth warm-up peri d, 
to a oid pr -conditioning r p ndent . 
Respondent are eated, and with ut 
any introductions. are immediately ub­
jcct ·d to stimuli (such as a t I vision 
comm rcial, slid s. a concept statement 
or print ad rtis ment or several stimuli 
which lead to the primary focus of the 
session. Th ·sc stimuli are shown for a 
short period andre ·pondent are imm -
diat ·Iy administered a test on recall, 
comprehension and/or opinion. This 
immediate immer ion into the ubject 
helps respondent. b come quickly in­
terest d in th subje ·t at hand and par­
ticipate with gr at r invol ement. The 
technique has also liminal d ountry­
by-counlry variations in r spondent pre­
conditioning. 

In ·ight and information 
During th pa t year, qualitati e re­

s archer have conrlnued to earch for 
n Vv' techniqu s to provide the in . ight 
and information that clients n ed. 
Videoconf renci1 g, teleconferencing 
and nev·l softv are product have h lped 
to reach respondent that are \.Vtdely 
di ·per ·ed and/or to create dynamic pre­
·entation or as i t in ba kroom 
notetaking. 

I ient in olvement throughout the 
cour e of qualitati e re earch project 
also se ms to be much tronger and 
more con ·tructive than it wa a few 
year , ago. lient are enriching the fi­
nal product b not only ob erving the 
r search ut also adding valuab le in­
du ·try in ight during di cu ion of re-
earch implication . o e and more 

clients are providing an intere ting per­
sp ti e by visiting with re p ndent 
toward the end of interview e ion in 
ord r to change que tion and an­
swer.·. 

Based on our di ' CU ion 
. car h practitioner. , it appears 1995 ha 
be n a growth year for the qualitati e 
re.ear h industry. We are happy tore­
poJ1that qualitative r search has indeed 
a hievcd a new maturity. 

December 1995 
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Metaphorically speaking 
continued from p. 35 
metaphor. they associate to the sub­
je ~ t without mu ·h probing. 

When u ing OP , bear in mind 
that the selection of metaphors will 
dir"ct the onversation of the group. 

om me taphors appear to hav in ­
trinsic meanings which consistently 
surface in every l!;roup (e.g., comfort­
able a an ld h e) while other · gen­
erate diver. e meanings from group to 
group (e.g., ·hake, rattle and roll). 

Aft r se eral u · ·s of a metaphor. 
its meaning is learned, and it can then 
be used with some as:urance of what 
will arise. In deciding what meta­
phors to use , it is best to use a combi­
nation of broadly and narrowly inter­
preted metaphors . This allows the 
marketer to te ·t e · i ting hypothe~ e 

with the narrowly interpreted m ta­
phor and develop new hypotheses 
with the more broadly interpret ·d 
me taphor . . 

can be u ed, five in ach group with 
no overlap. The u ' e of many meta­
phor in a ingle pr ject circumvents 
a potenrial ne\ market research prob­
lem - metaphor bia.-. Try to select 
metaphor. that relate to the attribute~ 
and benefits of the subj ·ct being stud­
ied, but be prep·tred to be pleasant! ' 
surprisedl 

three store r rmats e 1 ici ted the fol­
lo\ving "motional responses: 

STORE fORMAT 

Emotional res pons~: Security, sta­
bility, self-satisfaction, and th ·feel­
ing of being t:ffi ·ient. 

Shopping response: Great for con­
venicnc ~ shopping hut not high in 
emotional v s1 ing, thereby laying the 

hain open to ompetitorc. 
AppHcatio n of MOPS da ta S roRJ;. FORI\1 1\T B 

Con:um r creativily has b en ap- Emotional respon. e: E itement, 
plied to everal different marketing the e ·pre ion of ani ·tic feeling by 
challenge. and opportunitie . ore ·- the choices made. feeling "ri h" by 
ample. a recent tudy wa ~ onducted the ariety, and the . ati . faction of 
f r a mnj r national r tailer that was filling many needs at one location. 
trying to determine which of three hopping rcspons<:: Stimulated to 
e ·perimental . tore formats to :ele t ~h p there frequently in order to not 
for expansion. Through MOPS. we miss anything. convenience of one­
\Vere able to assess shopping c peri - stop shopping with added incentive 
ences in the arious :tore formats and of gaining ideas and hei ng surprised 
determine the differing emotional rc - hy new and different merchandise . 
wards that were elicited due to tore SToR · FOR ·tAT 

design . The retailer wa able to Emotional r pon e: Warmth, be-
amine the emotional outcome and ing rela ed, and feeling cared for. 
elect the de ign for hain e pan ~ ion hopping re ·pon e: Wanting to lin-

that best support d the c mpany '. g n hen time permitted, bought more 
In a project of three focus 0 Toups, 

a man as 15 different metaphors 
long term trategic objectives. The bee au e pent more time there. some­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ what clau~~ophobic due to homey 
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OBJECTIY : 
Dej}ne random d(~il samplesj(n- JU!ll~'1Jafx'rs tbat 
circulate l~l' zones, u'bich are (/t:flned l~r liP Codes. 

551 SOLUT ON: 
81JJ Truett ( projl'l't dirl'ltnr at KPC R :arch. a -.uh~idiary of 
!\night l'ubh.~bing ·omp:m~ in Charlotte.!'\ ·)- '' \\'e u~e :-..Ill\ 

ZIP fxchange An :lly~i:-. tc • define mndom digit -.ampb for t.trgeted 

swcly arL'as. 'llle ZIP report tell~ u:- \\hat \\e un e.\ped lor co,·. 

er;1ge and hit rate. ami that'.~ t} picall~ \\'kll '' e do find . 1 h.t\ e 
com[Xlred otlll'r u •mpanies to ~Sl and 

found the other comp.tnie:-.' ~anlple-. 

are not a~ proportion.tl or dfidem. 

\Vith ~:-.1 ..... unpb .• tre~ts .tn: re1 re­

"~nted \ t'l! \\ell - one of the 

~elling pom[~ tim '' e u~e '' ith our 

dienh. And I ht>Jie,·e nur client can 

makl' :tlUII':He den .... i .un~ h.t~ed on 

·. T~ :-amples.·· 

.all . · ~1 for ~Jmpling -.ohtlion~ .1 1 

( 203!2~)- J 2tl0. 

urvey 
ampling. 

Inc. 
l'ortni'r' ustl> ,1/rtl: l ' 
n •sc•rtn 111•n 'IIH c· t•J --

atm sphere. 
The information reveal ·d through 

the MOP .. technique I dour client to 
select forn1at B for chain e punsion 
since it not only gained a deeper 
emotional re . pon~e from custom­
ers - ther by h tter di ferenti~H­
ing the . tor rom competitor -
but it also timulated more revenue 
due to the inc rea ed number of hop­
ping trips. Although format C also 
elicit 'd an emotional response, it 
did not fu Ifill the convenience needs 
considered t:ssenlial ror today. s 
shoppers. 

Consumcrcrcati itythrough MOPS 
can help you as it has helped other 
compani : to : guin an understanding 
of how consumers e peri nee u pur­
ella. e occa. ion ver u how they want 
toe 'perien e it; po ili n a new prod­
u t to satisfy the emotional compo­
nent of u ·c in addition to produ t ­

related factor. ~ de vel p the emotional 
tone for an advertising campaign; 
describe and huild a model of posi­
tiv int raction hetwe n nd-users and 
scr icc provid r . .J 
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Data Use 
continued from p. 15 
Second. there had t be at lea t ight legal an wer to the 10 
predictor attribute rating ·. Th regre ·· ion coefficient are 
hown in olumn F of the table. 

Re pondent mean . ub titution 
Many feel that the major drawback to u ing the automatic 

mean sub. titution option is that an individual wi th missing 
values is treated lik ·de er one 'lse: th ·mean of all who did 
an wer is sub tituted as the valu for thos who did not. as 
alr•ady noted, ariabl ·-b -variable. Respond nt mean sub­
stitution treats "tch individual as an independent entit : the 
mean for the questions that were answered (which may 
require some reverse coding) for each indi idual respondent 
i: substituted for the valuc(s) for w·hich th re is no answer for 
that respondent and that respondent only. This. then mak s 
u.s· of scale usage differences bet we ·n individuals or 
genuinely different (average) ratings on the indep nd nt 
variahl s b tween individuals. As before, the resulting 
regres.' ion may be run irresp ctive of the number of 
ratings which a r . pondent did an wer, but in column 
you'll. find the result . of sub.' tituting th respondent · 
own mean for items which had no answ r for, as before, 
those who an . w red at least eight of the predictor · and 
al:o gave an overall opinion rating . 

re we done yet'? 
Just about. We'llleave peru nl of Table 1 to the reader 

during your scarce leisure time. Note , however, that there 

are ome c mmon and un omm n thread between the 

column . Depending on your actual application f regre -
·sion analy i . none of the e difference may be daunting 
nt all. ertainly, in orne appli atiorr they are omewhat 

car . 
It h uld be obviou n by now that there are still other 

analyti a] variations . . uch as using the pairwis opti non 

the re spondent mean substitution data. That's not the 
point. The important conclu:ion to draw from the above 

mathematical manipulations is. it is essential for the 
analyst to know ·actly which options are used on any 

regression analysis before blindly trying to impl ment the 
results, whether they be for ·a les force compen ' tllion, 

new product hare foreca~ tin g. brand image analy i. or 
whatev r. A. alway , clear, areful, concis communica­

tion i , what it ' s all about. And plea e. please don't u e 

total mean ub tituti nju t to be able t how a regre ion 
ba e equal t the number f que ti nnaire in hand. While 

that ound like a no brainer, it ha been done. 

CORRECTION : 
The note on p. 32 at the end of the review of 

KnowledgeSEEKER in the November Data Use con~ 
tained two editing errors: KnowledgeSEEKER is avail ­
able from Sawtooth Technologies, not Sawtooth Soft­
ware , and the phone number for Sawtooth should 
read 708-866-0870. 

December 1995 

Exc dsth norm. 
McJical. tll1sumt> r, Busme'>~ - w-Bu,i nt>~~. 

li nd Puhlic Opin wn Rc,c·l!rch. 
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v· deoconferencing 
continued from p. 11 

anal i uca ay . 
or" recent re earch on ho\v to mar­

ket orne o iginal TB programming. 
anali u a wa able t end a project 

manager on the r ad t upervi e the 
groups while sh tuned in from a 
TBS conference room. Respondents 
wer h wn print material that were 
in d vclopment, tag I ines. photos or 
peopl f atured in th program, some 
on-air promo and n trailer. 

' ·The more mceti ng: we ' r a 11 in 
day after da , th m r we have t 
travel, the le time it eem we 
hav ,' ' anali Lu as says. '·Being 
ab l to" atch groups during the day 
and have them beamed right into 
our offic s i , great. 

''It's also very cost- ff ctive. \] e 
usually average si people who wi ll 
travel to out ide citie to attend 
focu group . he mall cost a ' O­

ciat d with videoconfcr n ·ing 
mak it well worth it if we all 
d n 't ha e to travel.., 

Gro\ ing in popularity 
Thing are ju t a hecti at 

Behind the mirror 
continued from p. 22 
dominant, the mo t po itive or the 
mo t negative about the ubject 
being discu ·sed. It is ery easy to 
walk away from a group with a false 
en e of the group feeling due to 

the aggre i e behavior of one or 
two participants. he hest way to 
focus n the input. from th full 
group i to jot down brief note on 
the comment mad regarding a par­
ticular topic by each of th partici­
pant . 

i th. focu on the macro rather 
than the micro issues rais d during 
the group. This is one rea on e 
ugge t making a li t of what you 

hop to learn fr m the group befor 
the e ion b gin ~ . To help you fo­
cu on the bigg r i ue , refer to 

thi li t during the e ion to en ure 

so 

Anheu er-Bu chin t. Loui , \ here 
vid oconfereneing i. growing in 
p pularity. says Patrick yres, the 
ompany' director of video opera­

tion . . "We ' re coming up with n w 
applications a ll the time. People 
h~ e be n amaLed at h w su ces ·­
ful it ha been we e pect a lot 
more use of it in then ar future." he 
sa s. In addi ti on to testing ad 
ecuti n and pr duct concept . . 
Anheuser-Bus h has used it to take 
legal d ·positions. perform crisis 
manngement. and train empl yee . 
( he corporate cngin ring d part­
ment even used ideo ·onf rcn ing 
to check on the progre , or a ne\ 
building in an ther city by wheel­
i.ng a amcra over to a window and 
pointing it at the ne\ tru ture.) 

arly ne t year, Anheu er-Bu h 
i hoping to et up a multi -city fo ­
cus group broadcast. where v icw­
er would dial up to connect v.rith 
any location that intere t them. 
·· ort of like channel surfing for 
f u. groups,'' Ayre . :ays. 

More en hancement 
With technol<Hry changing and 

growing. and as more application · 

that the moderator i addre ing the 
i.mportant topics rather than letting 
the di u "i n get idetra ked. 

eventh. at the c nclu i n of each 
focu . group, write a brief . ummary 
stat ·m . nt for yourse lf\ hich indi­
cates the following thre thoughts: 

• The mo t important thing you 
learned during the group. 

• Things you did not I arn " hich 
you need to get from ub equent 
sessions. 

• Suggestions for hanges in the 
di cu ~ ~ j n guide relative to future 
focu group e ion whi h wili re ­
sult in more helpful input 

If each of the backroom ob erv­
er would take five minute to do 
this at the end of ach group ·e -
sion, it would dr·1matically improve 
the cumulati e va lue of the fo u 
group . 

ar found. vidcoconf r ncing pro-
ider will intr du m re enh~ n e-

ments to the ba ·ic : rvi . Fore -
ample. V AN is \ orking tcYwards 
in rporating reading from hand­
held preference met rs int the video 
feed , so that r sear hers can vie\v 
re pondent re pon e in real time. 

But while technological avvy i 
an important fcatur to I ok for in a 
videoconferencing provider. ·o are 
thing like good recruiting and cu -
tomer servic , Lipson says . " I think 
a magi al component of some of 
the uc e o videoconferencing i 
not ju t the nift techn logy but 
it'~ th qual it of lh facilities that 
are member of the network we u e. 
One of the things that sold me on 
VC was :ccing th nam ·s of the 
fa iiitie . in th net\ ork. Having 
been in re ear h for a number of 
years I ' ve had p rsonal e perience 
with their recruiting quality. " 

Nancy Canali Lucas agrees: "I ve 
had good experiences in the p~L t 

with a lot of the faci I itics on the 
li ·t. From a facility ·tandpoint I 
\Va impre d with their ervice . 
~verything went off\ ithout a hitch 
the very first time.·· t.J 

inally, ensure that the modera­
tor conducts a brief post-mortem 
after each group and a more in ­
depth on aft reach day ' e ion . 

he po:t -g roup debriefing is im­
portant to en. ure that there i. good 
communi ation bet\ een the 
backroom ob erver and the mod­
erator on the quality and nature of 
the nt nt the e sion generated. 

l o. talk to the moderator before 
the ne t :ession begins about any 
changes to the guid ~that seem war­
ranted. 

In . ummary. the backroom b­
servers in a fo us group se -:ion can 
dramati ally in ~ rea e the quality of 
the inf rmati n they get from ocus 
group sessions by following the 
. imple guideline out I ined above. 
The net re ult will be more produ -
tive focu group for your com­
pany . ..J 
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Research Company ews 
continued from p. 21 
Fa· 516-365- 351. 

Q & R e ear h wa named the 
fa te £-growing marketing re earch 
firm in orth rn alifornia in a li st 
compiled b the San Francisco 

Business Times, an J ose Business 
Journal and , acramento Business 

Journal. 

\Valke r Group . lndianapol i. , has 
acquired a anadian re earch com­

pan , pened a Me ico ffjce and 
changed it name. ow called 
Walker In formation to mor accu­
rately refle t it apabilitie . the 
company ha , agr edt a quire l 00 
percent of Toronto -ba ed Elliott 
R s arch orp. T rms w r not dis ­
closed. Walker also opened an of­
fice in Me , ic ity to tak advan­

tag of n w busin ss opportunities 
created. in part, by A~ A. Tn ad­
diti n , the company has consoli­

dated it i operating divi ion 
under the Walker Information name. 

raff Work Marketing Re­
earch , Eden Prairie , Minn. , ha 

· new phone and fa number . Phone 
612-829-4640. Fa 612-8_9-464-. 

Lo . Angele Marketing R e-
earch A ociate has ·hanged it · 

name to Focu &. T tin 1 , Inc. , 
20 47 Ventura Blvd ., Woodland 
Hill · . alif., 91364. Ph ne I -
347-7077. a l -347-7073. For 
more in ormation call W i lli am 

B ilki 

u tom Re earch Inc .. Minne­
apoli , ,. a awarded the Minne ota 
Qu ali ty ward in Nov mb r. The 
award wa begun in 1991 and i 
pattern d aft r the Mal olm 
Baldrig a ti nal Quality Award. 

Herron A ociate , with fficc . 
in Indi ana and 1 rida , ha , pened 
a new qualitative and video­

onferencing cen ter in downtown 
Ind ia napoli . or more information 
ca ll 317- 2-3 00. 
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Names of Note 
continued from p. 20 

onn .. ha hired aren M. ange"·in 
a re ear h dire tor. 

Andrea Hagood ha been promoted 
to office manager wi th Northwest Re­
se 'l.tch Group, Inc.. Belle ue, Wa h. 
Tn addition, ed McGarry has been 
promol d to 'ts:oc iat' project man­
ager. 

Diane Philyaw has j ined B A 
Market R . carch. \ inston- alem, . ., 

a, a r . car h asso iate. In addition, the 
firm promot d Meli. a Thrower to as­
. istant projc t manager. 

arol Raffel has join d m­

cinnati-ba:ed Burk Marketing Re­

earch. the custom re.-earch division 

of Burk , Inc., a director of qualitn-

ha , j ined The 

ideoconfernzcing Cemer of Philadel­
phia a ~ admini trator. 

The Gilmore Research Group. e­
attle, has t()pp d Tim Kula to create· nd 

Kula 

direct it u tomer ati faction ivi-
ion. 

Designed 
Just For You. 
ioux Falls' Premier 

Facility Offers: 

• C n v ni n t L ca ti n 
• S parat ntranc 

for Parti ipan t 
• Two-Tier Viewing 

Room 
• Professional Audio 

ystem 
• R ar Proj ction reen 
• loor-to- eiling 

Mjrror 
• Par ·cipant cruiting 
• Prof ssiona 

Facilitation rvice 
• Catering and H tin 

S rvices 

Phoenix Systems, Inc. 
2701 . Minne ta Ave. 

i ux Fall , D 57105 

(605) 339-3221 
Toll Free 1- 00-657-43 
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listed below are names of companies specializing in qualitative research moderating. Included 
are contact personnel, addresses and phone numbers. Compan ies are listed alphabet ically and 
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ness-To-Business. 37 Years Exp .. Moderator & Madera-
BAI tor Training. 
580 White Plains 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 
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ate Desired Change. Innovative State-Of-The-Art Moder-
George I. Balch ating Techniques. 
635 S Kenilworth Ave. CJI Research Corporation 
Oak Park. IL 60304 719 N. Pearl St. Daniel Associates 
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Contact. George Balch Ph 800-860-7878 Belmont MA 02178 
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206 44th St. The Clowes Partnership 
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Decision Analyst, Inc. Erlich Transcultural Consultants Fuller Research Serv ces, Inc. Horowitz Associates Inc. 
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Contact: Jerry W. Thomas Contact: Or. Andrew Erlich Contact: H. Grace Fuller Contact: Howard Horowitz 
Depth Motivation Research. National Full Service Latino and Asian Market· Solving Biz Problems Thru Research CableNideo Marketing-Program· 
Firm. ing Research. & Creativity. mlng·Advertising Strategy. 

Delta3 Research FacFind Inc. Graff Works Marketing Research 12 
5252 W. 67th St. 6230 Fa1rview Rd., Ste. 1 08 10178 Phaeton Or. 5414 N.W. 60th Terrace 
Prairie Village, KS 66208 Charlotte, NC 28210 Eden Prairie, MN 55347 Kansas City. MO 64151 
Ph . 913-722-5498 Ph. 704-365-847 4 Ph. 612·829·5924 Ph. 816-587-5717 
Contact: Ann Brewer Contact: Tracey Snead Contact: Carol Graff Contact: Kavita Card 
Get Marketing & Research Experi· Varied, Affordable Southern Gener- Your Customers Eagerly Share In- Consumer/Business/Biac 'Children/ 
ence In One Firm. alists. sights With Us. Travel/Hi Tech. 

The Deutsch Consultancy Fader & Associates Greenleaf Associates, Inc. Irvine Consulting, Inc. 
1500 N.W. 49th St. , Ste. 532 372 Central Park W., Ste. 2W 800 South St. , Ste. 170 2207 Lakeside Drive 
Ft. Lauderdale, FL 33309 New York, NY 10025 Waltham, MA 02154 Bannockburn, IL 60015 
Ph. 305-938-9125 Ph. 212-7 49-3986 Ph. 617·899·0003 Ph. 708-615·0040 
Contact: Barry Deutsch Contact· Susan Fader Contact. Or. Marcia Nichols Trook Contact: Ronald J. Irvine 
Expertise-Design/Analysis. The Rich Exper./Focus Groups/ 1-0n-1 s/ln Nat'IJ/nt'l. Clients. Specialty: New Prod· Pharm/Med: Custom Global Quan./ 
Are Different. Broad Range Of Cat. ucts. Direct Marketing, Publishing. Qual. Res. & Facility. 

Direct Feedback First Market Research Corp. Grieco Research Group, Inc. KidFactsSIIC Research 
4 Station Square, Ste. 545 2301 Hancock Orive 850 Colorado Blvd., Ste. 203C 34405 W. 12 Mile Road, Ste. 121 
Pittsburgh, PA 15219 Austin, TX 78756 Los Angeles, CA 90041 Farmington Hills, Ml 48331 
Ph. 412-394-3676 Ph. 800-FIRST-TX (347·7889) Ph. 213-254·1991 Ph . 313·489-7024 
Contact: Tara Hill Conroy Contact: James R. Heiman Contact: Joe Grieco Contact: Dana Blackwell 
Bus -To-Bus./Consumer/Recruit/ High Tech, Publishing, Marketing and Advertising Qual. & Quan: Specialty Kids/Teens. 
Moderate/Report. Bus.-To-Bus., Colleges. Focus Groups. Prod./Pkg.!Advtg. 

OolobowskyQual. Svcs.,lnc. First Market Research Corp. Hammer Marketing Resources Lachman Research & Mktg. Svces. 
94 Lincoln St. 121 Beach St. 179 Inverness Rd . 29341/2 Beverly Glen Cir., Ste. 119 
Waltham, MA 02154 Boston, MA 02111 Severna Pk. (Balt./D.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 Oolobowsky Contact: Jack M. Reynolds Contact Bill Hammer Contact: Roberta Lachman 
Experts In Ideation & Focus Health Care & Advertising. 23 Years Experience - Consumer, Advg. & Mktg. Focus Groups and 
Groups. Formerly w1th Synectics. Business & Executive. One-on-Ones. Consumer/ Business. 

Focus On Hudson 
Doyle Research Associates, Inc. 350 Hudson St. HeffemanMa~etingReseai"ChServices Leichliter Associates 
919 N. Michigan/Ste 3208 New York, NY 10014 4201 Fifth Ave. 252 E. 61st St. , Ste. 2C·S 
Chicago, IL 60611 Ph. 212-727-7000 San Diego, CA 921 03 New York, NY 10021 
Ph. 312-944-4848 Contact" Frank O'Biak Ph. 619-692-01 00 Ph. 212· 753·2099 
Contact: Kathleen M. Doyle New Foe. Grp. Fac., New Video Conf Contact: Stephen Heffernan Contact: Betsy Leichliter 
Specialty: Children/Teenagers Capabilffy, Med.. Bus.-To-Bus., Consumers Spec. In Health Care/Med.!Church & Innovative Exploratory RschJidea De-
Concept & Product Evaluations. Religious Orgs.IMemberQRCA & AMA. velopment. Offices NY & Chicago. 

Focus Plus Inc. 
0/R/S HealthCare Consultants 79 5th Avenue Pat Henry Market Resean:h, Inc. Nancy Low & Associates, Inc. 
3127 Eastway Dr. , Ste. 1 OS New York, NY 10003 230 Huron Rd. N.W., Ste. 100.43 5454 Wisconsin Ave., Ste. 1300 
Charlotte, NC 28205 Ph. 212-675-0142 Cleveland, OH 44113 Chevy Chase, MD 20815 
Ph. 704-532·5856 Contact: John Markham Ph. 216-621-3831 Ph. 301-951-9200 
Contact: Dr Murray Simon Impeccable Cons. & B-B Contact: Judith Hominy Contact: Nan RusseJ/ Hannapel 
Specialists in Research with Provid- Recruits/Beautiful New FaciUty. Luxurious Focus Group Facility. Ex· Health/Financial/Customer Satistac-
ers & Patients. pert Recruiting. t1on. Upscale FG Facility. 

Focused Solutions 
Ebony Marketing Research, Inc. 907 Monument Park Cir. , Ste. 203 Hispanic Market Connections, Inc. Market Access Partners 
2100 Bartow Ave. Salt Lake City, UT 84108 5150 El Camino Real , Ste. 0· 11 8 Inverness Dr. E, Ste. 130 
Bronx, NY 1 0475 Ph. 801 -582-9917 Los Altos, CA 94022 Englewood, CO 80112 
Ph . 718-217-0842 Contact: Bill Sartain Ph. 415-965-3859 Ph . 800·313-4393 
Contact: Ebony Kirkland 30+ yrs. Exp.; 2500+ Groups with Contact: M. Isabel Valdes Contact: Mary Goldman Kramer 
Spac. Conf.Niewing Rooms/Client U.S. & International Goods & Serv. Foe. Grps , Door-to-Door, Tel. Stud- Specialists In New Prod. Devel., Medi-
Lounge/Quality Recruiting. ies, Ethnographies. cal, Hi-Tech, Exec. 

Frankl in Associates, Inc. 
Elrick and Lavldge Ate. 3, Box 454 Hispanic Marketing Communica- Market Development, Inc. 
1990 Lakeside Parkway Louisa, VA 23093 tionsResearch/Div. ofH&AMCR, Inc. 1643 Sixth Ave. 
Tucker, GA 30084 Ph. 703·967-3170 1301 Shoreway Rd., Ste. 100 San Diego, CA 92101 
Ph. 404-621 -7600 Contact: Tony Franklin Belmont, CA 94002 Ph. 619·232-5628 
Contact: Carla Collis 25 Years Consumer/New Product Po- Ph. 415-595·5028 Contact: Esther Soto 
Full-Service National Capability. sitioning Research. Contact: Dr. Felipe Korzenny U.S. Hisp./Latin A mer., Offices In NY, 

Hisp. Bi·Ling.!BI·Cult. FocGrps.Any- Mexico City. 
where In U.S./Ouan. Strat. Cons. 
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Market Navigation, Inc. Monitor Research Corp. Rudick Research Sunbelt Research Associates , Inc. 
Teleconference Network Dlv. 701 5th Ave., Ste. 5050 One Gorham Island, 3rd Floor 1001 N. U.S. One, Ste. 310 
2 Prel Plaza Seattle, WA 98104 Westport, CT 06880 Jupiter, FL 33477 
Orangeburg, NY 1 0962 Ph . 206-386-5553 Ph. 203-226-5844 Ph. 407-744-5662 
Ph . 914-365-0123 Contact: Michael Connor Contact: Mindy Rud1ck Contact: Barbara L. Allan 
Contact: George Silverman Immersion Foe. Grps., Adv. Bds .. 10 yrs. Experience Utilizing 20+ Years Exp.; Business & Con-
Med., Bus -to-Bus .. Hi- Tech,lndust., Online, Gust. Survey/Dbase. Innovative Techniques. sumer Studies; Nat'J. & lnt'l. Exp. 
Ideation, New Prod .. Tel. Groups. 

Nordhaus Research , Inc. Rhoda Schild Focus Group Sweeney International, ltd. 
Marketing Advantage Research 20300 W. 12 Mile Rd. Recruiting/Marketing One Park Place 
2349 N. Lafayette St. Southfield, Ml 48076 330 Third Ave. 621 N.W. 53rd St., Ste. 240 
Arlington Heights, IL 60004 Ph. 313-827-2400 New York, NY 10010 Boca Raton, FL 33487 
Ph. 708·670·9602 Contact: John King Ph. 212-505-5123 Ph. 800-626-5421 
Contact: Marilyn Richards Fu/1-Svce. Oual. & Ouant., Fin .. Med., Contact: Rhoda Schild Contact: Timm Sweeney 
New Product Development/Hi· Tech/ Uti/., 3 Discussion Rms. Excellent Medical, Consumer, Busi- Qualitative Research. Member: 
Multimedia/Insurance. ness Recruiting. ORCAIAMA/Advt. Club. 

Outsmart Marketing 
Marketing Matrix, Inc. 2840 Xenwood Ave. Pau.l Schneller- Qualitative Target Market Research Group, Inc. 
2566 Overland Ave .. Ste. 716 Minneapolis, MN 55416 300 Bleecker St. 5805 Blue Lagoon Or .• Ste. 185 
Los Angeles, CA 90064 Ph. 612-924-0053 New York, NY 10014 Miami, FL33126-2019 
Ph . 310-842-8310 Contact: Paul Tuchman Ph. 212-675-1631 Ph . 800-500-1492 
Contact: Marcia Selz Helping You ·outsmart· Your Com- Contact: Paul Schneller Contact: Martin Cerda 
Foe. Grps .. In-Depth lntvs. & Sur- pemion. Full Array: Ads/Pkg Gds/Rx/8-to-B/ Hispanic Ouaf./Ouant. Research-Na-
veys For Financial Svce. Companies. Ideation (14+ Years) . tiona/ Capability. 

Phoenix Consultants 
MarketVIsion Research, Inc. 5627 Arch Crest Dr. Jack M. Shapiro Healthcare Mktg. Treistman & Stark Marketing, Inc. 
MarketVision Building Los Angeles, CA 90043 Rsch. & Mgml. Consulting, Inc. Two University Plaza 
4500 Cooper Rd. Ph. 213-294-5648 P.O. Box 900 Hackensack. NJ 07601 
Cincinnati, OH 45242 Contact: Diane Sanders West Nyack, NY 10994 Ph. 201-996-01 01 
Ph. 513-791-3100 Nat I. Group Expert Moderators, Eth- Ph. 914-353-0396 Contact: Joan Treistman 
Contact: Tina Rucker nic/Adv./Cons. Contact: Jack M. Shapiro ENVISION'M, Other Approaches for 
Lux. Cons. Ctr. Dsgnd. For Comfort Tiered Healthcare Market Research Special- Creative Insight. 
Suites, Lg. Kitch., Oua/. Recruft.ln-house. POV ists Since 1988. 

99 Citizens Dr. Widener-Burrows & Associates, Inc. 
Malrlxx Markellng-Rsch. Oiv. Glastonbury, CT 06033 James Spanier Associates 130 Holiday Ct., Ste. 108 
Cincinnati, OH Ph. 203-659-6616 120 East 75th St. Annapolis, MD 21401 
Ph. 800-323-8369 Contact: Lili Rodriguez New York. NY 10021 Ph. 410-266-5343 
Contact: Michael L. Dean, Ph.D. Insights For Advtg., Positioning & Ph. 212-472-3766 Contact: Dawne Widener-Burrows 
Cincinnati's Most Modern and Con- New Prod. Development. Contact: Julie Horner Four Moderators on Staff Spec. in 
venient Facilities. Focus Groups And One-On-Ones Health Care, Fin. Svcs., Adv. Rsch. 

Research Data Services, Inc. In Broad Range Of Categories. 
MCC Qualitative Consulting 600 Magnolia Ave., Ste. 350 Dan Wiese Marketing Research 
100 Plaza Dr. Tampa, FL 33606 Dwight Spencer & Associates 2108 Greenwood Dr., S.E. 
Secaucus. NJ 07094 Ph . 813-254-2975 1290 Grandview Avenue Cedar Rapids, lA 52403 
Ph. 201-865-4900 Contact: Walter Klages. Ph.D. Columbus. OH 43212 Ph. 319-364-2866 
Contact: Andrea Schrager Full Service Qualitative & Ouantita- Ph . 614-488-3123 Contact: Dan Wiese 
Insightful, Innovative, lmpactful, Ac· tive Market Research. Contact: Betty Spencer Highly Experienced: Farmers, Con-
lion-Oriented Team Approach. 4'x16 ' Mirror Viewing Rm. Seats 8- sumers, Business. 

Rockwood Research 12. In House AudioNid. Equip. 
Medical Marketing Research, Inc. 1751 W. County Rd. B Yarnell Inc. 
1201 Melton Ct. St. Paul, MN 55113 Spier Research Group 147 Columbia Tpke., 302 
Raleigh. NC 27615 Ph. 612-631-1977 1 Lookout Circle Florham Park, NJ 07932 
Ph. 919-870-6550 Contact: Marilyn Rausch Larchmont, NY 10538 Ph. 201-593 0050 
Contact: George Matijow Full Srv./Focus Fac.: Agri-Bus .. Con- Ph. 914-834-37 49 Contact: Steven M. Yarnell 
Specialist. Medicai!Pharm. 20 yrs. sumer, Customer Sat. Contact: Daisy Spier New Product Development & Posi-
Healthcare Exp. Advtg./Dir. Mktg./Prod. Dev./Cons.l tioning. HWISW Cos. 

Rodgers Marketing Research Business/FGI's/1 on 1 's. 
MedProbe Medical Mktg. Rsch. 4575 Edwin Drive, NW 
600 S. Hwy. 169, Ste. 1410 Canton, OH 44718 Strategic Focus, Int. 
Minneapolis, MN 55426-1218 Ph. 216-492-8880 6456 N. Magnolia Ave. 
Ph. 612-540·0718 Contact: Alice Rodgers Chicago, IL 60626 
Contact: Asta Gersovitz, Phrm.D. Creative/Cost Effective: New Prod- Ph. 312-973-4729 
MedProbe Provides Full Service Cus- uct/Consumer, Etc. Contact: Dona Vitale 
tom Market Research. Creative Insights for MktgJAdvertis-

Pamela Rogers Research ing Strategy. 
Michelson & Associates, Inc. · 2759 4th St. 
1900 The Exchange, 1360 Boulder, CO 80304 Strategy Research Corporation 
Atlanta, GA 30339 Ph . 303-443-3435 100 N.W. 37 Avenue 
Ph . 404-955-5400 Contact: Pamela Rogers Miami, FL 33125 
Contact: Mark L. Michelson Consumer, Business, Youth Grps./ Ph . 305-649-5400 
Insightful sessions/ Useful re- One-One 's In Many Categories. Contact: Jim Loretta 
ports.10+ year experience. Serving All U.S. Hispanic Mkts. & 

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

California Georgia Minnesota 0/R/S HealthCare Consultants 

Asian Marketing Elrick and lavidge Cambridge Research, Inc. facFind, Inc. 

AutoPacific, Inc. Michelson & Associates, Inc. Graff Works Marketing Research Medical Marketing Research, Inc. 

Erlich Transcultural Consultants MedProbe Medical Mktg. Rsch. 
Ohio Grieco Research Group, Inc. Illinois Outsmart Marketing 

Heffernan Marketmg Research Ser- George I. Balch Rockwood Research The Answer Group 
vices Communications Workshop. Inc. CJI Research Corporation 
Hispanic Market Connections Creative & Response Rsch. Svcs. Missouri Pat Henry Market Research, Inc. 
Hispanic Marketing Doyle Research Associates F MarketVIsion Research, Inc. 
Lachman Research & Marketing Irvine Consulting, Inc. Matrixx Marketing 
Svces. Marketing Advantage Research New Jersey 

Rodgers Marketmg Research 
Market Development, Inc. Strategic Focus, Inc. Dwight Spencer & Associates 
Marketing Matrix, Inc. MCC Qualitative Consulting 
Phoenix Consultants 

Iowa 
Treistman & Stark Marketing, Inc. Pennsylvania 
Yarnell Inc. 

Colorado Dan Wiese Marketing Research Campos Market Research 
Michael Carraher Discovery Rsch. 

Cambridge Associates, Ltd. New York Consumer/Industrial Research (C/IR) 
Market Access Partners Kansas Asian Perspective, Inc. Data & Management Counsel, Inc. 
Pamela Rogers Research Delta3 Research BAI Direct Feedback 

Ebony Marketing Research, Inc. 

Connecticut Maryland Fader & Associates Texas 
Access Research, Inc. Hammer Marketing Resources Focus On Hudson 

Decision Analyst, Inc. Focus Plus, Inc. 
The Clowes Partnership Nancy Low & Associates, Inc. 

Horowitz Associates, Inc. First Market Rsch. (J. Heiman) 
POV Widener-Burrows & Associates, Inc. 
Rudick Research Leichliter Associates Utah Market Navigation, Inc. 

Massachusetts Rhoda Schild Foc:usGrp. RecruitingiMktg. Focused Solutions 
Florida Daniel Associates Paul Schneller- Qualitative 
Carlson Marketing Consultants Dolobowsky Qual. Svcs., Inc. Jack M. Shapiro Healthcare Rsch. & Virginia 
Cunning his Associates First Market Rsch. (J. Rynolds) Mgmt. Cnsltg. Bannon Moderating Services 
The Deutsch Consultancy Greenleaf Associates. Inc. James Spanier Associates Franklin Associates, Inc. 
Research Data Services, Inc. Spier Research Group Fuller Research Services, Inc. 
Strategy Research Corporation Michigan 

Washington Sunbelt Research Associates, Inc. KidFacts Research North Carolina 
Sweeney International. Ltd. Nordhaus Research, Inc. CB&A Market Research Consumer Opinion Services 
Target Market Research Group, Inc. The Customer Center, Inc. Monitor Research Corp. 

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

ADVERTISING Dan Wiese Marketing Research POV AUTOMOTIVE 
Bannon Moderating Services Strategy Research Corporation AutoPacific, Inc. 
Cambridge Associates. Ltd. AFRICAN-AMERICAN Creative & Response Rsch. Svcs. 
Cambridge Research, Inc. Ebony Marketing Research, Inc. APPAREL/FOOTWEAR Erlich Transcultural Consultants 
Creative & Response Rsch. Svcs. Phoenix Consultants The Customer Center, Inc. Matrixx Marketing-Research Oiv. 
The Customer Center, Inc. 
Oolobowsky Qual. Svcs., Inc. AGRICULTURE ASIAN BIO-TECH 
Doyle Research Associates Cambridge Associates, Ltd. Asian Marketing Focus On Hudson 
Erlich Transcultural Consultants Cambridge Research, Inc. Asian Perspective, Inc. Irvine Consulting, Inc. 
Fader & Associates Consumer/Industrial Research (C/IR) Communication Research Nancy Low & Associates. Inc. 
First Market Research (J. Reynolds) The Customer Center, Inc. Data & Management Counsel, Inc. Market Navigation, Inc. 
POV Rockwood Research Erlich Transcultural Consultants MedProbe Medical Mktg. Rsch. 
Paul Schneller • Qualitative Market Navigation, Inc. Medical Marketing Research, Inc. 
Spier Research Group Dan Wiese Marketing Research ASSOCIATIONS Jack M. Shapiro Healthcare Rsch . & 
Strategy Research Corporation 
Sweeney International, Ltd. Nancy Low & Associates, Inc. Mgmt. Cnsltg. 

Treistman & Stark Marketing, Inc. ALCOHOLIC BEV. 
Widener-Burrows & Associates, Inc. Creative & Response Rsch . Svcs. 
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BUS.· TO· BUS. The Clowes Partnership Marketing Matrix, Inc. Strategy Research Corporation 

Access Research, Inc. Consumer Opinion Services Matrixx Marketing-Research D1v. Target Market Research Group, Inc. 

BAI Creative & Response Rsch. Svcs. MCC Qualitative Consulting 

Cambridge Associates, Ltd. Doyle Research Associates Monitor Research Corp. HOUSEHOLD 
Cambridge Research , Inc. Greenleaf Associates, Inc. Nordhaus Research, Inc. PRODUCTS/CHORES 
Michael Carraher Discovery Rsch. Pat Henry Market Research, Inc. The Research Center 

Consumer/Industrial Research (C/IR) Marketing Advantage Research James Spanier Associates Paul Schneller - Qualitative 

Consumer Opinion Services Research Data Services, Inc. Sweeney lnt'l. Ltd. 

Creative & Response Rsch. Svcs. Rodgers Marketing Research Widener-Burrows & Associates, Inc. IDEA GENERATION 
Data & Management Counsel, Inc. Paul Schneller - Qualitative Analysis Research Ltd . 

The Deutsch Consultancy Dan Wiese Marketing Research FOODS/NUTRITION The Answer Group 

Direct Feedback Leichliter Associates BAr 
Fader & Associates CUSTOMER Cambridge Associates, ltd. 

first Market Research (J. Heiman) SATISFACTION FOOD PRODUCTS Creative & Response Rsch . Svcs. 

Pat Henry Market Research, Inc. The Answer Group The Answer Group 
Oolobowsky Qual. Svcs., Inc. 

MCC Qualitative Consulting BAI BAI 
Elrick and Lavidge 

Monitor Research Corp. Michael Carraher Discovery Rsch. Creative & Response Rsch. Svcs. 
Leichliter Associates 

Paul Schneller - Qualitative Elrick and Lavidge Doyle Research Associates 
Matnxx Marketing-Research Oiv. 

James Spanier Associates Fader & Associates Greenleaf Associates, Inc. 
Monitor Research Corp. 

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

Sunbelt Research Associates, Inc. POV 
Research Data Services, Inc. Outsmart Marketing Rockwood Research Sweeney International, Ltd. Rockwood Research POV Paul Schneller - Qualitative Yarnell Inc. Sunbelt Research Associates, Inc. Paul Schneller- Qualitative 

James Spanier Associates 
Sweeney lnternational, Ltd. 

CABLE DIRECT MARKETING IMAGE STUDIES Creative & Response Svces., Inc. BAI HEALTH & BEAUTY 
Cambridge Associates, Ltd. 

CHILDREN 
Greenleaf Associates, Inc. PRODUCTS Paul Schneller· Qualitative 
Spier Research Group The Answer Group 

Carlson Marketing Consultants BAI INDUSTRIAL Creative & Response Rsch. Svcs. DISTRIBUTION Paul Schneller· Qualitative The Customer Center, Inc. Doyle Research Associates Graff Works Marketing Research Jack M. Shapiro Healthcare Rsch. & 
Fader & Associates Mgmt. Cnsltg. 

First Market Research (J. Heiman) 

Greenleaf Associates. Inc. Market Navigation, Inc. 

KidFacts Research EDUCATION Sweeney International, Lld. 
Matrixx Marketing-Research Div. Cambridge Associates, Ltd. HEALTH CARE Dan Wiese Marketing Research 

Outsmart Marketing Greenleaf Associates, Inc. Access Research, Inc. 
Pamela Rogers Research Marketing Advantage Research The Answer Group INSURANCE 
Paul Schneller- Qualitative Consumer/Industrial Research {C/IR) Nancy Low & Associates, Inc. 

ENTERTAINMENT Dolobowsky Qual. Svces., Inc. Mad<eting Advantage Research 
CHURCH & RELIGIOUS Bannon Moderating Services D/R/S HealthCare Consultants 

ORG. Sweeney International, ltd. Elrick and Lavidge INTERACTIVE PRODJ Erlich Transcultural Consultants 
Heffernan Marketing Rsch. Svcs. EXECUTIVES First Market Research (J. Reynolds) SERVICES/RETAILING 

Irvine Consulting, Inc. Leichliter Associates 
COMMUNICATIONS BAI · Nancy Low & Associates, Inc. 

RESEARCH 
Creative & Response Rsch. Svcs. Market Access Partners INVESTMENTS Dolobowsky Qual. Svcs., Inc. Market Navigation, Inc. 

Access Research, Inc. Fader & Associates Matrixx Marketing-Research Div. The Deutsch Consultancy 

Cambridge Associates, Ltd . First Market Research (J . Heiman) MedProbe Medical Mktg. Rsch. 
The Customer Center, Inc. Marketing Advantage Research Medical Marketing Research, Inc. LATIN AMERICA 

Paul Schneller - Qualitative Nordhaus Research, Inc. Market Development, Inc. 
COMPUTERS/MIS James Spanier Associates Rockwood Research 
Cambridge Associates, Ltd. Strategy Research Corporation Paul Schneller - Qualitative MEDICAL PROFESSION 
Michael Carraher Discovery Rsch. Sweeney International, Ltd. Jack M. Shapiro Healthcare Rsch. & The Answer Group 
Creative & Response Rsch. Svcs. Mgmt. Cnsltg. Cambridge Associates, ltd. 
Daniel Associates FINANCIAL SERVICES James Spanier Associates D/R/S HealthCare Consultants 
Fader & Associates Access Research, Inc. Strategy Research Corporation Focus On Hudson 
First Market Research {J. Heiman) BAI Sunbelt Research Associates, Inc. Pat Henry Market Research. Inc. 
Leichliter Associates Cambridge Associates. Ltd. Widener-Burrows & Associates, Inc. Matrixx Marketing-Research Div. 
Market Navigation, Inc. Cambridge Research. Inc. MedProbe Medical Mktg. Rsch. 
Marketing Advantage Research Michael Carraher Discovery Rsch. HISPANIC Medical Marketing Research. Inc. 
Monitor Research Corp. Creative & Response Rsch. Svcs. Data & Management Counsel, Inc. Nordhaus Research , Inc. 
James Spanier Associates The Deutsch Consultancy Ebony Marketing Research, Inc. Rhoda Schild Focus Group RecJ 
Sweeney International, Ltd. Oolollowsky Qual. Svcs., Inc. Erlich Transcultural Consultants Mktg. 
Yarnell Inc. Elrick and Lavidge Hispanic Market Connections, Inc. Paul Schneller - Qualitative 

Fader & Associates Hispanic Marketing Jack M. Shap1ro Health care Rsctl. & 
CONSUMERS Nancy Low & Associates, Inc. Communication Research Mgmt. Cnsltg . 

The Answer Group Market Development, Inc. 
· Phoenix Consultants 
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MODERATOR TRAINING 
Cambridge Associates, Ltd. 
Cunninghis Associates 
Fuller Research Services. Inc. 

MULTIMEDIA 
Marketing Advantage Research 

NATURAL HEALTH 
CARE/REMEDIES 
Focused Solutions 

NEW PRODUCT DEV. 
The Answer Group 
BAI 
Bannon Moderating Services 
Cambridge Associates, Ltd. 
Carlson Marketing Consultants 
Creative & Response Rsch. Svcs. 
Daniel Associates 
Data & Management Counsel, Inc. 
Dolobowsky Qual. Svcs .. Inc. 
Elrick and lavidge 
Fader & Associates 
First Market Research (J. Heiman) 
First Market Research (J. Reynolds) 
Graff Works Marketing Research 
Greenleaf Associates, Inc. 
KidFacts Research 
Leichliter Associates 
Market Access Partners 
Marketing Advantage Research 
Outsmart Marketing 
POV 
Rockwood Research 
Paul Schneller- Qualitative 
James Spanier Associates 

NON-PROFIT 
Doyle Research Associates 

PACKAGE DESIGN 
RESEARCH 
Treistman & Stark Marketing, Inc. 

PACKAGED GOODS 
The Answer Group 
BAI 
Bannon Moderating Services 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
Paul Schneller - Qualitative 

PARENTS 
Doyle Research Associates 
Fader & Associates 
Greenleaf Associates, Inc. 
Marketing Advantage Research 
Paul Schneller - Qualitative 

PET PRODUCTS 
Cambridge Research, Inc. 
The Customer Center. Inc. 
Marketing Advantage Research 

December 1995 

PHARMACEUTICALS 
The Answer Group 
BAI 
Cambridge Associates, Ltd. 
Creative & Response Rsch . Svcs. 
0/R/S HealthCare Consultants 
Focus On Hudson 
Irvine Consulting, Inc. 
Market Navigation, Inc. 
MCC Qualitative Consulting 
MedProbe Medical Mktg. Rsch. 
Medical Marketing Research, Inc. 
POV 
Paul Schneller - Qualitative 
Jack M. Shapiro Healthcare Rsch . & 
Mgmt. Cnsltg. 

POLITICAL RESEARCH 
Cambridge Associates, Ltd. 

PUBLIC POLICY RSCH. 
Cambridge Associates, Ltd. 
CJI Research Corporation 

PUBLISHING 
Cambndge Associates, Ltd. 
First Market Research (J. Heiman) 
Greenleaf Associates, Inc. 
Marketing Advantage Research 
Spier Research Group 
Dan Wiese Marketing Research 

RETAIL 
First Market Research (J . Reynolds) 
Pat Henry Market Research, Inc. 
MCC Qualitative Consultmg 
Paul Schneller- Qualitative 

SENIORS 
Erlich Transcultural Consultants 
Fader & Associates 
Marketing Advantage Research 
Paul Schneller· Qualitative 
Sunbelt Research Associates, Inc. 

SERVICES 
Spier Research Group 

SMALL BUSINESS/ 
ENTREPRENEURS 
Leichliter Associates 
Strategy Research Corporation 
Yarnell Inc. 

SOFT DRINKS, BEER, 
WINE 
Cambridge Associates, ltd. 
Carlson Marketing Consultants 
Creative & Response Rsch. Svcs. 
Grieco Research Group, Inc. 
POV 
Strategy Research Corporation 

TEACHERS 
Greenleaf Assoc1ates, Inc. 
Marketing Advantage Research 

TEENAGERS 
The Clowes Partnership 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
Fader & Associates 
KidFacts Research 
Matrixx Marketing-Research Div. 
MCC Qualitative Consulting 

TELECOMMUNICATIONS 
BAI 
Cunninghis Associates 
Daniel Associates 
Oelta3 Research 
Elrick and Lavidge 
First Market Research (J. Heiman) 
Horowitz Associates Inc. 
Marketing Advantage Research 
MCC Qualitative Consulting 
POV 
Rockwood Research 
Pamela Rogers Research 
Strategy Research Corporation 

TELECONFERENCING 
Cambridge Research, Inc. 

TELEPHONE FOCUS 
GROUPS 
Cambridge Associates, ltd. 
Consumer/Industrial Research (C!IR) 
Creative & Response Rsch. Svcs. 
The Customer Center, Inc. 
Market Navigation, Inc. 
Medical Marketing Research, Inc. 
MedProbe Medical Mktg. Rsch. 

TOURISM/HOSPITALITY 
Research Data Services, Inc. 

TOYS/GAMES 
Carlson Marketing Consultants 
Fader & Associates 
Greenleaf Associates, Inc. 
Kidfacts Research 

TRANSPORT AnON 
SERVICES 
CJI Research Corporation 
Strategic Focus, Inc. 
Sweeney International, Ltd. 

TRAVEL 
Cambridge Associates, ltd. 
Michael Carraher Discovery Rsch. 
Greenleaf Associates, Inc. 
Research Data Services, Inc. 
Paul Schneller - Qualitative 
James Spanier Associates 
Sweeney International, ltd. 

UTILITIES 
Cambridge Associates, Ltd. 
CJI Research Corporation 
Fader & Associates 
Nancy Low & Associates, Inc. 
Nordhaus Research. Inc. 
Rockwood Research 

VIDEO 
TELECONFERENCING 
The Answer Group 

·WEALTHY 
The Deutsch Consultancy 
Strategy Research Corporation 

YOUTH 
Fader & Associates 
Outsmart Marketing 
POV 

When contacting a 
moderator listed in this 

section, let them know you 
found them through the 

I}MRR Focus Group 
Moderator Directory! It's 
featured in every issue of 
QWm'v _________________ _ 

MARKETING RESEARCH 
Review 
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Japan 
continued from p. 13 
clam up. I o, becau e of the deci ion 
making proce the are u ed to, they 
need to wander around and e amine the 
i ue from every point f iew - no 
matter how bizarre their perambula­
tion rna eem to you - be ore they 
will be comfortable c mmitting them-
el e to are pon e. ten. at the end of 

one of the e "around the \vorld" di .'cus­
ion , the moderator will ·ummarize 

\ hat he ha been hearing with a 'tate­
ment that ounds like nothing ou have 
b en h aring. leaving you gasping over 
hi putting v ords in th ir mouths. ddly 
however, this is his wa of finally g t­

ting the discussion down to bras. ta k 
- and getting you som usable data! 
While hi.' .statement may s m off th · 
wall to you, it g t vcr one in the r om 
to begin stating th ir po ·iti n ~ . Th will 
disagrc strongly if th y wish, or agree, 
but it gets th m pa ·t the cir umna iga­
tion p rtion of the pr e. . 

Pol it ness and urt ·y w paramount 
to every :tcp of our work in Japan, and 

ou will be wi e t read up on it before 
you g , and then r l y hea il y on your 
Engli. h peaking liai n for the re t. 
Your liai on and the m derator will 
oft n ·plain why the do what they do 
on the basis fit p r eiv d politene 
or Ia k th reof. The rule mom or dad 
taught you will be u ele . 

Th Japane e will not ay ·•no" to 
you. That j n impolite. They will often 
mean"no,"h wever,andwille pre it 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ furou~p~ae l~eilie upremecruhcr 

Survey Software for the prof e sional re earcher 
* Questiomwire Design * Questionnaire Printing 

L'::::::I::::I==I * CAT/ and CAPT • Questionnaire Analysis 
No matter what your requirement : 
cro tabulations, frequency tab1e , 

de criptive statistic or 3-D graphic , 
SNAP Professwnal is your 

"all in one" solution ! 

Call or fax Mercator Corporation 
for your free evaluation di kette 
Tel: (508) 463-4093 

a. : (50 ) 46 -9375 

of all hop : "That would be jf icult. ' 
\Vhen you hear that, it ' time tog back 
to the drawing board and ummon your 
be t creati it . becau e that mean 
.. o!" 

Th re i a great deal of gender bia , 
ra ial bia and bia toward th handi­
capped in the Japane ·e culture. If you 
are a minority or a emale doing bu i­
ne in Japan, or managing a project 
there, prepare your elf well and be fle -
ible. Build your tatu before you arrive 
and before they knm any detail about 
wh you are. While we may tiU be· 
raci t and e i t here it i much more 
marked there. Al o, thi influence how 

u can tructure group and who you 
can afely mi with whom. 

you de ign que tionnaire and 
ere ning pro edure , two other i ue 

ari e. ne i .the impolitene of a king 
for ertain kind of information, uch a 
income and u ing certain tandard oc-
cupational la ification . 1 o, Japa­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ neeco~ rn~ trucwrei e~di~~ 

B 

Conracr: 
James Denor or 

Robm l'\ iecko 

BI ,i. 

l 88 · nrury Park E.m 

l9rh Floor 
Los An eles A c;muG: 
TEL (3 l0l 2 + ' -Ul 
FAX () lU) 28-1-3204 

Experience: A &T A.H.P., DuPont, Frut£ Of The Loom, Glaxo Wellcome Her heyt 
J&J, Lever Brother 
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ent than We tern tructure, o ome 
cia ification you may be eeking will 
note ·i t and you will ha e to again be 
lle ibl and creative to find an analo­
gous set of people. 

So. what' the good new ' '? lfyou are 
patient, reative, fle · ible, good at fol ­
lowing up on detail and cheerful, ou 
will get your data and it will be olid. 
Japan i a fa cinating place and the 
whole pro e will be a wonderful e -
perience for you. On the per on a] ide, 
there i much to ee and do. the ubwa 
s tern are wonderful and ea to u e. 
p ople are g nerally friendly and anx­
iou to help - even if they don't . peak 
Engli h - and you can fe I afe almost 
anywhere. day or night. 

If you're lucky enough to get a project 
over ea , di e in with a vengeance and 
have a ball. Ju t be prepared for orne 
haHenge that you won· t find conduct-

ing re ear h in Hometown. A. 
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1996 FOCUS GROUP FACILITY DIRECTORY 

Codes 

BIRMI 

Connections Inc. 
3928 Montclair Rd. 
Birmingham, AL 35213 
Ph. 205-879·1255 
Fax 205·868-4173 
Rebecca Watson, President 
1.3.6,7B,8,9 

Consumer Pulse of Birmingham 
Brookwood Village Mall, #612A 
Shades Cree P wy. 
B1rmmgham, AL 35209 
Ph. 205·879·0268 
Fax 205-879-1058 
Cindy Estes. Drrec or 
1 ,3,4,6,7A,8 
Am. 1) 21x16 Obs. Am. Seats 12 
(See advert1sement on p. 103) 

Polly Graham and Associates, Inc. 
3000 Rrverchase Galleria, Ste. 310 
Birmrngham, AL 35244 
Ph. 205·985-3099 
Fax 205·985·3066 
Jrm Jager 
1 ,2,3,4,6,7B,8,9 
Am. 1) 15x20 
Am. 2) 9x15 
tAm. 3) 9 16 

Obs. Am. Seats 20 
Obs. Am. Seats 12 
Obs. Am. Seats 10 

New South Research 
3000 Riverchase, Ste. 405 
B1rm1ngham. AL 35244 
Ph. 800·289-7335 
Fax 205-985-3346 
1,3,6,7B 
Am. 1) 20x18 Obs. Am. Seats 10 

TWM Research Group, Inc. 
2 Rrverchase Office Plaza, Ste. 210 
Birmingham, AL 35244 
Ph. 205-987-8037 
Fax 205-987-8195 
Cheryl Whitlow 
1,3,4,6,78 

U T VI L 

Evelyn Drexler Research Servrces 
8807 Bridlewood Dr. 
Huntsville, AL 35802 
Ph. 205-881 -9468 
Fax 205·881-8384 
Evelyn Drexler. Owner 
1 ,3.6,78 

You ever Know Who 
Yo 're al ·ng To! 

At Strictly Medical we make sure 
your people are talking to 
the right people. 
Market research strategy has been determined. Next step, implementation. 
That's where Strictly Medical comes in. With Trained and Licensed 
Medical Personnel, State-OHhe-Art facilities and equipment. Plus the 
added benefit of being in exciting and beautifu l Scottsdale, Arizona. 

60 

Strictly Medical 
Scottsdale Place 
5725 N. Scottsdale Rd. 
Bldg. C Suite 105 
Scottsdale, Arizona 85250 
Wendy Walker (602) 423-0319 

Polly Graham & Associates, Inc. 
5901 Unrversity Dr., #111 
Huntsville, AL 35806 
Ph. 205·985-3099 
Fax 205-985-0146 

OBIL 

Obs. Am. Seats 12 
Obs. Am. Seats 6 

Polly Graham & Assoc1ates, Inc. 
3289 Bel Arr Mall 
Mobile, AL 36606 
Ph. 205-471·0059 
Fax 205-478-0015 
Cindy Eanes, Vrce Presrdent 
1 ,2,3,4,6, 7 A.8,9 
Am. 1) 12x13 Obs. Am. Seats 12 
tAm. 2) 9x12 Obs. Am. Seats 7 

0 TGOM 

Nolan Research 
Lecroy Shopping Village 
3661 Debby Dr. 
Montgomery, AL 36111 
Ph. 205·284·4164 
Deidra Nolan, President 
1,3,6,7A 

ALASKA 

Craciun & Assoctates 
400 D St., Ste. 200 
Anchorage, AK 99501 
Ph. 907-279-3982 
Fax 907-279-0321 

G 

Jean Craciun. Prestdent 
1,3,6,7B,8 
Am. 1) 20x33 
Am. 2) 13x19 Obs. Am. Seats 3 

Drttman Research Corp. of Alas a 
DRC Butlding 
8115 Jewel Lake Rd. 
Anchorage, AK 99502 
Ph. 907·243·3345 
Fax 907·243·7172 
Terry R. O'Leary, President 
1,3,6,7C 
Am. 1) 12x20 Obs. Am. Seats 6 

ARIZONA 

0 

Arizona Market Research Services 
Ruth Nelson Research Serv.ces 
10220 N. 31st Ave ., #122 
Phoenix, AZ 85051 
Ph. 602-944-8001 
Fax 602-944-0130 
Kim Ntemr, Manager 
1,3,4 ,6,7B,8,9 
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QCS fills your need for Focus Groups 
in major markets across America. 

With 37 facilities offering unsurpassed professional services, 
Quality Controlled Services is clearly the right choice for your 
next focus groups. You'll find us in these major markets; 

Appleton (WI) • Atlanta • Chicago 
Columbus (OH) • Dallas/Ft Worth • Houston 
Kansas City • Los Angeles • Minneapolis • Nashville 
Philadelphia • Phoenix • St Louis 

OCS is the nation's largest provider of focus group research com­
bining up·to·date facilities with excellent recruiting. We bring a 
lot of experience to each job. In fact, we conduct more than 
5,000 groups per year serving clients and moderators in a broad 
range of industries - yours is probably among them. 

We feature large modern conference rooms, comfortable 
viewing areas and lounges, excellent food and amenities, private 

~ Focu :VI I 
~ ~ Equipped rorvldeotransmlsslon ot live focus groups 
~ In selected martcets 

telephones, quality audio and video taping and convenient 
fax services. Over the years we've developed an extensive com­
puterized database of consumer, executive, professional, and 
technical respondents. In most cases, locating your respondents 
is faster and more economical using the OCS system. 

At QCS we're committed to excellence. We've developed 
a national reputation for projects with demanding specifications. 
Quality, consistency, and personal service are part of our success 
plan for every group. Plus, we follow the tightest screening 
procedures in the business. 

All of which should put your choice in clear focus. There's 
no one easier to do business with. Call us today for pricing, 

~~~~:.g, and project 1-800-325-3338 

@ 
Quality Controlled Services· 



1996 FOCUS GROUP FACILITY DIRECTORY 

Codes 
1 Coni rerce Styl Room 
2 Llv11'Q Room Sty 

78 Located 1n Office Bu ld ng 
7C Free St '1Cl•ng Bu IO ng 

3 Observ ~~on Room 
4 T t 1!che<l 

8. ·On·1 Room 

S T t I~C '10bsvR 
6 V o Equ p!"'en Ava1 bl 
7A. Located '" Shoppong Mall 

Behavior Research Center 
1105 N. First St., Ste. 1 
Phoemx. AZ 85004 
Ph. 602·258·4554 
Fax 602·252·2729 
Beverly Budo 
1,3,6,7B,8 
Am. 1) 14x28 Obs. Am. Seats 10 

Fieldwork Phoenix Inc. 
7n6 Pointe P wy. West. Ste. 240 
Phoenix, AZ 85044 
Ph. 602·438·2800 
Fax 602·438·8555 
Barbara Willens 
1 ,3,4,5,6,7B .8.9, 10 
Am. 1) 19x22 
Am. 2) 14x18 
Am. 3) 16x23 
Member Focus Vision 

Obs. Am. Seats 20 
Obs. Am. Sea s 25 
Obs. Am. Sea s 12 

(See advertisements on pp. 29, Bac 

Fieldwork Phoenix-Scottsdale 
6263 N. Scottsdale Rd., S e. 380 
Scottsdale, AZ 85250 
Ph. 602·438·2800 
Fax 602·438·8555 
Barbara Willens 
1,3,4,6,7B 

Cover) 

Am. 1) 15x15 Obs. Am. Seats 20 
Am. 2) 19x20 Obs. Am. Seats 20 
Am. 3) 19x17 Obs. Am. Seats 20 

Fnedman Marke ing/Phoenix 
Paradise Val ey Mall 
4550 E. Cac us 
Phoenix, AZ 85032 
Ph. 602·494·7813 or 914·698·9591 
Fax 602·996·7465 
1.3,4,6.7A 
Am. 1) 14x16 Obs. Am. Seats 8 

O'Neil Associates, Inc. 
412 E. Southem Ave. 
Tempe. AZ 85282 
Ph. 602·967-4441 
Fax 602·967·6122 
Michael O'Neil. Prestdent 
1,3,4.6,7C 
Am. 1) 16x25 Obs. Am. Seats 18 

Quality Controlled Services 
6360·3 E. Thomas Rd., S e. 330 
Scottsdale, AZ 85251 
Ph. 800·647·4217 
Fax 602·941·0949 
Johen McCullough 
1 ,3.4,6,7B 
Am. 1) 17x27 Obs. Am. Seats 12 
Am. 2) 19 23 Obs. Am. Seats 10 
(See advertisement on p. 61 ) 

Strictly Medical Market Research 
2400 E. Arizona Biltmore Cir., Ste. 1100 
Phoenix, AZ 85016 
Ph. 602·224·7979 
Fax 602·224·7988 
Wendy Walker, Exec. Vice President 
1,3,4,6.7B.8,9 
Am. 1) 16x18 Obs. Am. Seats 14 
Am. 2) 15x16 Obs. Am. Seas 12 
(See advertisement on p. 60) 

Time N Talent Market Research 
2400 E. Arizona Bli more C1r. , S e. 1100 
Phoemx. AZ 85016 
Ph. 602·956·1001 
Fax 602·224·7988 

Valleywtde Research Inc. 
1107 S. Gilbert Rd., q110 
Mesa. AZ 85204 
Ph. 602·892·5583 
Fax 602·497·3272 
DeAnn Corey, Manager 
1,3,4,6.7A 

WestGroup Market1ng Research 
1110 E. Mtssoun Ave., S e. 780 
Phoemx, AZ 85014 
Ph. 800·999·1200 
Fax 602·631·6842 
Beth Aguirre 
1,3,6.7B 
Am. 1) 14x16 

0 

FMR Associates 
6045 E. Grant Rd. 
Tucson, AZ 85712 
Ph. 602·886·5548 
Fax 602·886-0245 
Lynn Moore, Dtr. Rsch. 
1 ,3,4,5,6,7C,8,9 

Obs. Am. Seats 15 

Pueblo Research Associates Inc. 
3710 S. Pa Ave., 11706 
Tucson, AZ 85713 
Ph. 602-623·9 42 
Fax 602·623·9443 
Jac 1e Acorn, President 
1,3,4,6,7B,8 

ARKANSAS 

ORT 

Myra Balaban, President c & c Ma et Research 
1 ,3.4.6.7B,8,9 Central Mall, #40 N. 

(See advertisement on Bac Cover) 

Am. 1) 16x18 Obs. Am. Seats 14 F . Smith, AR 72903 Am. 2) 15x16 Obs. Am. Seats 12 Ph. 
501

_
484

_
5637 (See advertisement on p. 62) 

------------------'---------------~ Cindy Cunningham, Vice President 
1 ,3,4,5,6,7A 

t take i e Talent... Q 
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to get the job done right! 
and tal Ill When ch luling ) Our nc\t proJect. ma •t 

Tim Tal •nt!J.rhl. 
n fill d fmm Vsloll our n \\ , "P; ' IOU r ' ll group fa ·i luy at : 

C'.irl'<md,l l . II IIIHII' 
Rout ~ I. Bo I. \ \ 
Jn~f'\sl l e.ll l 111 ,,, ~II • 
I •>. ~-~6M . 

Time N Talent Inc. @ 

Miller Research Group Inc. 
10 Corporate Hill Dr., S e. 100 
Little Rock. AR 72205 
Ph. 501·221·3303 
Fax 501·221·2554 
Sandy Gourley 
1,3,4,6,7B.8,9 
Am. 1) 15x20 Obs. Am. Sea s 10 

PI BLUF 

F iedman Mar eting/Lr le Roc 
The P1nes Mall 
2901 Pines Mall Dr. 
Pine Bluf . AR 71601 
Ph. 501-535·1688 or 914·698·9591 
Fax 501·535·1754 
1 ,3,4,6, 7 A,8 
Am. 1) 16x14 Obs. Am. Seats 8 
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1996 FOCUS GROUP FACILITY DIRECTORY 
CALIFORNIA 

BAKERSFIELD 

Marketing Works 
42518 h St. 
Ba ersfield, CA 93301' 
Ph. 805·326·1012 
Fax 805-326·0903 
Debbie Duncan 
1,3,4,6,7C,8,9 
Rm. 1) 12x20 
Rm. 2) 12x12' 
tRm. 3) 12x22 

R S 0 

AIS Mar et Research 
2070 N. Winery 
Fresno, CA 93703 
Ph. 209·252·2727 
Fax 209·252-8343 
Kimberly Rudolf 
1,3,4,6,7C 
Am. 1) 13x18 

Bartels Research Corp. 

Obs. Rm. Seats 12 
Obs. Am. Seats 6 
Obs. Am. Seats 12 

145 Shaw Ave., Ste. C·1 & 2 
Clovis, CA 93612 
Ph. 209-298-7557 
Fax 209·298·5226 
Joellen Bartels, Ow er 
1 ,3,4,6,78,8 

Nichols Research 
557 E. Shaw 
Fresno, CA 93710 
Ph. 209·226-3100 
Fax 209-226-9354 
Amy Shields 
1,3,4,6,7A,8 
.Rm. 1) 15x20 Obs. Am. Seats 10 
(See advertisement on p. 74) 

OS G 

Adept Consumer Testing/Beverly Hills 
345 N. Maple Dr., Ste. 325 
Beverly Hills, CA 90210 
Ph. 818-905-1525 
Fax 818-905-8936 
Mark Tobias, Partner 
1,3,4,6,78,8,9,1 0 
Am. 1) 20x18 
Am. 2) 21x15 
Am. 3) 12x14 
Am. 4) 12x12 
MemberVCAN 

Obs. Am. Seas 20 
Obs. Am. Seas 18 
Obs. Am. Seas 8 
Obs. Am. Sea s 8 

(See advertisements on pp. 3, 63) 

Adept Consumer Testing/los Angeles 
17323 Ventura Blvd., Ste. 308 
Encino. CA 91316 
Ph. 818-905-1525 
Fax 818-905-8936 
Mark Tobias, Partner 
1 ,3,4.6,78 ,8.9,10 
Am. 1) 21x15 
Am. 2) 20x14 
Am. 3) 18x16 
Am. 4) 12x12 
MemberVCAN 

Obs. Am. Seats 14 
Obs. Am. Seats 10 
Obs. Am. Seats 12 
Obs. Am. Seats 4 

(See advertisements on pp. 3, 63) 

December 1995 
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Au wen. 
independent re~Nreber. A 
I'CICirCll y CXlnClucted by her 
company ha shown that a 
powinJ number of qualitative 
IC8Cac:heft the nMian DOW 

fa.nd it inc~asingly diffiCult to 

think ot me wi1hout dtinkina of 
lhe ala'. A name chlnge flY l..ol 
Ansel appears to be the next 
Nltnlsrep. 

Nobody knows .A. li e Adept. Nobody. 

Awe 111 qualitativ faciliti 1 atcd in B vcrly Hill and uburban Encino. 
For more information call 1 K< X) A DE?T95. 

ADEPT CO SUMER TESTING 



1996 FOCUS GROUP FACILITY DIRECTORY 

Codes 
1. Conre•enc S e Room 
2 LMng RoomS le 
3 Observabon Room 
4 Test n 
S Test K n Obsv Am 
6 Vtdeo Equtpment Ava lab 
7 A located Ill Shopptr.g Mall 

7B loca ed '" Offoce B kl•ng 
7C Fre S•andtng Bu lotng 
8 1'()1'·1 Room 

Adler Weiner Researchll.A. Inc. 
11911 San V1cente Blvd., Ste. 200 
Los Angeles, CA 90049 
Ph. 310-440-2330 
Fax 31 Q-44Q-2348 
An1ta Wallace, Facility Dtr. 
1,3,7B,10 
Am. 1) 20x12 
Am. 2) 20x15 
Am. 3) 21x13 
Member Focus Vision 

Obs. Am. Seats 12 
Obs. Am. Seats 18 
Obs. Am. Seats 12 

(See advertisement on p. 29) 

Area Phone Bank 
3607 W. Magnoha Blvd., Ste. N 
Burban , CA 91505 
Ph. 818·848·8282 
Fax 818-846-9912 
Ed Goldbaum, Owner 
1,3,6,7B 

Asststance In Marketing/Los Angeles 
3760 Kilroy Airport Way, Ste. 100 
Long Beach, CA 90806 
Ph. 310-981-2700 
Fax 310-981-2705 
David Wetnberg 
1 ,3,4,6, 7B,8,9 
Am. 1) 24x32 Obs. Am. Seats 22 
Am. 2) 20x22 Obs. Am. Seats 12 

Car-Lene Research Inc. 
Santa Fe Spnngs Mall 
Santa Fe Springs, CA 90670 
Ph. 310-946-2176 
Fax 310-944-4167 
Danella Haw ms, Manager 
1,3,4,6,7A 

Consumer Pulse of Los Angeles 
Galleria at South Bay, #269 
Redondo Beach, CA 90278 
Ph. 310-371-5578 
Fax 310-542-2669 
Angie Abell 
1 ,3,4,5,6, 7 A ,8,9 
Am. 1) 16x18 Obs. Am. Seats 18 
Rm. 2) 18x18 Obs. Am. Seats 18 
Rm. 3) 14x18 Obs. Am. Seats 18 
(See advertisement on p. 103) 

Tom Dale Market Research 
9440 Chero ee Ln. 
Beverly Hills, CA 90210 
Ph. 212-758-9n7 
Tom Dale, Prestdent 
1 ,2,3,4,6, 7D 

Davts Market Research Services 
23801 Calabasas Rd. 
Calabasas, CA 91302 
Ph. 818-591-2408 
Fax 818·591-2488 
Carol Dav1s, President 
1,3,4,6,78 
Am. 1) 16x22 Cbs. Am. Seats 15 
Rm. 2) 11 x14 Obs. Rm. Seats 5 

,,~S 8 TESTING f(O'-u , 

A Luxurious Setting at Affordable Prices 
• An 8,000 sq. ft . facility • Five spacious focus group/observation rooms 

• A 1,200 sq. ft. commercial test kitchen • Luxurious client lounges 

• One/ones to 50 respondents per session per room 

• Any size taste-test study easily handled 

" State-of-the-art stereo and video equipment 

• Complimentary limousine service may be arranged in advance * Free parking 

• Four commercial ovens with 24 burners *Three Utility Distribution Systems (U.O.S.) 

• 20 high-powered full-sized microwave ovens • Walk-in refrigerators/walk-in freezer 

• All respondents prescreened and confirmed prior to session 

• A quality conscious/reliable full-field service to handle any study to your satisfaction 

Our Knowledge and Experience Makes Us 
"The Ultimate Focus & Testing Facility" 

20847 Ventura Boulevard, Woodland Hills, CA 91364 
(818) 347-7077 • FAX (818) 347-7073 
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Facts 'N Figures 
Panorama Mall 
14550 Chase St ., Ste. 78B 
Panorama C1ty, CA 91402 
Ph. 818-891-6n9 
Fax 818-891-6119 
Steve Escoe, Vice President 
1 ,3,4,6,7A,8,9 

Facts 'N Figures 
Antelope Valley Mall 
1233 W. Ave. P, #701 
Palmdale, CA 93551 
Ph. 805-272-4888 
Fax 805-272-5676 
Rene Stapleton, Manager 
1,3,7A,8,9 

Field Dynamics Marketing Research 
17547 Ventura Blvd., Ste. 308 
Encino, CA 91316 
Ph. 818-783-2502 
Fax 818-905-3216 
Tony Blass, Prestdent 
1 ,2,3.4,6,7B.8,9 
Am. 1) 19x17 Obs. Rm. Seats 20 
Rm. 2) 16x14 Obs. Am. Seats 20 

Focus & Testing, Inc. 
2084 7 Ventura Blvd. 
Los Angeles (Woodland Htlls), CA 91364 
Ph. 818-347-7077 
Fax 818-347-7073 
Wilham Btl iss, Vtce President 
1 ,2,3,4,6,7C,8,9 
Rm. 1) 37x28 Obs. Am. Seats 10 
Am. 2) 24x20 Cbs. Rm. Seats 15 
Rm. 3) 20x16 Cbs. Rm. Seats 15 
Rm. 4) 18x15 Obs. Rm. Seats 10 
Am. 5) 10x10 Obs. Am. Seats 6 
tAm. 6) 24x20 Cbs. Am. Seats 15 
tAm. 7) 20x16 Cbs. Am. Seats 15 
tAm. 8) 18x15 Cbs. Rm. Seats 10 
(See advertisement on p. 64) 

Fox Research 
852 S. Lucerne Blvd. 
Los Angeles, CA 90005 
Ph. 213-934-8628 
Fa 213-857-0280 
Betty Fox, Prestdent 
1 ,2,3,4,5,6.78,8,9 

Gtrard & Gtrard Creattve Concepts 
20854 laurent St 
Chatsworth, CA 91311 
Ph. 818-n3-8801 
Fax 818-773-8803 
Arlyne Girard, Partner 
1 ,3,6,7B,8,9 

Hea tn Research Inc. 
6633 Fallbroo Ave .• Ste. 304 
Canoga Park, CA 91304 
Ph. 818-712·0660 
Fax 818-712-9229 
Gail Stutz. Manager 
1,3.4,6,7A 

Ted Hetman & Associates 
20350 Ventura Blvd , Ste. 140 
Woodland H1lls, CA 91364 
Ph. 818-710-0940 
Fax 818-887-2750 
Ted He1man, Owner 
1,3.4,6,7B 
Am. 1) 16x20 Obs. Am. Seats 12 
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1996 FOCUS GROUP FACILITY DIRECTORY 
House of Marketing 
95 N. Marengo Ave. 
Pasadena, CA 91101 
Ph. 213·661·1109 
Fax 213·661·9124 
E.mail: HMAesearch@aol.com 
Amy Siadak, General Manager 
1,2,3,4,6,7C,8 
Am. 1) 28x15 Obs. Am. Seats 25 
Am. 2) 17x7 Obs. Am. Seats 5 

House of Mari<eting 
3446 Madera Ave. 
Los Angeles, CA 90039 
Ph. 213·661-1109 
Fax 213·661·9124 
E.mall: HMResearch@aol.com 
Amy Siada • General Manager 
1 ,2,3,4,6,7C,8 
Am. 1) 9x20 Obs. Am. Seats 9 
tAm. 2) 9x20 Obs. Am. Seats 9 

Juarez and Assoc1ates 
12139 Nat1onal Blvd. 
Los Angeles, CA 90064 
Ph. 310-478-0826 
Fax 310-479·1863 
E-mail: Juarez @ix.netcom.com 
Nicandro Juarez, President 
1,3,7C 
Am. 1) 10x25 

L.A. Focus 
17337 Ventura Blvd .. Ste. 301 
Encino, CA 91316 
Ph. 818-501-4794 
Fax 818-907-8242 
Wendy Fineberg, Partner 
1,3,4,6,7B,8,9 
Am. 1) 21x16 
Am. 2) 17x13 
Am. 3) 13x14 
Member Networ 

Obs Am. Seats 22 
Obs. Am. Seats 12 
Obs. Am. Seats 6 

(See advertisement on p. 147) 

L.A. Research, Inc. 
9010 Reseda Blvd., #109 
Northridge. CA 91324 
Ph. 818-993-5500 
Fax 818-993·5664 
Adrienne Goldbaum, Pres•dent 
1,3,4,5,6,7 A,8,9 
Am. 1) 16 23 Obs. Am. Seats 10 

Marketing Matrix, Inc. 
2566 Overland, Ste. 716 
Los Angeles. CA 90064 
Ph. 310·842·8310 
Fax 310-842-7212 
Lynn Wal er Moran 
1,3.6, 7B,8.9 
Am. 1) 11x22 Obs. Am. Seats 20 
Am. 2) 1 Ox13 Obs. Am. Seats 6 
(See adverttsement on p. 65) 

Meczka Mktg./Asch./Cnsltg. (MMAC) 
5757 W. Century Blvd. 
Los Angeles, CA 90045 
Ph. 310·670-4824 
Dona Browne. Exec. 01r. 
1,3,4,6.7B 
Am. 1) 20x22 
Am. 2) 18x18 

December 1995 

Obs. Am. Seats 18 
Obs. Am. Seats 12 

We focus on the details 
so you can focus in L.A. 

Marketing Matrix is dedicated to providing you with the highest quality focus group support. 
Our facility has been designed with your needs in mind. Located conveniently. Fashioned 
for comfort. Maintaining the highest quality recruiting and client services. And all at a 
competitive price. 

Convenient Location 
Just minutes from Beverly Hills and Century City, our location provides easy access to 
many types of respondents. Also. we're close to the freeways and to numerous fine hotels 
and restaurants, as well as to the airport (LAX) and downtown Los Angeles. 

Comfortable Setting 
You'll appreciate the features 
we've built into our facility, 
including : 

• A group room with large 
areas for displays and show 
materials. 

• A three-tier viewing room 
that accommodates large 
groups of viewers and pro­
vides each with a writing 
table. 

• A cozier one-on-one inter­
viewing room with its own 
viewing facil ity. 

• Large one-way mirrors with 
double glass for sound pro­
tection. 

• State-of-the-art audio re­
cording equipment with 
independent backup sys­
tems and high quality video. 

• A private entrance for 
clients. 

Professional Recruiting 
We have many years of experience in qualifying the types of respondents you're interested 
in, such as: 

• Consumers of all ages: adults, teens and children 
• Executives 
• Specialized professionals and managers 
• Technical experts 
• Health care professionals : physicians, nurses, support staff 

Client Service 
Whatever amenities you desire-· special foods, hotel reservations, tape transcriptions, 
qualified moderators, or any other needs -- we'll provide you with top-quality service. 

Competitive Pricing 
Ask us for a bid. In addition to being professional , we're cost-competitive. Just call Lynn 
Moran or Marcia Selz. We'll focus on the details and help you focus in L.A. 

MARKETlNG 
MATRIX uite 716 

90064 



1996 FOCUS GROUP FACILITY DIRECTORY 

Codes MSIInternational 

Con'erence S Room 7B Local d n OtfiC Bu1ld1ng 
12604 H1ddencreek Way, liA 
Cerntos, CA 90701 2 l.J-.ngROOt'1 S e 7C FreeS rid ng BJI g 
Ph. 310-802-8273 3 Oo rvat100 Room 8 1·oo·1 Room 

4 Test 1 c n 9 1·00·1 VI 1\'lng Fax 310-802-1643 
5 Test Kitch n Oo v Rr- 10 V d o Confere'lCing 

d notes I'll room styl 
Maggie Schmitt 6 Vod Eou oment Ava1 bl 

7A. oca:ed ~ ~ Snopo1'lg Ma'l ; de ~otes one·on -one roor 1,3,6,7C 

Mid-America Research 
301 Santa Monica Pl. 
Santa Monica, CA 90401 
Ph. 310-260-3237 

Murray Hill Center Wes 
2951 28 h St., Ste. 3070 
Santa Monica, CA 90405 
Ph. 310-392-7337 

Fax 310-260-3241 Fax 310-392-8743 
David 0 enfeld, anager 
1 ,3,4,6,7 A,8,9 

Sue Mender, Exec. V.P. 
1,3,4,5,6.7B 

Am. 1) 9x10 Obs. Am. Seats 10 
Am. 2) 10x10 Obs. Am. Seats 12 
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SUE .Al'tUDEI 

nJ ~ . ~ J.A,11,_ nJ ~ • • ~ J.•j _ ~ •J : J. · .~ -vi/.U;£ v..,., -v~ "'~~ 

At e4 VUuu-~ Su, 'k/Ju,. 
Orange County's largest data collection 

facility is ready to serve you. Conveniently 
located in City View Office Plaza at the City, 

Ask Southern California. offers you ... 
• Climate controlled focus group suites with spacious 

28' x 27' conference rooms. 
• Viewing rooms that combine tiered seating with 

writing tables for 20 .. . and private client restrooms. 
• Connecting lounges for closed circu1t viewing. 
• A mini-theatre that seats 50. 
• A facility that 1B open seven ct.aors a week. 
• N ationa.l WATS lines, professional interviewers and 

SIGMA validation. 

Sed~~ ,.d Jda coikc~ ~ 
4o. ~ ~ UHik, iool 

800 -644 -4ASK 

Pac1hc Research 
1210 S. Shenandoah, #104 
Los Angeles. CA 90035 
Ph. 310-273-2477 
Fax 310-273-2533 
K1m McDermott, Manager 
1,3,6,7B 
Am. 1) 20x16 Obs. Am. Seats 12 
Am. 2) 15x21 Obs. Am. Seats 10 

PKM Mar etmg Research Servtces 
15618-B E. Whtttwood Ln. 
Whitt er, CA 90603 
Ph. 310·694-5634 
Fax 310·947·6261 
Pa nc1a M. Koerner 
1,3,4,6,7A 

Plaza Research 
6053 W. Century Blvd. 
Los Angeles, CA 90045 
Ph. 310·645-1700 or 800·654·8002 
Fax 310·645-3008 
Deanna Glenn 
1 ,2,3,4,5,6.7B,8,9 
Am. 1) 15x20 Obs. Am. Seats 15 
Am. 2) 15x20 Obs. Am. Seats 15 
Am. 3) 15x20 Obs. Am. Seats 15 
(See advertisement on p. 121) 

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

Quality Controlled Services 
3528 Torrance Blvd., Ste. M 120 
Torrance, CA 90503 
Ph. 310-316·0626 
Fax 310·316·4815 
Carol Amundson, Branch Manager 
1 ,3,4,6,7B,8,9 
Am. 1) 18x17 Obs. Am. Seats 12 
Am. 2) 18x17 Obs. Am. Seats 12 
(See adverttsement on p. 61) 

Quick Test Inc. 
15315 Magno 1a Blvd., Ste. 120 
Sherman Oa s. CA 91403 
Ph. 818·995-1400 
Fax 818-995-1529 
Susan Peri. Manager 
1.3.6,7B,8 
Am. 1) 20x20 Obs. Am. Seats 15 
Am. 2) 20x20 Obs. Am. Seats 15 
(See adverttsement on p. 89) 

Southern California Interviewing Service 
17277 Ventura Blvd .. Ste 200 
Encino, CA 91316 
Ph. 800·872·4022 or 818·783·7700 
Fa 818·783·8626 
Doug Phill ips 
1 ,3.4.6, 7 A.8,9 
Am. 1) 14x22 Obs. Am. Seats 20 
Am. 2) 12x19 Obs. Am. Seats 14 
(See adverttsement on p. 67) 

Qui 's Marketing Research Review 



When it cotnes to 
Market Research ... 

We're in Focus. 

I 
FLOOR PLAN 

outhern alifornia Intervi wing ervtce -
- Offering Complete Field ervice for: 

ln-H u R rultlng 
Jury imulati n 
Executivc/Profes ·ional/ edi al 

u roup 

Southern California Interviewing Service 

ENCINO FACILITY: lol free (800) 4 72-4022 
tel (8 8 783 7700 • fax (818) 783-862 
17277\/ 11l JrdHctlldrd ~>I JI:0:._ 11 ,E• I'O,C/\91311 

erving The 

Marketing Research Community 

ince 1957 

BURBANK FACILITY: 
lei (8 8) 8 3- 1 6 • fax (818) 954 82 
1 <-1 6 r>r ' 1 &1.11 F • 1.:1 " Bu t v 10, rl ~' lf "· CA c, f{ J2 

ETH L BROOK • ANNE MOISEYEV • DOUG PHILLIPS • JEF SAC ER 



Codes 
1 Con1 renee S Room 
2 LMng Room Style 
3 0 Nabon Room 
• Te t 
5. Test Obsv Rm 
6 Video Equtpment Av labl 
7 A Located tn Shopping Mall 

Trotta Associates 

78 Loca ed in Offioe Building 
7C Free S dtng B ldlng 
8 1-on-1 Room 
9 1-on-t Vi g 
1 0 Vtdeo Cooterenong 
tdenoc lr'Mg room 
; d no one-«~-one room 

13160 Mindanao Way, Ste. 180 
Marina Del Rey, CA 90292 
Ph. 310-306-6866 
Fax 310-827-5198 
Diane Trotta, President 
1 ,2,3,4,6,7B,8,9,1 0 
Am. 1) 20x20 
Am. 2) 18x18 
Am. 3) 16x18 
tAm. 4) 14x16 
Member FocusVision 

Obs. Am. Seats 15 
Obs. Am. Seats 12 
Obs. Am. Seats 12 
Obs. Am. Seats 8 

(See advertisements on pp. 29, 69) 

The Viewing Room/ASI Market Research 
101 N. Brand Blvd., 17th fl. 
Glendale, CA 91203 
Ph. 818-637-5600 
Fax 818-637-5615 
Paul Lenbure, Exec. V.P. 
1,2,3,6,7B 

Friedman Marketing-Monterey/Salinas 
Northridge Mall 
Salinas, CA 93906 
Ph. 408-449-7921 or 914-698-9591 
Fax 408-449.0187 
1 ,3,4,6,7 A,8 
Am. 1) 14x16 Obs. Am. Seats 10 

OR G COU TY 

Ask Southern California Inc. 
City View Office Plaza 
12437 Lewis St., Ste. 100 
Garden Grove, CA 92640 
Ph. 714-750-7566 
Fax 714-750-7567 
Sue Amidei 
1,3,4,6,7C,8,9 
Am. 1) 27x28 Obs. Am. Seats 20 
Am. 2) 20x28 Obs. Am. Seats 12 
Am. 3) 27x28 
(See advertisement on p. 66) 

Assistance In Marketing 
Huntington Ctr. Mall 
nn Edinger Ave. 
Huntington Beach, CA 92647 
Ph. 714-891-2440 
Fax 714-898-1126 
Cindi Reyes 
1 ,3,4,6,7A,8,9 
Am. 1) 18x20 Obs. Am. Seats 10 

Beta Research West 
14747 Artesia Blvd., #1-D&E 
La Mirada, CA 90638 
Ph. 714-994·1206 
Fax 714-994·1835 
Jay Zelinka 
1 ,3,6,7C 
Am. 1) 20x10 
Am. 2) 14x10 

Discovery Research Group 
17815 Sky Par Circle, Ste. L 
Irvine, CA 92714 
Ph. 714-261 -8353 
Fax 714-852·0110 
1,3,4,6,7B 
Am. 1) 15x19 Obs. Am. Seats 10 
Am. 2) 18x20 Obs. Am. Seats 14 

Fieldwork Los Angeles Inc. 
In Orange County 
Lakeshore Towers 
18101 Von Karmen Ave. 
Irvine, CA 92715 
Ph. 714·252·8180 
Fax 714-251-1661 
Toni Day 
1,3,4,6,78 
Am. 1) 19x20 Obs. Am. Seats 25 
Am. 2) 19x20 Obs. Am. Seats 22 
Am. 3) 18x20 Obs. Am. Seats 20 
(See advertisement on the Back Cover) 

FMJ Marketing Research Services 
610 Newport Center Dr. 

-----------------"----------------; Newport Beach, CA 92660 
Ph. 714-759·9500 

IN SOUTHERN CALIFORNIA 

T~' QU~6TION 6~0P ,Inc. 
• 

2860 N. Santiago Blvd. • Suite 100 
Orange, California 92667 

Ph. 714/974-8020 • Fax 714/974-6968 
Successfully SeNing Clients Since 1982 

For All Your Data Collection Needs 
Call Ryan Reasor 

• Two Stat&of-the-Art Focus Group Rooms • Pre Recruits • Audits 
• Telephone Interviews • Executive/Medical • Door to Door 
• Intercept Interviews • Mystery Shopping • Convention Services 

68 

Fax 714-759-1265 
Denise M. DuChene, Dir. Mkt. Rsch. 
1,3,6,7B,8 
Am. 1) 22x28 Obs. Am. Seats 12 
Am. 2) 18x18 

Friedman Marketing/Los Angeles 
Buena Park Mall 
8623 On-The-Mall, #123 
Buena Park, CA 90620 
Ph. 714·995·6000 or 914-698·9591 
Fax 714·995-0637 
1,3,4,5,6,7A,8,9 
Am. 1) 14x18 Obs. Am. Seats 8 

The Question Shop, Inc. 
2860 N. Santiago Blvd., Ste. 100 
Orange, CA 92667 
Ph. 714-974-8020 
Fax 714-974-6968 
Ryan Reasor 
1,3,4,6,78,8,9 
Am. 1) 17x23 Obs. Am. Seats 15 
Am. 2) 14x18 Obs. Am. Seats 8 
(See advertisement on p. 68) 

Quick Test, Inc. 
18003 Sky ParkS., Ste. L 
Irvine, CA 92714 
Ph. 714-261 -8800 
Fax 714-261-9037 
Nik Jamgocyan 
1,3,4,6,7B 
Am. 1) 13x15 Obs. Am. Seats 8 
(See advertisement on p. 89) 

Quirk's Marketing Research Review 



1996 FOCUS GROUP FACILITY DIRECTORY 
Spanish Business Services 
220 E. Fourth St., #208 
Santa Ana, CA 92701-4604 
Ph. 714-568-0450 
Fax 714-568-0454 
Patricia Lopez, President 
1,3,6,70 

Trotta Associates 
5 Park Plaza, Ste. 200 
Irvine, CA 92714 
Ph. 714-251-1122 
Fax 714-251-1188 
Ingrid Robertson 
1 ,2,3,4,6,7B,8,9,10 
Am. 1) 18x18 
Am. 2) 18x18 
Am. 3) 16x15 
Member Focus Vision 

Obs. Am. Seats 16 
Obs. Am. Seats 12 
Obs. Am. Seats 12 

(See advertisement on p. 29, 69) 

RIV RSID 

Field Management Associates 
3601 Riverside Plaza. #3601 
Riverside, CA 92506 
Ph. 909-369-QSOO 
Fax 909-369-0957 
Robert Hellman, President 
1 ,3,4,6,7 A,8,9 
Am. 1) 15x15 Obs. Am. Seats 10 
Am. 2) 12x16 Obs. Am. Seats 4 

c 
Heakin Research Inc. 
1689 Arden Way, #1281 
Sacramento, CA 95815 
Ph. 916-920.1361 
Fax 916-920-1371 
Nancy Cunningham, Manager 
1,3,4,6,7A 

Opinions ... 
2025 Hurley Way . Ste. 110 
Sacramento, CA 95825 
Ph. 916-568-1226 
Fax 916-568-6725 
Hugh Miller, Co-owner 
1 ,3,4,6,7C,8,9 
Am. 1) 16x20 Obs. Am. Seats 12 
Am. 2) 16x20 Obs. Am. Seats 12 

Research Unlimrted 
1012 Second St. 
Sacramento CA 95814 
Ph. 916-446-6064 
Fax 916-448-2355 
Jaclyn Benson, Business Mgr. 
1,3,4,6,7B 
Rm. 1) 14x24 Obs. Rm. Seats 14 
Rm. 2) 15x19 Obs. Rm. Seats 14 

Sacramento Research Center 
VideoFocus Direct 
2410 Fair Oaks Blvd., 170 
Sacramento, CA 95825 
Ph. 800-235-5028 
Fax 800-448-1569 
Norman Spector 
1,3,6,7B,10 
Rm. 1) 20x20 Obs. Rm. Seats 15 

December 1995 
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F R A 

ALL THE AMENITIES ... 
• Luxurious full-size focus group suites. 

• Mini-priced mini-group/one-on-one room. 

• Floor to ceiling mirrors; 
professional audio system. 

• Silent, 24-hour air conditioning . 

• Fully-equipped client's office. 

• Sumptuous client meals catered by 
fine San Francisco restaurants. 

• Convenient downtown location; 
close to major hotels, shopping, theaters and nightlife. 

• Completely reliable recruiting . 

• Consistently rated tops in Bay Area by 
Impulse surveys. 

• 
Consumer Research 
Associates 
111 Pin t. 1 tb Floor an Fran i co 9 111 
TOLL-FREE: Vc - 055 
1 ~I 9 - 000 • F. : 151 -71 1 

Dir~tlons in Research Inc. 
5353 Missron Center Rd., Ste. 310 
San Otego, CA 92108 
Ph. 619-299-5883 
Davrd Phlfe 
1,3,4,6,78 
(See advertisement on p. 47) 

Eastcoast Westcoast Freid Market Research 
523 N. Horne St. 
Oceanside, CA 92054 
Ph. 619-721-4114 
Fax 619-721 -6684 
Mrckey McKenna 
1,3,4,6,78 

Fogerty Group 
5090 Shoreham Pl., Ste. 206 
San Diego, CA 92122 
Ph. 619·550-3878 
Fax 619-550-3875 
Patty Fogerty 
1,2,3,4,6,78,8 
Rm. 1) 20x20 Obs. Am. Seats 15 

lntercontmental Marketing Investigations Inc. 
P.O. Box 2147 
Rancho Santa Fe, CA 92067 
Ph. 619-756-1765 
Fax 619·756-4605 
Martin Buncher, President 
1,3,6,7D 
Am. 1) 20x20 Obs. Rm. Seats 10 

Jagorda lntervrewrng Services 
3615 Kearny Villa Rd., Ste. 111 
San Diego, CA 92123 
Ph. 619-573.0330 
Fax 619-573-0538 
Gerald Jagorda 
1,2,3,4,6,78,8,9 

Luth Research 
2365 Northside Dr., Ste. 100 
San Diego, CA 92108 
Ph. 619-283-7333 
Fax 619-283·1251 
Chartie Rosen 
1,3,6,78,8 
Rm. 1) 18x13 Obs. Rm. Seats 14 
Am. 2) 22x18 Obs. Rm. Seats 16 
Member NETWORK 
(See advertisement on p. 31) 

ovrck Ayres Research 
2657 Vista Way, Ste. 5 
Oceanside, CA 92054 
Ph. 619-967-1307 
Fax 619-967-4143 
Suzette Novick, Owner 
1 ,2,3,4,6,7A,8,9 

San Drego Surveys, Inc. 
4616 Mrssron Gorge Place 
San Drego, CA 92120 
Ph. 619·265-2361 
Fax 619-582-1562 
Jean Van Arsdale 
1,3,4,6,78,8,9 

Quirk's Marketing Research Review 



1996 FOCUS GROUP FACILITY DIRECTORY 
San Diego Surveys, lnc. 
3689 Midway Dr., Ste. D 
San Diego, CA 92110 
Ph. 619-224-3113 
Fax 619-582-1562 
Jean VanArsdale 
1 ,3,4,6,7 A,8,9 

Taylor Research 
Video Conferencing Center 
1545 Hotel CircleS., Ste. 350 
San Diego, CA 92108 
Ph. 619-299-6368 or 800·922-1545 
Fax 619-299·6370 
Harriett Huntley, Ops. Mgr. 
1 ,2,3,4.6,78,8,9, 10 
Am. 1) 20x17 
Rm. 2} 18x14 
Am. 3} 18x14 
Am. 4) 560sf 
MemberVCAN 

Obs. Am. Seats 16 
Obs. Rm. Seats 16 
Obs. Am. Seats 16 
Obs. Am. Seats 1 0 

(See advertisements on pp. 3, 71) 

s CI CO 

ConStat, Inc. 
135 Main St., 16th fl . 
San Francisco, CA 94105 
Ph. 415-512-7800 
Fax 415-512·9790 
E-mail: constat@aol.com 
Amanda Jenkins 
1,3,6,78 
Am. 1) 20x16 Obs. Rm. Seats 14 

Consumer Research AssoclatesiSuperooms 
111 Pine St., 17th fl . 
San Francisco, CA 94111 
Ph. 415·392-6000 or 800-800-5055 
Fax 415-392-7141 
Rich Anderson or Venetia Kourakos 
1 ,2,3,4,6,78,8,9 
Am. 1) 18x22 Obs. Am. Seats 15 
Am. 2) 18x20 Obs. Am. Seats 12 
Am. 3) 17x19 Obs. Am. Seats 1 0 
Am. 4} 20x21 Obs. Am. Seats 25 
Am. 5} 10x16 Obs. Am. Seats 7 
(See advertisement on p. 70) 

Corey Canapary and Galanis 
447 Sutter St. 
San Francisco, CA 94108 
Ph. 415-397 ·1200 
Fax 415-433-3809 
1,3,6,78 
Am. 1) 1Bx22 Obs. Am. Seats 7 

Ecker & Associates 
220 S. Spruce Ave, Ste. 100 
S. San Francisco, CA 94080 
Ph. 415-871-6800 
Fax 415-871-6815 
Betty Rosenthal 
1 ,2,3,4,6,78,8, 10 
Am. 1) 16x25 
Am. 2) 16x19 
Am. 3) 15x17 
Member FocusVision 

Obs. Am. Seats 15 
Obs. Am. Seats 10 
Obs. Rm. Seats 10 

(See advertisements on pp. 29, 72} 

San Diego· 

TAyloR R SEARch! 
A Full Sen•ice Re earch Firm with 

omplet " QUANT/TAT! and 
Q L/Ti T!VE apahiliti" 

• Video Confcren ing 
• Superlative Ret:ruiting, SJGMA Validation 
• Thr u. tom-Built Fo us Gr up uit . each with onfer nee. iewing, and 

licnt oungc 
• Multi-Purpose Room , with Viewing, thai seals . 2 seminar . tylc or 75 

auditorium ·tyle 
• Te "t itchen, 30 quare feet. de igned and u~ed sp cifically for market 

re ear h 
• Video feed to lo. ed ircuit TV in licnr Lounge 

opy-Boards. no more bulky tlip hart pages 
• Airport lose, just Seven Minutes by Taxi 
• Walk to Hotels, Re ·taurants, hop ·, Golf & More 

OV R !ZED 

i 

6 

MULTI-P RP E 

. T :'liD RD#I 

Focus Group Room: 

ize 
apacity: 

Vie\ ing for: 
Jienl Lounge 

Outdoor Patio 
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Tiered iewing Room 
Josed ircuit TV 
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1996 FOCUS GROUP FACILITY DIRECTORY 

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

72 

ECKER 
& ASSOCIATES 

San • 
Francisco 

220 So. Spnx::e Ave., Sf . 100, So. Son Francisco, CA. 94080 
222 Front Street, lrd Floor, Son Francisco, CA. 941 11 

Phone: 415 871-6800 • Fax: 415·871-6815 

• Walnut 
Creek 

• Co tently Superior Recr 
• ow panish, Manda 

many otlt r 

Codes 

Ecker & Associates 
222 Front St., 3rd ft . 
San Franc1sco, CA 94111 
Ph. 415-871·6800 
Fax 415·871-6815 
Betty Rosenthal 
1 ,2,3 4,6,78,8,9 

78 Located II OffiCe Butldllg 
7C FreeS tng Butldllg 
8 1~1Room 
9 1~1Vt ng 
10 VIdeo Coni rentlng 
td not IIVIIlQ room style 
t deno one-on-ooe room 

Rm. 1) 19x20 Obs. Rm. Seats 14 
Rm. 2) 18x23 Obs. Rm. Seats 15 
:t:Rm. 3) 9x9 Obs. Rm. Seats 4 
(See advertisements on pp. 29, 72) 

Elrick & lavidge Inc. 
111 Ma1den Ln., 6th fl 
San Francisco, CA 94108 
Ph. 415-434~536 
Fax 415-391·0946 
Sandra O'Boyle 
1,3,4,6,78 
Am. 1) 16x.20 Obs. Am. Seats 12 

Fleischman Field Research, Inc. 
220 Bush St., Ste. 1300 
San Francisco, CA 94104 
Ph. 415·398-4140 or 800.277-3200 
Fax 415·989-4506 
Molly Fleischman, Principal 
1,2,3,6,78 
Am. 1) 17x17 Obs. Am. Seats 15 
Am. 2) 15x17 Obs. Am. Seats 15 
Am. 3) 18x17 Obs. Am. Seats 12 
(See advertisement on p. 72) 

Fleischman F eld Research, Inc. 
1655 N. Main St., Ste. 320 
Walnut Cree , CA 94596 
Ph. 415·398·4140 or 800-2n-3200 
Fax 415·989-4506 
Molly Fleischman, Principal 
1 ,2,3,4,6,78 
Rm. 1) 16x15 Obs. Rm. Seats 12 
(See advertisement on p. 72) 

Friedman Mari<eting/San Francisco 
5820 Northgate Mall 
San Rafael, CA 94903 
Ph. 415·4 72·5394 or 914-698·9591 
Fax 415-472-54n 
1 ,3,4,6,7A,8 
Am. 1) 15x16 Obs. Am. Seats 10 

H&AMRC, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 415·595·5028 
Fax 415·595-5407 
Adrian lanusse 
1,3,6,78 
Am. 1) 14x20 Obs. Rm. Seats 10 
(See advertisement on p. 15) 

Quiri<'s Mari<eting Research Review 
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Heakin Research of California 
262 Bay Fair Mall 
San Leandro, CA 94578 
Ph. 510-278-2200 
Fax 510-278-6736 
Steve Teichner, Manager 
1,3,4,6,7A 

Marchione & Spero Research Ctr., Inc. 
2815 Mhchell Dr., Ste. 121 
Walnut Cree , CA 94598 
Ph. 510-210.1525 
Fax 510.210-1513 
Sharon Marchione 
1,3,4,6,78 
Am. 1) 16x23 

MSI Hillsdale 
14 Hillsdale Mall 
San Mateo, CA 94403 
Ph.415-574-9044 
Fax 415-574..0385 
Liane Farber 
1,3,67A 

Nichols Research 

Obs. Am. Seats 12 

2300 Clayton Rd., Ste. 1370 
Concord, CA 94520 
Ph. 510-Q87-9755 
Fax 510.686-1384 
Sherrie Thomas 
1,2,3,4,6, 78,8,9 
Am. 1) 24x18 Obs. Am. Seats 20 
Am. 2) 19x17 Obs. Am. Seats 10 
(See advertisement on p. 74) 

Nichols Research 
44 Montgomery St. , Ste. 1550 
San Francisco, CA 94104 
Ph. 415-986-0500 
Fax 415-986-2248 
Paul Valdez 
1 ,2,3,4,6,78,8,9,1 0 
Am. 1) 20x17 
Rm. 2) 20x17 
Rm. 3) 18x15 
tAm. 4) 18x15 
tAm. 5) 17x15 
MemberVCAN 

Obs. Am. Seats 15 
Obs. Am. Seats 14 
Obs. Am. Seats 8 
Obs. Am. Seats 8 

(See advertisements on pp. 3, 74) 

Plaza Research 
55 Stockton St. 
San Francisco, CA 94108 
Ph. 415-984-0400 or 800-654-8002 
Fax 415-984-0446 
Kris Lamb 
1 2,3,4,5,6,78,8,9 
Rm. 1) 15x20 Obs. Rm. Seats 15 
Rm. 2) 15x20 Obs. Am. Seats 15 
Rm. 3) 15x20 Obs. Rm. Seats 15 
(See advertisement on p. 121) 

Proview 
sn Airport Blvd., Ste. 130 
Burlingame, CA 94010 
Ph. 415-344-6383 
Fax 415-344-3217 
Jean Douglas, Admin. Mgr. 
1,3,4,6,78 

December 1995 

Quality Research Associates (ORA) 
383 Vintage Par Dr., #D 
Foster City, CA 94404 
Ph. 415-574-8825 
Fax 415-574-7855 
Deborah Muller 

Margaret Yarbrough & Associates 
934 Shorepoint Ct., Ste. 100 
Alameda, CA 94501 
Ph. 510-521-6900 
Fax 510-521-2130 
Margaret Yarbrough 
1,2,3,4,5,6,78 1,3,4,6,78 

Rm. 1) 21x22 Obs. Rm. Seats 10 Rm. 1) 15x17 Obs. Rm. Seats 15 

T ragon Corporation 
365 Convention Way 
Redwood City, CA 94063 
Ph. 415-365-1833 
Fax 415-365-3737 
Brian McDermott, Mgr. Mkt. Asch. 
1,3,4,6,7C,8 

Am. 2) 17x17 Obs. Rm. Seats 8 
(See advertisement on p. 73) 

Rm. 1) 16x22 Obs. Am. Seats 10 

LET US BE 
YOU ARKET RESEARCH PART E 

Ind 'pth inr rvt W'> and quality I'C'cnllting in a pa iou.., ·ount r)' luh ·tting. 

int 1"\icwmg 

\1am facihry 111 lude., !'>paciou~ v1 wmg rcx>m and nc \\J\ m1rror~ with 
.,tat of the an audio and 'tdco Lapabihtie'o. ·on I p rma'ncnt 
mtertept Ia ·Hity \vith c mplctc tc t k1t hen at . >uth 'hore enter 1all. 

21-21 0 

MARGARET YARBRO GH & As 
93 1 , hor ·point .ourt . ·, . I . Alameda, 9 SOl 

73 
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Codes 
I Con reoce 5 Room 
2 LIWlg Room 5 e 
3 Observatoo Room 

Tes Kttche 
5 TeSI Kttchen Obsv Am. 

]0 

Nichols Research 
333 W. El Cam1no Real,1!180 
Sunnyvale, CA 94087 
Ph. 408-n3-8200 
Fax 408-733-8564 
M1mi N1chols 
1,2,3,4,6,7B,8,9 
Am. 1) 15x21 Obs. Am. Seats 12 
Am. 2) 15x23 Obs. Am. Seats 10 
Am. 3) 14x16 Obs. Am. Seats 8 
(See advertisement on p. 74) 

Phase Ill Market Research 
1150 N. F1rst St., Ste. 211 
San Jose. CA 95112 
Ph. 408-947-8661 
Fax 408-293-9909 
Nancy P1tta 
1,3.6,78.8 
Am. 1) 12x26 Obs. Am. Seats 16 

San Jose Focus 
3032 Bun er Hill Ln., 1!1 OS 
Santa Clara. CA 95054 
Ph. 408-988·4800 
Fax 408-988-4866 
Colleen Flores 
1,2.3,6.7B 
Am. 1) 16x22 
Am. 2) 16x20 

----------------1.-------------~ Am. 3) 16x20 
tAm. 4) 12x16 

Obs. Am. Seats 17 
Obs. Am. Seats 17 
Obs. Rm. Seats 17 

YO -

* ... and don't forget our office in neighboring Nevada 
Re11o, NV Tel (702) 322-6657 Fax (702) 322-6657 

N C OLS 
RESEARCH 

am mber f th Xl?t.';c\;c r. r :f*'o~k · 
San FranCISCO, CA (415) 986-0500 Fa (415) 986-2248 Newar , CA (510) 794-2990 Fa . (510) 794-3471 
Sunnyvale, CA (408) 773-8200 Fax (408) 733 8564 Antioch, CA (510) 757-4200 Fa (408) 757-5744 
Concord CA (510) 687-9755 Fax (510) 686-1384 Fresno, CA (209) 226-3100 Fax (209) 226-9354 

For a brochure or addillonallnformatton please call (800) 801 -9991 or Ema11 us at mchols@mterserv com 

74 

(See adver1tsement on p. 147) 

COLORADO 

00 0 G 

Brewer Research!The Sprmgs Research 
750 Cttadel Dr. E., Ste. 3122 
Colorado Spnngs. CO 80909 
Ph. 719-597-9869 
Fax 719-597-9869 
Esther Brewer 
1 ,3,4,5,6,7 A,8,9 
Am. 1) 11x24 Obs. Am. Seats 10 

Consumer Pulse of Colorado Springs 
750 Cttadel Dr. E. 
Colorado Spnngs. CO 80909 
Ph. 719-596-6933 
Fax 719-596-6935 
Mary Schneider 
1,3,6,7D,8 
(See adver1tsement on p.103) 

D 

Colorado Market Research 
Ruth Nelson Research Services 
2149 S. Grape St. 
Denver, CO 80222 
Ph. 303-758-6424 
Fax 303-756-6467 
Ruth Nelson, President 
1 ,3,4,6,7B,8 

Consumer Pulse of Denver 
14200 E. Alameda Ave. 
Aurora, CO 80012 
Ph. 303-280-9747 
Fax 303-280-9744 
Steve Ansel 
1,3,4,5,6,78,8,9 
Am. 1) 18x20 Obs. Am. Seats 12 
(See advertisement on p.103) 

Eagle Research 
12157 W. Cedar Dr. 
Denver, CO 80228 
Ph. 303-980-1909 
Fax 303-980-2270 
Freddi Wayne, Dtr. F1eld Ops. 
1,2,3,4,6, 7C,8 
Rm. 1) 27x 15 Obs. Rm. Seats 25 
Am. 2) 16x30 Obs. Am. Seats 18 
tRm. 3) 27x15 Obs. Rm. Seats 25 
(See advertisement on p. 75) 

Quirk's Marketing Research Review 
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1996 FOCUS GROUP FACILITY DIRECTORY 

Codes 
1 Coni renee Style Room 
2 LIVIng Room Style 
3 Observat1on Room 
4 Test 1 chen 
5 Test K1 chen Obsv A . 
6 VIdeo Equlpmellt Ava1 ble 
7 A. loca eel In Sllopp1ng II 

Fieldwork Denver Inc. 
900 Auraria Pkwy. 
Denver, CO 80204 
Ph. 303·825-7788 
Fax 303-623·8006 
Ann Mcintyre 
1 ,3,6,7B 8,9 

78. Located In Offa Bu1 g 
7C Free Stan~ng Bu ng 
8 1-on-1 Room 
9 1-on-1 VIeWing 
10 VIdeo Coni 1eoc1ng 
denot liVIng room style 

t clenotes one-on-one 100m 

Rm. 1) 16x23 Obs. Rm. Seats 16 
Rm. 2) 12x16 Obs. Rm. Seats 16 
Rm. 3) 15x15 Obs. Rm. Seats 12 
Rm. 4) 10x15 Obs. Rm. Seats 8 
(See advertisement on the Back Cover) 

Friedman Marketing/Denver 
6510W. 91st Ave ., Ste. 106 
Westminster, CO 80030 
Ph. 303-428-8803 or 914-698·9591 
Fax 303-430-4719 
1,3,4,6,7B,8 
Rm. 1) 14x16 Obs. Rm. Seats 12 

Friedman Marketing/Denver 
Westminster Mall 
5513 W. 88th Ave., Space 65A 
Westminster, CO 80030 
Ph. 303-428-6117 or 914-698-9591 
Fax 303-428-6513 
1 ,3,4,6, 7 A,8 
Rm. 1) 14x16 Obs. Am. Seats 6 

Information Research Inc. 
10650 E. Bethany Dr. 
Denver, CO 80014 
Ph. 303-751-0190 
Fax 303-751-8075 
Norman Petitt 
1 ,2,3,4,5,6,7C,8,9, 10 
Am. 1) 16x20 
Am. 2) 20x15 
Rm. 3) 21x16 
Member FocusV1sion 

Obs. Am. Seats 25 
Obs. Rm. Seats 25 
Obs. Rm. Seats 8 

(See advertisement on p. 29) 

Message Factors, Inc. 
2620 S. Parker Rd., Ste. 275 
Aurora, CO 80014 
Ph. 303-750-5005 
John Maben 
1,3,6,7B 

Plaza Research 
One Tabor Center 
Denver, CO 80202 
Ph. 303·572-6900 or 800-654-8002 
Fax 303-572-6902 
Katie Barker 
1 2,3,4,5,6,7B,8,9 
Am. 1) 15x20 Obs. Am. Seats 15 
Am. 2) 15x20 Obs. Am. Seats 15 
Am. 3) 15x20 Obs. Am. Seats 15 
(See advertisement on p. 121) 

The Research Center 
550 S. Wadsworth, Ste. 101 
Denver, CO 80226 
Ph. 303-935-1750 
Fax 303-935-4390 
Annie Reid ------------------4 1,3,4,6,7B 

New for 

1996 
iiAiumnNG RESEARCH 

Review 

Introduces 

Special emphasis articles 
and directory of firms 

that specialize in 
mystery shopping. 

Coming in January 1996 

76 

Am. 1) 20x18 Obs. Am. Seats 15 
Am. 2) 24x24 Obs. Rm. Seats 15 
(See advertisement on p. 77) 

CONNECTICUT 

B IDGEPORT 

Firm Facts Interviewing 
307 Kenyon St. 
Stratford, CT 06497 
Ph. 203-375-4666 
Fax 203-375-6034 
Harriet Quint, Partner 
1,3,4,6,7D 

Shapiro Research Services, Inc. 
Trumbull Shopping Park 
5065 Main St. 
Trumbull, CT 06611 
Ph. 203-373-9391 
Fax 203-371-4257 
Sandy Shapiro 
1,3,4,5,7A,9 
Rm. 1) 12x19 Obs. Rm. Seats 10 

D BURY 

Marketview, Inc. 
26 Mill Plain Rd. 
Danbury, CT 06811 
Ph. 203-791-1644 
Fax 203-791-1525 
Gail Friedman, President 
Rm. 1) 18x22 Obs. Rm. Seats 12 
Rm. 2) 20x26 Obs. Rm. Seats 20 
tAm. 3.) 20x26 Obs. Rm. Seats 20 

Performance Plus 
7 Backus Ave. 
Danbury, CT06810 
Ph. 508-872-1287 
Fax 508-879-7108 
Shir1ey Shames, President 
1 ,2,3,4,6, 7 A 
Rm. 1) 15x20 Obs. Am. Seats 20 
Member NETWORK 
(See advertisement on p. 31) 

HART 0 D 

Access Research, Inc. 
8 Griffin Rd. N. 
Windsor. CT 06095 
Ph. 203-688-8821 
Fax 203-688-2053 
Gerald O'Connor 
1,3,6,78 
Rm. 1) 14x21 Obs. Rm. Seats 8 

Beta One/Focus Facility Hartford 
270 Farmington Ave., Ste. 126 
Farmington, CT 06032 
Ph. 800-447-BETA 
Mamie Hamberg 
1,34,6,7B 
Rm. 1) 18x13 Obs. Rm. Seats 14 

Hartford Research Center 
VideoFocus Direct 
530 Silas Deane Hwy., #LL 
Wethersfield, CT 06109 
Ph. 800·235-5028 
Fax 800-448-1569 
Mary Ann Pacocha 
1 ,3,6,7B,9, 10 
Rm. 1) 17x20 
Rm. 2) 17x20 
Rm. 3) 10x12 

WHA 

Obs. Rm. Seats 25 
Obs. Rm. Seats 25 
Obs. Rm. Seats 4 

New Haven Research Center 
VldeoFocus Direct 
140 Washington Ave., #LL 
North Haven, CT 06473 
Ph. 800-235-5028 
Fax 800-448-1569 
Nancy Neumann 
1,3,6,7B 
Rm. 1) 15x20 

Res-A-Vue®, Inc. 
20 Commerce Park Rd. 
M!Hord, CT 06460 
Ph. 203-878-0944 
Fax 203-878-3726 
John Kelman 
1 ,2,3,4,6,7B 

ORWAL 

Trost Associates Inc. 
585 Main Ave. 
Norwal , CT 06851 
Ph. 203-847-7204 
Fax 203-846-2796 
AI Ritchie 
1,3,4,6,7C 

Obs. Rm. Seats 30 

Quir1<'s Mar1<eting Research Review 
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DENVER 

550 S.Wadsworth Blvd. 
Suite 101 

Denver, Colorado 80226 
(303) 935-1750 
Fax : 935-4390 

THE RESEARCH CENTER 
OUTSTANDING PEOPLE AND fACILITIES COMBINE TO 
(REATE DENVER'S EXCEPTIONAL fOCUS GROUP 

canr. .... 1101:1111 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 . 

• Vlewi~ 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 
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 
stmufataons, or taste tests. 

• Secured Storage Room Adjacent to central 
location facility for product materials. 
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Word of mouth 
) { 

7 r 
I 

~ I ~ 

says everything. 

One moderator after another has 

told us they are tell ing someone 

else about Focus First America. 

Maybe it's our staff of dedicated 

professionals who listen before they 

speak and have the experience to 

act on what you say. Our recruiting 

talent is superb. Our facilities are 

new, spacious and offer a host of 

technical equipment, Including 

vldeoconferencing capabilities. 

There are probably hundreds of 

reasons why we are meeting the 

needs of one moderator after 

another. Most important, however, 

Is the fact we care. 

For complete information on 

Focus First America, including all the 

reasons we're the talk of the town, 

call or fax today and ask for 

Susan L. Weiss, or Rose Israel. 

FOCUS 
A M E R 

969 HIGH RIDGE RD., STAMFORD, CT 06905/ 203..322-1173/FAX 203-966-0421 

A FULL SERVICE [ill A MEMB R OF THE 
QUALITATIVE VID 0 O~FEREN ~~-

RESEARCH FACILITY ALUA CE ETI\'ORK 

Codes 
1 Conference S Room 
2 LMng Rooms 
3 Observ Room 
4 Test 
5 T 

78 Located 1n Off.ce Budd1ng 
7C F ee Stand ng Budd1ng 
8 1-oo-1 Room 
9 1-oo-1 v g 
1 0 Video Conf renong 
tdenotes I 1ng room s 
; denotes one-on-one room 

The Consumer Dialogue Center® 
25 Third St. 
Stamford, CT 06905 
Ph. 203-356-1678 
Fax 203-327-9061 
Sharon Hallock 
1.3,4,6,7B 
Am. 1) 15x23 

Focus Room-Stamford 
1011 High Ridge Rd. 
Stamford, CT 06905 
Ph. 203-322-5996 
Fax 203-322-{)819 
Kim Angione 
1,2,3,4,6,7B 
Am. 1) 14x20 
Am. 2) 15x16 

Focus First America 
969 High Ridge Rd. 
Stamford, CT 06905 
Ph. 203-322-1173 
Fax 203-968-{)421 
Susan Weiss 
1,2,3,4,5,6,7B,8,9,10 
Am. 1) 20x22 
Am. 2) 18x20 
t:Rm. 3} 10x10 
Am. 4) 16x20 
MemberVCAN 

Obs. Am. Seats 20 

Obs. Am. Seats 24 
Obs. Am. Seats 20 

Obs. Am. Seats 20 
Obs. Am. Seats 20 
Obs. Am. Seats 8 
Obs. Am. Seats 20 

(See advertisements on pp. 3, 78) 

Strategic Focus, Inc. 
274 Riverside Ave. 
Westport, CT 06880 
Ph. 203-221-0789 
Fax 203-221-{)783 
Yanawan Saguansataya 
1 ,2,3,6,78,8,9 
Am. 1) 25x16 Obs. Am. Seats 14 
(See advertisement on p. 79) 

DELAWARE 

WILMI G 0 

The Bartlett Group 
Society Hil l Office Complex 
1003 Society Dr. 
Wilmington, DE 19703 
Ph. 302-798-4333 
Fax 717-540-9338 
Jeff Bartlett, Prestdent 
1,3.6,7B 
Am. 1} 12x24 Obs. Am. Seats 8 

Quirk's Marketing Research Review 



1996 FOCUS GROUP FACILITY DIRECTORY 
WASHINGTON, D.C. 

Area Wide Market Research 
16017 Comprint Circle 
Gaithersburg. MD 20877 
Ph. 301-590-1160 
Fax 301·990-6690 
Ann Weinstetn, President 
1 ,3,4,6,79 

Cameron Mills Research Svce. 
2414 Cameron M1lls Rd. 
Alexandna, VA 22302 
Ph. 703-549·4925 
Fax 703-549-4926 
Fern Shewma er, Owner 
1,2,3,4.6,7C 

Consumer Pulse of Washington 
8310 COld Court House Rd. 
Vtenna, VA 22182 
Ph. 703-442-0960 
Fax 703-442-0967 
Jeff Davts 
1,3,4 ,5.6, 7 A,8,9 
Am. 1) 20x20 Obs. Rm. Seats 20 
(See advertisement on p. 103) 

Covington-Burgess Focus Suite 
666 Eleventh St. N.W., Ste. 730 
Wash1ngton. DC 20001 
Ph. 202-628-4641 
Fax 202·628·3840 
E. Burgess 
1 ,3,6,78,8,9 
Rm. 1) 17x17 Obs. Am. Seats 20 
Rm. 2) 17x17 Obs. Am. Seats 20 
(See advertisement on p. 80) 

The Dom1mon Group 
8229 Boone Blvd., Ste. 710 
Vienna. VA 22182 
Ph. 703-848·4233 
Fax 703·848-9469 
Cathenne Hinton 
1,3,6,79 
Rm. 1) 20x16 Obs. Am. Seats 10 

Facts In Focus. Inc. 
5000 Rte. 301 , #2006 
Waldorf, MD 20603 
Ph. 301-870-7799 
Fax301-705-8348 
Ann O'Connor. Manager 
1,3,6,7A 

G.M.K. Market Focus 
1700 Wisconsm Ave. N.W. 
Washington, DC 20007 
Ph. 202-337-0700 
Fax 202-298-3400 
1,3,6,7C 
Am. 1) 15x25 Obs. Am. Seats 10 

House Market Research Inc. 
1201 Seven Loc s Rd .. Ste. 200 
Potomac, MD 20854 
Ph. 301-424-1930 
Fax 301-424-3128 
Elaine House 
1,3,4,6,79,10 
Am. 1) 30x19 
Rm. 2) 24x22 
Am. 3) 20x18 
Am. 4) 22x22 
Member FocusVtsion 

Obs. Am. Seats 25 
Obs. Rm. Seats 15 
Obs. Rm. Seats 12 
Obs. Am. Seats 15 

(See advertisement on p. 29) 

December 1995 

STRATEGIC 
FOCUS INC. 
274 Riverside Avenue • Westport, CT 06880 
(203) 221-0789 • Fax: (203) 221-0783 

ur ingle-room facility pro ide : 

• h ultimat in curity nd confidentiality-- nly on eli nt 
in th f ility t tim ; 

• Per onalized ervic with 100% ttentiv n and 
r p n iv n t u n y ur li nts; 

• 

• Quality control a ur d by m 1 ying our "Triple Ch ck" 
r p n nt r nin dur ; 

• A comfortable, paciou n w 11-appointed viewing room; 

... nd 11 ff r d t comp titive price . 

rving tit w York M tro r a and outh rn Connecticut. 
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i\Al\:CY LO\Xt {r ASSOCIAIE" 1:'\JC 

OCUS GROUP 
~CILITY 

Deluxe focus group facility 
Precision in-house recruiting 

Full service marketing research 
+ 

Ideally located one block from 
exclusive major hotels, 

shops and theaters 

Minutes from downtown 
Washington, DC, at Metro station 

·:· 
Elegant and spacious ~iew~ng 

rooms/professional aud1o/v1deo 
systems/electronic wh iteboard 

For more informa ·on, ple 

301/951-9200 
F 3011986-1641 

Codes 

Jackson Associates, Inc. 
6691 8 Springfield Mall 
Springfield, VA 22150 
Ph. 770·394·8700 
Fax 770·394-8702 
Margaret Hicks 
1,3,4,6,7A 

7B Located m OffiCe Bu11d11g 
7C Fr S nd.ng Bu11d.ng 
8 1-M·I Room 
9 1-M·I V 1ng 
1 0 Video Coni renc1ng 
tdenot hWJg room le 
~ denot one-on-Me room 

Am. 1} 16x12 Obs. Am. Seats 8 
Member NETWORK 
(See advertisements on pp. 31 , 81) 

Nancy Low & Associates, Inc. 
5454 Wisconsin Ave., #1300 
Chevy Chase, MD 20815 
Ph. 301·951·9200 
Fax 301-986-1641 
Nan Russeii-Hannapel 
1,3,6,78,8,9 
Am. 1) 21x21 Obs. Am. Seats 20, 6 
(See advertisement on p. 80) 

Macro International, Inc. 
11785 Beltsville Dr. 
Calverton, MD 20705 
Ph. 301·572-{)200 
Fax 301·572·0999 
E-mail: Bryant @macroint.com 
or http://www.macroint.com. 

Lynn Bryant, Project Manager 
1,3,6,78,8 

-------------~ Am. 1) 24x17 Obs. Am. Seats 8 

Reliable ,1nd 
reputable in the 

greater \-\' .1sh i ngton, 
D.C. Metropol it.1in 

area, M.uyland 
,1nd Virginia 

• CENTRALTELEPHONE 
INTERVIEWING 

• SUPERVISED INTERVIEWERS 
• FOCUS GROUPS 
• ON-SITE INTERVIEWING 
• PRODUCTPLACEMENTS 
• IN·STORE AUDITS 
• DEMONSTRATORS 
• SAMPLING 
• 1112 BLOCKS FROM CONVENTION 

CENTER-ACROSSTHESTREET 
FROM METRO CENTER 

K D T LEX/Bl TTY 
I MARK TJNC 

(See advertisement on p. 141) 

Metro Research Services Inc. 
9990 Lee Hwy., Ste. 110 
Fairfax, VA 22030 
Ph. 703-385-1108 
Fax 703·385·8620 
Nancy Jacobs, President 
1 ,3,4,6,7B,8,9 
Am. 1) 15x20 
Am. 2) 8x10 

Obs. Am. Seats 18 
Obs. Am. Seats 6 

Metro Research Services, Inc. 
1729 K1ng St. , Ste. 302 
Alexandria, VA 22314 
Ph. 703·385·11 08 
Fax 703-385-8620 
Nancy Jacobs, Pres1dent 
1 ,3,6,78,8,9 
Am. 1) 15x20 
Am. 2) 8x10 

Obs. Am. Seats 18 
Obs. Am. Seats 6 

OMR·Oichak Market Research 
7255-A Hanover P wy. 
Greenbelt, MD 20770 
Ph. 301-441-4660 
Fax 301-474-4307 
Jill Siegel 
1,3,4,6,78,8 
Am. 1) 14x19 Obs. Am. Seats 14 

Shugoll Research, Inc. 
7475 Wisconsin, Ste. 200 
Bethesda, MD 20814 
Ph. 301·656-0310 
Fax 301-657-9051 
Joan Shugoll 
1 ,3,4,6,7B,8,9, 10 
Am. 1} 20x22 
Am. 2) 17x22 
Am. 3} 19x20 
Am. 4) 18x25 
MemberVCAN 

Obs. Am. Seats 12 
Obs. Am. Seats 12 
Obs. Am. Seats 12 
Obs. Am. Seats 22 

(See advertisement on p. 3) 

T.I.M.E. Market Research 
425 Spotsylvania Mall 
Fredric sburg, VA 22407 
Ph. 703-786-3376 
Fax 703-786-3925 
Steve Ingalls 
1,3,4,6,7A,8 

Woelfel Research, Inc. 
2222 Gallows Rd .• #220 
Vienna, VA 22027 
Ph. 703-560-8400 
Fax 703-560-0365 
Adam Weinstein 
1,3,6,7B 

FLORIDA 

AY 0 B 

Cunningham Field & Research 
770 W. Granada, #101 
Daytona Beach, Fl3217 4 
Ph. 904-677-5644 
Fax 904-677-5534 
1,3,4,5,6,7B 

Florida in Focus, Inc. 
915 Middle River Dr. 
Ft. Lauderdale, Fl 33304 
Ph. 305-566-5729 
Fax 305·566-6819 
Dons M. Wagman, President 

CH 

I 

1,3,4,6,7B 
Am. 1) 14x16 
Am. 2) 14x16 

Obs. Am. Seats 20 
Obs. Am. Seats 8 

Hea m Research, Inc. 
Coral Square Mall 
9569 W. Atlantic Blvd. 
Coral Springs, FL 33071 
Ph. 305-753-4466 
Fax 305·753-4981 
linda Bonneville, Manager 
1,3,4,6,7A 

Mar's Surveys, Inc. 
1700 N. Umversity Dr. 
Coral Spnngs, Fl33071 
Ph. 954-755-2805 
Fax 954-755-3061 
Enc upson or Joyce Gutfreund 
1 ,3,4,6,78,8.9 
Am. 1) 15x20 

Quirk's Marketing Research Review 



1996 FOCUS GROUP FACILITY DIRECTORY 
ORTMY RS 

Bernett Research Services 
Edison Mall 
4125 Cleveland Ave. 
Ft. Myers, Fl33901 
Ph. 813-939-1200 
Fax 813-939-1413 
1,3 4,6,7,8 
Am. 1) 14x16 Obs. Am. Seats 8 
(See advertisement on p. 46) 

T.I.M.E. Market Research 
1441 Tamianie Tr., 505 
Port Charlotte, FL 33948 
Ph. 813·625-5111 
Fax 813-625-6416 
Sharon Peoples 
1,3,4,6,7 A,8 
Am. 1) 12x16 

GA 

Obs. Am. Seats 10 

Irwin Research Services, Inc. 
4112 N.W. 22nd Dr. 
Gainesville, Fl32605 
Ph. 904-371-7800 
Fax 904-371.0087 
Denise Henry 
1,3,6,7A 
Am. 1) 18x16 Obs. Am. Seats 15 
Member NETWORK 
(See advertisement on p. 31) 

I SUIUI 
(;fNIII 

e 

Perceptive Market Research, Inc. 
2306 S.W. 13th St., Ste. 807 
Gainesville, FL 32608 
Ph. 904-336-6760 or 800-749-6760 
Fax 904-336-6763 
Elaine Lyons-Lepke, Ph.D., President 
1 ,2,3,4,5,6,78,8,9 
Am. 1) 18x30 Obs. Am. Seats 15 

J c 0 VI L 

Tom Dale Market Research 
235 Margaret St. 
Neptune Beach Fl32266 
Ph. 212-758-9777 
Tom Dale, President 
1 ,2,3,4,6,78 

Irwin Research Services, Inc. 
Sun Bank Building 
9250 Baymeadows Rd., Ste. 350 
Jacksonville, Fl 32256 
Ph. 904-731-1811 
Fax 904-731-1225 
Kathryn Blackburn 
1,3,4,6,7B 
Am. 1) 18x22 Obs. Am. Seats 15 
Am. 2) 18x16 Obs. Am. Seats 10 
Member NE1WORK 
(See advertisement on p. 31) 

• lan fo 

Kir1< Research Services, Inc. 
4525 Roosevelt Blvd. 
Jacksonville, FL 32210 
Ph. 904-387..0883 
Fax 904-387-0268 
Rebecca Kir1<, Vice President 
1 ,3,6,7C,8,9 
Am. 1) 12x8 Obs. Am. Seats 8 
Am. 2) 12x8 Obs. Am. Seats 8 

Market Horizons, Inc. 
9452 Phillips Hwy., Ste. 5 
Jacksonville, FL 32256-1332 
Ph. 904-260-2001 
Fax 904-260-6266 
Charles A. McMillin, CEO 
1,3,6,7B,8 
Am. 1) 14x20 Obs. Am. Seats 10 

I 

Behavioral Science Research Corp. 
2121 Ponce de leon Blvd .• 12th fl . 
Coral Gables, Fl33134 
Ph. 305-443-2000 
Fax 305-448-6825 
Ethel Owery 
1,3,6,7B,8,9 
Am. 1) 23x13 Obs. Am. Seats 10 

()O Our state-of-the-art focus facility in Atlanta feature 
c ate paciou focu uites, a large auditorium with viewing, a 

fully equipped te t kitchen, taste te t center and a 40-line monitored 
C. telephone room for recruiting and CRT interviewing. Plus, we have interactive, 

global videoconferencing capability that let you sit in on focu group without leaving your office. 
But Atlanta is just one of your choice . We al o have focus facilitie in nn 
Washington, D.C., Charlotte and a hville to get the job done. LJ..U 

VID ONFE . 'ENtTW RK 
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Codes 

Findings lntematronal Corp. 
9100 Coral Way, #6 
Miami, FL 33165 
Ph. 305-225·6517 
Fax 305-225-6522 
Orlando Esquivel. Pres1dent 
1,3.4,6,78 

7B. located m Off B •ld1ng 
7C Free S and1ng Bo•ldlllQ 
8 1-on-1 Room 
9 -oo-1 V v. ng 
1 D VIdeo Con' renong 
t deno. IVIng room 
t d notes one-on·or141 room 

Jean M. Ltght lntervtewmg Servtce 
8415 Coral Way, Ste. 201 
Miami, FL 33155 
Ph. 305-264-5780 
Fax 305-264-6419 
LUis Padron 
1,3,6,7A 

Ma et Segment Research, Inc. 
1320 S. D1xie Hwy .. #120 
M1am1, FL 33146 
Ph. 305-669-3900 
Fax 305-669·3901 
Gary L. Berman, President 
1 ,3,4,6,78,8,9 

82 

National Opinion Research Services 
760 Northwest 107 Ave., Ste. 115 
M1ami, FL 33172 
Ph. 800·940-9410 
Fax 305-553-8586 
Damel Clapp, Pres1dent 
1,3,4,6,78,8,9 
Rm. 1) 18x22 

Rife Market Research, Inc. 
1111 Park Center Blvd., Ste. 111 
M1am1, FL 33169 
Ph. 305-620-4244 
Fax 305-621·3533 
Mary Rife. Pres1dent 
1,3,4.6,78 
Rm. 1) 15x15 Obs. Rm. Seats 14 
Rm. 2) 15x15 Obs. Rm. Seats 12 
(See advertisement on p. 82) 

Rife Market Research, Inc. 
Skyla e Mall 
1688 N.E. M1am1 Gardens 
N. Miami, FL 33179 
Ph. 305-620·4244 
Fax 305·621·3533 
Mary Rtfe. Prestdent 
1,3,4,6,7A 
(See advertisement on p. 82) 

Strategy Research Corp. 
100 N.W. 37th Ave. 
Miami, FL 33125 
Ph. 305-649-5400 
V1v1an Hernandez 
1,3,6,78 

We1tzman & Philip, Inc. 
850 lves Dairy Rd. 
M1am1, FL 33179 
Ph. 305-653-6323 
Fax 305-653-4016 
Sherry Lane 
1,3,4,5,6,7A 
Rm. 1) 15x24 
Rm. 2) 14x20 

Obs. Rm. Seats 10 
Obs. Rm. Seats 10 

Gazelle lntematronal. Inc. 
4949 Tam1am1 Trail N .. #204 

aples, FL 33940 
Ph. 941-649-8808 
Fax 941 ·649·8861 
Douglas J. Calhoun 
1 ,3,4,6,78,8,9 
Rm. 1) 12x14 Obs. Rm. Seats 12 

ORL DO 

Accudata Market Research, Inc. 
500 N. Orlando Ave., Ste. 1398 
Winter Park. FL 32789 
Ph. 407-628-1835 
Fax 407-628-0571 
1 ,2,3.4,6,7D 
Suzanne Cattell 
Rm. 1) 15x18 
Am. 2) 14x15 
Am. 3) 15x19 

Obs. Am. Seats 15 
Obs. Am. Seats 8 
Obs. Am. Seats 12 

Central Flonda Market Research, Inc. 
1065 Maitland Center Commons. #204 
Mattland, FL 32751 
Ph. 407 -660·1808 
Fax 407-660-9674 
Vicky Stevens 
1,3,6,&8 
Am. 1) 13x19 Obs. Am. Seats 12 

Hancoc Information Group, Inc. 
2180 W. State Ad. 434, Ste. 3170 
Longwood, FL 32779 
Ph. 407-682-1556 
Fax 407-682-0025 
Lori Sprague 
1,3,6,78,8,9 
Rm. 1) 16x25 Obs. Rm. Seats 10 

Barbara Nolan Market Research 
218 Jac son 
Maitland, FL 32751 
Ph. 407-629-8800 
Fax 407-629-7633 
Ellen Shamblin, Study Coord. 
1 ,3,4.5,6,7C 

Barbara Nolan Market Research 
999 Douglas Ave .. Ste. 3307 
Altamonte Spnngs, FL 32714 
Ph.407-629·8800 
Fax 407-629-7633 
Ellen Shamblin, Study Coord. 
1,3,6,78 
Am. 1) 19x20 Obs. Rm. Seats 15 
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Barbara Nolan Marke Research 
1650 Sand La e Rd .. Ste. 213 
Orlando. FL 32809 
Ph. 407·629·8800 
Ellen Shamblin, S udy Coord. 
1,3,4,6,7B 

p 0 

Sand Dollar Research. Inc. 
4400 Bayou Blvd ., Bldg. 4C 
Pensacola, FL 32503 
Ph. 904·478·9274 
Fax 904-476-4450 
Ann Brown, Manager 
1,3,6,7B 

S R OT 

S arr Research 
8201 S. Tamtami Trail 
Sarasota, FL 34238 
p . 941·925·7827 
Fax 941·922·3289 
Vtcki Pobicki , Prestden 
1.2,3,4,6,7A 
Am. 1) 15x21 Obs. Am. Seats 10 

LL H SS 

Fnedman Ma eting/Fiorida 
Tallahassee all 
2415 N. Monroe St. 
Tallahassee, FL 32303 
Ph. 904·385-4399 or 914·698·9591 
Fax 904·385·3481 
1,3,4,6,7A 
Am. 1) 9x12 Obs. Am. Seats 6 

T p 

Accudata Ma et Research, Inc. 
3815 W. Humphrey St., lt105 
Tampa, FL 33614 
Ph. 813·935-2151 
Fax 813·932·6265 
Suzanne Cattell 

R B RG 

1,3.4,6,7B 
Am. 1) 18x24 
Rm. 2) 13x16 

Obs. Am. Sea s 18 
Obs. Am. Seats 8 

Adam Market Research, Inc. 
4010 Boy Scout Blvd ., Ste. 755 
Tampa. FL 33607 
Ph. 813·875·4005 
Fa 813·875·4055 
Mar Siegel. Prestden 
1,3.4,6,7B.8,9 
Rm. 1) 16x21 Obs. Rm. Seas 15 

Bordner Research, Inc. 
2535 Landmark Dr .. Ste. 109 
Clearwater, FL 34621 
Ph. 813·797·6552 
Dr. Dtane Bordner, Prestdent 
1,3.4. 7B,8.9 
Rm. 1) 14x19 Obs. Am. Seats 18 
Rm. 2) 11x13 Obs. Am. Seas 8 

December 1995 

The Consumer Center of Mid-Florida 
101 Phthppe Pkwy .. Ste. A 
Safety Harbor. FL 34695 
Ph. 813·726·0844 
Fax 813·724·3944 
Ann Hudson. V.P./Manag1ng Plnr. 
1.2,3,4,6. 7B,8,9 
Am. 1) 27x19 
Am. 2) 15x13 
tAm. 3) 27x19 

Obs. Am. Seats 25 
Obs. Am. Seats 6 
Obs. Am. Seats 25 

Dav1s & Dav1s Research, Inc. 
8001 N. Dale Mabry Hwy., Ste. 401B 
Tampa, FL 33614·3263 
Ph. 813-873·1908 
Fax 813·935·5473 
Irene Dav1s, President 
1,3,4,6, 7C,8,9 
Am. 1) 15x24 Obs. Am. Seats 12 
tAm. 2) 11 x12 

Herron Associates Inc. 
600 N. Westshore Blvd ., S e. 702 
Tampa, FL 33609 
Ph. 813·282·0866 
Fax 813·282·3553 
Elaine Herron-Cravens 
1,3.4,6,7B.10 

emberVCAN 
(See adverttsement on p. 3) 

IDD Market Research 
5811 Memorial Hwy. #103 
Tampa. FL 33615 
Ph. 813·888·9480 
Fax 813·888·9577 
Isabel Dunn. President 
1 ,3,4,6,7B 
Am. 1) 20x12 Obs. Am. Sea 6 

Mid-Amenca Research 
303 US 301 Blvd. W., S e. 811 
Bradenton, FL 34205 
Ph. 813-746-1849 
Fax 813-746·6157 
Margaret Wilders, Manager 
1,3,4,6,7A,8 
Am. 1) 10x16 Obs. Rm. Seats 10 
Am. 2) 10x9 Obs. Rm. Seats 5 

Barbara Nolan Marke Research 
Two Corporate Dr., Ste. 670 
C earwater, FL 34622 
Ph. 407-629-8800 
Fax 813-573-0235 
Ellen Shamblin, Study Coord. 
1,3,4.6,7B 

Premac and Associates, Inc. 
8130 66th St. N., #10 
Pinellas Park. FL 34665 
Ph. 813·544·3191 
Fax 813·544·2777 
lrw1n J. Pre mack. Pres1dent 
1.3,6,7B 
Am. 1) 12x15 Obs. Am. Seats 6 

"R.A7e1J #1 iH 7~U~Cpa Bay!" 

ld I 

Q 

irport 

ch artz- i ld rvice Inc. 
Paramount Triangle Building 

8902 . D I Mabry uit 102 
mp , FL 33624 

(813) 933-8060 

l (813) 935-3496 Fox 

-----------
____ j 

83 



1996 FOCUS GROUP FACILITY DIRECTORY 

Codes 
1. Confe•ence S I ROOt:'! 
2. LIVIn Room Styl 
3 Observa!Jon Room 
4 Test tchen 
5 T st 1 chl!'l 0 v. A 
6 Vodeo Equ l!'lt Av 1 bl 
7A. loca!ed Ill Shoppii'IQ M I 

Research Data Services. Inc. 
600 Magnolia Ave .. Ste. 350 
Tampa. FL 33606 
Ph. 813·254-2975 
Fax 813-254-2986 
Walter Klages, Ph.D. 
1.3,6,78 
Am. 1) 22x12 Obs. Am. Seats 5 

Schwartz-Field Service, Inc. 
8902 N. Dale Mabry, Ste. 102 
Tampa. FL 33614 
Ph. 813·933-8060 
Joyce Powell, Facrltty Manager 
1 2,3,4,6.7B 
(See advertisement on p. 83) 

Suburban Associates Inc. 
4350 W. Cypress, Ste. 535 
Tampa, FL 33607 
Ph. 813-874·3423 
Fax 813-875-6789 
Mandy Murphy O'Neill 
1 ,3,4,6,7B,8,1 0 
Am. 1) 14x18 
Am. 2) 14x16 
Member FocusVis1on 

Obs. Am. Seats 12 
Obs. Am. Seats 10 

(See advertisement on p. 29) 

Superior Research 
3001 N. Rocky Point Rd., #400 
Tampa, FL 33607 
Ph. 813·282-1660 
Fax 813·287-0605 _______________ .......__ ______________ ~ Shan Gonzales 

-~ Compa Marketing Re earch '-w--· i over the TRUE oursc in Data oil cti n 

ti n , c mmunicate effeclivel . 

Re pond nt Who eet the 
Requiremen 

d mogr phi p pulation 

n umer , pro e sional c ecuti e , 
te hnici n-, busine owner 

tate-of-th Art Focu Group uit 
• Tw ·paci u client ic" ing and re p ndent 

rooms 

nne ling, pri ate I ungc \ ith ide 
monitor 

• P rta le, mpany owned ideo onferencin 

• eparate lient, re pondent and taff 
entran e 

acilitie De igned to Meet niquc 
Re earch d 

Thealre Room 

• Tesl Kilchen : ( 25 24 ) large refriger ti n units, con entional en, microwave, 
freezer, \ arehou e, pr duct torage 

• Displa Room: ( 25 29 \ ide d u le door dri e up ramp t mmodate car , 
b at , etc. 

• Multipurpos Room: 50 quare ot room right off te t kitchen ideal for ta te te t . 
the tre ·eating 

• RT Telephone Interviewing: 110 tation , fa t turn round, fulltime monitoring 

F 11 w your TRUE cour to the be t Atlanta has to offi r 
all: nn a t hri Ruff Jo F rri 

In tlanta) 770-448-0754 fa ) 770-416-7586 1-800-627-7667 
3725 aVinci t. uitcJOO 
orcro (Atlanta GA 30092 

84 

1,2,3,4,5,6,7B,8,9 
Am. 1) 15x20 Obs. Am. Seats 12 
Am. 2) 15x20 Obs. Am. Seats 12 
Am. 3) 15x20 Obs. Am. Seats 12 
tAm. 4) 14x22 Obs. Am. Seats 12 
(See adverttsements on pp. 85, 88) 

w 
F1eld & Focus 
4020 S. 57 h Ave. 
Lake Worth, FL 33463 
Ph. 407-965-4720 
Fax 407-965-7439 
LOIS Stermer, Field D1r. 
1,3,6,7C.8 
Am. 1) 15x18 Obs. Am. Seats 116 

LOIS Weinstein ASSOCiates 
1655 Palm Beach Lakes Blvd., Ste. 203 
W. Palm Beach, FL 33401 
Ph. 407-640-3242 
Fax 407-640-3780 
Lois Weinstein, President 
1 ,3,4,6,7B,8,9 
Am. 1) 17x17 
Am. 2) 12x14 

Obs. Am. Seats 18 
Obs. Am. Seats 8 

GEORGIA 

A 

Arena Research 
1 Dunwoody Park, Ste. 128 
Atlanta, GA 30338 
Ph. 770-395-6090 
Fax 770-671-9708 
Steve Israel, Exec. V.P. 
1,3,4,6, 78,8,9 
Am. 1) 14x20 Obs. Am. Seats 18 
Rm. 2) 14x20 Obs. Am. Seats 12 
Rm. 3) 15x17 Obs. Am. Seats 12 
Am. 4) 24x36 Obs. Am. Seats 25 
(See adverttsement on p. 87) 
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Atlanta Focus 
Dru1d Chase OH1ce Pari< 
2801 Buford Hwy .• Ste. 250 
Atlanta. GA 30329 
Ph. 404-636-9054 
Fax 404-636-8927 
Mananne Polk, President 
1,3,6,78,8,9 
Am. 1) 15x20 Obs. Am. Seats 18 
Am. 2) 15x20 Obs. Am. Seats 18 
Am. 3) 15x25 Obs. Am. Seats 18 
:tAm. 4) 7x7 Obs. Am. Seats 10 
(See advertisement on p. 147) 

Atlanta Mar et1ng Research Center 
Ten Lenox Pomte 
Atlanta. GA 30324 
Ph. 404-239-0001 
Fax 404-237-1235 
1,3,4,5,6,7C 

C I A Market Research 
3825 Pres1denttal Pkwy., Ste. 106 
Atlanta, GA 30340 
Ph. 770-454-7000 
Fax 770-452-7225 
Charles Fargason 
1,3,6,78 
Am. 1) 23x14 Obs Am. Seats 9 

Compass Marketing Research 
3725 Oavtncl Ct. , Ste. 100 
Norcross. GA 30092 
Ph. 770-448-0754 
Fax 770-416-7556 
Anne Aast 
1,3,4.6,7C 
Am. 1) 16x24 Obs. Am. Seats 12 
Am. 2) 16x20 Obs. Rm. Seats 12 
(See advertisement on p. 84) 

Consumer Search 
4166 Buford Hwy. 
Atlanta, GA 30345 
Ph. 404-321 -1770 
Fax 404-636-3037 
Scott Tannenbaum 
1,3,4,6.70 
Am 1) 20x20 Obs. Am. Seats 35 
Am 2) 20x20 Obs. Am. Seats 35 

Consumer Search 
2801 Candler Rd. 
Atlanta, GA 30034 
Ph. 404-321-1770 
Fax 404·636-3037 
Scott Tannenbaum 
1 ,3,4,6,7A,8,9 
Am. 1) 20x20 Obs Am. Sea s 15 

Elnck & Lav1dge Inc. 
1990 La es1de Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph. 404-938-3233 
Fax 404-621 ·7666 
Barbara Fac ler 
1,3.4.6,78 
Rm. 1) 25x15 Obs Am. Seats 8 
Am. 2) 25x15 Obs Am. Seats 6 

December 1995 

ANO HER REASON 
TO CHOOSE .... 

SUPERIOR RESEARCH 
ATLANTA + TAMPA 

TAMPA'S NEWEST FOCUS GROUP FACILITY 
LOCATED ON BEAUTIFUL TAMPA BAY. 

• THREE SPACIOUS FOCUS GROUP SET-UPS 
• FULLY EQUIPPED TEST KITCHEN 

• SIMULTANEOUS VIEWING CAPABILITY 
• FIXED VIDEO EQUIPMENT 

• LOUNGES ADJACENT TO VIEWING ROOMS 
·EASY ACCESS TO HOTELS, RESTAURANTS, 

SHOPS AND WATER SPORT RENTALS 
• BEAUTIFUL BEACHES NEARBY 

• FIVE MINUTES FROM TAMPA INT'L. AIRPORT 

SUPERIOR RESEARCH- TAMPA 
3001 NORTH ROCKY POINT SUITE 400 ·TAMPA, FL 33607 

TEL. 813-282-1660 • FAX 813-287-0605 
SHARI DAVIS GONZALES/DIRECTOR 
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Codes 

Fieldwork Atlanta 
200 Galiena P wy., S e. 1850 
Atlanta, GA 30339 
Ph. 404·988·0330 
Fax 404·955·1555 
Carolyn Lee 
1 ,3,4,5,6, 78,8,9,1 0 
Am. 1) 19x17 
Am. 2) 35x16 
Am. 3) 17x14 
Member Focus Vision 

Obs. Am. Seats 25 
Obs. Am. Sea s 20 
Obs. Am. Sea s 20 

(See advertisements on pp. 29, Back Cover) 

Focus On Atlanta 
3953 Pleasan dale Rd. 
Atlan a, GA 30340 
Ph. 404·447·9800 
Fax 404-446·8038 
Clara So es 
1,3,4.6, 7C,8,9 

Heakm Research Inc. 
Gwine Plaza Mall 
2100 Pleasant Hill Ad. 
Duluth, GA 30136 
Ph. 404-476-0714 
Fax 404-476-3194 
Terri Cia , Manager 
1,3.6,7A 

Hea in Research Inc. 
Shannon Mall 
Union Ctty. GA 30921 
Ph. 404-964·9634 
Sara Durre, Manager 
1,3,4,6,7A 

Kenne h Hollander Associates 
3490 Piedmon Ad ., Ste. 424 
Atlanta, GA 30305 
Ph. 404·231·4077 
Fax 404·231-0763 
K1mberly Moore 
1,3,6,78 
Am. 1) 11x9 Obs. Am. Seats 7 

Jackson Associates, Inc. 
1140 Hammond Dr .• Bldg. H 
Atlanta, GA 30328 
Ph. 770·394·8700 
Fax 770·394·8702 
Margaret Hicks 
1,3,4,6,78.8,9,1 0 
Am. 1) 24x16 Obs. Am. Seats 20 
Am. 2) 22x22 Obs. Am. Seats 15 
Am. 3) 22x29 Obs. Am. Seats 15 

~~~~~~~~~~~~~~1 Am. 4) 12x16 Obs. Am. Seats 7 
rr Member NETWORK, VCAN 

Great case 
histories, practical 

examples of 
research techniques 

and the most 
complete 

directories in the 
industry are good 
reasons to tell a 

friend about 
iirl/ 

MARIOOING RESEARCH 
Retieu• 

(See advertisements on pp. 3, 31 , 81) 

Joyner Hu cheson Research Inc. 
1900 Cen ury Place 
Atlanta, GA 30345 
Ph. 404·321-0953 
Fax 404-634·8131 
Wanda Hutcheson. President 
1,2,3.4.6. 78 

MacConnell Research Serv ces, Inc. 
10 Penme er Park Dr., Ste. 110 
Atlanta, GA 30341 
Ph. 404·451·6236 
Fax 404-451·6184 
Joy MacConnell 
1,3.4.6.78.8 
Am. 1) 14x16 Obs. Am. Seats 8 
Am. 2) 14x16 Obs. Am. Seats 8 

MacConnell Research Services, Inc. 
Avondale Mall 
3588 Memonal Dr. 
Deca ur. GA 30032 
Ph. 404·451·6236 
Fax 404·451-6184 
Joy MacConnell 
1,3.6, 7 A,8.9 
Am. 1) 13 16 Obs. Am. Seats 8 

MacFarlane & Company, Inc. 
1900 Emery St. W .• Ste. 450 
Atlanta, GA 30318 
Ph. 404-352-2290 
Fax 404-352-2299 
1.3,6,78,8,9 
Am. 1) 16x15 Obs. Am. Seats 3 

Message Factors 
1140 Hammond Dr., Ste. F-6200 
Atlanta, GA 30328 
Ph. 404-604·9983 
Fax 404-604·9187 
Tony Kagel 
1,3,6,78 

Mid-America Research 
Lenox Square Mall 
3393 Peachtree Ad. NE 
Atlanta, GA 30326 
Ph. 404-261-8011 
Fax 404-261·5576 
Deborah Wilson. Manager 
1,3,4,6,7A 
Am. 1) 17x14 Obs. Am. Seas 10 
Am. 2) 19x12 Obs. Am. Seats 12 

Nordhaus Research, Inc. 
3405 Piedmont Rd. NE, Ste. 175 
Atlanta. GA 30305 
p . 404·848·8188 
Fax 404·848-8199 
1 ,3,4,5,78,8,9 
Am. 1) 16x17 Obs. Am. Seas 15 
Am. 2) 16x27 Obs. Am. Seats 15 
(See advertisement on p. 104) 

Plaza Research 
2401 La e Park Dr. 
Atlanta, GA 30080 
Ph. 404-432-1400 or 800·654·8002 
Fax 404-432-0730 

ichele Borea 
1,2,3,4,5.6,78,8.9 
Am. 1) 15x20 Obs. Am. Seats 15 
Am. 2) 15x20 Obs. Am. Seats 15 
Am. 3) 15x20 Obs. Am. Seats 15 
(See advertisement on p. 121) 

PVA, Inc. 
11445 Johns Cree Pktvy. 
Atlanta, GA 30155 
Ph. 770-232·0322 
Fax 770·232-0344 
Glenda Fears, Ops. Mgr. 
1 ,3.4.6,78.8 
Am. 1) 20x22 Obs. Am. Seats 18 
Am. 2) 17x22 Obs. Am. Seats 15 

Quality Controlled Services 
2635 Century Pkwy., #100 
Atlanta, GA 30345 
Ph. 800·227·2974 
Fax 404·636-3276 
Susan Lipsitz 
1,3.4,6,78 
Am. 1) 15x22 Obs. Am. Seats 10 
Am. 2) 15 20 Obs. Am. Seats 12 
Am. 3) 15x20 Obs. Am. Seats 8 
(See advertisement on p. 61) 
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N ED TO FIND HAT QUALIFYING 

Our Database 
Contains ... 

5 DENT? 

... over 50 precise demographic, 
psychographic and lifestyle 
details maintained on over 
30,000 diver e re pondents 

Our facility features: 

4 P'lush suites including 
a 24' x 36' multi-use 

auditorium 

ARENA RESEARCH 
7 7 0-395-6090 

AT ANTA e DENVER 
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Quick Test Inc. 
4205 Roswell Rd. 
Atlanta, GA 30342 
Ph. 404-843-3807 
Fax 404-843-9733 
Lisa Nic ell 

Codes 
78 Located 1n OffiCe Bu ld ng 
7C FreeSt d1ng Bu ld•ng 
8 ·on-1 Room 
9 ·on-1 Vtelh ng 
10 V1 o Con' ren ng 
td no• 1Y1ng room slyle 
~ d notes one-on·one room 

John Stolzberg Market Research 
1800 Century Blvd .. Ste. 1000 
Atlanta, GA 30345 
Ph. 404-329-0954 
Fax 404-329-1596 
John Stolzberg 
1,3,4,6,78 
Am. 1) 21x18 
Am. 2) 19x17 
Am. 3) 20x12 

Obs. Am. Seats 15 
Obs. Am. Seats 15 
Obs. Am. Seats 10 

Superior Re earch 
1155 Hammond Dr. 
Atlanta, GA 30328 
Ph. 404-394-4400 
Fax 404-391-9345 
Rhoda Davis 
1,2,3,4,5,6,78 
Am. 1) 14x23 Obs. Am. Seats 12 
Am. 2) 14x20 Obs. Am. Seats 12 
Am. 3) 14x20 Obs. Am. Seats 12 
tAm. 4) 15x19 Obs. Am. Seats 12 
(See advertisements on pp. 85, 88) 

1,3,4,6.78,10 T & K Research Assoc1ates. Inc. 
Am. 1) 13x15 Obs. Am. Seats 8 245 Peachtree Center, #308 
Member FocusV1sion Atlanta, GA 30303 
(See advertisements on pp. 29. 89) Ph. 770-578-9085 ..;.._ _____ ....;..;..._~------'-----------------t Fax 770-977-0833 

Conf r nc 
14 X 23 

Conf r nee 
14 X 20 

Vi WIg / \ 

15 X 9 .... r-------' 

Recept•on 
24 )( 40 

V1 w1ng 
15 18 

OlfiC 
11 15 

Conference 
14 20 

Of flO 
11 X 15 

V1 w1ng 
15 18 

Othc 
10 12 

SUP RIOR RESEARCH 
ATLANTA'S NEWEST FOCUS GROUP FACILITY 

OWNED AND MANAGED BY RHODA DAVIS AND DEBBIE HUNTER 

·THREE SPACIOUS FOCUS GROUP SET-UPS 
• FULLY EQUIPPED TEST KITCHEN 

• SIMULTANEOUS VIEWING CAPABILITY 
• REVERSABLE SET-UP FOR IN-DEPTH INTERVIEWS 

• FIXED VIDEO EQUIPMENT 
• LOUNGES WITH EXERCISE EQUIPMENT 

•GOURMET FOOD 
• ADJACENT TO BANKS, RESTAURANTS, SHOPS AND HOTELS 

·EASY ACCESS TO MAJOR HIGHWAYS AND AIRPORTS 

SUPERIOR RESEARCH 
1155 HAMMOND DRIVE 
SUITE 5090-E 
ATLANTA, GA 30328 
TELEPHONE 404-394-4400 
FAX 404-391-9345 

88 

Darlene McWilliams 
1 ,3,6, 78,8,9 
Am. 1) 21x18 
Am. 2) 22x14 
Am. 3) 15x9 

Obs. Am. Seats 12 
Obs. Rm. Seats 1 0 
Obs. Am. Seats 10 

T & K Research Associates, Inc. 
1501 Johnson Ferry Rd., Ste. 250 
Manetta, GA 30062 
Ph. 770-578-9058 
Fax 770.977-0833 
Darlene McWilliams 
1,3,6,78,8,9 
Am. 1) 15x20 Obs. Am. Seats 12 

Whaley Research & Assoc1ates, Inc. 
5001 Rtverdale Court 
College Park, GA 30337 
Ph. 800-283-4701 
Fax 800-283-4733 
Manlynn Whaley, CEO 
1.3,4,6.7D 
Am. 1) 16x24 Obs. Am. Seats 16 

UG 

Answers. Inc. 
109 8 h St. 
Augusta. GA 30901 
Ph. 706-724-2679 
Fax 706-724-1093 
Mark Alison 
1 ,2.3,4,6.78 
Rm. 1) 20x40 Obs. Am. Seats 25 
tAm 2) 20x40 Obs. Rm. Seats 25 

Jackson Associates, Inc. 
1285 W. Washington St. 
Gainesville. GA 30501 (Rural GA) 
Ph. 770-394-8700 
Fax 770-394-8702 
Margaret Hie s 
1,3,6,7A 
Am. 1) 16x14 Obs. Rm. Seats 6 
Member NETWORK 
(See advertisements on pp. 31 . 81) 
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In The ew World Of Qualitative Facilities 
One Company Stands Alone ... 

NATIONAL QUALITATIVE NETWORK 
A Service of Quick Test Inc. 

Minneapolis 

Norfolk 

Los Angeles 

* Orange County Atlanta * 

Americals premier data collection company now applies its vast resources and expertise to all of 
your qualitative research needs. Input from a panel of independent qualitative consultants has 
enabled us to create faci I ities that provide the perfect atmosphere of quality and service. 
We offer: 

Boston Metro 
Framingham 
( 508) 620-5490 

Dedham 
{617) 326-0865 

• State-of-the-Art Facilities 
• Concise Uniformity in Operation of Each Facility 

Atlanta 

• Nationwide Coverage 
• Project Coordination 
• Personalized Service 
• Computerized Database Recruiting 

National Coverage: 1-800-7 59-9967 
Fax: 1·602-985-6321 

Norfolk 
( 404) 843-3807 

Minneapolis 
(612) 894-5868 (804) 523-2505 

Los Angeles Metro 
Sherman Oaks 
(818) 995-1400 

Orange County 
{714) 261-8800 
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Codes 

0 0 

OmniTrak Group. Inc. 
220 S. Kmg St., S e. 975 
Honolulu. Hl96813 
Ph. 808-528-4050 
Fax 808-538-6227 
1.3,6,78.8,9 
Am. 1) 18 20 Obs. Rm. Seats 10 

QMark Research & Polling 
Pac1hc Tower, 19th fl. 
1001 Bishop S . 
Honolulu, HI 96813 
Ph. 808-524-5194 
Fax 808-524-5487 
Barbara An ersm1t. Pres1dent 
1,3.6,79 
Rm. 1) 16x20 Obs Am. Seas 10 

SMS Research 
1042 Fourt S . Mall, Jt200 
Honolulu, HI 96813 
Ph. 808-537-3356 
Fax 808-537-2686 
J1m Dannemiller. Pres1dent 
1,3,6.7B 

Ward Research, Inc. 
126 Queen St.. Ste. 212 
Honolulu. HI 96813 
Ph. 808-522-5123 
Fax 808-522-5127 
Rebecca S. Ward 
1.3,6,79,8,9 
Am. 1) 12x22 Obs. Am. Seas 6 

IDAHO 

BO 

Clearwater Research, Inc. 
2136 N. Cole Rd. 
BOISe, ID 83704 
Ph. 208-376-3376 
Fax 208-376-2008 
Steve Swann 
1,3,4,6,78,9 
Rm. 1) 15x12 Obs. Rm. Seats 10 

ILLINOIS 

• • 
Adler Weiner Research/Chicago, Inc. 
John Hancock Center 
875 N. Mich1gan Ave .. Ste. 3260 
Chicago, IL 60611 
Ph. 312-944-2555 
Fax 312-944-7639 
Eileen Dorfman 
1 ,3,4,6,79,1 0 
Rm. 1) 17x16 
Am. 2) 20x20 
Am. 3) 20x20 
Am. 4) 20x16 
Am. 5) 20x30 
Member FocusV1sion 

Obs. Am. Seats 20 
Obs. Am. Seats 20 
Obs. Am. Seats 20 
Obs. Am. Seats 20 
Obs. Am. Seats 20 

(See advertisement on p. 29) 

Adler Weiner Research/Chicago Inc. 
6500 N. Lincoln Ave., 11200 
Ch1cago. IL 60645 
Ph. 708-675-5011 
Fax 708-675-5698 
Eileen Dorfman 
1,3.4.6,7C,10 
Rm. 1) 22x19 Obs. Rm. Seats 30 
Rm. 2) 16x18 Obs. Rm. Seats 18 
Member FocusV1sion 
(See advert1sement on p. 29) 

All About Research 
2000 York Rd. 
Oak Broo . IL 60521 

----------------'---------------1 Ph. 708-573-9500 

90 

At the Blackstone Group, 
95 0 

is very significant ... 

Ov r 95~ of our eli nt 
r turn to u for more re earch. 

or a fr e con ultation or propo al, 
call u at 1•800•666•9847 

The Blackstone Group 
360 orth 'chigan Avenue 

hicago,Illinoi 60601 
312) 419-0 00 

ax (312) 419-8419 

Fax 708-573-2552 
Sandy Shapin 
1,2,3.4,6,79 

Ass1s ance In ar e ing 
1650 N. Arl1ngton Heigh s Rd. 
Arlington Heights, IL 60004 
Ph. 708-392-5500 
Fax 708-392-5841 
Laura Shulman 
1,3,4.5,6,78.8,9 
Rm. 1} 20x12 Obs. Am. Seats 8 
Rm. 2) 17x13 Obs. Am. Seats 8 

The Blackstone Group 
360 N. Michigan Ave., S e. 1501 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
Claire K. Rose 
1,3,4,6,79,8,9 
Rm. 1} 14x26 Obs. Am. Seats 15 
Am. 2) 15x20 Obs. Am. Seats 10 
Rm. 3) 13x20 Obs. Am. Seats 10 
(See advertisement on p. 90) 

8ryles Survey Service 
6847 W. 159th St. 
Tinley Park, IL 60477 
Ph. 708-532-6800 
Fax 708-532-1880 
Bob Bryles. President 
1.3,4,6.7 A,8,9 
R . 1) 15x18 Obs. Am. Seas 15 
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The new I ) u Group Room. 

Here y u will find e ry r . ource and 
a . taff that i fully apabl of upport-
ing your t r quir ment . 

Our large and mfortabl client view­
ing room (with both audi and vid 

r cording capabilities afford th b t 

vi w into fo u roup interaction. 

• a ility and equipment rental 
• R cruiting 
• Moderating 
• omplete proj t apabilities 

I ] a full- ervice r arch organiza-
tion. Data collection and interpretati n. 

• Focu group 
• Telephon (CRT-a"'sisted 
• entrall oation pre-r ruited 

int rvi w 
• Mall Int rcepts-nationwid 
• Per onal door-to-do r intervi wing 
• Profe i nal occupati n int rvi 
• xit int rvi 
• Continu u tracking 

You are cordiall invited to di u 
your re ear h requir ments with the Cl ] 
profes ional . 

C/J R S ARCH, INC. 
3150 alt reek Lane • Arlington Heights, IL 60005 

708/253-1100 
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Codes 
1. Co terence Style Room 
2. Llw'lQ Room Sty! 
3 Observ ~ 1011 Room 
4 T 1tcheo 
5 T t 1!cheo Obsv A 
6 Vod Equ pmeot A1t 1 ble 
7A. located 1n Shoppmg Mall 

Bryles Survey Service 
8275 Broadway 
Merrillville, IN 46410 
Ph. 708-532-6800 
Fax 708-532-1880 
Bob 8ryles. Prestdent 
1,3,4,6,7A,8,9 

76. loca~ed 1n Oflce Bu ld•ng 
7C Fr S andlllQ Bu ld1119 
8 -on-t Room 

Rm. 1) 15x20 Obs. Am. Seats 15 

C/J Research, Inc. 
3150 Salt Cree Ln. 
Arlington Heights. IL 60005 
Ph. 80Q-323--0266 
Fax 708-253-1587 
Sherrie Binke 
1,3,6,7C 
Am. 1) 24x11 Obs. Am. Seats 12 
(See adverttsement on p. 91) 

Car-Lene Research, Inc. 
Northbrook Court, #1187 
Northbroo • IL 60062 
Ph. 708-498-1305 
1,3,4,6,7A 

Chicago Focus 
7 E. Huron 
Chicago, IL 60611 
Ph. 312-951-1616 
Fax 312-951 -5099 
Lynn R1ssman, President 
1,3,6,7C 
Am. 1) 21x13 Obs. Am. Seas 8 
Am. 2) 21x13 Obs. Am. Seats 8 
Rm. 3) 21x13 Obs. Am. Seats 20 
(See advertisement on p. 147) 

Comtskey Research 
205 W. Grand Ave., Ste. 108 
Bensenville, IL 60106 
Ph. 708-860-2255 
Stg Saltz, President 
1,3,4,6,78 
Am. 1) 12x16 Obs. Am. Seats 8 

Communications Workshop 
Div. of Conway/Milliken & Assoc. 
168 N. Michigan Ave. 
Chicago, IL 60601 
Ph. 312-263-7551 
Fax 312-332-6115 
Paula King, Field Dtrector 
1 2,3,4,6,78 
Am. 1) 16x21 Obs. Am. Seats 18 
Am. 2) 20x24 Obs. Am. Seats 10 

Consumer Pulse of Chicago 
----------------1 Springhill Mall 

When contacting 
a company 

through this 
directory let them 

know that you 
found them in 

drk' 

MARKKI1NG RFSEARCH 
- Review 
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West Dundee, IL 60118 
Ph. 708-428-0885 
Fax 708-428-4554 
Dona Kramer, Director 
1,3,4,6,7A,8 
Am. 1) 15x15 Obs. Am. Seats 15 
(See advertisement on p. 103) 

Consumer Surveys Company 
North point Shopping Center 
304 E. Rand Rd. 
Arlington Hetghts, IL 60004 
Ph. 708-394-9411 
Fax 708-394-0001 
Deanna Kohn 
1,3,4,6,78,8,9 
Rm. 1) 15x20 Obs. Am. Seats 15 
Member NETWORK 
(See advertisement on pp. 31 , 93) 

Conway/Milliken & Associates 
875 N. Michtgan Ave., Ste. 2511 
Ch1cago, IL 60611 
Ph. 312-787-4060 
Fax 312-787-4156 
Gayle Moberg 
1,3,4,6, 78,8 
Am. 1) 21 x18 Obs. Rm. Seats 15 

Data Research, Inc. 
1319 Butterfield Rd .• Ste. 510 
Downers Grove, IL 60515 
Ph. 708-971-2880 
Fax 708-971 -2267 
Ken Jennrich, Exec. V.P. 
1,3.6,7B 

Elrick & Lavidge, Inc. 
3 Westbroo Corp. Ctr .• #600 
Westchester, IL 60154 
Ph. 708-449-5300 
Fax 708-449-4498 
Bonnie Schroeder 
1,3,6,78 
Rm. 1) 15x24 Obs. Am. Seats 10 

Facts In Focus, Inc. 
2260 Fox Valley Center 
Aurora, IL 60504 
Ph. 708-898-2166 
Fax 708-898-2172 
Matt Johnson, Manager 
1 ,3,4,5,6,7A,8,9 

Fieldwor Chicago-North, Inc. 
6200 N. Htawatha, Ste. 720 
Chicago, IL 60646 
Ph. 312-282-2911 
Fax 312-282-8971 
Karen Borgardt or Judy Piechocki 
1 ,3,4.5,6,78 8,9 
Rm. 1) 16x20 Obs. Rm. Seats 20 
Am. 2) 16x20 Obs. Rm. Seats 25 
Am. 3) 16x20 Obs. Am. Seats 25 
Am. 4) 17x16 Obs. Am. Seats 15 
(See advertisement on the Back Cover) 

Fieldwork Chlcago-O'Hare, Inc. 
8420 W. Bryn Mawr, Ste. 650 
Chicago, IL 60631 
Ph. 312·714-8700 
Fax 312-714-0737 
Susan Brody 
1,3,4,6, 78,8,9 
Rm. 1) 21 x21 Obs. Rm. Seats 35 
Am. 2) 21x15 Obs. Am. Seats 20 
Am. 3) 20x20 Obs. Am. Seats 30 
(See advertisement on the Back Cover) 

Fieldwork Chicago-West Inc. 
1450 E. Amencan Ln. 
Schaumburg, IL 60173 
Ph. 708-413·9040 
Fax 708-413-9064 
Pam White 
1 ,3,4,6, 7B,8 
Am. 1) 21 x14 Obs. Am. Seats 20 
Am. 2) 20x18 Obs. Am. Seats 15 
Am. 3) 20x15 Obs. Am. Seats 17 
(See advertisement on the Back Cover) 

Focuscope Inc. 
1100 W. Lake St. , Ste. 60 
Oak Park, IL 60301 
Ph. 708-386-5086 
Fax 708-386-1207 
Kevtn Rooney 
1,3.4,5,6,78,8,9 
Am. 1) 15x20 Obs. Am. Seats 15 
Am. 2) 15x20 Obs. Am. Seats 15 
Am. 3) 13x16 Obs. Am. Seats 7 
Am. 4) 15x20 Obs. Am. Seats 6 
(See advertisement on p. 94) 
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PAMP R YOUR C I NTS 

In hi g ' n 

• · mmunicate instantly \Vith y ur moderator from the vtcwmg r m by m an · 
of uniqu comput r tem vi ibl on ly t your moderator. 

• U a retnol controll c1 vicleolaping sy tern located in th r r oft he r om ... 
not in front , bl ck1 n ' )10Ur vi vv . 

• Vinv the 7r up in ur li ntloung r in ur li r d obs rvation room that 
comfortabl ' at Jift n o[ your ag n y and orporate traveling compamon . 

• V,.l l 'h y ur roup through a ound in ulat d window. 

• F l refre hcd by our eparat airlh ating s tem. 

[ I I WORTH D 

cs onsumer urv ys ompany 

orthpomt Shopping Center • 304 . Rand Rd . • ArlingLOn Heights, IL 60004 

Tel: 47/394-9411 • Fax: 713 4-0001 
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Codes 

Focuscope, Inc. 
1 E. Erie, Ste. 305 
Chicago, IL 60611 
Ph. 312-587-1893 
Kevtn Rooney 
1,3,6,78,8,9 

78 Locateo o Off ce BUIIdii"Q 
7C Fre S1and1ng Buildu~g 
8 1-oo-1 Roorr 
9 1-<>1'1-1 Vev. ng 
1 0 Video Con! r nc ng 
tdei"': s Mng room s e 
i d notes ore-<>n-one room 

Am. 1) 23x20 Obs. Am. Seats 15 
Am. 2) 16x23 Obs. Am. Seats 15 
(See advertisement on p. 94) 

Hea in Research, Inc. 
3615 Park Dr., Ste. 101 
Olymp1a Fields, IL 60461 
Ph. 708-503-0100 
Fax 708-503-0101 
Maureen Southwtck 
1,3,4,6.7B 

oc COPE. 

Well Blow 
You Away! 

ln th Windy ity, Focuscop • 
m·tke: mark t r : arch a breez 1

• With a 

Home Arts Guild Research Center 
35 E. Wac er Dr. 
Chtcago, IL 60601 
Ph. 312-726-7406 
Fax 312-346-3746 
Roy Roberts 
1,3,4,5.6,78,8.9 
Am. 1) 14x30 Obs. Am. Seats 20 
Am. 2) 15x20 Obs. Am. Sea s 12 
Am. 3) 13x19 Obs. Am. Seats 15 
Rm.4)14 19 Obs. Rm. Seats11 
iRm. 5) 14x14 Obs. Am. Seats 15 
(See advertisement on p. 95) 

llhnots Center Marke Research 
155 N. Mtchtgan Ave ., Ste. 400 
Chicago. IL 60601 
Ph. 312-856-1697 
Fax 312-856-0122 
Peggy Ryan 
1,3.4,6,7B 

Markettng 52 (Bullard) 
215 W. Ayres 
Htnsdale, tl 60521 
Ph. 708-325-0471 
Fax 708-325--0568 
Bob Ktng 
1,3,6,7B 

h i of loc ttions ... amid the pre\ ailing w •st rli 'S f Oak P·trk or lh gu. t. of the 
1agnifi ent Mil . With fr •sh qualified respondenL"i, not \\indbags. With 

luxuriou fa ilitie: th·ttlet you hr athe ,c ~ · And \\ith ·os s that won 't him\ ~our budg t. 

We don 't put on ai rs. But our attention to detail "ill sweep ~ou off y ur feet. 

Fo us op • - 00\\ ntown 
I E~L<il Eri , :uite . W 
hi ·a •o, II. l06 1l 
5L . ~x- . l 95 

Fo ·uscop(' - Oah Par" 
I H ) Lah .'tn· ·t. Suite (!0 
ak Park, I L 6 ).)0 I 

-ox.. X6. ~0R6 

FCX:LSCOPL 16 )E\R.' ot' 1\(0\lP\R\lliJ' SI:R\Il.E. 
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Marketing Services 
2525 Gross Potnt Rd. 
Evanston. IL 60201 
Ph. 708-864-41 00 
Carolyn Rtpley, Pnnctpal 
1,3,6,7C 

Mtd-Amenca Research 
Orland Square Shopptng Ctr., #280 
Or1and Park. IL 60462 
Ph. 708-349.()888 
Dav1d 0 enfetd. Pres1dent 
1,3,4,6,7A 
Am. 1) 14x13 
Rm. 2) 14x8 

Obs. Am. Seats 10 
Obs. Rm. Seats 4 

Mtd-Amenca Research 
Randhurst Shopptng Center 
999 N. Elmhurst Rd .• #17 
Mt. Prospect. IL 60056 
Ph. 708-392-0800 
Fax 708-259-7259 
1,3.4,6,7A 
Rm. 1) 15x23 
Rm. 2) 15x17 

Obs. Rm. Seas 10 
Obs. Rm. Seats 12 

National Data Research Inc. 
770 Frontage Rd., 11110 
Northfield, IL 60093 
Ph. 708-501-3200 
Fax 708-501-2865 
Val Maxwell, Prestdent 
1,3.4.6,78,8,9, 10 
Am. 1) 16x19 
Am. 2) 18x21 
Am. 3) 21x18 
Am. 4) 21x17 
MemberVCAN 
(See advertisement on p. 3) 

National Data Research, Inc. 
737 N. Mtchigan Ave., Ste. 1310 
Chtcago. IL 60611 
Ph. 708-501·3200 
Fax 708-501-2865 
Val Maxwell, Prestdent 
1,3,6,78,10 
Am. 1) 25 17 
Am. 2) 21x17 
Am. 3) 24x17 
MemberVCAN 

Obs. Am. Seats 15 
Obs. Am. Seats 15 
Obs. Am. Seats 15 

(See advertisement on p. 3) 

National Oual1ta tve Centers 
625 N. Michigan Ave ., Ste. 200 
Chtcago. IL 60611 
Ph. 312-642-1001 or 800-335-1222 
Fax 312·649-5812 
Sandy Nidetz, Off1ce Manager 
1,3,4,6,7B 

Oakbrook Interviewing Center 
1415 W. 22nd S ., Ste. 220 
Oa Brook, IL 60521 
Ph. 708-574-0330 
Fax 708-574-0358 
Dorothy Pofztn, Factltty Mgr. 
1.3,4,5,6.7B,8.9 
Am. 1) 22x15 
Am. 2) 16x16 
Am. 3) 9x14 
Am. 4) 21x16 

Obs. Am. Seats 11 
Obs. Am. Seats 13 
Obs. Am. Seats 10 
Obs. Am. Seats 18 

Ouir s Marketing Research Review 
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O'Hare in Focus 
1011 E. Touhy Ave., Ste. 440 
Des Plames, IL 60018 
Ph. 708-299-6636 
Fax 708-824-3259 
Renie Vitellaro 
1,3.4.5,6.78 
Am. 1) 18x20 Obs. Am. Seats 10 
Am. 2) 17x19 Obs. Am. Seats 20 
Am. 3) 15x18 Obs. Am. Seats 15 
(See advertisement on p. 97) 

Plaza Research 
5450 N. Cumberland Ave. 
Chicago, IL 60656 
Ph. 312-714-9600 
Fax 312-714-9604 
Holli Epstein 
1,2,3.4,5,6.78,8.9 
Rm. 1) 15x20 
Am. 2) 15x20 
Am. 3) 15x20 
tAm. 4) 20x15 

Obs. Am. Seats 15 
Obs. Am. Seats 15 
Obs Am. Seats 15 

(See advertisement on p. 121) 

PreciSIOn Fteld Services 
O'Hare Corporate Tower 
10600 W. Higgins Rd., Ste. 100 
Rosemont, IL 60018 
Ph. 708-390-8666 
Fax 708-390-8885 
Scott Adelman. Vtce President 
1.3.4,5.6,78,8.9 
Am. 1) 16x24 
Am. 2) 17x17 
Am. 3) 23x24 
Am. 4) 8x10 

Obs. Am. Seats 18 
Obs. Am. Seats 18 
Obs. Am. Seats 10 
Obs. Am. Seats 5 

Quality Controlled Services 
2000 Spnng Ad , Ste. 100 
Oa Broo , IL 60521 
Ph. 800-322-2376 
Fax 708-990-8188 
Therese Duenas 
1.3.4,6.78,8.9,1 0 
Am. 1) 17x18 
Am. 2) 17x18 
Rm. 3) 12x10 
Member FocusVts1on 

Obs. Am. Seats 12 
Obs. Am. Seats 12 
Obs. Am. Seats 6 

(See advertrsements on pp. 29. 61) 

Research House 
6901 N. Lincoln Ave. 
Lincolnwood, IL 60646-2605 
Ph. 708-677-4747 
Fax 708-677-7990 
Darlene P1ell. President 
1 ,3,4,6,7C,8 
Am. 1) 16 20 Obs. Am. Seats 14 
Am. 2) 21x20 Obs. Am. Seas 14 
Am. 3) 10x10 

Bernadette Schleis & Associates. Inc. 
1740 Ridge Ave .. Ste. 201 
Evanston. IL 60201-3616 
Ph. 708-869·5999 
Fax 708-869-6644 
Bernadette N. Schleis, Prestdent 
1.3.4,6.78,8 
Am. 1) 17x20 Obs. Am. Seats 1 0 

December 1995 

America's most experienced 
facility will put Its staff of 

professionals to work for you. 
We have been collecting opinions 
since 1927 and recruiting focus 
groups for blue-chip clients for 37 
years. Now with 5 focus group 
suites we are superbly equipped to 
put our resources to work for you. 

Client Amenities 

Each client suite has a tiered viewing 
room with wall-to-wall mirror, swivel 
chairs and writing shelves. 
We serve you delicious food in your 
own adjoining lounge with hot & cold 
beverage center and splendid views 
of the city. 

You also have your own phone room. 

On-Site Recruiting 

Computer-assisted recruiting by our 
own staff, rigidly supervised to ensure 
that we meet all specs, no matter how 
difficult. Because of our location we 
are able to recruit consumers, doctors, 
business executives from ALL parts of 
the Chicago area, suburbs and city. 

Fully-Equipped Kitchen 

Our large kitchen has commercial as 
well as home equipment and can be 
observed through a one-way mirror. 

The facility can be set up for 1 -on-1's, 
taste and design tests or a small 
aud~orium. and we have access to 
a 1 00-seat building conference center. 

Send for our color brochure. 
rml HOME ARTS GUILD RESEARCH CENTER 
l@JJ 35 East W c r Drtv . C ic o.IL 60601 (3 12) 72 -7406 

Servin 1\merrco s R s s Since 1927 

·All quotes on file 
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Codes 

Smith Research 
1181·8 La e Cook Rd. 
Deerfield, IL 60015 
Ph. 708-948-0440 
Fax 708·948-8350 
Kevin Smith. President 
1 ,2,3,4,6, 78,10 
Am. 1) 18x16 
Am. 2) 16x15 
Am. 3) 15x14 
Member FocusViston 

Obs. Am. Seats 15 
Obs. Am. Seats 14 
Obs. Am. Seats 12 

(See advertrsement on p. 29) 

Smith Research 
150 E. Huron, Ste. 720 
Chicago, IL 60611 
Ph. 708·948·0440 
Fax 708-948·8350 
Kevin Smith, President 
1,2,3,4,6.78, 10 
Am. 1) 24x19 
Am. 2) 16x18 
Am. 3) 15x12 
Am. 4) 16x10 
Member FocusVision 

Obs. Am. Seats 18 
Obs. Am. Seats 14 
Obs. Am. Seats 10 
Obs. Am. Seats 12 

(See advertisement on p. 29) 

Strictly Medical Market Research 
Edens Office Plala 
4801 W. Peterson Ave ., Ste. 608 
Chicago, IL 60646 
Ph. 312-202·3500 
Fax 312·202·3511 
Harry Balaban 
1,3.4,6,7B,8,9 
Am. 1) 18x14 Obs. Am. Seats 14 
(See advertisement on p. 60) 

Survey Center, Inc. 
455 E., IllinOIS 
Chicago, IL 60611 
Ph. 312-321-8100 
Fax 312-321·811 0 
Susan Stanace 
1 ,2,3,4,5,6,7D,8,9 
Am. 1) 22x16 
Am. 2) 22x16 
Am. 3) 30x17 
Am. 4) 40x17 

TAi-Chtcago, lnc. 

Obs. Am. Seats 10 
Obs. Am. Seats 10 
Obs. Am. Seats 20 
Obs. Am. Seats 20 

Two Prudential Plaza, Ste. 4450 
Chicago, IL 60601-6710 
Ph. 312·565·4343 
Fax 312·565·4450 
Maggie Brown or Karen Russell 
1,3,4,6,78 
Am. 1) 18x20 
Am. 2) 20x20 
Am. 3) 19x18 

Obs. Am. Seats 15 
Obs. Am. Seats 25 
Obs. Am. Seats 15 

-----------------i Time N Talent Market Research 

Attention 
Additional 

information from 
advertisers can 
be found in the 

expanded index of 
advertisers 

section located 
on page 81. 

Readers 
96 

Edens Office Plaza 
4801 W. Peterson Ave., Ste. 608 
Chicago, IL 60646 
Ph. 312-202-3500 
Fax 312-202·3511 
Harry Balaban 
1 ,3,4,6,78,8,9 
Am. 1) 18x14 Obs. Am. Seats 14 
(See advertisement on p. 62) 

PORI 

Scot11 Research, Inc. 
1118 N. Shendan Ad. 
Peoria, IL 61606 
Ph. 309-673·6194 
Fax 309·673-5942 
1,3,4,5 6,7C,8,9 
Rm. 1) 20x30 Obs. Am. Seats 14 

INDIANA 

VI 

Gore Research, Inc. 
800 Green River Ad ., #428 
Evansville, IN 47715 
Ph. 812·473-7112 
Cathy Raider, President 
1,3,4,6.7A 

Product Acceptance & Research (PAR) 
1510 W. Franklin St. 
Evansville, IN 47710 
Ph. 812·425-3533 
Fax 812-421-6806 
1,3,4,6,78 
Am. 1) 19x15 

OR W Y 

Dennis Research Services, Inc. 
3502 Stellhorn Ad. 
Ft. Wayne, IN 46815 
Ph. 219-485-2442 
Fax 219-485-1476 
Pat Slater, Dtrector 
1,3,4,6,7B 
Member NETWORK 
(See advertisement on p. 31) 

I D POLl 

Herron Associates Inc. 
First Indiana Plaza 
135 N. Pennsylvania, Ste. 1550 
lndtanapolis, IN 46204 
Ph. 317-882-3800 
Fax 317-882-4716 
Sue Ntelsen, Dtr Data Collection 
1 ,3,4,6,7B,8,9,1 0 
Am. 1) 16x25 
Am. 2) 17x23 
MemberVCAN 

Obs. Am. Seats 15 
Obs. Am. Seats 14 

(See advertrsement on p. 3) 

Herron Associates, Inc. 
710 Executive Park Dr. 
Greenwood IN 46143 
Ph. 317-882-3800 
Fax 317·882-4716 
Sue Ntelsen, Dir. Data Collection 
1,3,4,6,78 

Indianapolis Research Company 
3037 S. Merid1an St. 
lndtanapohs, IN 46217 
Ph. 317-788-0861 
Fax 317-784-1331 
Judy Young, Office Manager 
1 ,3,4,6,7B 

Strateg1c Marketing & Research, Inc. 
9200 Keystone Crossing, Ste. 400 
Indianapolis, IN 46240 
Ph. 317-574-7700 or 800-424·6270 
Fax 317-574-7777 
Melanie Schumacher 
1,3,6.78 

Walker Information 
8101 Clearvtsta Pkwy., Ste. 200 
lndtanapohs, IN 46256 
Ph. 317·849·9234 
Fax 317-576·5438 
Barb Miller, V.P. Ops. 
1.2,3,6,7C,8,9 
Am. 1) 17x21 Obs. Am. Seats 12 
Am. 2) 12x14 Obs. Am. Seats 10 
(See advertisement on p. 19) 

Quirk's Marketing Research Review 
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OU B 

Market Strategies, Inc. 
108 N. Main St., #311 
South Bend, IN 46530 
Ph. 219-233-3453 
Fax 219-287-1165 
1 3.4,6,78 
Am. 1) 15x17 Obs. Am. Seats 6 
Am. 2) 20x50 

Midwest Marketing Research 
214 S. Indiana St. 
Goshen, IN 46526 
Ph. 219·533·0548 
Fax 219-533·0540 
Clifford Ahonen 
1 ,3,6,7C,8,9 
Am. 1) 20x30 
Am. 2) 25x30 

RR HAU 

Williams Research 
641 Ohio St. 
P.O. Box 1800 
Terre Haute, IN 47808 
Ph. 812·232-0360 
Fax 812·232·1298 
Gerard Randall 
1,3,78 
Am. 1) 26x13 
Am. 2) 13x13 

IOWA 

Obs. Am. Seats 12 
Obs. Am. Seats 12 

C D RR PID I 
W T RLOO 

Fran N. Magid Associates 
One Research Center 
Marion, lA 52302 
Ph. 319-377-7345 
Fax 319-377-5861 
Jane Coo 
1,3,6,78 
Am. 1) 15x15 
Am. 2) 19x52 

D V POR 

Obs. Am. Seats 6 
Obs. Am. Seats 0 

Personal Marketing Research, Inc. 
322 Brady St. 
Davenport, lA 52801 
Ph. 319·322-1960 
Fax 319-322·1370 
Patricia E. Duffy 
1,3,6,7C 

December 1995 

Your 
J CHICAGO 
~Area 

Focus Group 
Center 

E cellent Location 
nal Airp rt. 

tate-of-the-Art Fo u Group Center 
Thr , n~ r nc r m . 

r m with wall-t w II, n -way 

quipment. 

\ ailabl with r with ut r cruiting. 

Te t Kitchen 
Fully- quipp d te t kit h n with fr z r t rag . 

rvati n f th kitch n thr u h n -way 

Our People 
p ri n taff fin-h u 

Hi hly qu lifi d m d rat r availabl . 

0 HARE IN FOCU 

lllin 6001 
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Codes 
1. Coni renee Sty! Room 
2 Lrv1ng Room Style 
3 Observa 10n Room 
4 T t I~Chen 

5 T t 1~chen Obsv A . 
6 Vod Equ ~ tAv 1 bl 
7A. Located '" Sho~I!IQ Mall 

78 Located ' ~· ce Bu1 '~!I 
7C. FreeS nd ng Bu' g 
B. t -on-1 Room 
9 1-on-1 V1 1ng 
10 Vodeo Confe r 'lCI'lQ 
d notes I'VIf'!l room sty! 
* de'lot s one-on-one room 

T.L. Grantham & Assocta es 
100 E. Euclid 
Des Moines, lA 50313 
Ph. 515-288-7156 
Fax 515-288-0661 
Vada Grantham 
1 ,3,4,6,7A,8.9 
Am. 1) 12x18 Obs. Rm. Seats 6 
Am. 2) 17x20 

Iowa Field Research 
2302 S.W. 3rd Ave. 
Ankeny, lA 50021 
Ph. 515-964-1379 
Fax 515-965-8270 
Focus Group Manager 
1,3,4,6,78,8 
Am. 1) 14x20 Obs. Am. Seats 12 

Mid-Iowa In ervie vtng 
1551 Valley W. Dr .. #157A 
w. Des Motnes, lA 50266 
Ph. 515-225·6232 
Fax 51 5·225·1184 
Debbte Gudehus 
1,3,4,6, 7 A,8,9 
Am. 1) 14x16 

Personal Marketing Research. Inc. 
200 Merle Hay Mall 
3800 Merle Hay Rd. 
Des Motnes, IA 50310 
Ph. 515-270-1703 
Fax 515-270-9070 
Bonnie Howard 
1,3,6,7A 

Pirro Research 
5835 Grand Ave. 
Des Moines, lA 50312 
Ph. 515·255·3244 
Fax 515-255·1764 
Ellen Ptrro 
1,3,6,78,8.9 
Am. 1) 14x21 Obs. Am. Seats 8 

KANSAS 

CI 
(Se Kan a City, 0) 

TOP KA 

Central Research Corp. 
900 Bank IV Tower 
Topeka, KS 66603 
Ph. 913·233·8948 
Fax 913·233·8956 
Phil Lange. Vice President 
1.3.6,78 
Am. 1) 15x15 Obs. Am. Seas 10 

WI 

Data Net·Wtchtta 
7700 E. Kellogg, #231 
Wichita, KS 67207 
Ph. 316-682-6655 
Fax 316·682·6664 
Deanna Carter 
1 ,3,4.6,7A 
Am. 1) 14x21 Obs. Am. Seats 10 

Markettng Support Services. Inc. 
200 N. Broadway, #220 
Wtchita, KS 67202 
Ph. 316-263-3949 
Fax 316·292-327 4 
Keneth F. Smtih 
1,3,78 

Name Servtces Unlim1ted 
1786 S. Seneca. #6 
Wtchita. KS 67213 
Ph. 316·264·3670 
Linda McFadden 
1,3,6,78 

SRS FOR EXCELLENCE IN 
QUALITATIVE SERVICES 
• Tiered client viewing room (24 feet x 14 feet) 
• Private client office attached 
• One way mirror (18 fee t x 5 feet) with writing shelf 
• Expertise in random recruitment 
• Experienced moderator on staff 

SOUTHERN RESEARCH SERVICES 
1930 Bishop Ln. • Louisville, KY 40218 • Phone: (502) 454-0771 
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The Research Center 
825 E. Douglas 
P.O. Box 820 
Wichita. KS 67201·0820 
Ph. 316-268-6532 
Fax 316-268-6609 
Marna Young 
1,3,6,78 
Am. 1) 16x20 Obs. Am. Seats 8 

The Research Partnership. Inc./ 
Wich1ta Marketing Research 
224 N. Ohio 
Wichita, KS 67214 
Ph. 316-263-6433 
Fax 316·263-{)885 
Esther Headley. Prestdent 
1,3,7C 
Am. 1) 14x19 Obs. Am. Seats 8 

U.S. Research Corp 
Town West Square, Store 804 
W1chlta. KS 67209 
Ph. 316-943-1153 
Fax 316-943-4435 
1 ,3,4,6.7A 

KENTUCKY 

L 0 

Lex1ng on Optmon Research 
131 Prosperous Place, Ste. 19B 
Lexing on. KY 40509 
Ph. 606·263·4999 
Fax 606·263·2838 
Lon A. Ad 1ns 
1,3.6,78 
Rm. 1) 12 17 Obs Am. Seats 8 

The Matnx Group, Inc. 
501 Darby Creek Rd., #25 
Lexington, KY 40509 
Ph. 606·263·8177 
Fax 606·263·1223 
Martha L. DeReamer 
1,3,6.7B 
Am. 1) 13x17 
Am. 2) 14x19 

LOUI 

Davis Research Serv1ces. Inc. 
4100 Cad1llac Ct. 
Louisville, KY 40213 
Ph. 502-456-4344 
Fax 502-456·4445 
Leslie Poore. Pres1dent 
1.3,4,6,7A,8 

Fangman Research, Inc. 
1941 B1shop Ln., #806 
Louisville, KY 40218 
Ph. 502-456-5300 
Fax 502·456-2404 
Allen Fangman, Exec. V.P. 
1.3,4,6.7B.8,9 
Am. 1) 12x20 Obs. Am. Seats 6 
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Wilkerson & Associates 
3339 Taylorsville Rd. 
LOUISVille, KY 40205 
Ph. 502-459·3133 
Fax 502·459·8392 
Tom W1l erson, Pres1dent 
1,3,4,5,6,7C 

Personal Op1mon, Inc. 
999 Brec enndge Ln. 
LouiSVIlle, KY 40207 
Ph. 502·899·2400 
Lmda Schulz, D1r Mktg. Rsch. 
1,2,3,4,6,7C,8,9 
Am. 1) 19x24 
Am. 2) 17x20 
Am. 3) 20x21 
tAm. 4) 19x24 

Obs. Am. Seats 30 
Obs. Am. Seats 25 
Obs. Am. Seats 21 
Obs. Am. Seats 30 

Southern Research Services, Inc. 
1930 B1shop Ln ., #918 
Lou1sville, KY 40218 
Ph. 502-454·0771 
Sharron Hermanson, Pres1dent 
1 ,3,4.6, 7B.8 
Am. 1) 24 24 Obs. Am. Seats 16 
(See adverttsement on p. 98) 

Sou hem Surveys, Inc. 
1519 Gagel Ave. 
LOUISVIlle, KY 40216 
Ph. 502·367·7199 
Dons Kaberle. 0 vner 
1 ,3,4,6,78 

LOUISIANA 

B 0 0 G 

Gulf State Research Center 
Bon Marche Mall 
7361 Florida Blvd. 
Ba on Rouge, LA 70806 
Ph. 800-848·2555 or 504·926·3827 
Fax 504-925·9990 
Robert H. Landsberger, President 
1,3,4,6,7A 
Am. 1) 14x16 Obs. Am. Seats 8 
(See advertisement on p. 99) 

JKB and Associates 
2223 Quail Run Dr., C-2 
Baton Rouge, LA 70808 
Ph. 504-766-4065 
Fax 504·766-9597 
Joan Berg 
1,3,4,6.79 
Am. 1) 14x14 

WORL 

Analytical Stud es. Inc. 
708 Rosa Ave. 
Metaine. LA 70005 
Ph. 504·835·3508 

Obs. Am. Seats 8 

Myrtle Grosskopf, F1eld D1r. 
1,3.6,78 
Rm. 1) 16x16 Obs. Am. Seats 10 

Friedman Marketing./New Orleans 
Belle Promenade Mall 
1701 Barataria Blvd ., Ste. 666 

arrero, LA 70072 
Ph. 504·340·0972 or 914·698-9591 
Fax 504·341·4264 
1.3,4,6,7 AS 
Am. 1) 16x18 Obs. Rm. Seats 10 

Gulf State Research Center 
4539 N. 1·1 0 Serv1ce Rd. 
Metarie, LA 70002 
Ph. 800-845-GULF (4853) or 504-885-3689 
Fax 504-454-2461 
Tim Villar. V1ce Pres1dent 
1,3,4.6,7C 
Am. 1) 28x22 Obs. Am. Seats 16 
Am. 2) 21x20 Obs. Am. Seats 16 
(See advertisement on p. 99) 

Heakin Research. Inc. 
Esplanade Mall 
1401 W. Esplanade, Ste. 118 
Kenner. LA 70065 
Ph. 504-464-9188 
Fax504-464-9936 
1,3,4,6.7A 

We Can Put You on the Right Track! 

r manti 
guarante 

December 1995 

m 
ther fine ut tanding f atur s. 
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Codes 
78 Loca~ 111 Offce Bu lo•ng 
7C Fr S nd•ng Bu•ldlr'>Q 
8 -or 1 Room 
9 -or-1 V "'ng 
1 0 V1oeo Conl r nc ng 
td no 1'.'1'1Q room st 
t d not Oot'()f'I·One room 

Ltnden Research Serv1ces Corp. 
197-36 Westbank Exp. 
Gre na. LA 70053 
Ph. 504·368-9825 
Fax 504·368·9866 
Marty Olson. Dir. Ops. 
1,3.4 ,6,7A.8,9 
Am. 1) 16x20 Obs. Am. Seats 14 
Am. 2) 8x12 Obs. Am. Seas 5 

Linden Research Serv1ces Corp. 
3301 Veterans Blvd. 
Meta1ne. LA 70002 
Ph. 504·368·9825 
Fax 504·368·9866 
Marty Olson, D1r. Ops. 
1,3,4,6.7A 
Am. 1) 16x20 Obs. Am. Seats 18 

New Orleans Field Services Associates 
257 Bonnabel Blvd. 
Metame, LA 70005·3738 
Ph. 504-833-0641 
Fax 504-834-2005 
Andrea Gere1ghty 
1.3,6,7C,8,9 

NGL Research Svcs., Inc. - New Orleans 
4300 S. 1-10 Serv1ce Rd., Ste. 115 
Metatrie, LA 70001 
Ph. 504·456-9025 
Fax 504-456-9072 
Lena Webre, ProJect D~rector 
1,3.4,6,7B 
Am. 1) 17x16 Obs. Am. Seats 10 

Sou hem Spectrum Research, Inc. 
1600 Canal St . Ste 400 
Ne Orleans. LA 70112 
Ph. 504·539-9222 
Fax 504-539·9228 
L1nda DeCu1r 
1,3,4,6.7B,8,9 
Am. 1) 17x19 
Am. 2) 11x14 

MAINE 

B R 

Aust1n Assoc1ates 
Two Great Falls Plaza 
Auburn, ME 04210 
Ph 207-783-9111 
Fa 207-783·9130 

Obs. Am Seats 20 
Obs. Am. Seats 8 

R1ch Llvmgston, D1r Mktg. Svcs. 
1,3,6.7B 
Am 1) 12x15 Obs. Am Seats 8 

POR L 

Consumer Research of Mame 
5 1/2 Moulton S . 
Portland, ME 04101 
Ph 207 • 773-3849 
Fax 207-774-0808 
Susan W Jordan 
1 .2.3.4 ,6,7D.8.9 

Market Research Unl1m1ted, Inc. 
40 Atlanhc Place 
S. Portland. ME 04106 
Ph 207-775-7249 
Fax 207-775-5223 
Fran Mavodones, Pres•dent 
1 ,3,4.5,6,78 

StrategiC Marke mg Serv1ces 
148 Middle St. 
Portland, ME 041 01 
Ph. 207-774-6738 
Fax 207-772-4842 
Nancy Drapeau 
1 ,3,4.6, 78,8.9 
Am. 1) 15x25 Obs. Am. Seats 10 
Am 2) 16x18 

MARYLAND 

A-H lnterv1ew1ng 
3610 Milford M1ll Rd. 
Balt1more, MD 21207 
Ph. 410-922-9186 
Alma Honko s y 
1 ,3.4 .6,78 
Am 1) 17 18 Obs. Am Seats 10 

Ass1stance In Marke ing/Balt1more 
6901 Secunty Blvd 
Bal 1more. MD 21207 
Ph. 410·597-9904 
Fax 410-597-9908 
Shelly Isaacs 
1,3,4,6.7 A,8.9 

Assistance In Ma eling/Balt1more 
1410 N Cram Hwy , Ste. 9B 
Glen Burme. MD 21061 
Ph. 410-760-0052 
Fax 41 0· 760-67 44 
Debbie M1choc 1 
1 ,3.4 ,6.78,8,9 

Assistance In Markehng/Baltlmore 
101 E Chesapeake Ave 
Towson, MD 21204 
PH. 410-337-5000 
Fa 410-337-5089 

-----------------1------------------j Carllsemanr 
1 ,3,4.6,7C,8.9 

Visit t e Inner Harbor 
for your next Research Project 

Downtown Baltimore's Premier Focus Group acility 

100 

• Consumer 
• B to B 
• Medical THE 

FAMILY RESEARCH 
GROUP 

• Focus Groups 
• IDI's 
• Moderating 

410~332~0400 __ _ 

Am 1) 20 28 
Am. 2) 16x20 
Am. 3) 16x20 

Obs. Am. Seats 15 
Obs. Am. Seats 15 
Obs Am. Seats 15 

Ass1s ance In Mar e ing/Balt1more 
6400 Rossv1lle Blvd. 
Bal1more. MD 21237 
Ph 410-391-7750 
Fax 410-391-7850 
Sue Roberts 
1,3,4,6.7A,8.9 

Balt1more Research Agency 
8320 Bellona Ave , Ste. 40 
Balt1more. MD 21204 
Ph. 410-484-2177 
Fax 41 0·484-0252 
1 ,3,6,7B.8,9 
Am. 1) 14x22 Obs. Am. Seats 12 
Am. 2) 14x11 Obs. Am. Seats 6 
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Bay Area Research 
9936 Liberty Rd. 
Randallstown, MD 21133 
Ph. 410-922-6600 
Fa 410-922-6675 
Tamara Zwmgelberg 
1 ,3.4,6,7D.8,9 

Chesapeake Surveys 
4 Pa Center Court, Ste. 100 
Owmgs Mills, MD 21117 
Ph. 410-356-3566 
Fax 410-581-6700 
Elizabeth S. Be1rne 
1.3,4,6,7B,8.9 
Rm. 1) 16x18 Obs. Am Seats 12 
Rm. 2) 16x18 Obs. Am. Seats 12 
Rm. 3) 16x20 Obs Am Seats 12 
(See adverttsement on p. 101) 

Consumer Pulse of Baltimore 
1232 Race Rd 
Baltimore, MD 21237 
Ph. 410-687-3400 
Fax 410·687·7015 
D1ane Torrey Watson 
1 ,3.4,5,6.7 A 
Am. 1) 20x40 Obs. Am Seats 20 
Am. 2) 20x23 Obs. Rm. Seats 20 
(See adverttsement on p. 103) 

The Family Research Group 
575 S. Charles St., Ste. 505 
Balt1more, MD 21201 
Ph 410·332·0400 
Fax 41 0·332·0403 
Barbara Gassaway 
1,3,4.6,7B,8,9 
Am. 1 ) 15x20 Obs. Am. Seats 14 
Am. 2) 10x12 Obs. Am. Seats 8 
(See adverttsement on p. 100} 

Heakm Research. Inc 
7839 Eas pomt Mall. Ste. 3 
Baltimore, MD 21224 
Ph. 410·282·3133 
Fax 41 0·282·5782 
Lorraine Church, Manager 
1,3,4,6,7A 

House Market Research, Inc. 
1829 Reisterstown Ad ., S e. 200 
Baltimore, MD 21208 
Ph 410·602·2800 
Fax 41 0-602-2806 
Karen House Sapp 
1,3,6.7B 
Am 1) 26x22 
Am. 2) 24x22 
Am 3) 24 20 

Obs. Am. Seats 26 
Obs Am Seats 15 
Obs. Rm. Seats 12 

• 

Maryland Ma etmg Source, Inc. 
817 Maiden Cho1ce Ln., #150 
Baltimore. MD 21228 
Ph. 410·247·3276 
Fax 410-536-1858 
Barbara Bndge 
1.3,6,78 
Am. 1) 12x18 Obs. Am. Seats 12 

MASSACHUSETTS 

BO 0 

Bernett Research Services, Inc. 
1505 Commonwealth Ave. 
Boston. MA 02135 
Ph. 617·254-1314 
Fax 617·254·1857 
S acey Black!Tnsh Herman 
1.3.4,5,6.78.8 
Am. 1) 21x18 Obs. Am. Seats 16 
Am. 2) 21x18 Obs. Am. Seats 16 
Rm. 3) 21 18 Obs. Am. Seats 15 
Rm. 4) 27x26 Obs. Am. Seats 18 
(See adverttsement on p. 46) 

up r 

CHESAPEAKE 

SURVEYS 

Chesapeake Surveys • 4 Park Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 
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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 rstm a rket. com 

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 
(5 12) 451-4000 

Codes 
1 Conf r nee S yl Room 
2 l 1V1ng Room Styl 
3 Obser.a~10n Room 
4TStltchn 
5 Tes1 1!ChEt11 Obsv Rm 
6 Vodeo Equ•fl'1'1Etn A.v I ole 
7A. Locateo n Shopp ng M II 

Boston Field and Focus 
4 Faneuil Hall Marketplace 
Boston, MA 02109 
Ph. 508-720-1870 
Fax 508·879-7108 
Shirley Shames. Prestdent 
1 ,2.3,4,6,7B,1 0 
Am. 1) 12x27 Obs. Am. Seats 25 
Am. 2) 12x27 Obs. Am. Seats 25 
MemberVCAN 
(See advertisement on p. 3) 

Dorr & Sheff. Inc. 
190 N. Main St. 
Natic , MA 01760 
Ph. 508·650·1292 
Fax 506·650·4722 
Garry Sheff, President 
1,3,4,6,7B,6,9 
Am. 1) 20x21 Obs. Am. Seats 15 
Am. 2) 19x15 Obs. Am. Seats 12 

Fieldwork Boston-Downtown Inc. 
The Prudent tal Tower/Prudential Center 
Boston. MA 02199 
Ph. 617-899-3660 
Fax 617·893·5574 
Vincent Stolo 
1,3,4,6,7B 
Am. 1) 17x15 Obs. Am. Seats 24 
Am. 2) 17x16 Obs. Am. Seats 20 
Rm. 3) 20x17 Obs. Am. Seats 20 
(See advertisement on the Bac Cover) 

Fieldwork Boston-Waltham, Inc. 
800 SouthS . 
Waltham. MA 02154 
Ph. 617·899-3660 
Fax 617-693-5574 
Vmcent Stolo 
1,3,4,6.76.6,9, 10 
Am. 1) 17x16 
Am. 2) 19x17 
Am. 3) 19x19 
Member FocusVtston 

Obs. Rm. Sea s 16 
Obs. Rm. Sea s 12 
Obs. Rm. Sea s 15 

(See advertisements on pp. 29, Bac 

First Market Research Corp. 
121 Beach St. 
Boston. MA 02111 
Ph. 617-482-9080 or 600-347-7811 
Fax 617·482·4017 
Jodi Gerber or Jac Reynolds 
1,3,6,7B 

Cover) 

Am. 1) 9x15 Obs. Am. Seats 12 
(See advertisement on p. 102) 

Focus On Bos on 
30 Rowes Wharf 
Boston. MA 02110 
Ph. 617·946·0755 
Fax 617·946·0850 
Tern-Lyn Hawley, Dir. Acct. Svcs. 
1 ,3,4.6,78,8,9 
Am. 1) 20x20 Obs. Rm. Seats 14 
Am. 2) 20x22 Obs. Rm. Seats 15 
Am. 3) 20x20 Obs. Rm. Seats 20 
Am. 4) 6x9 Obs. Am. Seats 8 

allonal Fteld & Focus, Inc. 
190 N. Matn St. 
Nahck. MA 01760 
Ph. 508·655·1926 
Brenda Chartoff. President 
1,3,4,6,7B 

National OualltatJVe Centers 
545 Boylston St 
Boston. MA 02116 
Ph. 617-424·8800 or 800-335-1222 
Fax 617-262·2156 
D1ane Brooks, Ops. Mgr. 
1.3.4,5,6,78 

Panel Opinions, Inc. 
155 Middlesex Turnp1 e 
Bu~1ngton, MA 01803 
Ph. 617-229-6226 
Fax 617·273·5380 
Ann McDonald, Offtce Manager 
1 ,3,4,5,6,7B,8,9 
Am. 1) 20x23 
Am. 2) 16 18 
Am. 3) 13x18 
Am. 4) 12x12 

Obs. Am. Seats 15 
Obs. Am. Seats 12 
Obs. Rm. Seats 12 
Obs. Am. Seats 6 

Pathfmder Research Group 
179 Great Ad 
Acton, MA 01720 
Ph. 506·263·0400 
Fax 508-264·4065 
James F. Shur 
1,3,4,6,7B 

Performance Plus 
111 Speen S ., Ste. 105 
Fram1ngham. A 01701 
Ph. 508·872-1287 
Fax 508-879·7108 
Shi~ey Shames, President 
1 2,3,4,6,7B,8,9, 10 
Rm. 1) 15x20 Obs. Am. Seas 25 
Rm. 2) 15x20 Obs. Am. Sea s 25 
Rm. 3) 10x10 Obs. Am. Seas 12 

ember NETWORK, VCAN 
(See adverttsement on pp. 3. 31) 

Qualita ive Focus 
Div. of Research Data, Inc. 
624 Worcester Rd. 
Framingham, MA 01701 
Ph. 508·875·1300 
Fax 508-872-2001 
Brenda Bellin, Direc or 
1,3,4,6,7B 
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Quick Test Inc. 
Dedham Mall 
300 VFW P wy .. Route 1 
Dedham, MA 02026 
Ph. 617-326-0865 
Fax 617-320·0049 
Dolly Rooney 
1 ,3.4.5,6.7B 
Am. 1) 13x15 Obs. Am. Seats 8 
(See advertisement on p. 89) 

Quick Test Inc. 
Hamilton Plaza 
680 Worcester Ad. 
Fram1ngham. MA 01701 
Ph. 508-620-5490 
Fax 508·620·0919 
Chns Rigopoulos 
1,3,4.6,78 
Am. 1) 13x15 Obs. Am. Seas 8 
(See advertisement on p. 89) 

Survey and Research Service. Inc. 
2400 Massachusetts Ave. 
Cambndge, MA 02140 
Ph. 617-864-7794 
Fax 617-661-8425 
Agnes Piandes, President 
1.3,4,6,7B 

G 

Quality Controlled Services 
Holyoke Mall at Ingleside 
50 Holyoke Rd. 
Holyoke, MA 01040 
Ph. 413-533-6180 
Fax 413-532-6855 
Ivy Ward 
4,7A,8,9 
(See advertisement on p. 61) 

Trends o Springfield 
Performance Plus 
591 Memonal Dr. 
Chicopee, MA 01020 
Ph. 508-872-1287 
Fax 508-879-7108 
Shirley Shames, President 
1 ,3,4,6,7A 

0 0 

Am. 1) 15x15 Obs. Am. Seats 12 
Member NETWORK 
(See advert1sement on p. 31) 

MICHIGAN 

B c 
1dwes Mar etmg Research 

660 Country Club Dr. 
Bat11e Cree , Ml 49015 
Ph. 616-963-6529 
Fax 219-533-0540 
Fran August 
1,3,6,7B,8,9 

December 1995 

WJ Schroer Co. 
Two Wes Michigan 
Battle Cree , Ml 49017 
Ph. 616-963-4874 
Fax 616-963-5930 
Bill Schroer. Principal 
1,3,6,78 
Am. 1) 11x18 Obs. Am. Seats 10 

D 0 

Amngon 
2750 S. Woodward 
Bloomfield H1lls, Ml 48304 
Ph. 810-332-2300 
Richard Smi h, President 
1 ,3,6,78 

Consumer Pulse of Detroit 
725 S. Adams, Ste. 265 
Birmingham, Ml48009 
Ph. 313-540-5330 
Fax 313-645-5685 
Leslie Fontaine 
1 ,3.4,5,6,7A 
Am. 1) 15x15 Obs. Am. Seats 20 
Am. 2) 20x18 Obs. Am. Seats 16 
(See advertisement on p. 103) 

Working with 
the right 
people is a 
critical matter 

xp rati n bur 

Crimm1ns-Forman Mar1<et Research 
26237 Southfield Rd. 
Lathrup Village, Ml 48076 
Ph. 810-569-7095 
Fax 810-569-2211 
Paula Crimmins, Partner 
1.2,3,4,5,6,7C 
Am. 1) 20 20 Obs. Am. Seats 10 

Cnmmins-Forman Mar1<et Research 
29955 Southfield Rd. 
Southfield, Ml 48076 
Ph. 810-569-7095 
Fax 810-569-8927 
Paula Crimmins, Partner 
1 ,2.3,4,6,7C,8.9 
Am. 1) 27x24 Obs. Am. Seats 15 
Am. 2) 16x15 

Am. 3) 15x15 Obs. Am. Seats 8 

Friedman Marketing/De roit 
Oakland Mall 
3508 W 14 Mile Rd. 
Troy, Ml48083 
Ph. 810-589-0950 or 914-698-9591 
Fax 810-589-0271 
1 ,3.4,6,7A,8.9 
Am. 1) 20x40 Obs. Am. Seats 14 

CO M RP , I C. 
800-336-0 59 

Taking the field to a higher level. 
fb lnmort • Barmmgham • Ch.ulorr~ • ( anunnJtt • C ht ... ago • Colorado . prmg' • Denver 

Dt"trnll • I m n~dt' • ~lilw.aukt' • Plul.iddplua • W.t lun~ton. DC. 
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Codes 

Friedman Marketing/Detroit 
French-Town Square Mall 
2121 N. Monroe St.. Untt 105 
Monroe. Ml48161 
Ph. 313-241-1610or914-698-9591 
Fax 313-241-6804 
1 ,3,4.6.7A,8 
Am. 1) 16x16 Obs. Am. Seats 10 

Friedman Mar1<et1ng of Detro1t 
25130 Southfield Rd., fi102 
Southfield, Ml 48075 
Ph. 810-569-0444 or 914-698-9591 
Fax 810·569-2813 
1 ,3.4,6.78 
Am. 1) 12x15 Obs. Am. Seats 5 

Heaktn Research-Detroit 
Eastland Mall 
1800 8ern1er Ad .. Ste. 731 
Harper Woods. Ml 48225 
Ph. 313-521-8811 
Fa 313-521-9152 
Clyde Mayberry, Manager 
1,3,4 ,6. 7 A,8 

Hea in Research-Detroit 
Macomb Mall 
32165 Gratiot Ste 440 
Roseville, Ml 48066 
Ph. 810·294-3232 
Janet Baker, Manager 
1.3.4,6.7A 

Market Opinion Research 
31700 Mtddebelt Ad 
Farming on Htlls, Ml 48334 
Ph. 800-878-7223 or 810-737-5300 
Fax 810-737-5326 
Lisa Witherspoon, Project Dtrector 
1 ,3.4,6, 78.8,9, 10 
*Am. 1) 10x18 
Am. 2) 18 22 

--------------....1.....-----------------i Am. 3) 20x28 

Obs. Am. Seats 6 
Obs. Am .. Seats 14 
Obs. Am Seats 20 
Obs Am Seats 14 

With facilit that fo u on ou: 
• ur \' ll'win~ room m lllthfit'ld . \11 h•g.H1 h.h ,\ 2-t• •r oh.., 'r\',\tlorl ,\H'•' tiMI 

\\ r•'P" ,Jfllllnd th • ·onfl'rt>nlt' nw.•m to f rtl\ Jdl' ar1 unl b ... trm tt:'\.1 'll'\' 

uf ,\ II r '"P{llldt•nt.... 
• ·, mtortable \' '' ing It r 20 pcr~oru • , mrm •t !rent mcill~ 
• hdh c llllpp •d ll''>l \.itch ·n • t\d\',m · •d ••lrdru ,md \'id •u ..,, . ..,! ·m-. 

• Frrc I fll 1r ll ,tlron prll\ •dt"> l'•~'>~ .1 tW on mw room 
• Lt·..,~ th.m ;\() minutl'" from IJ\-tnut 

nd ompan that' b e n 
• ), l' r 0" .. < t 1 ur clrcnb return I 1 dn addrtr mal bu~mc ~ \\'tth us 
• Wl' an quid.l~ and dliCicntly recruit th' • ,, t t\ pc ot rc p mdcnt... vou ' n .. • 

lool-mg ftlr from hl1mL•m,JI-L·rs to nl'\''"111·1"- •rs 

• "l' r ·n ·n ·d m ld •r.ltors on ... t.l f, m.ll .l!ld ft'm.llt• 

• \VL· ·,,., h.mdll· 'H'rv a ... pl'l t of tlw i• b, I rom dt>..,1~nrn~ lht r<..,l' Ml h, tn dl'lr\ ­

t'rrng th • fuw,JwJ rl•pnrt 
• We' re il large company, but not [( lilr);C for our ilpilble ilild c pcncn - ~,.·d 

taff lo f'nlilln p •ro.,onall\' inv lJH,Jm fulfillrn~ }llllr n '•ds 

.til for .1 wo.,l c~hnt.tll' .1n Ills .tbout l ur olhl'r f ll'- group f.KtlitiL>s m 
GrJnd R.tprd .... \tl,md Atl.mta , GA. 

2tnoovv Twd\e 1ilcRd., 1uthficld, 11-l- ' 76,Tl'l 10 27-2-tOO, F.t Jl),27-l:l o 

Am 4) 28x38 
tAm. 5) 8 11 
MemberVCAN 
(See advertiSements on pp. 3. 105) 

M.O.R.·PACE, Inc. 
200 Rena1ssance C r , Ste. 2010 
Detroit, Ml48243 
Ph. 800-878-7223 or 810-737-5300 
Fax 810-737-5326 
L1sa Witherspoon, Project Director 
1.3.4,6.78 
Am 1) 26x22 Obs. Am. Seats 20 
(See advertisements on pp. 3. 105) 

M.O.R.-PACE, Inc. 
31700 Mtddlebelt Rd. 
Farmington H1lls, Ml48334 
Ph. 800·878-7223 or 81 0· 737-5300 
Fax 810-737-5326 
Usa Wttherspoon. Project D1rector 
1 ,3.4.6,78.8,9, 10 
tAm 1) 10x18 
Am 2) 18x22 
Am. 3) 20 28 
Am. 4) 28x38 
tAm. 5) 8 11 
MemberVCAN 

Obs. Am. Seats 6 
Obs Am. Seats 14 
Obs. Am .. Seats 20 
Obs Am. Seats 14 

(See advertisements on pp. 3, 105) 

Nordhaus Research, Inc. 
20300 W 12 Mile Ad , S e 102 
Southfield. Ml 48076 
Ph. 81 0-827-2400 
Fax 810-827-1380 
1 .3.4.6.78,8.9 
Am 1) 15x 16 Obs. Am. Seats 20 
Am. 2) 19x24 Obs. Am. Seats 12 
(See advertisement on P- 104) 

Op1mon Search 
21800 Melrose, #12 
Southfield. Ml 48075 
Ph. 810·358·9922 
Fax 81 0-358-9914 
Joanne Levtn, Vtce Prestdent 
1.2,3,4.5,6,7C.8,9 
Am. 1) 16x18 
Am. 2) 12x18 
tRm. 3)16 18 

Obs. Am. Seats 30 
Obs. Am. Seats 12 
Obs Am. Sea s 30 
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Codes 
1. Corllerence S e Room 
2. Uv ng Room S1yle 
3. Observat1CY1 RoD< 
4. est K1tchen 
5. es Kitchen ODs;• Am. 
6. Video EQJipmert Available 
7 A. Located in SMpping .~ I 

78 Located '" Office Building 
7C. Free Stan.dmg B~ildlng 

8 1-011·1 ROD<m 
9 1-Ctl·1 Viewirg 
10. Video Confe•enclng 
tdenotes I v1ng room style 
~ clenotes ooe-on-one room 

Product & Consumer Evaluations, Inc. 
31700 Middlebel Rd. 
Farmington Hills, Ml 48334 
Ph. 800-878-7223 or 810-737-5300 
Fax 810-737-5326 
Lisa Wttherspoon, Projec Direc or 
1,3,4,6.78,8.9, 10 
Am. 1) 10x18 
Am. 2) 18x.22 
Am. 3) 20x.28 
Am. 4) 28x38 
t;Rm. 5) 8x11 
Member VCAN 

Obs. Rm. Seats 6 
Obs. Am. Seats 14 
Obs. Am. Seats 20 
Obs. Am. Seats 14 

(See advertisements on pp. 3, 1 05) 

Research Data Analysis 
450 Enterprise Ct. 
Bloomfield Hills. Ml 48302 
Ph. 810·332·5000 
Fax 810-332-4168 
Terry Reed 
1 ,3,6,78 
Am. 1) 20x21 Obs. Rm. Seats 20 

Shifrin-Hayworth 
17117 W. Nine Mile Rd., Ste. 1020 
Southfield, Ml 48075 
Ph. 810-559-1934 
Fax 810·559-0411 
Arlene Speiser, Vice President 
1,3,4,6,78,8 
Rm. 1) 15x25 Obs. Am. Seats 10 
Rm. 2) 13x12 

Yee/Minard and Associates 
27300 W. 11 Mile Rd., Ste. 500 
Southfield, Ml 48034 
Ph. 81 0-352-3300 
Fax 810-352-3787 
Ann Scott-Montgomery 
1,3,6,78,8,9 
Rm. 1) 16x.20 
Am. 2) 18x18 

Obs. Rm. Seats 20 
Obs. Am. Seats 10 

GR D RAPIDS 

Data rack, Inc. 
2401 Camelot Dr. S.E. 
Grand Rapids, Ml 49546 
Ph. 616-954-0303 
Fax 616-954-0001 
Kevin Scheppman 
1 ,2,3,4,6 78 
Am. 1) 16x19 Obs. Am. Seats 14 
Am. 3) 16x19 

-;:;!~~~~~~~~~~~~~51 Nordhaus Research, Inc. 

Fi I up on 
research 

1nformatio 
10 1mes a 

year. 
Quirk's 

MARKETING RESEARCH 
Rec.rieu• 
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2449 Camelot Court 
Grand Rapids, Ml 49546 
Ph. 616·942-9700 
Fax 616·942·1325 
Margaret Heyburn 
1,3,6,78 
Rm. 1) 16x17 Obs. Rm. Seats 12 
(See advertisement on p. 104) 

Wes ern Michigan Research. Inc. 
6143 1/2 28th St. SE 

, Grand Rapids, Ml49546 
Ph. 616-949~8724 
Fax 616·949·8511 
Nancy Vanderveer 
1,2.3,4,5,6,78 
Am. 1) 24x23 
Am. 2) 18x32 

Obs. Am. Seats 6 
Obs. Rm. Seats 15 

KALAMAZOO 

Haworth College of Business 
Wes em Michigan University 
Kalamazoo, Ml 49008-380 
Ph. 6 6-387-5066 
Doralee OeAyke 

I 1,3,6,7C 

A G 

Capitol Research Services 
2940 E. Lake Lansing Rd. 
East Lansing. Ml 48823 
Ph. 517-333-3388 
Fax 517-333-4402 
Rachelle Souser Neal 
1,3.4,6,7C 
Rm. 1) 18x20 
Rm. 2) 13x10 

Pace & Partners 
2417 N. Cedar St. 
Holt, Ml48842 
Ph. 517 ·694·9711 
Fax 517-694·7910 
Lisa Crumley 
1,3,6, 7C,8,9 
Rm. 1) 13x11 

Obs. Rm. Seats 14 
Obs. Rm . Seats 8 

Obs. Rm. Seats 9 

MINNESOTA 

M 0 IS/ T. PAUL 

Comprehensive Research Group, Inc. 
2900 Rice St., Ste. 290 
St. Paul, MN 55113 
Ph. 612-481-6937 
Fax 612-481-0020 
Nancy Fidel 
1 ,2,3,4,5,6,7 A,8,9 
Am. 1) 21x.22 
Am. 2) 15x13 
Am. 3) 9x14 
tAm. 4) 18x22 

Obs. Rm . Seats 15 
Obs. Am. Seats 10 
Obs. Am. Seats 6 
Obs. Am. Seats 20 

Cook Research & Consul ing, Inc. 
6600 France Ave. S., Ste. 214 
Minneapolis, MN 55435 
Ph. 612-920-6251 
Fax 612-920-1230 
Harold Cook 
1,3,4,5,6,78 
Am. 1) 17x18 Obs. Rm. Seats 15 

Bette Dickinson Research, Inc. 
3900 36th Ave. N. 
Minneapolis, MN 55422 
Ph. 612-521-7635 
Bette Die inson, President 
1,3,4,6,7C 

Focus Market Research, nc. 
801 W. 106th St. , Ste. 201 
Bloomington, MN 55420 
Ph. 612-881-3635 
Fax 612-881-1880 
Judy Opstad 
1,2,3,4,5,6.78 10 
Rm. 1) 24x15 
Am. 2) 21x12 
Rm. 3) 19x15 
Rm. 4) 15X15 
MemberVCAN 

Obs. Rm. Seas 4 
Obs. Am. Seats 10 
Obs. Rm. Seas 14 
Obs. Rm . Seats 14 

(See advertrsements on pp. 3, 107) 
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Focus Market Research, Inc. 
4956 Lincoln Dr. 
Edina, MN 55436 
Ph. 612·933·0449 
Judy Opstad 
1 ,2,3,4,5,6,7B, 10 
Memeber VCAN 
(See advertisements on pp. 3, 107) 

N.K. Friednchs & Assoc1ates 
2500 Centre V1llage 
431 S. 7 h St. 
Minneapolis. MN 55415 
Ph. 612·333-5400 
Fax 612-344-1408 
Betty Hill 
1,3,4.6, 7B,8 
Am. 1) 16x21 Obs. Am. Seats 20 

Hea m Research, Inc. 
Knollwood Mall 
8332 Hwy. 7 
St. LOUIS Park. MN 55426 
Ph. 612·936·0940 
Bruce Bale, Manager 
1,3.4,6,7A 

Heakin Research, Inc. 
Mall of Amenca 
300 E. Broadway 
Bloomington. MN 55425 
Ph. 612·854·3535 
Fax 612·854-4375 
Elena Johnson, Manager 
1,3,4,6.7A 

Ideas To Go, Inc 
One Main St. S.E .. Ste. 504 
Minneapolis, MN 55414 
Ph. 612-331-1570 
Fax 612-331-1602 
Virgima Morse. Sr. Assoc1ate 
1,2,3,6,7B 
Am. 1) 24x20 
Am. 2) 22x18 

Obs. Am. Seats 10 
Obs. Am. Seats 10 

Mmnesota Opinion Research 
Three Paramount Plaza 
7831 Glenroy Rd., Ste. 100 
Blooming on, MN 55439 
Ph. 612-835-3050 
Fax 612·835·3385 
Knst1n McGra h, President 
1,3,6.7B 

C.J. Olson Ma et Research. Inc. 
708 S. 3rd St. , Ste. 105 E. 
Minneapolis, MN 55415 
Ph. 612·339·0085 
Fax 612·339·1788 
Carolyn J Olson. Pres1dent 
1.3,6,7B 
Am. 1) 15x22 Obs. Am. Seats 10 

December 1995 

Orman Guidance Research11, Inc. 
715 Southga e Off1ce Plaza 
5001 W. 80th St. 

1nneapolis, 55437 
Ph. 612·831-4911 or 800·605-7313 
Fax 612·831·4913 
Allan Orman 
1,2,3,4,5,6,78,9,1 0 
Am. 1) 17x16 
Am. 2) 17x16 
Am. 3) 17x16 
Member FocusVis1on 

Obs. Am. Seats 18 
Obs. Am. Seats 18 
Obs. Am. Seats 18 

(See advertisements on pp. 29,108) 

0 

Project Research, Inc. 
10000 Sate Hwy. 55 
Plymouth, MN 55441 
Ph. 612·542-9442 
Fax 612-542-9240 
Laura Anhalt 
1,3,4 5,6,78,8,9 
Am. 1) 15x26 
Am. 2) 12x14 

th 
t. 1 

When your projects include the Minneapolis/St. Paul market, turn to ~ 
We will provide you and your client with respondents screened in strict 
accordance to your specifications, within your deadline. Established in 1972, 
F : l · is an experienced field service agency with reliable and conscientious 
staff. Our clients are our best source of new business .. . so please feel free to 
ask us for references. 

• Focus Group Facilities 
• Recruitment 
• Test Kitchens with 

one-way mirrors 
• Central Phone - WATS 

r ur 

• Executive & Medical 
• All phases of consumer 

interviewing 
• VideoConferenced 

Focus Groups 

1 

n 
Each location has two focus rooms and a test kitchen. The four large and 
accommodating conference rooms have ample space for display and 
demonstration. The client viewing rooms are spacious and seat 12 in comfort. 
Test kitchens are fully equipped and provide excellent viewing. All rooms offer: 

• Large one-way mirrors 
• Client guest offices with 

private phones 
• Security lock up in all areas 

• Appetizing meal service 
• Minutes from the airport 

and better hotels 

Our goal is to make you and your clients comfortable at our facility. We believe 
that a combination of quality control standards, spacious working conditions 
and a professional, hospitable staff will provide you with the working atmosphere 
you deserve. 

Contact Judy Opstad at 612/881-3635 

FOCUS 
Mar t R arch Inc. 
801 West 106th Street, Bloomington, MN 55420 
4956 Lincoln Drive, Edina, MN 55436 

am mberoftl1' nn \10 , FERE ''L ; 
U.U ALLIA CE • ~:T\r RK 

or F'o u. Group 
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Codes 
78 Local d n Otfte Bu11d1ng 
7C. Free S nd•ng 8.11 •ng 
8 1-on· Room 

1-on· v lr-Q 
10 V1d Cool renc1ng 
tdeootes hv1ng room styl 
t oenot 

Quality Controlled Services 
2051 Killebrew Dr. 
Bloommgton, MN 55425 
Ph. 800-526·5718 
Fax 612·858·1580 
Roger Mayland 
1,3,4,6, 7B,8 
Rm. 1) 19x21 Obs. Rm. Seats 20 
Rm. 2) 21x17 Obs. Rm. Seats 12 
(See advertisement on p. 61) 

Quick Test Inc. 
Skyline Square Professional Bldg. 
12940 Hamel Ave. S. 
Burnsville, MN 55337 
Ph. 612·894·5868 
Fax 612·894·8270 
Helen Nelson, Manager 
1,3,4,6,7B,8 
Rm. 1) 20x20 Obs. Rm. Seats 12 
Rm. 2) 20x20 Obs. Rm. Seats 12 
(See advertisement on p. 89) 

FocusVision Network Member 
Equipped for Video Transmission 

Research Systems 
1809 S. Plymouth Rd .• Ste. 325 
M1nne onka, MN 55305 
Ph. 612-544-6334 
Fax 612-544-6764 
Bill Whitney, Pres1dent 
1 ,2.3.4,5,6.78,8,9 
Rm. 1) 14x21 Obs. Am. Seats 10 
tAm. 2) 10x14 Obs. Rm. Seats 5 

Rockwood Research 
1751 W. County Rd. B 
St. Paul, MN 55113 
Ph. 612-631-1977 
Fax 612-631-8198 
E-mail: rockwdplus@ aol.com 
Karen Wagner 
1,3,6.78 
Am. 1) 12x24 Obs. Rm. Seats 9 

Twin C1ty lnterv1ew1ng Serv1ce, Inc. 
3225 Hennep1n Ave. S. 
Minneapolis, MN 55408 
Ph. 612-823·6214 
Fax 612·823-6215 
Beth Ftscher, President 
1,2,3,4,6,7C 

Meyer Associates 
14 . 7hAve. 
St. Cloud, MN 56303 
Ph. 612-259-4000 
Fax 612·259-4044 
Murdoch Johnson, Rsch. D1r. 
1,3.6,7B,8 
Am. 1) 15x22 Obs. Am. Seats 5 

MISSISSIPPI 

Focus One 
1501 Lakeland Dr .. Ste. 351 
Jackson, MS 39216 
Ph. 601-829-1231 
Fax 601·829-1958 
L1nda Harmon 
1,2,3,6,7B 

Fnedman Mar etlng/Jac son 
1275 Metro Center Mall 
Jac son, MS 39209 
Ph. 601·352-9340 or 914·698·9591 
Fax 601·355·3530 
1.3,4,6.7 A,8,9 
Am. 1) 10x12 Obs. Am. Seats 6 

inneapolis/St. Paul 

ORMAN 
GUIDANCE RESEARCH® 

FOCUS GROUP FACILITY 
Viewing rooms seat 18 

FULL SERVICE RENTAL 

Convenient to airport, hotels 
and Mall of America 

I 

Meticulous on-site recruiting 

Taste test expertise 
Kitchen and testing booths 

Let Us Send You Our Brochure 

Our Credo 

Rosemary Sundin, Vice President 
Allan D. Orman, Ph.D., President 

715 Southgate Office Plaza 
Minneapolis, Minnesota 55437 

800-605-7313 or 612-831-4911 
Fax:612-831-4913 

Competent staff dedicated to th provision of quality ~ arch s rvic s. 
An outstanding facility designed for profi ssional marketing ~ searchers. 
An understanding of and cone rn for fulfillm nt of your requirements. 
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1996 FOCUS GROUP FACILITY DIRECTORY 

MISSOURI 

J FF RSO CITY 

Klem Market Test, Inc. 
226 E. Dunklin 
Jefferson Crty, MO 65101 
Ph. 314·635·9600 
Fax 913-338·3039 
Ann Klem 
1,3,6,78 

A 

Decision Insight 
2600 Grand Ave. 
Kansas Crty, MO 641 08-4620 
Ph. 816·221·0445 
Betsy Stewart, Pnncrpal 
1,3,4,6,78 
Am. 1) 14x17 Obs. Am. Seats 10 

The Field House, Inc. 
7220 W. 98th Terrace 
Overland Pari<, KS 66212 
Ph. 913-341-4245 
Fax 913-341-1462 
Trna Benz 
1,2,3,4,5,6,7C,8,9,10 
Am. 1) 16x20 
tAm. 2) 16x20 
tAm. 3) 19x21 
MemberVCAN 

Obs. Am. Seats 12 
Obs. Am. Seats 12 
Obs. Am. Seats 18 

(See advert1sement on p. 3) 

Flaspohler-Rose Marketing Research, Inc. 
4330 Shawnee Missron Pkwy • #222 
Shawnee Mrssron. KS 66205 
Ph. 913·384·1337 or 800-426-1612 
fax 913·831·0671 
Janet Rose/Bill Sullivan/Susan Donovan 
1,3,6,78 
Rm. 1) 20x25 Obs. Am. Seats 15 

Hea in Research , Inc. 
Bannrster Mall 
Kansas Crty, MO 64137 
Ph. 816-767·8300 
Pat Stoeckman, Manager 
1,3,4,6,7A 

Heakin Research, Inc. 
116 Independence Center 
Independence, MO 64057 
Ph. 816·795-0706 
Jac re Sparl<s. Manager 
1,3,4,5,7A 

Market Drrecttons 
911 Main St.. Ste. 300 
Kansas City, M064105 
Ph. 816·842·0020 
Fax 816·472·5177 
Chawntae Applega e, Freid Mgr. 
1,3,6,78 
Am. 1) 18x20 Obs. Rm. Seats 10 

December 1995 

Marl<et Research lnstrtute, Inc. 
7315 Frontage Rd., Ste. 200 
Merriam, KS 66204 
Ph. 913·236·6060 
Fax 913-236-6094 
Donald Wes on, Presrdent 
1,2,3,4,6,78 
Am. 1) 20x20 
Am. 2) 20x20 
tAm. 3) 20x16 

Obs. Rm. Seats 10 
Obs. Rm. Sea s 10 
Obs. Rm. Seats 10 

Quality Controlled Services 
Corporate Woods Otfrce Pa 
10875 Grandvrew St., Ste. 2230 
Overland Park. KS 66210 
Ph. 800·525·1952 
Fax 913·345-2070 
Shirley Musgrave 
1,3,4,5,6,78,10 
Am. 1) 20x25 
Am. 2) 17x23 
Am. 3) 20x20 
Member FocusVisron 

Obs. Rm. Seats 20 
Obs. Rm. Seats 12 
Obs. Am. Seats 15 

(See advertisements on pp. 29. 61) 

Quality Controlled Services 
8600 Ward P wy. 
Kansas City, MO 64114 
Ph. 800·628·3428 
Fax 816-361·3580 
Iva Schlatter 
1,3,4,6.7A, 10 
Rm. 1) 18x19 
Am. 2) 12x19 
Am. 3) 12x14 
Member FocusVrsion 

Obs. Am. Seats 18 
Obs. Am. Seats 8 
Obs. Am. Seats 6 

(See advertisements on pp. 29, 61) 

Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

PHONE: (314) 726-3403 
F~: (314) 726-2503 

Ou e~riercsd staff has served 
the qualilatM! ird quanliative 
research needs of many 
Fortune 500 clients. Let us 
~thate~o 
byou. 

ST. LOUIS 

ACG Research Solutions 
120 S. Central, Ste. 1750 
St. Louis, MO 63105 
Ph. 314-726-3403 
Fax 314·726·2503 
Vicki Savala 
1,2.3,6,79 
Am. 1) 19x17 
tAm. 2) 19x9 
(See advertisement on p. 109) 

Consumer Oprnron 
10403 Clayton Rd. 
St. Louis, MO 63131 
Ph. 314·692·2686 
Fax 314·692·2427 
Carol McGill, Partner 
1,3,4,6,79,8.9 

Consumer Oprnron 
1720 Mid Rrvers Mall 
St. Louis, MO 63376 
Ph. 314·397-8473 
Fax 314-965-8042 
Carol McGill, Partner 
1,3,4,6,7A 

ACG 
RESEARCH 
SOLUTIONS 

RAMS (Rapid Analysis 
Measurement System) 

.Wire s electronic Interactive 
audience measurement system 

au.ntatatlve dati collection 
utilizing computer lded phon 
Interview.. 

Focus group facility In St. Lou· 
with FREE vld ot.aplng. 

Experienced focus group 
moderatol"' and on4H>n-one 
txtcutJvt lntervi wers. 

Multivariate analyses, Including 
conjoint analysis and perceptu.l 
mapping 

Comprehensive written reports, 
including strong marketing 
rtc:ommendations 
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1996 FOCUS GROUP FACILITY DIRECTORY 

Codes 
1 Conlereooe Style Room 
2 Lrv1ng Room Style 
3 Ob$erva·ion Room 
4 T t K11Cn&n 
5 Test K1tchen Ob$v. Am 
6 Video Equ1pmen Av :able 
7A. Located n Shop ng M II 

78 Loca•ed 1n Off1ce Bu ld ng 
7C FreeS a'ldlf'lll Bu la•ng 
8 -o~ - t Room 

Introduces 

Special emphasis articles 
and directory of firms 

that specialize in 
mystery shopping. 

Coming in January 1996 

Consumer Opimon Council Research Ctr. 
222 S. Meramec Ave., #301 
St. Lows, MO 631 05 
Ph. 314-863-3780 or 800-467-5959 
Fax 314-863-2880 
Subra lyer 
1,2,3,4,6, 78,8,9 
Am. 1) 14x19 

Fact Finders 

Obs. Am. Seats 1 0 

11960 Westline Industrial Dr., Ste. 105 
St. LOUIS, MO 63146 
Ph. 314-469-7373 
Fax 314-469-0758 
Betsy Leonard 
1,3,6,78 
Rm. 1) 15x20 

Horizon Research Services 
409 Vandiver Dr., Bldg. 6, Ste. 102 
Columbia, MO 65202 
Ph. 314-874-1333 
Fax 314-874-6904 
Susan Yesllada, Dtr. Client Relations 
1,3,6,7B,8,9 
Rm. 1) 12x22 Obs. Rm. Seats 8 

Lucas Market Research 
13250 New Halls Ferry Rd. 
Florissant, MO 63033 
Ph. 314-838-0696 
Fax 314-838-1996 
Mary Lucas, Prestdent 
1,3,4.5,6.7C 

Marketeam Associates 
1807 Pa 270 Dr., S e. 300 
St. Lows, MO 63146 
Ph. 314-878·7667 
Fax 314·878·7616 
Ltz Wagner 
1,3,4,6.7B 
Am. 1) 13x20 
Am. 2) 12x18 

Marketing Horizons Inc. 
1001 Cra1g Rd., Ste. 100 
St. Louis, 0 63146 
Ph. 314-432·1957 
Fax 314-432-7014 
E-mail: horizons/646-1915@ mctmail.com 
Stephame Feeney, Dtr. Field Svcs. 
1,3,4,6,78,8 
Rm. 1) 18x12 Obs. Am. Seats 10 
(See advertisement on p. 110) 

Marketing Horizons Inc.-South 
11166 Tesson Ferry 
St. Louis, MO 63123 
Ph. 314-432-1957 
Fax 314-432-7014 
E-mail: horizons/646-1915@ mcimail.com 
Stephanie Feeney, Dir. Field Svcs. 
1.3.6,78,8 
Am. 1) 24x20 Obs. Rm. Seats 10 
(See advertisement on p. 11 O) 

Peters Marketing Research. Inc. 
12400 Olive Blvd., Ste. 225 
St. Louis, MO 63141 
Ph. 314-469-9022 
Fax 314-469·7436 
Ttna Peters-Pnce 
1,3.4,6,78 
Rm. 1) 12 22 
Rm. 2) 17 18 

Obs. Rm. Seats 14 
Obs. Am. Seats 18 

Quality Controlled Services 
1655 Des Peres Rd. 
Des Peres, MO 63131 
Ph. 800-992·2139 
Fax 314·822·4294 
Yvonne Filla 
1,3,4.6, 78.10 
Rm. 1) 17x21 
Rm. 2) 18x20 
Am. 3) 10x11 
Member FocusVtston 

Obs. Rm. Seats 12 
Obs. Rm. Seats 12 
Obs. Rm. Seats 4 

(See advertisements on pp. 29. 61) 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ SuperiorSu~eys ofStlou is 

MARKETING HORIZONS st. Louis, MO 

314/432-1957 + 800/669-0839 + 314/432-7014 (fax) 

In an industry based on quotas and deadlines, you can have 
confidence because your project is in the hands of professionals. 

2 CONVENIENT FOCUS GROUP LOCATIONS 
IN ST. LOUIS 

West County - 10 minutes from Airport 
South County- NEW FACILITY (24x20 room) also covers 

Metro-East Illinois 

2 PHONE CENTERS 77 MONITORED CATI STATIONS 

We specialize in: business, medical, agricultural 
financial , lead generation, and ~~~~ 
customer satisfaction. ~..:...../~:...-§,''~'It~~~~ 
large consumer and medical databases. ..: · 

110 

1 0403 Clayton Rd. 
St. Louis, MO 63131 
Ph. 800-325-4982 
Fax 314-692-2427 
Tnsh Dunn. Partner 
1,3,4.6,78,8,9,10 
Member NETWORK. VCAN 
(See advertisements on pp. 3, 31) 

Superior Su~eys of St. Louis 
1720 Mid Rivers Mall 
St. Louis, MO 63376 
Ph. 314·397-8463 
Fax 314-965·8042 
Tnsh Dunn. Partner 
1,3,4.6, 7 A,1 0 
Member NETWORK, VCAN 
(See advertisements on pp. 3, 31) 

U. S. Research Corp. 
338 James own Mall 
Florissant, 0 63034 
Ph. 314·741 -0284 
Fax 314-741·6971 
1,3,4,6.7A 

Quirk's Marketing Research Review 



1996 FOCUS GROUP FACILITY DIRECTORY 
Westgate Research, Inc. 
650 Office P wy. 
Creve Coeur, MO 63141 
Ph. 314-567-3333 
Germaine Eley 
1,3,6,7B 

SPRI GFIELD 

Bryles Survey Service 
227 Ba lef1eld Mall 
Springf1eld, MO 65804 
Ph. 708-532-6800 
Fax 708-532-1880 
Bob Bryles 
1,3,4,6, 7 A,8,9 
Am. 1) 13x15 Obs. Am. Seats 8 

MONTANA 

GR A A 

Intermountain SIR. Inc. 
619-2nd Ave. S. 
Great Falls, MT 59405 
Ph. 406-727-7050 
Fax 406-727-7847 or 406-727·2430 
Jan Reagor 
1,3,6,7B 

NEBRASKA 

L 0 

Coy lntervieewing Services, Inc. 
380 Bruce Dr. 
Lincoln, NE 68510 
Ph. 402-488-3753 
Edna Coy 
1,3,6,7A 

0 A A 

Midwest Survey & Mktg. 
8922 Cum10g 
Omaha, NE 68114 
Ph. 402-392-0755 
Fax 402·392·1 068 
Elaine Bos1levav, Gen. Mgr. 
1.3,4 ,6,7C,8,9 
Am. 1) 12x14 Obs. Am. Seats 10 

Three Cedars Research Services 
533 N. 86th St. 
Omaha, NE 68114 
Ph. 402-393-6729 
Fax 402-393-1330 
John Lee, Pres1dent 
1,3,4,6,7C,8,9 
Am. 1 ) 20x28 Obs. Am. Seats 1 o 
(See advertisement on p. 111) 

December 1995 

Omaha's Premier 
Focus Group Facility 

• Ex utir 

• Full kit hen and aterin 

• Re p ndent re mitment and ex eri n d m derator 

• Dual audio and dual vid re rdin and trans ripti n 

• Fin h tel and re tauran ju t minut away 

THREECEDARS 
53- . . 6th Street 

Omaha . • ebraska 68114--505 
'4 2)"'9~ -6729 FAX l4021-9"'-13"' 



1996 FOCUS GROUP FACILITY DIRECTORY 

Codes W1ese Research Associates 
10707 Pac1fic St.. Ste. 202 
Omaha, E 68114 78 Located 111 0 ICe Bu ng 

7C Fr S a'lOtng Bu IO•ng Ph. 402-391-7734 
8 -on-1 Room Fax 402-391-0331 

Cathy Mornssey 
1,3,6,7B 
Am. 1} 26x14 Obs. Am. Seats 7 

e Re 
GOALS 

FACTS 

IDEAS 

OPINION 

INFORMATION 

To Reach Your Goals 
You Need A Good Foundation 

In Las Vegas Use . .. 

CO SUM R R SEARCH CENTER 
1370 E. Fl mingo Rd. "J" • Las Vegas NV 89119 

(702) 737-3272 FAX (702) 737-1023 

Ln 
AlA CAIITE 

F atures 

• 2 ovenlz•d conference roorrJ 

RESEARC 
CATER TO YOU 

AT YOUR NEXT 

FOCUS GROUP 

112 

viewing roorrJcllent lounge sutt•s 

• 20+ vt•w n fir comforrobly 

• S parot• c.mrol AIC for each suite 

• Mo~m offlc• building 

• Thttat•r s•Gflng 85 available 

• ln-hous• ...auftlng 

• ConfH•nc. tabl• fl•xtblllty: 
recrongle, 1nverred V, horsesnoe. ere. 

A lo (ort• R•s.archr Inc. 
NorTh Shore Arnum 

6800 Jencho Turnp1l~e 

Syosset New York 11791 
(51 6 ) J64-4004 

Fox (516) J64-468J 

NEVADA 

Consumer Research Center 
1370 E. Flamingo., Ste. J 
Las Vegas, NV 89119 
Ph. 702-737-3272 
Fax 702-737-1023 
1,3.4,5,6.7A,8,9 
Am. 1) 20x22 Obs. Am. Seats 15 
(See advertisement on p. 112) 

Las Vegas Surveys 
1516 S. Eastern 
Las Vegas, NV 89104 
Ph. 702-598-0400 
Fax 702-598-0883 
Carlos Kelley. Manager 
1,3.4,6,7C,8.9 

R 0 

S1erra Mar1(e Research 
63 Keystone Ave .. #202 
Reno, NV 89503 
Ph. 702-786-6556 
Fax 702-786-6844 
Carl Bergemann 
1.3,6,7B 

NEW HAMPSHIRE 

Rl 

Amencan Research Group, Inc. 
814 Elm St. 
Manchester. NH 03101 
Ph. 603-624-4081 
Fax 603-627-1746 
Die Benne 
1,3,6,7B,8 
Am. 1) 11x16 Obs. Am. Seats 6 

Gramte State M g. Research, Inc. 
Park II West 
78 Nashua Rd .. Ste. 3 
Londonderry, NH 03053 
Ph. 603-434-9141 
Fax 603-434-41 76 
Dorothy Bacon, Pes1dent 
1,3,6,7B,8,9 
Am. 1) 16x14 Obs. Am. Seats 10 

Hollis Research Centre 
P.O. Box 922 
Holl1s. NH 03049 
Ph. 603-465-3034 
Fax 603-924-2009 
R1c Hardy or Lou Z1v1c 
1 ,2.3.4,6.7C.8 
Am. 1) 30x43 Obs. Am. Seats 12 
Am. 2) 14x32 Obs. Am. Seats 10 

Quirk's Marketing Research Review 



1996 FOCUS GROUP FACILITY DIRECTORY 
New England lntervrewrng, Inc. 
124 S. R1ver Rd. 
Bedford. NH 03110 
Ph. 603-641 ·1222 
Fax 603-666-5920 
Stella McDaniel 
1,3.4,6.78,8,9 
Am. 1) 26x16 Obs. Am. Seats 20 
Rm. 2) 12x14 

ew England Interviewing, Inc 
5 Coliseum Ave. 
Nashua, NH 03063 
Ph. 603-889-8222 
Fax 603-883-1119 
Joan Greene, President 
1.3.4,6. 78,8 
Am. 1) 16x17 Obs. Am. Seats 14 

NEW JERSEY 

( l o ee e or 
and hiladelphia) 

TIC CI Y 

Survey Central. Inc. 
503 M1ll Rd. 
Northfield. J 08225 
Ph. 609-383-1700 
Fax 609-383-1783 
Jody Dav1s 
1,3,6,7C 

it 

Am. 1) 15x15 Obs. Rm. Seats 10 

RI TO 

Research 1 00 
29 Emmons Dr. 
Pnnceton. NJ 08540 
Ph. 609-924-6100 
Fax 609-452-0138 
Harriet Mac 
1.3,4,6,78 
Am. 1) 12x22 Obs. Rm. Seats 12 

Response Analysis 
377Wall St. 
Pnnceton, NJ 08540 
Ph. 609-921-3333 
Fax 609-921-2611 
Stephi Walker. Field D1rector 
1.3,6,78 

R 

Group Dynamics/Cherry Hill, Inc. 
Plaza 100 Mam St. , S e. 406 
Voorhees. J 08043 
Ph. 609-424-1011 
Fax 609-424-2538 
Merle Holman 
1.3,4.6,78,8,9 

J 

Am. 1) 16 24 Obs. Rm. Seats 22 
Am. 2) 17 22 Obs. Rm. Seats 18 
(See advertisement on p. 132) 

December 1995 

y 

Wh n nt ting 
dir ctory b ur 

ompany thr u h hi 
lthm nwh 

y u und h m 1n. 

Qu"kv _________________ _ 

MARKETING RESEARCH 
Review 

ST JUS 
GO 

In our continuing effort to provide the best facilities and 
services possible, we reached out to our clients to identify 
their needs. The result is our new focus group facility which 
was designed for optimal fundionality and comfort. 

This facility is located in our free standing office building 
and features: 

>- Spacious, tiered client viewing room 
>- Client lounge with a work area and closed circuit 

monitor 
>- Remote controlled video system that has been 

tested rigorously for flawless audio and video 
production 

Our goal is to insure that your experience at Survey Service, 
Inc. exceeds your expectations. 

For a company brochure or a bid on your next focus group 
or pre-recruited proied, contact Susan Adelman at ... 

1-800-507-7969 

SURVEY SERVICE, INC. 

Providing quality research services 
for over 40 years 

to clients who demand excellence 

1911 Sheridan Drive Buffalo, N.Y. 14223 
716-876-6450 Fax: 716-876-0430 
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1996 FOCUS GROUP FACILITY DIRECTORY 

Codes 
1 Corfe•ence Style Room 
2. llv1ng Room Styl 
3. ObseiVatJOn Room 

Test Ktdl n 
s. Test tc!len Obsv Rm 
S. Video Equipment Ava lab e 
7A located 1n Shoppl"'ll Mal 

7B. oca:ed In OlfQ! Bu ld 1ng 
7C Free S:andi"'ll Bu ld~~~g 
a 1-oo·t Room 
9 1-oo·t V ~.ng 
0. V1deo Conlerenc,ng 

toenotes hV1 ng rOO!\" ty e 
; def'IO'&s ont-on-of'le room 

NEW MEXICO 

B Q Q 

Bustness Information Group, Inc. 
1114 Pennsylvania N.E., Ste. B 
Albuquerque, NM 87110 
Ph. 800-321-9244 or 505-265-4760 
Fax 505-265·5062 
James Larson. Ph.D .• Prestdent 
1,3.4.6,7c 
Am. 1) 14x25 Obs. Am. Sea s 12 

Sandia Marketing Services, Inc. 
2201 San Pedro N.E., Bldg. 1, Ste. 230 
Albuquerque, NM 87110 
Ph. 800-950-4148 
Fax 505-883-4776 
Lana Scu , President 
1,2,3,4,5,6,7B,8,9 
Am. 1) 15x17 
tAm. 2) 15x17 

114 

Obs. Am. Sea s 15 
Obs. Am. Sea s 15 

NEW YORK 

y 

Albany Field Research Center 
7 Hudson St. 
Kinderhoo , NY 12106 
Ph. 518-758-6400 
Fax 518-758·6451 
Hans Blomer 
1,3,6.7C 
Am. 1) 12x20 Obs. Am. Seats 6 

J.L.Whalen Marl<ette Research 
521 visher Ferry Rd. 
Clifton Park. NY 12065 
Ph. 518·383-1661 
Fax 518·371-0791 
Joyce Whalen. President 
1,3,6,7B 

BU 0 

Buffalo Survey & Research, Inc. 
1249 Eggert Rd. 
Buffalo, NY 14226 
Ph. 716-833-6639 
Fax 716·834-0372 
Jeanette Levtn, President 
1 ,3,4,6,7C,8,9.1 0 
Am. 1) 11 x21 Obs. Am. Seats 8 

Au Diamond Market Research 
770 Alberta Dr. 
Buffalo, NY 14226 
Ph. 716-836·111 0 
Harvey Podolsky. Pres1dent 
1 ,2,3,4,6,7 A,8,9 
Am. 1) 20x21 Obs. Am. Seats 16 
tAm. 2) 20x21 Obs. Am. Seats 16 

Goldhaber Research Assoc1a es 
One NFA Pa 
Amherst, NY 14228 
Ph. 716-689-3311 
Fax 716·689-3342 
Richard Ludwig, M t. Rsch. Mgr. 
1,4.6,7B 

Mar etmg Decis1ons Group. Inc. 
9141 Main St. 
Buffalo, NY 14031 
Ph. 716-634-2045 
Fax 716·634-9560 
Arup K. Sen, President 
1,3.4,6,7C,8 

Manon S•mon Research Serv1ces 
C103 Walden Galiena 
Chee towaga, NY 14225 
Ph. 716·684·8025 
Fax 716·684·3009 
Sharon L1edy, 0 1ce Manager 
1,3.4,6,7A 

Quirk's Marketing Research Review 
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Survey Service, Inc. 
1911 Sheridan Dr. 
Bu alo, NY 14223 
Ph. 716·876·6450 
Fax 716-876·0430 
Susan Adelman, Pres1den 
1 ,2,3.4,6,7C.8,9 
Am. 1) 17x17 Obs. Am. Seats 12 
Am. 2) 14x27 Obs. Am. Seats 12 
(See advertisement on p. 113) 

WYORKCI Y 

Accu-Trend Inc. 
1045 Route 109 
L~ndenhurs , NY 11757 
Ph. 516·957-8811 
Fax 516-957-8938 
Grace Golds ein, President 
1,3,6,7C 

A La Carte Research 
6800 Jericho Tp e., Ste. 113E 
Syosset, NY 11791 
Ph. 516·364-4004 
Fax 516·364-4683 
Phyllis Gorin, President 
1 ,3.4,6,79,8,9 
Am. 1) 19x20 Obs. Am. Sea s 20 
Am. 2) 17x19 Obs. Am. Seas 16 
Am. 3) 12x9 Obs. Am. Sea s 6 
(See advertisement on p. 112) 

Beta Research Corp. 
6400 Jericho Turnpike 
Syosset, NY 11791 
Ph. 516-935·3800 
Fax 516·935·4092 
V1rgmia Redus, Field Coord. 
1,3,6,79 
Am. 1) 12x16 
Am. 2) 12x14 

Bernett Research Services Inc. 
Menlo Park Mall 
312 Menlo Park 
Ed1son, NJ 08837 
Ph. 908-548-2900 
Fax 908-549-0026 
Jill Tailer 
1 ,3,4,6, 7 A,8 
Am. 1) 9x15 Obs. Am. Seats 8 
(See advertisement on p. 46} 

The Conference Cen er of New Rochelle 
3 Cottage Place 

ew Rochelle, NY 10801 
Ph. 914·576-3800 
Fax 914-576·0469 
Annette Capawana, Manager 
1 ,2,3,4,6,7B,8,9 
Am. 1) 21x16 
Am. 2) 21x16 
tAm. 3) 1 Ox11 

December 1995 

Obs. Am. Seas 18 
Obs. Am. Seats 14 
Obs. Am. Sea s 4 

Tom Dale Market Research 
160 E. 48th St. 
New York, NY 10017 
Ph. 212-758-9777 
Fax 212-758-7520 
Tom Dale, Presiden 
1 ,2,3,4,5,6,7D 

Downtown Focus Center 
Two World Trade Cen er. 27th fl. 
New Yo , NY 10048 
Ph. 212-837-7160 
Fax 212-837-7079 
Marc1a Holland, V1ce Pres1den 
1.3,6,79 
(See advertisement on p. 115) 

Ebony Marketing Research Inc. 
2100 Bartow Ave. 
Bronx. NY 10475 
Ph. 718-217-0842 
Fax 718-320-3996 
Bruce Kir land, V1ce Pres1dent 
1,3,4,6,7B 
(See advertisement on p. 114) 

Elnck & Lav1dge, Inc. 
Mack Centre II 
1 Mac Cen re Dr. 
Paramus. NJ 07652 
Ph. 201·599-0755 
Fax 201 ·599·9896 
Barbara Evans 
1,3,4.6,78 
Am. 1) 15x18 

Fieldwork East Inc. 
Two Execu ive Dr. 
Fort Lee, NJ 07024 
Ph. 201-585-8200 
Fax 201-585-0096 
Carol Tauben 
1 ,2,3,4,5,6,78,8,9 

Obs. Am. Seats 8 

Am. 1) 18x18 Obs. Am. Seats 20 
Am. 2) 14x17 Obs. Am. Seats 20 
Am. 3) 16x16 Obs. Am. Seats 20 
Am. 4) 18x14 Obs. Am. Seats 18 
(See advertisement on the Bac Cover) 

Fieldwork East at Westchester, Inc. 
555 T axter Rd. 
Elms ord, NY 10523 
Ph. 914-347-2145 
Fax 914-347-2298 
Maria Garc1a 
1,2,3,4,5,6, 78,8,9, 10 
Am. 1) 22x15 
Am. 2) 22x17 
Am. 3) 17x16 
Am. 4) 14x15 
Member Focus Vision 

Obs. Am. Seats 20 
Obs. Am. Seats 20 
Obs. Am. Seats 12 
Obs. Am. Seats 10 

(See advertisements on pp. 29, Back Cover) 

Focus On Hudson 
350 Hudson St. 
New York. NY 10014 
Ph. 212-727-7000 
Fax 212-727-7023 
Frank O'Bia , Presiden 
1,3,6,78,8 
Am. 1) 27x20 Obs. Rm. Seas 15 
Am. 2) 10 10 Obs. Rm. Seas 2 

NEW FOCUS GROUP FACILITY 
IN WORLD TRADE CENTER 
Downtown Focus Center, 

located in the hear t of NYC's 
financial district, is the ideal set­
ting for business-to-business 
market research and off-s ite 
meetings. 

As the only facil ity of its kind 
in the WTC, it offers accessibili ty 
to the large concentration of up­
scale business executives work­
ing in downtown NYC and NJ. 

The fac il ity is equipped with 
modern features including: 

• 12-seat conference room 
• I 0-seat client room 
• Full video capabil ity 
• Modems 
• Slide & overhead projectors 
• Professional recruiting 
• Freelance moderators 
• Full-service catering 
• Reasonable rates 

DOWNTOWN 
... W~~~ FOCUS 

-' CENTER 
Open Monday to Thursday 

evenings from 6 PM on. For fu r­
ther information, please contact: 

Marcia S. Holland 
c/o The Journal of Commerce 
Two World Trade Center 
27th Floor 
New York, NY I 0048 
(212) 837-7160 
FAX (212) 837-7079 
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p s ••• 
Qualitative research with all the pluses 

I Expanded in 1995 I 

Three custom-designed, state~of-the~art focus suites, 
each with its own: 

• Large, professional focus room 
• Over-sized client room with living 

room comfort (seating up to 24) 
• Private client office/ lounge 
• Separate respondent waiting room 

Other pluses . . . 

+Owner operated + International network 
+Professional In-house recruiting +fast turn-around 

+ Mid-sized and personal, NOT a •supermarketw facility 
+ Located between Midtown and Wall Street 

+ Comfort and luxury 

___ Focus PI s __ _ 
79 Fifth Avenue, 5th Floor, NYC 10003 
Tel:212-675-0142 Fax:212-645-3171 

Codes 
1. Conrerence Styl Room 
2. Llv ng Room Style 
3. Observation Aoom 
4. Tes1 Kitcl'len 
5. Tes1 Kitcllen Obsv. Rm 

Focus Plus, Inc. 
79 Fifth Ave ., 5th fl. 
New York, NY 10003 
Ph. 212-675-0142 
Fax 212·645·3171 

78 Loca ed in Offtce &ild1119 
7C. FreeS anding &ild1119 
6. 1-on-1 Roo 
9. 1-on-1 Vew1ng 
10 Video Conferencing 
deno es liVIng room style 
denotes one-oo-ooe room 

John Mar1<ham or Liz Lobrano Markham 
1,2,3,4,6,78,8,9 
Rm. 1) 19x22 Obs. Rm. Seats 14 
tAm. 2) 18x20 Obs. Rm. Seats 24 
Rm. 3) 14x21 Obs. Rm. Seats 16 
(See advertisement on p. 116) 

Focus Room-White Plains 
231 Central Ave. 
White Plains, NY 10606 
Ph. 914-682·8404 
Fax 914·428·3925 
Wendy Weinstein 
1 ,2,3,4,6.79.8,9 
Rm. 1)14x19 
Rm. 2) 14x19 
Rm. 3) 14x16 

Obs. Rm. Seats 25 
Obs. Am. Seats 25 
Obs. Rm. Seats15 

Focus Room-New Jersey 
285 Grand Ave. 
5 Patriot Center 
Englewood, NJ 07631 
Ph. 201-569-1919 
Fax 201-569·8128 
Donna Weinberg, Manager 
1,3,4,6,78,8,9 
Rm. 1) 17x16 Obs. Am. Seats 24 
Rm. 2) 19x15 Obs. Am. Seats 14 

Focus Suites of New York 
355 Lexington Ave., 13th fl. 
New Yorl<:, NY 10017 
Ph. 212-867-7373 
Fax 212·867·9184 
Bill Falvo, Director 
1 ,3,4,6,7C,8,9 
Rm. 1) 19x19 Obs. Am. Seats 15 
Rm. 2) 19x19 Obs. Am. Seats 15 
Rm. 3) 19x19 Obs. Rm. Seats 15 
Am. 4) 19x19 Obs. Am. Seats 15 
Rm. 5) 18x18 Obs. Am. Seats 10 
Am. 6) 18x.18 Obs. Rm. Seats 10 
(See advertisements on pp. 130, 131) 

Friedman Marketing/New Yorl<: 
Jefferson Valley Mall 
650 Lee Blvd. 
Yorktown Heights, NY 10598 
Ph. 914·962-9400 or 914·698·9591 
Fax 914-962·1067 
1,3,4,6,7A,8 
Rm. 1) 16x16 Obs. Rm. Seats 10 

Quirk's Marketing Research Review 



Consider the depth of analytical 
talent at MacroAHF. A major new 

marketing research and consulting firm, 
we offer all the brainpower, experience, 

and capabilities of Macro International 
and AHF combined . 

Our merged resources include two fully 
staffed 1 00-station CATI centers with 

predictive dialing, multiple focus group 
facilities, on international network of 

offices, and experience in 80 markets 
worldwide. Our expertise runs the entire 
gamut-from qualitative to quantitative, 

from data collection and tabulation 
to analysis, strategic planning, 

and consulting . 

MocroAHF is ready to meet your needs 
right now. To learn more about the ways 

in which we con help, contact MacroAHF 
President Scotty Levitt in our New York 
office, or Greg Mahnke in Burlington. 

c 
MARKETING RESEARCH AND CONSULTANCY 

100 Avenue of the Americas, New Yor , NY 10013 
212-941 -5555 1-800 ·TAKE AHF Fa 212-941-7031 

126 College Street, Burl ington, VT 05401 
802-863 -9600 Fox 802-863-8974 

A Division of Macro International, Inc . 
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Codes 
1. Con~ renee Style Room 
2. l.Nhg Room Style 
3. Observa ion Room 
4 Test Kitchen 
5 Test Kitchen Ob5v. Am. 
6 VIdeo Equ1pmen 1\vaJiable 
7 A. Located n Shoppo ng Mall 

GRA Focus Center 
60 Paris Ave. 

Northvale, NJ 07647 
Ph. 201-767-8888 
Fax 201-767-6933 
Lynda Broer 
,3,6,78 

Am. 1) 14x18 

78. Located in Q1lice Build ng 
7C. Fr e StaM1r19 Bu ld ng 
8. 1-on-1 Room 
9. 1-on-1 Vlew1ng 
t 0. VIIM!O Conler nong 
tdeno: s :ivi"'g oom s1yle 
i d notes one-on-one room 

Obs. Am. Seats 15 

Hygeia Marketing Associa es, Inc. 
1120 Bloomfield Ave. 
West Caldwell, NJ 07006 
Ph. 20 ·227·8239 
Fax 201-227-8319 
Fra libis, Proj. Coord. 
1,3,6,78,8 
R . 1) 19x 3 Obs. Am. Seats 8 

Ideal Field Services, Inc. 
1 063 Green Acres Mall 
ValleyS ream, NY 11581 
Ph. 516-56 - 723 
Barbara Prince, President 
1.3,4,6,7A 

Long Island Groups In Focus Ltd. 
185 Northern Blvd. 

Manhasset, NY 1030 
Ph. 516-365-8630 
Fax 5 6-365-4913 
Mary Garo alo. Managing Oir. 

,2,3,4,5,6, 7C 

Macro•AHF Conference Center 
00 Avenue of the A ericas 

New York, NY 100 3 
Ph. 800·825-3243 
Fax 2 2-941-7031 
E-mail : Rhindress@macroint.com 
Mindy Rhindress, Sr. Vice President 
1 ,3,4,6,78,8.9 

______________ ....__ _____________ ---! Am. 1) 24x18 Obs. Am. Seats 24 

Some bing T.stafJfisfieJf. 
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Something e w 
Exciting news! Meadowlands Consumer Center ha 

moved to a new 1 cati n in a b autiful atrium building! 

ow you can enj y the e tabli h d quality of services 

you've come o expect from u in a complet ly new nvi­

ronment. With our eleven year of experi n e in the fi ld 

y u an al o be assured of a successful resear h experien 

from beginning to end including our professional taff 

who can handl th toughest recruit to our warm and 

friendly home away from home working environment. 

• ew location in a 
beautiful atrium building 

• All-suite focu group 

facility with choices of 
large, jumbo or mini­
group settings 

• Viewing rooms with three­

sided panoramic mirrors 

with eating for 20+ 
• Modern test kitch n 

• All rooms fully sound­

proofed with individual 

thermostatic ontrols 

• Separate li nt and 

re pendent entranc 

• FuHy up rvi ed 
in-h u e r ruiting 

• Private Client Bu ine 

Center with c mputer, 

printer copier and fa 

1 1 1ll l 1 1 11ll,~ 1 • Meadowlands Consumer nter Inc. 
111111

4 1 00 Plaza Drive 
Secaucu ', New Jer y 07094 
( 00) 998-4777 (out ide NJ) 
(20 1 ) 865-4900 
Fax (20 1) 865-0408 

Am. 2) 19x1 Obs. Am. Seats 24 
Am. 3} 10x1 Obs. Am. Seats 24 
(See advertisement on p. 117) 

Manhattan Opinion Center 
369 lexing on Ave .• 2nd I. 
New York, NY 0017 
Ph. 212-972-5553 
Fax 212-557-3085 
Lisa Ratteray, Manager 
1,3,6,78 
Rm. 1) 20x13 Obs. Rm. Seats 14 
Rm. 2) 2 x12 Obs. Rm. Seats 14 
Rm. 3)15x 14 Obs. Rm. Seats 8 
(See advertisement on p. 119) 

Meadowlands Consumer Center 
The Plaza a the Meadows 
1 00 Plaza Or. 
Secaucus, NJ 07094 
Ph. 20 -865-4900 or 800-998-4777 
Fax 201-865-0408 
Lauren A. Heger, ·F1eld Directo 
1,2,3,4,5,6,78, 8,9, 1 0 
Am. 1) 25x24 Obs. Am. Seats 25 
Rm. 2) 18x24 Obs. Rm. Seats 20 
Rm. 3)18x24 Obs. Rm. Seats 20 
Rm. 4)14x16 Obs. Rm. Seats 12 
tAm. 5) 8x24 Obs. Rm. Seats 20 
(See advertisement on p. 1 18) 

MetroMarke Research Center 
855 Valley Rd. 
Clifton, NJ 07013 
Ph. 201-470-0044 
Fax 201-470-0397 
Sandy lanuzzi 

,2,3,4,5,6, 78,8,9 
Rm. 1) 22x14 
Rm. 2) 17x17 
t Rm. 3) 22x 4 

Obs. Am. Seats 15 
Obs. Am. Seats 10 
Obs. Rm. Seats 15 

Quirk's Marketing Research Review 



1996 FOCUS GROUP FACILITY DIRECTORY 
Mrd-America Research 
131 Livingston Mall 
Livings on, NJ 07039 
Ph. 201-740-1566 
Fax 201-740-0569 
Rhonda Whetstein, Manager 
1,3,4,6,7A,8.9 
Rm. 1) 17x11 Obs. Rm. Seats 10 
Rm. 2) 17x11 Obs. Rm. Seats 12 

T. A Miller Company, Inc. 
1060 Clifton Ave. 
Clifton, NJ 07015 
Ph. 201 -778-6011 
Fax 201-778-5975 
Thomas Miller, President 
1 ,3,4,6, 78,8,9 

Murray Hill Center 
373 Park Ave. S., 10th fl. 
New York, NY 10016 
Ph. 212·889-4777 
Fax 212-889-5869 
Sue Wrner. Manager 
1.3,4,6,76, 10 
Member Focus Vision 
(See adverttsement on p. 29) 

N.D.C.-1.0.1. Center 
Wayne Towne Center 
Wayne. NJ 07470 
Ph. 203-797-0666 
Fax 203-748-1735 
Karen M. Forcade, President 
1 ,3,4.6,7 A,8.9 

New York Focu 
12 E. 41st St. 
New York, NY 10017 
Ph. 212·481-3780 
Fax 212-779-8623 
Nancy Opoczynski 
1 ,3,6,78 
Am. 1) 17x20 Obs. Rm. Seats 12 
Am. 2) 16x21 Obs. Am. Seats 10 
Am. 3) 16x20 Obs. Am. Seats 10 
Rm. 4) 15x20 Obs. Am. Seats 10 
(See advertisement on p. 147) 

Rm. 1) 16x18 Obs. Am. Seats 10 
Get more 

information 
from 

advertisers 
on p. 146 

Mornstown Market Research 
80 Washington S . 
Morns own. NJ 07960 

New York Conference Center, Inc. 
240 Madrson Ave .. 5th fl. 

Ph. 201-326-9461 
Fax 201-326-9767 
Melody Whitelaw, President 
1,2,3,4,5,6,7C,8,9 
Am. 1) 22x14 Obs. Rm. Seats 8 
tRm. 2) 22x14 Obs. Rm. Seats 8 

NOWAPUU..I 

New York, NY 10016 
Ph. 212-682-0220 
Fax 212-682-0214 
Anne Mclaughlin, Manager 
1 ,3,6,78,8.9 

Focus group rooms • Recruiting 
Interviewing • Moderating 
Taste testing • Mock iuries 

Audio/video services 
Private client offices 

• NATIONWIDE FIELD SERVICES 
NOW AVAILABLE 

Oecember 1995 

E 
Matr In Faclltles Include: 3 Conference Rooms wtttl 

n ance 3' x 9' one-way mkrors and 3 VJewinQ Rooms 

..... ~ ... ADMINISTRAnvi OFFiCes: 
KITCHEN AREA I 
Clients can enter ftvOUQh 1 
private entrance and 
arrtve In their viewing 
room without entering 
reception oreo. 

HALLWAYW {)()()A 

Monhattal OpHon Center. he. hal been cerltfi#Jd oro ~ ~ t«1 
tulnels Entetprlle by,.,. NY State Dept. of EoortotrVc o.wlopment (O,.?.Mt!O) 
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Codes 

f}uirk's Marketing 
Research Review 

offers you a 
chance to make 

history. .. 

... a case history, that is. 

As a OMRR reader you know that 
in each issue we present case 
history examples of successful 
research efforts, examining the 
goals behind a project, its 
methodologies and how the 
research results were used to 
launch a new product, improve 
service, or fine-tune an advertising 
campaign, for example . 

We 're currently planning the next 
several issues ofOMRR and we 're 
looking for research projects in 
the following areas to profile : 
packaging research. service 
quality/customer satisfaction , 
focus groups, and health care 
research. If your company or 
organization has a research 
project in any of these areas that 
would make an interesting case 
history, we want to cover it! 

The story development process is 
simple: a OMRR writer conducts 
the necessary interviews by phone 
and then writes a draft of the story. 
Because the case histories may 
touch on sensitive in formation , 
we allow interviewees to read a 
draft of the story before it goes to 
press . Please contact Joseph 
Rydholm , managing editor, for 
more information or to discuss a 
story idea. 

( lit'k' 

MARKrfiNG RESEARCH 
Ret'ietl' 

P.O. Box 23536 
Minneapolis, MN 55423 

Ph . 612-854-5101 
Fax: 612-854-8191 

Partners In Research, Inc. 
200 Braen Ave. 
Wyc off, NJ 07481 
Ph. 201 ·652·6900 
Fax 201 ·652·7060 
Wanda Gorman 
1 ,3.4.5.6,7C,8,9 

Peters Marketing Research 
4 Century Dr. 
Parsippany, NJ 07054 
Ph. 201 ·539·5750 
Fax 201 -539·3616 
Toni McClard, Vice President 
1,3,6,7B 

Plaza Research 
120 Rte. 17 N. 
Paramus, NJ 07652 
Ph. 201 ·265·7500 or 800·654-8002 
Fax 201 ·265·7269 
Jill Gottesman 
1 ,2,3,4,5,6, 78,8,9 
Am. 1) 15 25 Obs. Am. Seats 15 
Am. 2) 15x25 Obs. Am. Seats 15 
Rm. 3) 15x20 Obs. Am. Seats 15 
(See advertisement on p. 121) 

The Product Oevelopmen Wo 
195 Columbia Turnpike 
Florham Park, NJ 07932 
Ph. 201-765-0077 
Fax 201 ·765-9087 
Irene Bing. Manager 

shop 

1 ,3,4,5,6,78 
Am. 1) 18x13 
Am. 2) 17x14 

Obs. Am. Seats 15 
Obs. Am. Sea s 20 

ROJ Mari<et Research 
2 Kavey Place 
Armonk NY 10504 
Ph. 914·273·8470 
Fax 914·273·8473 
Steve Genovese, President 
1,3,4,6.7A 

Recruiting Resources Unlimited 
131 Beverley Rd. 
Broo lyn, NY 11218 
Ph. 718-435-4444 
Fax 718·972·3926 
Connie Livia 
,3,6,78 

Am. 1) 16x12 Obs. Am. Seats 5 

A. Rudman & Associates, Inc. 
151-17 82 St. 
Howard Beach, NY 11414 
Ph. 718-835-3100 
Fax 718-641 -6310 
Marc1a DiGirolamo, President 
1,3,6,7C,8.9 

Sachs Communication Group. Inc. 
200 Varic St., Ste. 91 0 
New York. NY 10014 
Ph. 212·924·1600 
Fax 212-924·1 638 
Tam my Sachs, President 
1 ,2,3,6,7B,8,9 

Seaport Surveys. Inc. 
34 Cli St. 
New York. NY 1 0038 
Ph. 212·608·3100 
Fax 212·608·4966 
Andrea Waller, President 
1,3,4,6,7C 

Schlesinger Associates, Inc. 
ExecutiVe Plaza. Ste. 400 
10 Parsonage Ad 
Ed1son, NJ 08837 
Ph. 908·906·1122 
Fa 908·906·8792 
E-ma1l : sas mkt@aol.com 
Steven Schlesmger. Pres1den 
1,2,3,4,6,7B,8,9 
Am. 1) 16x20 Obs. Am. Seats 16 
Am. 2) 16x16 Obs. Am. Seats 16 
Am. 3) 16x24 Obs. Am. Seats 16 
Am. 4) 6x24 Obs. Am. Seats 16 
tAm. 5) 16x16 Obs. Am. Seas 16 
(See adverttsement on p. 123) 

Audrey Schiller Ma et Research 
3601 Hempstead Turnp1 e 
Levittown, NY 11756 
Ph. 516-731-1500 
Fax 516-731-4235 
Audrey Schiller 
1,3,4,6, 7 A.6.9 

Suburban Assoc1ates 
1966 Hempstead Tp e. 
East Meadow. NY 11554 
Ph. 516-794·3030 
Fax 516-754·3519 
Contract: Sherry Salus 
1.3,4,6.7A.8 
Am. 1) 12x 7 Obs. Am. Seas 10 

Suburban Assoc1ates 
1230 Monmouth Mall 
Eatontown, NJ 07724 
Ph. 908·542·5554 
Fax 908·389·392 
Madeline Sm1th 
1,3.4,6,7A.8 
Am. 1) 14x17 Obs. Am. Seats 10 

Suburban Assoc1a es 
517 Route 1 S. 
Iselin, NJ 08630 
Ph. 201 -855-8900 
Fa 201-855-9291 
David Schreier 
,3,4.6,7B,9 

Am. 1) 16x20 
Am. 2) 14x16 
Am. 3) 12x12 

Suburban Assoc1ates 
579 Franklm Turnp1 e 
Ridgewood, NJ 07450 
Ph. 201-447-5100 
Fax 201·447-9536 
1,2,3,4.5,6.7B.6 
Am. 1) 6x 8 
Am. 2) 6x18 

Obs. Am. Seats 15 
Obs. Am. Seats 12 
Obs. Am Seats 10 

Obs. Am. Sea 5 15 
Obs. Am. Sea 5 15 

Quirk's Marketing Research Review 



The cone pt i very impl 

re i ~ r cru iting and th m t mf rtabl , 
practi al, w ll-app int d fa iliti in th c ui try. 

What it takes toe ecute the concept: 

Toll free for all locations: 1-800-654-8002 
Plea e c 11 Jill ott m n in ur M tr 
facility for mor inf rm tion or bid . 

wYr 

PLAZA 

ew York 
os Angeles 

Chicago 
San ranc1. co 

t anta 
Dallas 

Houston 
Denver 

Philadelphia 
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Codes 

TAi - New Jersey 
20 E. Oakdene Ave. 
T eanec , NJ 07666 
Ph. 201-836· 500 
Fax 20 -836-1 959 

78 Local d n Qff1c BJI di"'Q 
7C. F•ee S ng Bu1d "'Q 
8 1-on-1 Room 

Joan V1cenzott1 . Ops. Mgr. 
1.2,3,4.6.7B 
Am. 1) 8x18 
Am. 2) 6x18 
Am. 3) 8x21 

TAi - New Jersey 

Obs. Am. Seats 15 
Obs. Rm. Seats 12 
Obs. Am. Seats 12 

At ium at Glenpointe Comp ex 
400 Fran W. Bur Blvd. 
T eanec , NJ 07666 
Ph. 20 -836- 420 
Ka hy Wilson, Manager 

,2,3,4.6,78 

Telephone Rsch. & Analysis Cr. (TRAG) 
270 Davidson Ave .. 3rd fl. 
So erset, NJ 08873 
Ph. 800-TRAC-NOW 
Fa 908·560-1587 
Sand1e Fleck. Ops. Mg . 
,3,6.7B 

Am. 1) 17x23 Obs. Rm. Seats 18 

WolflAitschullCallahan, Inc. 
60 Madison Ave ., 5th fl . 
New Yor , NY 1 001 0-1600 
Ph. 212-725-8840 
Fax 2 2-2 3-9247 
1 ,3.6. 7B, 10 
Am. 1) 17x18 
Am. 2) 16 20 
Rm. 3) 11 14 

emberVCAN 

Obs. A . Sea s 1 
Obs. A . Sea s 1 0 
Obs. Am. Sea s 1 0 

(See advertisement on p. 3) 

ROCH T R 

Go don S. Black Corp. 
135 Corporate Woods 
Rochester. NY 14623-1457 
Ph. 716·272-8400 or 800-866·7655 
Fax 716-272-8680 
Be h Fredr ckson 
1.3,6,7B 
A . 1) 8x30 Obs. A . Seats 8 

BRXJGiobal, Inc. 
169 Rue De V1lle 
Rochester. NY 14618 
Ph. 716-442-0590 
Fax 716-442-0840 
Marilyn Saht 
1,3,4,5.6,7B,8 
A . 1) 3x20 Obs. Am. Seats 5 
(See adverttsement on p. 122) 

Car-Lene Research, Inc. 
Marke pace Mall 
301 Miracle Mile Dr. 
Rochester, NY 14623 
Ph. 716·424-3203 
Fax 716-292·0523 
Anne Hossenlopp, Manager 
1,3,4,5.6, 7 A 

Ma ion Simon Research Serv1ces 
49 Wlldbriar Rd. 
Rochester, NY 14623 
Ph. 716-359-1510 
Fa 716-334·9423 
Marion Simon. Pres1den 
,3,4,6.7C 

The Sutherland Group, ltd. 
160·B P1 sford·V1c or Rd. 

Pitts o d, NY 14534 
Ph. 716-586-5757 
Fa 7 6-586-5664 
Julie Donohue 
1,3,6.78 
Am. 1) 20x24 Obs. Rm. Seats 15 

SU OL COU TY 

J & R Mall Research 
800 Montau Hwy. 
Shirley, NY 11967 
Ph. 516-399-0200 
Fax 5 6-791-5033 
Patnc1a Bryant. Manager 
,3,4,6,7A 

SYRAC S 

KS&R Consumer Testmg Center 
Shopping own Mall 
DeWitt, NY 3214 
Ph. 800-645-5469 
Fa 3 5-471-01 5 
Lynnette VanDy e. Orr. Mkt. Svcs. 
,2,3.4,6,7 A,8,9 

Am. 1) 14x19 Obs. Am. Seats 10 

LaValle Research Service 
9763 Carousel Center Dr. 
Syracuse, NY 3290 
Ph. 315-466-1609 
Fax 3 5-466· 71 01 
Maureen Colson, Manager 
,3,6.7D 

McCarthy Associates, Inc. 
6075 E. Molloy Rd. 
Roda Park. Bldg. # 
Syracuse, NY 3211 
Ph. 3 5·431-0660 
Fax 315-43 -0672 
Teresa McCarthy, President 
1,2,3,4,6,7B,8,9 
Rm. ) 2x17 
tAm. 2) 9x19 
Am. 3) Ox10 

Obs. Rm. Seats 14 
Obs. Rm. Seats 14 

Manon Srmon Research Services 
No hern Lrghts Mall 
Syracuse, NY 132 2 

---------------'----------------i Ph. 315-455-5952 

122 

Fax 315-455-1826 
Ang1e Mac i. Manager 
1,3,4,6,7A 

NORTH CAROLINA 

CH RLOTT 

AOC Marketing Research 
10 00 Par Cedar Dr .. Ste. 100 
Charlotte, NC 2821 0 
Ph. 704-341-0232 
Fax 704-341-0234 
Be Colli s, Vice President 
,3,4.6,7B,8 

Am. 1) 30 35 Obs. Am. Seats 20 

Charlotte Research Services 
301 E. Kings on Ave. 
Charlo e. NC 28203 
Ph. 704-333·5028 
Elizabeth Peeler. Pres1den 
1,3.6,78 

Quirk's Marketing Research Review 
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Consumer Pulse of Charlotte 
Eastland Mall 
5625 Central Ave. 
Charlotte. NC 28212 
Ph. 704-536-6067 
Fax 704·536·2238 
John Crowell 
1,3,4,5,6,7A 
Rm. 1) 18x12 Obs. Rm. Seats 8 
(See advertisement on p. 103) 

FacFind, Inc. 
6230 Fairview Ad., Ste. 108 
Charrotte, NC 28210 
Ph. 704·365·8474 
Fax 704·365·8741 
Tracey Snead, Proj. Coord. 
1,3,6,78,8 
Rm. 1 ) 20x14 Obs. Rm Seats 10 

Homer Market Research 
333 Four Seasons Town Centre 
Greensboro, NC 27407 
Ph. 9 9-294-9415 
Fax 919-294-6116 
Leonard Homer 
1,3,4,6,7A 
Am. 1) 13x20 Obs. Am. Seats 10 

Jackson Associates, Inc. 
Carolina Place 
9599 Pineville-Matthews Rd. 
Pineville (Charlotte), NC 28134 
Ph. 770-394-8700 
Fax 770-394·8702 
Margaret Hicks 
1,3,6,7A 
Am. 1) 14x18 Obs. Rm. Seats 8 
Member NETWORK 
(See advertisements on pp. 31 , 81) 

KPC Research 
908 S. Tryon St. 
Charlotte, NC 28202 
Ph. 704·358-5757 or 800·852·2794 
Fax 704-358-5745 
Judie Bickel, Foe. Grp. Mgr. 
1.3,6,78 

Leibowitz Market Research Assoc., Inc. 
One Parkway Plaza, Ste. 110 
4824 Parkway Plaza Blvd. 
Charlotte, NC 28217-1968 
Ph. 704-357-1961 
Fax 704-357-1 965 
Teri Leibowitz, President 
1,3,4,6,78,8,9, 10 
Rm. 1) 18x24 
Rm. 2) 18x24 
Rm. 3) 18x21 
Rm. 4) 18x25 
MemberVCAN 

Obs. Am. Seats 12 
Obs. Am. Seats 12 
Obs. Am. Seats 8 
Obs. Am. Seats 24 

(See advertisement on p. 3) 

W.H. Long Marketing, Inc. 
Golden Gate Shopping Center 
2240 Golden Gate Dr. 
Greensboro, NC 27408 
Ph. 910·292·4146 
Fax 910·299·6165 
John Voss 
1,2,3.4,6, 7 A 

December 1995 

0 
• 
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Codes 

Mar etWise. Inc. 
1332 E. Morehead St. . #100 
Charlotte, NC 28204 
Ph. 704-332-8433 
Fax 704-332-0499 
Beverly Kothe. Princ1pal 
1 ,3,4,6.78 
Am. 1) 16x23 Obs. Am. Seats 12 
Am. 2) 14x15 Obs. Am. Seats 10 

"For Fast Turnaround 
On Your Project. . . . 

... . Turn To 
Nortex Research" 
Two Cities, One Concept, 

QUALITY. 

Facilities Located in Dallas, 
and Raleigh, M . 

p li ht R ruitin 

pecialtie lndud 
m rican • Hi panic 
ay ommunt 

Interviewing and Recruiting In 
The Technical And 
Medical Field 

Tclcphon Jnt r i ' ing In 
edi al and t lmi­
Intervie\\ring 

Interc jJt na ~t Int rviewing1 

od( 'Tria[ !l{esearcli ruf More. 

For Add/tiona/Information or Pricing 
Call Kelly Lynn Ireland 

1-800-315-TEXX [8399) 
124 

RAL 

FGI. Inc. 
206 West Franklin 
Chapel Hill. NC 27516 
Ph. 919-929-7759 
Fax 919-932-8829 
Lenny Lind 
1 ,3,4,6. 78,8,9 
Am. 1) 17x15 Obs. Am. Seats 10 

Johnston, labor & Assoc1ates 
2222 Chapel HlllfNelson Hwy. 
Headquarters Park, #300 
Durham. NC 27713 
Ph. 919-544-5448 
Jeffrey M. Johnston 
1,3,4,5,6, 78,8,9 
Am. 1) 20x22 Obs. Am. Seats 18 
Am. 2) 9x9 Obs. Am. Seats 6 

l & E Research 
4009 Barrett Dr., Ste. 101 
Raleigh. NC 27609 
Ph. 919-782-3860 
Fax 919-787-3428 
Lynne Eggers 
1 ,3.4.6,78, 10 
Member FocusV1sion 
(See adverttsement on p. 29) 

Management Rsch. & Ping. Corp. 
601 St. Mary St. 
Rale1gh, NC 27605 
Ph. 800-347-5608 
Fa 919-856-0020 
K1m Kitchings or Kim Kull 
1 ,3,6,78,8,9 
Am. 1) 12x22 Obs Am. Seats 10 
Am. 2) 10x14 Obs. Am. Seats 6 

NRG Raleigh 
7330 Chapel Hill Rd., Ste. 107 
Rale1gh, NC 27607 
Ph. 800-315-TEXX (8399) 
Fax 919-557-0167 
Kelly Lynn Ireland. Facility D1rector 
1,3,6,78 
Am. 1) 10x13 Obs. Am. Seats 10 
Am. 2) 6 13 Obs. Am. Seats 5 
(See adverttsements on pp. 124, 137) 

Wll erson & Assoc1ates 
4208 S1 For s Rd. 
Bldg. 2, Ste. 333 
Rale1gh, NC 27609 
Ph. 919-781 -0555 
Fax 919-783-7810 
Ben Maypray, Manager 
1,3,6,78 

w 
American Sales & Marketmg 
7870 Fair Oa Dr. 
Clemmons, NC 270 2 
Ph. 910-766-2383 
Dorothy Raga . President 
1,6,78,8 
Am. 1) 16x20 
Am. 2) 18x24 
Am. 3) 20x24 
tAm. 4) 16x24 

L 

Bellomy Research, Inc. 
150 S. Stratford Ad .• Ste. 500 
Winston-Salem. NC 27104 
Ph. 910-721 -1140 or 800-443·7344 
Fax 910-721 ·1597 
Pat Rierson, D1r. Foe. Grp. Fac. 
1 ,3,4,5,78 
Am. 1) 16 21 Obs. Am. Seats 12 

CB&A Market Research 
1400 Westgate Center Dr., Ste. 200 
Winston-Salem, NC 27103 
Ph. 910-765-1234 
Fax 910-765-1109 
Amy Anderson. Field Asch. Mgr. 
1 ,3,4.6,7C,8.9 
Am. 1) 18x20 Obs. Am. Seats 18 

OHIO 

TI 

Alliance Research. Inc. 
2845 Chancellor Dr. 
Crestview Hills, KY 41017 
Ph. 606-344~0077 
Fax 606-344-0078 
Ken Glaser, CL Studies Manager 
1,3.6,7C 
Am. 1) 22x30 

The Answer Group 
Downtown Facility 
432 Walnut St. 
Cincinnati, OH 45202 
Ph. 513-489-9000, ext. 212 
Fax 513·651 -0034 
Kathy Thorman, Mgr. Qual. Rsch. 
1 ,3,6,78,8,9,10 
Am. 1) 16 20 Obs. Am. Seats 12 
Member FocusV1S1on 
(See advertisements on pp. 29. 125) 

The Answer Group 
Suburban Facility 
11161 Kenwood Ad. 
Cincinnati, OH 45242 
Ph. 513·489·9000, ext. 212 
Fax 513-489·9130 
Kathy Thorman. Mgr. Qual. Asch. 
1 ,3,6, 7C, 10 
Am. 1) 18x23 Obs. Am. Seats 18 
Am. 2) 18x20 Obs. Am. Seats 12 
Member Focus VISIOn 
(See adVertisements on pp. 29, 125) 

Assistance In Marketmg, Inc. 
11890 Montgomery Rd. 
Cincinnati, OH 45249 
Ph. 513-683-6600 
Fax 513·683·9177 
Irwin Weinberg 
1 ,3,4,5,6,7C 
Am. 1) 24 14 
Am. 2) 24x14 
Am. 3) 35 25 

Obs. Am. Seats 20 
Obs. Am. Seats 20 
Obs. Am. Seats 20 

Quirk's Marketing Research Review 
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Ass1stance In Marketmg 
9663A Colerain Ave. 
Cmcmnat1, OH 45251 
Ph. 513-385-8228 
Fax 513-385-2140 
Susan Odom 
1,4.6, 7 A,8,9 

8 & 8 Research Services. Inc. 
8005 Plamfletd Rd 
Cmcmnatt, OH 45236 
Ph. 513-793-4223 
Fa 513-793-9117 
Lynn Caudtll , ProJect Superv1sor 
1 ,3,4,6. 78,8 
Rm. 1) 12x20 Obs. Rm. Seats 8 
Rm. 2) 10x15 

Calo Research Serv1ces, Inc. 
1 0250 Alliance Rd., #230 
C1ncmnat1, OH 45242 
Ph. 513·984-9708 
C1nd1 Johnson, Fteld Dtrector 
1,3,6,78 

Consumer Pulse of Cincinnati 
514 Forest Fair Dr. 
Cmcmna 1. OH 45240 
Ph. 513-671 -1211 
Fax 513-346-4244 
Susan La e-Carpenter 
1 ,3.4,5,6,7 A.8.9 
Rm. 1) 13x15 Obs. Rm. Seats 8 
(See advert1sement on p. 103) 

Fields Mar etmg Research, Inc. 
7979 Readmg Rd. 
Cmc1nnatt, OH 45237 
Ph 513-821 6266 
Fax 513-679 5300 
Bernte Kearney 
1 ,2.3,6, 78,8,9 
Am. 1) 23x19 Obs. Rm. Seats 14 

MarketVIsion Research, Inc. 
4500 Cooper Ad. 
Cmcmnat1, OH 45242 
Ph. 513·791 ·3100 
Fax 513-794-3500 
Tma Rue er 
1 ,3.4,5.6,78 8,9 
Am. 1) 16x24 Obs. Rm. Seats 20 
Rm. 2) 13 18 Obs. Rm. Seats 6 
(See advertisement on p. 126) 

MATRIXX Marketing 
4600 Montgomery Rd., Ste 400 
Cincinnati, OH 45212 
Ph. 800-323-8369 
Fax 513-841 -0666 
Bnan Gore! 
1 ,2,3,4,6.78,8.9 
Am. 1) 16 25 Obs. Am. Seats 20 
Am. 2) 20x29 Obs. Am. Seats 8 
Am. 3) 14x25 Obs Am. Seats 1 0 
(See advertisement on p. 127) 

December 1995 

Cleveland's 
BEST FOR MARKET RESEARCH 

1 r nmpling 

(800) 229-5260 
FAX: {216) 621-8455 

WHERE s 

on urn 

RJC M BR 

This demographically desirable area has a new state-of-the-
art consumer research facility designed to serve today's 

marketing needs . Over 2.000 sq . ft. of comfort and technology in which to 
conduc focus groups, one-on-one interviews and on-going bus1ness in a private 
oHice environment Only minutes from Cleveland Hopkins Airport. with excellent 

hotels. dining and other amenities right next door. We invite you to call . 

FOCUS GROUPS OF CLEVELAND 
2 Summit Park Drive- Suite 225 • (216) 642-8883 

at the Roc s1de Road exit of 1-77 • Cleveland. Ohio 44131 
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Codes 
Con r nee Sty Room 

2 LJv,ng Room Sty 
3 Obs rv 1100 Room 
4 T t rtchen 
5 T t rtchen Obsv A 
6 VIdeo Equ nt A I bl 
7 A Loca! 1n Shopptng Ma II 

78 Located 1 Off1ce Bo11d ng 
7C Fr Sta ng Bu11d ng 
8 1-on 1 Room 

QFact Marketing Research, Inc. 
9908 Carver Ad 
Cinctnnatt, OH 45242 
Ph. 513-891 -2271 
Fax 513-791 -7356 
Mary Swart-Cahall or Jon Hasselo 
1 ,3.4,5,6,78.8.9, 10 
MemberVCAN 
(See advertisement on p. 3) 

Bustness Research Servtces 
23825 Commerce Par 
Cleveland, OH 44122-5841 
Ph. 216-831 -5200 
Fax 216-292-3048 
Ron Mayher 
1.2.3,4 ,6.7C.8,9 
Am 1) 14 21 
tAm 2) 14x21 

Obs Am Seats 15 
Obs Am Seats 9 

Cleveland Survey Center 
691 Rtchmond Mall 
Cleveland. OH 44143 
Ph. 800-950-901 0 
Fax 216-461 ·9525 
Sue Dobrski 
1,3,4.6,7A 

Focus Groups of Cleveland 
2 Summtt Park Dr., Ste. 225 
Cleveland. OH 44131 
Ph. 800·950·9010 
Fax 216-461 ·9525 
Sue Dobrs 1 
1.3,4,6.78 
Am. 1) 16x20 Obs. Am. Seats 20 
Am. 2) 12x16 Obs. Am. Seats 12 
Am. 3) 10x12 Obs. Am. Seats 4 -----------------1.-----------------t (See advertJsement on p. 125) 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

CoMMITMENT 
m UAL TY 

... THE STANDARD OF 

Market Vision.® 
FOCUS GROUPS 

• 2 fully-equipped suites with 

luxury tiered seating 

• remote controlled video 

CONSUMER CENTER 

• high tech test kitchen 

• two viewing rooms 

• newest and finest facility in 

Cincinnati 

MarketVision Research 
The Mar etVision Buildtng 
4500 Cooper Road 
Cincinnati , Ohio 45242 

L-1-..._,_...1....-L......I...-oi-J® (513) 791 -3100 

An 500 Company 

• 
• 
• 
• 

Hea tn Research, Inc. 
Severance Center 
3542 Mayfteld Rd. 
Cleveland Hetghts, OH 44118 
Ph. 216·381 ·61 15 
Enc Stiver. Manager 
1,3,4.6,7A 

Pat Henry Market Research, Inc. 
230 Huron Ad N.W., #1 00.43 
Cleveland, OH 44113 
Ph. 216-621 -3831 
Fax 216-621 -8455 
Mark Ki el. V.P. Ops. 
1,2,3,4,6, 7 A&8,8,9 
Am. 1) 12x20 Obs. Am. Seats 10 
Member NETWORK 
(See advertisements on pp. 31 , 125) 

Marketeam Assoc1ates 
3645 Warrensvtlle Center Rd . 
Sha er He1ghts. OH 44122 
Ph. 216-491 ·9515 
Fax 216·491 ·8552 
Sandra Traweek. Manager 
1,3.6,78 
Am. 1) 13x19 

Nattonal Mar et Measures. Inc. 
781 Beta Dr . 
Cleveland, OH 44143 
Ph. 216-473-7766 
Fax 216-473-0428 
Martha M. Katn, Owner 
1,2,3,4,6, 78 
Am. 1} 15x18 Obs. Am. Seas 15 
tAm. 2) 14 15 

Nattonal Market Measures. Inc . 
25109 De roil Rd . 
Cleveland, OH 44145 
Ph. 216-892-8555 
Fax 216-892-0002 
1 ,2,3,4,6.7C 
Am. ) 14x19 Obs. Am. Seats 15 
tAm. 2) 14x15 
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Opmion Centers America 
22021 Brookpark Rd. 
Cleveland, OH 44126 
Ph. 216-779-3000 
Fax 216-779-3040 
Shelly Entres 
1,3,4,5,6.7C 
Am. 1) 22x14 Obs. Am. Seats20 
Am. 2) 22x14 Obs. Am. Seats 20 

Opinion Centers America 
Great Northern Mall, Am. 924 
North Olmsted, OH 44070 
Ph. 216-779-3050 
Fax 216-779-3060 
Karen Cunningham 
1,3,4,6,7A 
Am. 1) 17x14 Obs Am. Seats 10 

Rosen Research 
25906 Emery Rd. 
Cleveland, OH 44128 
Ph. 216-464-5240 
Fax 216-464-7864 
Mary Ann Sheets 
1,2,3,4,5,6,7C 

Strategic Consumer Research, Inc. 
26250 Euclid Ave. 
Cleveland, OH 44132 
Ph. 216-261 -0308 
Fax 216-261 -3546 
Gerald God1c, V1ce Pres1dent 
1,3,6,78 

0 U B 

B & B Research Serv1ce. Inc. 
1365 Grandv1ew Ave. 
Columbus, OH 43212 
Ph. 614-486-6746 
Fax 614-486-9958 
Judy Frederick 
1,3,4,6,78,8 
Am. 1) 10x18 
Am. 2) 10x15 

Field Dynamics of Oh1o 

Obs. Am. Seats 8 

Div. of MNE Mktg. & Rsch. Svcs., Inc. 
929 Eastwind Dr., Ste. 216 
Westerville, OH 43081 
Ph. 800-551 -2257 
Fax 614-898-3031 
Fred Alvaro 
1 ,3,4,6,78,8,9 
Am. 1) 12x19 
Am. 2) 20x28 

Focus and Phones, Inc. 
2655 Oa stone Dr. 
Columbus, OH 43231 
Ph. 614-895-5800 
Fax 614-895-5840 
Sally P1lcher 
1,3,4,5,6, 7C 
Am. 1) 14x23 
Am. 2) 14x23 
Am. 3) 20x30 

December 1995 

Obs. Am. Seats 6 
Obs. Am. Seats 14 

Obs. Am. Seats 12 
Obs. Am. Seats 12 
Obs. Am. Seats 15 

Focus Plus at SBC 
707 Park Meadow Ad 
Westerville. OH 4308 
Ph 614-891 -7070 
Fax 614-891 -3664 
Melan1e WOIStn 
1,3.4.6,7C,8.9 

Quality Controlled Services 
7634 Crosswoods Dr. 
Columbus. OH 43235 
Ph. 800·242-4118 
Fax 614-436-7040 
Judy Golas 
1,3.4.6, 78,10 
Am. 1) 16x17 
Am. 2) 16x17 
Am. 3) 21x24 
Am. 4) 21x17 
Member FocusV1s1on 

Obs. Am. Seats 10 
Obs. Am. Seats 10 
Obs. Am. Seats 14 
Obs. Am. Seats 14 

(See advertisements on pp. 29. 61) 

MATRIXX MARKETING RESEARCH 
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Codes 

Spencer Research, Inc. 
1290 Grandview Ave. 
Columbus, OH 43212 
Ph. 614-488-3123 
Fa 614-421-1 154 
Betty Spencer 
1 ,3,4,5,6,7C,8 

T.I.M.E. Market Research 
2655 Oa stone Dr. 
Columbus, OH 43231 
Ph. 614-895·5800 
Fa 614·895-5840 
Anrta Ingalls 
1 ,3,4.6, 7 A,8,9 

78 Located tn tee Butld1ng 
7C Free Standang Budd ng 
6 1-on-1 Room 
9 1-on-1 Vt ng 
10 VIC!eo Coo eoong 
1d no tvtng room s I 
~ d notes one on-one room 

D 0 

Center For Bus. & Econ. Rsch. 
University of Dayton 
300 College Partk 
Dayton, OH 45469-2110 
Ph. 513-229-2453 
Fax 513-229-2371 
Fanhne M. Kerckaert 
1,3,6,7B 
Am. 1) 21x24 
Am. 2) 18x18 

Obs. Am. Seats 10 
Obs. Am. Seats 6 

OF act Marketing Research, Inc. 
Normandy Square 
381 M1amisburg Centerville Rd. 
Dayton, OH 45459 
Ph. 513-891 -2271 
Fax 513-435-3457 
Mary Swart-Cahall or Jon Hasselo 
1,3,6.7B,8 

T.l M.E. Market Research 
560 Dayton Mall 
Dayton, OH 45459 
Ph. 513-433·6296 
Fax 513-433-5954 
Laurette Lockwood 
1,3,4,6,7A 

D 

AZG Research 
126 W. Wooster St. 
Bowl1ng Green. OH 43402 
Ph. 800-837-4300 
Fa 419-353-1511 
Jonathan August1ne 
1 ,2,3,6, 7B,8,9 

Mar et Research of Toledo 
31 03 Executive P wy .. Ste. 1 06 
Toledo, OH 43606 
Ph. 419-534-4705 
Fax 419-531 -8950 _______________ ......._ ______________ ~ 1,3,6,7B 

128 

Mal , lS· tO 

NO SURPRISFB 
ahl f< gmup facilitits in the nation. 
(We wouldn't wmt it to be a urp · . 

t (206) 726- S and 
u up to peed on our 

gmup scrvict.as. 

ThE 
GilMORE 

RESFARCH 
G&Qllf 

STRAI HT AN. 'ER! 
&o;~ttJe, 'ashingtoo 
PortllUld, 01'l1,'00 

Am. 1) 12x22 Obs. Am. Seats 7,15 

OKLAHOMA 

OKL HO 

Issues and Answers Network, Inc. 
301 N.W 63rd St.. Ste. 140 
0 lahoma C1ty. OK 73116 
Ph. 800·234-7783 
Fax 804-456-0377 
Annette Hazoun, Mgr QuaL Svcs. 
1 ,3,6,78,8,9, 10 
Am. 1) 15x24 Obs. Am. Seats 8 

Johnson Marketing Research 
2915 Classen Blvd , Ste 350 
0 lahoma C1ty, OK 73106 
Ph. 405-528-2700 
Patty N1chols-Casteel 
1,3,4,6,7B 

0 lahoma City Research 
Ruth Nelson Research Serv ces 
2501 W. Memonal Dr 
0 lahoma C1ty. OK 73134 
Ph. 405-752-4710 
Fax 405-752-2344 
Bohn Macrory, Manager 
1,3,4,6,7A 

0 lahoma Market Researc Data Net. Inc 
3909 Classen Blvd . Ste 200 
0 lahoma C1ty. OK 73118 
Ph. 405-525-3412 
Fax 405-525-3419 
Deanna Carter 
1.3.4,6.78 
Am 1) 14x22 Obs. Am. Seats 10 
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Cunmngham Market Research 
4107 s. Yale, #LA 107 
Tulsa. OK 74135 
Ph. 918·664-7485 
Lori Quint, Offrce Manager 
1 ,3,4,5,6,7A 

Tulsa Surveys 
4530 S. Shendan, #1 01 
Tulsa, OK 74145 
Ph. 918-665-3311 or 800-544-1494 
Fa 918·665-3388 
Tim Jarrett, Vrce President 
1 ,3,4,6, 78,8 
Rm. 1) 16x24 Obs. Rm. Seats 10 
Rm. 2) 16x20 Obs. Rm. Seats 8 

OREGON 

G 

MarStat Market Research 
5035 Nectar Way 
Eug ne, OR 97405 
Ph. 503-484-6176 
Fax 503-485-3810 
LaDeane Pryor 
1,3,6,78,8,9 
Rm. 1) 11x15 Obs. Rm. Seats 12 

Scudder & Associates 
110 W. 6th Ave., #4 
Eugene, OR 97401 -2678 
Ph. 503-484-0149 
Fax 503·484-7327 
Tammy Scudder, President 
1,3,6,7C 
Rm. 1) 22x16 Obs. Rm. Seats 4 

PO D 

Consumer Opinion Services 
991 Lloyd Center 
Portland, OR 97232 
Ph. 503-281-1278 
Fax 503-281-1017 
Jerry Carter at 206-241 -6050 
1,3,4,6,7A,8 
Am. 1) 15x19 Obs. Rm. Seats 8 
(See advertisement on p. 140) 

The Gilmore Research Group 
729 N.E. Oregon St., #150 
Portland, OR 97232 
Ph. 503-236-4551 
Fax 503-731 -5590 
Vi . Murphy 
1 ,3,6,78 
Rm. 1) 12x18 Obs. Rm. Seats 12 
(See advertisement on p. 128) 
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Codes 
1 Coni r nee Style Room 
2 LNIOQ Room Style 
3 Observ 10n Room 
4T I tchn 
5 T ch n Obsv Rm 
6. Video Equ1pm nt Av I 
7 A. Located 1n Shoppmg Mall 

78. loca'ed 1n Olf100 Bu ng 
7C F~ S ndulQ B ldJng 
8 on 1 Room 
9 on1Vte ng 
1 0 Video Coni ~ nong 
t not h ng 100 s * d no OlllH)I1 one room 

Market Decisions Corporation 
8959 S.W. Barbur Blvd., Ste. 204 
Portland. OR 97219 
Ph. 503-245-4479 
Fax 503-245-9677 
Sue Ellen Chrtstensen 
1,3,6. 7B,8,9 
Am. 1) 18x19 
Am. 2) 11x18 
Am. 3) 10x18 

Market Strategies 

Obs. Am. Seats 12 
Obs. Am. Seats 7 
Obs. Am. Seats 7 

111 S.W. 5th Ave .• Ste. 1850 
Portland, OR 97204 
Ph. 503-225-0112 
Fax 503-225-8400 
Tracy Dobesh 
1,3 6,7B 
Am. 1) 19x30 Obs. Am. Seats 10 
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Market Trends, Inc. 
2130 S.W. Jefferson, Ste. 200 
Portland, OR 97201 
Ph. 503·224-4900 
Fax 503-224·0633 
Brad Huston 
1,3,4,6, 7B,8 
Am. 1) 18x13 
tAm. 2) 9x10 

Omni Research 

Obs. Am. Seats 8 

7689 S.W. Capttol Hwy. 
Portland, OR 97219-2745 
Ph. 503·245-4014 
Fax 503-245-9065 
Chris Robinson 
1,3,6,7C,8 
Am. 1) 21x20 

PENNSYLVANIA 

L 

Parkwood Research Assoctate 
4635 Crackersport Rd. 
Allentown, PA 18104 
Ph. 610-481 -0102 
Fax 610-395-8027 
Steve Rioux 
1,3,4,6,7B 

Telephone Concepts Unlimited 
3724 Crescent Court W. 
Whitehall, PA 18052 
Ph. 610·437·4000 
Fax 610·437-5212 
Bob Williams, President 
1,3,6,7B 

Moore Research Serv1ces, Inc. 
2610 Ellsworth Ave. 
Erie, PA 16508 
Ph. 814·868·4678 
Fax 814·864-8333 
Colleen Moore Mezler. Vice President 
1 ,3,4,6,7B,8 
Am. 1) 17x12 Obs. Am. Seats 8 

B 

The Bartlett Group 
3690 Vartan Way 
Harrisburg, PA 17110 
Ph. 717·540·9900 
Fax 717·540·9338 
Jeff Bartlett, President 
1,3,6,7C 
Am. 1) 12x22 Obs. Am. Seats 7 
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C S R 

The Bartlett Group 
1910 Fruitville Pi e 
Lancaster, PA 17601 
Ph. 717-569-8950 
Fax 717-540-9338 
Jeff Bartlett, President 
1,3,6,7A 
Am. 1) 16x22 Obs. Am Seats 8 

PHILAD P lA 

Consumer Pulse of Philadelph a 
Plymouth Meeting Mall, #2203 
Plymouth Meeting, PA 19462 
Ph. 610.825-6636 
Fax 610-825-6805 
Eleanor Yates 
1 ,3,4,5,6,7A,8,9 
Am. 1) 15x15 Obs. Am. Seats 20 
(See advertisement on p. 103) 

Focus Suites of Philadelphia 
One BaJa Plaza, Ste. 622 
Bala Cynwyd, PA 19004 
Ph. 610-667-1110 
Fax 610-667-4858 
Kathy Joni 
1,3,4,6,78,8,9 
Am. 1) 18x22 Obs. Am. Seats 20 
Am. 2) 16X20 Obs. Am. Seats 18 
Am. 3) 16x20 Obs. Am. Seats 18 
(See advertisements on pp. 130 131) 

December 1995 

Group Dynam cs In Focus, Inc. 
555 City Une Ave., 6th fl. 
Bala Cynwyd, PA 19004 
Ph. 610-668-8535 
Fax 610-668-2072 
Robin Kaplan 
1 ,3,4,6,78,8,9, 10 
Am. 1) 28x20 
Am. 2) 16x24 
Am. 3) 16x24 
Am. 4) 14x18 
MemberVCAN 

Obs. Am. Seats 18 
Obs. Am. Seats 12 
Obs. Am. Seats 12 
Obs. Am. Seats 10 

(See advertisements on pp. 3, 132) 

JRA rteting Research, Inc. 
587 Bethlehem Pike, Ste. 800 
Montgomeryville, PA 18936-9742 
Ph. 215-822-6220 
Fax 215-822-2238 
Frances Grubb or Nancy Kol ebeck 
1,3,4,6,78,8,9 
Am. 1) 15x16 
Am. 2) 7x10 
Am. 3) 20x40 
Member NETWORK 

Obs. Am. Seats 10 
Obs. Am. Seats 3 
Obs. Am. Seats 3 

(See advertisements on pp. 5, 31) 

JRA Marketing Research Inc. 
1600 Market St., Ste. 1550 
Philadelphia, PA 19103-7240 
Ph. 215-822-6220 
Fax 215-822·2238 
Frances Grubb or Nancy Kolkebeck 
1 ,3,4,6,78,8,9 
Rm. 1)18x18 
Am. 2) 22x15 
Am. 3) 11x12 
Member NETWORK 

Obs. Am. Seats 15 
Obs. Am. Seats 15 
Obs. Am. Seats 6 

(See advertisements on pp. 5, 31) 

JRP Marteting Research Services, Inc. 
100 Granite Dr., Terrace Level 
Media, PA 19063 
Paul Frattaroli 
1,3,4,6,78,8 
Am. 1) 20x20 Obs. Am. Seats 18 
Am. 2) 24x20 Obs. Am. Seats 15 
(See adVertisement on p. 129) 

Mar's Surveys, Inc. 
3000 Atrium Way, Ste. 100 Lobby fl. 
Horizon Corp. Ctr., Atrium 2 Bldg. 
MI. Laurel, NJ 08054 
Ph. 609-786-8514 or 609-235-3345 
Fax 609-786-0480 or 609·235-1 613 
Marlene T eblum or Judy Abrams 
1 ,3,4,6,78,8,9 
Am. 1) 15x23 
Am. 2) 10x10 
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Codes 
1 Con renee S Room 7B 
2. LMng RoomS 
3 <llsel'l 1011 Room 
4 T I I 

5 T lfctlen())s Am 
6 Video E~ A liable 
7 A Located 1n Shopping I 

Mar's Surveys. Inc. 
Cmnammson Mall, Ate. 130 
Cinnammson. NJ 08077 
Ph. 609-786-8514 
Fax 609-786-0480 
Judy Abrams 
1,3,6,78,8,9 
Am. 1) 15x20 

Phlladelph a Focus, Inc. 
1 00 N. 17th St., 3rd fl. 
Phtladelphta, PA 19103 
Ph. 215·561 -5500 
Fax 215-561-6525 
1,3,6,78,8.9,1 0 
Am. 1) 19 22 
Am. 2) 17x24 
Am. 3) 14x24 
Member FocusVtsion 

Obs. Am. Seats 15 
Obs. Am. Seats 15 
Obs. Am. Seats 15 

(See advertisements on pp. 29. 133) 

Philadelphia Focus, Inc. 
555 N. lll .• #6038 
Conshohoc en, PA 19428 
Ph. 610-397-0300 
Fax 610-397..0308 
1.3.4.6,78 
Am. 1) 14x22 Obs. Am. Seats 12 
Am. 2) 14x22 Obs. Am. Seats 12 
Am. 3) 14x22 Obs. Am. Seats 12 
(See advertrsement on p. 133) 

Plaza Research 
Two Greentree Centre 
Marhon. NJ 08053 
Ph. 609-596-7777 or 800-654-8002 
Fax 609-596-3011 
Debby 8ilofsky 
1,2,3,4,5,6,78,8,9 
Am. 1) 15x20 Obs. Am. Seats 15 
Am. 2) 15x20 Obs. Am. Seats 15 
Am. 3) 15x20 Obs. Am. Seats 15 
(See advertisement on p. 121) 

Quality Controlled Services 
KOR Ctr. A, 2577 lnterplex Dr., Ste. 101 
Trevose, PA 19053 
Ph. 800-752-2027 
Fax 215·639-8224 
Lynne Sttvann 
1,3,4,6,78 
Am. 1) 16x20 Obs. Am. Seats 12 
Am. 2) 16x20 Obs. Am. Seats 10 
Am. 3) 12x14 Obs. Am. Seats 6 
(See advert1sement on p. 61) 

GROUP DYNAMICS 

Quality In Fteld 
308 La eslde Or. 
Southampton, PA 18066 
Ph. 215-698·0606 
Fax 215-676-4{)55 
Arlene Fneze, Pres1dent 
1 ,3,4,6,78 

StrategiC Mar ettng Corporation 
GS8 Bldg., Ste. 802 
City I.Jne & Belmont Aves. 
Bala Cynwyd, PA 19004 
Ph. 610-667-1 649 
Fax 610-667-0628 
Julia Goodfnend, President 
1,3,6,78 
Am. 1) 20x20 Obs. Am. Seats 1 0 

T.I.M.E. Market Research 
366 Beaver Valley 
Monaca, PA 15061 
Ph. 412-728-8463 
Fax 412-728-9806 
Shawn 8tshop 
1 ,3,4,6,7A,8,9 
Am. 1) 14x18 

TVG 
520 V1rg1n1a Dr 

Obs. Am. Seats 10 

Fort Washtngton. PA 19034 
Ph. 215-646-7200 
Leanne Batzel 
1,3,6,78,10 

WHICH LOCATION IS IDEAL FOR YOUR NEXT QUALITATIVE PROJECT? 

BALA CYNWYD, PA 

Brand N ew Facility 
(Same Loc ation) 

• "City" Con urn r 

• Exp rti in M di 1/H lth Care R ruilin 

• All Purpos Room With Ob IV i n 

• 4 Fo u Group ms/Cli nt Suil providing 
priva y and comfort 

• Found dIn 1981 

VOORHEES, NJ 

• "Suburb n" Con urn r 

• On-Si hon Room R ruitin 

• Comm r i 1 T l Ki l h n 

• 2 Multi v 1 Ob rv lion Rooms S ali 
25 In Co [I rl 

• 20 Minut s To Downt wn hil d lphi 

• D signed By Qualitaliv C n ult nls 
(Op n d 19 2) 

/ OPERA: D FOR PERSONALS RVICE • 35 MlNUfES OM PHILAD l.PHIA AIRPORf • FREE PARKING 

CALL (800) 220-1011 FOR BROCHURES AND INFORMATION 
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1996 FOCUS GROUP FACILITY DIRECTORY 

Codes 
1. Con erence Styte Room 
2. l..Mng Room S1yte 
3. Observat100 Room 
4 TestKilcllen 
5 Test K1lcllen Obsv Am. 
6. VIdeo Equ!piTII!nt Ava1labl 
7 A. located in Shoppng I 

U. S. Research Corp. 
2224 Echelon Mall 
Voorhees, NJ 08043 
Ph. 609·772-2220 
Darlene Frambry, Manager 
1,34,6,7A 

P SBURG 

Campos Market Research 
216 Boulevard of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471 -8484 
Fax 412-471 -8497 
Yvonne Campos 

7B. Located m Oflice Buik:!ing 
7C. free Standing Building 
8 1-oo-1 Room 
9. 1-on-1 V1ewing 
10. VIdeo Coni reoong 
tdenotes liVing room style 
t denotes ooe-on~e room 

1,3,4,6,78 
Am. 1') 15x19 
Am. 2) 20x27 

Obs. Am. Seats 14 
Obs. Rm. Seats 1 0 

Car-Lene Research, Inc. 
Monroeville Mall, Rm. 144 
Monroeville, PA 15146 
Ph. 412-373-3670 
Fax 412-373-5076 
Stacey Stanford 
1 ,3,4,5,6, 7 A 

Data Information, Inc. 
Century Ill Mall 
3075 Clairton Ad. 
W. Mifflin, PA 15123 
Ph. 412-655-8690 
Fax 412·655-8693 
Nancy Palyo 
1 ,3,4,6,7A,8,9 
Rm. 1) 12x20 Obs. Rm. Seats 10 

Direct Feedback 
4 Station Square, Ste. 545 
Pittsburgh, PA 15219 
Ph. 412-394-3676 
Fax 412-394-3660 
Tara Hill Conroy, President 
1,3,6,7B 
Rm. t) 24x13 Obs. Rm. Seats 13 

Focus Center Of Pittsburgh 
2101 Greentree Ad. 
Pittsburgh, PA 15220 
Ph. 412-279-5900 
Fax 412-27S..5148 
Erica Dudgeon, Manager 
1,3,4,6 78 
Rm. 1} 19x21 Obs. Am. Seats 12 
Am. 20 24x25 Obs. Am. Seats 15 

Greater Pittsburgh Research SeNice 
5950 Steubenville Pike 
Pittsburgh, PA 15136 
Ph. 412-788-4570 
Fax 412-788-4582 
Ann Urban 

~~~~~~~~~~si 13.6.7B 

Grea case 
histories, practical 

examp es of 
research echniques 

and the most 
complete 

directories in the 
industry are good 
reasons to tell a 

f(end about 
~~~~---------------

MARI001NG RF.SEARCH 
Review 

Guide Post Research 
21 Yost Blvd., Ste. 400 
Pittsburgh, PA 15221·5283 
Ph. 412-823-8444 
Fax 412-823~300 
Jay P. La Mond, President 
1 ,3,4,6,78,8 
Rm. 1) 14x22 Obs. Rm. Seats 10 
Rm. 2) 10x12 

Heakin Research, Inc. 
Ross Park Mall 
1000 Ross Park Mall Rd. 
Pittsburgh, PA 15237 
Ph. 412-369-4545 
Fax 412-369-4473 
Sandy Turtle, Manager 
1,3,4,6,7A 

Santell Phone & Foous, Inc. 
300 Mt. Lebanon Blvd., Ste. 2204 
Pittsburgh, PA 15234 
Ph. 412·341 -8770 
Fax. 412·341 ·8774 
Barbara K. Womack 
1,3,4,6,7B,8 

TJ M.E. East Market Research 
280 Ohio Valley Mall 
St. Clairsville, OH 43950 
Ph. 614-695-6288 
Fax 614~695-5163 

Tim Aspenwall 
1,3,4,6,7A 

YO 

Polk-Lepson Research Group 
108 Pauline Dr. 
York, PA 17402 
Ph. 717-741 -2879 
Carol Morris, Dir. Field Svcs. 
1,3,6,78 

RHODE ISLAND 

p ov c 
Macintosh Survey Center 
450 Velerans Memorial Pkwy. 
East Providence, AI 02914 
Ph. 401 -438-8330 
Fax 401-434-9219 
Ann Macintosh 
1 ,3,4,5,6,7B 
Am. 1) 18x20 Obs. Am. Seats 15 

Performance Research 
25Mii1St. 
Newport, AI 02840 
Ph. 401-848-0111 
Fax 401 ·848-0110 
Bill Doyle, Vice President 
1,3,6,7C 
Rm. 1) 13x30 

SOUTH CAROLINA 

Bernett Research Services, Inc. 
62 Northwoods Mall, Unit E-1B 
2150 Northwoods Blvd. 
N. Charleston, SC 29418 
Ph. 803-553-{)030 
Fax 803-553-0526 
Gloria Duda 
1 ,3,4,6,7 A,8 
Rm. 1) 12x15 Obs. Am. Seats 8 
(See advertisement on p. 46) 

COLUMBIA 

Mark.etsearch Corporation 
2721 Devine St. 
Columbia, SC 29205 
Ph. 803-254-6958 
Fax 803-7SS.9180 
Kathy Harsey, Field Director 
1 ,3,4,6,7C,8,9 
Am. 1) 16x20 Obs. Am. Seats 14 

Metromark Market Research, Inc. 
3030 Devine St. 
Columbia, SC 29205 
Ph. 803-256-8694 
Fax 803-254-3798 
Emerson Smith, President 
1,3,6,7C 
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G VILL 

Carolina Market Research 
88 Villa Rd. 
Greenville, SC 29615 
Ph. 803-233-5n5 
Elizabeth Buchanan 
1 .3.4,6.7C8,9 

Market Insight 
530 Howell Ad ., #205 
Greenville. SC 29615 
Ph. 803-292-5187 
Michael Shuck, President 
1 .3.4,5.6, 7B 

ProGen Research 
712 N. Main St. 
Greenville, SC 29609 
Ph. 803-244-3435 
Maxie Freeman, President 
1,3 6,7C 

SOUTH DAKOTA 

sou ALLS 

American Public Opinion Survey 
and Market Research 
1320 S. Minnesota Ave. 
Sioux Falls. SO 57105-0625 
Ph. 605-338-3918 
Fax 605-334-7473 
Warren R. Johnson 
1 ,2,3.4 5,6,7C,8,9 
Rm. 1} 16x24 
Rm. 2} 20x22 
Rm. 3} 20x25 
tAm. 4) 30x36 

Phoenix Systems, Inc. 
2701 S. Minnesota Ave. 
Sioux Falls, SO 57105 
Ph. 605-339-3221 
Fax 605-339-0408 
Ron Butterfield 
1,3,6,7B 

Obs. Am. Seats 15 
Obs. Rm. Seats 20 
Obs. Rm. Seats 25 
Obs. Rm. Seats 50 

Am. 1) 22x24 Obs. Rm. Seats 10 
(See advertisement on p. 51) 

TENNESSEE 

c 00 A 

Wil ·ns Research Services 
1921 Morris Hill Rd. 
Chattanooga, TN 37421 
Ph. 423-894-9478 
Fax 423-894-o942 
Lisa Wil ·ns 
1,3,4,5,6,7C 

December 1995 

M MP S 

Accudata Market Research 
1036 Oakhaven Ad. 
Memphis, TN 38119 
Ph. 901 -763-0405 
Fax 901 -763-Q660 
Valerie Jolly, Gen. Mgr. 
1,2,3,4,5,6, 7B 
Rm. 1) 14x18 Obs. Rm. Seats 12 
Am. 2) 14x18 Obs. Rm. Seats 12 

u 
u 
u 

OPI 10 S U l 
A PREMIER RESEARCH CENTER 

Fnedman Marketing/Memphis 
Century Plaza Bldg., Ste. 1 & 2 
5830 Mt. Moriah 
MemphiS, TN 38115 
Ph. 901 -795-0073 or 914-698-9591 
Fax 901 -360-1268 
1,3,4,6, 7B,8 
Rm. 1) 19x30 Obs. Rm. Seats 12 

Heakin Research. Inc. 
5501 Winchester, Ste. 6 
MemphiS, TN 38115 
Ph. 901 -795-8180 
Linda Pollock 
1,3,4,6,7B 
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Codes 
1 Coli r Sty Room 
2. LIYII'IQ Room S I 
3 Obsefv 110n Room 
4 T I 

PWI Research 
5100 Poplar Ave.. 125 
MemphiS, TN 38137 
Ph 901 -682-2444 
Fax 901 -682-2471 
lea L. W1nstead 
1,3.6,7B 

Venture Marketing Assoctates, Inc. 
3155 Htckory Htlls Rd .. #203 
MemphiS, TN 38115 
Ph 901 -795-6720 
Fax 901 -795-6763 
Alex Klem 
1.2.3.4.5.6,7B,8,9 
Am 1} 11x22 
tAm 2) 12x15 

136 

Obs. Am Seats 8 
Obs Am Seats 8 

Jackson Associates, Inc. 
Cool Spnngs Galiena 
1800 Galiena Blvd. 
Fran hn (Nashvtlle), TN 37064 
Ph. 770-394-8700 
Fax n0-394-8702 
Margaret Htcks 
1,3,6,7A 
Am. 1) 14x22 Obs. Am. Seats 10 
Member NETWORK 
(See advertisements on pp. 31 , 81 ) 

NCG Research 
2100 West End Ave .• Ste. 800 
Nashvtlle, TN 37203 
Ph. 615-327-3373 
Dav1d Furse. Prestdenl 
1,3,6,7B 

Quality Controlled Services 
Fa1rlawns Bldg. 5203 Maryland Way. #150 
Brentwood, TN 37027 
Ph. 800-637-0137 
Fax 615-661 -4035 
Mary Bryant 
1.3,4,6,7B,1 0 
Am 1) 14x17 
Am. 2) 13x16 
Member FocusVtston 

Obs Am. Seats 12 
Obs. Am. Seats 12 

(See advertisements on pp. 29. 61) 

The Nashvtlle Research Group 
1161 Murfreesboro Ad , Ste 150 
Nashvtlle. TN 37217 
Ph. 615-399-n27 
Fax 615-399-9171 
Glyna Kilpatnck. Owner 
1,3,4,6, 7B,8 
Am. 1) 20x16 Obs. Am. Seats 15 

20/20 Research. Inc 
2303 21st Ave. S , 2nd fl. 
NashVIlle, TN 37212 
Ph. 800·737-2020 
Fax 615·385-Q925 
Kathryn Harlan, Dtr. Qual. Svcs. 
1,2,3,6,7B 
Am. 1} 22x16 
Am. 2} 16x22 
tAm. 3) 10x20 

TEXAS 

Obs. Am. Seats 12 
Obs. Am. Seats 12 
Cbs. Am. Seats 8 

Opinions Unlimited, Inc. 
8201 S W. 34th. 
Amanllo, TX 79121 
Ph. 806-353-4444 
Fax 806-353-4718 
Anndel Martm 
1.3.6.7C.8.9 
Am. 1} 22x23 Cbs. Am. Seats 12 
(See advertisement on p. 135) 

S I 

First Market Research Corp. 
2301 Hancock Dr. 
Austin, TX 78756·2510 
Ph. 512 51 -4000 
Fax 512-451 ·5700 
E-mail: focusgrp@firstmarket.com 
Kelleye Hutchmson or Ron Tittle 
1,3,6,7C 
Am. 1) 23x13 Obs. Am. Seats 10 
(See advertJsement on p. 1 02) 

NuStats, Inc. 
4544 S. lamar, Bldg. 200 
Aushn, TX 78745 
Ph. 512-892-Q002 
Fax 512-892-3806 
Johanna Zmud, Exec. V.P. 
1,3,6,7B 

Tammadge Market Research 
1616 B Rto Grande 
Austtn, TX 78701 
Ph. 512 74-1005 
Fax 512-370-0339 
Melissa Pepper, CSC 
1,3,6,7C 
Am. 1) 18x20 Cbs. Am. Seats 10 
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L .wo 

Accurate Research, Inc. 
2214 Paddock Way Or., #100 
Grand Prairie, TX 75050 
Ph. 214-641 -42n 
Fax 214-641 -1549 
Charlotte Rem us, Field Director 
1,3,4,6,7C 

Dallas Focus 
511 E. Carpenter Frwy., Ste.1 00 
Irving, TX 75062 
Ph. 800-336-1417 /214-869·2366 
Fax 214-869-9174 
Robtn McClure, PresJPartner 
1,3,4,6, 78,8,9 
Am. 1} 15x20 Obs. Am. Seats 12 
Am. 2} 15x22 Obs. Am. Seats 15 
Am. 3} 15x20 Obs. Am. Seats 15 
Am. 4) 19x25 Obs. Am. Seats 25 
fRm. 5) 8x8 Obs. Am. Seats 10 
fRm. 6} 8x8 Obs. Am. Seats 10 
{See advertisements on pp 136. 147) 

Facts in Focus. Inc. 
15340 Dallas Pkwy. 
Dallas, TX 75248 
Ph. 214·386·7744 
Jeanne Kurzym Manager 
1,3,6, 78,8,9 

Fenton Swanger Consumer Research 
14800 Quorum Or., Ste. 250 
Dallas, TX 75240 
Ph. 214-934-0707 
Fax 214-490-3919 
Nancy Ashmore, Field Director 
1,3,4,6,78 

Focus On Dallas 
4887 Alpha Rd., Ste. 200 
Dallas. TX 75244 
Ph. 214·960-5850 
Mary Ulnch 
1,3,4,6,78 
Am. 1) 25x18 
Am. 2) 25x18 
Am. 3) 45x20 

Obs. Am. Seats 15 
Obs. Am. Seats 15 
Obs. Am. Seats 20 

Friedman Marketing/Dallas 
Prestonwood Town Center 
Space 2F612128 
Dallas. TX 75240 
Ph. 914-698-9591 
1,3,4,6,7A,8 
Am. 1) 16x12 Obs. Am. Seats 8 

Heakin Research. Inc. 
Fort Worth Town Center 
4200 S. Freeway, Ste. 8-31 
Ft. Worth, TX 76115 
Ph. 817·926-7995 
Fax 817-927-2387 
VIVIan Taylor, Manager 
1,3,4,6,7A 

NRG Dallas 
1341 W. Mockingbtrd Ln., Ste. 417E 
Dallas, TX 75247 
Ph. 800·315-TEXX (8399) 
Fax 214-630-6769 
Kelly Lynn Ireland, Facihty D~rector 
1,3,4,6,78 
Am. 1) 10x13 Obs. Am. Seats 8 
Am. 2) 12x17 Obs. Am. Seats 10 
{See advertisements on pp. 124, 137) 

December 1995 

Plaza Research 
14160 Dallas Pkwy. 
Dallas, TX 75240 
Ph. 214-392-0100 or 800-654-8002 
Fax 214·386-6008 
Susan Trace 
1,2,3,4,5,6,78,8,9 
Am. 1) 15x20 Obs. Am. Seats 15 
Am. 2} 15x20 Obs. Am. Seats 15 
Am. 3} 15x20 Obs. Am. Seats 15 
(See advertisement on p. 121) 

Probe Research 
2723 Valley V1ew Ln. 
Dallas, TX 75234 
Ph. 214-241 -6696 
Fax 214-241 -8513 
RIChard Harns, Vice Pres•dent 
1,3,4,6,7C 
Member NETWORK 
{See advertisement on p. 31) 

Quality Controlled Services 
14679 M1dway Rd., Ste. 102 
Dallas. TX 75244 
Ph. 800·421 -2167 
Fax 214-490-3065 
Kath1 McGregor 
1,3,4,6,78,1 0 
Am. 1} 16x20 
Am. 2} 20x15 
Am. 3} 19x16 
Member FocusViston 

Obs. Am. Seats 16 
Obs. Am. Seats 15 
Obs. Am. Seats 10 

(See advertisements on pp. 29, 61) 

Savitz Research Center, Inc. 
13747 Montfort, Ste. 211 
Dallas, TX 75240 
Ph. 214-38&-4050 
Fax 214-450-2507 
Hamel Silverman 
1,3,4,6, 78,8,9 
Am. 1) 30x23 Obs. Am. Seats 25 
Am. 2) 16x21 Obs. Am. Seats 20 
Am. 3) 1 Ox80bs. Am. Seats 6 
Am. 4) 10x80bs. Am. Seats 6 
{See advertisement on p. 139) 

Savitz Research Center, Inc. 
2053 The Parks at Arlington Mall 
3811 S. Cooper 
Arlington. TX 76015 
Ph. 817-467-6437 
Fax 817-467-6552 
Harnet Silverman 
1,3,4,6,7A 
Am. 1) 15x17 Obs. Am. Seats 10 
{See advertJsement on p. 139) 

p 

Aim Research 
10456 8nan Mooney 
El Paso, TX 79935 
Ph. 915·591-4n7 
Fax 915-595-6305 
Linda Adams, Owner/D1rector 
1,3,4,6,7C 
Am 1) 20x20 Obs. Am. Seats 15 
{See advertJsement on p. 138) 

0 0 

COS Research 
5851 San Felipe, 50 
Houston, TX nOS? 
Ph. 713-783-9111 
Fax 713-954-1520 
Noel Roulin. President 
1,3,4,6,78,8,9 
Am. 1) 24x30 
Am. 2) 15x25 
Am. 3) 10x15 

Obs. Am. Seats 20 
Obs. Am. Seats 12 
Obs. Am. Seats 8 

"For Fast Turnaround 
On Your Project . ... 

... . Turn To 
Nortex Research" 
Two Cities, One Concept, 

QUALITY. 

Facilities Located in Da/Jm, TX 
and Raleigh, N . 

r op Fli ht R ruitin ++ + 
if!~. ialti Include 
Afri an- m 
andth 

1 pantc 

ommunity 

lnterviewin9 and Recruitin9 In 
The Technical And 
Medical Field 

clcphonc Intcrvicwin In 
cdi al and Tcchni-

Intercept ntf ~t Interviewing, 
Tria( 'RJ arch ntf ore. 

For Additionallnfonnalion or Pricing 
C811 Kelly Lynn Ireland 

1-800-315-TEXX {8399} 
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Codes 

Creative Consumer Research 
3945 Greenbriar 
Stafford, TX 77 4 77 
Ph 713-240-9646 
Fax 713-240-3497 
PatriCia Pratt, Vice President 
1 ,3,4,6, 78,8,9 

Heakin Research, Inc. 
Galleria II 
5085 Westheimer, Ste. 3897 
Houston, TX 77056 
Ph. 713-871-8542 
Fax 713-871-8549 
Laurie DeRoberts, Manager 
1,3,4,6,7A 

Heakin Research 
1670 San Jacinto Mall 
Baytown, TX 77521 
Ph. 713-421 -2584 
Fax 713-421 -2514 
Catherine Sweeney, Manager 
1,3,4,6,7A 

---------------1 Heakin Research, Inc. 

11 Lin 
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247 Greenspoint Shopping Mall 
Houston, TX 7706/J 
Ph. 713-872-4164 
Fax 713-872-7024 
Valerie Owens, Manager 
1,3,4,6,7A 

Houston Consumer Research 
730 Alameda Mall 
Houston, TX 77075 
Ph. 713-944-1431 
Fax 713-944-3527 
1 ,3,4,6,7A,8,9 
Am. 1) 16x18 Obs. Am. Seats 18 

In-Touch Research, Inc. 
5855 Sovereign Dr., #200 
Houston, TX 77036 
Ph. 713-773-8300 
Fax 713· 773-8306 
Debbie L. Thigpen 
1,3,4,6,78 
Am. 1) 19x22 Obs. Am. Seats 25 
Am. 2) 14x22 Obs. Am. Seats 10 

Opinions Unlimited Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph. 713·888·0202 
Fax 713-960-1160 
Anndel Martin 
1 ,2,3,6,78,8, 10 
Am. 1) 20x24 
Am. 2) 20x24 
Am. 3) 20x22 
MemberVCAN 

Obs. Am. Seats 24 
Obs. Am. Seats 16 
Obs. Am. Seats 16 

(See advertisements on pp. 3, 135) 

Plaza Rese rch 
5333 Westheimer 
Houston, TX 77056 
Ph. 800-654·8002 
1,2,3,4,5,6,78,8,9 
Am. 1) 15x20 Obs. Am. Seats 15 
Am. 2) 15x20 Obs. Am. Seats 15 
Am. 3) 15x20 Obs. Am. Seats 15 
(See advertisement on p. 121) 

Quality Controlled Services 
17625 El Camino Real 
Houston, TX 77058 
Ph. 800-522-2385 
Fax 713486-3831 
Diana Reid 
1,3,4,6,78,10 
Am. 1) 19x20 Obs. Am. Seats 14 
Am. 2) 19x20 Obs. Am. Seats 14 
Member Focus Vision 
(See advertisements on pp. 29, 61) 

Savitz Research Center, Inc. 
5177 Richmond, Su~e 1290 
Houston, TX 77056 
Ph. 713.S21-4084 
Fax 713-621-4223 
Harriet Silverman 
1 ,3,4,6, 78,8,9 
Am. 1) 22x30 Obs. Am. Seats 24 
Am. 2) 18x20 Obs. Am. Seats 20 
Am. 3) 8x16 Obs. Am. Seats 6 
(See advertisement on p. 139) 

The Woodward Group 
10101 Southwest Freeway, Ste. 335 
Houston, TX 77074 
Ph. 713-772-0262 or 800.S78-7839 
Fax 713·772.0265 
Kerry A. Palermo 
1 ,3,6,78,8,9 

LUBBO 

Un~ed Marketing Research 
1516 53rd St. 
Lubbock, TX 79412 
Ph. 806·744.S740 
Fax 806·744.0327 
David McDonald 
1,3,6.7C 

SA A 0 10 

Creative Consumer Research 
5411 Bandera Rd., Ste. 307 
San Antonio, TX 78238 
Ph. 210·520-7025 
Fax 210-680.9906 
Richard Weinhold, Vice President 
1,3,6,78 

Galloway Research Service 
4346 NW Loop 410 
San Antonio, TX 78229 
Ph. 210-734-4346 
Fax 210.732-4500 
Patrick Galloway, President 
1,2,3,4,6,7C 

Quiric's Marketing Research Review 
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UTAH 

S LTL K CITY 

Dan Jones & Associates, Inc. 
515 S. 700 E., Ste. 3H 
Salt lake City, UT 841 02 
Ph. 801 -322-5722 
Fax 801 -322-5725 
Pa Jones, Vice Pressden 
1.2,3,6,78 

Utah Marke Research 
Ruth Nelson Research Services 
50S. Main St. 
Sal Lake City. UT 84144 
Ph. 80 -363-8726 
Fax 80 1-321 ·4904 
Cheri Ingram, Manager 
1,3.4,6.7A 

Valley Research. tnc. 
1 04 E. Ashton Ave., #106 
Salt La e City, UT 84106 
Ph. 801 -467-4476 
Fax 80 -487-5820 
E-Mail: mxu29a@prodlgy.com 
Sue Sheffield, V.P., Foe. Grp. Ops. 
1 ,3.4,6,78,8 
Rm. ) 21 x 5 Obs. Rm. Seats 6 

Valley Research. Inc. 
630 E. South Temple 
Salt La e City, UT 84102 
Ph. 801 -467-4476 
Fax 801 -487-5820 
E-Mail: mxjj29a@prodigy.com 
Sue Sheffield, V.P., Foe. Grp. Ops. 
1 ,3.6,7C,8 
Rm. ) 24x2 Obs. Rm. Sea s 12 

Your Opinion Coun s 
Gay Hill Field Service 
4835 Highland Dr. 
Salt Lake City, UT 84 17 
Ph. 801 -261 -4117 
Fax 801-268-0247 
Gay Hill 
1,3,6,7A 

VERMONT 

BURLI GTO 

Action Research 
212 Battery St. 
Burlington, VT 05401 
Ph. 800-545-7168 
Fax 802-863-4724 
James Fong, Director 
Ph. 800-545-7 68 
Fax 802-863-4724 
1 ,3,6,78, 10 
Rm. 1) 25x30 Obs. Rm. Seats 2 
Rm. 2) 20x25 Obs. Am. Seats 8 

December 1995 

+ DALLAS 
OUSTON 

Q AL TATIVE CENTERS 
• arge Comfortable Focus Group Rooms 
• Viewing for 20 
• Large Versatile Multi-Purpose and Depth 

Interviewing Rooms 
• Test Kitchens 
• Both Centers in Office Buildings with 

Free Parking 

WATS 

+ 110 WATS Lines You Can Monitor 
• etworked CATI Sy tern 
+ Pre-Screened Sample Available 
• Keypunch, Coding, Tabulation Services 
• Direct Tran mi sion of Data and Tables 

via Modem 

REGIO AL MALL 
DALLAS AREA 

• Permanent Location 
• Test Kitchen 
• Client Viewing 
• Anchors Include Dillardt s, Foley' s, Sears 
• Competitive Price 

t 

a VI~ 
RES EARCH CE NTE R IN C 

Established 19 0 

(2 14) 386-4050 
FAX (214) 450-2 507 

Dalla + Houston 
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Codes 

Macro International, Inc. 
126 CollegeS . 
Burling on. VT 05401 
Ph. 802·863·9600 
Fax 802-863·8974 
E marl: Mahn e@macromt.com 
or http://www .macrom .com. 

Greg Mahn e. Ph.D .. V1ce Pres dent 
1,3.6.7B,8,9 
Am. 1) 25x20 Obs. Am. Seats 10 
(See advertisement on p. 141) 

VIRGINIA 

0 0 N 
B A 

Continental Research 
4500 Colley Ave. 
Norfol , VA 23508 
Ph. 804-489-4887 
Nanc1 Glassman 

,3,6.7B 
Am. 1) 11 x21 Obs. Am. Seats 9 

Issues and Answers Netwo k. Inc. 
5 5 Bonney Rd. 
Virgm1a Beach, VA 23462 
Ph. 804-456-1100 
Fax 804-456-0377 
Annette Hazoun. Mgr. Qual. Svcs. 
1,3.6.7B,8,9,10 
Am. 1) 16 22 Obs. Am. Seats 10 
Am. 2) 24 18 Obs. Am. Seats 15 

Norfolk Focus Group Centre 
Div. of Mart1n Research, Inc. 
#5 Koger E ecut1ve Ctr .. #11 0 
Norfolk. VA 23502 
Ph. 804-455-8463 
Fax 804-455-8503 
Pamela Collins-O'Dwyer, Manager 
1,3,6.7B,8 
Am. 1) 12x20 Obs. Am. Seats 8 

Quick Test Inc. 
825 Greenbner Crr., S e. 200 
Chesapea e, VA 23320 
Ph. 804-523-2505 
Fa 804-523-0463 
Gerri Kennedy 
1,3,4,6.7B 
Am. 1) 13x 5 Obs. Am. Seats 8 
(See advertisement on p. 89) 

R 0 

Capi al Focus Group Centre 
Div. o Martin Research, Inc. 
Koger Center-West End 
Dale Bldg., Ste. 108 
1504 Santa Rosa Rd. 
Richmond, VA 23229 
Ph. 804-285-3165 
Fax 804-285-7 30 
Susan Duff1e. Manager 
1 ,3.6,7B.8 
Am. 1) 2x20 Obs. Am. Seas 8 

Dommron Focus Group. Inc. 
(Opening February 1996) 
Commerce Plaza 
2809 Emerywood P wy. Ste. 00 
Richmond, VA 23294 
Ph. 804-275-0221 
1,3,4,5,6.7B,8,9 
Am. 1) 30 16 
Am. 2) 16 12 
Am. 3) 17 17 

Obs. Am. Seats 18 
Obs. Am. Seats 8 
Obs. Am. Seats 10 

Rrchmond Focus Group Center 
025 Boulders P wy. 

Boulder V, S e 440 
Rrchmond. VA 23225 
Ph. 804-272-6100 
Fa 804-272-7145 
Terry Brisbane. Manager 
,3,7B 

Southeas ern lnstrtute of Research, Inc. 
-----------------1.--------------~ 2325 W. Broad St. 

140 

? 
h mo t fundam ntal part of 
th qu tion. e b li v that y ur 

qu tion are th v ry heart f what 
h uld matt r and th e we 1 ave in y ur 

capable hand . h answer how v r ar 
wh r w p ialize. all u f r y ur n xt 
data II ti n a. ignm nt. 

Rrchmond. VA 23220 
Ph. 804-358-8981 or 800-807-8981 
Fa 804-358-9761 
E-mail : SIREACH@aol.com 
LOIS Aberna hy 
1.3,6.7C.8 
Am. 1) 15 15 Obs. Am. Seats 10 

ROA K 

Roane e Focus Group Cen re 
D v. of Martin Research, Inc. 
2122 Carolina Ave. S W 
Roane e. VA 24014 
Ph. 703-342-5364 
Fa 703-982-8101 
Marjorie Jes ey, V.P. Ops. 
1 ,3,4,6,7C,8 
Am. 1) 12x16 Obs. Am. Seats 6 

WASHINGTON 

s 0 A 

Consumer Opinion Services 
2101 N. 34 h St.. Ste. 110 
Seattle. WA 98103 
Ph. 206-632-7859 
Fa 206-632-7879 
Jerry Carter at 206-24 -6050 
,3,4.6,78,1 0 

Am. 1) 15 20 Obs. Am. Seats 16 
Am. 2) 20 40 Obs. Am. Seats 8 
MemberVCAN 
(See advertisements on pp. 3, 140) 

Quirk's Marketing Research Review 
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Consumer Opinion Services 
12825 1st Ave. S. 
Seattle, WA 98168 
Ph. 206-241-6050 
Fax 206-241-5213 
Jerry Carter at 206-241-6050 
1 ,3.4,5.6.7C 
Am. 1) 5x20 Obs. Am. Sea s 8 
(See advertisement on p. 140) 

Consumer Opinion Services 
10829 NE 68th St , Bldg. B 
Ki land, WA 98033 
Ph. 206-827-3188 
Fax 206-827-2023 
Jerry Carter at 206-241 -6050 
1 ,3,4,6,7B 
Am. 1) 15x20 Obs Am Seas 8 
(See adverttsement on p. 140) 

Deciston Data. Inc. 
200 Ktrkland Ave., Ste C 
Kirkland, WA 98033 
Ph 206-827-3234 
Fax 206-827-2212 
Russ Riddle, President 
,3,6.78 

Fredman MarketmgiSeattle 
South Hill Mall 
3500 Mendtan S. 
Puyallup. WA 98373 
Ph 206-840-0112 or 914 -698·9591 
Fax 206-840-0517 
1,3,4,6, 7 A,8,9 
Am. 1) 14x16 Obs. Am. Seats 10 

The Gilmore Research Group 
2324 Eastlake Ave. E., Ste 300 
Seattle, WA 98102 
Ph 206· 726·5555 
Fa 206· 726·5620 
Vik i Murphy 
1 ,3,6, 78.8,9.1 0 
Rm. ) 4x20 Obs Rm. Seats 2 
Am. 2) 4x19 Obs. Rm. Seats 8 
Member FocusVtston 
(See advertisements on pp 29. 128) 

The Gilmore Research Group 
2825 Eastla e Ave. E , S e. 200 
Seattle, WA 98102 
Ph. 206·726·5555 
Fa 206·726·5620 
Vi kt Murphy 
1 ,3,6, 78,8.9, 10 
Am. 1) 14x20 Obs Am. Seats 16 
Member FocusViston 
(See advertisements on pp. 29, 128) 

GMA Research Corp. 
1 808 Northup Way 
Bellevue, WA 98005 
Ph. 206-827·125 
Fax 206-828-6778 
Rtchard Seeker 
1 3,4,6.7B,8,9 
Am. 1) 12x22 

December 1995 

Obs Am Seats 0 
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Codes 
Con•erence Style Room 

2 Llv•ng Room 51y'il 
3 Ocservatton Room 
4 Tes1 i cren 
5 Tes1 Kitcl1en Oos·~ A . 
6 V1deo Equ prrent Avatlabl 
7A. Loca1ed tn Shopomg Mall 

Hebert Research, Inc. 
13629 N.E. 8ei·Red Rd. 
Bellevue. WA 98005 
Ph. 206-643-1337 

7 B. Loc.,ted tr 01 ice B ui dt ng 
7C. Free St d ng Build ng 
8. 1-on-1 Room 
9. 1-on-1 Vi wi~g 
10 Vod oConferenctng 
td notes wing room style 
i d notes one-ol'l-one room 

John Burshek. Vice President 
1.3,6,78 

Northwest Research Group 
400 108 hAve. N.E., Ste. 200 
Bellevue. WA 98004 
Ph. 206·635-7481 
Fax 206-635-7 482 
Jeff Etherton 
1,3,6,78 
Rm. ) 12x16 Obs. Am. Seats 5 

Market Data Research 
955 Tacoma Ave. S., # 0 
Taco a. WA 98402 
Ph. 206-383-1100 or 800-488-DATA 
GeneS arr 
1,3.6,78 
Am. ) 13x19 Obs. Am. Seats 0 

Mar et Trends, Inc. 
3633 136th Place SE, Ste. 110 
Bellevue, WA 98006 
Ph. 206-562-4900 
Fax 206-562-4843 
Jackie Weise 
1,3.4,6,78 8 
Am. ) 15x20 
tRm. 2) 10x10 

SPOKANE 

Obs. Rm. Seats o 

Consumer Opinion Services, Inc. 
Northtown Mall 
4750 N. Division St. 
Spa ane, WA 99207 
Ph. 509·487·6173 
Fax 509·487·7205 
Jerry Carter a 206·24 ·6050 
1.3,4,6,7A.8 
Rm. 1 ) 1 Sx20 Obs. Am . Seats 10 
(See adverttsement on p. 140) 

Robmson Research, Inc. 
Eas 130 Indiana, #B 
Spokane. WA 99207 
Ph. 509-32e;-8o8o 
Fax 509-325-8068 
William D. Robinson, PRESIDENT 
1,3,6.7C 
Am. 1} 1 x18 Obs. Rm. Seats 6 
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WEST VIRGINIA 

ARL 0 

McMillion Research 
1 012 Kanawha Blvd. 
Charles on. WV 25301 
Ph. 304-755-5889 
Fax 304·755·9889 
Gary L. McMillion 
1.2,3,6.78.8,9 
Rm. 1) 8x14 Obs. Rm. Seats 2 
tAm. 2} l8x14 Obs. Rm. Seats 2 
Member NETWORK 
(See advertisement on p. 31) 

McMillion Research 
Hun ington Mall 
R e. 60 at 1-64 
Hun ington, WV 25501 
Ph. 304-755-5889 
Fax 304-755-9889 
Sandy McMillion 
1.3.4.6.7A 
Am. ) 16x15 
Member NETWORK 
(See advertisement on p. 31) 

WISCONSIN 

APPLETON 

Friedman Mar eting.:Green Bay/Appleton 
Fox River Mall. #712 
4301 W. Wisconsin Ave. 
Appleton, W154913 
Ph. 414-730·2240 or 914·698·9591 
Fax 414·730·2247 
1 ,3.4,6,7A.8 
Am. 1) 3x12 Obs. Am. Seats 4 

Quality Controled Services 
4330 W. Spencer St. 
Apple on. WI 54915 
Ph. 414·73 ·2241 
Fax 414-731-292 
Sharon Cornell 
1 ,2,3.4.6. 7C,8,9 
Rm. 1) 15x 7 Obs. Rm. Seats 10 
Rm. 2) 16x23 Obs. Rm. Seats 15 
Rm. 3) 1 Ox 1 Obs. Rm. Seats 8 
(See advertisement on p. 61) 

GRE NBAY 

Wtsconsin Research , Inc. 
270 Matn St. 

Green Bay, Wl54302 
Ph. 414-436-4646 
Fax 4 4-436-4651 
Barbara Smi s, President 
1 ,3,4.6.78,8 
Rm. 1) 22x16 Obs. Rm. Seats 12 

MA ISO 

Chamberlain Research Cnslts. 
4801 Forest Run Rd .. Ste. 01 
Madison. Wl53704·7337 
Ph. 608·246·301 0 
Fa 608·246·3019 
Tyler Walker. Proj. Coord. 

,3,4.6, 78,8.9 
Rm. 1) 18x22 Obs. Rm. Seats 15 
Rm. 2) Bx 2 Obs. Rm. Seats 3 

Gene Kroupa & Assoctates 
502 N. Eau Claire Ave. 
Madison. WI 53705 
Ph. 608·231 ·2250 
Fa 608·231 ·6952 
Gene Kroupa, President 

,3,4.6,78 
Rm. 1) 20x28 Obs. Rm. Seats 8 

owoc 
The Leede Research Group 
1332 S. 26th St. 
Manitowoc, W154221-0355 
Ph. 414-683-5940 
Fax 414-683-5950 
E-mail : 76042.2456@compuserve.com 
Mike Rusch, Secondary Spec. 
1 ,3,6.7C.8 
Am. 1) 2 x19 Obs. Rm. Seats 10 

MILWAUK E 

Consumer Pulse of Milwaukee 
The Grand Ave. Mall, #2004A 
275 West Wisconsin Ave. 
Milwaukee, WI 53203 
Ph . 414-274·6060 
Fax 4 4·274·6068 
Esther Young 

,3,4.5,6,7A.8,9 
Rm. 1) 18x19 Obs. Rm. Seats 12 
(See advertisement on p. 103) 

Dieringer Research Associa es 
3064 N. 78th St. 
Milwaukee. WI 53222 
Ph. 800-489-4540 
Fax 414-449-4540 
Ronald E. Allen 
1,3,6.78 
Rm. 1) 12 24 Obs. Am. Seats 10 

Focus and Facts 
Mill1e Sevedge & Associates 
600 W. CenterS . 
Milwaukee. WI 53213 
Ph. 4 4-453-6086 
Fax 414-453-6087 
M1llte Sevedge, Owner 
1 ,3.4,6,7B 
Am. ) 17x27 Obs. Am. Seats 12 

Quirk's Marketing Research Review 
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Lein/Spiegelhoff, Inc. 
720 Thomas Ln. 
Broo ield. WI 53005 
Ph. 414·797-4320 
Fax 414·797-4325 
Arlene Sp1egelho 
1 ,3.4,6.78,8,9 
Am. ) 20x24 
Am. 2) 20x24 
Am. 3) 20x22 

MazurlZachow. Inc. 
43 9 N. 76th St. 
Milwaukee. WI 53222 
Ph. 414-438·0805 
Fax 414-438-03 55 
Diane Zachow 
1,3.4,6.7C.8,9 
Am. ) 6x 8 
Am. 2) 4x18 

Obs. Am. Sea s 6 
Obs. Am. Sea s 16 
Obs. Am. Seats 12 

Obs. Am. Seats 9 
Obs. Am. Seats 8 

M!lwau ee Mar e Research. Inc. 
2835 N. Mayfair Rd. 
Milwaukee. WI 53222 
Ph. 414·4 75-6656 
Fa 4 4·475·0842 
Susan Lehmann 
1.3,4,5.6,78 
Am. 1) 9x22 
Am. 2) 9x20 

Obs Am Seas 14 
Obs. Am Seats 14 

Z1gman • Joseph • Stephenson 
100 E. Wisconsin Ave .. # 000 
Milwaukee, Wl53202 
Ph. 414·273-4680 
Fa 4 4-273-3158 
George Sh1ras 
1,3,6.78 
Am. 1) 15 22 

CANADA 

BRA 

Calgary Focus 
140. 935 32 Ave. N.E. 
Calgary. AB T2E 7C8 
Ph. 403-221 ·9600 
Fax 403-221 -9629 
Jac 1e White, Manager 
1,3,4.6,7B.8 
Am. 1) 17x22 Obs. Am Seats 12 

Critenon Research Corp. 
0155·114St..Ste. 10 

Edmonton. AB T5K 1 AS 
Ph. 403-423-0708 
Fax 403·425·0400 
Lorna Jones. Qual Coord. 
1,2.3,4,6. 78,8 

December 1995 

0 MBI 

Butler Research Assoctates 
1 56 Hornby St. 
Vancouver. BC V6C 1 V6 
Ph. 604-682-4292 
Fa 604-682-8582 
Patncra Du resne 
1,3,4.6.78,8.9 
Rm. 1) 20x18 
tAm. 2) 18x15 

Research House Inc. 
Metrotown Cen re 
468-4800 Kingsway 
Burnaby, BC V5H 4J2 
Ph. 604-433·2696 
Fa 604·433·1640 

Obs. Am. Seats 4 
Obs. Am. Seats 4 

Tammy Anderson. Manage 
1,2,3.4.6,7 A 
Am 1) 14x 8 Obs. Am Seats 2 
(See adverttsement on p. 143) 

B 

Opinion Place 
66 L- 485 Portage Ave. 
Po o Park Shoppmg Centre 
W nn1peg, MB R3G OW4 
Ph. 204·987-1960 
Fa 204-783-9748 
Kathy He e nan or Rose Otawol 
1.3,4,6. 7 A,8,9 
Am. 1) 2x 9 Obs. Am. Seats 2 

ABM Research L d. 
17 Mad1son Ave. 
Toren o, ON M5R 2S2 
Ph. 416-961-5511 
Fa 416-961 -534 
Judr Rosen . V.P. Field Svcs. 
1.2,3,4.6.7C 

Butler Research Assoc1a es, Inc. 
20 Holly St ., Ste. 30 
Toronto. ON M4S 381 
Ph. 4 6-487·4 44 
Fax 4 6-487-4213 
Tanya V1erhUJs 
,3,4.6, 78,8.9 

Am. 1) 16x 8 
tAm. 2) 10 16 

Obs. Am. Seats 12 
Obs. Am. Seats 8 

Canada Mar e Research ltd. 
1255 Bay St.. #600 
Toronto. ON MSR 2A9 
Ph. 4 6-964-9222 
Graham Pe ers, President 
1,3.6.78 

1 800 701-3137 

• Focu . ' roup Fa iliti · with 
id ( J onfer ncing 
ull ' equipped ro ·u-; raci l itie~ in oronto 

ant.! anc<. uv r with client worl-.. ... tation. 
m d m and bu..,ine . .., tv. are pr grams 

• National Focus roup Recruiting 
lndu ... try innovator., ... inc I<. 76. 
C mpJ te pn ~eel CO-( ruination )OU can 
r I n. ren ·h (Qu mark t). 
1andarin/ anton ~ r ruitlng in 

• Fully Bilill'Ual . 'tajj in Montreal 

• French Tran:lations 

RESEARCH 
HOUSE INC. 
ESTABUSHED 1976 

,I 0U llloC IILC.-ACHU 

• 1Vational Mall/Ill rcept 
P,rman nt mall fa ilitic. in T< r nt 
Van ·ou\·cr and Montreal with tc., l 
1-..itch ns , private int r iewing rl m. , 

n \vay mirr rs and m d ms 

• Tabulating rvice 
A I I datu files. qui k turnaround., by 
m dem 

• M ntreal • an ouv r 

2-.~ ~-:lmton \' , Toron10 Omano \I .. P IL~ 
Tekphon ( tl6) t!i.R-2UR Fa ( 116) ·tRH-2"\91 
E: •matl -(,~6.~ .!6Hift<·< o 1Pli.,Ein ),\1 
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1996 FOCUS GROUP FACILITY DIRECTORY 

Codes 
79 Loca• 1n Off Bu ldli'\Q 
7C Fr St nd11'1Q Buildli'\Q 
8 1on1 Roo 

Decision Marke ing Research ltd. 
661 Queen St. E. 
Toronto, ON M4M 1G4 
Ph. 416-469-5282 
Fax 416-469-2488 
John Gonder 
1 ,2.3,4,6.7C.8.9 
Am. 1) 15x18 
tAm. 2) 15x18 

lnfocus 
920 Yonge St .• Ste. 720 
Toronto. ON M4W 3C7 
Ph. 416-928·1562 
Fax 416-928-3480 

Obs. Rm. Seats 5 
Obs. Rm. Seats 5 

Sara Greenberg, Vice President 
1.3,4,6,78 

Insights 
546 Adelatde St. N. 
London. ON N6B 3J5 
Ph. 519-679-01 0 
Fax 519-679-1624 
Kathy Sorenson 
1 ,2,3,4.6.7C 
Rm. 1) 16x14 

INTERtab 

Obs Am. Seats 8 

4950 Yonge St., Ste. 1002 
Toronto, ON M2N 6K1 
Ph. 416·250·851 
Fax 416·250·8515 
Randa Bell 
1.3.4,6,7B.8.9 
Am. 1) 19 20 

Market Facts of Canada 
77 Bloor St. W. 
Toronto, ON M5S 3A4 
Ph. 416·964·6262 
Fax 416·964·5882 
Gail Durance 
1,2,3.6,78 

Opimons Unlimtted 

Obs. Rm. Seats 8 

55 St. Clair Ave. W .. Ste. 127 
Toran o, ON M4V 2Y7 
Ph. 416-920-4300 
Fax 416-920-0039 
Mary Sirota. Prestdent 
1,2,3.4,6.78.8,9 

Research House Inc. 
273 Eghnton Ave. E. 
Toronto. ON M4P 1 L3 
Ph. 416·488·2328 
Fax 416-488-2368 
Dawn Smi h or Lmda Lane 
1,2,3,6.7C 
Rm. 1) 13x12 Obs Am Seats 8 
(See advertisement on p. 143) 
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Research House, Inc. 
500 Ae da e Blvd . Ste. C1A 
Rexdale, ON M9W 6K5 
Ph. 416·488·2328 
Fax 416·488·2368 
Dawn Smith or Ltnda Lane 
1 ,3.4.6,7A 
Am. ) 16 14 Obs Am. Seats 12 
(See advertisement on p. 143) 

Research House, Inc. 
Portage Place 
1154 Chemong Ad 
Peterborough. ON K9H 7J6 
Ph. 705·745·0670 
Fax 416-488-2368 
Dawn Smith or Lmda Lane 
1,3,4,6.7A 
Am. 1) 4x12 Obs. Am. Sea s 8 
(See advertisement on p 143) 

Thompson Lightstone & Company ltd 
350 Block St E. Ste. 600 
Toronto, ON M4W 3S6 
Ph. 416-922-1140 
Fa 416-922-8014 
Anne Terma en 
1.3.4.6.7B.8,9 

Thompson Ltgh stone & Company Ltd 
25 Peel Cen re Dr . Untt 260 
Bramalea ON L6T 3R5 
Ph. 416-922-1140 
Fa 4 6-926-8014 
Anne Termaten 
1 ,3.4.6. 7 A,8 

Toronto Focus 
4950 Yonge St , Ste 700 
No h York. ON 2N 6K1 
Ph. 4 6-250·3611 
Fax 416·22 ·22 4 
Penn1e Glancy. Director 
1.3.4,6.7B 
(See advertisement on p. 147) 

Q 

Contemporary Research Center 
1250 Guy S ., Ste. 802 
Montreal, PO H3H 2T4 
Ph 514-932-7511 
Fa 5 4-932-3830 
Josihanne Acosta 
1,3.6.78 

Legendre Lubawin Goldfarb. Inc 
1172 S Maheu 

ontreal. PO H3H 2H5 
Ph. 5 4·937·2079 
Fax 514-937-3168 
Vtctoria Lubawtn, Partner 
1.3.6,7C,8.9. 0 
Am 1) 20x15 Obs Am. Seas 10 

Solumar.1 Marke Facts o Canada 
1200 McGtll College 
Montreal. PO H3B 4G7 
Ph 514-875-7570 
Fa 514-875-1416 
Dents Grenter 
,2,3.6,7B 

INTERNATIONAL 

z 
Macro Amasia 
Vrazova 6 
1500 00 Prague 5 
Ph. 42-2-5-422-02 
Fax 42-2-5-422-92 

p B 

E-mail : Paterson@macroint.com 
or http.l:www.macrotnt com. 

Jan Mtsovtc, Country Manager 
1.3,4.5,6,7B.8,9 
Am. 1) 8 12 Obs. Am. Seats 12 
(See advertisement on p 141) 

HU R 

Macro TOI 
Aumbach S.U 14. 
075 Budapest 

Ph. 36· ·268·1199 
Fa 36·1·268·1199 
E-matl : Paterson@macroint.com 
or http://www.macromt.com. 

Tamas Gecz1. Coun ry Manager 
1,3,4.6,7B 
Rm. 1) 15 20 Obs. Am. Seats 1 0 
(See advertisement on p 141) 

PO 

Macro International, Inc. 
AI. Jerozohms ie 56C 
00 803 Warsaw 
Ph. 48-22-630-2244 
Fax 48-22-630-2234 
E-mail: Paterson@macrom .com 
or h p:/:www.macroint com 

Mi e Fodor, Reg D1rec or 
1.3,4,5.6,78 
Am. 1 ) 20x30 Obs Am. Seats 5 
(See advertisement on p. 141) 

R 

Macro International Inc. 
0 1ce 39, Busmess Centre "Olympic" 
6 Olymp1ys y Prospect 

Moscow 129090 
Ph. 7·075·974 0112 
Fax 7-095·974·0115 
E-matl: Paterson@macrotntcom 
or http://www.macrotn .com. 

Shane Farrell. Country Manager 
1.3.6,7B.8,9 
Rm. 1) 20x30 Obs Am. Sea s 6 
(See advertisement on p 141) 
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We are proud to announce: 
Triumph over 

the problems of 
research1ng seniors. 

1-800-305-DATA 

AMERICANS RESEARCH INSTITUTE 

MENES S 
RESEARCH & 

Marketing Research 
Among Hispanics? 

i1 CALL 818-784-2192 
Walter Meneses ASSOCLATES 

o Hispanic moderator: 
o Data CoJfection; Notional & International: 
o Telephone facility in Los Angeles: 
o Publisher of STAT0 Spanish-Long. TV Adv. Tracking 

15000 Vent ra Blvd. Suite 200 Sherman Oaks , Calirornia 1403 l F~_:_,_a,_a_> _7a_4_-2_19_·~-----------------
~~~~~~~~~~~~~~~~~~~ 

Data Entry J & D Data Services Tallying 
- c::Jc::J C)C) 

canning (214) 596-6474 Printing 

c:>c::J Speci lizing In Optical Mark Reading Technology DO 

Mail Out OMR form printed in 10 d y or I Mail Back 
- c::Jc::JOOOOc::Jc::Jc::JOc::JOc::Jc::Jc::Jc::JOOc::J 

New for 

1996 
Quirk's 

MARKETING RESEARCH 
- Review 

Introduces 

Mysleq 
Shopping 

Special emphasis articles and 
directory of fi,rms that speciarze 

in mystery shopping. 
Coming in January 1996 

December 1995 

I'm Looking For A 

DATABASE WIZARD ... 
Who Understands What I Mean 

When I Say That ... 

DATABASE MARKETING 
IS A THING OF THE PAST. 

Naturally the right candidat will t1ave mastered all the usual 
statistical runctions [undamental to direct marketing and \\~II have several 
years of successful work designing, modeling, managing and/or apply­
ing marketing databases to exploit a vari ty of mark ting opportunili 
with Fortun 1,000 cornpan~es. But he or she will have something more 
- the creati\~ty and imagination to turn segmentation into genuin 
relationships ¥.1th customers, r latlonships that in r as loyalty and 
build li f time value. It 's not about pumping out more sales mail; it's 
about connectin~ \\~th customers through rel vanl exchanges of value. 

To b right for the job you 'II also need to b comfortable in 
a client-<: ntcred, high-energy, ntr pr neurial emironmen , njoy 
mod rat amounts of travel and excel as a team-selling participant 

Th company is in its fifteenth year of marketing innovation. Our 
reputation and th expansion of the dynami mark .ling trend w 'v 
pion r d have r ntly brought us almost more business than we 
can handle comfortably. Our specialty. frequency/relationship11oyalty 
marketing. is about to take its next big st p. W know what that step 
is. and w 're s1 ru turing our ornpany to help define and deliver it 
to our clients in the retail, credit card. publishing, gaming, tel commu­
nications. automotive and ent rlainmenl industri .. . Reporting dir tly 
to me, you \\111 play a major role in 1hat s1ep leading us and our 
li nts into the rutur . 

So, if the shoe fits , pleases nd me a detailed letter explaining 
\ hr you think rou 're qualified and why you 're interested. tlach a 
ron ise but c.:ompl te (no gaps) resurne. includinR salary history. I'll 
keep your response confidential, and I'll respond promptly. 

Mail or fax to: Rick Barlow, PresidPnt 
frequen ·y Mark ting. Inc. 
6101 Meijer Drive • Milford. OH 45150 
Fax: 513-248-2672 

FRE Q UENCYz 
MA RKE TINGO 

TRA SCRIPTIO S 
by 

Type,etal. 
Specializing in Focus Groups 

Call Judy: (301) 593-4609 
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A La Ca1e Research, Inc ........................ 112 Downtown Focus Center ........................ 11 5 JRA (J . Reckner Associates) ................ 5, 31 
Ptl . 516-364-4004 · Fax 516-3644683 Ph. 212·837·7160 • Fax 212-837 7079 Ph. 215-822-6220 · Fax 2 5-822-2238 

ACG Research Solutions ....................... 109 Eagle Research ........................................ 75 JRP Mar1<eting Research Services ......... 129 
Pll . 314-726-3403 • Fax 314-726-2503 Ph. 303-980-1909 · Fax 303-980-2270 Ph. 610-565-8840 · Fax 610-565-8870 

Adep1 Coi'\SUf11ef' Testing ..................... 3, 63 Ebony Marketing Research, Inc .............. 114 Nancy l ow & Associates ......................... 00 
Pll. 818-905-1525 · Fax 818-905-8936 Ph. 718-217-0842 · Fax 718-320·3996 Ph. 301 951 9200 • Fax 301 ·986-1641 

Affordable Samples, Inc ........................... 36 Ecker & Associates ............................ 29, 72 Macro•AHF Marketing Research ............ 117 
Ph. 800-784-8016 • Fax203-637-8569 Ph.415-871-6800 · Fax 415-a7Hi815 Ph. 212 941 5555 • Fax 212 941·7031 

Aim Research, Inc. ................................. 138 Erlich Transcultural Consultants .............. 21 Macro International, Inc .......................... 141 
Ph. 915-59t-4m • Fax915-595-6305 Ph. 818-226-1333 · Fax 818-226-1338 Ph. 212 888-4141 • Fax 212·888-0140 

The Answer Group ........................... 29, 125 The Family Research Group ................... 100 Manhattan Opinion Center, Inc ............... 119 
Ph. 513-489-9000 • Fax513~9130 Ph.410-332-0400 · Fax 410-332.()403 Ph.212·972·5553 • Fax212-557·3085 

Apian Software, Inc .................................. 43 F'leldwori(, Inc ....................... 29, Back Cover Maritz Mar1<eting Research, Inc. ............... 47 
Ph. 800-237-4565 • Fax 415-694-2904 Ph 312-828-9200 · Fax 3 2-527-3113 Ph. 800-446-1690 · Fax 314 827 6014 

Arena Research, Inc ................................. 87 First Marbt Research Corp .................... 102 Marbt Navigalion, Inc .............................. 17 
Ph. 404-395-6090 • Fax 404-671·9708 Ph. 800-347-7811 · Fax 617-482-4017 Ph. 914-365-0123 · Fax 914 365 0122 

A!W.. Southern California ........................... 66 Fleischman field Research ...................... n Marketing Horizons1 1nc. ......................... 110 
Ph. 714·750-7566 • Fax 714·750·7567 Ph. 415-398-4140 · Fax 415-989-4506 Ph. 314-432·1957 • Fax 314-432 7014 

BAI (Behavioral Analysis, Inc.) ................. 38 Focus & Testing Inc ................................. 64 Marketing Matrix, Inc ................................ 65 
Ph. 914·332·5300 · Fax 914-631 8300 Ph. 818-347-70n · Fax 818-347-7073 Ph. 310-842-8310 · Fax 310-842-7212 

Bernett Research Services, Inc. .. ............. 46 Focus First America ............................. 3, 78 MarbtVision Research, Inc .................... 126 
Ph. 617·254-1314 · Fax 617·254 857 Ph. 203·322-1173 · Fax 203-966-0421 Ph. 513-791 -3100 · Fax 513-794-3500 

The Blackstone Group ............................. 90 foo.Js Groups of Clewland .................... 125 MATRIXX Mar1<eting, lnc ......................... 127 
Ph. 312-419-0400 · Fax 312-419-8419 Ph. 2 5-642-8883 • Fax 216 642-8695 Ph. 513-84 H 199 · Fax 513-841 -9966 

Brand Institute, Inc ................................... 58 Focus Market Research, Inc ............... 3, 107 Meadowlands Consumer Center, Inc ...... 118 
Ph. 212-557-2100 · Fax 212-557-3232 Ph. 612 881-3635 • Fax 612·881 ·1880 Ph. 201-865-4900 · Fax 201-865.()408 

BRXIGiobal, Inc. ..................................... 122 The Focus Network ......... Inside Back Cover Medical Marketing Research, Inc .............. 44 
Ph. 716-442~ • Fax 716-442..()840 See a:f ior "l:!ivdual mem and prone n!IOOers Pll. 919-870-£550 • Fax 919-848·2465 

Burke, Inc. ................................................ 33 Focus Plus, Inc ....................................... 116 Mercator Corporation ............................... 58 
Ph. 513·241 ·5663 • Fax 513--684-7500 Ph. 212-675{) 142 • Fax 212-645·3171 Ph. 508-463-4093 • Fax 508-463,9375 

The Burke Institute ................................... 23 Focus Suites Of Philadelphia ......... 1ll, 131 M.O.R . ..PACE Field Services ............... 3, 105 
Pll. 606-655-&)89 · Fax 606-655-6064 Ph. 610-667-1110 · Fax 610-667-4858 Ph. 810 737 5300 • Fax 810-737·5326 

Chesapeake Surveys ............................. 101 Focuscope, Inc ......................................... 94 NETWORK ............................................... 31 
Ph. 410-356-3566 · Fax 410-581-6700 Ph. 708·386-5086 • Fax 708-386 1207 Ph. 606-431 -5431 · Fax 606-431-5838 

C•J Research, Inc ..................................... 91 FocusVision Network Inc ......................... 29 chols Research, Inc ........................... 3, 74 
Ph. 708-253-1 00 · Fax 708-253- 587 Ph. 203-961 -1715 · Fax 203-961-<)193 Ph. 408-m 8200 · Fax 408-733-8564 

Compass Marketing Research ................. 84 GENESYS Sampling Systems .................. 25 Nordhaus Research, Inc ......................... 104 
Ph. no-448-0754 · Fax 770-416-7586 Ph. 215-653-7100 · Fa~ 215-653-7114 Ph. 810--827·2400 • ax 810 827-1300 

Consumer Opinion services .............. 3,140 Gilmore Research Group ................. 29, 128 NofTex Research Group ................ 124, 137 
Ph. 206-241-6050 • Fax 206-241 -5213 Ph. 206-726-5555 · Fax 206-726-5620 Ph. 800-315-8399 • Fax214 6l:l 6769 

Consumer Pulse, Inc .............................. 103 Group Dynamics In Focus, Inc ........... 3, 132 O'Hare tn Focus ....................................... 97 
Ph. 800-336 0159 • Fax 81 O-i545-5685 Pll . 610-668-8535 • Fax 610-668-2072 Ph. 847-299-6636 · Fax 847 824 3259 

Consumer Research Ascts.ISUperooms .. 70 Gulf State Research Center ...................... 99 Opinions Unlimited, Inc ...................... 3, 135 
Ph. 800-800-5055 · Fax 415-392·7141 Ph. 800-848-2555 · Fax 504-925-9990 Pll. 713-888-0202 · Fax 713-960·1160 

Consumer Research Center ................... 112 Pa1 Henry Market Research, Inc ....... 31 , 125 Orman Guidance Researc , Inc. .... 29, 100 
Ptl . 702·737-3272 · Fax 702·737·1023 Ph. 216-621-383 · Fax 216-621-8455 Ph. 800-605-7313 · Fax 612-83 -4913 

Consumer Surveys Co ....................... 31 , 93 Hispanic & Asian Mdg. Corrm Rsch ....... 15 Philadelphia Focus, Inc .................... 29, 133 
Ph. 708-394-9411 · Fax 708-394-0001 Ph. 415-595-5028 · Fax 415-595-5407 Ph. 215-561-5500 · Fax 215-561-6525 

Covington-Burgess Market Research ...... 80 Hispanic Markel Connections, Inc ............ 37 Phoenix Systems, Inc ............................... 51 
Ph. 202-628-464 • Fax 202-628·3840 Ph. 415-965-3859 • Fax 415-965-3874 Ph. 800-657-4388 • Fax 605 339-0408 

Creative & Response Research ................. 2 Home Arts Guild Research ....................... 95 Phonelab Research, Inc .......................... 49 
Ph.312-828-9200 • Fax312-537·3113 Ph. 312·726-7406 · Fax 3 2-346-3746 Ph 215-561 -7400 · Fax 215-561-7403 

Dallas Focus Inc .................................... 136 L•HiR Research Group .............................. 45 Pine Company ......................................... 'l7 
Ph. 214-869-2366 · Fax 214-869-9174 Ph. 702-734-0757 • Fax 702 734 6319 Ph. 800-969-9463 • Fax 310-453-3969 

Directions In Research, Inc. ...................... 47 Jackson Associates, Inc .................. 3, 31 , 81 Plaza Research ...................................... 1 21 
Ph. 800-676-5883 · Fax 619-299-5888 Ph. 77G-394-8700 • Fax 770·394·8702 Ph. 800-654-8002 • Fax 201 -265-7269 
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Pulse Train Technology, Ud ...................... 7 
Pll. 407-842-4000 · Fax 407·842·72&l 

Quality Controlled Services ................ 29, 61 
Ph. 800-325-3338 • Fax314-827-3224 

The Question Shop, Inc ............................ 68 
Ph. 714-974-8020 · Fax 714-974-6968 

Quick Test .......................................... 29, 89 
Ph. 508-872-1800 • Fax 508-875-4719 

The Research Center ............................... T7 
Ph 800-432-2050 • Fax 303-935-4390 

Research House, Inc. ............................. 143 
Ph. 416-488-2328 • Fax 416-488-2391 

Rife Markel Research ............................... 82 
Ph. 305-620-4244 • Fax 305-621 -3533 

RIVA Market Research ............................. 39 
Ph 301-652-3632 · Fax301-907-0209 

Savitz Resea'ch Center, Inc .................... 139 
Ph. 214-386-4050 • Fax 214-450-2507 

Schlesinger Associates, Inc. .................. 123 
Ph. 908 906-1122 • Fax 908-906-8792 

Schwartz·FM!Id Serv~ Inc. .. ................... 83 
Ph. 813 933-8060 • Fax 813·935-3496 

Scientific Telephone Samples .................. :15 
Ph. 800-944-4787 · Fax 714-241 ·7910 

Southern Califomla Interviewing Svc. .. •... 57 
Ph. 818-591-0123 · Fax 818-7838626 

Southern Research Services .................... 98 
Ph. 502-4!Ml771 · Fax 502-458-Sm 

SPSS,Inc .................................................. 9 
Ph 312-329-2400 · Fax 312-329-3668 

Sta1Pac, Inc .............................................. 40 
Ph. 612-925-0159 • Fax612-925-0051 

Strategic Focus, Inc .................................. 79 
Ph. 203-221-0789 • Fax 203-221-{)783 

Strictly Medical Market Research ............. 60 
Ph 602-423-0319 · Fax602-423-1548 

Superior Research (Fl) ............................ 85 
Ph.813-282-1660 · Fax 813-287..()605 

Superior Research (GA) ........................... 88 
Ph 404-394-4400 • Fax 404-391-9345 

Survey Sampling, Inc. ........................ 20, 48 
Ph. 203-255-4200 • Fax 203-254 0372 

Survey Service, Inc ................................. 113 
Ph. 7 6-875-6450 • Fax 716-876-0430 

Taylor Research ................................... 3, 71 
Ph. 619-299-6368 • Fax 619-299-6370 

Three Cedars ......................................... 111 
Pll. 402-393-0959 · Fax 402-393-1330 

Tme N Talent Mmt Research ................ 62 
Ph. 312-202·3500 • Fax312-202-3511 

Trotta Associates ............................... 29,69 
Ph. 310-306-6866 · Fax 310--827-5198 

Video Conferencing Alliance Network ....... 3 
See ao ltY tndvl<l.al men-bers nd pl"on nurrbers. 

Walker Information ................................... 19 
Ph. 800-231-4004 • Fax 3 7-843-8897 

Margaret Yarbrough & Ascts. ................... 73 
Ph 510-521-6900 · Fax 510 521 21~ 
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THE Focus NETWORK 

CHICAGO Focus 

ATLANTA Foe 
DALLAS Focus 

etworki g To Meet Your eeds 
or ational Market Research 

he u tw rk i a coast-to-coast organization of focus grou fa iliti ffi ring 
highly reliable recruiting and eli n upp rt rvi at mp titive pr'ce . I your 
project de and the participation of raJ tw rk fa ilitie our director will 

work together to n ur you f u in v ry market. 

Thoroughne . o t effi tivene s. Re pon iveness. National scop . 
All go d ~ n t do bu in with the n1embers of Th ocus ork 

A tl a n t a F o •· u ~ 
2801 Buford Highway, Suite 250 

Atlanta, Georgia 30329 
Contact Marianne Polk 

404/636-9054 • Fax 404/636-8927 

DALLAS FOCUS 
511 E. John Carpenter Frwy., Suite 100 

Irving, Texas 75062 
Contact Robin McClure 

214/869-2366 • Fax 214/869-9174 

EWYORK 
ocus 

317 Madison Ave ., 20th Floor 
New York New York 10017 
Contact Nancy Opoczynski 

212/867-6700 • Fax 212/867-9643 

CHICAGO Focus 
7 East Huron Street 
Chicago, IL 60611 

Contact Lynn Rissman 
312/951 -1616 • Fax 312/951 -5099 

L.A. FOCUS 
17337 Ventura Blvd., Suite 301 

Encino, California 91316 
Contact Wendy Feinberg I Lisa Balelo 

818/501 -4794 • Fax 818/907-8242 

SAN JOSE FOCUS 
3032 Bunker H II Lane, Suite 105 

Santa Clara, California 95054 
Contact Colleen Flores 

408/988-4800 • Fax 408/988-4866 

TORONTO Focus 
4950 Yonge Street Suite 1700 
North York, Ontario M2N6K1 

Contact Pennie Glancy 
416/250-3611 • Fax 416/221-2214 

Copyr g hl 1 995 The Focus IWruk 



"Well, you aid you wanted 
m · ddle-aged homema er . " 
here's no misunder ·tanding \ hat the wrong respondents ' i.m do to 

your r s ar ·h. To get the right f us group re:ults. it takesfieldH·ork. 

jlelcht·or/.. provid s qualified. \V 11 crccned re~p nd nts from the b st 
database in th industry. And y u'll w rk in a world lass re:earch 
environment-- with pr gr ssi e fficc fa ilities and li nt .- r ic . ~ 

You'll rind afieldwork I ati n right where you need us. 
For the focus gr up our pr ject deserve .- . ·all us today. 

ATLA T A - 770-98 -03~ 0 

BO TON - Metro Wet - 617- 9- 660 

B T N- owntown - 617-899-3660 

orth - J 2-2 2-29 I I 

D NVER - 303-825-77 

EA T - rt - 20 1- 5-8200 

A - Westche ter -9 l4-347-2 145 

- 'Hare - 312-7l4-8700 PH 

~~~ HI GO - chaumburg - 70 -4 1 -9040 PHOE IX - outh M untain - 602-438-2 0 

Multi-lo ation tudie 

It ta e fieldwork! 
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