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Bet we 
can put 
this in your 
computer 
faster than 
you can. 

We will code, keypunch and telecommunicate 
your data or tables to the computer of your 
choice ... or send you a floppy disk. 

a 
CART NY 
ASSOCIATES 
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Soup to 
fiOIR 
What's on your menu this month? A series of focus 
groups in Manhattan or Moorestown? One-on-ones in 
Chicago or Philadelphia? Computer data collection in 
Atlanta, Minneapolis, Oklahoma City, Nashville and 

Phoenix? WATS telephone interviewing in Pennsylvania? 
Mall intercepts in Texas, California, Florida, Colorado 
and New York? 

No matter what or where your research needs are, 
one call to Quick Test Opinion Centers TM and it can all 
be served up efficiently and confidentially. 

Soup to nuts. For over 20 years, Quick Test has been 
preparing and serving it all exactly the way you want it. 

For reservations call 800· 523· 1288. 

QUICK lEST 
OPINION CENTERS TM 

AN EQUIFAX COMPANY 

Services: 
Focus groups 
Pre-recruited 
one-on-ones 

WATS telephone 
interviewing 
Computer assisted 
personal interviewing 
Computer assisted 
telephone interviewing 

Tabulation capabilities 
Executive and industrial 
interviewing 

Central location and 
other field research 

Locations: 
Massapequa, NY 
Moorestown, NJ 
Philadelphia, PA 
Atlanta, GA 
Tampa, FL 
Detroit, Ml 

Chicago, IL Los Angeles, CA 
(2 mall locations) San Antonio, TX 

New York City 
Focus group center 
Bethlehem, PA 

Shopping mall 
interviewing 

Door-to-door 
interviewing 

Minneapolis, MN Phoenix, AZ. 
Nashville, TN San Francisco, CA WATS telephone center 
Oklahoma City, OK (2 mall locations) 
Denver, CO Sunnyvale, CA 
Houston, TX Orange County, CA 
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Need Business­
To-Business 
Marketing Research? 
Determining the competitive position of your brand, product, 
division or company? Pin-pointing the buying influences for 
your product? Describing the right target audience? Mea­
suring the size of your market? Developing a new product? 
Evaluating the effectiveness of your advertising? 

Call McGraw-Hill 
Research 
McGraw-Hill Research has a variety 
of methodologies and techniques 
that have helped many companies 
take better advantage of their market­
ing opportunities. Our closeness to 
the business-to-business market­
place enables us to provide action­
able research for your marketing 
decisions at an affordable price. 

For a quote or proposal call 
Joseph T. Collins, Manager 
Marketing Research at 
(212) 512-3264. Or write him 
at McGraw-Hill Research, 
1221 Avenue of the Americas, 
New York, NY 10020 

~l,~~ 

ftnri 
Put McGraw-Hill Research to work If it's a marketing research problem, 

for you. Circle No. 503 on Reader Card we probably pioneered the solution. 

Need Telephone lnterviewing­
WATS or Computer Assisted? 
Want to survey a particular business or industrial market? 
Or do you need information from consumers? Do you want 
to track the attitudes of customers and prospects, to follow­
up on inquiries or update a list? 

Do you require manual interviewing or computer-assisted 
telephone interviewing? Need fast access to tabulated 
results? 

Call McGraw-Hill 
Research 
The Telephone Interviewing Center 
at McGraw-Hill Research can han­
dle your data collection needs. Or 
tied together with Research Net­
computer-assisted telephone inter­
viewing and tabulating-we can 
professionally handle all your 
data-gathering and tabulation 
requirements. 

Put McGraw-Hill Research to work 
for you . 

Circle No. 505 on Reader Card 

For an estimate or proposal, 
call Debra A. Keeney, 
Director, Telephone Inter­
viewing Center at (609) 
426-5946. Or write her at 
the Telephone Interviewing 
Center, McGraw- Hill Re­
search , Princeton- Hightstown 
Road, Hightstown, NJ 08520. 

~,~~ 
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If it's a marketing research problem, 
we probably pioneered the solution. 

Need Opjnion Polling 
Across Key Business, 
Professional, l·ndustrial or 
Consumer Groups? 
Want to define the impact of current events? Identify 
important trends and new developments? Determine 
short and long term effects of critical issues? Measure 
reactions to fast breaking issues and changes in busi­
ness and consumer environments? 

Call McGraw-Hill 
Research 
McGraw-Hill Research conducts sci­
entifically designed polls to help you 
put current events and issues into per­
spective. Utilizing computer assisted 
telephone interviewing, online tabula­
tion and real-time data gathering, 
McGraw-Hill Research produces 
timely, accurate and meaningful results. 
Experienced researchers analyze and 
summarize opinion poll results and 
trends in areas of primary importance 
to you. 

Circle No. 504 on Reader Card 

For a quote or proposal, call 
Joan M. Bullen, Executive Direc­
tor (212) 512-3517 or Elda Vale, 
Director, Opinion Polling (212) 
512-3349. Or write McGraw-Hill 
Research Opinion Polls, 1221 
Avenue of the Americas, New 
York, NY 10020. 

~,~~ 

•tnri 
If It's an opinion polling question, we 
probably pioneered the solution. 

Need to Measure Your 
Corporate Communications? 
Want to define your company's image? Measure 
competitive strengths? Determine the acceptance of your 
company publications? Gauge reactions to your annual 
report? Determine the effectiveness of your corporate 
advertising? Monitor the impact of important trends and 
developments on your company's business? 

Call McGraw-Hill 
Research 
Backed by 30 years of research 
experience covering scores of 
markets and fields, McGraw-Hill 
Research professionals design 
custom projects that can make a 
big difference in the success of 
your corporate communications 
efforts. The Corporate Commu­
nications Research Center will 
meet your research needs 
promptly. at a reasonable price. 

Put McGraw-Hill Research to work 
for you. 

Circle No. 506 on Reader Card 

For a quote or proposal. call 
Joseph T. Collins. Manager. 
Corporate Communications 
Research Center at (212) 
512-3264. Or. write Corporate 
Communications Center. 1221 
Avenue of the Americas. New 
York, NY 10020. 

11•1 sa commun.caiiOOS problem. we 
probably p!Or'leered lhe solution 



Statistical package helps 
marketers choose 
forecasting models 

M
arketing researchers and mar­
keters who are responsible for 
forecasting data are frequently 

faced with a difficult decision: finding 
models that will produce the best fore­
casts. With Forecast Pro, a statistical 
forecasting package designed for PCs, such 
a decision is no longer difficult. 

A product of Business Forecast Sys­
tems, Inc., Belmont, Mass., Forecast Pro 
is an advanced forecasting package that 
allows the business user to prepare fore­
casts of time series data quickly, easily 
and accurately. It includes three basic 
methodologies - Exponential Smoothing, 
Box Jenkins and Dynamic Regression -
that will solve nearly any business fore­
casting problem. 

In Forecast Pro, form follows func­
tion. Its modular form - data handling, 
model building, diagnostics, forecasting 
and utilities - follows the function of the 
forecasting process. The expert system 
framework guides the user to the optimal 
technique and model for one's particular 
forecasting application. 

The program can be used in 
two different modes: interactive 
and batch. In the interactive mode, 
the user constructs a forecasting 
model interactively under the guid­
ance of a built-in expert system or 
the user's own. The batch mode 
lets the user develop a command 
file based on interactive use of 
Forecast Pro. Forecast Pro can 
then play back the user's com­
mands without the need for human 
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Owens-Corning Fiberglas is a manu­
facturer of glass fiber materials and 
a major producer of polyester resins 
and high-performance composite 
materials. With these materials, 
Owens-Corning serves industries 
ranging from construction, automo­
tive and recreation to marine, en­
ergy, aerospace and defense. Many 
of its products and materials are 
under the trademark Fiberglas. The 
company operates principally in three 
domestic and one international seg­
ment. 

Florists' Transworld Delivery Asso­
ciation (FTD), Southfield, Mich., was 
founded in 1910. The 24,000 mem­
ber FTD has 15 retail florist shops in 
North America selling flowers, gifts, 
candy and fruit by wire. FTD con­
ducts specialized advertising, edu­
cation and research p'rograms, spon­
sors competitions, bestows awards, 
compiles statistics, conducts busi­
ness and floral design workshops, 
special interest seminars and a zip-
code marketing service. 

interaction. 
Owens Corning 

Forecast Pro is widely used at Owens 
Corning Fiberglas, says Bruce Harned, 
market development manager in the 
Toledo, Ohio, company's roofing prod­
ucts division. 

According to Harned, the roofing prod­
ucts division has two primary needs for 
Forecast Pro: to find out what the general 
size of the market will be for roof area on 
an annual basis in the residential roof and 

flat roofmg markets. Residen­
tial roofs use shingles, and flat 
roofing, while found in residen-

OWENS/ CORNING 
tial roofing, is primarily found 
in the commercial market. "We 
want to find out what the total 
opportunity is to sell in these 
two markets on a national, re­
gional, and district level basis." FIBERGLAS 

TUDIMHK@ Forecasting is also performed 

continued on p. 20 
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... OF YOUR MARKET 
RESEARCH BUDGET. 
You need to gather the most accurate market data with the 
utmost efficiency. That's why you need the superior ana­
lytical capabilities of SPSs- software. With such a powerful 
addition to your in-house system, you'll eliminate the exces­
sive cost of outside tabulation services. And you'll reduce 
your internal operating expenses by using one set of soft­
ware for every research task. 

SPSS products will help you every step of the way, from 
data collection and tabulation to analysis and preparation 
of professional reports, charts and maps. And since 
they run on nearly all mainframes, minis and micros, you 

SPSS is a registered trademark of SPSS Inc. for its proprietary computer software. 

can quickly turn every bit of available data into decision­
supporting facts. 

SPSS products aren't just budget savers. They're time sav­
ers, too. Each product is designed to promptly meet specific 
research needs. Needs for features like item non-response 
handling. Multi-punched data. Extensive labeling. Multiple 
response items. Advanced statistics. Stub-and-banner 
tables. Customized market research training. What's more, 
SPSS software is superbly supported by SPSS Inc., an 
industry leader for over 20 years. 

Take the first step toward controlling your research budget. 
Contact our Marketing Department today. 

CALL 1/312/329-3308 

© 1987, SPSS Inc. 
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Syndicated Research 

Scan data adds up to big 
Ocean Spray Cranberries, Inc., Ply­
mouth, Mass., is a marketing cooperative 
of 800 cranberry and citrus growers 
throughout the U.S. and Canada. Ocean 
Spray posted sales of $735 million in fis­
cal 1987, the 12th consecutive year in 
which the cooperative achieved record 
sales. Ocean Spray is a member of the 
Fortune 500, ranking 385 in the 
publication's latest poll. 

N ot long ago, persons in the con­
sumer packaged goods industry 
may have been happy with mar­

keting tools that answered the question, 
"How's business?" 

Since the advent of supermarket scan­
ning data, these industry officials can now 
go beyond that and find out the answer to 
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the question, "What's driving my busi­
ness?" 

Having access to this information has 
made many of these people happy and 
Information Resources, Inc., an equally 
proud supplier of such data. 

The Chicago-based IRI has provided a 

scanning data service since 1986 when it 
launched InfoScan TM • InfoScan provides 

uThe key to IRI's system is its 
ability to identify and measure 
the conditions and marketing 
mix at key stores. The store 
level data allows for greater 
sensitivity in modeling appli­
cations." 

JohnTarsa 

insight into a brand's performance and the 
consumer behavior behind that perform­
ance. It does this by tracking consumer 

Quirk's Marketing Research Review 



numbers 
purchasing for every UPC-coded product 
sold in supermarkets across the country, 

"Every week, several million 
numbers are new to the data­
base. We must be able to take 
that data and turn it into infor­
mation that the brand man­
ager can use. What we're 
dealing with now is translat­
ing those numbers into infor­
mation." 

JohnTarsa 

together with all the promotional actiVI­
ties - price reductions, retailer newspaper 

ads, couponing and in-store displays- that 
motivate purchasing. As a result, InfoS­
can provides its clients' sales and market­
ing departments with scanner-based 
weekly measurements of volume, market 
share, price and promotional conditions, 
item-by-item, week-by-weekandcity-by­
city. Approximately 2,400 stores in 76 
markets are part of IRI' s sample. In addi­
tion, InfoScan integrates this scanner da­
tabase with the individual purchases of 
more than 70,000 representative house­
holds. Using UPC scanners, everything 
these consumers buy is recorded. 

The representative households are what 
make up IRI's consumer panel. The pan­
elists can shop at any store and merely 
present an ID card to the cashier upon 
check -out. All of their purchases, even in 
drug stores, are electronically recorded 
and individually tracked. The panel re­
flects total market behavior and provides 

IRI serves packaged goods marketers 

I nformationResources,Inc., (IRI), 
Chicago, is a multifaceted research 
company which has been a leader 

in scanner data as a way of measuring 
sales of consumer packaged ,goods. 
Using proprie~y technologies which 
are part of an integrated system, IRI 
offers a wide range of services for 
packaged goods marketers. 
InfoScan 

The best-known product, lnfoS­
can™, is a single source database pro­
viding sales information on all UPC­
coded items from 2,400 grocery stores 
within 76 regional markets in the U.S. 
It was introduced in January, 1987. 
The minimum annual volume for a par­
ticipating store is $2 million. This 
category of stores represents 80% of 
total U.S. grocery sales. 

August/September, 1988 

The basic information, including data 
on weekly market share, merchandising 
and pricing is provided for every four­
week period. The data is available ap­
proximately four weeks after the end of 
the period. 

lnfoScan also utilizes a panel of70,000 
households whose purchasing patterns can 
be tracked at specific stores to provide 
special analysis for systems users. 
PromotionScan 

Linked to InfoScan is Promotion­
Scan™, a syndicated service whereby 
marketers can measure the effect of pro­
motional activities, such as newspaper 
advertisements, in-store displays, price re­
ductions and coupons. The service en­
ables manufacturers to determine the in­
cremental volume generated by each pro-

for the analysis of trial and repeat, buying 
rate, loyalty, purchase cycles, brand shift­
ing, demographics and other issues con-

"The challenge of being able 
to translate numbers into 
information requires people 
who have a blend of skills: 
marketing research, mar­
keting and systems knowl­
edge." 

JohnTarsa 

ceming purchasers' behavior. 
Ocean Spray 

Ocean Spray Cranberries, Inc., Ply-

continued on p. 10 

.motional activity based on actual pur­
chases by consumers. 

IRI was built around the Behav­
iorScan® system beginning in 1980. 
Beh~viorScan involves the use of spe­
cialty wired cable television homes to 
provide an electronic test marketing 
system. It is a "real world laboratory" 
to measure the eff~cts of advertising 
and promotion on sales for both new 
and existing products. 

Other areas ofiRI's involvement in 
marketing research include ABA 
Groups, Inc., a marketer of software 
systems and database services aimed at 
retailers and manufacturer sales forces, 
and the Data Group, Inc., a full-service 
market survey firm with strong capa­
bilities in telephone interviewing. 

9 



Ocean Spray 
for greater sensitivity in modeling appli­
cations," says Tar~a. The company gets 
weekly scanning data from both IRI and 
Nielsen. The information is on data tapes 
which is loaded onto Ocean Spray's main­
frame computer. "This computer is de­
voted entirely to this type of data," says 
Tars a. 

continued from p. 9 

mouth, Mass., has been an IRI and A.C. 
Nielsen Co. scanning data user for several 
years. John Tarsa, manager, marketing 
research at Ocean Spray, says the key to 
IRI's system is its "ability to identify and 
measure the conditions and marketing mix 
at key stores. The store level data allows Ocean Spray also makes use of IRI' s 
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TESIM 
TELLS ALL. 

MAXTESTTM tells you all you want to know about 
your ·latest rough or finished commercial. Is it 
persuasive? Is it intrusive? Does it communicate the 
intended message? Does it project the desired image? Is 
it credible? Confusing? Liked? Disliked? And why? Why 
does it succeed so well or fail so miserably? Why does it 
perform well on certain dimensions and not on others? 

And MAXTESTTM is all addition. No subtraction. It 
successfully integrates persuasion (pre-post constant 
sum), recall (in a program environment), and complete 
diagnostics all in one test without one single tradeoff. 

Want more information about the first truly compre­
hensive approach to evaluating television advertising? 

eaU Diqn.ostic Research. And ask all the questions 
The maximal copytest. · 

Circle No. 507 on Reader Card 

PromotionScanTM. This syndicated serv­
ice allows the company to clearly measure 
the sales increase generated by each of its 
promotional events, such as newspaper 
ads, in-store displays, price reductions 
and coupon distributions. 

PromotionScan capitalizes on a major 
trend in the consumer packaged goods 
industry: a shift occurring in promotion 

John Tarsa is manager, marketing 
research, at Ocean Spray Cranber­
ries, Inc., Plymouth, Mass. Tarsa be­
gan his career at Ocean Spray in 1976 
as consumer research analyst. Pre­
vious experience includes work as 
project director at Foote Cone & Beld­
ing Advertising, Inc. Tarsa holds an 
M.A. degree in mathematics from the 
University of Michigan and a B.A. de­
gree in mathematics from American 
International College. Tarsa is a mem­
ber of the American Marketing Asso­
ciation, the Association for Consumer 
Research, the Market Research Soci­
ety and the Advertising Research 
Foundation. 

vs. advertising spending. The consumer 
packaged goods industry spends billions a 
year on promotion. Consider couponing, 
for example. Almost 200 billion coupons 
were distributed in 1986, a doubling over 
the level in 1981. With an average coupon 

continued on p. 57 
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Data Use 

Problems inherent in using a test market 
By RobertL. Zimmermann 

Robert L. Zimmermann is senior research manager for design and 
analysis at Maritz Marketing Research, Inc., Minneapolis division, 
a company he has been with for four years. He is 
currently a clinical assistant professor of psych.ia­
try at the University of Minnesota in which he is a 
statistical consultant to grants in the areas of ad­
diction and eating disorders. Zimmermann has 
taught at the University of Winnipeg and held re­
search positions at George Washington University 
and the University of Minnesota. He holds an M.A 
and Ph.D. in psychology from the University of 
Minnesota and has published over 60 articles in 
psychiatric, educational and marketing research. 

This article focuses on some of theproblems 
inherent in using a test market toassess the 
impact of some change in marketing. By 

test market I refer to a procedure whereby some subset of the real 
market is altered to obtain an understanding of the impact on vol­
ume, market share or profit. In the case of a product so new and 

It's In 
The Cards • • • 
When it comes to full-service, quality market research, 
Rockwood Research is holding all the cards. Our experi­
enced professional staff will give your project personal 
attention from start to finish. We have in-house focus 

unique that a market cannot be said to exist, then a test market 
would involve establishing such a market on a limited basis. 

I am contrasting the use of test markets with a 
range of procedures which I call analytical re­
search tools. These include perceptual mapping, 
conjoint analysis , segmentation studies, concept 
tests and in-home trials. The methods tend to be 
more complex in research design and involve 
more complex data analysis procedures. The 
defining characteristic as the terms are used here, 
however, is that analytical research tools use 
hypothetical models to gain insight into real 
market forces whereas test markets take place 
within a slice of the real market. Many, possibly 
all, substantive issues can be addressed with both 
approaches, e.g. , price sensitivity can be studied 

using conjoint analysis or real market manipulations. 

continued on p. 16 

group interviewing facilities, a computer-assisted telephone 
system, local and national capabilities, on-site data processing. 
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Whatever your requirements - attitudes or perceptions among product users 
tracking awareness of your advertising, brand share or testing potential advertising 
concepts - you can be assured the staff of Rockwood Research has handled 
thousands of similar projects for firms like yours. 

Remember, Rockwood Research is large enough to provide all the market research services you need, and 
small enough to give your project individual attention. Call us today. 

ROCKWOOD RESEARCH 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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Ask us about 
CHILD 
CRITERION™ 
Concept screening for children's products 

CONCEPT+ PillS™ 
Volume projections at early concept stage 

Criterion® is 92o/o accurate in predicting successes and failures even at early stages of new product 
development. Why so accurate? It's our data bank of over 1800 concepts. 92% accurate. Nobody's better. 

Isn't it time you put Criterion to work on your new product screening? 
For more details call Mary Ellen Kappes. (612) 542 .. 0800. 

~TERJon· 
A concept screening service of Custom Research Inc. 
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Syndicated Research 

Syndicated study tracks trends in 

U
nless your office furniture doesn't 
"fit," isn't functional, or causes 
you problems like back pain, it's 

probably something you don't think much 
about. It may, however, be something 
you have become attached to without re­
ally realizing. Certain pieces of furniture 
have become "your" space, "your" do­
main from which you can work most pro­
ductively and from where you may even 
feel a sense of comfort. 

How useful, functional and how well 
you like that furniture is something per­
sons in the office furniture industry do 
think and care a lot about. With so many 
well-known and well-respected compa­
nies in this industry, consumers are be­
sieged with more than enough choices and 
options. It's furniture manufacturers' 
challenge, then, to monitor and stay ahead 
of this growing and changing industry. 

This high level of industry activity has 
been leashed by Kennedy Research, Inc., 
through Office Trends, a quarterly indus­
try tracking study. For manufacturers of 
office seating, systems, components, tele­
communications equipment supplies and 
the industry trade association, KRI has 
collected insights and information on the 
office industry from designers, dealers 
and facilities managers. Through this 
panel of key industry experts drawn pri­
marily from top dealers, contractors, gen­
eral managers, design firms, architects 
and Fortune 500 companies, KRI pro­
vides up-to-date, relevant information 
and a nationwide perspective and view of 
the office environment, ils equipment and 
furnishings. 

Each study measures sales expecta-

14 

tions, tracks trends in product, pricing and 
promotion and analyzes changes affecting 

"We need more specific infor­
mation about our industry but 
it's often too cost-prohibitive 
and time-consuming to re­
search on our own. It's the 
only tool that reaches a cross­
section of industry people." 

Ken Malik 

office environment, equipment and fur­
nishings. Specific product areas are ex­
plored each quarter to measure awareness 
and image perceptions of major manufac­
turers. 

Studies have involved subjects such as: 
new product introductions, demand for 
full-height movable walls, use of file cabi­
nets in open offices, evaluation of furni­
ture systems, design concept evaluations, 
compatibility of office systems with elec­
tronic equipment, analysis of office tele­
communications needs, installations of 
furniture, fixtures and equipment in new 
buildings, advertising awareness studies 
and brand image evaluations. 

"Office trends helps manufacturers, de­
signers and others keep a finger on the 
pulse of the office furniture market," says 
Richard Kennedy, president of KRI. 
"We're also able to chart trends and pro­
vide insights no other source can match." 
Study objectives 

Specifically, the objectives of the study 
are as follows: 

1. To measure sales expectations for 
each quarter; 

2. To track average delivery times; 
3. To determine awareness of special 

promotional activities or programs; 
4. To track trends in office furniture 

sales in these areas: product mix (wood 
vs. metal, budget vs. high quality, sys­
tems/computer support/traditional furni­
ture and case goods), pricing, use of open 
vs. private offices and new vs. renovated 
space; and 

5. To measure awareness and image 
perceptions of major office furniture manu­
facturers. To obtain the needed informa­
tion, KRI uses a panel of key industry 
experts who participate in an ongoing ba­
sis to ensure continuity of results. The 
panel is structured in this way: 

1. 100 dealers from companies such as 
Steelcase, Herman Miller, Haworth, All­
steel, Knoll, Kimball, Westinghouse, GF, 
andHon. 

2. 100 major interior designers and 
3. 100 facilities managers from Fortune 

"The information helps our 
sales and marketing people 
better understand the competi­
tive environment." 

RickArnold 

500 industrial and service firms. 
The dealers and interior designers are 

drawn from six regions to obtain a geo 
graphically balanced sample: 

continued on p. 22 
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office furniture 

Kimball 
International 

Kimball International, Inc., Jasper, Ind. , is 
a vertically integrated company comprising 
50 service and manufacturing divisions, 
among which principal companies are: Kim­
ball Office Furniture Co. , Artec, National 
Office Furniture Co., Kimball Healthcare 
Co., Kimball Hospitality Co. , Kimball Piano 
and Organ, Bosendorfer Klavierfabrik (Vi­
enna, Austria) and Kimball Furniture Repro­
ductions, Inc. 

August/September, 1988 

Steelcase, Inc. , Grand Rapids, Mich. , is a 
leading designer and manufacturer of office 
furn iture , systems furniture, seating, office 
lighting and computer-assisted programs to 
assist those who plan, provide and manage 
effective and efficient office environments. It 
employs 17,500 people around the world 
and has a sales volume in excess of $1.6 
billion. Steelcase has more than 16 million 
square feet of manufacturing and adminis­
trative facilities in eight countries. 

All steel 's Syntrax™ System. Photo courtesy Allsteel. 

ALLSTEEL 
Allsteel , Inc., began business in 1912 

under the name Allsteel Equipment Co. All­
steel initially manufactured electrical cutout 
boxes and shop tote boxes. Since then, the 
company has grown to be a leading contract 
furniture manufacturer of panel systems, elec­
tronic support furniture, desks, seating and 
filing products. Allsteel 's entry into the office 
furniture industry occurred in 1936 through 
the purchase of an Aurora, 111.-based metal 
cabinet company and has continued to grow 
through acquisition and product line expan­
sion. 

15 
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Our facilities and services are designed to handle the full spectrum of 
your survey research. 

• Central Telephone (CRT's) 
• Focus Group Facilities 
• WATS Center in Omaha (CRT's) 
• Executive Interviewing 

• Pre-Recruit 
• Intercept Studies 
• Store Audits 
•Demos 

~ 
'Vata Collection Specialists" 

Seattle (206) 547-5600 Portland (503) 282-4551 
2100 North 45th Street 5322 N.E. Irving Street 

Seattle, Washington 98103 Portland, Oregon 97213 
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Test Markets 
continued from p. 12 

Quality, quantity 
There are two kinds of issues involved in assessing the useful­

ness of test markets: issues involving quality and quantity of the 
information obtained. The primary issue with regard to quality is 
predictive ability: Will the results obtained from the research 
study generalize to the market as a whole? Quantity is an issue of 
efficiency. 

Test markets possess what a measurement expert would call 
content validity. This means they are comprised of a sampling or 
subset of the actual phenomena to be assessed. It needs to be 
stressed that content validity does not guarantee predictive valid­
ity. 

Predictive validity requires an adequate sampling as well as 
control or evaluation of the effects of all non-random variables 
which might affect the criterion measure. 
Corollary examples 

The following are some corollary examples from other areas of 
applied science to illustrate the difference between predictive 
validity and content validity. 

Suppose one is confronted with the training of a large number 
of people in skills for which they have had little or no relevant 
experience, for example, the U.S. armed services at the beginning 
of the first and second world wars. The most certain method of 
determining if people would succeed in a specialized training 
program is simply to put them in the program. But this method is 
very costly. Many would fail the program, yet for those who suc­
ceed, one does not know if this is their optimally successful area. 
Two or three days of initial testing markedly reduces the risk of 
faulty placement. Few would argue that a test is either more real or 
more valid at predicting future success than an actual trial in the 
training program. It is simply much more efficient. 

In medicine, certain bacterial infections are differentially sen­
sitive to different antibiotics. One way of determining the appro­
priate antibiotic is to try each in succession in the patient. This 
might take one or two weeks per antibiotic, but if the patient lived 
long enough and if there were no other complicating factors to 
cloud one's evaluation, one would eventually determine the ap­
propriate medication. One can grow a culture of the bacteria in an 
artificial media and test all the potential medications within a few 
days. The question is not which is more real but which is more ef­
ficient. 
Possible problems 

There are at least four areas in which problems may arise in 
implementing a test market: market selection, test implementa­
tion, uncontrollable extraneous factors and test assessment. The 
selection of a market or markets in which to make the test should 
aim at putting together a microcosm that matches the larger 
market. The two should be functionally equivalent on all vari­
ables that might affect the criterion measure. Note that equiva­
lence includes not only geodemographics but temporal cycling, 

continued on p. 55 
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:poJtL 
How to Tunnel Through 
Mountains of • 

0 
The Wirthlin Group 

And Find The Answers You Need. 
Even the best data is worthless-if you don't know how to use it. At The Wirthlin Group we 

realize that obtaining marketing data. in itself, is not a goal. But learning how to use it is. 

That's why, we're offering seminars to help you turn data into information .. .. And information 
into decisions for making intelligent choices. 

After all-Decision Making Information is our specialty. 

Our Seminar Program 

You will learn how to obtain the most actionable information, how to leverage it and how to apply 
it toward developing an effective strategy in the areas of: 

Marketing Research Strategy Development Research Design and Data Analysis 

Contemporary Marketing Research 
Thchnlques and Methods 

Washington, D.C. 
Chicago 

July 18-20 
September 20-22 

Applications and Benents of Research 
In Developing Marketing Strategy 

Washington, D.C. 
Los Angeles 

July 21, 22 
December 8,9 

Applied Multivariate Thchnlques for 
Strategic Data Analysis 

Washington, D.C. 
San Francisco 

August 9-11 
November 15-17 

Effective Tabulation and Analysis 
Thchnlques and Interpreting 
Marketing Research Data 

New York City 
Los Angeles 

August 23-25 
December 5-7 

The seminars are developed and presented by Gaurav Bhalla whose reputation as a seminar 
leader is widely recognized by members of the marketing research community. Here's what others have 
said about Dr. Bhalla: 

"Gaurav is an excellent presenter and explains 
things clearly and accurately without 
oversimplifying concepts. He has a solid grasp of 
the complex and very real problems we deal with 
everyday." 

Doss Struse 
Director of Marketing, Research Services 
General Mills, Inc. 

"You 'II get more than your money's worth. . . Dr. 
Bhalla is a dynamic presenter; attuned to his 
audience. His customized approach ensures no 
one is either "left behind" or bored. And when 
he's finished, you will reach new heights in study 
design and analysis." 

Karen Mulvahill 
Vice-President, Marketing Research 
Manufacturer's Bank 

Plus, we're so confident about the value of our seminar programs that we even guarantee them. If 
you are not satisfied, we'll refund your money. 

Join us. So you too can cut through the mountains of data and start making the right 
decisions. 

Simply cut out the coupon and mail. Or call Ms. Marian Chirichella at 1-800-332-4621 and she'll 
send you a brochure with information on the seminars, a registration card and course descriptions. 

r-------------------· ,. , 
MYES 

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

Decision Making Information for Intelligent Choices. 

I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

arne ____________________________________ ___ 

Dr. Gaurav Shalla 
Director, Analytical and Consulting Services 
The Wirthlin Group 
1363 Beverly Road 
Mclean, Virginia 22101 CircleNo.514onReaderCard 

• 

Title---------- Phone---------­

Company------------------------------------­

Address------------------------------------­

City----------- State---------- Zip----------

Or call Ms. Marian Chirichella at 1-800-332-4621. 



Survey turnaround time cut 
with scanning technology 

D id you ever take tests in school 
that required you to answer 
questions by filling in circles 

with a No. 2 pencil? Students may won­
der why they take tests this way, but for 
teachers it provides a quick and easy way 
to create and correct them. All the teacher 
needs to do is put the punched out circles 
of the answer key on top of the students' 
tests and in no time, the tests are scored. 

In a similar vein, many companies, 
government agencies and nonprofit insti­
tutions are using this type of technique to 

gather and analyze all kinds of market in­
formation. Like teachers with hundreds 
of tests to grade each year, many compa­
nies and organizations have hundreds of 
market surveys to conduct and process 
each year on a tight deadline. While some 
of the parts of the process can be pushed, 
there is no way to accelerate preparing the 
survey questionnaire or entering the raw 
data into the computer. Until now. 

Such time consuming and error-prone 
tasks can be virtually eliminated with Sur­
vey Network by National Computer Sys-

terns, Minneapolis. According to NCS, 
the Survey Network is a desktop publish­
ing system that allows the user to design 
and print questionnaires, then enter and 
evaluate the survey data quickly and eas­
ily. 
Simple, direct 

An especially attractive feature about 
this survey system is that users need not be 
computer programmers to operate it. It is 
simple, direct and requires no lengthy 
training sessions. Survey Network pro-

continued on p. 24 

FINALLY - THE PERFECT, PRACTICAL 
COUPON PROMOTION PRE-TEST! 

18 

At last there's a system that enables you 
promotion options in-market economically, 
PERFORMANCE TEST. 

to pre-test alternative coupon 
fast and reliably. It's THE 

If you cannot say wit~ certainty that your brand will be using the most 
cost efficient coupon In its next national FSI or direct mail program, 
you owe it to yourself to learn about THE PERFORMANCE TEST. 

The technique enables you to pre-test optional considerations like 
alternative: 

-coupon values- -copy approaches- -purchase requirements- -overlays-

For more information, including case histories of major packaged goods 
companies, please contact: 

Ron Zitani, Harvey Magier or Christopher Cole at: 

Final Analysis Inc. 
15. E. 26 Street 
New York, N.Y. 10010 
(212) 213-3553 
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''The 
ABC Election 

PoJJjng Thit 
lSTheBest 

fu The ,, 
Industry. .. 

-Peter Jennings, March 9, 1988 
The Annual Conference of the Advertising Research Foundation 

In an election year the 
ultimate challenge 

for researchers is to deliver data 
within deadlines frequently measured 

in minutes ... 

From primary exit polls to 
the Presidential Election, ABC News relies on 

Chilton Research Services 
to collect, compile and report data­

quickly and accurately. 

You can depend on 
Chilton Research Services 

to provide you with the same precision, 
timeliness and customized service ... 

from measuring public attitudes and opinion 
to product research. 

,. ........ ,.AI RESEARCH 
., ....... ., .. SERVICES 
puts you On Time, On Target, On Top 

Radnor, PA 19089 • (215) 964-4602 
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CONSUllER 
OPINION 

SERVICES 

Covering the Northwest 
with 

our Expanding Network of 
Mall and Focus Facilities 

-
Mt. Vernon Mall 
Everett Mall *Spokane 

*Seattle Northtown Mall 
Seattle Focus Spokane Focus 

~ Bellevue Focus ] 

t\ __ _,. j 
*Portland 

Vancouver Mall 
Three Rivers Mall ~ 

Mall Intercept 
Focus Groups 

Central Telephone 
Audits 

Pre-recruited Groups 
Executive 
Medical 
Demos 

Door to Door 

(206) 241-6050 
Ask for 

Jerry Carter or Dorothy Carter 

Over 20 Years 
in the Northwest 

MRA • AMA 

Consumer 
Opinion Services. Inc. 

12825 - 1st Avenue South 
Seattle, Washington 98168 

QUALITY • INTEGRITY • SERVICE 
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Forecast Pro 
continued from p. 6 

to project the market share for particular 
products the department uses. "For ex­
ample, with shingles, we examine the vary-

"We plug in several variables 
and product sales. Then, Fore­
cast Pro comes up with the 
best methodology to forecast 
and the most significant vari­
ables. If you accept the rec­
ommendations for the model 
it has proposed, it runs right 
into the forecasting option." 

Bruce Harned 

ing growth rates and the variables that de­
termine market share." 

In a simplified fashion, Hamed ex­
plains how Forecast Pro works. "We plug 
in several variables such as economic con­
ditions in specific geographic markets. 
Then we plug in product sales. Forecast 
Pro then comes up with the best methodol­
ogy to forecast and the most significant 
variables. If you accept the recommenda-

We can manipulate data on a 
monthly basis and change en­
vironmental variables as in-
formation becomes available 
or as we see appropriate." 

Harriet Gallu 

tions for the model it proposes, it runs right 
into the forecasting option." 

Hamed praises the system's easy-to­
use format. "It's user friendly. It provides 
a simplified way of doing what can be a 
highly complex process. No service of 
which I am aware projects roofing oppor-

tunities as simply as Forecast Pro." 
FTD 

Cost was initially a major reason why 
Florists' Transworld Delivery (FTD) 
Southfield, Mich:, turned to Forecast Pro. 
Harriet Gallu, project supervisor of quan­
titative research in FTD' s research depart­
ment, says it was very expensive going 
through an outside vendor to forecast 
FTD' s data. "We were also limited by the 
vendor's schedule and received updates 
onlytwiceayear. That's when we decided 
to check out different software packages," 
saysGallu. · 

"In general, the system gives us a work­
ing forecast," notes Gallu. "By making 
adjustments for seasonality and changing 

"The system is userjriendly. 
It provides a simplified way of 
doing what can be a highly 
complex process. No service 
of which I am aware projects 
roofing opportunities as sim­
ply as Fore cast Pro." 

Bruce Harned" 

market conditions, we can improve the ac­
curacy of the forecast." Gallu is confident 
about the accuracy of the numbers they 
receive because they have tested the fore­
cast with actual data from two to five years 
ago and projected last year's levels with 
Forecast Pro. 

Having control over the forecasting 
system is a big advantage to FTD' s re­
search department. "We can manipulate 
data on a monthly basis and change envi­
ronmental variables as information be­
comes available or as we see appropriate. 
Plus, even though I don ' t have a strong 
background in forecasting, Forecast Pro is 
easy to follow." MRR 

For more information about Fore­
cast Pro, contact Business Forecast 
Systems, Inc., 68 Leonard St., 
Belmont, MA 02178. 
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THE CASE 
FOR 

& 
METHOD 
Personal Interviewing 

FREQUENCY 
BI-MONTHLY 

SAMPLE 
2000 interviews, 1000 females, 
1000 males, 18 and over. A national 
probability sample of U.S. 
households. 

SUPPLEMENTS 
Teens, children, in-home audits, 
leave-behinds with personal 
retrieval . 

BENEFITS 
Use of exhibits, cards, scales. 
Personal interviewing at a fraction 
of custom costs. Demographic 
breakdowns included. 

IN SUMMARY 
12,000 in-home, personal interviews 
each year. 

THE CASE 
FOR 

METHOD 
Telephone Interviewing 

FREQUENCY 
WEEKLY (every Friday) 

SAMPLE 
1000 interviews. 500 females, 500 
males, 18 and over. A national 
random digit dialing (ADD) sample 
of U.S. households. 

SUPPLEMENTS 
Teens, children, ethnic groups. 

BENEFITS 
Results delivered 3-4 working days 
from start. Low cost. Demographic 
breakdowns included. 

IN SUMMARY 
52,000 telephone interviews 
each year. 

Of course, if you're like so many other users of marketing research the chances are good 
that both services are right for you. To learn more about AIM or OmniTel write or call: 
Marvin Baiman, Joel Henkin, Newton Frank, Barbara Berkowitz, Bob Golden, Jeff Harris, 
Bert Kohn or Judi Lescher. 

Circle No. 516 on Reader Card 

Headquarters 
303 George St. 

New Brunswick, N.J. 08903 
201-249-1800 I 212-349-0781 

West Coast Office 
4275 Executive Square, Suite 800 

LaJolla, California 92037 
(619) 546-2922 
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advertisers with the Reader 
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for QUALITY telephone interviewing ... 
THE WATS ROOM, INC. 
• Quality data collection for nearly two decades, on 

hundreds of thousands of Interviews, from a central 
WATS telephone facility. 

• Professional project people and a continuously­
trained and monitored staff ensures that YOUR pro­
ject Is executed to the highest standards. 

• We Incorporate the latest CRT Interviewing system 
and telephone switching equipment, all within a fa­
cility designed for maximum managerial and quality 
control. 

• Comprehensive range of sampling capabilities. A 
fully-equipped conference room for on-site 
meetings. Complete Client off-site monitoring 
abilities. 

• Fully Independent service. Ready to Assist YOU In 
complete confidentiality. 

Experienced, Dependable, Professional. 

THE WATS ROOM, INC. 
120 Van Nostrand Avenue • Englewood Cliffs, NJ 07632 

Telephone (201) 585·1400 
Brochure available on noniiM~"-
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Steelcase's Series 9000 Systems Furniture. Photo courtesy Steelcase Inc. 

Office Trends 
continued from p. 14 

1. Northeast: Boston, Philadelphia and 
Washington, D.C. 

2. Midwest: Detroit, Chicago and Cin-
cinnati 

3. South: AtlantaandTampa 
4. Southwest: Dallas and Phoenix 
5. West: Los Angeles and San Francisco 

and 
6. NewYorkCity. 
To facilitate participation while mini­

mizing respondent "burnout," a mail ques­
tionnaire is used. The panel is initially 
recruited by telephone and some over-

"It provides another data point 
in our decision-making proc­
ess. It's another checkpoint 
that may initiate a different 
course of action or rethink the 
current proposal." 

Ken Malik 

recruitment is done to provide for respon­
dent fall-out. Monetary incentives are 
offered to participants along with a sum­
mary of findings to encourage participa­
tion. Dealers and interior designers com­
plete a questionnaire each quarter; facili-

"Office Trends is a periodic, 
cost-effective way to monitor 
key business activity issues and 
to address special topics in 
detail throughout the year." 

Rick Arnold 

ties managers do so only once a year. 
To maintain a reasonable questionnaire 

length, dealers and designers are asked a 
base of core questions each quarter with 
certain issues addressed only once or twice 
a year. 

Core questions 
The core questions cover the following 

issues: 
1. Sales expectations/product mix 
a. Are order levels expected to increase, 

decrease, or remain unchanged in the next 
three months? Why? 

continued on p.61 
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THE 
BOTTOM LINE IS ... 
BETTER DECISIONS! 
You 've built your business by providing your clients with the most timely and 
accurate data possible, enabling them to make the best decisions for their 
company. Now do the same for your company by asking questions like ... 

What are my growth objectives? 

Do I have the tools to meet my goals, and those of my clients? 

flj How am I addressing the issues which impact my business today .. . 
and tomorrow? 

We at Computers for Marketing Corporation, have developed "SURVENT," 
" PC-SURVENT," "EZWRITER," " MENTOR," and other CRT interviewing and 
cross-tabulation research software that are often cited as the standard of 
excellence in the market research industry today. 

FREE DISK 
If you are a CEO, Director of Marketing or Research and are considering 
expanding your current computer technology - take advantage of 
CfMC's experience by completing this FREE self-administered 
"Business Planning Guide." 

This free disk (IBM compatible) is designed to help you answer questions about 
the growth and direction of your company, requirements needed to achieve 
your goals, as well as provide you with a rough estimate of software and 
hardware costs. 

To obtain your FREE self-administered "Business Planning Guide," 
call (415) 777-0470, ext. 123 today! 

Computers for Marketing Corporation 
547 Howard Street • San Francisco, California 94105 
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Scanning 
continued from p. 18 

vides all the tools necessary to conduct a 
survey: software and hardware to design 
and print scannable questionnaires, and a 
versatile scanning technology that puts 
the data directly into the user's micro­
computer. 

Here's how the system works. First, 
users design their questionnaire on the 
screen of a microcomputer by formatting 
the survey questions and responses using 
the desktop publishing software. All the 
software functions are set out in clean and 
uncomplicated screens. 

Next, the questionnaire is printed on 
NCS open-format scanning forms. Users 
determine the size of the response bubbles 
and where they go as well as where the 
questions and response titles are posi­
tioned. 

Printing options include a range of 
laser printers, from theAppleLaser Writer, 
through heavier duty cycle laser printers 
like the Data Products LZR 2665 and TI 
2115, through console laser printers like 

the IBM 3800 and Xerox 8700. Commer­
cial offset printing can also be used when 

A critical feature of NCS 
scanners is their ability to 
distinguish between levels of 
mark intensity. This means 
the scanner can tell erasures 
and smudges from the 
respondent's final choice when 
the questionnaire is scanned, 
thus assuring that users are 
getting all the information 
that's available on the survey. 

volume demands it and time permits. 
After the data are collected, NCS' scan­

ning technology is used to send the data 
from the completed surveys directly into 

WHEN YOUR 
FOCUS IS 
RECRUITING ... 
STEP BEHIND 
OUR MIRROR 
Anyone can buy expensive seats, but it takes an 
experienced professional staff to fill them. Smith 
Research has focused on recruiting qualified 
respondents for over 23 years. 

Smith Medical Market Research, a separate division, 
has specialized in medical recruiting and telephone 
interviewing nationwide since 1980. 

We offer quality recruiting for either of our two con­
venient, spacious focus facilities or at a location of 
your choice in the Chicago/and area. 
For more information on how Smith Research can 
bring your recruiting needs into focus, call Kevin 
Smith at 312/948-0440 or 8001443-8938. ~ 

the user's microcomputer for analysis and 
output. 
Scanning technology 

The NCS Survey Network is built around 
a technology called Optical Mark Read­
ing (OMR). The NCS OMR scanner is the 
bridge between the user's questionnaire 
and computer. 

According to NCS, an OMR scanner is 
fast and accurate because there's no 
"middle man." Those surveyed indicate 
their responses by using a No.2 pencil to 
darken the bubbles on the questionnaire. 
The questionnaires are then fed into an 
NCS scanner which sends the responses 
directly to the computer. Using an OMR 
scanner to collect survey data provides an 
accuracy rate better than key entry, and 
the scanner places the data directly on a 
microcomputer's hard disk. 

A critical feature of NCS scanners is 
their ability to distinguish between levels 
of mark intensity. This means the scanner 
can tell erasures and smudges from the 
respondent's final choice when theques-

continued on p. 51 

Smith ResearchS SMITH MEDICAL 
MARKET RESEARCH 

1121 Lake Cook Road • Deerfield, Illinois 60015 • 150 E. Huron Street • Chicago, Illinois 60611 
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Over the past 13 years, more than 20,000 par­
ticipants in 23 countries have attended The Burke 
Institute seminars-the Institute, in fact, con­
ducted its l,OOOth Marketing Research seminar 
in June of this year. 

Our seminar participants ~eta lot out of the 
experience. They tell us that m the evaluation 
forms that they fill out, which are full of terms 
and phrases like 11tremendous;' 11WOnderful;' 
~~fantastically stimulating;' 11just what I needed;' 
u strai~ht to the point;' "very applicable to my 
work: More importantly, the)' come back for 
more, and they bring their colleagues and co­
workers. We're gratified by all the evidence that 
the participants in our seminars have learned 
something useful from us. 

We have learned a lot from them. The feed­
back we get from our students is what keeps our 
seminars timely, practical and relevant to real­
world issues and situations. 

It's partly the depth of our experience that has 
made us tlie prermer educator m marketing re­
search worldwide. It is also the completeness of 
our program, ranging from the ~rennially popu­
lar seminar on Practical Marketmg Research to 
more technical and advanced seminars such as 
those on Multivariate Analysis, Positioning and 
Segmentation Research, and Tools and Tech­
niques of Data Analysis. The Institute offers its 
Certificate of Achievement in Marketing Re­
search Methodology and Applications to those 
individuals who successfully complete a core 
sequence of seminars and workshops. 

All Burke Institute seminars and workshops 
are taught by full-time Institute faculty, and each 
faculty member is a seasoned, highly q~alified 
marketing research professional. And The Burke 
Institute is backed by the considerable resources 
of SAMI/Burke. At The Burke Institute, you will 
learn marketing research methods and applica­
tions from the professionals who do more cus­
tomized marketing research and have taught it 
to more people tluin anyone else in the world. 

Look over the listing of our upcoming seminars. 
Then call us toll free. We will help you select the 
best seminar or other educational opportunity to 
meet your needs. Please call Ms. Lisa Raffignone, 
Program Manager, or Dr. Sid Venkatesh, Manag­
ing Director, at (800) 543-8635. 

800 Broadway, Cincinnati, OH 45202, 800-543-8635 

The Burke Institute 
Seminars in North America, July-December 1988 

1. PRACTICAL MARKETING RESEARCH 

2. INTRODUCTION TO MARKETING RESEARCH 

3. QUESTIONNAIRE CONSTRUCTION WORKSHOP 

4. TABULATION AND INTERPRETATION OF MARKETING 
RESEARCH DATA 

5. WRITING ACTIONABLE MARKETING 
RESEARCH REPORTS 

6. ADVANCED QUESTIONNAIRE CONSTRUCTION WORKSHOP 

7. FOCUS GROUPS: AN INTRODUCTION 

8. FOCUS GROUPS: AN APPLICATION WORKSHOP 

9. FOCUS GROUP MODERATOR TRAINING 

10. TOOLS AND TECHNIQUES OF DATA ANALYSIS 

11. PRACTICAL MULTIVARIATE ANALYSIS 

12. USING MULTIVARIATE ANALYSIS: A P.C. BASED 
APPLICATIONS WORKSHOP 

13. EXPERIMENTAL DESIGNS FOR MARKETING RESEARCH 

14. MARKETING RESEARCH WITH CHILDREN 

15. APPLICATIONS OF MARKETING RESEARCH 

16. PRODUCT RESEARCH 

17. ADVERTISING RESEARCH 

18. POSITIONING AND SEGMENTATION RESEARCH 

19. NEW PRODUCT FORECASTING 

20. MANAGING MARKETING RESEARCH 

Other topics available: 

New York 
Atlanta 
San Francisco 
Toronto 

~~~~rk 
Cincinnati 

Cincinnati 

Cincinnati 
New York 
San Francisco 
Cincinnati 

Cincinnati 
New York 

San Francisco 
Toronto 
Cincinnati 

New York 
San Francisco 

Cincinnati 
Los Angeles 
New York 

Cincinnati 

Cincinnati 
Cincinnati 

Cincinnati 
Los Angeles 
Cincinnati 
New York 

New York 
Cincinnati 
New York 

Cincinnati 

Cincinnati 

Cincinnati 

New York 
Chicago 
Cincinnati 

New York 
Cincinnati 

New York 
Chicago 

New York 
Chicago 

New York 

Cincinnati 

26. PRICING RESEARCH 

July 11-13 
Aug. 1-3 
Aug.22-24 

~\~1}1 
Nov. 7-9 
Dec. 5-7 

Sepl12-13 

July 19-20 

~f"l/:(9° 
Nov. 17-18 

~.1t~~ 
Aug. 25-26 
Sepl22-23 
Nov. 1S-16 

~flJ_"tfpl1 

July21-22 
Sept15-16 
NOv. 10-11 

Oct6-7 

Aug. 9-12 
Sepl20-23 

July27-29 

~~l2!t2~4 
Dec. 14-16 

~gt.~i-28 
Dec. 7-9 

Sepl29-30 

Aug. 4-5 

Dec. 13-14 

~lltl~ 
Dec. 8-9 

Aug. 9-10 
Nov.21-22 

Aug. 18-19 
Nov.3-4 

Aug. 16-17 
NoV.1-2 

Aug. ll-12 

Sept 7-8 

21. PHARMACEUTICAL MARKETING 
RESEARCH 

22. INDUSTRIAL MARKETING RESEARCH 
27. MARKETING RESEARCH FOR FINANCIAL 

INSTITUTIONS 
23. CONTEMPORARY MARKETING STRATEGY 

AND TACTICS 
24. TELECOMMUNICATIONS MARKETING 

RESEARCH 
25. MARKETING RESEARCH FOR DECISION 

MAKERS 

28. INTERVIEWING EXECUTIVES AND 
PROFESSIONALS 

29. PERSONAL PRESENTATION OF 
RESEARCH RESULTS 

30. INTERNATIONAL MARKETING 
RESEARCH 

We also offer seminars on more than 60 high-tech topics through the 
Institute for Advanced Technology. These include: 

• Artificial lntelllizence Overview • Using Personal Computers 
• Expert System Applications • Integrating Information Systems 

© 1988, SAMUBurke Inc. A Control Data Company. 
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NAMES OF NOTE 
Joining Phil Balducci & Associates, Inc., 
Tampa, FL, is Cindy S. Chamber as 
senior research analyst. Previously she 
was a marketing research analyst for Em­
bassy Suites, Inc., Dallas. 

Myra Ebner, president, Convention Re­
search Corp., Marietta, GA, was inducted 
as president of the 1988-89 board of direc­
tors' for the Marketing Research Assn. at 
the organization's 30th Annual Confer­
ence in May in Chicago. Other officers 
inducted at the convention were Nancy 
Hayslett, manager, Walker Research, 
Tempe, AZ, as president-elect; Janith P. 
Fuller, senior vice president of client serv­
ices, Market Facts, Inc., Chicago, as vice 
president; Betsy Schnepf, vice president, 
field and administration, The Wirthlin 
Group, McLean, VA, as secretary; and 
Carol Davis, president, Davis Market 
Research, Calabasas, CA, as treasurer. 

Steven C. McFadden has been promoted 
to executive vice president and member of 
the board of directors at International 
Communication Research, Inc., Media, 
PA. McFadden has been in opinion re­
search for 13 years. His new responsibili-

ties include management of the company's 
client services group. 

Pat Sawyer has been named managing 
director of Precision Field Services in 
Atlanta. Cathy Johnson has also joined 
the Atlanta office of PFS as director of 
telephone operations. She has seven 
years of market research experience at the 
supplier level and field service firms. 

Louis J. Pappalardo has formed Tren­
data, Inc., Norwalk, CT, a supplier of 

Pappalardo Foster 

syndicated marketing research for the con­
sumer durable industry. Previously he 
was president ofTrendex, Inc., where he 

published the Buyership Report for 20 
years. Lisa Foster joins the company as 
vice president. Previously she was client 
service manager at SAMI/B urke. 

Peter A. Fushan has joined Chilton Re­
search Services, Radnor, PA, as an ac­
count executive. He will be responsible 
for the sales, design, implementation and 
analytical interpretation of various con­
sumer and industrial studies. Fushan was 
previously vice president and group man­
ager at Data Development Corp. 

William R. Eddins has joined Bellomy 
Research, Inc., Winston-Salem, NC, as 
director of analytical services. Previously 
he was marketing research manager for 
RJRNabisco. 

Kay Wall has been named president of 
Simmons Syndicated Studies, New York. 
She will be responsible for sales, market­
ing, technical management and new serv­
ice development. Previously she was ex-

continued on p. 30 

INTRODUCING 
Focus FMSTM THE COMPLETE FOCUS FACILITY MANAGEMENT SYSTEM 

Get complete control of your facility. Manage 
facility scheduling, respondents, recruiting and 
clients with an easy-to-learn PC system. Focus 
FMS improves your recruiting capabilities while 
freeing up valuable staff time for more produc­
tive and profitable activities. 

Focus FMS is so easy to use, you can be up and 
running in less than an hour. No programming, 
simply select options from clear, concise 
menus. And maintaining the system's information 
takes less time than you now devote to typing 
sign-in sheets and confirmation letters. 

• Maintain information on an essentially 
unlimited number of respondents. 

• Select consumer, medical and executive 
respondents on up to 40 demographic 
criteria, 20 of which you define to meet 
your individual facility's needs. 

• Identify and eliminate 'professional 
respondents' from your groups. And end 
the problem of respondents attertding 
multiple groups for the same client. 

• Keep complete track of jobs, facility 
schedules and recruiting status. 

• Automatically print group sign-in sheets 
and confirmation letters. 

• Developed and tested by research profes­
sionals for over 2 years. 

For more information contact 
ECF Systems Development 
3195510th Ave. 
South Laguna, CA 92677 

714-499-5135 

Focus 
FMS 
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COMPUTER INTERVIEWING 

EXPERIENCES 
FOURTH IN A SERIES 

LENGTHY AND COMPLEX SURVEY 
RESEARCH INSTRUMENTS 

Ashton-Tate publishes a wide variety 
of microcomputer software packages, 
including dBASE III Plus, MultiMate 
Advantage II, FullWrite Professional, 
and Framework II. As part of our pro­
duct development efforts, we often 
conduct surveys with PC users to learn 
about their software needs. 

From time to time it's necessary for us 
to field survey instruments that are 
technically complex and require more 
than ten to twenty minutes of a 
respondent's time. For these surveys, 
we've found that answers are more ac­
curate when respondents can examine 
questions and answer choices directly. 
So, we use mail surveys whenever we 
have questionnaires of this type. 

A NEED FOR FLAWLESS EXECUTION 

Last year, we developed a question­
naire as part of a study of database 
software users; it was longer than our 
average survey and required technical­
ly complex answers. We had several 
concerns about the implementation of 
this study. First, we were concerned 
that the lengthiness of this survey 
would reduce response rates. Second, 
it was important that the survey be ex­
ecuted exactly as intended. We needed 
to be sure that skip patterns and bran­
chings would be followed, and that 
the sequence of questions would be 
observed. 

Karen Zevin, Ashton-Tate 

THE BENEFITS OF COMPUTER 
INTERVIEWING 

We decided that the best way to ensure 
that this questionnaire was properly 
executed was to do it by computer. So, 
we fielded our mail study using com­
puter interviewing disks instead of 
paper questionnaires. 

The computerized format masked the 
skip patterns and branchings and did 
not allow the respondent to answer 
questions out of order. In addition, 
the length of the survey was not an 
issue: once respondents began to com­
plete the survey, they were so intrigued 
that we ended up with a response rate 
of over SO % within thirty days. 

We are pleased that our respondents 
enjoyed this interview experience, and 
that the technique provided us with 
higher quality data. The next time we 
are faced with a lengthy and complex 
questionnaire requiring a mail survey, 
we will certainly consider computer 
interviewing again. 

Karen Zevin 
Market Research Ma nager 
Ashto n-Tate 

For more information about computer interviewing, contact: 
Sawtooth Software, 1007 Church St. , Evanston , IL 60201 
312/ 866-0870 
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Names of Note 
continued from p. 26 

ecutive vice president and director of sales 
and marketing of this major division of 
Simmons Market Research Bureau. 

Earnestine Hargrove has joined the Van­
derveer Group, Inc., Fort Washington, 
P A, as a project director specializing in re­
search and consulting for financial institu­
tions. Dr. Hargrove was formerly the 
director of marketing research at First 
Atlanta Bank in Atlanta where she was 
responsible for the direction of all primary 
and secondary research for consumer cor­
porate marketing. 

In order to better serve a growing list of ac­
counts in southern California, Nielsen 
Marketing Research has opened a new 
sales/service office at4 Hutton Centre Dr., 
Suite 700, Santa Ana, CA 92707. Tele­
phone: (714) 549-9500. The new facility 
is an extension of Nielsen's Menlo Park 
office and reflects the firm's on-going 
commitment to bringing its services di­
rectly to customers. These facilities will 

ASTORIA 

•SALEM 

support a complete staff of client service 
executives, analytical specialists, trade 
services, neodata and NPD/Nielsen per­
sonnel. The office will be directed by 
John Walling, vice president and general 
manager of the Nielsen Western sales ter­
ritory. 

S&O Consultants, San Francisco, has 
promoted Margaret H. Widelock to ex­
ecutive vice president/chief operating of­
ficer. She was previously senior vice 
president. Widelock will oversee client 
services with responsibility for program 
management and for providing key strate-

Widelock Zuurdeeg 

gic input for the identity, packaging and 
name development programs conducted 
by S&O. She will also direct NOV A 
Research, a subsidiary of S&O. 

Bart Zuurdeeg has been promoted to 
marketing research director at Royal 
Crown Cola Co., Rolling Meadows, IL. 
He was previously assistant marketing 
research director. Prior to joining RC in 
1986, he was a research analyst with Rich­
ard Day Research. 

Carol Smeja has joined DDB Needham 
Worldwide, Chicago, as research supervi­
sor. She was previously senior analyst at 
Foote, Cone & Belding. 

Betsy Braun has been promoted to re­
search director, Independent Television 
Sales, New York, from group research 
manager. 

Emily Barbour, formerly vice president­
interviewing services at NFO Research, 

continued on p. 32 

gargan & associates 

•CENTRAL 
TELEPHONE 
FACILITY 

• STATEWIDE MALL 
INTERCEPT & 
DOOR TO DOOR 

• ALBANY/CORVALLIS 

30 

•EUGENE • BEND/REDMOND 

C OS BAY/NORTH BEND 
• ROSEBURG 

• MEDFORD/ ASHLAND 

• DATA PROCESSING 
& TABULATION 

• COMPLETE 
PROJECT 
COORDINATION 

• FOCUS GROUP 
FACILITIES 

"Covering Oregon and the Pacific Northwest" 
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HERE'S THE BEST NEWS ••• 
. . . Questions by Friday noon 

Answers by Wednesday 

TeleNationT· 
The Hotline to America 

ALWAYS AVAILABLE ••• 
Weekly multi-client telephone survey of 1,000 
consumers nationwide. 

RAPID RESPONSE ••• 
Access to results in two working days. 

INEXPENSIVE ••• 
Pay-per-question means you pay only for the answers 
you want. 

RELIABLE ACCURACY ••• 
Same rigorous quality control standards associated 
with custom research. 

UNLIMITED APPLICATIONS ••• 
• Continuous tracking mechanism 

• Mini-studies 

• Concept testing 

• Data base screening device 

• And much more 

FOR MORE INFORMATION ••• 
Call your local account representative 
or call Donna Malone, TeleNation's Product Manager, 
(312) 280-9100, Ext. 279. 

TeleNation TM -a service of MARKET FACTS, INC. 

Chicago, New York, Washington D.C., Los Angeles, Dallas, Boston, St. Louis 
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consider 
the source 

You can now find one of 
America's most complete and 
competitive resources for data 
collection and data processing 
under one roof- Walker: 
Data source. 

Data source is the one-stop 
answer to your data collection 
and processing needs, offering 
experienced people, competi­
tive prices and the quality you 
expect from Walker. 

Datasource provides a wide 
range of services including 
Telephone and/or In-Person 
Data Collection, Business/ 
Professional Interviewing, 
Hispanic Data Collection and 
Data Processing. 

Go to the Source. DataSource. 
For more information on serv­
ices and.pricing call Priscilla 
Kamrath at 1-800-334-3939. 

• WALKER: 

A division of Walker Research. Inc. 

3939 Priority WayS. Dr. • P. 0. Box ~32 
Indianapolis, IN 462~-()432 • (3171 843·3939 
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Inc., announces the formation of Barbour 
Research, Inc., 5241 Southwyck Blvd., 
Suite 201, Toledo, OH 43614. Telephone: 
( 419) 866-34 7 5. Barbour is president and 
Linda Hagedorn is manager. The com­
pany specializes in two basic services; 
telephone interviewing on a nationwide 
basis and consulting services for all data 
collection aspects of a market research 
project. 

Keith C. Stevens has joined AB Research 
Associates, Norwalk, CT, as a client 
services vice president. He was previ­
ously client services manager at General 
Foods Corp. 

Stevens Fox 

Mary Fox has been named vice president 
at NOV A Research, San Francisco. She 
will manage all phases of quantitative and 
qualitative research projects and assume 
overall responsibility for field activities, 
visibility research technologies and data 
processing. Fox joined the company in 
1979 and was previously account supervi­
sor. 

Susan Spencer has been promoted to sen­
ior research director at Response Analy­
sis, Princeton, NJ, and Patricia Bour­
dette, Gary Fuchs, and Steven Olszewski 
have joined the staff as research assistants. 

Michael A. Pajor has joined Dimension 
Research, Inc., Lisle, IL, as an account 
manager. He is responsible for handling 
client accounts, providing consultation 
on research design, management of in­
house work and the interpretation and 
presentation of results. He specializes in 

Quirk's Marketing Research Review 



quantitative analysis. Prior to joining the 
company, Pajor served as manager of mar­
ket research for the American Hospital 
Assn. 

Kathy Hammonds-Siaughter has joined 
Standard Rate & Data Service, Inc., Wil­
mette, IL, as product development man­
ager. Prior to moving to SRDS, she was 
account supervisor at BEC Advertising 
for Beltone Electronics Corp. She di­
rected marketing, circulation and promo­
tional activities for Bel tone divisions. 

Joel Brown has joined CMR Market Re­
search, New York, as a senior vice presi­
dent. Most recently he was senior vice 
president at R.H. Bruskin Associates. Prior 
to that he was with the American Express 
Co. and McCaffrey & McCall Advertis­
ing Agency. 

Mary Ann McCollough has been ap­
pointed general manager of marketing 
services at Heinz U.S.A., a division of 
H.J. Heinz Co., Pittsburgh. She will be re-

FREE KIT 

sponsible for market research, consumer 
kitchens, packaging design, promotion and 
advertising services. Formerly, she was a 
product manager with Borden, Inc., be­
fore joining Heinz U.S.A. in 1982 as the 
product manager for new business mar­
keting. 

McCollough McDonald 

Carol McDonald has joined Centrac, Inc., 
Bergenfield, NJ, as director of operations/ 
general manager. She was previously 
with Stewart Surveys as general manager. 

Joe Calvanelli has joined Harte-Hanks 
National W ATS Services, River Edge,NJ, 
as vice president. He was previously with 
Centrac, Inc., as director of marketing. 

Robert Rindge has joined the Ehrhart­
Babic Group, Englewood Cliffs, NJ, as 
director of marketing services. He was 
previously vice president, account man­
ager with A. C. Nielsen. 

Karl Preuss has joined Maritz Market­
ing Research, Inc., StLouis, as New York 
division manager. He was formerly a 
senior vice president with SAMI/Burke 
where he was responsible for sales, mar­
keting, research and trade relations. 
Ann Potter & Associates has recently 

Lance Schoff has joined Rockwood Re­
search, St. Paul, MN, as a market research 
analyst and will assist account executives 
with a variety of research projects. Prior to 
joining Rockwood, Schoff attended Iowa 
State University and graduated with a de­
gree in psychology and a minor in statis­
tics. 

About Data Collection & OMR Scanning 

APPUCATIONS: 

• Employee Attitude Surveys 
• Membership Surveys 
• Section Ballots 
• Medical Certification 
• Student Opinion Surveys 
• Salary Surveys 
• Management Training 
• Consumer Marketing Surveys 
• Puaenger Surveys 
• Subscriber Qualification 
• Airline Passenger Survey 
• Consumer Preference Surveys 
• Inventory Control 
• Corporate Safety Surveys 
• Clean Air Surveys 
• Aeld Service Reporting 
• Seminar Evaluations 
• Reader Surveys 

Learn how we can help YOU help your company or 
clients. 

Data Lab has been scanning data for researchers In business, associa­
tions and education for more than a decade. 

We're .. can do .. oriented; We CAN DO whole projects, or just the parts of 
projects you don't want to do; we do the .. back room .. work. Data Lab 
provides ACCURACY, SPEED, QUAUTY, ECONOMY, and STATE-OF-THE­
ART scanning equipment. 

We can scan single or multi-page documents - up to 48 pages, and from 
5,000-500,000 cumulative pages. We process up to .1 0,000 sheets per hour. 
That's a heck of a lot faster than manual data entry. 

We help our clients with document design, composition, printing, dis­
tribution and returns handling. Pass the $avings along to yourself and your 
clients! -Write or call for vour FREE kjt today ---Data Lab, Corp. -Dept.Q -7333 N. Oak Park Ave., 

Niles, II., 60648 --CALL 312-647-6678 -
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Dishwashers save time 
If you hate the time it takes to wash 

dishes, invest in a dishwasher. A report by 
the Association ofHome Appliance Manu­
facturers says dishwashers save their own­
ers an estimated 3.8 hours weekly, more 
for larger households. On a yearly basis, 
you can save 200 hours, the equivalent of a 
two-week vacation. 

While those without dishwashers say 
they would like to have one in the future, 
they are not a priority item. Microwaves 
and VCRs are priority items because they 
are considered beneficial to the entire fam­
ily and not just the wife and/or mother of 
the house, who is presumably the dish­
washer. The prevailing attitude among 
the women surveyed was that the dish­
washer was a benefit only to themselves. 
According to the report, "Many of the 
nonowners expressed a strong personal 
desire for a dishwasher but put other fam­
ily members' needs and desires ahead of 
their own. In fact, they took pride in satis-

Trade News 

fying their own needs last." 

More moms working 
The number of mothers returning to 

work or starting jobs outside the home is 
growing and they're going back to work 
sooner after giving birth, the Bureau of 
Labor Statistics reports. 

In March, 1987, 52% of mothers with 
children one year-old or younger were 
working or looking for work, up from 
43% five years previously and 32% in 
1977. These figures are from the Labor 
Department's report on mothers and fami­
lies in the work force. 

For mothers whose youngest child was 
between two and five years-old, participa­
tion in the labor force has also risen but not 
as much. Mothers in the work force whose 
youngest child was two years old com­
prised 59% of the total and those whose 
youngest child was five years old made up 
63%. In 1982, those ranges were, respec-

tively, 52% to 57% and in 1977, 42% to 
51%. 

Generally, three-fifths of the country's 
children under 18 were in families with a 
working mother, a rise of 55% from the 
preceding five years and 48% in 1977. 
Among divorced mothers, who tend to be 
older, 80% were in the labor force and 
56% of never-married mothers were in the 
workforce. 

Teachers affluent and 
responsive, study shows 

Teachers are a surprisingly affluent, 
responsive and largely untapped group of 
consumers, a report by Market Data Re­
trieval shows. 

The report found that America's three 
million teachers have an average house­
hold income that exceeds $50,000 a year 
and are almost 50% more likely to respond 
to mail and phone offers than the general 
public. The report· also uncovered anum-

IF YOU HUNGER FOR REAL KNOWLEDGE AND USABLE INFORMATir--rO--.-N--r-T'""""T""'"'"T""'"'r-r-T'" ... f 
ABOUT YOUR MARKET, AND NOT JUST ANOTHER MOUNTAIN OF ~f 
DATAoooCALL MIKE FASSINO, MANAGING DIRECTOR OF •r 
F ASSINO ASSOCIATES AT (215)-358-2487 ~, 

STATISTICAL ANALYSIS OF DATA FROM THE MOST SIMPLE 
TO THE TRULY SUBLIME: 

o CONJOINT ANALYSIS 
o ANALYSIS OF UPC SCANNER DATA 
o PERCEPTUAL AND PREFERENCE MAPPING 
o THE ANALYTIC HIERARCHY PROCESS 

REPORT WRITING: 
Clear and concise transformation of cross-tabulations into management 
information tools. All reports are electronically typeset and include ex­
tensive graphics, appropriate tests of significance and a management 
summary GUARANTEED to be meaningful and actionable. 

SECONDARY RESEARCH: 
o Industry trend analysis. 
o Competitive intelligence. 
o Environmental assessment. 
o Market size and structure analysis. 

CONTRACT SOFTWARE DEVELOPMENT 

..4llllr .... 
PROPRIETARY MARKET AND STRATEGY SIMULATION 
SOFTWARE: 

o OPPOSSIM (OPtimal POSitioning SIMulator)-endows perceptual 
mapping data with the power of "what-if' arialysis. A tool for strategic 
planning, re-positioning and new product development. 

o LINDAO (Linear Interactive New Product Design And Optimization}­
market share simulator that uses conjoint analysis to forecast market shares 
and assess the impact of changes in your (or your competitor's) marketing 
strategy. 

o PRICES (Price Research In Competitive Environments Simulator}­
methodology and software for determining price elasticities and cross-· 
elasticities from surveys or UPC scanner data. 

o AIM (Advertising Impact Measurement). 
o REACTOR-software for pricing and positioning analysis from scanner 

data. 
o STRA TMAP-methodology and software to study and forecast the 

impact of competing strategic plans. 
o SALE (Segmentation Analysis for a Leading Edge). 

F AS SINO ASSOCIATES 
A Full service Marketing Science Company 
213 Elm Avenue Media, Pennsylvania 19063 215/358-2487 
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ber of unexpected statistics when teacher 
lifestyles were compared to those of other 
adults: 

• Teachers are 91% more likely to have 
spent over $500 on direct response pur­
chases during the past 12 months. 

• Teachers are 93% more likely to have 
played tennis, 72% more likely to have 
skied and 61% more likely to have played 
golf in the past year. 

• Teachers, many of whom do not qual­
ify for social security, are more likely to 
invest in Money Markets (115% more 
likely), IRAs, (90%more)andBrokerage 
Accounts (59% more). 

• Heavy users of premium credit cards, 
teachers are more than twice as likely to 
have an American Express Gold Card. 

With 185 days off a year, teachers also 
have more time for travel, leisure activi­
ties and hobbies. More than 70% of teach­
ers took a domestic trip in the past year and 
they are almost 60% more likely than 
other adults to belong to a health club. 
Their favorite hobbies are photography, 
music, personal computing and hiking. 

The profile of teachers that emerges 
from the MDR study is of a large, sophisti­
cated and active group of affluent con­
sumers who are much more likely than 
other adults to spend their substantial dis­
posable income in response to direct mar­
keting. The study also notes that teachers 
are a fertile yet relatively under-exploited 
consumer group. 

Market Data Retrieval, a wholly-owned 
subsidiary of Dun & Bradstreet, special­
izes in researching, compiling and pub­
lishihg educational data. 

Teens like TV, 
dislike commercials 

Teens tune in TV more than any other 
medium but tune out most TV commer­
cials, according to a study published by 
Teenage Research Unlimited. 

TRU's Teenage Attitudinal Study sum­
marizes the results of interviews with more 
than 2,000 persons aged 12-19. It probes 
their motivations, attitudes and opinions 
about various issues. Results indicate that 
although television commercials introduce 
teenagers to a wide variety of new prod­
ucts, many of which they go on to pur­
chase, commercials in general are not 

August/September, 1988 

popular among the teen population. 
"What the data indicate are that teens 

can be dramatically responsive to TV ad­
vertising," says Peter Zollo, executive 
vice president of TRU. "But advertisers 
need to beware. Teens will only be re­
sponsive if advertising directed to them is 
developed with precision," explains Zollo. 

pared to only 37% for radio and 33% for 
magazines. Moreover, 36% of the teens 
admitted that after they see a product ad­
vertised on television, they often go out 
and purchase it. 

Television is the primary source of new 
product information for teenagers. Sixty­
four percent of those surveyed agreed with 
the statement, "I learn a lot about new 
products from watching television," com-

Many of the teens, however, expressed 
displeasure with the content of television 
advertising. Three-quarters of the respon­
dents complained that TV commercials 
don't tell them what they'd like to know 
about products and 65% believe TV com­
mercials talk down to teens. 

continued on p. 36 

ttUALITY WORK 
AT COMPETITIVE 

PRICES 
For all your telephone 
interviewing needs: 
• Consumer 
• Industrial 
• Executive 
• Medical 

NOW OFFERING CRT's 

• National and local coverage 
• Complete CRT Interviewing Services 
• 90 Stations 
• Computerized Least-Cost Routing 
• Off-premise monitoring 
• Conveniently located tn suburban 

Philadelphia 

QUALITY WORK 
AT 

COMPETITIVE 
PRICES 

For your next WATS project: 
Call Tom Ramsburg or Barbara Felderman 

(215) 359-1190 
TMR lncq 700 Parkway, Broomall, PA 19008 
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Trade News 
continued from p. 35 

Teenagers also seem to be taking advan­
tage of modem electronics to avoid sitting 
through commercials they don't like. 
Nearly two-thirds of the teens reported 
channel-switching to avoid commercials. 
Video cassette recorders seem to make the 
practice of bypassing commercials even 
more widespread, with 98% of the sample 
indicating that when watching a videotape 
of a television program, they fast-forward 
through the commercials. Teenagers ex­
press dissatisfaction with television com-

mercials, but they seem generally satis­
fied with the products being advertised. 
Seventy-seven percent of all teens sur­
veyed agreed with the statement, "Ameri­
can corporations make products with good 
value," a statistic that is high across all 
demographic categories. 

So if teenagers don't like what they're 
seeing in television commercials, what do 
they like? 

The findings of the TRU study indicate a 
strong belief in traditional values among 
the teen population: 84% of the teens 
surveyed enjoy spending time with their 
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Use our ~~~vantage 
to your Advantage 
Our specialized knowledge gained from 

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

~~~Vantage #1: QUALITATIVE SPECIALTY 
"A staff of highly skilled focus group moderators and analysts 
comhine their experience to meet all types of qualitative needs 
.forfocus groups-mini, regular, also one-on-ones." A.M.L.• 

RECRUITMENT MODERATION 
• R igorou~. fastidious scn:ening 

• English . Spanish & Asian 
languages 

• Fully validated 

• Highly skilled 
• Creative techniques 

• Moderator's guide developed 
with client input 

ANALYSIS/ REPORT 
'· \WK.··,·'' ; J%4 .. 

~~~Vantage #2: HISPANIC DIVISION 
"Specialized area in which A / R L has heen a leader sinc:e 1969. 
Pro(essionalh· destjtned. implemented & ana(rzed studies 
prol'ide a clear understanding of the many-faceted Hispanic 
segment ol rhe nwrkerplace. "A.M.L• 

BILil\GVAL/ BICULTCRAL STAFF 
OFFERS THE FOLLOWING ADVANTAGES: 

• J'ranslations addressing all 
prevalent Hispanic dialects 

• Id iomatic differences addressed. 
with up-to-date awareness of 

social trends & linguistic changes 

• The abilitv to communicate in 
~standard Spanish" 

• Understanding of cultural ' 
regional differences 

• Bilingual moderation focus groups 

·~~~Vantage #3: DATA COLLECTION DIVISION 
"Wit how honest, accurate and consistent data gathering, the 
results are worthless. Quality data collection is the funda- · 
mental element upon which the value of all research 
depends." A.M.L.• 

SAl\ DIEGO: THE SEVENTH· LARGEST CITY IN THE U.S.! 
• Mall intercept in our own 
major regio nal mall location 

• 31' mobile unit for on-site 
intercepts & mini focus groups 

• Central telephone 

~lJJ.{W{W,rt.V=~MMt . ' . 
• Arline M. Lowenthal. Prestdent 

A~AI.YHI~/ 

• Focus group recruitment / 
State-of-the-Art facility 

• Central location studies 
• Executive/ professional interviewing 

• CRT interviewing capabilities 

llESEAH('I-1 l ... I:\II'l'ED 
Skylight Pla7.a. Suite 180 • 4655 Ruffner St. • San Diego. CA 92111 

(619) 268-4800 

.~ 

families; more than two-thirds believe in 
draft registration and a strong military, 
and 61% cite their religion as one of the 
most important parts of their lives. 

Church membership 
A 1987 Gallup audit shows that seven 

in 10 U.S. adults - 69% - claim they are 
members of a church or synagogue, the 
same figure as that in 1986. 

Church or synagogue membership was 
shown to differ by gender. As in past 
years, the 1987 audit shows a higher pro­
portion of women (75%) than men (63% ). 

Membership increases steadily with 
age, from 62% of 18-29 year- olds to 76% 
among those 65 and older. 

While education doesn't appear to be a 
major factor in church or synagogue mem­
bership, sharp differences are bound by 
region, with Southerners more likely and 
Westerners less likely to be members. 

The findings from this survey of 4,740 
people are self-classifications, represent­
ing the proportions of people who say they 
are members of a church or synagogue and 
therefore may include some who are not 
actually listed as members of a local church. 
Furthermore, it is necessary to add that 
adherents of certain churches, for example, 
the Roman Catholic and Eastern Ortho­
dox, are considered members at birth. 

Health care costs rising 
In 1987, the cost of providing health 

care benefits to employees increased to an 
average of $1,985 per worker, according 
to a survey conducted by A. Foster Hig­
gins&Co. 

The survey of 2,016 corporate and gov­
emment employers found that their costs 
climbed 7.9% last year, an average of 
$128 per employee. In 1986, the average 
cost had risen 7.7%. For one-fifth of the 
surveyed employers, health costs rose 20% 
or more and for 6% of them, cost increases 
exceeded 30%. Director of the study, David 
Rahill, said "increases in the actual price 
of medical care supplie<i; by doctors, hos­
pitals or other providers are the funda­
mental reason for the plan cost hikes." 

continued on p. 38 
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you spending 
a lot of money 
on research 

only to find out 
you're spending 
a lot of money 
on research? 

Good research should dig deep into your problems, not your pockets. 
Call Kevin Menk at (612) 331-9222 for a competitive bid on your next project. 

f ® Project Research, Inc. 

1313 Fifth Street SE, Minneapolis, MN 55414 
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Trade News 
continued from p. 36 

The study, which examined employers 
with a total of 13 million employees, 
stressed the need for tighter cost-controls. 
Just 31% of the surveyed employers were 
able to hold costs constant or reduce them 
in 1987, the survey showed. 

require their employees to pay a deduct­
ible. About a third of the employers said 
they raised deductibles in the past two 
years, the study found. 

secondary choice at meals. Those over 55 
were found to be the largest consumers of 
side dishes, eating 22% more of them than 
the average American. Typically, these 
are healthy side dishes, including vege­
tables, fruit and salads. Side dish choices 

Sixty-one percent of the employers 
didn't require employees to contribute to 
their individual coverage but 88% did 

Com is the favorite side dish at dinner, 
a survey by MRCA Information Services 
has found. The top luncheon side dish was 
potato chips and fruit was popular as a 

Potatoes as side dishes are decreasing 
in popularity. Baked potatoes are now 
more popular than mashed, but French 
fries are still the top choice. 

Consumer Research. Down to 
the smallest detail. 

Sure, we're experts in selecting and managing focus 
groups. But we're also very service-oriented. We think 
the little things mean a lot. On both 
sides of the mirror. e •• ECKER 

220 South Spruce Street, Suite 100, Ill CONSUMER 
South San Francisco, CA 94080 (415) 871-6800 RECRUITING 

Circle No. 529 on Reader Card 

TV is favorite pastime 
Watching TV is the favorite leisure ac­

tivity among schoolchildren, while read­
ing is the least preferred pastime, accord­
ing to a survey conducted by Weekly 
Reader. The youngsters say they trust 
what they hear on TV more than what they 
read in newspapers, the survey says. Read­
ing books is popular among those in the 
lower grades but that interest subsides by 
grades four to six. 

Weekly Reader's survey of reading and 
TV habits was gathered from teacher sum­
maries representing about 117,000 of more 
than 340,000 children who answered ques­
tionnaires in class. The survey was not a 
statistically random sample whose results 
could be projected, but the sample was 
large enough to be taken as representative. 

Newspaper reading was popular with 
28% of second-graders but only 11% of 
fifth- and six-graders. 

Asked what they usually do at home, 
55% said watch TV, 14% said play, 14% 
talk on the telephone, 11% listen to the 
radio and 6% read. 

To discuss market research, call us ... FIRST. 
4j ' ' 4j 
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The premier 
broad-based 
market research 
boutique con­
ducting custom 
primary research 
studies since 
1967 

Full service 
firm attuned to 
client needs: 
• QUALITY 
•BUDGET 
•SCHEDULE 

Offers design -
qualitative and 
quantitative 
approaches, 
crisp summar­
ies, specific 
conclusions 
and recom­
mendations 

Downtown 
Boston 
location ­
contemplate 
your research 
while enjoying 
a steaming 
lobster dinner 
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National per­
spective ­
working 
throughout the 
country from 
Muskogee, 
Oklahoma to 
Marina del Ray, 
California 

--

First 
Market 
Research 
121 Beach Street 
Boston, MA 02111 
617-482 -9080 

For information contact: 
james R. Heiman. President, or 
jack M. Reynolds, Chairman. 
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0 ur logo signifies the balancing of objectivity and control - the essence of effective 

market research. Since 1936, Research Inc. has designed, implemented, and 

controlled each step of a research project, from inception to written report, to 

provide our clients with the information needed to make intelligent marketing decisions. 

Areas of Expertise Include:---------------------, 
• ACQUISITION/DIVESTITURE STUDIES 

• ADVERTISING/PROMOTION EFFECTIVENESS 

• COMMERCIAL/INDUSTRIAL STUDIES 

• COMMUNICATIONS RESEARCH 

• CONCEPT TESTING 

• CONSUMER ATIITUDE/BEHAVIOR STUDIES 

• CORPORATE IMAGE STUDIES 

• MARKETING INTELLIGENCE STUDIES 

• CUSTOMER PROFILES AND SEGMENTATION 

• LOCATION FEASIBILITY STUDIES 

• MARKET TRENDS/ANALYSIS 

• NEW PRODUCT TESTING 

• PACKAGE DESIGN TESTING 

• PRODUCT/BRAND AWARENESS, ATIITUDE, 

USAGE 

R esearch Inc., national in scope, is a fully integrated research and marketing company. If 

your marketing effort is still in its infancy, out of balance, or just needs fine tuning, let's talk. 

Contact Harley Mitchell, V.P. of Client Services 
1-800·828·3228 . 

Focus Facilities 

• FOCUS ROOM SEATS 12 

• OBSERVATION ROOM WITH TIERED, 

THEATER STYLE SEATING FOR 15 

• PRIVATE CLIENT LOUNGE 

WITH CLOSED CIRCUIT TV 

• FULL TEST KITCHEN 

• SEPARATE ENTRANCE FOR CLIENTS 

ln·House Capabilities 

• COMPUTER ASSISTED WATS 

TELEPHONE INTERVIEWING 

• ON-SITE OR REMOTE 

MONITORING OF INTERVIEWS 

• ON-LINE DATA BASE SEARCHING 

• FULL SERVICE RESEARCH FROM 

QUESTIONNAIRE DESIGN TO WRITIEN REPORT 

"INTEGRATING MARKETING RESEARCH 
WITH MARKETING STRATEGIES SINCE 1936." 

Research Inc., Plymouth Meeting, PA 
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OMNIBUS/SYNDICATED RESEARCH STUDIES 
Editor's Note: This list was developed by mailing forms to those organizations we found that 
offer omnibus/syndicated research studies in their advertisements, publicity or other 
published material. 

Analysis Research Limited 
4655 Ruffner St., Suite 180 
San Diego, CA 92111 
619/268-4800 
Continuing Hispanic Profile Study/ 
CHiPS(o) 
(See Advertisement on Page 36) 

ARC Syndicated Yellow Pages 
Services, Inc. 
230 Sherman Avenue 
Berkeley Heights, NJ 07922 
201/464-4400 
ARC!TAG Talking Yellow Pages 
Study(s) 
Syndicated Measurement Study 
of Yellow Pages(s) 
Yellow Pages Ad Size Study(s) 

The Beaumont Organization 
220 White Plains Road 
Tarrytown, NY 10591 
914/332-5070 
Travel Agent Omnibus(o) 
Business Travelers Omnibus(o) 

Behavior Research Center, Inc. 
P.O. Box 13178 
Phoenix, AZ 85002 
602/258-4554 
ConsumerTrak(o) 
MetroTrak(o) 

Beta Research Corporation 
6400 Jericho Turnpike 
Syosset, NY 11791 
516/935-3800 
Marketing Financial Services to 
the Affluent(s) 
Subscriber Advertising 
Measurement(s) 
Omni-Health( o) 

Binstok Associates 
10 E. 21st Street, Ste. 109 
New York, NY 10010 
212/505-8570 
Travel Trak(s) 
Travel Trak Trends(s) 

Irwin Broh & Associates, Inc. 
1011 E. Touhy Avenue 
Des Plaines, IL 60018 
312/297-7515 
Marcom(o) 
National Consumer studies(s) 

R.H. Bruskin Assoc. 
303 George Street 
New Brunswick, NJ 08903 
201/249-1800 or 212/249-0781 
Omnitel -Random digit dial tele­
phone interviews; interviewing 
Friday, Saturday & Sunday. Fully 
tabulated results on Tuesday.(o) 
AIM -Personal In-home interviews 
among a new national sample 
each study.(o) 
Teen OmniTei-Teenage research 
at an affordable price.(o) 
(See Advertisement on Page 21) 
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Burgoyne Information Services 
One Centennial Plaza 
Cincinnati, OH 45202-1909 
513/621-7000 
Burgoyne Limited Item Syndicated 
Service(s) 
C-Store Sweep(s) 

Cambridge Reports, Inc. 
675 Massachusetts Avenue 
Cambridge, MA 02139 
617/661-0110 
Cambridge Reports Omnibus 
Surveys(o) 
Cambridge Report Program(s) 
Quarterly Opinion Review 
Program(s) 
Quarterly Opinion Briefing 
Program(s) 

Canadian Facts 
1 075 Bay Street,3rd Floor 
Toronto, ONT, M4Y 1 R2 
416/924-5751 
Monitor(o) 

Chemark Consulting 
9916 Carver Rd/Ste 103 
Cincinnati, OH 45242 
513/891-9502 
Chemical Industry Studies(s) 

Chilton Research Services 
One Chilton Way 
Radnor, PA 19089-0193 
215/964-4602 
PTCA Cost Index Survey- Results 
of a survey with private truck 
fleets analyzing fleet operating 
costs.(s) 
(See Advertisement On Page 19) 

Custom Research, Inc. 
10301 Wayzata Blvd/P.O. Box 
26695 
Minneapolis, MN 55426 
612/542-0800 
Criterion® Omnibus(o)-A cost ef­
ficient, timely way to screen 
new product ideas at an early 
stage of development. Provides 
unique graphic profiles of concept 
performance and the advantage 
of comparing your results with 
norms from CRI's data bank of 
over 1500 concepts.(o) 
(See Advertisement On Page 13) 

Danis Research 
One Gothic Plz/Hollywood @ Rt 
46W 
Fairfield, NJ 07006-2402 
201/575-3509 
Fresh Track(s) 

Dittman Research Corp. of Alaska 
DRC Bldg.,8115 Jewel Lake Rd 
Anchorage, AK 99502 
907/243-3345 
Multi-Quest( o) 

Doane Marketing Research, Inc. 
555 No. New Ballas Rd/P.O.Box 
41902 
St. Louis, MO 63141 
314/993-4949 

Farm Rodenticide Usage Study­
Annual syndicated study of 1 ,200 
farms which provides projected 
total U.S. market for rodenticides 
expressed in brand shares; 
livestock and poultry groups; pur­
chasing methods. 

Feed Market Study -Syndicated 
study conducted each April 
among over 3,000 swine, beef 
and dairy farmers which provides 
identification of brand market 
shares, types of feeds fed and 
source of purchase. 

Animal Health Market Study­
Semi - annual syndicated study of 
over 7,000 farmers and ranchers. 
The study provides market share 
information for anthelmintics, bi­
ologicals, feed medications and 
additives, implants, and pharma­
ceuticals. 

Fertilizer Market Study -Annual 
syndicated study among 10,000 
farmers which measures U.S. 
farmers' use of and expenditures 
for fertilizers expressed as NPK 
by product type and by geographi­
cal regions. 

Dealers Attitudes Toward Chemi­
cal Manufacturers - Syndicated 
study conducted every two years 
among more than 1 ,200 dealers 
which studies manufacturers' im­
ages with their retail dealers. 

1986 Weed infestations in 
Corn and Soybeans - Syndicated 
study among more than 6,500 
growers providing information on 
the distribution of major weed 
species in corn and soybeans. 

Prospects for Fungicide Usage 
in U.S. Cereal Grain Production -
Syndicated study among over 
800 growers and key influences 
reporting on the factors which 
will influence the adoption of fun­
gicides in cereal production. 

Doane Pesticide Profile Study -
Annual syndicated study among 
over 14,000 growers providing in­
formation of herbicide, insecti­
cide/ miticide, fungicide, nemati­
cide, and growth regulator use on 
agricultural crops & no-cropland 
areas. 

Doane Specialty Crops Pesti­
cide Study I -Syndicated study 
conducted every two years with 
over 4,000 growers providing in­
formation on herbicide, insecticide/ 
miticide, fungicide, nematicide, 
and growth regulator use on tree 
fruit, tree nuts and grapes. 

Doane Specialty Crops Pesti-

cide Study II -Syndicated study 
conducted every two years with 
over 5,000 growers providing in­
formation on herbicide, insecticide/ 
miticide, fungicide, nematicide, 
and growth regulator use on 
selected vegetables and minor 
field crops. 

Doane Media Study -Annual na­
tional syndicated study providing 
information on radio listenership 
patterns among Class I and lA 
farmers. Over 1 00 interviews con­
ducted per station market. 

East West Research Institute 
735 Bishop Street, #235 
Honolulu, HI 96813 
808/531-7244 
Omnibus Survey-Residential(o) 
Omnibus Survey-Visitor(o) 
Syndicated Health Study(s) 

Gallup Canada, Inc. 
180 Bloor St. W., 1 Oth Floor 
Toronto, ONT, M5S 2V6 
416/961-2811 
Gaflup Omnibus(o) 
Gallup Report on Eating Out(s) 

Gallup & Robinson, Inc. 
575 Ewing Street 
Princeton, NJ 08540 
609/924-3400 
Advertising Impact Research 
Services(s) 

Gartner Group, Inc. 
56 Top Gallant Rd. 
Stamford, CT 06904 
203/964-0096 
Comtec Market Analysis 
Services( s) 

Goldring & Company, Inc. 
737 N. Michigan Ave. 
Chicago, IL 60611 
312/440-5252 
The Geomarket Study(s) 

Harrington Market Research, Inc. 
511 Monroe St. 
Kalamazoo, Ml49007 
616/342-6783 
Michigan Market Survey(o) 
Indiana Market Survey(o) 

Harrison Owen Co. 
5050 Quorum Dr., Ste. 700 
Dallas, TX 75240 
214/980-7051 
The SCORE Study(s) 

Health Research, Inc. 
220 White Plains Rd. 
Tarrytown, NY 10591 
914/332-5270 
Dental Omnibus Survey(o) 

Codes: 
O=Omnibus 
S =Syndicated 
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Hospital Research Associates 
383Rte46W 
Fairfield, NJ 07006 
201/575-3650 
Medical Related Studies(s) 
Telephone Omnibus Physicians( o) 
Hospital Omnibus(o) 

HTI Custom Research 
900 West Shore Road 
Port Washington, NY 11050 
516/625-0700 
lnsta-Vue(o) 
A to Z lnsta-Vue(o) 

international Communications 
Research(ICR) 
1 05 Chesley Drive 
Media, PA 19063 
215/565-9280 
EXCEL -Weekly omnibus study 
using a national probability sample 
of 1 ,000. Conducted using CRT's. 
Deadline for questions noon 
Thursday with results available the 
following Tuesday. 
(See Advertisement on Page 41) 

International Demographics, Inc. 
3000 Richmond Avenue/#170 
Houston, TX 77098 
713/522-1016 
The MediaAudit(s) 
The Financial Audit(s) 

Information Resources, Inc. 
150 N. Clinton 
Chicago, IL 60606 
312/726-1221 
lnfoScan(s) 

Link Resources Corp. 
79 Fifth Avenue 
New York, NY 1 0003 
212/627-1500 
Various Electronic Studies(s) 
Various Electronic Studies(o) 
National Work-At-Home Survey( o) 

Majers Corporation 
1010 Summer Street 
Stamford, CT 06905 
203/324-6355 
Featurlab(s) 

Maritz Marketing Research, Inc. 
1395 North Highway Drive 
Fenton, MO 63099 
314/827-1610 
Contact: Ronald Lipovsky, VP 
Farmers' Pesticide Use Study­
Annual syndicated among 30,000 
growers which provides brand 
share and tracking of farm pesti­
cide usage in the U.S. and Can­
ada. 
Animal Products Use Study -Syn­
dicated study conducted every 6 
months with 2,000 hog producers 
providing information on feed and 
pharmaceutical product usage. 
Farmers' Pesticide Satisfaction 
Study -Annual syndicated study 
with 10,000 growers providing in­
formation on growers' satisfac­
tion with pesticide products. 
{See Advertisement on Page 11) 

August/September, 1988 

Maritz Marketing Research, Inc. 
3035 Moffat Drive Market Facts, Inc. 

Market Trends Research 
14711 NE29th Place/#101 
Bellevue, WA 98007 
206/885-4900 

Toledo, OH 43615 676 No. St. Clair, 
419/841-2831 Chicago, IL 60611 
Contact: Kathy Keirn, Research 
Mgr. 

312/280-91 00 
TeleNation-Weekend "Hotline To 
America" telephone interviewing. 
Questions by Friday noon turn in 
to answers by following 
Wednesday.(o) 

Statewide Opinion Monitor­
Washington(s) 

Initial Buyer Study -Syndicated 
study among early buyers of 
recently introduced automotive ve­
hicles. 

Financial lnstitutions(s) 

Marketing Evaluations/TVa 
14 Vanderventer Ave 

(See Advertisement on Page 11) Data Gage-Card sized question­
naires mailed on a shared cost 
basis to consumer mail panel 
households. ( o) 

Port Washington, NY 11050 
516/944-8833 

Market Decisions Corporation 
8989 SW Barbour Blvd/Ste 204 
Portland, OR 97219 (See Advertisement on Page 31) 

Various Television Related 
Studies(s) 

503/245-44 79 
Various Financial Studies{s) 

The Marketing Workshop, Inc. 
3294 Medlock Bridge Rd., Ste. 

EXCEL's 
2000 weekly interviews 

give you everything 
you need fro111 

an o111nibus service, 
111ore or less. 

More. 
Sometimes bigger is better. So EXCEL, 

ICR;s weekly national telephone omnibus 
service, now offers two samples of 1000 adults 
each week - making it the largest weekly 
omnibus survey in the country. 

The benefits? More efficient and faster 
low incidence sampling . .. more flexibility, 
because questions can be inserted in either 
study on two different days each week . . . 
and more extensive demographic subsampling 
-for example, you can interview 1000 
males or 1 000 females in a single week. 

Of course, you still get the high-quality, 
reliable data that EXCEL is famous for. 

Less. 
Sometimes, less is more. Whether you 

require 1000 or 2000 interviews per week, 
you still get your information in far less time 
than with other kinds of research - top-line 
results the day after interviewing stops, and 
full tabs the day after that 

The twice-weekly sample also lets us offer 
EXCEL at less cost- only $1500 per 
question for 2000 interviews. 

Sometimes you need more, sometimes 
you don't That's why ICR designed EXCEL 
to give you the opti€>ns in omnibus service 
you really need And that's why it's called 
EXCEL 

Anything less just couldn't be called 
EXCEL 

To find out how EXCEL can meet yaur 
__ ....,.___ research needs, call ICR at (800) TJCR 633-1986, or in PA at {215) 565-9280. 
~ We don't call it EXCEL for nothing. 

International Communications Research, Inc. • 105 Chesley Drive • Media, PA 19063 
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200 
Norcross, GA 30092 
404/449-6767 
Guest Satisfaction 
Measurement(s) 

Mediamark Research, Inc. 
341 Madison Avenue 
New York, NY 10017 
212/599-0444 
The Survey of American 
Consumers( s) 
Mediamarkets-1 0 Markets( s) 
Business-To-Business(s) 

MRCA Information Services 
2215 Sanders Rd. 
Northbrook, IL 60062 

312/480-9600 
Menu Census(s) 
Dietary Intake Studies(s) 

NFO Research, Inc. 
P.O. Box315 
Toledo, OH 43691 
419/666-8800 
Share of Intake Panel(s) 
Carpet and Rug Study(s) 
Mail Order Companies and 
Related lndustries(s) 
Multicard(o) 

O'Neil Associates, Inc. 
412 E. Southern Avenue 
Tempe, AZ 85282 

602/9.67-4441 
Valley Monitor(o) 
East Valley Monitor(o) 

Palshaw Measurement, Inc. 
P.O. Box 1439 
Pebble Beach, CA 93953 
408/625-2500 
Annual Corporate Financial 
Officer Tracking Study(s) 
Multi-client Personal Interview 
Medical Surveys(o) 

Parker lnt'l Mktg. Group 
76 No. Broadway 
Hicksville, NY 11801 
212/888-2111 
Various Travel Surveys(o) 

II The Significant Difference" 
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Service 
with 

Results 

Techniques, 
Facilities and 
Staff to Fulfill 

Your Research 
Needs 

SIZE-a staff of 50 professionals , 215 WATS positions 
125 CRT positions 

FAST TURNAROUND-in-house state-of-the-art probability 
sampling , interviewing , coding , data processing , 
and statistical analysis 

FULL SERVICE-study design through analysis ; all or any 
part of a research project 

QUEST™ OMNIBUS-national random sample of 2.000 
adults interviewed every month by telephone 

Telephone Interviewing-consumer /industrial/executive 
Mall Intercept Interviewing 
Airport Intercepts for executive/high income survey 

research 
CRT capability for on-line interviewing 
Product Placements 
Mail Surveys 
800 number (in-WATS) expertise 
Remote Monitoring from your location 
Computer Report Processing (including SAS for 

multivariate analysis in addition to cross-tabulation) 

~F FULL SERVICE RESEARCH 
WJI YOU CAN COUNT ON 

VALLEY FORGE INFORMATION SERVICE 

Valley Forge Corporate Center 
King of Prussia, Pennsylvania 19406 
(800) 345-6338 
In PA (215) 666-0611 

Council of American Survey Research Organizations 
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Perception Research Svcs, Inc. 
440 Sylvan Avenue 
Englewood Cliffs, NJ 07632 
201/568-8151 
Open Eyes(s) 

Playlab Research, Division of 
The Creative Group, Inc. 
31800 Northwestern Hwy. 
Farmington Hills, Ml48018 
313/855-7810 
PlayLab Baby Care™ Panel-An 
on-going, research panel of ex­
pectant and new-born mothers. 
Approximately 500 expectant 
mothers added annually. Con­
tinuous tracking of awareness, 
attitudes, preferences and pur­
chasing behavior.(S/0) 
PlayLab Predictor™ Panel-A 
unique, annually replenished re­
search panel of predictive chil­
dren in 5 major markets. Person­
ally screened and qualified on 
the basis of their being peer lead­
ers, trendsetters, and innovative 
thinkers.(S/0) 
PlayLab Requestor™ Survey-A 
major multivariate study con­
ducted annually in 25 markets 
among children and their mothers 
regarding their brand request/ 
specification impact for various 
consumer products categories or 
classifications. (S/0) 
PlayLab Segmenter™ Survey-A 
series of sophisticated market seg­
mentation studies conducted na­
tionally among children and 
teenagers. Proved product and 
purchaser segmentation analyses 
utilizing multivariate and multide­
mensional methods. Categories 
include: cereals, cookies and con­
fection aries. 
(See Advertisement on Page43) 

Project Research, Inc. 
University Technology Center 
1313 5th Street SE 
Minneapolis, MN 55414 
612/331-9222 
Healthtrak- Syndicated and omni­
bus study among 1,000 consum­
ers. Tracks consumer perception 
of healthcare providers in selected 
markets. Subscribers may add 
custom questions. Administered 
semi-annually · in each market 
(Mpls./St. Paul and Chicago 
areas.){o/s) 
(See Advertisement on Page 37) 

Restaurant Research Associates 
202 Fashion Lane/Ste 101 
Tustin, CA 92680 
714/731-7775 
Los Angeles Tracking Study­
Restaurants(s) 
(See Advertisement on Page 71) 

Rockwood Research Corp. 
1751 W. County Road B 
St. Paul, MN 55113 
612/631-1977 

Codes: 
O=Omnibus 
S =Syndicated 
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IPLAYII..AB GOES SYNDICATED! 

• PLA YLAB RESEARCH, A LEADER IN CUSTOM RESEARCH STUDIES 
AMONG CHILDREN, TEENAGERS, PARENTS AND TEACHERS . 

~NOW OFFERS SYNDICATED, OMNIBUS RESEARCH SERVICES. 

: j)"' PLAYLAB BABYCARESM PANEL (September Survey) 

• An on-going research panel of expentant and new mothers. Continuous tracking of 
awareness, attitudes, preferences and purchasing behavior. Approximately 500 expectant 
mothers added to data base annually. 

J/ PLAYLAB RECRUITOR SM SERVICE (Now Available) 

• A monthly contact with over 240,000 residential, suburban households for low-incidence 
data base generation and research utilization . Data base development of potential low­
incidence research respondents at no cost to requesting clients. 

J/ PLAYLAB PREDICTORSM PANEL (September Screentng) 

• A unique, annually-replenished, research panel of predictive children in five major markets, 
personally screened and qualified on the basis of their being peer leaders, trend setters, and 
innovative thinkers. For use by multiple clients for qualitative and quantitative research . 

J/ PLAYLAB REQUESTORsM SURVEYS (November 1988) 

• A major multivariate study conducted annually in 25 markets among children and their 
mothers regarding their brand request/specification impact for various consumer product 
categories . A second directed study involves the generation of child/mother supermarket 
shopping communication interaction and purchase behavior utilizing supermarket observa­
tions, intercept interviews, and group discussions. 

0 PLAYLAB SEGMENTOR5M SURVEYS (February, 1989) 

• A series of sophisticated market segmentation studies conducted nationally among children 
and teenagers providing product and purchaser segmentation analyses utilizing multivariate 
and multidimensional methods. Categories include: cereals, cookies, candy and­
confectionaries. 

D PLAYLAB COMMUNICATOR5M TEST (March. 1989) 

• A syndicated children television programming and commercial evaluation and information 
service being developed for quarterly implementation . The commercial copy testing service 
will provide recall, persuasion and diagnostic measurements and normative data­
comparisons per sex, age/grade, and product classification category. 

AND DON'T MISS THESE STUDIES FROM TRENDFACTS: 

0 NATIONAL TEEN BRAND TRACKING INDEX 
0 NATIONAL COLLEGIATE BRAND PREFERENCE STUDY 

(Monthly Omnibus) 
(April. 1989) 

CALL US WITH YOUR QUESTIONS AND INPUT ... 

PLAYLAB RESEARCH 
(313) 855-7812 
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Mail Monitor -Annual ongoing 
syndicated study among 1 ,200 
farmers 
providing an evaluation of the use 
and effectiveness of agricul-
tural direct mail. 
AgTel Studies -Series of omnibus 
studies conducted monthly 
covering a variety of agricultural 
crops, livestock and manage­
ment categories. 
(See Advertisement on Page 12) 

The Roper Organization 
566 E. Boston Post Road 
Mamaroneck, NY 1 0543 
914/698-0800 
Limobus(o) 

Russell Marketing Research Inc. 
152 E. 71 st Street 
New York, NY 10021 
212/879-3350 
Qualitest-NYC MSA(o) 

Sievers Research Company 
1414 Fair Oaks/Suite 9 
So. Pasadena, CA 91030 
818/441-5900 
California Omniview(o) 

Simmons Market Research Bu­
reau 
380 Madison Avenue 
New York, NY 10017 
212/916-8926 
Study of Media & Markets For 
Food lndustry(s) 
Top Management lnsight(s) 

The Sinrod Marketing Group 
76 No. Broadway 
HiGksville, NY 11801 
516/433-3200 
Various Surveys of Mothers(o) 

SMS Research & Marketing Serv­
ices, Inc. 
1042 Fort St. Mall, Ste. 200 
Honolulu, Hl96734 
808/537-3356 
Quarterly Consumer Survey(o) 
Simmons/SMS Hawaii Study of 
Media & Markets(s) 
Hawaii Financial Services(s) 

Southeastern Institute of Research 
2325 W. Broad Street 
Richmond, VA 23220 
804/358-8981 
Insight Studies-Norfolk, Balti­
more, Richmond and Washing­
ton D.C.(o) 

Stanford Klapper Associates, Inc. 
GPO 1539 
San Juan, PR 00936 
809/753-9090 
Contact: Barbara Bargman, VP 
Target Trak-Puerto Rico(o) 

Strategy Research Corporation 
100 NW 37th Avenue 
Miami, FL33125 
305/649-5400 
Contact: Jim Loretta, VP 
U.S. Hispanic Omnibus(o) 

Survey Sampling, Inc. 
One Post Road 
Fairfield, CT 06430 
203/254-141 0 
Directory Data's Yellow Page Au­
dience Measurement Service(s) 

Teenage Research Unlimited 
(TRU) 
721 N. McKinley Road 
Lake Forest, IL 60045 
312/295-5580 
Various Teenage Studies(s) 

U.S. Travel Data Center 
1133 21st Street NW, 
Two Lafayette Center 
Washington DC 20036 
202/293-1 040 
National Travel Service(o) 
Survey of Business Travelers(o) 

Valentine-Radford 
P.O. Box 13407 
Kansas City, MO 64199 
816/842-5021 
Comprehensive Understanding of 
Buyer Envirorments(s) 

Valley Forge Information Service 
Valley Forge Corporate Center 
King of Prussia, PA 19406 
800/345-6338 or 215/666-0611 
Quest™- VF'slnformation 
Service's national telephone om­
nibus. Each month, it surveys 
2,000 households( 1 ,000 every two 
weeks) on a national probability 
basis. Each month's survey is a 

fresh national sample, not a panel. 
Since all interviewing is done us­
ing our on-line, CRT system, ques­
tions can be submitted up to 48 
hours before the start of the 
interviewing. Tabulated data for 
all closed-ended questions are 
delivered 48 hours after the last 
day of interviewing.(o) 
(See Advertisement on Page 42) 

West Group Mktg. Rsch. 
1110 E. Missouri Ave/#780 
Phoenix, AZ 85014 
602/264-4915 
Centel Market Monitor-Phoenix, 
Tucson(o) 

Wolff Associates Inc. 
165 Laurel Hill rd 
Mountain Lakes, NJ 07046 
201 /263-1409 
Various Mobile Communications 
Studies(s) 

Youth Research/Div of CSi 
Brookfield Commons B-22 
246 Federal Road 
Brookfield, CT 06804 
203/797-0666 
Youth Research Tag-Along Om­
nibus/6-12 yrs( o) 
Youth Research Tag-Along Om­
nibus/13-17 yrs( o) 

Codes: 
O=Omnibus 
S =Syndicated 

Subscribe to 
a Definitive 
Study on Fat 
Substitutes 

For the first time, you can subscribe to a comprehensive study on 
the potential impact of olestra and other non-caloric fat substitutes on 
the food, oils and fats industries. 

Among the fat substitutes studied will be: 

• olestra • simplesse • bakers yeast glycan • polyglycerol esters • acylated 
glycerides • dicarboxylic acid esters • trialkoxycitrate 
• trialkoxytricarballate • jojoba oil• dimethylsilaxane • propoxylated 
glycerol• dextrins, maltodextrins 

The study will cover FDA status of fat substitutes, industry and 
consumer reactions, assess market potential and constraints, and 
forecast their potential economic impact on ancillary industries. 

Costs: $3,750 until August 31, 1988; $1,500 now with acceptance 
balance of $2,250 on delivery of final report in September, 1988. After 
August 31, 1988, $4,400. 

If you would like to subscribe to the study, contact Ray Dull, director 
of business development, Experience Inc. at (612) 338-7844. 

EXPERIENCE inc. 
Agriculture, Agribusiness Consulting Worldwtde 

Experience Inc. is a worldwide agribusiness and agriculture consulting rrrm 
based in Mrnneapolis. 
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Advertising 

Beta Research(s) 
Gallup & Robinson(s) 

Agricultural 

Doane Marketing Research(s) 
Marltz Marketing Research(s) 
Rockwood Research Corp( o) 

Automotive 

Marltz Marketing Research(s) 

Business-To-Business 

Mediamark Research, lnc.(s) 

Carpeting 

NFO Research(s) 

Chemical Industry 

Chemark Consulting(s) 

Communications 

Gartner Group lnc(s) 
Wolff Associates(s) 

Consumer(Local) 

Behavior Research-AZ(o) 
Dittman Research-AK(o) 
East West Research lnstitute­
HI(o) 
Harrington Market Rsch-MI(o) 
Market Trends-WA(s) 
O'Neil Associates-AZ(o) 
Russell Marketing Rsch.-NY (o) 
Sievers Rsch Co.-CA.(o) 
SMS Research & Marketing 
Services-HI(s) 
SMS Research & Marketing 
Services-HI(o) 
SE Institute of Rsch-Mid.Atl.(o) 
Stanford Klapper Assoc-PR(o) 
West Grp. Mktg. Rsch.-AZ(o) 

Consumer-Canada 

Canadian Facts(o) 
Gallup Canada(o) 

August/September, 1988 

Consumer-U.S. Food/Beverage 
Rockwood Research Corp.(s) 
Survey Sampling, lnc.(s) 

Irwin Broh Assoc.(o) Danis Research(s) 
Irwin Broh Assoc.(s) MACA Info. Svcs.(s) Mothers 
R.H. Bruskln Assoc(o) NFO Research(s) 
Cambridge Reports( o) Playlab Research 
Cambridge Reports(s) Simmons Market Research Playlab Research 
Custom Research lnc.(o) Bureau(s) Sinrod Mktg Grp(o) 
HTI Custom Research(o) 
International Communications 

Research(o) Health Care/Medical Restaurants/Fast 
Market Facts, lnc.(o) 
Mediamark Research, lnc(s) 

Beta Research(o) 
Foods 

NFO Research(o) 
East West Research-HI(s) Playlab Research 
Project Research, lnc.(s/o) East West Research-HI(s) 

The Roper Organization(o) 
Hospital Research Assoc.(s) Gallup Canada(s) 

Valentine-Radford( s) Restaurant Research Assoc. Hospital Research Assoc( o) Valley Forge Info. Servlce(o) 
Palshaw Measurement(o) CA.(s) 

Dental Hispanic Senior Citizens 

Health Research, lnc.(o) Analysis Research Limlted(o) Goldring & Co.(s) 

Strategy Research Corp.(o) 
Sports 

Electronics 
Mail Order Industry Harrison Owens Co. 

Link Resources(o) 
Link Resources(s) 

NFO Research(s) 
Supermarkets 

Financial Media Burgoyne Info. Svce.(s) 
Information Resources(s) 

Beta Research-CA(s) 
ARC Syndicated Yellow Pages East West Research-HI(s) 

International Demographics, Services, lnc.(s) 
Teens lnc.(s) Doane Marketing Research(s) 

Market Decisions Corp.(s) International Demographics( s) 

Market Trends Research-NW(s) Marketing Evaluations-TVQ(s) 
Playlab Research Mediamark Research, lnc.(s) Palshaw Measurement(s) R.H. Bruskin Assoc.(s) Perception Research Svcs(s) 
Teenage Research Unlimited(s) 

Hard-to-find #1 
The major express mail 
service needed speedy 

feed back from executive 
users of a low incidence 

international and domestic 
security service. 

We found: ... those users 
quickly, and recruited them here in New York. Clients 

were also provided with private facilities including offices. 
phones and security. 
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Travel 

The Beaumont Organization( o) 
Binstock Associates(s) 
Parker lnt'l Mktg Grp(o) 
U.S. Travel Data Center(o) 

Trucking 

Chilton Rsch. Svcs.(s) 

Work-At-Home 

Link Resources(o) 

Youth 

Shoppers want 
quality produce 

Quality produce is the No. 1 factor in 
choosing which supermarkets to shop in, a 
survey of consumers by the Food Market­
ing Institute has found. A close second is a 

Playlab Research wide variety of products and quality meats. 
Youth Research(o) Courteous and friendly employees ranked 

third, followed by low prices, convenience Codes: 
oflocation and readable and accurate shelf O=Omnibus 

s = s ndicated tags. A supermarket's availability of ge-
-----------......L--~..,;;;,. ............ ..__ ..... ________ 4 neric products was the least important 
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Version 4.0 Now Available! 

Get Your Data 
In The 
Computer 
FAST! 
Transferring information from printed 
questionnaires to a disk file is now 
fast, easy and almost fun. Simply 
place each form on the digitizing 
tablet and repeat the check marks. 
Enter information in any order and 
skip unanswered questions; data is 
always stored in the right order. Mix 
multiple choice, numeric, open end, 
continuous line scale and text entries. 
Multiple page and oversize question­
naires are no problem. 

DigiData creates an ASCII data 

·:::::;:;:::::::::::::::::::;:;:;::::::: :::::::::::::::::::::::::::::;:;:;:;::::::· 

file ready to import into your favorite main­
frame or micro program for analysis. For the 
IBM PC, XT, AT or compatible computer. 
Call 602/391-0551 fr more information. 

DigiData Entry 
System™ 

9637 East Gold Dust, Suite 600 
Scottsdale, AZ 85258 
6021391-0551 
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among the surveyed consumers. 

Women outnumber 
men in 
most states 

The population of women in the U.S. ex­
ceeds that for men in 43 states, according 
to a recent Census Bureau report. 

The national figure as of July 1, 1986, 
shows that women outnumbered men 
123,718,000to 117,360,000. 

Only five states were shown to have 
more men than women and in two states 
the sexes were evenly split. 

For people under age 18, males outnum­
ber females in every state, the study of 
state populations found. Because of higher 
mortality among young men, their popula­
tions are practically even in the 18-24 age 
groups but women are ahead in older ages. 
About 60% of the nation's elderly are 
women. 

The nation is continuing to grow older, 
the study also noted, because of the matur­
ing post-World War II baby boom genera­
tion and its relative lack of offspring to fill 
in the young age groups. 

Drinkers' personalities 
A recent Family Circle magazine sur­

vey of waiters from 48 New York restau­
rants shows that red- and white-wine 
drinkers have completely different per­
sonality characteristics. 

The waiters considered red-wine drink­
ers as "wild," "dangerous" and "sensual," 
the magazine reports, while white-wine 
drinkers are "better dressed," "more chic" 
and "more cool." 
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PRODUCT AND SERVICE UPDATE 

Bar coding system 
Datamap, Inc. , announces Stardust, a bar 
coding system. The system provides in­
formation encoding on outbound promo­
tional pieces and response analysis on in­
bound customer redemptions. A confi-

Datamap, Inc. 

dential code for each coupon permits track­
ing it back to its "drop." Contact Data­
map, Inc. , 7176 Shady Oak Rd. , Eden 
PrairieMN55344. (612)941-0900. 

Voice messaging system 
The voice systems division of Xerox Corp. 
announces System V Entree, a compact 
entry-level voice messaging system that 
serves from 50-800 users and provides up 

XEROX 
to 64 hours of message storage. The sys­
tem is available with as few as two ports, 
or installation can be upgraded on-site to 
as many as 16 ports, the maximum size. 
System V Entree provides graphic display 
of vital system status information, remote 
monitoring, reliability testing and diag­
nostics, call answering, voice-mailbox di­
rectory and automated records manage­
ment and statistical tracking. Contact C. 
Dunlop, Xerox Corp. , Xerox Square, Roch­
esterNY 14644. (716)423-5078. 

Financial services directory 
Financial Sourcebooks announces Finan­
cial Source books' Sources, a directory of 
more than 500 research products and serv­
ices for financial marketers, indexed by 
category. It provides a brief but detailed 
description of research studies and serv­
ices available including product descrip­
tions, pricing, frequency and contact in­
formation. Contact Dominique Raccah, 
Financial Sourcebooks, P.O. Box 313, 
NapervilleiL 60566. (312) 961-2161. 

August/September, 1988 

Commercial testing tool 
BRX, Inc., announces marketing agree­

ments for two services: Inner ResponseTM 
Diagnostic Commercial Testing and Or­
ganization Diagnosis. Inner Response 
allows advertisers and agencies to identify 
the elements which make a commercial 
successful. It ' s based on the use of physio-

I~. 

logical measure, the Galvanic Skin Re­
sponse, to identify how the viewer's at­
tention rises or falls second-by-second 
throughout the duration of the commer­
cial. Organization Diagnosis is a com­
puter-driven approach to diagnose the 
health of an organization based on non­
financial variables such as organization 
structure, stage of development, political 
culture, strategy and leadership style. 
Contact Joel Axelrod or John Monaco, 
BRX, Inc., 169 Rue de Ville, Rochester 
NY 14618. (716)442-0590. 

Future trend predictor 
Wisard Software Co. announces Wisard 

Forecaster Add-In, a forecasting program 
and decision tool for managers that allows 

SOFTWARE CO. 

them to build better models of the future 
using 1-2-3. Managers can project future 
trends based on the historical data stored 
in their spreadsheets. Some of its features 
include: 1-2-3 type menus and commands; 
context-sensitive help screens; and a new 
process which automatically determines 
the seasonal patterns calculating the sea­
son length and seasonal factor. It also 
checks for white noise. Contact Wisard 
Software Co., 333 Main St., P.O. Box 
19730, Green Bay WI 54307-9730. (800) 
223-5166. In WI, (414)436-2341. 

continued on p. 48 

Hard-to-find #2 
Owners of highly sophisticated. 
15 million dollar mainframe computer. 
Only 40 exist in the USA. 

We found: ... several of these owners 
in the New York metropolitan area. 
Confidentiality was respected and 
respondents were in our group sessions 
in a record two-week turnaround. 

Circle no. 536 on Reader Card 
47 



Product and Service 
continued from p. 47 

Greeting card study 
Retail sales of greeting cards will increase 
from their current volume of $3.7 billion 
to $5.2 billion by 1992, according to a 
recently-published study by Packaged 
Facts. Chief factor in market growth will 
be the continuing success of the so-called 
"alternative, greeting cards, whose sales 
performance over the past five years has 
fueled overall sales of greeting cards to a 
level 30% higher than sales at the begin­
ning of the 1980s. "The Greeting Card 
Market, study covers every facet of the 
greeting card industry from sales and the 
competitive situation to the situation at 
retail among the various outlets selling the 
cards and consumer purchasing practices. 
Contact Edward Weiss, Packaged Facts, 
274 Madison Ave., New York NY 10016. 
(212) 532-5533. 

Advertising study 
The Salinon Corp. announces its study of 
advertising slogans and other expressions. 
"Key words in America, s Advertising Slo-

gans, focuses on analyzing which key 
words appear most often. Results are 
given for 18 different industry groups. For 
a free copy of the multi-page report, con­
tact the Salinon Corp., 7430 Greenville 
Ave., Dallas TX 75231. (214)692-9091. 

Data entry software 
A new version of the DigiData Entry 
System software has been released by 
DigiData. The program, Version 4.0, uses 

a digitizing tablet to enter data from 
printed questionnaires. Little or no 
computer experience is necessary for an 
individual to enter data with the system. 
Version 4.0 permits virtually unlimited 
questionnaire size; previous versions 
were limited to about 1,000 question 
answers per questionnaire. Contact 
DigiDataEntrySystem,9637EastGold 
DustAve.,Scottsdale,AZ85258. (602) 
391-0551. 

We're Moving 
to serve you better 
• Chicago's newest state-of-the-art focus group facility 
• Located in the center of Chicago's prestigious 

Northshore suburbs 
• High income respondents and high level business 

executives are our specialty 
• CRf interviewing to business and consumer markets 

._II 1 1111 business and consumer research services 

OUR NEW WCATION-

Consumer and Professional Research, Inc. 
Westgate Plaza • 3612 W. Lake Ave. • Wilmette, IL 60091 • 312/256-7744 
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Scanning 
continued from p. 24 
tionnaire is scanned, thus assuring that 
users are getting all the information that's 
available on the survey. 

Survey Network permits a wide range 
of edits that are performed at scanning 
time. At the user's option, scanning will 
stop at an error immediately or later for 
corrections. 

Edits such as blank fields, out of range 
alpha or numeric and multiple responses 
are selected from NCS 's library. More 
complete edits can be programmed and 
then added to the library if desired. 
Limitless questions 

There is no limit to the number of ques­
tions the user can ask. All the user needs 
to do is print the questionnaires on NCS 
sheets, staple them into a booklet, have 
them completed in the survey and then 
separate them for scanning. Depending 
on the model, the OMR scanners read 600-
15,000 sheets an hour. Survey Network 
also lets the user incorporate bar codes and 
optical character recognition wands as pe­
ripherals without additional programming. 

Even open-end questions can be 
handled. The user may either enter codes 
on the questionnaires prior to scanning, or 
afterwards, entering the data through the 
micro-computer keyboard directly into the 
data file. 

Cleaning data is faster, too, says NCS. 
The quality of Survey Network's key en­
try software is comparable to that used in 
leading data entry service bureaus. The 
user's microcomputer keyboard and Sur­
vey Network's data entry screens are all 
that's needed to edit data. 
Data analysis 

Data are automatically present after 
scanning in a file that is part of Stat Pac 
Gold, a statistical analysis and reporting 
package from Walonick Associates. This 
can be used for key entry and data analysis 
reports. Users can also easily upload the 
data file to their host computer and use 
their own program for analysis, or remain 
in the PC and use DBASE III Plus, RBASE 
5000, Lotus 1-2-3, or any other program 
that can access a sequential ASCII file. 
Survey Network is completely compat­
ible with them and requires no additional 
programming steps. 
Reliable data 

OMR captures data at better than a 

August/September, 1988 

99% accuracy rate. One-step entry with 
an OMR scanner exceeds the accuracy of 
key entry - even with a verification check 
for "quality control." With an NCS OMR 
scanner, virtually no errors go undetected. 

One user of the Survey Network is 
Geo-Centers, Inc., Boston office, a firm 
that handles government contracts. Since 
February, 1988, Geo-Centers has been de­
signing questionnaires that go out to dif­
ferent military installations throughout the 
world. 

According to Larry Lesher, a statisti­
cian at Geo-Centers, the questionnaires 
are designed to evaluate the acceptability 
of the food and clothing used by officers 
and their troops in field tests. 

The firm has been using the system 
because "there is no one else we're aware 
that offers in-house designing and print­
ing of scannable questionnaires," says 
Lesher, who is responsible for the analy­
sis of the completed surveys. "That's 
important to us because we have to design 
a different questionnaire for each study, 
so we don't have the time to send each of 
them out to a typesetter, make revisions 
and then send them back for corrections. 
We have to conduct these surveys on a 
tight schedule." 
Fast turnaround 

Compared to sending it out to a typeset­
ter, the turnaround time under this system 

continued on p. 52 

3 IN 10 
ISN'T BAD? 
OR IS IT? 
THREE* OF YOUR 

MARKETS WERE CLEAN 
IN YOUR LAST 

10-MARKET STUDY 

WE CAN HELP! 

Call JOHN ELROD 
SIGMA RESEARCH 

COMPANY 
201-886-0550 

*Based on over 1.5 million mall and 
door-to-door respondents, 1980 to 1987 . 

In those studies 3 markets had no 
duplication ; 5 markets had I to I 0% 
duplication ; and 2 markets had over 

10% duplication . 
Duplication is based on matching 

telephone numbers. 

Circle no. 539 on Reader Card 

• Computerized validation assures 
first time respondents. 

• Comfortable client room seats 20. 

Focus Plus 
The Qualitative Research FacUlty 
with the best New Yortl has to offer. 

79 Fifth Avenue. N.Y .. N.Y. 10003 
(212) 807-9393 FAX (212) 645-3171 

Circle no. 536 on Reader Card 

51 



52 

BRE OUT 
OF THE 

FOCUS GROUP 
"GHETTO." 

Most focus group facilities are 
clustered in major market area 
"ghettos" ... one or more per shopping 
mall, one every few miles. In fact, you 
begin to wonder if it's possible to find a 
respondent who isn't counting on focus 
groups to pay the mortgage. 

That's no way to get the clean, 
honest results you need for your data 
collection projects. 

And that's why we opened the first 
focus group facility right in the middle 
of a virtual goldmine of untapped 
respondents ... downtown Philadelphia. 

Philadelphia Focus is right in the 
middle of one of the most sophisticated 
business communities in the country. 
And surrounded by the urban and 

suburban consumer population of the 
fifth largest city in America, with a 
complete range of market segments 
from mass through up-scale. 

And we're staffed with experienced, 
trained professionals who have the 
expertise to find the respondents you 
want and then screen them carefully. 

We have a facility as attractive, well· 
designed, and well-equipped as any 
you've seen anywhere. In fact, we think 
we're better than almost all the rest. 

So give Thomas A. Bershad a call at 
(215) 561-5500, and find out how it 
can be most productive and cost 
efficient to break out of the focus group 
"ghetto". And stake a claim in the 
goldmine of downtown Philadelphia. 

Philadelphia Focus 
c. 

100 N. 17th Street Philadelphia, Pa. 19103 (215) 561-5500 
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is cut down "from a few weeks to a few 
days," says Lesher. "This is from the time 
the questionnaires come in from the field 
to the time the data is ready to be put into 
the final tech-report." 

Between 300-400 persons are typi­
cally surveyed. Since March 1988, when 
the first survey was sent out, approxi­
mately 10,000 sheets have been scanned 
and analyzed. 

Kathy Rock, a psychology technician, 
is responsible for the design up to the 
analysis of the surveys. 

A questionnaire comes to Rock in one 
of two ways. Typically, it is made up on a 
word processor and Rock transfers it onto 
an Apple computer into the Survey Net­
work. Less frequently, Rock constructs 
the questionnaire herself with input from 
project officers. 

After the questionnaire is put into the 
Apple, it is printed out on a laser printer. 
"At this point, the project officer in charge 
of the study and I revise the questionnaire, 
change questions and make any type of 
necessary corrections. We then print it 
out onto the Survey Network bubble form, 
staple it and send it out." 

The surveys are out in the field for one 
week and when they return, Rock will do 
the scanning on an IBM computer. 
Tech-report 

At this point, Lesher steps in to inter­
pret the survey results. Lesher analyzes 
the survey using the SPSS/PC+ statistical 
package. He also works with the project 
officer to discuss what the important 
points are to draw from the study. The 
survey results are then packaged into a 
tech-report and sent to Army bases 
throughout the world. 

The greatest advantage that both Lesher 
and Rock see to the Survey Network is the 
turnaround time. "From the time it takes 
to get a questionnaire printed, sent out in 
the field, returned and analyzed, it's 2 1/2 
weeks," says Rock. Previously, when 
Geo-Centers had to manually code all the 
questions, the whole process would take 
well over a month. 

Lesher especially likes that the data 
sets are clean compared to a key punch or 
direct entry "that often involve human 
error. There's less time spent on cleaning 
the data." 
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Adds Rock, "With the scanner, we can 
do more surveys and a more accurate 
analysis. 

"It's a lot easier and faster, too," says 
Rock. It's also more interesting to me 
than sitting down at a computer inputting 
raw data. The questionnaire looks more 
attractive. It's just a much more profes-

ations and tracking studies. All of these 
surveys are created, scanned and ana­
lyzed on the Survey Network. 

The company uses a Macintosh com­
puter to write and design its question­
naires, a laser printer to make copies of it, 
the scanner to gather the information, and 
the COMPAQ system to do the analysis. 

OpScan® 201 0 OpticaiMarkReading System from National Computer Systems. 

sional way of doing things." Reports from the surveys are produced 
Response cards regularly. For the customer response 

One other Survey Network user is a cards, a report is done once a month and 
nationalconsumerproductscompany. The distributed to all of the company's re-
company uses Survey Network to scan gional and divisional managers. 
consumer response cards which help de- According to the company's research 
cide which products the company should manager, the Survey Network has many 
add, drop or modify. Between 1,000- positive attributes. "Nothing needs to be 
2,000 of these cards are filled out monthly hand-tallied, even open-end questions. 
by its customers. The turnaround time is fast, it's flexible 

One to three times a month, the com- and easy to use, and the information we 
pany will conduct specific customer sur- get is timely." MRR 
veys, for example, new product evalu-

FE9CUS GROUPS 
OF CLEVELAND 

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 
conduct focus groups, one-on-one interviews and on-going business in a private 
office environment. Only minutes from Cleveland Hopkins Airport, with excellent 

hotels, dining and other amenities right next door. We invite you to call ... 

FOCUS GROUPS OF CLEVELAND 
2 Summit Park Drive- Suite 225 • (216) 642-8883 

at the Rockside Road exit of 1-77 • Cleveland, Ohio 44131 
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DATAFAX 
IS 

E-X-P-A-N-D-1-N-G 

ITS ORLANDO 
FACILITIES 

• NEW • 
20 Station 

Telephone Facility 

• NEW • 
CATI Equipped 

• NEW • 
Second Focus 
Group Facility 

*NEW* 
Client Lounge 

The Datafax Company is 
proud to announce the 
expansion of our market 
research facilities in the 
Orlando area. Now 
providing you with more 
for your research dollar. 

If you think quality 
research Is Important • 

Give us a calli 

The Datafax Company 
2600 Maitland Ctr Pkwy 

Suite 170 
Maitland, Florida 32751 

Telephone: (407) 660-8878 
Out of state toll free 

1-800-233-3578 
FAX: (407) 660-1730 
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LIFE IS· TRADE·OFFS ! 
THE COMMON DENOMINATOR IS ... CUSTOMERS 

MAKE TRADE·OFFS ... TO UNDERSTAND THAT 
PROCESS ENHANCES THE CHANCE OF 

MAXIMIZING SUCCESSES. 

WE RESEARCH TRADE-OFF 
BEHAVIOR FOR: 

• NEW PRODUCT DEVELOPMENT 

• REPOSITIONING/REFINEMENT 

• PRICING/PROMOTIONS 

• ADVERTISING STRATEGIES 

• MEDIA TARGETING 

THE WEIGH TO TARGET PEOPLE 'S PRIORITIES 

TECHNIQUES WE USE: 

• COVENTIONAL CONJOINT 

• TRADE·OFF FOCUS GROUPS 

• TRADE·OFF VIA MAIL 

• TRADE·OFF VIA TELEPHONE 

4496 CORONET DRIVE 
ENCINO, CA 91316 

(818) 508·6345 
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Test Markets 
continued from p. 16 

marketing patterns and such adventitious factors as droughts, 
severe winters, factory closings and anything else that might 
affect response to the test market. 

Unfortunately, considerations of statistical adequacy are often 
forced to give way to other considerations. Markets have natural 
boundaries defined by distribution channels and other factors. In 
addition, it may be easier to implement changes in some markets 
than in others. 

More mischievous is when the market choice is based in part on 
considerations which might clearly bias the data. This happens 
most frequently in new product introductions where there is the 
strong tendency to introduce a product in the area(s) where it is 
expected to have the best chance of doing well. At worst, a test 
market can become a self-fulfilling prophecy designed to bolster 
the position of some faction within a company. 
Multiple conditions 

Market selection is compounded if multiple conditions are 
being evaluated because then the separate markets must be 
matched on all factors which might affect response to the test 
changes. These may be unknown or difficult to evaluate on a 
market by market basis. It is virtually impossible to statistically 
equate markets on an ex post facto basis without data on individ­
ual consumers. 

Next is the problem of implementation. At the most basic level, 
market researchers may have only indirect control over price and 
other factors influencing the sale of their product. Wholesalers 
and retailers may not be wholly responsive to the changes. There 
may be parochial price competitions, volume discounts, differen­
tial use of coupons, competition for shelf space (or simply 
inefficient or inaccurate stocking of shelves). 
Distribution patterns 

There may be several distribution patterns at the wholesale and 
retail level with the boundaries overlapping and only vaguely 
defined. These affect the geographical and temporal precision 
associated with the placement of a test market as well as the data 
that are used to evaluate the test market. Thus, it is often difficult 
to describe precisely the limits or nature of the market being 
tested, much less guarantee its representativeness. If market 
researchers have limited control over their price, they virtually 
have no control over the policies of competition and in fact, may 
not even have a clear idea of what those policies are. Competition 
may or may not keep their pricing structure or other marketing 
policies constant across the span of a test market and any changes 
may be different for each competitor and for each market. 

In some kinds of markets, e.g., restaurant chains, the major 
competition may not only be unknown but almost unknowable, 
varying by type of occasion, dependent on price and location and 
frequently consisting of a changing group of privately owned 
establishments each impacting only one or two franchises. 
Data often inadequate 

Assuming it is possible to maintain adequate control to the 
question at issue in a test market, the data produced by a test 
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REASONS WHY 

A-CROSS 
IS THIS YEAR'S 

# 

CROSSTABULATION 
PACKAGE 

fastest selling crosstab program-in just 
1 year! 

#1 with superfast, supereasy "Point & 
Pick" operation . Everything's on the 

screen: your actual tables as you create them, 
plus pop-up windows, prompts and selections. 

#1 with research companies: SAMI/Burke, 
SRI International, Winona, J.D. Power, 

Walker, Consumer Pulse, Elrick & Lavidge .. . 

#1 with market research departments: 
Procter & Gamble, General Mills, Gillette, 

Polaroid, American Express, Clorox, Sears ... 

#1 in features: unlimited cases, weights, 
ranks, conditionals, nets, stats, multi­

tasking, the works. 

#1 in connections: Lotus 1-2-3, word pro­
cessors, laser printers, Ci2, QUERY .. . 

#1 and only crosstabulation pro&ram ever 
nominated for the PC Magazine Award 

for Technical Excellence. 

CALL US FIRST AT (617) 923-8800 
FOR A FREE DEMO DISKETTE 

rA· r CRO~~rawberry Software, Inc. 
() 42 Pleasant St., Watertown, MA 02172 
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Test Markets 
continued from p. 55 

market are often inadequate. Overlapping distribution patterns, 
variations in the amount of product stored at levels in the distribu­
tion system, variations in the speed with which goods move 
through the distribution system and variability in the efficacy of 
exerting control over the test factors produce a lack of precision in 
the data accumulated in a test market. 

Even where something approaching an audit trial can be main­
tained or where data are available at the individual consumer level 
for a reasonably intact target market, there remains a mushiness to 
the data. This is because in most real market contexts you cannot 
directly impinge on an individual consumer in a manner adequate 
to permit documentation of the timing and degree of awareness of 
the test changes. (Granted that when you are testing promotions 
the evaluations of this factor may be precisely the objective of the 
test market). 
Inefficient way 

Even given that the data obtained from test markets have an 
inherent validity to them and that the necessary controls can be 
invoked to assure that data are unbiased, test markets still remain a 
very inefficient way to do market research. 

Test markets are very expensive and cumbersome. It usually 
takes a long time and a lot of money to execute them and even so it 
is usually only practical to test a very limited set of parameters. It 
is absolutely impractical to test all the relevant parameters within 
a test market context. Therefore, before a test market is under-

taken, it is essential that preliminary analytic research be per­
formed to determine the optimal parameters to be tested. 

Test markets are also by definition intrusive procedures. Their 
costs are not always limited to the costs of implementing and 
evaluating the test effects. An inappropriate manipulation may 
have an extended effect on at least the test market. 

Analytic research tools are unquestionably more efficient both 
in terms of cost and turnaround time. A much wider array of 
information is obtainable, usually quickly enough to permit and 
cheaply enough to come back again with additional questions 
raised by the research itself. Some of these procedures permit 
simulation, extending the applicability of the results beyond the 
constraints of the test conditions. This produces a richness of data 
not obtainable in a test market context. 
The drawback 

The drawback of analytical research tools, of course, is that 
most of these procedures contain an unspecified amount of 
systematic bias and error of measurement. This is especially 
worrisome with respect to parametric estimates of market share 
and/or sales volume. 

Note specifically, however, I do not list as one of the 
drawbacks that analytical studies are somehow less real than test 
markets. It is certainly true that they are all less realistic but that 
should be an irrelevant issue. The real issue should be what is the 
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AD-QUICK TEST@ 
Test The Impact Of Your Print Ads Or Ad Concepts 

Among Targeted Households 

• Quantitative Measures of Perceptual Impressions 
and Execution Impact 

• Direct Qualitative Impressions of Ad Components 

• It's Fast And Economical: 

Full report in 17 working days 

100 + respondents to up to 
3 ads/concepts for $3,700 

For More Information Contact Steve Beckmann 
Marketeam Associates, 555 No. New Ballas Rd. 

St. Louis, Missouri 63141 • (314) 569-1324 
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Ocean Spray 
continued from p. 1 0 

face value of 27 cents, the industry incurs 
about $2 billion each year the cost of dis­
tributing those coupons. 
Impact on sales 

PromotionScan uses the capabilities of 
IRI 's proprietary mathmatical models and 
detailed store sales and household pur­
chase data in InfoScan to measure the 

"We think our culture and size 
will allow us to get the data 
out in a timely and usable 
fashion and importantly, 
ahead of competition." 

John Tarsa 

impact of promotions on sales. With Pro­
motionScan, a manufacturer can also 
measure the impact of every promotional 
event on each brand's consumer fran­
chise, i.e., actually measure an increase or 
decrease in brand loyalty based on real 

consumers and their actual shopping pat­
terns overtime. 

By identifying which promotions work 
best, PromotionScan can save IRI clients 
tens of millions of dollars and help clients 
protect their most valuable resource, their 
brand names. While Tarsa says his com­
pany is delighted with data it gets through 
scanning, he describes it as "massive." 
Obtaining information 

"Every week, several million numbers 
are new to the database. We must be able 
to take that data and tum it into informa­
tion that the brand manager can use. What 
we're dealing with now is translating those 
numbers into information." 

Continues Tarsa, "this challenge re­
quires people who have a blend of skills: 
marketing research, marketing and sys­
tems knowledge. People who can deal 
with data, anticipate marketing needs and 
develop systems to deliver that informa­
tion are highly desirable." 

But managing the data "is going to be 
painful," admits Tarsa, and "it's causing 
some strain on the organization and up-

heaval in the organizational structure. 
"We don't have all the answers. But we 
think our culture and size will allow us to 
get the data out in a timely and usable 
fashion and importantly, ahead of compe­
tition." MRR 

Meal preparation 
The biggest challenge for the working 
women who is also the family cook? Meal 
preparation during the work week, ac­
cording to a survey by McCormick 
Schilling. The first priority is making 
dinner quickly. The survey also shows 
that, while older women learned to cook 
from their mothers, younger women learn 
from magazine recipes, cookbooks and 
their friends. The recipes most likely to be 
used are ones without complicated proce­
dures or long lists of ingredients. 

Are you expanding your California Markets? 

Special 3 Report Package 
for Quirk's readers: 
$350 prepaid 

Don't miss out on this world-class market with its huge growth 
potential. Use CCSCE, the recognized expert on California growth, 
to take advantage of coming opportunities. Three new reports, with 
market projections to 1995, will help you understand growth patterns, 
plan strategies using sound data, present your plans effectively. 

CALIFORNIA POPULATION CHARACTERISTICS 
describes present and future consumers: age, ethnic group, family 
type, income, occupation. California and 4 major markets: los 
Angeles, San Francisco, San Diego, Sacramento. 250 pages. $145 +tax. 

CALIFORNIA ECONOMIC CROWTH- analyzes and projects 
growth in jobs by industry, housing, retail sales, income in State and 
major economic regions (los Angeles, San Francisco, San Diego, 
Sacramento). 200 pages. $145 +tax. 

CALIFORNIA COUNTY PROJECTIONS- profiles and projects 
details for all 58 counties of consumer market size: population, 
households, income and spending on taxable sales. 100 pages. 
$125 +tax. 

CCSCE has provided proprietary research and projections on California markets to major corporations 
and public agencies since 1969. To order the reports or request free information please write· or call: 

CCSCE • Center for Continuing Study of the California Economy 
610 University Avenue, Palo Alto, CA 94301 • (415) 321-8550 
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Office Trends 
continued from p. 22 

b. What is the product mix relative to 
wood vs. metal, budget vs. high quality, 
systems vs. computer support vs. tradi­
tional desk and case goods? Are any of 
these expected to change in the next three 
months? 

2. Delivery times 
a. What is the average delivery time? Is 

it improving/worsening? 
b. Are there major variations by type of 

furniture or manufacturer? 
3. Marketing/promotional activities 
a. What new promotions are you aware 

of? 
b. How /where did you learn of them? 
4. Price levels 
a. What is the average price being paid 

for a work station? Task chair? Mid-man­
agement chair? 

5. Open vs. private offices 
a. What percentage of furniture sold/ 

Steelcase movable walls. Photo courtesy Steelcase, Inc • 

specified is for open/private offices? 
b. For what applications are open/pri­

vate offices being specified? 
Supplementary topics 

Supplementary topics to be covered 
each quarter are as follows: 

• Evaluation of systems furniture: 
For what applications? Percentage 

wood/metal? Percentage new order /re­
placement? Average number of work 
stations/order? What price range? Per­
centage budget/mid/high quality? What 
brands? Brand leaders in terms of design, 
quality, price/value? 

• Office seating evaluation: 
Percentage of new orders/replacement? 

Features desired? What brands? Brand 
leaders in terms of design, quality, price/ 
value? 

• New vs. renovated space: 
Percentage of furniture sales to new vs. 

renovated space? Types/brands sold for 
new. Types/brands sold for renovated. 

• Image evaluation: 
Who are the top three manufacturers in 

terms of design? Who are the top three in 

continued on p. 68 

How much wood could an 
IndianaP-olis woodchuck chuck ... ? 
Ask Herron Associates. They'll find out. 

When you need comprehensive, accurate and dependable data about the 
Indianapolis market call Herron. Herron's people and equipment are ready 
to go to work for you with: 2 permanent mall facilities • 2 focus group 
facilities • 26-line central phone bank • 3 test kitchens • One-on-one 
interviews • CLT's • Mystery shops • Store audits and more. 

If you want to know about "Indianapolis' Chuck", or desire less exotic 
information, call Herron. 

Herron Associates Inc. 
Market Research 

Market research ... the right way 
710 Executive Park Dr. • Greenwood, IN 46143 • 317-882-3800 • FAX: 317-882-4716 
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Red is for desserts Blue comes in second as the most pre­
ferred color for dessert packaging and 
Pillsbury products are ones consumers 
mention, according to the study. Consum­
ers say yellow packaging is associated 
with desserts that are tart, creamy, a 
pastry and/orinexpensive. Desserts pack­
aged in pink or silver are considered low­
calorie with Weight Watchers products 
coming to mind. The color silver is also 
occasionally associated with a dessert rich 
in calories and expensive, the study shows. 

The best tasting desserts are packaged 
in the color red, according to a recent 
nationwide study conducted by Cheskin­
Masten. 

The package design firm found that 
consumers associate the color red with 
desserts that are hot in temperature, high 
in calories, sweet-tasting and good for the 
whole family. They also link the color to 
brand names such as Betty Crocker, Sara 
Lee and Duncan Hines. 

62 

ONE OF THE FEW 
RORIDA RESIDENTS 
WHOSE OPINIONS 

WE HAVEN'T 
WRESnED Willi. 

We admit there are a few 
interviewed, analyzed or 
you :want the opinions and , behaviors of the real 
Flonda, talk~ a mark~ting · . research company who 
knows the temtory: Phil Balducci and Associates. 

o Study/Sample Design o Questionnaire Development 
o Local/Wats T~lephone Interviewing o Data Processing o Focus 
G~oup Mo~~ration o Focus Group Recruitment o One-Way 
MITror Facility 

For a confidential quote call (813) 960-1919 

PHIL BALDUCCI 
AND ASSOCIATES, INC. 
A Marketing Research Company 

14499 N. Dale Mabry 
Grand Plaza, Suite 130 

Tampa, FL 33618 
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Cherry is No. 1 choice 
The flavor of choice among Ameri­

cans in 1988 is cherry. According to 
Gorman's New Product News, more than 
60 cherry-flavored products have been 
introduced thus far this year. "From a 
psychological perspective, the growth of 
cherry-flavored products can be tied to our 
strong desire for sweetness," says Dr. 
Frieda Spady, a psychiatrist. "Cherry is 
one of the sweetest natural flavors we 
know and it's almost universally associ­
ated with reward, which is very pleasing." 

Waiting room blues 
A recent telephone survey of 400 resi­

dents in South Bend, Ind., conducted by 
Harrington Market Research, revealed that 
more than three-fourths of respondents 
claimed that waiting is the most irritating 
thing about visiting their doctor. 

The results may be less than surprising 
to millions of Americans who have waited 
to see their physician, but may say a great 
deal to those who have spent millions to 
change patient attitudes. 

Answers in the Harrington survey were 
recorded verbatim, condensed and sorted 
by content. In addition to the 302 men­
tions of waiting as the chief irritant, there 
were 21 other mentions of time-related 
problems. Only 11 respondents had bill­
ing- and insurance-related gripes at the 
top of their list. A few feared long needles. 

Says Harrington president Brenda 
Murphy, "after all we've seen the medical 
community go through, our survey sug­
gests it may be time for physicians to get 
back to the basics, to keep it simple." 

Thinking about milk 
Did you know this about milk? 
The five leading dairy states are Wis­

consin, California, New York, Minne­
sota and Pennsylvania. Together, they 
produce just over half of America's milk 
supply. 

For every dollar you and I spend on 
milk, 63.2 cents goes to the dairy farmer 
and the remainder to middlemen. 

During the past 10 years, whole milk 
use dropped 33% while low-fat milk use 
jumped 52%. Skim milk use also went up 
16%. 
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... and a world of services 

MARKET 

APPLETON/ 
MILWAUKEE, WI . 

BOULDER CO . 

COUNCIL BLUFFS, IAI 
OMAHA, NE 

DENVER, CO . 

DES MOINES, lA 

DETROIT, Ml 

EAU CLAIRE, WIS ./ 
MINNEAPOLIS, MIN . 

JACKSON, MS 

MEMPHIS, TN 

MIDDLETOWN, NY 

*Detroit , Ml 
National Wats 
30 Lines 

PERMANENT 
MALL 

FACILITIES 

X 

X 

X 

X 

X 

X 

X 

X 

X 

FOCUS 
FACILITIES 

X 

X 

X 

X 

X 

X 

X 

DOOR- CENTRAL PERMANENT FOCUS 
TO-DOOR PHONE MARKET MALL FACILITIES 

FACILITIES 

X X MONTEREY/ X SALINAS, CA 

X NEW ORLEANS , LA X 

X X PHOENIX , AZ X 

PINE BLUFF/ X X X UTILE ROCK, AR 

X X SALT LAKE CITY, UT X 

X .y.x 
SAN RAFAEL , 
SAN FRANCISCO , CA X 

X X 
SEATILE, WA X 

X 
TALLAHASSEE, FL X 

X X TULSA, OK X 

X X WESTCHESTER, NY X 

The Friedman 
Marketing Organization 
NATIONAL HEADQUARTERS 
2 5130 Southfield Road. Suite 200 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

::.....___, Southfield . M ichigan 4807 5 (313) 569.0444 

READING THE MINDS OF THE MARKETS! 
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QUALITATIVERESEARCH/FOCUSGROUPMODERATORS 
Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone numbers. 
Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact publisher for rates: 
Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, MN 55423. 612/861-8051. 

Accurate Marketing Research 
2214 Paddock Way Dr/Ste 100 
Grand Prairie, TX 75050 
214/64 7-4272 
Contact: Robin H. McClure 
Consumer, Executive, Food, 
Packaged Goods,Automotive 

Alpha Research Associates, Inc. 
P.O. Box 28497, North Station 
Providence, Rl 02908 
401 /521-6660 
Contact: Victor L. Profughi 
FuiiSvcQuai!Quan.Analysis.! 
Consltg&MktRes/Since 1976 

American Public Opinion Survey & 
Market Research Corp. 
1324 South Minnesota Ave. 
Sioux Falls, SO 571 05 
605/338-3918 
Contact: Warren R. Johnson 
Established 196Q-Full Service 
Grou~National & lnternat'l 

Analysis Research Limited 
4655 Ruffner St, Ste 180 
San Diego, CA 92111 
619/268-4800 
Contact: Arline M. Lowenthal 
All Quai.Needs:Eng.&Span. 
Recruit/Moderate! Analysis 

The Answer Group 
11161 Kenwood Road 
Cincinnati, OH 45242 
513/489-9000 
Contact: Maribeth McGraw 
Consumer, HealthCare, Prof., 
Focus Groups, One-On-Ones 

Bilingual Unlimited Research 
P.O. Box20923 
San Diego, CA 92120 
619/583-6243 
Contact: Luz Pereira 
Spec. In Hispanic Qual. Rsch. 
National/International 

Brand Consulting Group 
17117W.Nine Mile Rd/Ste 1020 
Southfield, Ml48075 
313/559-2100 
Contact: Milton Brand 
Consumer,Advertising Strategy, 
New Product Strategy Research 

Burke Marketing Research, Inc. 
800 Broadway 
Cincinnati, OH 45202 
513/852-3789 
Contact: Norman Ussher 
Nat/ Network of Moderators:Hi­
T ech!Finance!Child!Oider Adult 

Consumer/Industrial Rsch Svce 
600 North Jackson Street 
Media, PA 19063 
215/565-6222 
Contact: James D. Lewis 
Health Care;Agri-Bus;lnd; 
Trad'l; Tele;One-On-One 
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Consumer Opinion Services 
12825-1 st Avenue South 
Seattle, WA 98168 
206/241-6050 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones 

Creative Marketing Solutions, Inc. 
P.O. Box 568 
Langhorne, PA 19047 
215/357-3655 
Contact: Larry Schwarz 
Experienced Specialists in 
Qualitative Research Techniques 

The Datafax Company 
2600 Maitland Ctr Pkwy/Ste 170 
Maitland, FL 32751 
305/660-8878 
Contact: Nancy McAleer 
Consumers, Physicians, Tourists, 
Executives,Ads, 13 Yrs. Exp. 

The Data Group/IRI 
2260 Butler Pike 
Plymouth Meeting, PA 19462 
215/834-2080 
Contact: Maria Krieger, Ph.D. 
Expertise In Qual. Res. Design, 
Implementation & Analysis 

Datatactics, Inc. 
555 Presidential Blvd. 
BalaCynwyd, PA 19004 
215/668-1660 
Contact: Phyllis Rosenberg 
Prof & Cons Segments, incl. 
Doctors. Applied Psych. Meth. 

Decision Research 
33 Hayden Avenue 
Lexington, MA 02173 
617/861-7350 
Contact: Peg Marrkand 
One-Way Mirror Conf Rm Sty 
ObserRm 15x17(15-20 Viewers) 

DeNicola Research 
325 Greenwich Avenue 
Greenwich, CT 06830 
203/629-3323 
Contact: Nino DeNicola 
Consumer, Healthcare, Financial 
Services,Advertising 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln Street 
Waltham MA 02154 
617/647-0872 
Contacts: Reva Dolobowsky 
Experts In Idea Generating 
Groups, In-Depth Interviews 

Doyle Research Associates, Inc. 
980 N. Michigan/Ste 1400 
Chicago, IL 60611 
312/944-4848 
Contact: Kathleen M. Doyle 
Specialty:Children/T eenagers 
Concept& Product Evaluations 

D-R-S HealthCare Consultants 
35 Lake Dr No/# 99/Candlewd lsi 
New Fairfield CT 06812 
203/7 46-5270 
Contact: Dr. Murray Simon 
Specializing In Physicians, Den­
tists & Healthcare Consumers 

Elrick & Lavidge, Inc. 
1 0 South Riverside Plaza 
Chicago, IL 60606 
312/726-0666 
Contact: Peggy Lang 
Business, Consumer, Children, 
Teens, New Products 

Faber Marketing Research 
222 So. Elm Street 
Greensboro, NC 27401 
800/334-0867/NC-919/378-1181 
Contact: J. Albert Faber 
Industrial/Consumer/Bus-To-Bus 
/New Prod;24 Yrs Exper 

First Market Research Corp. 
121 Beach Street 
Boston,MA 02111 
617/482-9080 
Contact: James R. Heiman 
High Tech,Publishing, 
Bus-To-Bus, Colleges 

First Market Research Corp. 
121 Beach Street 
Boston, MA 02111 
617/482-9080 
Contact: Linda M. Lynch 
Consumer, Retail, Banking, 
Health Care 

First Market Research Corp. 
121 Beach Street 
Boston, MA 02111 
617/482-9080 
Contact: Jack M. Reynolds 
Banking,Health Care,Ad 
Testing, Consumer, Executive 

Fitzpatrick Research Services, Inc. 
1 02 Foxwood Road 
West Nyack, NY 1 0994 
914/353-4470 
Contact: Linda Fitzpatrick 
Expert Moderator, Strong 
Marketing Background 

Gross Marketing Research 
12233 W. Olympic Blvd.,Ste 140 
Los Angeles, CA 91311 
213/442-3025 
Contact: Ronald L. Gross 
24 Yrs Exp/Creative/lnsightful 
Fresh/Practical/Clear Reports 

Hispanic Marketing 
Communication Research 
2438 Hopkins Avenue 
Redwood City, CA 94062 
415/361 -8124 
Conact: Dr. Filipe Korzenny 
Hispanic Focus Grps In 
U.S. ,Abroad Biling./Bicult. Qual./ 
Quan.Rsch 

D.S. Howard Assoc., Inc. 
307 No. Michigan Ave. #1214 
Chicago, IL 60601 
312/372-7048 
Contact: Dennis S. Howard, Ph.D. 
Expert Guidance In Design, 
Implementation And Analysis 

lnfoDirect, Inc. 
230 South Broad Street 
Philadelphia, PA 19102 
215/735-7416 
Contact: Jonathan Brill 
Financial Services, Consumer, 
Healthcare, Geriatric, Hi-Tech 

Kennedy Research Inc. 
405A Waters Bldg. 
Grand Rapids, Ml49503 
616/458-1461 
Contact: Mary P. T onneberger 
Cons. & Ind., Telecom., Health, 
Office Systems, Chemicals, Drugs 

Langer Associates, Inc. 
133 E. 58 Street 
New York, NY 10022 
212/688-6066 
Contact: Judith Langer 
Spec. In Qual. Rsch. On 
Mktg. & Lifestyle Issues 

Linda LaScola Consulting 
3701 Connecticut Avenue,N.W. 
Washington D.C. 20008 
202/363-9367 
Contact: Linda J. LaScola 
Public Affairs,Healthcare, 
Telecommunications, Financial 

Marketeam Associates 
555 No. New Ballas Rd. 
St. Louis, M063141 
Contact: Richard Homans 
Financial Services, HealthCare, 
Consumer, Pkgd Goods,Agric 

Marketing Workshop, Inc. 
3294 Medlock Bridge Rd/Ste 200 
Norcross, GA 30092 
404/449-6767 
Contact: Sally Armstrong 
Consumer, Healthcare, Fin­
ancial, New Products 

Market Research Institute 
7315 Frontage Rd/Ste 200 
Merriam, KS 66204 
913/236-6060 
Contact: Trish Benskin 
Grtr Kansas City; Full Svce; 
Exp:Cons!Fin/lnd/Health Care 

MarketSearch Corporation 
2721 Devine Street 
Columbia, SC 29205 
803/254-6958 
Contact: Frank K. Brown 
Specialists in the Executive 
and Professional Markets 
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Menendez International The Research Center Strategic Marketing Resources 
7951 S.W. 40th St/Ste 208 3 Fairlawn Court 12 Maymont Court 
Miami, FL33155 Rye NY 10580 Baltimore, MD 21093 
305/266-0550 914/921-0261 301/252-5757 
Contact: Teresa Menendez Contact: Maureen Skrilow, Prin. Contact: William L. Hammer 
Hispanic/Gen Market-15 Years Spec. In Focus Groups & Depth New Product, Consumer & lndust-
Qualitative/Quantative Exp. lntervs/Prin. lnv/ved Thrughout rial/Commercial, Executive 

Mercadotecnia Consulting Research Incorporated Strategic Marketing Services 
Div. of The Creative Group 521 Plymouth Road/Ste 115 P.O. Box 50S 
31800 Northwestern Hwy. Plymouth Meeting, PA 19462 Portland, ME 04112 
Farmington Hills, Ml48018 800/828-3228 207/774-6738 
313/855-7813 Contact: Harley Mitchell Contact: Robert W. Cuzner 
Contact: Claudia Ruiz-Shipe Cons;Bus-To-Bus;lnd;New Prod/ 20 Yrs Broad Based Exper. 
Hispanic/Black Interviews, Svces;Concepts/Pkg Des. Tests Nationwide. Full Service 
Grps,Surveys,Panels, Placements 

RIVA Market Research, Inc. Strategic Research Corporation 
Moosbrugger Marketing Research 4609 Willow Lane 311 West Superior/Suite 203 
901 W. Hillgrove Avenue Chevy Chase, MD 20815 Chicago, IL 60610 
LaGrange, IL 60525 301/652-3632 312/943-0114 
312/354-5090 Contact: JoAnn Hairston Contact: Karen Aydt,President 
Contact: Mary C. Moosbrugger Adv!Biack/Consumers/Finc Custom Rsch And KidView™, 
Expertise in Healthcare, Food, Svcsl Pubi/Soft Drinks/Beer/Wine Pre VieWM , MarketView''rM, 
Agriculture, Banking Geniview™ 

Rockwood Research Corp. 
Murray Hill Center 1751 W. County Road B Talk It Over Focus Groups Ltd. 
205 Lexington Avenue St. Paul, MN 55113 300 Adair St/Ste. 106 
New York, NY 10016 612/631-1977 Decatur, GA 30030 
212/889-4777 Contact: Dale Longfellow 404/373-7171 
Contact: Susan Mender High Tech, Executives, Bus.-To- Contact: Joyce A. McGriff 
3 Rm Full Svce Facility;Effic- Bus.,Ag,Specifying Engineers Exp Moderator-Gen'l Mkt!Bik 
ient, Beautiful, Competitive Price Adv,HBA,Food,Bev,Health Care 

Schrader Rsch. & Rating Svce. 
National Analysts, Division South River Road Taylor Research 
Booz,AIIen & Hamilton Inc. Cranbury, NJ 08512 3990 Old Town Ave., #201 A 
400 Market Street 609/395-1200 or 800/257-9440 San Diego, CA 92110 
Philadelphia, PA 19106 Contact: Jack Paxton 619/299-6368 
215/627-8110 Pkg Goods/Retailing/Travel/ Contact: Beth /las 
Contact:Aifred E. Goldman, Ph.D. Entertainment Reg/Exec. Grps. 30 Yrs Exp;Cons. & lnd:Commod-
30 Yrs Qualitative Exp In Vir- ious Faclties/Attn To Security 
tually Every Prod/Svce Category SMS Research & Marketing 

Services, Inc. Thonger Qualitative Research 
New South Research 1 042 Fort Street Maii/Ste 200 8531 Bradford Road 
700 South 28th St/Ste 1 06 Honolulu, Hl96813 Silver Spring, MD 20901 
Birmingham, AL 35223 808/537-3356 301/587-1713 
205/322-9988 Contact: Sheila M. Sanders Contact: Vivian Thonger, M.A. 
Contact: Louis Wilhite Since 1960,Full Service, Bus. , Moderating Since 1979;European 
Healthcare, Financial, Media Tourists, Intercept, One-On-One. Expertise ;Strategic/Creative 
Focus Groups, Mystery Shops 

Southeastern Institute of Thorne Creative Research Services 
Playlab Research,Division of Research, Inc. 1 0 Columbia Place 
The Creative Group, Inc. 2325 West Broad Street Mt. Vernon, NY 10552 
31800 Northwestern Hwy. Richmond, VA 23220 

914/699-7199 Farmington Hills, Ml48018 804/358-8981 
Contact: Gina Thorne 313/855-7812 Contact: Rebecca H. Day 
Ideation, Teens, New Product, Ad Contact: Dana Blackwell Est. 1964, Full Service 

Children, Youths, Teenagers Qualitative And Quantitative Concepts, Package Goods 
Students, Parents & Teachers 

James Spanier Associates Total Research Corporation 
Research Arts, Inc. 120 East 75th Street 5 Independence Way 

1300 lroquois/Ste 100 New York, NY 10021 Princeton, NJ 08540 

Naperville, IL 60540 212/472-3766 609/921-81 00 

312/420-2064 Contact: Julie Horner Contact: Hugh J. Devine, Jr. 
Contact: Francesca Jaskowiak Focus Groups And One-On-Ones 10 Moderators ;2 State of Art 
Qualitative Firm,5 Moderators In Broad Range Of Categories Facilities In Princeton/Tampa 
on Staff. Own Facility 

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

Alabama 
New South Research 

August/September, 1988 

California 
Analysis Research Ltd. 

Bilingual Unlimited Research 
Hispanic Marketing 
Communication Research 

Trend Facts Research,Division 
ofThe Creative Group, Inc. 
31800 Northwestern Hwy. 
Farmington Hills, Ml48018 
313/855-7810 
Contact: Dr. Jim Leiman 
Hi-Tech, lndustrail, Financial 
Health Care, Consumer, Retail 

Trotta Associates 
13160 Mindanao Way/Ste 180 
Marina del Rey, CA90291 
213/306-6866 
Contact: Diane Trotta 
Focus Group Facs & Moderator 
w/20 Yrs Exp.Bus-To-Bus & Cons 

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

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

Wolf/ Altshui/Callahan,lnc. 
171 Madison Avenue 
New York, NY 10016 
212/725-8840 
Contact: Ed Wolf 
All Consumer/Business-To-
Business Qualitative Needs 

Youth Research/CSi 
Brookfield Commons B-22 
246 Federal Rd. 
Brookfield, CT 06804 
203/797-0666 
Contact:Karen Forcade 
ConsultantslnMktg ToChildren 
FuiiSvcQualitative/Quantitative 

For Sale 

New York City Focus Group Facility. Spa-
cious 2 Rooms. 38th St. Between Madison 
&Park Ave. Excellent Sound System. 
Kitchen. Call Or Write Dr. Leslie M . Harris 
(203) 797-0666. ConsumerSciences, Inc., 
B-22 Brookfield Commons, 246 Federal 
Rd., Brookfield, Cf 06804. 

Taylor Research 
Trotta Associates 
Wade West, Inc. 
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Connecticut Research Arts, Inc. Minnesota 
DeNicola Research 

Strategic Research Corp. 
Rockwood Research Corp. 

D-R-S HealthCare Consultants 
Kansas Youth Research/CSi Missouri 
Market Research Institute Marketeam Associates 

Washington D.C. 
Linda LaScola Consulting Maine New Jersey 

Strategic Marketing Services Schrader Rsch & Rating Svce 
Florida 

Maryland 
Total Research Corporation 

The Datafax Company 
Menendez International Riva Marketing Research, Inc. New York 

Strategic Marketing Resources Fitzpatrick Research 
Georgia Thonger Qualitative Research Services, Inc. 
Marketing Workshop, Inc. Massachusetts Langer Associates, Inc. 
Talk It Over Focus Groups Ltd. Decision Research Murray Hill Center 

Dolobowsky Qual. Svcs., Inc. The Research Center 

Hawaii First Market Rsch(J. Heiman) James Spanier Associates 
First Market Rsch(L. Lynch) Thorne Creative Research Svcs 

SMS Research & Marketing Svce First Market Rsch(J. Reynolds) The Winters Group 

Illinois Michigan North Carolina 
Doyle Research Associates Brand Consulting Group Faber Marketing Research 
D.S. Fraley & Associates Kennedy Research Inc. 
Elrick & Lavidge, Inc. Mercadotecnia Consulting Ohio D.S. Howard Assoc., Inc. PlayLab Research The Answer Group Moosbrugger Marketing Rsch. TrendFacts Research Burke Marketing Research, Inc. 

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

ADVERTISING 
Analysis Research Ltd. 
Bilingual Unlimited Research 
Brand Consulting Group 
The Datafax Company 
DeNicola Research 
Dolobowsky Qual. Svcs., Inc. 
Doyle Research Associates 
D.S. Fraley & Associates 
First Market Rsch(J. Reynolds) 
Menendez International 
Mercadotecnia Consulting 
Research Arts, Inc. 
Research Incorporated 
Riva Market Research, Inc. 
Rockwood Research Corp. 
Schrader Rsch & Rating Svce 
James Spanier Associates 
Talk It Over Focus Groups Ltd. 
Thonger Qualitative Research 
Thorne Creative Research Svcs 
Total Research Corporation 

AGRICULTURE 
Consumer/Industrial Rsch Svce 
Moosbrugger Marketing Rsch. 
Rockwood Research Corp. 

APPAREL 
Brand Consulting Group 
PlayLab Research 
Strategic Research Corp. 

AUTOMOTIVE 
National Analysts 

Schrader Rsch & Rating Svce 

Trend Facts Research 

BIO-TECH 
D.S. Howard Assoc., Inc. 
The Winters Group 

BLACK 
Mercadotecnia Consulting 
Riva Market Research, Inc. 
Talk It Over Focus Groups Ltd. 

BUSINESS-TO­
BUSINESS 
Consumer Opinion Services 
Elrick & Lavidge, Inc. 
Faber Marketing Research 
First Market Rsch(J.Heiman) 
D.S. Howard Assoc., Inc. 
Kennedy Research Inc. 
Moosbrugger Marketing Rsch. 
Research Incorporated 
Rockwood Research Corp. 
Southeastern lnst. of Rsch. 
Strategic Marketing Services 
Total Research Corporation 
TrendFacts Research 
Trotta Associates 

CANDIES 
PlayLab Research 
Research Incorporated 
Strategic Research Corp. 
Youth Research/CSi 

CHILDREN 
Burke Marketing Research, Inc. 
Doyle Research Associates 
PlayLab Research 
Research Incorporated 
Strategic Research Corp. 
Youth Research/CSi 

COMMUNICATIONS 
RESEARCH 
PlayLab Research 
Research Incorporated 
James Spanier Associates 
Youth Research/CSi 

COMPUTERS/MIS 
First Market Rsch(J. Heiman) 
D.S. Howard Assoc., Inc. 
Research Incorporated 
Total Research Corporation 

CONSUMERS 
Accurate Marketing Research 
Consumer/Industrial Rsch Svce 
Consumer Opinion Services 
DeNicola Research 
Elrick & Lavidge, Inc. 
Faber Marketing Research 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 
D.S. Howard Assoc., Inc. 
Kennedy Research Inc. 
Langer Associates, Inc. 
Mercadotecnia Consulting 
Research Incorporated 

Pennsylvania 
Consumer/Industrial Rsch Svce 
Creative Marketing Solutions 
Datatactics, Inc. 
lnfoDirect, Inc. 
National Analysts 
Research Incorporated 

South Carolina 
MarketSearch 

South Dakota 
American Public Opinion Survey 
& Market Research Corp 

Texas 
Accurate Marketing Research 

Virginia 
Southeastern lnst. of Rsch. 

Washington 
Consumer Opinion Services 

Riva Market Research, Inc. 
SMS Research & Marketing Svce 
Southeastern lnst. of Rsch. 
Strategic Research Corp. 
Talk It Over Focus Groups Ltd. 
Taylor Research 
Thorne Creative Research Svcs 
Trotta Associates 

ENTERTAINMENT 
Langer Associates, Inc. 
Research Incorporated 
Strategic Research Corp. 
Total Research Corporation 

EXECUTIVES 
Accurate Marketing Research 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
First Market Rsch(J. Heiman) 
First Market Rsch(J. Reynolds) 
Kennedy Research Inc. 
Research Incorporated 

FINANCIAL 
SERVICES 
Burke Marketing Research, Inc. 
Consumer/Industrial Rsch Svce 
The Datafax Company 
Datatactics, Inc. 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 
Linda LaScola Consulting 
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lnfoDirect, Inc. TrendFacts Research Schrader Rsch & Rating Svce Langer Associates, Inc. 
Marketeam Associates The Winters Group James Spanier Associates Research Incorporated 
Marketing Workshop, Inc. Strategic Marketing. Svces 
Moosbrugger Marketing Rsch HISPANIC Strategic Research Corp. SOFT DRINKS, 
National Analysts Total Research Corporation 
New South Research Analysis Research Ltd. Youth Research/CSi BEER, WINE 
The Research Center Bilingual Unlimited Research 

American Public.Opinion Survey 
Research Incorporated Hispanic Marketing 

PACKAGED GOODS & Market Research Corp Communication Research Riva Market Research, Inc. 
Menendez International The Answer Group Mercadotecnia Consulting 

Rockwood Research Corp. 
Doyle Research Associates National Analysts 

Schrader Rsch & Rating Svce 
HI-TECH D.S. Fraley & Associates Riva Market Research, Inc. 

James Spanier Associates 
Langer Associates, Inc. Thorne Creative Research Svcs 

Strategic Research Corp. Burke Marketing Research, Inc. Mercadotecnia Consulting Total Research Corporation TrendFacts Research PlayLab Research TEACHERS TrendFacts Research 
The Winters Group IDEA GENERATION 

Research Arts, Inc. D.S. Fraley & Associates 
The Research Center PlayLab Research 

FOOD PRODUCTS Analysis Research Ltd. Research Incorporated Research Incorporated 
Brand Consulting Group Schrader Rsch & Rating Svce Strategic Research Corp. 

Accurate Marketing Research Dolobowsky Qual. Svcs., Inc. Strategic Research Corp. 
American Public Opinion Survey First Market Rsch(J. Reynolds) Thorne Creative Research Svcs lB...ECXJvM.t.rl'KH) & Market Research Corp D.S. Fraley & Associates Total Research Corporation 
lnfoDirect, Inc. PlayLab Research Trotta Associates Creative Marketing Solutions 
Mercadotecnia Consulting Research Incorporated Youth Research/CSi Datatactics, Inc. 
Moosbrugger Marketing Rsch. Strategic Research Corp. First Market Rsch(J. Heiman) 
PlayLab Research Thonger Qualitative Research PARENTS D.S. Howard Assoc., Inc. 
Research Incorporated Thorne Creative Research Svcs PlayLab Research 

Kennedy Research Inc. 
Schrader Rsch & Rating Svce Youth Research/CSi Linda LaScola Consulting 
James Spanier Associates Research Incorporated National Analysts 
Strategic Research Corp. INDUSTRIAL 

Strategic Research Corp. Research Incorporated 
Thorne Creative Research Svcs Youth Research/CSi Total Research Corporation 
Youth Research/CSi Consumer/Industrial Rsch Svce TrendFacts Research 

First Market Rsch(J. Heiman) PET PRODUCTS 
GERIATRIC D.S. Howard Assoc., Inc. Research Incorporated TELECONFERENCING Kennedy Research Inc. 
Burke Marketing Research, Inc. Research Incorporated 

Rockwood Research Corp. Rockwood Research Corp. 
Research Incorporated Taylor Research Thorne Creative Research Svcs 

Strategic Research Corp. TrendFacts Research 
PHARMACEUTICALS 

TEENAGERS 
D.S. Fraley & Associates 

HEALTH & BEAUTY INTERNATIONAL The Answer Group PlayLab Research 

PRODUCTS Research Incorporated Consumer/Industrial Rsch Svce Research Incorporated 
Thonger Qualitative Research Creative Marketing Solutions Strategic Research Corp. 

American Public Opinion Survey Datatactics, Inc. Thorne Creative Research Svcs 
& Market Research Corp 

MEDICAL 
D-R-S HealthCare Consultants Youth Research/CSi 

The Answer Group D.S. Howard Assoc., Inc. 
Langer Associates, Inc. PROFESSION National Analysts TOYS/GAMES Mercadotecnia Consulting Research Incorporated 
PlayLab Research Creative Marketing Solutions James Spanier Associates D.S. Fraley & Associates 
Research Incorporated D-R-S HealthCare Consultants Total Research Corporation PlayLab Research 
Schrader Rsch & Rating Svce D.S. Howard Assoc, Inc. The Winters Group Research Incorporated 
Thorne Creative Research Svcs Marketeam Associates Strategic Research Corp. 

POLITICAL Youth Research/CSi 

HEALTH CARE MILITARY 
RESEARCH 

Creative Marketing Solutions American Public Opinion Survey TRANSPORTATION 
The Datafax Company & Market Research Corp American Public Opinion Survey SERVICES 
DeNicola Research Mercadotecnia Consulting & Market Research Corp 

Total Research Corporation 
Dolobowsky Qual. Svces., Inc. Linda LaScola Consulting 

D-R-S Healthcare Consultants NEW PRODUCT Mercadotecnia Consulting TrendFacts Research 

First Market Rsch(L. Lynch) New South Research 

First Market Rsch(J. Reynolds) DEVELOPMENT Total Research Corporation TRAVEL 
D.S.Howard Assoc., Inc. Brand Consulting Group Trer:JdFacts Research Research Incorporated 
lnfoDirect, Inc. Creative Marketing Solutions 

PUBLISHING 
Schrader Rsch & Rating Svce 

Kennedy Research Inc. Decision Research Total Research Corporation 
Linda LaScola Consulting Dolobowsky Qual. Svcs. , Inc. First Market Rsch(J. Heiman) 
Marketeam Associates D.S. Fraley & Associates Langer Associates, Inc. YOUTH 
Marketing Workshop, Inc. Faber Marketing Research Research Incorporated Elrick & Lavidge, Inc. MarketSearch Corporation First Market Rsch(J. Heiman) Riva Marketing Research, Inc. 
Moosbrugger Marketing Rsch. D.S. Howard Assoc., Inc. Thorne Creative Research Svcs 

D.S. Fraley & Associates 

National Analysts Langer Associates, Inc. PlayLab Research 

New South Research Marketing Workshop, Inc. 
RETAIL 

Research Incorporated 

Research Incorporated Menendez International Strategic Research Corp. 

Southeastern lnstit. of Rsch. National Analysts Brand Consulting Group Thonger Qualitative Research 

Strategic Marketing Services The Research Center First Market Rsch(L. Lynch) 
Research Incorporated First Market Rsch(J. Reynolds) 
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CLASSIFIED ADS 

Manager of Market Research 

Fermenta Plant Protection Company, a leading international agricultural 
chemical and industrial biocide company has created a position of Manager 
of Market Research at its headquarters located 25 miles east of Cleveland, 
Ohio. 

We are looking for an individual who will not only provide market research 
analysis and recommendations for current business but can participate in 
exploring new areas and influence the direction the company will take. 

The ideal candidate has at least five years of market research experience, 
education or experience in biochemical/chemical sciences and is a person 
with a sense of creative discontent. Agrochemical experience is a plus. 

We offer a competitive salary and a comprehensive benefit program. For 
confidential consideration, qualified individuals should send resume and 
salary requirements to: 

Human Resources Department 
Fermenta Plant Protection Company 
P.O. Box 8000 
Mentor, Ohio 
44061-8000 

==FERMENTA 1r PLANT PROTECTlON 

An Equal Opportunity Employer M/F/HN 

Executive Vice President 
And Chief Operating Officer 

Responsibilities Include: Financial, Mar­
keting, New Business. $2,000,000 Com­
pany Seeking Public Funding. Investment 
Re-quired. Call Or Write Dr. Leslie M. 
Harris, Chairrnan,Consumer Sciences, 
Inc. , B-22 Brookfield Commons 246 
Federal Rd., Brookfield, CT 06804 (203) 
797-0666. 

Office Trends 
continued from p. 61 

terms of quality? Who are the top three for 
price/value? 

• NEOCON impressions: 
Which displays did you find particu­

larly impressive? Which new products 
were you impressed with? What foreign 
influences did you notice? 

• Furniture purchases made during the 
past year: Type, price range and manufac­
turer. 

• Furniture purchases expected for the 
coming year: 

Type, price range and manufacturer. 
• Percentage open vs. private offices; 

expected change 
• Awareness of furniture manufacturers 

68 

Youth Market 
Experienced In Conducting Focus Group 
Research. Send Salary Requirements To: 
Karen M. Forcade c/o QMRR Box 502, 
6607-18th Ave. So .Minneapolis, MN 
55423. 

• Top three manufacturers m terms of 
design, quality and price/value 

• Evaluation of traditional furniture and 
case goods, including vertical and lateral 
files: For what applications are traditional 
furniture being specified? What brands 
are being specified? What price range? 

• Computer support furniture evaluation: 
What types of companies are using? 

Features desired? What brands are being 
specified? Who are the brand leaders? 
What price range? 
Proprietary questions 

Clients subscribing to the study also 
have the opportunity to insert proprietary 
questions, the results of which are made 
available only to the question sponsor. 

Interview results are coded and edited 
for completeness and accuracy. Data proc­
essing provides cross-tabulations of ap-

proximately 18 variables such as type of 
respondents, dealer affiliation and region. 

Results are then analyzed and a sum­
mary report prepared. This report in­
cludes charts and graphs tracking changes 
overtime. 
Steelcase 

While Office Trends has only been avail­
able for about one year, it already has at­
tracted a long list of subscribers from 
highly respected companies nationwide. 
Steelcase, a major designer and manufac­
turer of office furniture headquartered in 
Grand Rapids, Mich., is part of Office 
Trends' founding subscribers, says Rich­
ard Arnold, manager of marketing re-

Allsteel 8900 Series Desk. 
Photo courtesy Allsteel. 

search at Steelcase. The study is attractive 
to the company and the office furniture in­
dustry alike. 

"In the past, our company and the office 
furniture industry in general have not done 
a signific~t amount of marketing research 
regarding marketplace perceptions," says 
Arnold. "We have a need to track major 
issues in our industry, to have some sort of 
monitoring system. 

"The core items are of interest to us," 
continues Arnold. "These are order ex­
pectations, in other words, what we can 
expect in future business activity. It also 
gives us the marketplace perception of our 
delivery lead times in comparison to the 
competition, and it gives us an indication 
of discounting and pricing levels in the in­
dustry." 

The results of the study have a broad 
distribution within Steelcase. First, it's 
compiled into an executive summary out­
lining the areas of interest and concern to 
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Kimball Cetra/Artec. Photo courtesy Kimball Office Furniture Co. 

Steelcase. "We internalize the executive tween the time one study is conducted and 
summary and distribute it to sales and before it's conducted again. 
marketing managers, all who have contact "Office Trends is a periodic, cost-effec-
with furniture customers, dealers or the tive way to monitor key business activity 
design community. The information helps issues and to address special topics in 
them better understand the competitive detail throughout the year," adds Arnold. 
environment." The information is also Allsteel 
used to validate customized research the Allsteel, the Aurora, 111.-based contract 
company has done or to bridge the gap be- furnishings manufacturer, is another Of-

fice Trends' initial subscriber. Ken Malik, 
director of marketing strategy and plan­
ning at Allsteel, says the tool is used 
because "we need more specific informa­
tion about our industry but it's often too 
cost-prohibitive and time-consuming to 

"/ n the past, our company and 
the office furniture industry in 
general have not done a sig­
nificant amount of marketing 
research regarding market­
place perceptions. We have a 
need to track major issues in 
our industry, to have some sort 
of monitoring system." 

RickArnold 

research on our own. It's the only tool that 
reaches a cross-section of industry people. 

continued on p. 70 

3 New JYpes of 
Multidimensional Scaling 

Make sense of your data wit~!::.:......_ 

• Correspondence Analysis I Dual Scaling 
• Proximity Analysis to validate results MAPWISET< =======---,__--;.. ~ 
• Adjusted Analysis to weigh subgroups GRAPHIC SOFTWARE 

+100 Variance explained: X axis = .90 Y axis = .10 

Ideal Brand! #60 Minutes 
+Now Quality 

Was Quality - *Mercedes-Benz 

Now Economical + 

Cheers 
# *Hyunda i -was Power 

-was Economical *Porsche 

#LA Law 

+Now Power 

-100 Significance = .05 +100 

Now perceptual 
mapping is easy! 
Visualize data 
with precision. 
Combine statistical rigor with 
simplicity. Describe tables by 
relating all categories on a 
scattergram. See competitive 
positions by the proximity of 
brands and images relative to 
the ideal. Reveal the impact of 
ads over time by shifts in 
images. Note market segments. 

• Down load and format data. 
• Summarize up to 96 tables. 
• Test validity & significance. 
• Create color presentations. 

Call for FREE demo & manual. 
Dr. Betsy Goodnow, 

(309) 677-3299 
Market ACTION Research Software Inc. • Bradley University • Business Technology Center • Peoria, Illinois 61625 
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Office Trends 
continued from p. 69 

It also enables us to submit proprietary 
questions which provide an extra access 
point to the market." 

Malik says the study is especially im­
portant when the company is embarking 
on a specific product or program. 

"It provides another data point in our 
decision-making process. It's an additional 
checkpoint that may initiate a different 

course of action or rethink the current 
proposal." 

The results go to the company's vice 
president of marketing, product managers 
and staff members who "use it as a refer­
ence point in our planning and program 
development. It's another important in­
put in the decision-making process." 

Adds Malik, "In this industry, there's 
little other type of data available at the 
micro-level, and the KRI report gives us 

TELEX® 
Call toll free 

1-800-828-6107 

70 Circle no. 554 on Reader Card 

added input to stimulate our thinking." 
Kimball International 

Like the two companies previous! y men-

"In this industry, there's little 
other type of data available at 
the micro-level, and the Office 
Trends report gives us added 
input to stimulate our think-
. " zng. 

Ken Malik 

tioned, Kimball International, also one of 
the founding sponsors, has a similar need 
for Office Trends. According to Martin 
Vaught, assistant to the senior executive 
vice president of marketing, the Jasper, 
Ind., company is continually monitoring 
all aspects of the office furniture industry 

Kimball5800 Series. 
Photo courtesy Kimball Office Furniture Co. 

and its involvement in the marketplace. 
"It's somewhat of a mirror or added 

resource," describes Vaught, "to supple­
ment other data we use, such as that sup­
plied by our market research personnel 
and industry and government informa­
tion."MRR 

Kennedy Research, Inc., a full-service 
marketing research firm in Grand Rap-
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ids, Mich., has extensive experience 
serving both consumer and industrial 
organizations. Its activities in the mar­
keting sphere cover a wide spectrum 
of marketing services from initial in­
vestigation and planning to practical 
implementation of programs. Primary 
research services include: market 
structure research, attitude research, 
futures research, promotion research, 
audit research and test marketing. The 
company offers both qualitative and 
quantitative research techniques. Its 
clients include companies such as 
AT&T, B.F. Goodrich, Campbell Soup, 
Dow Chemical, General Electric, Hu­
mana, Johnson & Johnson, Meijer, 
United Telecom and Upjohn. 

Fast-food eaters 

Compared to make-it-from-scratch 
traditionalists, fast-food eaters view 
themselves as more sophisticated and 
adventurous, according to a study by 
the Food Marketing Institute and the 
Campbell Soup Co. 

The study also says regular buyers 
of take-out food differ not only in age, 
sex and education from occasional 
buyers but also psychologically. 

Among the heavy buyers - defined 
as those who ate take-out food twice a 
week or more - 41-55°/o described 
themselves as "adventurous, modern 
(up-to-date), successful, career-ori­
ented, pressured and sophisticated." 

Among the infrequent fast-food buy­
ers, just 23-39°/o considered them­
selves as having these qualities. The 
others considered themselves less 
harried conservatives who refuse to 
eat dinner from a carton. 

Timothy Hammonds, senior vice 
president of FMI, a Washington-based 
trade association, says the organiza­
tion represents supermarkets that are 
selling deli sandwiches, salads and 
partially cooked steaks in competition 
with fast-food chains and ethnic res­
taurants. 

August/September, 1988 

Men more 
daring with 
exotic foods 

When it comes to sampling exotic 
foods, men are more daring than 
women, a study by the makers of PAM 
cooking spray report. PAM found in its 
study of 1,000 people that 41 °/o of the 
men had sampled sushi and sashimi 

while just 30°/o of the women had tasted 
it. Further, 27°/o of the men and 40°/o of 
the women reported that they could 
never try this food. The survey showed 
similar responses on buffalo meat and 
goat milk 

Here's What's New at 

TAyloR RESEARCit 

• Two Spanking-New Focus Group Suites, each having Con­
ference, Viewing, and Client Office Rooms 

• Test Kitchen, 200 + Square Feet designed and used specifi-
cally for market research 

• Video feed to Permanent Monitors in Client Offices 
• Viewing Space for up to Twenty-Five 
• Airport Close, just Seven Minutes by Taxi or Rental-Car 
• Walk to Hotels, Late-Nite Restaurants, Shops and Galleries 

0 0 
(] 

0 
Vi~"ing 

0 c 
0 

Cnnf. 

Cnnf. 

Storag~ 0 
~I 

Each Focus Group Suite contains over 600 square feet. divided evenly between Conference. Viewing. 
and Client Office. 

TAyloR REsEARclt 
}990 Old TowN AVE, Sn 201A 
SAN DiEGO, CALifoRNiA 92110 

Phone: 1-800-262-4426 In Cali fornia: 1-619-299-6368 
Facsimilie : 1-619-299-6370 
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Succeed 
with 

CD-ROM! 

Corne to CD-ROM Expo'88- the 
original user-oriented CD-ROM 
Conference and Exposition -
and find out what CD-ROM can 
do for you! 

2nd annual 

CD-ROM Expo'88 
September 26-29, Hyatt Regency, Chicago 

CD-ROM (Compact Disc - Read Only Memory) means 
more, better, faster, when it comes to information 
storage and retrieval. 
If you develop or use large amounts of information, 
there's a tidal wave of CD-ROM technologies surging 
your way to increase your productivity and save you 
valuable time and money. 
But to make the right decisions, you need to know 
more about CD-ROM, and you need to know now. 
Come to CD-ROM Expo'88, the Conference and Expo 
designed for the professional information user. 
At CD-ROM Expo'88 you'll study with the industry's 
top experts. You'll find out how CD-ROM works. Get 
answers to your questions about hardware, software 
and applications. Discover the new databases. Know 
the latest standards and legal issues. Learn which 
companies and which products are hot. Anticipate 
the emerging technologies. And more. 
Last year's CD-ROM Expo was a resounding success. 
Over 1,500 enthusiasts came to learn about CD-ROM 
technology and applications- and got what they 
came for. 
CD-ROM Expo'88 will be even bigger and better­
it'll be the event of the year for information industry 
professionals! 
Send for more information today and get ready for 
four exciting days that will change the way you do 
business forever! 

~ Workshop Series 
Monday and Tuesday- September 26-27 
An industry first! Get started with two intense 
days of hands-on training in a small group. Begin 
with an introductory overview and rapidly 
progress to the technical aspects you need to 
know. You'll work closely with your instructor to 
customize your learning to specific productivity 
needs at your workplace. Attendance is strictly 
limited to 25 in each workshop. 

W -1 Data Preparation 
For corporate information handlers and information 
resource professionals. 

Learn how to prepare your in-house databases and 
other information for transfer to CD-ROM. You'll 
understand how to set up file structures and 
formats, how to transfer database fields and what 
equipment you need. You'll cover the basics of 
premastering, programming, access mastering and 
replication. Attending this intensive workshop 
will help you tailor CD-ROM to your exact corpo­
rate needs. You'll get more control over your data, 
minimize errors and avoid costly middlemen. 
Leader: Bill Zoelllck, vice president, Avalanche Development Co. 

W-2 Integrating CD-ROM into Multivendor/ 
Multiuser Computing Environments 
For information resource systems managers. 

Among the topics you'll explore in detail are the 
roles Apple, DEC, IBM and others are playing as 
suppliers and vendors; MS-DOS and MVS-based 
operating systems and CD technology; networking 
issues; and hardware and software compatibility 
issues. You'll get answers to questions about 
appropriate CD-ROM applications, downloading, 
and conversion from magnetic media to digital or 
optical-based media, and more. You'll learn how to 
set up CD-ROM workstations in a corporate envi­
ronment or large information-handling facility. 
Leader: Julie Schwerin, president, Infotech 



Tutorial Program 
Tuesday - September 27 
Choose two comprehensive, half-day tutorials 
taught by the best in the industry. At the end of 
the day you'll have a working knowledge of the 
hardware, software and applications issues that 
will affect your organization, and you'll know 
what to look for when you visit the vendor 
exhibits. Each afternoon session is designed to 
complement a morning session (see chart below); 
however, there is no obligation to attend the 
tutorials in this sequence. 

T1 
+ 

T4 

T2 
+ 

T5 

T3 
+ 

T6 

9:00 a.m. - 12:30 p.m. 

9:00 a.m. - 12:30 p.m. 

1:30 p.m.-5:00p.m. 

T-1 Introduction to Compact Disc and 
Optical Publishing 

T-2 CD-ROM, CD-I, DVI: Multi-Media 
Formats 

T-3 Implementation of CD-ROM for 
Corporate Productivity 

1:30 p.m.-5:00p.m. 
T-4 Introduction to CD-ROM Software 

Strategies 
T-5 Advanced Software Concepts: 

Hypertext, Hypermedia 
T-6 In-House Publishing: Developing CD-ROM 

Applications for Corporate Use 

NOTE: Because of the schedule overlap on Monday and Tuesday 
participants may attend either the Workshop Series or Tutorial 
Program, but not both. 

Conferences 
Wednesday and Thursday - September 28-29 
Attend hour-long seminars, presentations, and 
discussions to fine tune your CD-ROM knowledge 
base and find creative ways to use CD-ROM. 
Over 40 to choose from, including -

• Introduction to the Mechanism of CD-ROM 
• Optical vs. Magnetic Storage and Retrieval 

Products 
• Essentials of Hardware, Software and Services: 

How to Put Them to Work for Your Organization 
• CD-ROM Applications Selection Criteria: 

Evaluation and Cost Justification 
• Managing CD-ROM Databases 
• Introduction to CD-ROM Software 
• Market Opportunities and Analyses 
• Authorization of Data: Copyright and 

Trademarks 
• CD-ROM vs. On-Line 
• New Developments in CD Technology 
• User Support Issues 
• Plus Leading Edge User Panels, Roundtable 

Discussions, Special Interest Group Meetings 
and more 

Exhibits 
Meet these and other manufacturers face-to-face: 

• Arndek • On-Line 
• Alde Publishing 
• Discovery Systems 

• Personal Library 
Software 

• Hitachi • Phillips/Dupont 
• Meridian Data • Reference Technology 
• MVC • Silver Platter 
• NSA • TriStar Publishing 

(as of 4/ 20/88) 

~ Who Should Attend 
End-users and information providers in: 

• Publishing 
• Finance 

• Product and 
software support 

• Library services • Airlines 
• Education • Auto industry 
• Information services • Newspapers 
• Training • Government 
• DP/MIS • Economics 
• Health care • Engineering 
• Insurance • Legal services 

Everything you need to know . about 
CD-ROM under one roof! 
CD-ROM Expo'88 is the most important 
conference of the year for 'information users and 
distributors. Don't miss this event! Send for 
information now! There's absolutely no obligation. 
Fill out and mail the coupon today, or call 
TOLL-FREE 1-800-225-~698. 

CD-ROM Expo'88 is co-sponsored by CD-ROM Review, the Magazine of 
Optical Publishing; lrifowortd , The PC Newsweekly for the corporate 
volume purchaser; and LINK Resources Corp., a leader in market research 
and consulting in the field of interactive electronic media. CD-ROM Expo is 
produced by World Expo Corp, producers of Communication Networks and 
MACWORLD Expo. All are International Data Group companies. 

CD-ROM 
~~PO 

~~ 

Free Information Form ---• 
D I'm intrigued! Please send me further 
information on the workshops, tutorials, 
conferences and exhibits at CD-ROM 
Expo'88, September 26-29, Hyatt Regency, 
Downtown Chicago. 

Name ________________________________________ ___ 

Title __________________________________________ _ 

Company ---------------------------------------­

Street------------------------------------------­

City /State/Zip ------------------------------------­

Telephone ( 

Return information form to: 
CD-ROM Expo, P.O. Box 9171, Framingham, MA 01701-9171. 

Or call TOLL FREE 1-800-225-4698. X 

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



Corrections 

The address for the following 
listing was incorrect in the 
June/July, 1988,HealthcareMar­
keting Research Services 
Directory. The correct address is 
below: 

Glickman Research Associates, 
Inc. 
354 Old Hook Road Ste 204 
Westwood,NJ07675 
201/664-6688 

The following listings were in­
advertently omitted from the 
June/July, 1988, Health-care 
Marketing Research Services 
Directory: 

Aragon Consulting Group 
120 South Central, Ste 500 
St. Louis, MO 63105 
314/726-07 46 
A-1-2~3-4-5-6-7-8-9 

B-1-2 
C-1-2-3-4-5-7-8-9 

Moosbrugger Marketing Re­
search 
901 W. Hillgrove Ave. 
LaGrange, IL 60525 
312/354-5090 
A 1-5-6-7-8-9 
B 1-2 
C2-4-5 

Arbor, Inc. 
The Science Center 
3401 Market St. 
Philadelphia, P A 19104 
215/387-5300 
A5-6-7-9 
B 1-2 
c 1-2-3-4-5-6-7-8-9 

New South Research 
700 South 28th St. Ste 106 
Birmingham, AL 35233 
205/322-9988 
A5-6-7-8-9 
B 1-2 
C2-4-5-7-8-9 

McGraw-Hill Research, 
Telephone Interviewing Center 
Princeton-Hightstown Rd. 
Hightstown, NJ 08520 
A5-6-7-8-9 
B 1-2 
C2-4-5-7-8-9 

The following listings were in­
advertently omitted from the 
May, 1988, Telephone Interview­
ing Directory: 
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Alpha Research Associates, Inc. 
P.O. Box 28497, North Station 
Providence, RI 02908-0497 
401/521-6660 
25-0-25-8 

Barbour Research, Inc. 
5241 SouthwyckBlvd.,Ste201 
Toledo,OH43614 
419/866-3475 
20-0-20-20 

Cook Research & Consulting, Inc. 
6600 France Ave. So., Ste 214 
Minneapolis, MN 55435 
612/920-6251 
10-0-10-6 

International Data Corp. 
5SpeenSt. 
Framingham, MA 01701 
617/872-8200 
25-0-4-0 

Utell International Telemarketing 
10608 Burt Circle 
Omaha, NE 68114 
1-800/457-4000 or 402/498-4200 
80-80-80-80 

The following listings were inad­
vertently omitted from the 
December/January, 1988, Focus 
Group Research Facilities 
Directory: 

Barbour Research, Inc. 
5241 SouthwyckBlvd., Ste201 
Toledo,OH43614 
419/866-3475 
1,3,6,7B 

Burke Marketing Research 
602MainSt. Ste602 
Cincinnati, OH 45202 
513/852-8676 
1,3,6,7B 

Cook Research & Consulting, Inc. 
6600 France Ave. So., Ste 214 
Minneapolis, MN 55435 
612/920-6251 
1,3,4,5,6,7B 

Concepts In Marketing Research 
400 North RobertS t. 
St.Paul,MN55101 
612/228-5667 
1,3,6,7B 

New South Research 
700South28thSt. Ste 106 
Birmingham, AL 35233 
205-322-9988 
1-3-4-6-7B 

ADVERTISERS 

Analysis Research Limited 
Phil Balducci & Associates, Inc. 
R.H. Bruskin Associates 
C.C.S.Ca.E. 
Chilton Research Services 
Claritas 
Computers for Marketing Corp. 
Consumer & Professional Research, Inc. 
Consumer Opinion Services, Inc. 
Custom Research, Inc. 
The Datafax Co., Inc. 
Data Lab 
Diagnostic Research, Inc. 
DigiData Entry System 
ECF System Development 
Ecker Consumer Recruiting 
Experience, Inc. 
Fassino Associates 
Final Analysis, Inc. 
First Market Research 
Focus Groups of Cleveland 
Focus Plus Div. of ASI Market Research, Inc. 
Gargan & Associates 
Herron Associates, Inc. 
International Communication Research 
The Friedman Marketing Organization 
Maritz Marketing Research, Inc. 
Market Action, Inc. 
Marketeam Associates 
Market Facts, Inc. 
Teresa M. McCarthy Associates, Inc 
McGraw-Hill Research 
Name Lab 
National Computer Systems 
Northwest Surveys, Inc. 
Philadelphia Focus 
PlayLab Research 
Project Research 
Quick Test Opinion Centers 
Research, Inc. 
Rockwood Research Corp. 
SAMI/Burke 
Sawtooth Software, Inc. 
Sigma Research Co. 
Smith Research, Inc. 
SPSS, Inc. 
Strawberry Software, Inc. 
Taylor Research 
Telex Communications, Inc. 
TMR, Inc. 
Trade-Off Marketing Services 
Valley Forge Information Service 
Wade West, Inc. 
Walker Research & Analysis 
Walonick Associates 
The Wats Room, Inc. 
The Wirthlin Group 
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Entertainment Researchers 
continued from p. 76 

marketing research. 
"We are targeting the 15-45 year-old age group," explains 

McCullough. "These are the people who have the discretionary 
income to go to the movies but they are also the ones buying the 
brand name jeans and other premium quality products." 

For this reason, CCM has developed a clientele that goes 
beyond such entertainment greats as Lucasfilm, Universal Stu­
dios, Twentieth Century Fox and Warner Brothers. It also 
includes companies like The Gap clothing stores, Levi Strauss, 
La Petite Boulangerie and Visa Card. Through research projects 
for these clients, CCM has developed an expertise and thorough 
understanding of its target market. 

Thoroughly understanding this market comes also from utiliz­
ing a variety of qualitative and quantitative research techniques. 
For entertainment studies, the pair conducts focus groups, na­
tional telephone interviews, personal interviews with those wait­
ing in line for a movie with follow-up calls later on, recruited 
audiences and sneak previews. 
Careful scrutiny 

No element associated with a movie is left unexamined. Adver­
tising, posters, concepts, story boards, titles and sneak previews 
are carefully scrutinized to ensure all communications are on 
target and that potential viewers aren't misled about a film's 
content. 

For consumers who saw preliminary ads for the original film 
"Alien," for example, the impression was that it was a comedy or 
a Satanic occult film, says McCullough. Revisions produced "a 
much more horrifying ad" and studies uncovered the power of the 
tag line: "In space, no one can hear you scream." 

Sometimes, however, the company's advice can come all too 
late. One major celebrity commissioned CCM to test consumer 
reaction to his TV special. The general consensus among focus 
group participants was less than favorable but at that point it was 
too late to re-edit. The program went on the air nonetheless and 
unfortunately, bombed with other viewers, too. 

In the case of a potentially "disastrous" movie, CCM might rec­
ommend that it open in select theaters on a small scale, rather than 
in numerous theaters all over the country. 
No matching creatives 

Canapary and McCullough admit that while research can be 
extremely beneficial in pointing out any weaknesses or problems 
tied up with a film and the way it's marketed, it can't match the 
work of the film's artistic staff. 

"It's not the silver bullet," warns Canapary. "It's not a replace­
ment for the creatives or the writers. It's just meant to fine-tune 
things." 

It can, however, help isolate those elements, the "hot button," 
describes McCullough, that capture an image, an image that 
entices people to go see a movie or go out and buy a certain brand 
of jeans or any other product. MRR 

August/September, 1988 

Jim McCullough is principal of Corey, Canapary, McCullough En­
tertainment Market Research and vice president of Corey, Cana­
pary & Galanis Market Research Co. His background includes a 
wide range of experience in both the entertainment and marketing 
industries. McCullough is past president of Doodle Products 
Corp. He is a member of the Hollywood Radio .and Television 
Society and the American Advertising Federation and vice presi­
dent of the Rock and Roll Museum, San Francisco. 

Photo by Tom Duncan, San Francisco Examiner. 
(L toR) Ed Canapary and Jim McCullough 

Ed Canapary, principal of Corey, Canapary, McCullough Enter­
tainment Market Research, has been involved in the industry for 
25 years. He is president of Corey, Canapary, Galanis Research 
and was past research director of Erwin Wasey, Inc. Advertising of 
Los Angeles. Canapary also has extensive research background 
with organizations such as Facts Consolidated, Field Research 
Co., and Market Research Corporation of America. He is past 
president of the American Marketing Association, San Francisco 
chapter. 

Corey, Canapary, McCullough Research, San Francisco, spe­
cializes in entertainment, consumer and "niche" marketing re­
search aimed at the 15-45 year-old demographic segment of the 
population. 

CCM was established in 1981 as an outgrowth of Corey, Cana­
pary & Galanis, the oldest market research company in California. 
CCM, a partnership venture between Ed Canapary and Jim 
McCullough, has employed a wide variety of research techniques 
to assist the marketing strategy for dozens of major motion 
pictures for Lucasfilm, Twentieth Century Fox, Warner Brothers, 
The Ladd Co., and Universal, working with research departments, 
independent producers and directors. In the consumer area, CCM 
has been instrumental in casual and sports fashion design, prod­
uct refinement, promotion, advertising, store exterior and interior 
design, signage and packaging for companies like The Gap 
stores, Levi Strauss, and La Petite Boulangerie. 

In television, CCM has experience in evaluating programming, 
advertising themes and needs assessment for clients such as 
Viacom, Showtime and municipal and county cable franchise de­
partments. 

In radio, CCM has worked on themes, promotions, format 
assessment and advertising. In addition, other primary areas of 
investigation include: electronic technology, telecommunications, 
gambling, health clubs/spas, recreation/off highway vehicles, edu­
cation and major wholesale furniture marts/centers and rock 
concert audience surveys. 
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TRADE TALK 

Lights, camera, action! 

By Beth E. Hoffman 
managing editor 

Movie industry gets cues from entertainment researchers 

Practically everything in our lives today has been affected in 
one way or another by market research, from the food we eat, the 
clothes we wear and the types of cars we drive. Believe it or not, 
it's now also found its way into the movies we pay to see at the box 
office, 

Meet Ed Canapary and Jim McCullough, principals of the San 
Francisco firm Corey, Canapary & McCullough, two zealous en­
tertainment market researchers who have helped movie producers 
and studios understand the things that can make a movie a winner 
ora loser. 

Since early 1979, they've put their two cents worth in a wide 
range of major motion flicks such as "Star Wars," "The Empire 
Strikes Back," "Raiders of the Lost Ark," "Alien," "Breaking 
Away," "The Blues Brothers," "The Killing Fields," "Risky 

World names 
Because most western languages derive 

from a single source (Indo-European), it is possible 
to construct ''world names" ... product and 
company names which are properly meaningful 
in most western nations and Japan. (Roughly 10% 
of urban Japanese is derived from English.) 

At NameLab, we\re made such world 
names as Acura, Cognos and Sentra by 
constructional linguistics. 

The result of a NameLab project is a report 
presenting and analyzing trademark-cleared 
names which express your marketing identity 
precisely and powerfully. We quote costs in 
advance and complete most projects in four weeks. 

For an information packet, contact 
NameLab Inc., 711 Marina Blvd., San Francisco, 
CA 94123,415-563-1639. 

NAMELAB® 
Circle no. 556 on Reader Card 
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Business," "Body Heat" and "Chariots of Fire." 
It was their research, for instance, that helped influence the 

decision to change the title of the George Lucas film, "Revenge of 
theJedi," to "ReturnoftheJedi." 

"Our studies showed that women over 30 and mothers of small 
children just didn't like the word 'revenge,"' says McCullough. 
Based on the initial ads for "Breaking A way," Canapary and 
McCullough learned that consumers thought the film would be a 
kind of "Animal House." Subsequently the ads were redone, 
stressing the sports angle and thus giving potential movie-goers a 
more precise idea of its format. 

Color was a big factor in consumers' initial impression of the 
film "Alien." When the film's original poster was created in red, 
consumers thought its story line was about an "occult." That's 
when the poster was changed to green, which appropriately 
conveyed Alien's message of "suspense." 
Growing film industry 

In 1979, Jim McCullough started the entertainment division of 
Corey, Canapary & Galanis, a firm which conducts product and 
consumer research, political polling for candidates and polls for 
governmental agencies and the media. Corey, Canapary & 
McCullough became a partnership in 1981 and broke into enter­
tainment market research partly in response to the needs of the 
growing film industry in northern California. McCullough says 
film producers have since begun to learn of the value of market re­
search because, "when you get into an investment that's millions 
of dollars, it's a kind of insurance to do your homework. The 
movie may be great, but the posters may be wrong, the tag line can 
stink. If the public perceives those things the wrong way, it can 
kill a film." 

While entertainment market research may be the specialty for 
which CCM has gotten a lot of media attention, McCullough is 
quick to point out that it is only a part of what the firm is really all 
about. What it does is what McCullough describes as "niche" 

continued on p. 75 
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Your markets are changing. So you 
need to look at your customers in 
new ways. 

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

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

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

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

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

Compass features Pathways, TM 

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

To learn more about the Compass 
system, calll-S00-368-2o63. Or mail the 
coupon. 

Compass from 

Clf.RJTAS 
The Th.rget Marketing Company 

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

N~e __________________ _ 
Pa;ition ___________ _ 

F~ ------------------­
Address ---------
City State __ Zip __ _ 

Phone-----------------­

Mail to Claritas: 
201 N. Union Stree~ Alexandria, Virginia 22314 
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FOCUS ON. • • • • • 
GREAT FOOD 

GREAT COMFORT 

WALL TO WALL MIRRORS 

FLOOR TO CEILING MIRRORS 

WONDERFUL RESPONDENTS 

FOCUS ON WADE WEST 

THE MIRROR OF PERFECTION 
WADE WEST, INC. 

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

LONG BEACH 1 

369 LONG BEACH BLVD. 
LONG BEACH, CA 90802 

(213) 435-0888 

LOS ANGELES 2
·
3 

CORPORATE OFFICE 
5430 VAN NUYS, BLVD., #102 

VAN NUYS, CA 91401 
(818) 995-1400 • (213) 872-1717 

ORANGE COUNTY 2
·
3 

18003 SKY PARK SOUTH, #L 
IRVINE, CA 92714 

(714) 261-8800 

CAROLINA 2·3 

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

(919) 854-3333 

SAN FRANCISCO 
1 

8-D SERRAMONTE CENTER 
DALY CITY, CA 94015 

(415) 992-9300 

SEATTLE 1 
·
2

·3 

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

(206) 641-1188 

Circle no. 561 on Reader Card 

3- STATE OF THE ART 

ST. LOUIS 
1 
'
3 

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

(314) 291-8888 

TEXAS 1
·
3 

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

( 512) 993-6200 
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