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The success of your product is driven by the choices you 
make. To help you navigate through those countless decisions 
that may not justify large-scale research projects, Moskowitz 
Jacobs Inc. has introduced ldeaMap WIZARD - a do-it-your­
self, streamlined version of our enormously successful 
ldeaMap® concept development technology. 

ldeaMap WIZARD's menu-driven, step-by-step guided 
format allows you to conduct powerful results-oriented stud­
ies quickly and inexpensively. Rather than making do with a 
few focus groups or simply testing two or three alternatives, 
you'll screen and optimize many different ideas, and clearly 
identify those that give you the best chance for 
success. You get the best of conjoint analysis, modeling 

and optimization without having to be a quant jock. In a 
fraction of the time spent on standard research studies. 

Now whether you need to define such things as 
the right characteristics for a new product idea ... the perfect 
package ... the ideal mix of features for a service ... or the most 
compelling message for a new advertising campaign, you'll 
always know exactly where to turn. ldeaMap WIZARD. 

For a free ldeaMap WIZARD test drive, visit us online at 
www.mji-designlab.com or write/call us direct: 

Moskowitz Jacobs Inc., 1025 Westchester Avenue, 
White Plains, N.Y. 10604, U.S.A 
Phone 914.421.7400. Fax 914.428.8364. 

Moskowitz Jacobs Inc. 

PromotionMapN 
Accurately determine 
your most effective 
promotional offer. 

StyleMapN 
Reach the optimal 
design fora 
package or product. 

Strategic Brand Developers: Research Et Consulting 

KidsMapN 
Draw meaningful 
results from the 
children's market. 

MessageMapN 
Stay ahead in the 
ethical pharmaceu­
tical market. 

Idea Map® 
Leading worldwide 
concept development 
technology. 

ProductEngineer"' 
Find and 
fill the holes in 
your market. 

Design lab 
The world's 
most advanced 
testing facilities. 



I n the age of elecl ronic everything) no pencil is safe. Not even the pencil 

that has served us in the market research business so well for so many years 

filling out so many questionnair_es. C&__R Research has developed CRIMSON) •••-..:a comRuter-administered survey system) to do things ordinary pencil and paper 

studies L mp{y cannot do. Like create virtual prototypes for new products and 

packaging. Test commercials in live-action video. Or conduct studies with utter 

consistency) in dozens <if ci~ies at once. It's enough to make even market 

research purists Rja nt to sw-itch, from regular to leadjree. 

C&._R 

Research 

Services 
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RESEARCH & STRATEGIC SOLUTIONS: 
POWER TO CHANGE YOUR WORLD. 

We partner with you to uncover information vital to your bu ine 

Then we help you convert that knowledge to actionable trategic 
solutions ... olutions that can alter the competitive land cape in 
your favor. 

Proven domestic and international research capabilities , plus 

in-depth experience in a wide range of major industries, allow us to 
deliver on-target re ult with remarkabl~ speed and efficiency. 

The MORP CE approach: Power to change your world. Call Pete 
Haag today at 248-737-5300, or visit our website at www.morpace.com. 

LMp~ MORPACE International, Inc. 
~ 1 7 Market Research and Consulting 

Coqwratt• llt•alllfLUII'ters: 31700 Middlehelt Road , Farmington Hills, MI 48334 U A 248-737-5300 'ww.morpace.com 
l K Offi l• t•: IJoll ywood House, Churrh trert Ea t, ~ oking, urrey GU211HJ England +44 1483 737000 

Advertising • •\utomotiv1· • Computer T1'chnology • Consumer Product • Education • Financial ervires • Health Care 
Home lmprovrnwnt • lnsuranrr • Media • Pharmaceutica l • Public Policy • Telecommunications • Tran porlation • tilities 



In Asia, the C FO knows Seniors not sold on on-line drug stores 
The CEO may be the final authority 
on where employees work, how 
they call clients and how they ' ll 
spend their retirement, but in gen­
eral the CFO holds sway over deci­
sion making in Asian businesses, 

Seniors who have visited on-line drugstores and pharmacies are unlike-

1 y to return for over-the- I!IIIIIIIIIIIIIIIIIIIIJIIIIIII 
counter medications or pre-

IUIJ :illl::i Vl:illi:U UJ :ii:IIIUI :i Were: 
scriptions, according to 
Westport, Conn.-based 
Greenfield Online's July 
national Surfing Seniors 
study of 1,200 people 55 
and older. Some 32 percent 
have visited a drugstore site, 
but 56 percent said that they 
are not very likely to buy 
products through these sites 

Site O/o Visited especially 
when it comes 
to banking 
relationships , 
according to 
findings from 
the 1998 
Asian 
Corporate 
Banking 
Study 
(ACBS), con­

in the future. 
Only 9 percent purchased 

prescription drugs when vis-

Drugstore.com .................. .. 44% 
Mothernature.com ............ ..... 24% 
Planetrx.com ..................... 22o/o 
Vitaminshoppe.com ................ 17% 
Healthshop.com ................... 17% 
Greentree.com .................... 17% 
Enutrition.com .................... 12% 
GNC.com ........................ 11% 

ducted by the Corporate Banking & 
Investment Research division of 
AMI, a Hong Kong-based group of 
research companies. 

iting an on-line store, while over twice as many purchased over-the­
counter products. This study is available at www.greenfieldcentral.com. 

munications (24 percent), property 
(33 percent), management consul­
tants (33 percent) and company pen­
sions (25 percent). 

thi s area, compared to 8 percent of 
CEOs. When as ked what products 
and services CFOs think are the most 
important fo r their banks to have, 
cash manage ment led at 83 percent, 
followed by debt finance/corporate 

The survey found that, on average, 
the CFO is the most influential cor­
porate decision maker at 27 percent, 
compared to the CEO at 22 percent. 
Areas where the CEO overrides the 
CFO in final decisions are telecom-

When it comes to initiating a bank­
ing relationship , however, it 's the 
CFO who rules. On average 42 per­
cent of CFOs make the deci sions in continued on p. 72 
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Marriage not the end of romance and freedom 
Dispelling an old myth, Americans say that marriage is not the end of romance, nor does it mean giving up freedom, 

according to a survey released by TNS Intersearch, the U.S. headquarters ofthe UK-based Taylor Nelson Sofres group. 
The "Marriage Survey" was a nationwide telephone survey of 1,000 adults, ages 18 and older, 
conducted in July. The survey found that romance and freedom are two of the five most impor­
tant ingredients in a successful marriage, according to Americans both married and unmarried. 
Heading the top-five list were mutual respect and trust, open and regular communication, mar­
ital fidelity, and sensuality. 
While the key elements to a successful marriage are nearly universal among Americans, the 

study showed that attitudes surrounding "what's okay and what's not," vis-a-vis living arrangements 
and having children, vary widely by age, gender, education, household income, marital status, race 

and location. The issues of living together, having children outside of marriage and working mothers 
are the most controversial. Overall, half of study respondents agreed that it's okay for a man and a woman 

to live together outside of marriage. But men were far more supportive of this idea than women (60 percent 
of men agreed with this statement versus 45 percent of women). Acceptance of the idea also declined greatly with age 
(73 percent among 18-34-year-olds versus 19 percent among those 65 and older). Other issues explored included unmar­
ried parents. While most Americans (67 percent) frown on this lifestyle choice, adults over age 55 and in the Midwest 
and South are more likely to oppose this idea. For more information call Howard Barich at 914-684-6100 or visit the 
company's Web site at www.intersearch.tnsofres.com. 
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While little Jessie napped, Carol urged the moderator to probe deeper. 
You can't be two places at once. Or can you? 

FocusVision Online is the breakthrough 
that makes it possible to watch focus groups 
over the Internet from any PC anywhere. 

Today's smartest marketers now have a 
simple new tool that leaps time zones and 

geographies to deliver real-time consumer 
input without the hassle or expense. 

No wonder 334 of the Fortune 500 are 
regular Focus Vision customers. 

By linking you with 145 facility partners 
on four continents, we've been making the 

world a better place to do research since 1990. 
Just call FocusVision at 1-800-433-8128 or 

visit www.FocusVision.com to find out more. 
Call during nap time. We're up. 

V FocusVision Online 
Be there for the important stuff. 



David Spangler, former director 
of marketing re search for Levi 

Strauss & Co. , has been named direc­

tor of marketing and member services 

of the Council for Marketing and 
Opinion Research, Port Jefferson, 

N.Y. 

Ilene A. Ritz has joined the White 

Plains, N.Y., office of Taylor Nelson 
Sofres Intersearch as vice president. 

Peter Hallock has also been named 
vice president at the White Plains 

office. 

Creamer Dickson Basford (CDB) 
has appointed Dr. Lloyd Kirban as 

executive vice pre ident/director of 

research, heading CDB Research & 
Consulting, the New York agency's 

Sky Alland, a Columbia, Md., cus­
tomer loyalty management firm , has 

named Ray Zukowski chief operat­

ing officer. 

Cynthia Clarke has been promot­

ed to director of quality at Polaris 
Marketing Research, Atlanta. 

research practice. Barbara "Bobby" Klein Womack 
has been named director of market 

???????????????????????? . . . . . . . . . . . . . . . . . . . . . . . . 
JUST THE FA~TS: •• 
KNOWLEDGE IS YOUR COMPETITIVE EDGE 

So Many ?'s, So Little Time .•. ™ 

••• ••• ••• ••• ••• ••• 
At JTF, clients find an experienced international 
research partner that provides a unique blend of busi­
ness intelligence and custom research methodologies. 

Fortune 500, and many orher firms , value ou r clccli ca­
tion to personalized service and qual ity clel iverablcs. 
all with a strong strategic perspective. 

Our 25 years experience saves clien ts' valuable time , 
provides support for critical decisions and protects 
key financial investments. 

Services are provided in four categories: 

• Comprehensive Secondary /Information Gathering; 
Companie , Industries, Markets, Products, Facts & Figures 

• In-depth Phone Interviewing; Competitive, General Business & Benchma rking 
• Custom Research: Focus Groups, Surveys, Brand/ Advertising/ Packaging/lmagc 

Studies, Customer Satisfaction, Mall Intercepts 
• Strategic Consulting: Marketing. ew Products. Sales & Strategy lssues 

WE FIND THE FACTSI 1M 

Phone: 847-506-0033 • Fax: 847-506-0018 
Home Page: www.just-the-facts .com • jtfacts@interaccess.com 

???????????????????????? . . . . . . . . . . . . . . . . . . . . . . . . 

research at Research Engine, the new 
market research divi sion of Des brow 

& Assoc iates, a Pittsburgh communi­
cation and design firm . 

Bill Snow has been named vice 

pres ident of engineering at Active 
Research, Burlingame , Calif. 

S!L - Worldwide M arke tin g 
S e r vices, a Delray Beach , Fla ., 

re sea rch firm, has na med Frans 
Badenhorst director of operations. 
In addition, Fulvio Origo has been 

named international projects manag­

er. 

MarketTools, a Sausa lito , Calif., 

re sea rc h firm , has named Mark 
Thompson vice president and CFO 

and John McCrea vice pres ident of 
worldwide marketing . 

Michael Pelaia has been named 

executive vice president and COO of 

Th e Eagle Group, Atlanta, and pres­
ident of Eagle Research, Atlanta . 

Jubelirer 

Jim Jubelirer has been promoted 
to vice president of Burke Customer 
Satisfaction Associates, Cincinnati. 

In conjunction with a joint venture 
between ACNielsen Corp., Stamford, 

Conn ., and NetRatings, Inc., Mil pita , 
Calif. , Michael Connors , 
ACNie lsen 's vice chairman, has been 

appointed to the NetRatings board of 

continued on p. 68 
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H P launches resource 
site for high-tech 
marketers 

Hewlett-Packard Co. , Palo Alto , 
Calif. , has launched DeepCanyon 

(www.deepcanyon .com) , a Web site 

that channel s bu siness re sources 

into one destination for hi gh-tech 

marketers. DeepCanyon is designed 

to provide marketers in the com­
puter and Internet indu strie indi­

vidual market research reports for 

sale as soon as they are released , as 
well as aggregated market informa­

tion , editorial commentary, a nd 

other tools to support business plans 

and assi st in deci sion making. With 
it s official launch, DeepCanyon 

add s e-commerce and e xtended 

OBJECTIVE: 

search capabilities to the s ite's pre­

liminary ve rs ion , whi ch has been 

live since June . 
HP has s ig ned li ce ns in g ag ree-

ments with firm s in the technol ogy 
research fi e ld to provide affordabl e 
report s, r a ng in g f rom fr ee t o 
$ 10,000. Market research f irms cur­
rently offe rin g cont e nt o n 
DeepCanyon include Acti vMedi a, 
ARS , In s titute f or th e Future , 
IntelliQuest, The Yankee Group and 
Zona Research. 

DeepC a nyon h a es t a bli h e d 
other alliances to provide additi o n­
al services to the hi g h-tec h ma r­
keter. Market Calcu Ia tor acce ses 
Dun & Bradstreet data to g ive use rs 
the ability to quickly s ize a marke t 
or locate a company. An a lli ance 
with s e a rch-en g in e c omp a ny 
Northern Li g ht a llow s a bro ade r 

Expert information for better sample design and analysis. 

551 SOLUTION: 
Leslie Shifrin, President, and Lynda Manning, Vice President of 
Field Operations, at Shifrin Research, Inc. in ew York City -
"When we ask important questions about sampling is ue , uch a 
total population representation or profil es of target segments, we get 
detailed information from SSI. With other companies, we would get 
blank stares. SSI has a lot more knowledge and experience. The 
information from I is useful not just in terms of implementing 
research, but in term of custom designing projects and then creating 
better analyses for our clients." 

Call SSI for sampling solutions at 203-255-4200 or send 
e-mail to info@ssisamples.com. 

_.....- Survey 
• ~ Sampling, 
~ Inc .® 

Pa rtne rs with survey 
researche rs since 1977 

ran ge of on-site search capabiliti es . 

On-line advertising 
information resource 
from ARF 

Th e Ad ve rti s in g R esea rc h 
Found ati on (ARF), New York , has 
introduced a new on-line reso urce, 
th e Wo rld Ad ve rti s in g Researc h 
Cente r (WARC). WARC is a data­
b ase o f ad ve rti s in g kn ow le d ge , 
i nc l udi ng th o usa nd s of pub I i shed 
papers and case studies coverin g a ll 
areas of adverti s ing, marketing and 
medi a ac ti vity fro m sources such a 
the ARF, the A meri can Associati on 
of Ad verti sing Agencies , Ad map, the 
In s titut e of Prac titi o ne r s in 
Ad verti sing, the Canadi an Congress 
of Ad verti s ing, and more . For more 
inform ati on visit www. warc .com. 

Three new products 
from Pulse Train 

U. K .- b a se d Pul se Tr a in h a s 

re lease d t hree new pr o du c t s . 

B e ll v ie w Sca n ve r s io n 3 i s a 
Windows package fo r scanning ques­

ti o nn a ires a nd fo rm s. Ve rs io n 3 
inc ludes a new look-up di ctionary 

that works with ICR techno logy to 

increase accuracy and effic iency. The 

di cti onary is customi zable, a ll owing 

brand and product names to be veri ­

f ied. A new grid wizard a lso enables 
a g reate r range of fo rms to be con­

sidered fo r auto mati c data capture . 
Pul se Tr a in ha s a l o re leased 

Vi sual QSL 2, a Windows-based soft­
ware package th at a ll ows users to 
c reate qu estio nn a ires without spec 
writing kn ow ledge . It has the look 
and fee l of Mi crosoft Word. The new 
Presentati on Editor all ows users to 
type in a q ues ti o nn a ire whil e th e 
QSL co de is c rea ted be hind th e 

continued on p. 75 
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Where do you get your data? 
Online research takes connections. 

You want to move your research to the 
Web. But how? Your research supplier has 
no Internet experience, and Internet 
developers know nothing about research. 
You need Research Connections. 

With over 20 years of traditional research 
experience and four years of Web-based 
research, we know how to field your 
studies online. And, we have developed a 
suite of research tools built specifically to 
take advantage of the Web. 

Quest Connect 1M is our Web survey tool 
with the functionality of a CAPI system. 
Skip patterns (simple and conditional), 
rotations, ranking, grids and more, turn 
your Web survey into a sophisticated data 
capture tool. And, it supports foreign 
languages for Asian and European studies. 
Our ready-to-tab data file and real-time 
reports let you get at your data quickly and 
efficiently. 

With Focus Connect 1M we hold online focus 
groups in a custom-designed Virtual Focus 
Facility. Participants join groups from 
around the country or around the world! 
Clients take advantage of our split-screen 
interface to test Web sites, ads, concepts, 
and other visual and audio creative. 

Our Random Web 1M intercept tool is the 
most efficient and cost effective way to 
find and recruit respondents for online 
research. It produces random samples of 
online populations for Web-based surveys 
and online focus groups. 

So for your next online project, use your 
connections to market research profession­
als who know their way around the Web. 

Contact Amy J. Yoffie at: 908-232-2723 or 
ayoffie®researchcon nections. com 
Or visit www.researchconnections.com for 
live demos of our tools. 

R E s E A R €0NNECTIONS~ 



AUTOMOTIVE BRANDING CONFER­
ENCE: Allison Fisher, Inc., McKinsey and 
Company and Marketec Systems, Inc., 
will hold a conference titled "New Insights 
Into Automotive Branding" on November 
12 from 8 a.m. to 2 p.m. at the Ritz­
Carlton Hotel in Dearborn, Mich. Topics to 
be covered include: the Internet and the 
commoditization of brands; brand expec­
tations and the breadth vs. depth of cus­
tomer satisfaction; the make/model brand 
debate - who is right?; and, are retail 
attributes inherent in product brands? 
For conference details and to pre-regis­
ter, visit the Marketec Web site at www. 
marketecsystems.com/conference.htm. 

WORLDWIDE QUALITATIVE 
RESEARCH CONFERENCE: The European 
Society for Opinion and Marketing 
Research (ESOMAR) will hold its 
Worldwide Qualitative Research 
Conference from November 28-30 at the 
Hotel Athenaeum InterContinental , 
Athens, Greece. For more information visit 
the ESOMAR Web site at www.esomar.nl. 
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SPSS MR SEMINARS: SPSS MR is 
offering an ongoing seminar series at its 
New York offices on the second and fourth 
Wednesday of each month. Mornings will 
showcase designing and running Web 
surveys, and afternoons will outl ine 
advanced tabulation and interactive analy­
sis options. For more information call212-
447 -5300 or visit www.spss.com/spssmr. 

ATTITUDE RESEARCH CONFERENCE: 
The American Marketing Association will 
hold its Attitude/Behavioral Research 
Conference on January 23-26 at The 
Pointe Hilton Resort at Squaw Peak, 
Phoenix, Ariz. For more information visit 
the organization 's Web site at 
www.ama.org. 

CUSTOMER SATISFACTION CONFER­
ENCE: The American Marketing 
Association will hold its Custome r 
Satisfaction & Quality Measurement 
Conference at the Adam's Mark Hotel in 
San Antonio, Texas, on February 20-22. 
For more information visit the organiza­
tion's Web site at www.ama.org. 

Marketing Research Institute 
Internati onal (MRII ), Th e 
European Society for Opinion and 
Marketing Research (ESOMAR), 
and the Un ive r sity of Georgia 
Center for Continuing Education 
(UGA) have developed a Web-based 
version of t h e Pri nciples of 
Marketing Research distance learn­
ing course. As a result of the strate­
gic education all iance among MRII, 
ES OMAR and UGA, the course was 
recently enhanced to include inter­
nationa l note for each of the 10 
study modules. The Web-based ver­
sion of the course will expand the 
g loba l reach of the program . For 
more information visit the Marketing 
Research A ociation Web site at 
www.m ra-net.org. 

United Information Group has 
signed a three-year g lobal agreement 
with SPSS MR, the New York-based 
market research business unit of 
Chicago-based SPSS Inc. The agree­
ment standardizes the use of SPSS 
software across UIG member com­
panies worldw ide . UIG is the infor­
mation divi sion of United News & 
Med ia, an international media and 
info rmat ion group. T he div ision 
in c lude s Audits & Survey s, 
Mediamark R esearc h , Market 
Measures, and NOP. 

Separately, SPSS MR has signed a 
contract with Dal las-based M/A/RIC 
Research, Inc. to ex pand the range 
of S P SS M R software used by 
MIA/RIC in its survey design , data 
co llection and analysis. 

Montreal-based Info Zero Un has 
changed its name to Voxco Inc. 

Forrester Re search , Inc. ha s 
moved to 400 Technology Sq uare, 
Ca mbridge , Mas s., 02 139 . P hone 
6 17-497-7090. Fax 6 17-613-6025. 

Ph i lade lphia-based RS VP 
Research Ser vices has completed a 

www.quirks.com Quirk's Marketing Research Review 



new telephone researc h facility at 
Carrollwood Crossings, 4014 Gunn 
Hi g hway, Suite II 0, Tampa, Fla., 
33624. The facility includes over 60 
CATI equipped workstations, on-line 
sample management, and more . For 
information call Nei l Blefeld or 
Michae l Feldman at 215-696-8500. 

Solana Be ac h , Calif.- base d 
Answers Research, Inc. has opened 
an office in St. Loui s. Kenny Kuhn 
will head the new office as director of 
bu siness development. 

IntelliQuest Information Group 
Inc., Austin, Texas, has closed the 
previou s ly announced sa le of it s 
IQ2.net operation to Naviant 
Technology Solutions Inc. Of the 
sale price of $46.5 million , the com­
pany has received $44.5 million; $2 
million has been placed into escrow 
pending determination of the net 
assets of IQ2.net as of Aug. 31, 1999. 

InterActive Solutions , Grand 

Rapids, Mich. , has secured a con­
tract to conduct marketing research 
for Whirlpool Corporation. 

The M/ A/R/C Group , Irving, 
Texas, has acquired a 30 percent 
interest in MSP Associates, with 
options over two years to increase 
its percentage owner hip to 100 per­
cent. MSP Associates, which gener­
ated approximately $2.0 million in 
revenue during 1998, is a marketing 
and sa le s force consultancy in 
Am sterdam specializing in the 
design and implementation of cus­
tomer relationship management 
(CRM) programs for business-to­
business clients. The investment is 
expected to be neutral to M/A/R/C's 
earnings in 1999. Terms of the trans­
action were not disclosed. 

Separately, Omnicom Group Inc. 
and MIA/RIC Inc. have announced a 
definitive merger agreement under 
which Omnicom - through its 
Diversified Agency Services (DAS) 
Divi sion - will acquire MIA/RIC. In 

the transaction, M/ A/RIC sharehold­
ers will receive $20 per hare in an 
all-cash tender offer. The tender offer 
will be ubject to the condition that 
at least two-thirds of the outstand­
ing M/ A/RIC shares are tendered and 
to other customary conditions. 
Holders of 20.5 percent of the com­
pany's shares have agreed to tender 
their shares in the offer. The boards 
of directors of both companies have 
approved the transaction. lNG 
Barings LLC has provided the board 
of directors of M/ A/RIC with an 
opinion as to the fairness, from a 
financial point of view, of the con­
sideration to be received by the com­
mon shareholders of M/ A/RIC in the 
transaction. lNG Barings LLC also 
served as financial advisor to 
Ml A/RIC in this transaction. 

In August, Harris Interactive, a 
Rochester, N.Y., research company, 
filed suit in the U.S. District Court 
for the Western District of New York 

continued on p. 84 

It's a~ world ... 
Work with a full-service research firm 

that explores, understands and answers 
the diverse cultural and linguistic 

questions that are vital to the design , 
execution and analysis of every project. 

Domestic and International 
Qualitative and 

Quantitative Research 
(Hispanic, Asian, African American, Native American and General Market) 

etc Erlich Transcultural Consultants 

November 1999 

21241 Ventura Boulevard, Suite 193 
Woodland Hills, CA 91364 

818/226-1333 Fax: 818/226-1338 E-mail: etcethnic@aol.com 
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Tme-life tales in marketing research 

Editor's note: "War Stories" is a 
regular feature in which Art Shulman, 
president of Shulman Research, Van 
Nuys, Calif., presents humorous sto­
ries of life in the research trenches. He 
can be reached at 818-782-4252 or at 
art shulman@ aol. com. 

Are earcher preferring anonymity 
tells about being an interviewer 
early in his career, conducting a 

survey sponsored by a particular 
regional brand of beer. The brand's 
advertising was based on the fact that 
the beer was made using pure water 
from a particular lake. One respon­
dent, when asked if he found anything 
hard to believe about the advertising, 
said he did. The cause of his skepti­
cism? "I once visited that lake and 
saw a man standing on the shore pee­
ing into it," he said. 

In a recent focus group, Linda 
Fitzpatrick of Fitzpatrick Research 
began with introductions. The first four 
women described their young families 
- names and ages of kids, their hus­
bands, their jobs. One childless woman 
told a funny story about her dogs. Then 
another respondent, Bertha, introduced 
herself: "Got no kids. Got no husband. 
Got no pets. Got no problems." 

Fitzpatrick also tells about conduct­
ing a group with blue-collar male 
antacid users to get their reactions to 
some anti-gas positionings. Things 
were going smoothly until she got a 
note from the viewing room: "Find out 
more about their gas symptoms! Is 
there odor? Noise?" 

Sensing it was too late to back out of 
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By Art Shulman 

the project, she proceeded down this 
treacherous path. Slowly, they got into 
the specifics of their gas attacks, 
becoming absorbed with tales of mis­
ery and embarrassment. Finally, one 
ribald respondent blurted out, "Good 
thing there aren't any women here!" 

Evidently, he forgot about 
Fitzpatrick. 

Laughter from behind the glass near­
ly blew out the one-way mirror, she 
reports. 

Another of her experiences relates to 
her early career at an adverti ing 
agency. When Fitzpatrick was working 
on the sanitary protection category, 
sales data showed a sub tantial and 
unexpected spike in the CDI for certain 
Western states. It turns out that farm­
ers in the area were u i ng pads as 
Band-Aids for cows that had been 
wounded by barbed wire fencing. 

Shortly after the recent AMA Fall 
Research Conference began, Ed Sugar 
of Triton Technology asked a member 
of his firm, Mike Feely, to drive down 
to San Diego from Los Angeles to 
attend the conference. Sugar, aware 
there were no available hotel rooms 
anywhere near the conference, and that 
his own room had two beds, invited 
Feely to stay with him. 

Feely was to arrive early that 
evening, and Sugar had dinner plans 
with clients, so Sugar went to the front 
de k and asked them to give Feely a 
key to his room when he arrived. 

At 10 p.m., Sugar returned to his 
room. No Feely. Sugar figured traffic 
was the culprit. He went to sleep, leav­
ing on a light in the foyer. Just after 

midnight, Sugar woke up. No Feely. 
Just after I a.m., the door to the room 

opened. There stood Feely. He 
explained that he'd been at the hotel 
since early that evening. He'd given 
the desk clerk his name, and was given 
a room key. He went up to the room, 
relaxed, watched TV, and plopped into 
bed, thinking it wa unusual that there 
was only one large bed in the room, 
whereas Sugar had told him they'd 
have separate beds. Suddenly, the 
door opened and a casually-dressed 
man Feely had never seen before 
entered, demanding to know why 
Feely was in his bed. "Because it's 
my room," Feely told him. 

Turns out that the other fellow's 
name was Ed- Ed Feely, that is. The 
desk clerk had given Mike Feely the 
key to Ed Feely's room. 

Later, Mike realized he'd left his suit 
pants in Ed Feely's room, but by then 
it was too late to retrieve them. So he 
had to borrow a pair of Sugar's pants 
for the rest of the conference. 

It would be great to be able to report 
that inside the pocket of those trousers 
Mike Feely found another key to Ed 
Feely's room. But it didn't happen. 

In future issues, we' II report on more 
quirky, loopy and strange happenings 
in the world of market research. If 
you'd like your story to be told- any­
thing related to research is usable, from 
spilling soup on your client's new suit 
to cute answers respondents provide 
on questionnaires- please call me at 
818-782-4252 or, better yet, write it 
up and fax itto me at 818-782-3014 or 
e-mail me at artshulman@aol.com. r~ 
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Editor's note: Gang Xu is a senior 
research consultant in statistics at 
Brintnall & Nicolini, Inc., a 
Philadelphia, Pa. -based health care 
consulting and marketing research 
firm. He can be reached at 215-854-
4200 or at xuga@brintnall.com. 

I
n quantitative marketing research, 
we frequently collect data for ana­
lytic purposes. That is, the data 

will be analyzed primarily for infer­
ential tests such as t-tests or z-pro­
portion tests. The methods of esti­
mating sample size for these inferen­
tial tests are different from those for 
a descriptive study. (See the June 
1999 QMRR for the method of esti­
mating sample size for a descriptive 
study.) Before I elaborate on the pro­
cedure of calculating the sample size 
for these inferential tests, let me first 
briefly review some key concepts 
which are very important in the cal­
culation of sample size. 

I. Hypothesis. A stati tical hypoth-
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esis is a statement of belief about the 
population parameter. For instance, 
a statement that Drug A is safer than 
Drug B is a hypothesis. There are two 
types of hypotheses: a null hypothe­
sis and an alternative hypothesis. The 
former is a statement saying that there 
is no statistical difference between or 
among the population parameters. 
The statement that there is no differ­
ence of weekly working hours 
between primary care physicians and 
specialists is an example of this. An 
alternative hypothesis, on the other 
hand, is the statement that disagrees 
with the null hypothesis. For instance, 
a statement that the mean weekly 
working hour of specialists is high­
er than that of primary care physi­
cians is an example of an alternative 
hypothe is. To a large extent, the 
design of an analytic research study is 
to reject the null hypothesis . 

An alternative hypothesis can indi­
cate whether a test is directional or 
non-directional. If the alternative 

hypothesis is directional , such as the 
one mentioned above that specialists 
would work more hours than prima­
ry care physicians, the test is one­
tailed. However, if the researcher 
doesn't know much about the work­
ing hours of physicians, he or she 
may simply hypothesize that there is 
a difference of weekly working hours 
between the two specialty groups. In 
such a case, the alternative hypothe­
sis is non-directional, and the test is 
two-tailed. Holding all other factors 
constant, a two-tailed test requires a 
larger sample size than one-tailed 
test. 

2. P-value. Associated with a 
hypothesis test is a p-value. P-value 
can be simply put as the likelihood of 
obtaining the observed results by 
chance alone. We usually use a p­
value of .05 or .0 I in estimating sam­
ple size. A p-value of .05 indicates 
that, when we reject the null hypoth­
esis that there is no difference 

continued on p. 78 
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Editor's note: Tony Siciliano is 
m.anaging director of International 
lntervie'vving, a White Plains, N.Y., 
research firm. He can be reached at 
914-694-2444. 

Having spent a lot of time in inter­
national research, I'm well 
aware of the problems in achiev­

ing comparable cross-cultural test 
results. The problems are particularly 
severe with attitude scales, and under­
standably so. The positive scale skew­
ing in Latin American countries is leg­
endary. A product or ad would have to 
be absolutely awful to get below a 60 
percent "Top-Two Box" score on a 
five-point scale. It's not that Latin 
Americans are dishonest - it's just 
that they don't want to hurt anyone's 
feelings. 

It took a number of years of living 
in and traveling to France before I 
could emotionally accept that pas m.al 
("not bad") was almost the equiva­
lent of an American "extraordinary." 
So, "somewhat interested in buying" 
to a Frenchman would be a much 
stronger commitment than to an 
Eng li shman, since "somewhat" has a 
less enthusiastic connotation to the 
English. 

The five-point purchase intent scale 
is probably the most-used market 
research scale, both domestically and 
internationally. I've always suspected 
that this scale was only va lid when 
there were substantial differences 
between test variab les - and that it 
lacked precision when there were sub­
tle (but possibly significant) differ­
ences. I had an ideal opportunity to 
test this theory when conducting a 
product test for the leading chewing 
gum in France. 

The brand had close to a 70 percent 
share and a pricing decision had to be 
made when the cost of chicle rose sig­
nificantly. The client was sure the 
competition would not raise prices if 
his price went up because this would 
afford them an exce ll ent opportunity 

I nternati anal Research 

to erode the brand's enormous market 
share. Instead of raising prices, it was 
decided to reduce the standard 11-
stick pack to I 0 sticks. 

A product test was conducted with 
two cell s: 11-stick pack at the current 
price and I 0 sticks also at the current 
price. I convinced the client to include 
a "partial-payment coupon" measure­
ment as the very last question. (With 
the partial-payment coupon, respon­
dents are told they can select a 

flexibility is yet another advantage, 
particularly in multinational research. 

The underlying principle of mag­
nitude estimation is that respondents 
create their own scale parameters. 
This can be one to 10, one to 50, one 
to 100, or one to "whatever. " Of 
cour e, this requires a certain amount 
of respondent training. But the action­
able results emanating from this inno­
vative technique are worth the addi-

coupon worth one-third the 
purchase price for any brand 
of gum. This technique imu­
lates the actual buying experi­
ence, because when respon­
dents make their choice, it ' 
with the knowledge that they 
will also have to lay out some 
of their own money. [It's not 
necessary to have "coupons." 
After respondents make their 
choice, they are given cash.]) 

The rationale was that it 
cou ld do nothing to bias the 
standard results and might 
uncover a problem not detect­
ed by the standard question­
ing. As it turned out, neither 
the five-point purchase intent 
nor any other standard mea­
surement revealed there would 
be a problem in reducing the 
number of sticks and keeping 

Of all the scaling 

techniques I've had 

experience with, this 

appears to be the most 

valid because it's both 

logical and realistic. And 

flexibility is yet another 

advantage, particularly in 

multinational research. 
the current price. The partial­
payment coupon, however, revealed 
this would be a dangerous move. 

Of course, the drawback with this 
technique is that it can only be used 
with purchase intent- and with only 
reasonably priced products. 

Magnitude estimation 
My first research exposure to mag­

nitude estimation was through an 
international project I coordinated for 
Ambrosino Research, Inc., White 
Plain. , N.Y. Of all the scaling tech­
niques I've had experience with, this 
appears to be the most valid because 
it's both logica l and realistic. And 

tiona! effort. 
In the training session, respondents 

are given an explanation of the valid­
ity of creating one's own scale. 
Anecdotes illustrating the use of mag­
nitude estimation are very helpful in 
creating an understanding of the logic 
behind it. Respondents are then given 
a trial run by using this scaling pro­
cedure with a product totally different 
from the test product (e.g., if the test 
product is a food that's tasted, the trial 
run product would be a detergent 
that's sn iffed). 

Consider the dilemma researchers 

continued on p. 82 
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Editor's no te : Edua rdo Roe 
Smithson is a marke tinR consultant 
based in Santiago, Chile. He can be 
reac hed a t 56-2-208-6084 or a t 
eroe@ctcreuna.cf. 

This article foc uses on how an inde­
pendent consultant can conduct 
market research in Chile to help 

marketers make the ri ght dec isions. 
My personal experience in the fasc i­
nating and challenging profess ion of 
market research began in 1983, while 
I was in high schoo l. Forced to earn a 
few pesos in my leisure ti me, 1 worked 
part-time fo r well -estab li shed market 
research companies carry ing out sur­
veys a nd s tr ati fy in g sec tors of 
Santi ago. 1 continued working through 
co ll ege to pay my tui tion and ga in 
enough working experience for the real 
world in my field. I sought to be a mar­
keter with experti se in market research. 

Few marketers reli sh the task of di g­
ging into piles of useless and often out­
dated information. Therefore my inten­
ti on is to hi ghlight the ways an inde­
pendent researcher can uncover mar­
keting info rmati on in Chil e, using a 
vari ety of secondary sources, without 
wasting time and money. 

"First seek to find the right location 
and then dig only once." 

The markets in developing countries 
like those in South Ameri ca demand 
more than just digging. Paraphras ing 
Stephen Covey, it is a questi on of lean­
ing your ladder aga inst the ri ght wall. 

There are five main barri ers to find­
ing market info rmati on in Chile: 

• Most reli able, updated and worth­
whil e data is co nf in ed to pri va te 
librari es, which are owned and man­
aged by an assoc iation or corporati on 
- Sofofa, Fundac i6n Chile, Achap, 
Sll , and others- and sold to the pub­
lic at prohibiti ve prices. Access ing it 
req uires be ing e ith er a member or 
knowing the ri ght person within the 
associati on or being a journali st fro m 
an influenti al newspaper. Second , you 
need time to jot down what you are 

searching for and photocopy those few 
pages that you are allowed to under 
copyri ght restrictions. Moreover, to 
become a member, companies must 
pay hi gh annual fees, di scourag ing 
small to medium-sized co mpanies 
(w hich defines about 60 percent of 
Chilean firms) from obtain-
ing access. 

often unaware of these report . But 
access ing the reports requires digging 
into the archi ves, searching for key 
words, jotting down hundreds of codes 
and hoping that the thesis has not been 
borrowed by another student (who 

• The libraries of most state 
agencies such as INE, Corfo, 
Se rco tec, Bibli oteca 
Nac io na l, muni c ip a l 
librari es, state uni versities, 
and others are open to the 
publi c and they have data 
from various industries, but it 
is often outdated. Accessing 
it requires tracking down the 
sca rce I i brari ans and then 
wading through piles of pub­
li cati ons with old data -
onl y to find that the informa­
tion is unfit for any marketing 
purposes . Th ese sea rche 
require pati ence and lot of 
time to go from to place to 
pl ace, di gg in g into many 
publications, newspaper fil es 
and arti cles. 

• Few people would argue 
that Santiago is Chile: 90 per­
cent of Chilean companies 
have their headquarters in 
Santi ago and business deals 
are done primarily from here, 
so it becomes less important 
fo r assoc iati ons, co rpora­

Most reliable, updated 

and worthwhile data is 

confined to private 

libraries, which are 

owned and managed 

by an association or 

corporation and sold 

to the public at 

prohibitive prices. 
ti ons, state agencies, uni versiti es and 
others to keep information in their 
branches or agencies outside Santiago. 
So if you want information, it 's best to 
look fo r it in Santiago. 

• Uni ve rsity/coll ege libraries are 
often too big to be useful. The best 
librari es - Uni ve rsidad de Chil e, 
Uni ve rs id ad Andres Be ll o and 
Uni versidad Cat61ica - keep hun­
dreds of studies and papers (scattered 
at each fac ility) done by undergraduate 
or graduate students or by researchers. 
Other interested parties- profe sion­
als, researchers and managers - are 

might never return it). 
• The Internet is one way to find 

information, but penetration levels in 
Latin America haven ' t reached levels 
found around the rest of the world, at 
least not yet. So, obtaining market 
inform ation on Chile 's indu stries 
through the Internet can be difficult 
but it is not impossible. 

"By getting the right shovel you 
might not need to dig that deep." 

Now I'll explain some tactic I have 

continued on p. 66 
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Editor 's note: Humphrey Taylor is chairman of Th e 
Harris Poll and a member of the executi ve committee 
at Harris Interacti ve, New York. He can be reached at 
212-539-9600 or at htaylor@harrisinteractive.com. 

A
ndy Grove, the founde r of Inte l, says that " In f ive 
years' time, a ll companies w ill be Inte rnet co m­
panies or they won ' t be companies at all." The 

Economist rece ntly wrote th a t "The Inte rn e t (wi II ) 
change everything- the way we work, the way we 

learn and play, even, may be, the way we s leep o r have 
sex. What is more, it is do ing so at far greater speed than 
the other g reat di srupti ve techno logies of the 20th cen­
tury, such as e lectricity, the te lephone and the car. " 

I will leave others to describe how it will change the 
way we have sex. But even a modest assessment o f how 
it will change the research industry would lead to the 

conclusion that in a few years, most successful inte r­
national market and opini on research f irm s will be 
conducting much of the ir research on-line . 

It is a c li che but it is true: the Interne t is by fa r the 
fastest g rowing technol ogy in the hi story of the world. 
At the beginning of 1995 onl y 7 percent of a ll adults 
in the U.S. were on -line, whether from the offi ce, f rom 
home, school , a library o r so mewhere e lse. Less th an 
fi ve years later that number has ri sen to approx imate­
ly 50 percent ( 49 percent by our last measure), and 
looks set to reach about 60 percent by the e nd of the 
year 2000. Globally the same phenomenon is occurring. 
Whil e most developed countri es are behind the U.S . in 
te rms of Internet usage penetrati on, they are mov ing 
rapidly to c lose the gap. Today, approx imate ly 58 pe r­

cent of the world on-line populati on res ides in the U.S ., 
26 percent in Europe, and 12 percent in Asia. By the 

yea r 2002 it is es tim ated that the U.S. sha re w ill 
decrease to 46 percent as more Europeans go on-line 

and c la im approximate ly 36 percent of the market, 
whil e Asia will stake 14 percent. 

A revolutionary change in marketing research 
Marketing and opinion research has a lways changed 

to take advantage of new advances and techno logy. 
However, the use of the Inte rnet to co nduct marketing 
and opinion research is a much more revo luti onary 
deve lopment than the other, more modes t, changes I 
have witnessed in my 36 years in the industry. In the 
' 70s we began to use the te lepho ne fo r data co ll ecti o n. 
In the '80s we started using CAT I and CAPI syste ms. 
These changes did move around the world , but were 
restri cted in a ve ry rea l sense to the in fras truc ture 
developme nt within countri es . Countri es w ith we ll 
developed te lephone systems such as Europe, Austra li a, 
Japan moved the ir data collec ti on to CATI , but coun-

www.quirks.com Quirk's Marketing Research Review 





FIRST, 
MARKET 

RESEARCH. 
first Market Research helps 
its clients "get the facts" with: 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

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

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

• Multivariate analysis & 
affordable conjoint designs 

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

http://www. fi rstma rket. com 

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

First 
Market 

= Research 
656 Beacon Street, Boston, MA 02215 

(617) 236-7080 
2301 Hancock Drive, Austin, TX 75756 

(512) 451-4000 

24 

tries like China continued to depend 
on face-to-face interviews. And if you 
wanted information from around the 
world, data were still collected on a 
country-by-country basis. You needed 
research support in a lot of countries to 
make that research happen. 

While these were major advances 
they did not fundamentally change our 
thinking about how to collect and ana­
lyze data. They did not fundamental­
ly change the way we designed a ques­
tionnaire or how we collected data. 

Such is not the ca e with the 
Internet. The Internet a an audio­
vi ual medium changes the way ques­
tionnaires are designed. And, not only 
can you collect data from many coun­
tries from one site (really anywhere in 
the world), countries such a China 
have leapfrogged over the telephone 
and CATI revolution, directly to the 
Internet. This has created tremendous 
possibility as well as more than a few 
problems with which market research 
professionals must deal. 

As market research firms saw an 
opportunity to harness the Internet and 
offer a cost-effective alternative to 
data collection in the U.S., they found 
themselves leading the charge, while 
clients waited on the side for re ults. 
Once its viability was apparent, clients 
came to appreciate its cost-effective 
approach and now drive the demand 
for on-line research on a global scale. 
Where large-scale international pro­
jects were out of reach for many 
clients, on-line research makes it 
viable in a number of growing pock­
ets, most notably in Northern Europe, 
Canada, Australia, New Zealand, 
Hong Kong and Singapore, where tra­
ditional data collection costs are rela­
tively high. It is interesting to note that 
while Europe's share of the on-line 
market i nearly half that of the United 
States, there are a number of European 

I countries which have overall Internet 
penetration rates higher than the U.S., 
including Sweden, Denmark, and 
Finland, which offer the greatest 
opportunities for on-line research. 

Conducting global Internet research 
Before conducting or commission­

ing Internet surveys internationally 
consider: 

• Do you know who is on the 
Internet in the countrie you are sur­
veying? 

• Do you know the code of ethics 
and privacy standards as well as any 
laws that might apply to Internet 
research in these countries? 

• Does the software you are using 
support al l the various fonts neces­
sary for the languages in which you 
are interviewing? 

• Do you have the data to under­
stand what the population you are 
survey ing represents? Raw on-line 
data substantially under-repre ents 
some group (and those under-repre­
sented groups vary by country). The 
importance of these groups to your 
final analysis may be more or less 
important depending upon the objec­
tives of the study. 

• Have you considered variables 
other than demographics in deter­
mining weighting variable ? In many 
cases behavioral data such as time 
on-line and number of years using 
the Internet, which varies substan­
tially by country, may be more 
important weighting factors than age, 
income or education. 

• Have you considered cultural 
issues that might have been handled 
by the field service in the country? 
The ability to contact people around 
the world from any country does not 
mean that people around the world 
answer surveys the same way. 
Cultural concerns and questionnaire 
norms must still be taken into 
account and a local expertise is still 
invaluable in research design. 

• Have you con idered the "method 
effect" in your questionnaire design 
and have you thought about how that 
might vary by country? U i ng the 
same questionnaire around the world 
may not give you the same results, 
whereas some variation in design 
may give you the comparable data 
you are looking for. We know for 
example that different cultures 
respond to scales differently - so 
do on-line and off-line populations. 

Replacement technology? 
On-line research has already been 

described both enthusiastically, and 
critically, in many different ways. "A 
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replacement technology" is one such 
phrase and it will sure ly replace 
much of the qualitative and quanti­
tative research work current ly done 
face-to-face or by te lephone. 
However, it will not fu ll y rep lace 
other methodologies. Printing did not 
fully replace handwriting. Radio did 
not replace newspapers. Television 
did not fully replace the movies or 
the radio. We wi ll continue to do in­
person and telephone research, even 
if this amounts to a rapidly shrinking 
part of our work. 

What is much more exciting to me 
is that the Internet will enab le us to 
do many things we could not do (or 
afford to do) before, great ly enhanc­
ing the value of our services. 

Very s pee i fica II y, the Internet 
enab les us to: 

• survey huge samples of people; 
• survey tiny sub-samp les of the 

population; 
• do everything we can do on 

CAPIICATI; 
• show li sts, sti ll and moving 

images; 
• obtain much richer verbat im 

replies. 
And it enables us to do this: 
• incredibly fast; 
• at affordab le costs; 
• all over the world . 

The future 
Because of the speed of the 

Internet revolution, new and excit­
ing research app li cations of on- line 
research are appearing every week. 
We repeatedly stumble on new 
ideas, new and better ways of doing 
things, as we ll as things nobody 
thought of doing at al l. Moore's law 
(Moore, of course, was the other 
founder of Inte l) is that computin g 
speed and power doubles every 18 
months. Internet traffic is reported 
to be doubling every six months. 
Our knowledge and understanding 
of how to use the Internet to conduct 
both qualitative and quantitat ive 
research is probably growing (from 
a zero base!) even faster. If there is 
one certainty, it is that we ain 't seen 
nothing yet. r~ 
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I nternati anal Research 

Editor's note: Wander Meijer is 
managing director at Asian 
Commercial Research (A CR), a full­
service agency located in Hong Kong 
and Guangzhou (China). For more 
information visit the company's Web 
site at www.asian-research. com. 

The degree of sophi stication of 
market research is a reflection 
more of the development of a 

country's economy than the cultural 
characteristics of that country. 
Consequently, market research in the 
United States is hi ghly advanced , 
while it is less so in many Latin 
American and Asian countries. One 
of the favorite topics among market 
researchers in developed countries is 
the con version re searc hers hav e 
undergo ne from information 
providers to solution providers- pre­
senting valuable insights directl y to 
the management of the client com­
pany. Those kinds of di scuss ions are 
a luxury unavailable tore earchers in 
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Asia. Issues such as finding quali­
fied researcher , the (im )poss ibili ­
ties of data collection, and the latest 
regulations impo sed by China's 
Central Government regarding mar­
ket research are often a greater con­
cern. 

Thi s art ic le aims to provide an 
overview of th e s tate of market 
research in Asia. Asia is a market of 
vast ly di verse countries, with strong 
differences in popul ati on size, geog­
raphy, culture and economic devel­
opment. Often for cultural reasons, 
finding one so lution for a research 
st ud y over severa l co untri es -
something many American c li ents 
req uire - is not always possible. 
However, deve loping technolog ies 
such as CATI, CAPI and Internet 
studie are increas ing the app li cat ion 
of consistent methodologies across 
different countri es. 

Cultural or economic constraints 
Until recently, market research was 

not so widespread in Asia; some 
wou ld say this was due to economic 
development, others wou ld say it was 
due to cu ltural differences, i.e., that 
Asians would not give open and hon­
est answers to strangers . This may 
certain I y have been the case in the 
Peop le's Republic of China, where 
not too long ago people might disap­
pear if they were suspected of pro­
vid ing information to enemies of the 
state. Nowadays Chin a is home to 
abo ut I ,000 resea rch agencies, vary­
ing from one-person outfits to glob­
al giants such as ACNie lsen, GfK 
and Taylor Ne lson Sofres. 

While most topics are fair game 
for market research data co ll ection 
some aren't. For examp le, questions 
about policy issues and polls about 
the popularity of President Ji ang 
Zemin are still clearly off limits. 
Most Chinese research agencies 
adopt measures of self-censorship 
when designing questionnaires, sim­
ply because they do not want to get 
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into trouble. In Au g ust , Chinese 
authorities issued new regulations on 
the conduct of market research , 
re tricting the activities of research 
agencies. Some major criteria are the 
approval of the questionnaire, includ­
ing post-pilot revi sion s, and the 
approval of final data. The latter con­
dition especially has created di scon­
tent amongst many U.S.-based oper­
ator , many of then using non-dis­
closure articles in their contracts. I 
would view this very much as a tem­
porary measure. China has changed 

intern ational busines comm unity. 

Methods of research 
When considering the size and the 

limited infrastructure of many Asian 
countries, conducting a nat io na ll y 
representative face-to-face stud y 
forms a challenge that yo u may pre­
fer to avoid . Nevertheless, face-to­
face re earch is by far the most often 
applied method of research (certai n­
ly there is no shortage of face-to-face 
interviewers !), most of the studi es 
being confined to urban center . Mai I 

struct ure has great ly improved in 
Asia; any serious business now has a 
telephone line, making business-to­
business research by telephone 
re earch technically possible in vir­
tually any Asian country. However, 
interv iewing consumers by telephone 
is sti ll a lot more difficult. In many 
countri es the telephone penetration 
amo ng hou eho ld with rea onable 
in comes (the targets of many 
research buyer ) are 60 percent or 
hi gher, but most often there are no 
(up-to-date) telephone directories 

~ Jaga[L Singapore Hong Kong Australia Taiwan Korea Thailand 

82% 
2,740 

China 

87% 
860 

India 

79% 
340 

Response* 29% 52% 39% 34% 82% 68% 
GNP** 36,575 30,940 24,440 21,385 12,740 10,265 
* Response is defined as the number of successful interviews divided by the number of interviews + refusals 
* * Gross national product per capita in US$, 1996 figures from the Economist 

dramatically over the past 15 years, 
something that is often not recog­
nized in the U.S. , and will continue 
to do so. With it current economic 
development and desired entry into 
the World Trade Organization, China 
will simply have to follow certain 
rules that are common practice in the 

Truly Global 

services are not always reliable, mak­
ing postal surveys simply not feasi­
ble in many countries. Never mind 
people returning it ; in many cases it 
won't even be deli vered . A response 
rate of 7 percent is often con idered 
acceptable. 

Howe ve r, the telephon e infra-

avail abl e . Random digit dialing can 
be an expensive o luti on if the com­
position of the numbers is not 
known, resu ltin g in many wrong 
numbers when RDD is used. More 
importantly, an overview of who has 
a phone and who does not is not 
always available, so a sample frame 

We can give you the world - or just the part you need. 
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cannot be made and one cannot apply 
weighting. 

Bu t resea rc h by te leph one has 
made inroads in Asia. As ians are not 
so di ffe rent fro m Westerners: when 
you address them properl y and in a 
polite way, and empl oy we ll trained 
and kn ow ledgeabl e interviewers, 
response rates are good - often even 
hi gher th an in Wes tern co untri es. 
Thi s is espec iall y true fo r business­
to- bu s in ess resea rch. Many loca l 
research compani es wi II use pencil ­
and-paper telephone resea rch, while 
th e inte rn ati o na l pl aye rs a re a ll 
sw itching over to CAT!. 

CATI is definit e ly on th e ri se . 
CAP! is being used more often. And 
in the more economi ca ll y advanced 
co untri es ex perim ents with Web­
based interviewing are be in g co n­
ducted. Internet penetrati on in Hong 
Kong and Taiwan is on a par with 
E uropea n leve ls (s till behind th e 
USA) and the Singapore government 
wants to have all households linked 
to the Internet within three years. A 
recent deve lopment is the creati on 
of CAPI @HOME by Gallup Korea, 
us in g th e mode l and s upp ort of 
NIPO, an Amsterdam-based research 
age ncy, to create a nat ionall y repre­
sentati ve panel of PC owners. 

Response rates 
Comparing non-response rates on 

face- to-face research ac ross di ffer­
ent countri es can be di fficult ; often it 
is defin ed in diffe rent ways or simply 
not reg istered at all. The best way of 
co mp arin g no n- res po nse across 
countri es is by comparing telephone 
research, preferabl y of a multi-coun­
try study being conducted from one 
central locati on (by nati ve-s peaking 
inte rviewe rs). Hence , th e se t up , 
bri efing, instructi on and supervision 
of interviewers, and the CATI pro­
gram are all identi ca l. In recent years 
our firm has conducted thousands of 
bu s in ess- to-bu s in e ss inte rv ie ws 
usin g CAT! in As ia, fro m Indi a to 
Japan to Australi a, and in many cases 
fo r Ameri can cli ents. Earli er thi s year 
we conducted a survey among 3,500 
IT dec ision makers in nine countri es. 
Because of the low response rates, IT 
studi es are generall y regarded as the 

a 
• No other tabulation and analysis software on 

the market approaches tasks in the powerful 
way of MERLIN, the "industrial-strength " 
tabulation system. 

• No other tab system imports such a wide vari- .....t•tM~t-­
ety of file formats including many CATI systems. 

• No other tab system allows full manipulation of tables as well 
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• No other tab system has all of the "extras" already built in. 
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most challenging studies in Western 
countries, but in most Asian coun­
tries thi s target group is not yet over­
surveyed. In many countries inter­
viewing thi s target group is not a 
problem and the non-response rates 
correlate greatly with the degree of 
economic development, as demon­
strated in the table on page 28. 

Taiwan (and to a lesser extent 
Singapore) is an exception because 
of the importance of IT to the econ­
omy of the country. Most Taiwanese 
respondents are interested in the sub­
ject and likely to cooperate in a sur­
vey. Although it i sometimes diffi­
cult to conduct telephone re earch 
from Hong Kong into India due to 
the poor quality of the telephone 
lines, listen ing in to CATI interviews 
can be very am using: 

Interviewer: " Exc use m e, s ir, 
which company services your com­
puter hardware?" 

Respondent: "It is my brother. He 
lives around the corner and he can 
usually come over when I call him." 

Interviewer: "OK. And can you 

give him. a score from I to 5 please 
(on which I is lo w, etc.)" 

Respondent: "Oh yes, he is not 
bad . He used to work for a much big­
ger company, but now he I i kes to 
work for himself. " 

Interviewer: "So, on a scale from 
1 to 5 ?" 

Res pondent: "Oh yes, I give him 
a 10 if there is a 10. But I don ' t like 
hi s wife very much though. I give 
her a 3." 

Telemarketing 
A ian res ponde nt s a re no t ye t 

weary of research and the market 
hasn' t been spoiled yet by telemar­
keters. However, in the more devel­
oped countries thi s may be just a 
matter of time . Basica lly there is 
noth ing again st te le ma rk e tin g, 
despite the di spleasure of many mar­
ket researchers towards these i nfor­
mation gatherers (or are they, after 
a ll , ju s t s imple sa les peo pl e?). 
Te lemarketin g is th e natura l col­
league of telephone resea rch, pro­
vid in the telemarketin com ani es 

Over 25 years of Hispanic & Latin 

With over 25 years' experience in the 
Hispanic market, SRC offers a 
multicultural staff of bilingual modera­
tors (Spanish , Portuguese and English) 
who cover the US Hispanic market 
and Latin America. 

That multinational experience has 
lead to the development of innovative 
group techniques that shed light on 
the subtext of group discussions -
the specific cultural differences of 
Hispanic respondents. 

Specialized cultural knowledge 
comes through in the final product -
analysis and interpretation. Our 
moderators won't just report what 
was said - they'll help you determine 
what it means. 

r1M~stegy flesearch 
()l$)\j Corporation 

A Market Facts Company 

www.strategyresearch .com 
100 N.W. 37th Avenue. Miami, Florida 33125 

Tel. (305) 649-5400 Fax (305) 643-5584 

cl ea rl y indi cate the purpose of the 
ca ll - sa les and not resea rch. In 
Hong Kong such a di stincti on is not 
always necessary- before yo u have 
the chance to pose a ques ti on, the 
promoti on has alread y been offered. 
In co mpari so n to th e Neth erl and s 
(my nati ve country), the average tele­
marketer is very straightforward and 
telemarketing is being appli ed very 
frequentl y in Hong Kong. Mos t tele­
marketing compani es operate out of 
small backya rd rooms with a lot of 
sal espeople. The bi gges t nui sance is 
that the hi gh frequency and low qual­
ity telemarketing is spoiling the mar­
ket for telephone research. 

Stra tegic advice and consultancy 
in Hong Kong and China 

Market resea rch in China is main­
ly conducted for multinati onal co r­
porati ons; thus fa r most loca l com­
pani es do not use market research. 
Thi s reflects the business strateg ies 
of Chinese companies, who are more 
sales-dri ven than marketing ori ented. 
Consequently the informati on needs 
of loca l companies are bas ica ll y con­
fin ed to "What does the competiti on 
do, what are their pri ces, di scounts, 
most important c li ents, di stributi on 
channels," etc. Many want thi s info r­
mati on on an indi vidu al co mpany 
leve l, so me thin g th a t a ma rk e t 
resea rch agency is not a ll owed to 
deliver. Info rmati on about customers 
and markets is much less in demand . 
Ma ny co mpa ni es, es pec ia ll y in 
Mainl and China, (s till ) perce ive the 
market as a se ll er 's market and not a 
buyer 's market. 

Mos t co mp ani es may loo k fo r 
direct in fo rmati on about the compe­
tition. But sometimes advice is as ked 
for that exceeds the common know l­
edge of market research compani es . 
One of my first bri efin gs in Hong 
Kong was at one of the largest con­
structi on enterpri ses. They intended 
to build an o il refin ery in Fuj ian, 
China. Thi s plant wo uld mainl y pro­
du ce fo r th e ex port mark et, with 
imported oil fro m the Middle Eas t. 
The inform ati on needed was clear: 

30 www.quirks.com Quirk's Marketing Research Review 



How would the world oil price devel­

op over the co urse of the coming 

years? Would there be a market for 

this China product? And would the 

investment be profitable , based on a 

number of assumptions? Like any 

self-respecting research agency, ACR 

likes to deliver consultancy and 

advice as well as information but in 

this case we had to decline this pro­

ject. 

The role of market research 
While the discussion about the role 

of market research within the infor­

mation service industry is not con­

fined to developed economies on ly, 

in the lesser-developed Asian coun­

tries it has to be preceded by exp lain­

ing its function. The function of mar­

ket research is clear: the delivery of 

information for making marketing 

decisions. Which role market 

research has within this decision 

making process is determined by the 

expertise to translate information 

into management options . The 

opportunity to present these options 

to the highest management levels 

depends on the company that buys 

market research, the function and 

importance of inform ation within 

that company and the offering of the 

market research agency. Most agen­

cies deliver information , some try to 

package it with strategic advice and 

enter the market of cons ultancy. Of 

course it is possible to take a small 

s li ce of that market, but most local 

research agencies simply do not have 

the knowledge and expertise of the 

big g loba l consu ltin g firms a nd 

(increasing ly) accounting compa­

nies. 

In Asia we try to deliver market 

research at a higher level for our 

clients. However, the discussion 

about the role of market research is 

less relevant as long as many local 

companies do not know what the 

function of our industry is. Taking 

the pace of economic development of 

Asian economies into account it wil l 

be just a matter of time until they 

understand it. r~ 
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International Research 

Editor's note: Rene N. Bos is 
research director at NIPO, The Market 
Research Institute, Amsterdam, the 
Netherlands. He can be reached at 
rene.bos@nipo.nl. or at 31-20-522-
5444. 

I
n early 1999, after two years of 
development, our firm, NIPO, 
launched a new methodology of data 

collection for market and opinion 
research: NIPO CAPI@ HOME. It is a 
methodology which uses a database of 
10,000 Dutch households, or some 
25,000 individuals, all of which have 
a PC at home and have agreed to par­
ticipate in research projects using their 
home PC. Each PC has been equipped 
with our proprietary data collection 
software (ODIN) and all households 
have been fully briefed and trained on 
the use of thi application, which 
involve filling out questionnaires that 
are sent to their homes by modem or 
via the Internet. 

Since reaching operational status 

By Rene Bos 

earlier this year, we have already com­
pleted some 250 ad-hoc market 
research projects and opinion polls and 
some 40,000 omnibus interviews by 
means of our NIPO CAPI@HOME. 

This article 's objective is to explain 
why we are convinced that this 
methodology represents a new era in 
data collection. First, we will explain 
the background and motives for devel­
oping the new method. Second, we will 
get into more detail how it works and 
which applications we have found it 
particularly suitable for. Third, we will 
deal with a number of important issues 
and conditions for success, like respon­
dent retention, and the need for incen­
tives. We will close with a look at what 
the future may hold. 

Combination of circumstances 
The development of CAPI@ HOME 

has been made possible by the combi­
nation of circumstances in market 
research that are forcing us to rethink 
conventional ways of data collection, 

and socio-technical changes. 
The factors that forced us to rethink 

current methodologies include: 
• Decline in response-rates. At 

NIPO, as elsewhere in many parts of 
the world, we are experiencing declin­
ing response rates for both telephone 
research (CATl) and face-to-face inter­
viewing (CAPI). Despite all imagin­
able technical and non-technical mea­
sures, we are facing a downward trend 
that seems difficult to stop. This has led 
to a situation where a 30 percent 
response rate (without recontacting) in 
both CATl and CAPI research is no 
longer exceptionally low. Of course, 
this is a major cause for concern. 

First, because response rates of this 
magnitude and lower raise questions 
about the representativeness of our 
studies. Who are the people who are 
still willing to respond in our surveys? 
Are they different from those who 
refuse to do so? The lower the response 
rates, the more important these ques­
tions become. Ultimately, it would 
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result in the need for heavy reweight­
ing of virtually every study, and even 
the situation where the reach of certain 
target groups such as higher-educated 
singles or dual income couples has 
become so minimal that it would affect 
the validity of the re search to a 
methodologically unacceptable point. 

Second, because it threatens to affect 
the speed with which field work can be 
set up and carried out for our cus­
tomers, and third, because it negative­
ly affects the costs of research. 

• The interviewer factor. Another ele­
ment that forces us to rethink current 
methodologies is the interviewer fac­
tor. Good interviewers nowadays are 
difficult to find and recruit, and even 
harder to retain. One cause for thi s is 
the boom in ca ll ce nters in many 
urban areas . Call centers fo r research, 
direct marketing, and company help 
desks have become very popular, and 
they are all fi shing in the same pond 
for interviewers or age nts: usuall y 
higher-educated young people, often 
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uni versity students with good com­
muni cati on skill s. In additi on, the 
booming Dutch economy has made 
part-time jobs eas il y ava il able any­
where, adding to the shortage of qual­
ified interviewers. 

The e people are not moti vated by 
pay alone. They also want to enj oy 
their work as an interviewer and like to 
have pleasant and intelligent conver­
sations with their respondents. It does­
n' t take much imaginati on to under­
stand their frustrati on if they spend a 
lot of their time key ing in reasons fo r 
non-response instead of conducting 
proper interviews. This adds to the dif­
ficulty of retaining these valuable peo­
ple. Not to mention the understand­
abl e rei uctance to go door-to-door 
(often in the rain ) to conduct face-to­
face interviews. 

In addition, in the Netherl ands, as 
in other countrie , the authoriti es want 
to fo rce research agencies to pay social 
security benefits on top of interviewer 
wages, which would add to the costs of 
field work, as do the costs of recruit­
ment, which becomes more and more 
di fficult. 

But there are also other sides to 
the interviewer fac tor. Interviewers 
ca n introd uce inte rv iewe r bi as, 
despite countermeasures like bri ef­
ing, training and instruction. Bes ides, 
it is not always abso lutely necessary 
from a methodolog ica l point of view 
to have an interviewer conduct the 
in terview. 

• Pri vacy leg islati on. A third fac­
tor th at forces us to rethink current 
meth odolog ies is pri vacy leg isla­
ti on. As a res ult of the boo m in all 
kind s of te lemarketin g, law makers 
in the Netherl ands and elsew here in 
Europe are tightening pri vacy Jaws 
and reg ul at ions. Th ese Jaws will 
make it more and more di fficult to 
a pp roac h po te nti a l res po nd e nt s 
without their prior written consent 
or at least without pre- noti f icati on 
letters. The database (bl ac kli st) of 
peo pl e w ho do no t w is h to be 
approached fo r any kind of market­
ing or resea rch ac ti vity, effec ti ve ly 
also prohi bitin g leg itim ate research 
agencies fro m contac ting them, is 
grow ing dail y. Thi s factor also neg­
ati ve ly affec ts represe ntati ve ness, 
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as we ll as cos ts. 
The fac tors that enabled the devel­

opment ofCAPI @HOME: 
• Dutch households become wired 

rapidl y. When we started our comput­
er-ass isted Telepanel 15 years ago 
(with PCs prov ided to the households 
by us), computer penetration in Dutch 
households was ve ry low. Now, it 
approaches 60 percent. And though the 
number of Dutch households that are 
connected to the Internet is still lagging 
at just below 20 percent, there is an 
unmi stakabl e trend towards on-line 
penetrati on to levels th at are now con­
sidered normal fo r the te lephone: vir­
tuall y I 00 percent fo r businesses and 
households alike. 

• Increased computer literacy. With 
ri sing computer and In ternet penetra­
ti on, we also see a growing familiari ­
ty with computers and increas ing com­
puter literacy. At first, many segments 
of the audience were reluctant to touch 
a PC, let alone to purchase and to use 
one . We now see th at e lderl y and 
lower-educated segments of the market 
are also getting used to the phenome­

viewers (telephone and face-to-face 
alike) only have a limited time window 
durin g whi ch it is appropri ate to 
approach households or businesses for 
interviewing. Time reasons account for 
almost half of all non-response . In 
most cases, consumers ideall y should 
be approached at night, to try to ensure 
representati veness of the sample, but 
not later than 9:30p.m. And we would­
n' t dare approach them on Sundays. 
Face-to-face interviewers encounter 
the same problems, aggravated by the 
grow ing reluctance people have to 
answer their doors at ni ght, especially 
in urban areas . Interviewers them­
selves are also not too keen to walk 
around certain areas at night carrying 
a $2,000 laptop computer. 

A recent internal study showed that 
in fac t many people do have an inher­
e nt willin g ness to parti c ip ate in 
research, but under certain conditions. 
They want to know that it is genuine 
research, not a sales pitch. They want 
to know the study is being conducted 
by a legitimate research agency. They 
would like to be pre-notified that they 

may be approached for research. And 
most importantly, they would like to 
decide themselves when they answer 
the questions. Using in-home CAPI, 
that can be at 9 a.m. on Sunday or even 
in the middle of the night! 

It is very difficult with convention­
al methods of data collection to over­
come the challenges to respondents' 
wi IIi ng ness to parti c ipate . But 
CAPI@HOME can. We avoid the ele­
ment of surpri se; respondents know 
the research is leg itimate ; and they 
have the option to answer the ques­
tions whenever they like. 

The development of CAPI@ HOME 
Some five years ago we started to 

continuously register household com­
puter and Internet penetration in all 
our forms of data collection. The initial 
purpose was to monitor the develop­
ment of this penetration and to con­
duct ad-hoc research on specific target 
groups. 

Two years ago we developed the 
idea to putting this giant database to 
work for us. Experiments were con-

non and ~ though at a lower rate~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

getting wired as we ll. We are con­
vinced that in terms of representati ve­
ness as well as familiarity and accep­
tance, computers and the Internet are 
and will be methodologicall y useful 
too ls fo r research ~ if used correctl y. 

• The reasons fo r non-response hold 
the key. Let's turn back to the reasons 
for non-response. Over the years, we 
have studied the development of the 
reasons fo r non-response fo r all meth­
ods of data co ll ecti on. Refu sals have 
s how n a s i g nifi ca nt in c rease, 
amongs t our targe t gro ups~ co n­
sum ers and profess i o n a l s ~ fo r a 
va ri ety of reaso ns . 
One important reason is th at th ere 
is a grow in g di s lik e of co ld -ca ll 
sa les tec hniqu es, and with thi s, a 
g row in g s us pi cion towa rd s every 
contact attempt ~ even when it is fo r 
genuine market research or opinion 
polling. So unless the respondent can 
be convinced immediately that you are 
not trying to se ll anything, yo u are 
increas ingly likely to end up with a 
refusal. 

A second important reason for non­
response is related to the fac t that inter-

Having Trouble Communicating 
With Your Field Service? 

November 1999 www.quirks.com 35 



: ~ 

Eagle 
Research 
"The More Responsive Custom Market Research Company" 

The staff of Eagle Research provides professional research services 

in both Denver and Atlanta ... 

Qualitative Services 

Atlanta 

• Two focus group suites • Four focus group suites 

• Mu lti-use auditorium (seats 30) • Multi - use auditorium (seats 75) 

• Separate client lounges • Separate c li ent lounges 

• New Denver West location • One-on-one room with mirror 

• Experienced staff • Experienced staff 

• I 00% va lidation • I 00 % va lidation 

• Comp limentary video/audio taping • Comp limentary video/audio taping 

Quantitative Services 

Cutting-edge Technologies Resea rch Services 

• 96 station CATI phone centers • Tracking 

• Quantime and ACS-Query • Advertising awarenes s 

• 55 station CD sound cards • Customer satisfaction 

• TVR and in-bound 800 • Attitudina l research 

• NCS scan nin g • Va lues and lifesty les 

• Remote monitoring • New product deve lopment 

• Phone-(mai l, fax, email)-phone • Packaging and design 

Contact Us 

... Experience 

Outstanding Quality and 

Total Client Satisfaction. 

Christine Farber 
Vice President 

Denver 
303-980-1909 
Fax: 303-980-2270 

chri tinef@eagleresearch .com 

a C Q~ company 

Joel Reish 
Vice President 

Atlanta 
770-395-6090 
Fax: 770-671-9708 

jreish @eagleresearch.com 

ducted to evaluate willingness of the 
households and their members to par­
ticipate, and the conditions under 
which they would do so. We experi­
mented in recruitment and many tech­
nical issues like communication and 
compatibility. And so we recruited the 
participants from our own proprietary 
database. 

Obviously, our experience with our 
Telepanel proved very helpful in the 
development. But again, 
CAPI@HOME is not a giant 
Telepanel. It is a database. A large 
amount of data has been gathered 
already from the I 0,000 households 
(and their members) that have agreed 
to participate, including size and com­
position of household, age, gender and 
education of all members of each 
househo ld , soc ial class, life cycle, and 
a variety of behavior, penetration and 
incidence variables. All of this data 
can be used for selection of samples for 
research. Obviously, not all I 0,000 
households need to approached for 
every study. 

Questionnaires are programmed at 
our firm and distributed to the select­
ed sample by modem or via e-mail. 
Usually, we will send a pre-notification 
letter either by e-mail or conventional 
mail. This letter, as does the introduc­
tion to the questionnaire, clarifies for 
whom within the household the ques­
tionnaire is intended. This can be either 
a specific person or the person respon­
sible for the household shopping, for 
instance. The introduction also clarifies 
the deadline and other essential infor­
mation needed for completing the 
questionnaire. After the questionnaire 
has been fi lied out, the respondent 
establishes contact with the NIPO serv­
er in Amsterdam and sends the data 
back either by modem, by e-mail or via 
the Web, depending on the technical 
set-up. 

This approach offers several advan­
tages. First of all, the quality of data is 
high because respondents needn't 
hurry to finish the interview in five or 
10 minutes . They can take their time, 
even look up items such as bank state­
ments if required. They can even tem­
porarily break off the interview for 
lunch, or for two days, after which they 
can pick up where they left off. In the 
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absence of an interviewer, there is a 
help desk the respondent can turn to for 
project-spec if ic questions or technical 
pro bl e m s th ey m ay e nco unte r. 
Obvio us ly, th e re is a lso an o n- lin e 

he lp-screen with instruct ions fo r each 
questions, as well as an FAQ sheet. 

Second, the response rates are very 
high. Usuall y in the area of 85 percent 
- within one week, with very often 
40-50 percent w ithin one day! Re-con­
tacts, by e- mail , te lephone or mail , a re 
poss ibl e but hardl y necessary. With 
these hi gh response rates, we have a lso 
so lved the iss ues of se lec ti ve no n­
respo nse w hi c h a re typ icall y fo und 
a mo ng o ne- pe rson ho useho lds, and 
workin g people, especia ll y working 

co upl es, for in s ta nce. These hi g h 
response rates contribute to speed, rep­
resentati veness, and reduced cost per 
interview. 

A third ad vantage is the e limination 
of pote nti a l interv iewer bias, as di s­
cussed above. A nd with the writte n 
consent we have from a ll partic ipants, 

we have safeguarded ourse lves aga inst 
any current or future pri vacy law. 

Applications 
Obviously, the database can be uti ­

li zed fo r studi es that requi re large sam­
ples . But a more frequent requirement 

is to conduct studi es among specifi c 
target g roups- such as owners of cer­
tain makes of automobil es, o r midd le­
aged women, people who like garden­

ing o r have been on a vacation to a far­

away continent. The reducti on in costs 
and time as a result of the reduced need 
of screening is obvious. Thi s method 
has already enabled us to conduct stud­
ies hitherto prohibiti vely ex pensive 
and time-consuming. 

Conditions for success 
Of course, there are a number of crit­

ical fac tors that dete rm ine success or 
fa ilure. The cha ll enge is to f ind the 
ideal frequency of contacts (again , thi s 

is not a panel approach !) . On the one 
h a nd res p o nd e nt s s ho uld no t be 

approached so often that we run the 
risk of fa ti guing the m or turning the m 
into " profess io na l" respo nde nts fo r 
whom parti c ipati on becomes a routine. 
But we must contact them frequentl y 
enough to keep the m ac ti ve parti c i-

Graph 1 
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pants in the database. Curre ntl y we 
a im at one contact (inte rview or set of 
interviews) per househo ld each four 
weeks, but thi s varies, obviously, as 
does the average duration of each inter­
v iew, w hi c h we wa nt to limit to 
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approx imate ly 25-30 minutes. 
Essenti a l in the continued participa­

ti on i the convenience for the partic i­
pants of data communi cation and the 
u er-friendliness of the data collection 
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software. 
Incentives are necessary to retain 

respondents. Currently, we employ a 
mixture of incentives. These can be 
gift vouchers for department stores in 
the respondents ' area, a small gift to a 
choice of charities and, something we 
have recently added, a irmil es. 
Typically we award one gift voucher 
(of approximately $5) for each inter­
view. But of course we also try to build 
rapport with the respondents, to ensure 
their commitment, using things like a 
newsletter with highlights from and 
background on research project , and 
newspaper clippings of articles based 
on the research. 

Implications for questionnaire 
design 

Obviously, the fact that the inter­
viewer has been eliminated from the 
process and the respondents them­
selves read the questionnaires from 
their screens has implications for ques­
tionnaire design. The most important 
implication concerns questions that 
require unaided answering, such as 

Graph 2 
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also be applied. 

spontaneous brand and advert isi ng ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
awareness. In a face-to-face situation, 
questions such as these can be pre­
coded for convenience of the inter­
viewer and for ease of further process­
ing. Using in-home CAPI, these ques­
tions cannot be accompanied by pre­
coded answers; respondents have to 
type in the answers themselves. 
Another issue in questionnaire design 
is preventing the possibility scrolling 
back (where necessary), to avoid mis­
guided correcting or adding of answers 
to previous questions. (lf a respondent 
has made a mistake and wishes to cor­
rect it, there is always the option to 
mention that in a remark at the end of 

give researchers the option to select 
samples that are representative on a 
number of major variables such as 
region, size and composition of house­
hold , age, gender and social class. And 
if necessary, reweighting of results can 

The key issue, however, is the que -
tion whether the exclu ion of non-PC 
owning households introduces a bias in 
the database. We still ee some differ­
ences between PC-owning and non-PC-

the questionnaire.) 

Representativeness of results 
An important issue is that of repre­

sentativeness of results. Our database 
of I 0,000 Dutch households cannot yet 
be considered fully representative of all 
Dutch households because non-PC­
owning households have been exclud­
ed from the sample. But, as we argued 
before, this is a temporary situation 
and bound to improve soon . 

But the size of the database does 
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Graph 3 
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owning households, such as penetra­
tion figures for high-tech appliances, 
and also in attitudes and behavior with 
respect to purchase and usage of high­
tech equipment in the household . This 
is a possi ble but temporary limitation 
of the database. But on the other hand, 
it enables easy recruitment of owners 
of many brands of PCs or electronic 
organizers. 

However, in many instances, dif­
ferences in characteristics, attitudes, 
behavior, penetration and incidences 

cleaner 

. CAPI 

between an ordinary sample of Dutch 
household and their members and 
that of a CAPI@HOME sample that 
has been controlled for the variables 
mentioned above are minimal or non­
significant. Graphs I, 2 and 3 illus­
trate this. 

The graphs refer to an internal study 
we conducted last year to compare 
the results of a conventional cross­
sectional study among adults 16 years 
and older by means of CAPI with that 
of a sample from our CAPI@HOME 
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database, drawn to be nationally rep­
resentative on variab les such as 
region, social class, age and gender. 

In Graph I we see that the level of 
worry about a number of contempo­
rary socia l issues is virtua ll y the same 
in both samples. The same applies to 
the purchase level of ordinary articles 
such as shampoo and deodorant, as 
illustrated by Graph 3. Graph 2 shows 
the similarity of both samples in 
everyday behavior such as TV view­
ing and newspaper readership. 

However, it is important to note that 
national or cross-sectional represen­
tativeness is not always a study's 
requirement. Very often, research pro­
jects have to be conducted among spe­
cific target groups, where cross-sec­
tional representativeness is not a key 
issue. For studies such as these, 
CAPI@HOM is an effective 
methodology, as the database gives 
researchers many variables that can be 
used for respondent selection and 
recruitment. 

Future developments 
CAPI@ HOME is currently limited 

to the Netherlands, but in principle 
this methodology is without bound­
aries, so the application is possible in 
a multi-country setting as we ll. Also, 
the method is feasible in a business­
to-business setting, CAPI@WORK, 
which we are developing. 

Of course, more conventional 
methodologies such as CATI and 
face-to-face CAPI research wi II 
always remain necessary. So we are 
developing a new approach for CATI 
research (CATI@HOME) with 
improved attractiveness to potential 
interviewers (because they can work 
from home) combined with all other 
advantages of modern CATI applica­
tions such as remote listening in, field 
work and quality control. 

Research is a wonderfu l and chal­
lenging profession and the opportuni­
ties for future development are end­
less. They always have been and def­
initely will continue to be as the per­
sonal computer keeps revolutionizing 
our personal and business lives. rf.IJ 
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lnternetResearch 

Editor 's note: Albert Angrisani is 
pres ident and CEO , and Te rri 
Flana gan is di vis ion pres ident, 
Customer Loyalty Management, at 
Total Research Corporation , 
Princeton, N.J. They can be reached at 
609-520-9100. 

Although most of us are just begin­
ning to think about raking leaves 
and chipping frost from our wind­

shields, retailers have been preparing 
for the holiday shopping season for 
months. They are looking to outdo last 
year 's figure s in the mid st of an 
increasingly competitive environment. 
In addition , industry analysts are pre­
dicting a surge in e-commerce sales 
again this holiday season. 

Some of those brick-and-mortar 
merchants (as well as catalog mer­
chants) are assuming that customer 
loyalty on the tore front will translate 
into customer loyalty on the "e-front. " 
Yet as Business Week noted in its 
September 6 issue, "When old-econo­
my companies have tried to beat their 

42 

Net ri vals at the new game, it has usu­
all y been the upstarts that prevail ed." 

Why the di sparity? Too many com­
panies enter the world of the Internet 
without doing the necessary market 
research legwork. As a result, they may 
make a sumptions about their on-line 
market base that can prove detrimen­
tal to customer loyalty. E-commerce 
on the Web is still a relati ve ly new 
medium (or di stribution channel) and 
the same old rules don' t always apply. 
In order to survive on-line, companies 
must first survey their potenti al on-line 
constituency to move beyond the gen­
eral myths that threaten success. 

Myth#]: Everyone is on the Net. It 's 
just important to ge t something up 
there. 

There are very few businesses today 
that do not have a Web site. Often, out 
of fear of being left behind and a strong 
sen e of urgency, some compani es 
have quickly developed Web sites j ust 
fo r th e sa ke of hav in g o ne. 
Unfortunately, the theory that just hav­
ing a Web presence is more important 

than taking time to consider the va lue 
offered to the customer couldn ' t be fur­
ther from the truth. A negati ve on-line 
experience may impact the customer's 
ove ra ll imp ress ion of a co mpany, 
which could result in a loss of cus­
tomers at the off- line venue (catalog or 
retail location) as well. 

Of course, there are also those com­
panies that take the time to deve lop 
flas hy Web sites , ri ch with text and 
color. Beli eve it or not, those Web sites 
coul d be impacting sales negati vely as 
well , if the company doesn' t first have 
a good handle on what it is their poten­
ti al and current customers want. The 
onl y way to find out what customers 
want, of course, is to as k them. In thi s 
case, conduct ing a customer loyalty 
study can he lp determine if ex isting 
customers will translate into e-com­
merce customers and what portions of 
thee-shopping experi ence will affect 
business most. 

Companies mu st understa nd that 
consumers shopping on-line may have 
a very different agenda, or experi ence 
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preferences, than consumers going to 
storefronts. It is critical to ascertain 
those preferences. 

For examp le, Di ane is a lo ya l 
Company X customer within the store­
front setting. However, she is not at all 
comfortable with the idea of shopping 
on-line. If Company X, which sell s 
gourmet food and cooking equipment, 
launched an e-commerce site, market­
ing it to Diane would have been a 
waste of money. On the other hand, 
had the company asked her, or people 
like her, marketing would have known 
that Diane would find a Web site with 
recipe suggestions, store hours, loca­
tions , and in-store sales very useful. In 
fact, she'd be more willing to shop at 
tore offering such a Web site. 

On the flip side, Dan has been on 
Company Y's catalog mailing list for 
four years and has made three pur­
chases. He likes the product selection 
Company Y has to offer, but even when 
he sees items he'd like to purchase, he 
never seems to make the call to order. 
Company Y might be interested to 
know, however, that ever ince his aunt 
talked about how easy e-commerce 
made her holiday shopping last year, 
Dan and his credit cards have given 
on-line stores a work-out. And , the 
more he thinks about it, if Company Y 
was on-line, he might actually place a 
few more orders with them too. If only 

Company Y knew. 
Companies doing the research 

beforehand may be surpri sed to find 
out the true constituency of its on-line 
customers . Once found, these on-line 
shoppers may sti ll be seeking some­
thing much different within an on- line 
environment than they want in the 
store. Either way, as long as the cus­
tomer is given a voice, a company can 
enhance its Web site where appropriate 
to provide exactly what the customer 
desires in terms of shopping experi­
ence, pricing, product offerings, and 
services. 

Myth #2: If I do an on-line survey, I 
don't need traditional research meth­
ods anymore. 

An on-line loyalty survey should not 
run in a vacuum. Research should be 
conducted concurrently with the tradi­
tional off-line customer base as well. 
Results from each respondent set 
hould be compared and steps should 

be taken in the appropriate environ­
ments to meet the needs of the cus­
tomer. 

It is important to note, however, that 
the on-line survey brings to the table a 
unique set of benefits. Perhaps most 
important in the fast-paced world of the 
Internet are the timely reports garnered 
from an e-survey. Executives can 
download up-to-the-minute, real-time 
reports whether they are sitting in a 
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hotel room or the boardroom. 
Myth #3: I just need to m.easure sat­

isfaction with my hrand. 
This issue is not unique to on-line 

research. Companies are sti ll struggling 
with customer satisfaction surveys ver­
sus customer loyalty surveys . The 
inherent problem with the customer sat­
isfaction survey is that although it tells 
a company how satisfied a customer is 
with the goods or services he receives, 
it doesn't give any indication of how 
loyal to the brand that customer is. A 
satisfied customer cou ld sti ll switch to 
a competitor ' s product for the right 
price, the right feature set, or the right 
spec ial offer. 

Unlike a satisfaction study, a loyalty 
study will look at how the company is 
doing in compari son to the competi­
tion. This data will point out potential 
threats to customer loyalty. Hence, a 
loyalty study will help determine what 
needs to be done to engender loyalty 
that is less likely to be swayed, regard­
less of what the competition may do.ln 
the on-line world, it may be something 
as si mple as a section of the site dedi­
cated to allev iating fears about sharing 
credit card information on-l ine­
someth ing Web-giant Amazon.com has 
instituted recently. 

Myth #4: This on-line survey is my 
chance to ask them everything I ever 
wanted to know. 

Never overburden respondents, par­
ticularly in an Internet environment. 
The b nefit of a Web survey on the cor­
porate end is, of course, the speed at 
which a company can collect informa­
tion - that same speed applies on the 
respondent end as well. 

Traditional survey techniques are 
being met with a higher refusal rate. 
Meanwhile, researchers are finding that 
giving Web-savvy respondents the 
opportunity to participate in an on-line 
survey at their own convenience is pro­
ducing stronger response numbers. 
However, if those on-line surveys are 
too le ngthy and time-consuming, 
response numbers will begin to decline 
there as well. 

Myth #5: I need to do my on-line loy­
alty survey in time for holiday shop­
ping. Good thing it\ an instant medium. 

Although on-line surveys equal expe­
diency, it's tempting to move too fast. 
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Ju mping into a loyalty survey without 
ded icating some preparatory work to 
the project is ak in to walking through a 
minefield. It is imperati ve that compa­
nies exert the di sc ipline necessary to do 
the planning and preliminary research 
pri or to doing an on-line survey. This is 
not to say that there is a need fo r full ­
blow n foc us groups and months of 
research; however, there is a need to at 
least cull some background informa­
tion with a limited sample group. 

Researchers must keep in mind that 
asking a group of respondents a li st of 
irrelevant questi ons will be as useful as 
not conducting the study at all. For 
example, if Company X's cl ientele is 
most concerned about receiving their 
order in seven to I 0 days, it will not 
serve Company X to structure several 
ques ti ons around determining con­
sumers' product color preferences, i.e.: 
grape or red . Hav ing a prelimin ary 
understanding of what issues are of 
greatest concern to clients will ensure 
the most productive survey. 

Myth #6: fl l build it, they will come. 
Conducting a customer loyalty sur-

vey on a Web site without some form of 
enticement is not likely to lead to great 
results. Ideally, as with most survey pro­
grams, respondents should be offered 
some incenti ve in return for their par­
ticipation. If the survey is being used on 
an e-commerce site, for example, the 
offer could be as simple as a special on­
line preferred customer discount, free 
shipping, fas hion tips, recipes,. a fre­
quent-buyer point system, etc. If the 
survey takes place in a business to busi­
ness environment, the incentive might 
be a return of industry-specific data or 
survey results. 

Myth #7: I already have a database 
fu ll of information garnered f rom my 
Web site. lsn 't that enough? 

The basic information collected from 
a Web site won't paint a big enough pic­
ture of customer loyalty. It 's nice to 
know that 90 percent of customers click 
over to the blue jeans section of your 
site, but that doesn' t tell whether or not 
a good price on a competitor 's denim 
will lure 60 percent of them away. In 
addition, click rates may tell a compa­
ny that nine out of I 0 site vi sitors are 

not purchas in g the produ cts they 
inquire about, but it won ' t tell them 
why. 

A loyalty study is not just a survey 
placed on a Web site with a haphazard 
collection method. Wise researchers 
will use ex istin g-c ustomer and/or 
lapsed-customer databases to invite 
individuals to participate. Mea uring a 
customer's buying hi story against their 
loyalty survey responses will provide a 
more complete customer picture. This 
total package of information will enable 
a company to formulate practical plans 
for maintaining current customers, 
attracting new customers, and bringing 
lapsed customers back into the fold. 

Ahead of the curve 
Loyalty surveys, whether on-line, tra­

ditional or, optimally, a mix of each, 
allow marketers to apply market 
research to the Internet and more accu­
rately understand the needs of that new 
breed of consumer. A little legwork can 
go a long way in keeping marketers 
ahead of the curve, in an environment 
that change daily. r~ 
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I nternati onaiResearch 

Editor's note: For his annual contribution to the 
QMRR international research issue, QMRR 's West Coast 
ad rep Lane Weiss traveled to Egypt and Israel to inter­
view principals of research firms in both countries. In 
Egypt, our foreign correspondent sat down with 
Mansour El-Ganady, chairman, Market Insight 
Egypt, Cairo. In Israel, he spoke to Rafael Gill, 
managing director, PORI Public Opinion 
Research of Israel Ltd., Tel Aviv. 

Mansour EI-Ganady, chairman, 
Market Insight Egypt, Cairo 

QMRR: What are some of the most 
popular research techniques in Egypt? 

Mansour El-Ganady: Because we have 
European and U.S. experience both on the client 
and the supplier side, we are in a position to offer 
state-of-the-art research techniques. All of the tech­
niques that are offered in the U.S. are available here but 
because the market is an emerging market obviously the 
demand for sophisticated techniques is less than in 
mature markets. 

QMRR: Is Internet research viable in Egypt now? 
El-Ganady: Absolutely. An increasing number of 

clients and suppliers using it. 
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QMRR: What are some of the cultural factors to con­
sider when doing research in Egypt? 

El-Ganady: There are a lot. One of the main mistakes 
made by Europeans or Americans doing research in 

developing markets is that they tend to apply the same 
techniques as they use in their own countries. But 

here we have a huge number of social and cul­
tural factor to con ider, uch as the illitera­

cy rate, which i quite high. We have a 
low level of education; even those who 

are educated, their level of education 
is not the same as in other coun­

tries. The religious and political fac­
tors also come into consideration. 

QMRR: Does the threat of terrorism ham­
per the research process? 

El-Ganady: I don't think terrorism has any bear­
ing of the choice of market re earch techniques or the 

way research is being done. 
QMRR: What advice would you give to U.S. marketers 

who are considering conducting research in Egypt? 
El-Ganady: They have to talk to competent marketing 

research agencies about their marketing issues and leave 
the specification of research techniques to the local agen­
cies, because they know what i appropriate and what 
isn't. The American marketers shouldn't ask for what 
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they usually ask for in the States because we have to 
adapt techniques to the local situations. 

They have to consider that collecting secondary infor­
mation, what we call desk research, is very difficult 
here and this has to be compensated for by collecting pri­
mary information. I can only say what I said before: they 
should talk to professional market research agencies 
and see what is and what isn't appropriate for their spe­
cific project. 

QMRR: How has the marketing research community 

Rafael Gill, managing director, PORI Public Opinion 
Resea rch of Isr ael Ltd., Tel Aviv 

QMRR: What are some of the social or cultural factors 
to consider when doing research in Israel? 

Rafael Gill : Israel is a multilingual country. So when 
come to do research here you have to take into 

consideration that you may have to have ques­
tionnaires in Hebrew, in Russian, in Arabic. 
Most immigrants cope with Hebrew quite 
soon, so after a while you can interview 
them in Hebrew. Because the children 
of these immigrants go to school, 
they learn Hebrew quickly. If the par­
ents don't know Hebrew you can con­
duct the interview in the home and have the 
son or daughter translate the questions for you. 
We are trying to move toward one culture. It's a 
melting pot, as you know. But we have people from 
Western countries, from Morocco, from Iraq, Persia, 
India and we have a lot of Europeans, of course. So it's a 

mixture and you have to keep that in mind. 
QMRR: Does the threat of terrorism hamper the 

rch process? 
Gill: No, definitely not. Yes, we have suffered from ter­
'sm and I hope we won't suffer any more but it does 
make any difference. Life goes on as usual. It has 

almost no effect on our work. 

changed in Egypt? 
El-Ganady: It has grown as the Egyptian economy has 

grown. There is an increasing level of professionalism. 
The number of good research agencies is quite limited 
but I expect that the industry will flourish in the next five 
to 10 years. 

QMRR: For V.S.-based clients, is it necessary to 
travel to Egypt to monitor the process? 

El-Ganady: Not at all. They can rely on very profes­
sional people here. 

QMRR: Is Internet research viable in Israel now? 
Gill: On the whole no, not yet. Some people use it bu 

it has not been used much for research purposes yet but 
it will be as the Internet develops more and more. 

QMRR: How has the marketing research community in 
Israel changed over the years? 

Gill: It has grown tremendously. I started this com­
pany in 1966 and when I started it I was the only 

market research agency in I rael. There are 
now about a dozen or more agencies, 

which about half are quite reliable and 
big. It has grown tremendously 

because the economy ha grown. 
When I first started, people said, 

"What can research tel l me?'' And I said 
"Well, it can tell a manufacturer how to 

price their product." And they said "What do 
you mean how to price my product? I know how 

much it costs me to produce it. I put my 6 percent on 
it and that's it." I aid, "Maybe you can put on 60 per­

cent! Maybe people would be willing to pay a higher 
price." 

The idea of research 30 years ago was unknown because 
many of the companies were family companies. For exam­
ple, maybe the family had a factory in Poland and when 
they came here the son continued the business. And when 
a family has been in a business for generations, they real­
ly know their market. 

BUSINESS TO BUSINESS 
DATA COLLECTION 

8593 

~~~~~~=5~~:::-"'Jf:~~~~~"'ff-·'~' Directions In Research, Inc. 
• Meticulous Project Management 8593 Aero Drive 
• Accurate Reporting San Diego, CA 92123 
• Highly Trained Intern we (800) 676-5883 
• Excellent Gatekeeper Techniques Fax: (619) 299-5888 
• Convenient Remote Monitoring info@DIResearch.com 
• 100+ CATI Stations http://www.diresearch.com 
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I was once in the office of a manufacturer of soup and 
while I was sitting with him one of his workers came 
in with a bowl of soup and a spoon and he tasted it and 
said it was good. That was the product test! And I said 
"What do you need me for? You know much more about 
soup than I'll ever know and your father was a big soup 
manufacturer and you are one of the biggest companies 
here." He said "I know theta tes of people who come 
from Europe but I don't know the tastes of the people 
who come from Morocco, for instance, or from Egypt. 
I need your research to tell me what their tastes are." 

The main change I have seen over the last 30 years 
is the quickness. Thirty years ago we didn't have com­
puter and fax. Now it goes easier from a mechanical 
standpoint but the theory is the same. Sampling i the 
same, you should alway have a sound sample, based 
on all the regular rule that are used in the U.S. and 
Europe. 

QMRR: For U.S.-based clients, is it necessary to 
travel to Israel to monitor the process? 

Gill: Not really, unless they want to come to this 
beautiful country and enjoy a nice holiday. We get a lot 
of jobs from the U.S. and Europe without the client 
coming here. Nowaday by fax and by e-mail we get all 
the briefings and we exchange views on the phone and 
once I know the purpose of the study I don't think it is 

necessary for the client to come here. We're always 
happy to have visitors from overseas but it's not 
absolutely necessary. 

QMRR: What advice would you give to U.S. marketers 
who are considering conducting research in Israel? 

Gill: You need a local agency to help you with the ques­
tionnaire and the local culture. Just knowing the language 
is not enough. Even people who have grown up in 
England, for example, if they go to the U.S. they speak 
English but it's not the same. It's the same language but 
it's very different. 

A U.S.-based client must have a reason why he wants 
to come to Israel. If the market looks good to him, and 
he thinks his product or service will be used here, then 
he should try it. For example, we have a lot of cellular 
phones in use here. It's very big market here because the 
penetration rate is close to 50 percent. So it is an inter­
esting market for overseas clients and they even use 
Israel as a test market to find out how come mobile 
phones are so popular here. It may be because Israelis like 
to talk so much! It is also a kind of status symbol; if you 
have a phone it looks like you are an important manag­
er. 

U.S.-based marketers should determine if Israel is an 
interesting market for them and if it is, we are here to do 
thejob. ~ 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

PLENTY. 

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

SCIENTIFIC 
TELEPHONE 

SAMPLES 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports . 
No contracts to sign. 
Call STS now at 1-800-944-4-STS. 
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EthnicResearch 

Editor 's note: Felipe Korzenny, 
Ph.D., is president of Hispanic & 
Asian Marketing Communication 
Research, Inc., Belmont, Calif He 
ca n be reac hed a t 
f elipe@ hamcr. com. 

T
his article presents and di scuss­
es the results of an e-mail survey 
conducted with U.S . Hi spanics. 

The goal of thi s research is to under­
stand key issues in the process by 
which U.S . Hi spanics adapt to the 
culture of the United States. 

U.S. marketers currently strugg le 
to understand the U.S . Hi spanic mar­
ket. Many think that U.S. Hi panics 
will ass imilate as many prior waves 
of immigrants did . Others believe 
that Hi spanics tend to preserve their 
culture to a larger degree than other 
immigrant groups. 

Thi s research was de s igned to 
obtain insights from U.S. Hispanic 
regarding their own acculturation or 
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assimilation experi ence in the U.S. 

Methods 
Approxim ate ly 3,000 qu es ti on­

naires were e-mailed to indi viduals 
with Hi spanic surnames listed in the 
Four II Internet directory. Three hun­
dred and ten responses were obtained. 
About 120 of them were not usabl e 
because they came from indi viduals 
li ving outside of the United States, 
were incomplete, or were from indi ­
viduals who indicated they are not 
Hi spanic. 

The questionnaire was open-ended 
and as ked the fo llowing questions: 

I. To what extent , if at all , are you 
replacing your Hi spanic culture with 
the general culture of the U.S .? Why? 

2. To what extent do you beli eve it 
is poss ible to keep one's Hi spani c 
culture in the U.S.? How does one do 
that? 

3. If you maintain your Hi panic 
culture in the U.S. , what are the spe-

cific aspects of the culture yo u are 
trying to keep? 

4. If yo u speak Spani sh, to what 
ex tent do yo u fee l that the Spani sh 
language hel ps you ex press ideas and 
e mo ti o ns as co mp a red w ith th e 
Engli sh language? 

It was clear from the outset that by 
doing thi s stud y th rough e- mail the 
respondents would generall y be more 
proficient in Eng I ish than those not 
yet connected to the Web. That bi as 
was not considered to be detrimenta l 
to thi s research because the central 
conceptual ques ti on of thi s research 
is: As imm igrants spend more time in 
the U. S. do they tend to acculturate or 
ass imil ate? 

Acc ultu ra ti on is th e process of 
ac qu1nn g a seco nd c ulture. 
Ass imil ation is the process of repl ac­
ing one's firs t culture with a second 
culture. Due to the growth of the U.S. 
Hi spanic market and the recogniti on 
of its importance by commercial and 
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monocultural in their original culture 
in the upper left-hand quadrant. And 
in the lower left-hand quadrant are 

have together is language, musical 
taste, cuisine, and cultural attitudes 

political forces, it was hypothesized 
that Hi spanics are more likely to 
acculturate, or become bicultural , 
than they are to assimilate and thus 
abandon their original culture. Hispanic Dimension J) r 

Results 
By necessity, the results of research 

like thi s need be qualitative due to 
the self- selectivity of respondents, 
and due to the type of in-depth open 
ended que s tioning: Overall the 
re ponses obtained substantiated that 
Hispanics, at least those who chose to 
answer thi s survey, are more likely to 
find value in preserving their culture 
de pite having been in the United 
States for a long time. 

The diagram 1 illustrates that there 
are different type of adjustment to a 
new culture, in this case the Anglo 
culture. Acculturated individuals are 
those who acquire a second culture 
and are in contrast to those in the 
lower right-hand quadrant , who 
assimilate and abandon their original 
culture. 

There are clearly those who are 

Monocultural 
Hispanic 

those who are culturally unique, like 
for example those who ide ntify as 
Chicanos. 

The following are typi cal respons­
es obtained from Hi spani cs through 
the United States via e- mai l: 

• The strength of weak links 
"The only connection I have to my 

heritage is through my family. All we 

OBJECTIVE: 
Use the most efficient and productive RDD samples 
available. 

551 SOLUTION: 
Kean Spencer (President of Eastern Research Services) -

"We conduct telephone surveys for many of the nation 's la1gest 
research companies, interviewing over 1,000 WAT hours per 
day. We use a lot of random digit samples. amples provided 

by Survey Sampling are by far the best-
more efficient and productive. And SST 
employees are quick and responsive. 
It's no wonder that four out of five of 
Eastern's clients choose Survey 
ampling when buying ROD samples." 

Call SSI for sampling solutions at 
203-255-4200 or send e-mail to 

info@ssisamples.com. 

...-: Survey 
• ~ Sampling, 
=....... Inc.® 

Partners wirh survey 
researche rs since !977 

about how a family works." 
We ca ll this the strength of weak 

links because whil e the family is the 
onl y link to the cu lture it is a very 
trong one. Thi s indi vid ual cou ld be 

c lass ifi ed as being close to the Ang lo 
Dimension and low in acculturation 
but not really assimi lated. 

• Assimilation regrets 
" I have replaced some of my 

Hispanic culture by mainly speaking 
Eng li sh, at home and at work. 
Unfortunately, I have not taught my 
children the Spanish language. (I 
have regretted not teaching my chil­
dren to speak Spanish. Although they 
are both taking it in school. But they 
are certainly not fluent in the lan­
guage, and it has hurt them more than 
not.)" 

• Why make such a strong effort? 
" I don't believe keeping one's 

Hispanic cu lture is an easy task 
(especially 2nd and 3rd generations). 
I have found that by nwking an effort 
to learn more about our history and 
continuing to attend and interact with 
activities that have to do with our cul­
ture ( i. e. Cinco de Mayo , 16 de 
September, Hispanic Month, watch­
ing the Hispanic channels on TV, i.e., 
news, variety shows, etc.) helps to 
keep one more or less in touch." 

• Adding a new cu lture 
" I keep my Hi spanic culture. I 

accept and follow the U.S. culture but 
it wi ll not rep lace my maternal 
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Hispanic culture. " 
"I don't think I am replacing my 

culture, but just learning a new cul­
ture." 

• The meaning of Hi spanic culture 
"Family values are very important. 

Social values as to keep the same 
friends for ever. 'Respeto'- respect 
for older people. Religion, sharing 
and not being so individualistic as 
many Euro-Americans are." 

"Some things that have remained in 
lnyfamily are the language (Spanish) 
and some of the values (such as no 
children out of wedlock, everyone 
must either get married or become a 
priest or nun, and that everyone must 
be hardworking . .. anyone who does­
n't follow these is looked down upon . 
. . at least in my fwnily)." 

"The language, music, sports and 
the general Hispanic hospitality that 
is shared among most Hispani cs. 
Although I was horn here I' ve main­
tained my Spanish pretty well since I 
was young. I get EXCITED when 
Hispanic athletesfromforeign cow1-
tries 'teams win. I also f eel I go about 
most things with an intense passion 
that I know comes from my Latino 
upbringing, and that is something 
that I'll never lose." 

•l s it possible to preserve Hi spanic 
culture? 

" It is possible to keep one's 
Hispanic culture as long as you are 
strong and are proud of it and show 
people around you your culture is bet­
ter. I specially will show my culture in 
terms offamily, friendship, ea ting 
habits and values. Celebrating our 
holidays, like Mexican Independence 
and Cinco de Mayo. Learning about 
our history, from back when it was all 
Native Americans to the turmoil of 
Mexico's beginnings to A -z, tlan to the 
Spanish-American War to the partic­
ipation of Hispanics in the World 
Wars to the Chicano Movement of the 
'60s and '70s to now. Keep ing in 
touch with each othe1~ both infamilies 
and in communities, to help and sup­
port one anothe1: Keeping our lan­
guage, being strong and demonstra­
tive of our identity. " 

• On the importance of the Spanish 
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language 
"Spanish is my mother tongue, and 

it is the tongue of my mother. Spanish 
is still the tongue which I f eel most 
clearly speaks from my heart. It calls 

out from my childhood. What I mean 
is that it encompasses my sense of 
identity by its sound and rhythm, and 
the fact that it is the language which 
I speak to my f amily with. It speaks 
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not of the identity which I proj ect in 
public now, but ra ther of my person­
ality and sense of se(f since birth. 
Wh en I speak in Spanish, I fee l I 
speak f rom my soul. " 

" I fee l it is much more beautiful 
and expressive than English. Words 
are savored and carry many nuances 
in Spanish. English is clunky and 
inelegant, and hard to wo rk with. And 
there is more soul in Spanish expres­
sions-fo r example, how can a 'yee­
haw' stand up to the outstand ing, 
vibrant, 'grito '?" 

Language is an inherent component 
of culture. These statements clearl y 
tes tify to the e moti o na l va lu e of 
express ion in the Spani sh language 
for Hi spani cs . The indi viduals who 
wrote the above statements are obvi­
ou sly flu e nt and profi c ie nt in th e 
Engli sh language, still they recogni ze 
the express ive and emoti onal value of 
Spani sh for themselves. 

Marketing implications 
Gi ven these res ponses it ca n be 

qualitati vely concluded that accultur­
ati on seems to be a more predomi ­
nant mode of adaptati on to the U.S. 
c ulture th an ass imil a ti o n. It a lso 
seems that U.S. Hi spani cs are findin g 
that they can preserve their Hi spanic 
culture while at the same time learn ­
ing the dominant culture, including 
language, of the United States. 

From a marketing standpoint it can 
be argued that marketers who are like­
ly to succeed in luring the 33 million 
Hispani cs now in the U.S . will need to 
recogni ze the dual cultural identity of 
the market. 

Further it would seem that segmen­
tati on studies among U.S. Hi spanics 
will need to take into considerati on 
the locati on of these consumers in the 
acculturation scheme detail ed above. 

Future research will benefit fro m 
recogni zing the duality of the cultur­
al ex peri ence of U.S. Hi spanics . The 
qu es ti o n may no t be how 
Ameri cani zed are U.S. Hi spani cs, but 
how bicultural are they? r~ 

1Mari n, G., & Gam ba, R. J. (1996). "A new mea­
su rement of acculturation for Hispan ics : The 
bid imensi on al accul turation scale for Hispanics 
(BAS)." Hispanic Journal of Behavioral Sciences, 
18(3), 297-316 . 
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Your customers are in the store ... 
. . . shouldn't your package be tested there, too? 

In-Store: The Place To Measure Impact! 

Sorensen Associates will put your package 
on real store shelves and have real 
shoppers evaluate it. Our proprietary 
On-Shelf Package BreakThrough® Study is 
used to evaluate a package's on-shelf 
impact and its ability to communicate key 
messages and brand equity. 

Total Shelf Impact: 

100% 19l%1 190%1 
90% 

80% 

70% 

60% 

50% 

40% 

30% 

Cu rrent New#l New #2 New#3 

((New package design #1 and #2 both 
generate greater shel(imvact than either 
the current design or design #3." 

Other Sorensen Package Research Services: 
+ In-home use testing functionality/convenience 
+ In-store qualitative/quantitative 
+ In-home qualitative 

+ Alternate channel research and trade research 

Other Sorensen Research Services: 
+ Purchase Decision studies 
+ Qualitative recruiting 
+ AdScreen, in-store advertising screening 

+ Taste Tests - In-store or CL T 
+ Controlled Store Tests 

Purchase Interest: 

80% 
75% 
70% 
65% 
60% 
55% 
50% 
45% 
40% 

56% 

Current 

65% 

New#l 

62% 

New#2 New#3 

"As a result of the improved shelf impact 
and concept communication (particularly 
for new design #2), consumers are more 
likely to buy the product. " 

Portland Headquarters Minneapolis Client Services 

800-542-4321 888-616-0123 

(Check out our Marketing & Research Online at 
http://www.mr-online.org, the pre-searched 
page for marketing and research professionals!) 



BrandResearch 

Editor's note: Harry Vardis is 
founder of Creative Focus Inc., an 
Atlanta qualitative research firm. He 
can be reached at 404-256-7000. 

Recently I ran across an article that 
addressed the line extension 
question very thoroughly. I have 

adapted parts of it and have elaborat­
ed on other parts with the aim of writ­
ing an article that can be used as a start­
ing point to discuss the various issues 
that concern clients regarding line or 
franchise extensions. 

How do franchise extensions differ 
from other new products? 

Differentiation of franchise exten­
sions from other new product forms is 
best understood by looking at oppor­
tunitie from the standpoint of the par­
ent firm. 

• When a new entry employs a new 
brand name and the product or service 
is in a category new to the company, 
this is a traditional new product. 

• If the item employs a new brand but 
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is introduced into a category where the 
firm already has a market position , it is 
called a flanker brand. Ral ston Purina 's 
entry of Butcher 's Blend Dry Dog 
Food is a flanker to their Dog Chow 
line. 

• Line extensions represent new 
sizes, flavors and the like where the 
items use an existing brand name in a 
firm 's present category. Ragu's Italian 
Cooking Sauce is an extension into 
their line of other bottled spaghetti 
sauces. 

• In contrast to these three, franchise 
extensions take a brand name familiar 
to the consumer and apply it to prod­
ucts that are in a category new to the 
parent firm. In effect, a franchise exten­
sion is one method for a company to 
enter a new business through the lever­
age of its most valuable asset - the 
consumer awareness, goodwill, and 
impre sions conveyed by its brand 
name. 

How can franchise extensions pro­
vide a new way of looking at one's 

business? 
The process of exploring franchise 

extensions represents a reasoned 
approach for selecting what new cate­
gories a company might enter. Inherent 
in this process is the identification of 
alternative definitions of what busi­
ness we are in. 

Levitt high lighted thi s basic strategic 
question in his now classic paper, 
"Marketing Myopia," written almost 
30 years ago. He challenged manage­
ment to think broadly about what was 
or could be their realm of domain, 
pointing out the failure of the railroads 
to recognize they were in the trans­
portation business. The result was 
missed opportunities and stiffer com­
petition from other transportation car­
riers. What he did not do was to pro­
vide guidelines or research techniques 
to aid management in determining how 
to define their business and what prod­
uct or servi ce categories to include. 

Levitt 's example suggests that rail ­
roads should have defined their busi­
ness in terms of all competition that 

www.quirks.com Quirk's Marketing Research Review 





would supply similar transportation 
service. This is only one way of rede­
finition. For example, look at some 
alternative business definitions adopt­
ed by various fi rms that are active in 
franchise extensions. BIC has defined 
it business, not by competition to 
pens, but instead by a product attribute 
- disposability. Clairol defined its 
business by items that offer a hair care 
benefit. Sunkist has limited its exten-
ions to products that have an orange 

flavor association. Thus, there are 

The 

many creative ways for any firm to 
define its territory. It is important to 
note that investigating franchise exten­
sions will likely result in offering new 
ways of looking at one's business. 

What are the benefits of franchise 
extension? 

Extending a franchise offer anum­
ber of benefits versus traditional new 
product development. 

• The major one is that it capitalizes 
on the company's most valuable assets 

List 

YOUR RESEARCH IS IMPORTANT. ONLY THE BEST 

QUALITATIVE RESEARCH SERVICES NETWORK WILL DO. 

Here's your copy of the A list. 

United States: 
Atlanta, Jackson Associates, Inc. 
Boston, Boston Field & Focus Performance Plus. 
Baltimore, Chesapeake Surveys, Inc. 
Charlotte, Leibowitz Market Research Associates, Inc. 
Ch icago, (Downtown) National Data Research , Inc. 
Chicago, (Northfield) National Data Research , Inc. 
Cincinnati, QFact Marketing Research, Inc. 
Dallas, Focus on Dallas, Inc. 
Denver, AccuData Market Research, Inc. 
Detroit, MORPACE International. 
Fort lauderdale, WAC of South Florida, Inc. 
Indianapolis, Herron Associates, Inc. 
l os Angeles, (Beverly Hills) Adept ConsumerTesting,lnc. 

Los Angeles, (Suburban) Adept Consumer Testing, Inc. 
Minneapolis, Focus Market Research, Inc. 
New York, WAC of New York, Inc. 
Philadelphia, Group Dynamics in Focus, Inc. 
Phoenix, Focus Market Research, Inc. 
San Diego, Taylor Research 
San Francisco, Nichols Research, Inc. 
San Francisco, (Suburban) Nichols Research, Inc. 
San Jose, Nichols Research, Inc. 
Seattle, Consumer Opinion Services, Inc. 
Tampa, The Herron Group of Tampa, Inc. 
Washington D.C., Shugoll Research, Inc. 

United Kingdom, 
london, MORPACE International. 

FIELD MANAGEMENT & VIDEOCONFERENCING 

Simple. Effective. Smart. 

Call us now! 1-800-288-8226 Fax: 561-882-0162 

www.group-net.com 

(its brand names) . Thus, the company 
moves into a new category from a posi­
tion of strength (the immediate con­
sumer awareness and impress ion s 
communicated by the brand). 

• A further benefit is that investment 
outlays, which are typically necessary 
to establish a new brand , are mini­
mized . A significant expense with the 
clutter of brands and increased costs of 
mass media communications. 

• An important related payoff is that 
introduction of a franchise extension 
can increase sales for the parent brand. 
The advertising and heightened aware­
ness of the new entry can have a syn­
ergistic effect on the original product. 
This corporate or umbrella effect can 
create important advertising efficien­
cies. 

• Finally, there may be reduced risk 
of fai lure of the new item when the 
brand name already strongly conveys 
benefits desired in the new category. 

When is a franchise extension inap­
propriate? 

Franchise extension is not without 
risk. In fact , its major strength (capi­
talizing on a previously established 
brand name) also reflects its number 
one ri sk: dilution of the brand fran­
chise in the long run. 

There are a number of conditions 
that can contribute to franchise deteri­
oration. What might appear to be a nat­
ural extension in the short-term should 
be pursued with caution, as most dele­
teriou s effects to a franchi se occur 
gradually over time . Brand s like 
General El ec tric , Betty Crocker, 
Quaker, and Gillette have been extend­
ed profusely. While they have not lost 
their status as household words, the 
strong associations they once had to 
specific products and related qualities 
(e.g., televi sion, cake mix, oatmeal, 
and razors) may be diluted. 

For these reasons we believe fran­
chise extension is always inappropri­
ate: 

• When a brand name is used almost 
synonymously with a specific product 
(e.g., Kleenex= facial ti ssues; Scotch 
Tape = transparent tape; Band-Aid = 
adhesive bandages). The great lengths 
to which manufacturers go to protect 
their trademarks from being judged 
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legally generic testifies to the market 
value such brands possess. The only 
thing worse than competitor's breaking 
this brand-product lin k in the con­
sumer's mind is when a company does 
it to themselves. Tab is a sugar-free 
cola. Now the Coca-Cola Company 
offers Tab in six flavors. 

• When the new item creates confu­
sion for the parent brand. 

• When the new item creates nega­
tive imagery for the parent brand. 

• When the new item 's failure would 
seri ously affect the parent brand. Some 
years ago, Carnation Company 
announced its intent to introduce a con­
traceptive dog food, Lady Friskie. If 
this medicated product generated any 
adverse publicity, even in an isolated 
test market, sales of the parent brand 
(Friskies) could be impaired. In recent 
announcements, the name has been 
referred to as Extra Care. 

How is the approach to franchise 
extension different from traditional 
new product work? 

There are at least four substantial 
differences between franchise exten­
sion work and traditional new product 
development. 

I. You start with a given brand and 
consumer perception. 

2. You need to determine the brand's 
leverage in alternative product cate­
gories. 

3. You focus on more on positioning 
and competitive gaps than on techno­
logical breakthroughs. 

4 . You need spec ialized research 
tools. 

How are franchise extensions iden­
tified? 

Identification of franchise exten­
sions is analogous to generating alter­
native definitions of what business we 
are in. One may approach this with 
techniques that define the business by: 

• What other items are purchased by 
current brand buyers? 

• What are the meanings and associ­
ations of a brand from a consumer per­
spective? 

Franchise extension search 
Implicit in Levitt's concept of how to 

define one's business is the notion that 

"Was I surprised! 
Our research supplier does a lot 

more than just collect data." 

"I see." 

"No ... ICR." 

ALTHOUGH ICR has a reputation for providing quality consumer 
and business-to-business custom data service , we continue to 
surprise our clients with value added services ... 

EXCEL Omnibus for collecting critical consumer informa­
tion quickly and inexpensively. 

Multivariate Analytical Support to take you beyond your 
cross-tabs. 

Customer Satisfaction/Loyalty research and implementa­
tion experience to help you define and impact your business. 

Full Custom Research for added support to your own staff. 

Teen EXCEL Omnibus for a cost -effective alternative for 
reaching 12 to 17 year olds. 

Mail Survey, Product Placement and Intercept Experience 
for when telephone research doesn't fit your needs . 

Expertise in utilities , religion, healthcare , cable TV, PR, 
financial, lodging, technology, retail and packaged goods. 

Database Development and Management. 

International Research to help you reach around the world. 

RACERsM Web-based system for delivery of information. 

To find out more about what we can do , just call (610) 565-9280 
and see. You may just be surprised! 

ICR 
International Communications Research 

lCR/lnternational Communications Research • An AUS Company 
605 West State Street • Media, PA 19063 • (610) 565-9280 • Fax (6 10) 565-2369 

E-mail: icr@mail.icrsurvey.com • Internet: http://www.icrsurvey.com 
Chicago (84 7) 330-4465 • ew York (718) 548-2683 

Boca Raton (561) 988-9692 • St. Louis (314) 537-7829 
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it should go beyond product descrip­
tion (railroads) to benefits, attributes, 
meanings and associations. Our fran­
chise extension search is based on this 
concept of "What 's in a name?" 

It begins with a two-stage qualitative 
group session employing bright, artic­
ulate consumers who have the abi lity 
to think abstractly. No attempt is made 
to locate the average or a "representa­
tive" group. 

During the first half of the ideation 
session, consumers generate meanings 
and associations surrounding the brand 
name. The group leader probes for 
information on benefits, features, 
attributes, uses/use occasions, physical 
characteristics, users and any other 
associations. Exhibit I is a limited 
example of the types of associations 
generated during the first stage. Each 
association is a possible way of more 
broadly defining what business we are 
in. 

In stage two, the consumers are 
asked to identify product or service 
categories that are related to each asso­
ciation. Probes to aid participants 
explore topics such as categories, sim­
ilar products, substitutes, companion 
products, products purchased at the 
same time, products bought to accom­
plish the same thing, and so on. 

Exhibit II is a condensed version of 

Exhibit 1 

the output from a franchise extension 
search for Vaseline Intensive Care. The 
brand leads to alternative definitions of 
the business (moisturi zer, medicinal, 
body care, etc.) and each definition has 
a li st of related product categories. 
Each chain represents a potential fran­
chise extension. For example, one 
option is to define the business as offer-

ing lotions and extend with Vaseline 
Intensive Care Sunburn Cream or 
Vaseline In tensive Care Baby Lotion, 
etc. Whether any of these extensions is 
appropriate or which is the "best" idea 
is the subject of the next technique. 

How are franchise extensions evalu­
ated? 

Earlier, we discussed our assump­
tions of when a franchise extension is 
appropriate. Three criteria were men­
tioned which relate to consumer per­
ception: 

• when the consumer wou ld perceive 
new items to be consistent with the 
parent brand; 

• when the parent brand provides 
leverage in the new category (versus 
existing competitors); 

• when the benefit of the parent 
brand is the same one offered and 
desired from the new franchise exten­
sion. 

The criteria comprise the basis for 
the techniques for eva luating alterna­
tive franchise extensions: perceptual 
fit, competitive leverage, and benefit 
transfer. 

• Perceptual fit. A quantitative study 
is conducted where respondents are 
asked how likely they would expect 
alternative franchise extension prod­
ucts such as Vaseline Intensive Care 

Baby Oil to be: very likely, possible, 
unlikely. 

• Competitive leverage. For each one 
likely, they are asked to list any brands 
they believe the new item would com­
pete with . Then, they report how the 
new product might be better than com­
peting products and how it might not 
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Exhibit 2 Soap 
:-----1 Face Craam 

Skin Craam 

Sunburn 
----1 After Shave 

Baby 

Antiseptic 
----1 First Aid Craam 

Hemorrhoid Traabnant 

Cotton 
---~ Gauze 

Starlla Pads 

Emery Boards 
-----1 Muscle Toner 

Cotton SWabs 

Uquld Hair Nat 
-----1 Mustard 

Glass Claanar 

Diapers 
l,"--------1 Powder 

011 

Perfume 
, ___ _. Room Deodorizer 

Deodorant 

be as good. 
• Benefit transfer. A final step has 

each participant telJ if they can think of 
any benefit or advantage the parent 
product has (Vaseline Intensive Care 
Lotion) that would also exist with each 
new item. For example: 

Vasel ine Intensive Perceived Similar 
Care Lotion Benefits 

Sunburn Cream • • strong to heal 
injured skin 

Hemorrhoid • .. reduces irritation 
Treatment & swelling, 

petroleum jelly base 

Deodorant • )II for delicate skin 

New markets 
Franchi se extensions, when done 

correctly, can open new markets for a 
company and its products. However, 
when done without consideration and 
the benefit of thorough research, they 
can tarnish the brand equity a compa­
ny has fought so hard to create. Before 
ru shing headlong into it, make sure 
your proposed extension makes good 
business sense. r~ 

How To Find 'The Best Deal 
On WATS Interviewing. 

The hi gh costs of telephone interviewing ge tting you down ? I/H/R Research Group can help - with the 
highe. t qualit y, lowest prices. and best service ava il able anywhere. 

• 130 line national coverage • Certified interviewers • Proj ect bids in one hour 

• 130 Ci3/CATI stations • Highest quality • On/off premise monitoring 

• On time results • Low prices • State-of- the-art technology 

What makes 1/ H/ R the best'! Some say it's our on-go ing training program or our great supervi sors . .. But , 
what seems to make our clients even happier are the rea ll y competitive prices . We're growing , so we can 
afford to bid very aggress ively. 

If you' re tired of the same old song and dance, give 1/H/R Research Group a call. We'll make sure your job 's 
done ri ght and at a cost you can li ve with. 

1/H/R Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy. - Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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The Business of Research 

Editor's note: Philip Moore is the mar­
ket research manager for Glen Allen, 
Va.-based CarMax, the automotive 
retailing division of Circuit City. He can 
be reachedat804-747-0422 ext. 4831 or 
at Philip_Moore@ccnotes.ccity.com. 

r an individual research vendor, I 
m a nightmare. Yet for this indus­

try, people like me- the know-it­
all client- are a blessing. While many 
research suppliers now enjoy "strategic 
relationships" with their clients, a few of 
us must keep a diligent watch to avoid 
the proverbial fox-in-the-hen-house sce­
nario. Unfortunately, my cynicism 
springs from experience rather than a 
personality disorder. 

In brief, my history includes supervi-
ion of a college research phone lab, 

statistical computing user support in 
graduate school, managing a small 
research department for a Houston radio 
station, project management for a Top-
1 00 research vendor, and now manage­
ment of market research for a chain of 
auto superstores with over $1B in annu­
al sales. I've trained and supervised 
dozens of telephone field workers, inter­
preted and reported hundreds of 
research projects, and now manage an 
annual research budget too quickly 
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An open 
letter from a 
challenging 

approaching $1M. 
Every day I review proposals from 

research vendors vying to provide the 
myriad of services we require. 1 buy exit 
interviews, low-incidence random 
phone surveying, mystery shops, Web 
survey , focus groups, central location 
tests, and mall intercepts. The pitch in 
most of the proposals I get is high 
gloss/low guts. If you, as a research ven­
dor, are truly interested in giving me, 
your customer, what I want, read on. 

Vise grip 
I empathize with you, caught in the 

vi e grip hold of an economic paradox. 
Research departments, oft pared or elim­
inated in lean times, are now swollen. 
Yet, the same conditions contributing to 
this demand imultaneously suck away 
your most important production input. 
With downward pressure on the prices 
you can charge exerted by expanding 
technology, you must also pay more to 
retain your most productive employees. 

These conditions will inevitably 
impact data quality. One research vendor 
whom I know well has a 20 percent 
monthly turnover in the field. This 
means every fifth interviewer has less 
than a month on the job. In a city 
approaching full employment, they sim-

client 
By Philip Moore 

ply cannot keep good people and con­
sequently are too hesitant to rid them­
selves of the bad. Green interviewers 
increase the burden on supervisory and 
quality control staff with detrimental 
effects on data integrity. 

If you are dealing with these issues 
effectively, it is your problem. If you 
aren't, then it is my problem. The pro­
posals I receive do not address these 
is, ues. They should. If you want to 
establish a level of trust with me that will 
lead to "strategic partnership," then I 
must have utter confidence in the data 
you are collecting. Show me the guts of 
your operation. 

Detailed documentation 
A proposal to a cynical know-it-all 

client like me should include detailed 
descriptive documentation of your 
field's tenure. Ideally, you would graph 
the distribution of longevity, but at a 
minimum provide mean, range, and 
standard deviation. 

Show me your compensation and 
incentive structure. Lower base pay with 
higher production incentives is great for 
increasing CPH, but also increases the 
incentive to cheat. And tell me how you 
monitor for cheating, both during the 
data collection and when reviewing 

www.quirks.com Quirk's Marketing Research Review 



PULSE TRAIN SOFTWARE 
IS STRUCTURED 
FOR TOTAL INTEGRATION. 

Integration is currently one of the key issues 

in market research software, but how many 

producers can claim that their systems really are 

fully integrated? 

Pulse Train Technology produces software 

that covers all stages of the market research 

process; from survey design right through to data 

analysis and delivery. And because we use the 

same survey definition throughout, once you've 

designed a survey using our software you can 

conduct interviewing and analysis using any of our 

other packages, without the need for additional 

manipulation. 

This integrated system means that less time 

and effort is needed between 

the different research stages: 

so you can become more 

efficient, more productive, 

and obtain faster, more 

cost effective results. -.:!!!!!~~~i~ 
At Pulse Train, we also 

believe that software should be as open as 

possible, which is why we support the Triple-S 

survey interchange, and why our latest software 

makes use of ODBC compliant databases such 

as SOL. So choosing Pulse Train products gives 

you more flexibility in your choice of research 

software tools. 

It's simple to get more information on our 

range of market research software - you can fax 

us, send us an Email , visit our website - or why 

not just give us a buzz? 

Pulse Train Technology Ltd ., 631 U.S. Hwy 

One, Suite 406, North Palm Beach, Florida, 33408. 

Tel: (561) 842 4000. Fax: (561) 842 7280. 
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Eagle 
Research 
"The More Responsive Custom Market Research Company" 

The staff of Eagle Research provides professional research services 

in both Atlanta and Denver ... 

Qualitative Services 

Atlanta Denver 

• Four focus group suites • Two focus group suites 

• Multi-use auditorium (seats 75) • Multi-use auditorium (seats 30) 

• Separate client lounges • Separate client lounges 

• One-on-one room with mirror • New Denver West location 

• Experienced staff • Experienced staff 

• I 00% validation • I 00 % validation 

• Complimentary video/audio taping • Complimentary video/audio taping 

Quantitative Services 

Cutting-edge Technologies Research Ser vices 

• 96 station CA Tl phone centers • Tracking 

• Quantime and ACS-Query • Advertising awareness 

• 55 station CD sound cards • Customer satisfaction 

• IVR and in-bound 800 • Attitudinal research 

• NCS scanning • Values and lifestyles 

• Remote monitoring • New product development 

• Phone-(mail, fax, email)-phone • Packaging and design 

Contact Us 

Joel Reish 
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770-395-6090 
Fax: 770-671-9708 

jrei h @eagleresearch.com 

... Experience 
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Total Client Satisfaction. 
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Christine Farber 

Vice President 

Denver 
303-980-1909 
Fax: 303-980-2270 

christinef@eagleresearch.com 

results. 
Your de jure and de facto policies 

regarding sub-standard work also pro­
vide an informative picture. Tell me 
what your handbook says about open­
ended responses and falsifying surveys 
(de jure), then tell me how many inter­
viewers received warnings or probation 
and how many have been dismissed in 
the last three months (de facto). 

Focus on quality 
We are, undoubtedly, the least pleas­

ant people to work for. Yet, clients who 
are willing to thoroughly judge research 

We are, undoubtedly, 
the least pleasant 
people to work for. Vet, 
clients who are willing 
to thoroughly judge 
research suppliers on 
criteria in addition to 
price force a focus on 
the quality measures 
necessary to maintain 
our industry's growing 
status . 

suppliers on criteria in addition to price 
force a focus on the quality measures 
necessary to maintain our industry's 
growing status. 

Which of the following statements 
best describes your reaction to this arti­
cle? 

I) What an exciting challenge to work 
with an experienced researcher. 

2) What a jerk. I hate guys like him. 
3) What does he mean by quality con­

trol staff? 
If you answered I), add the described 

info to your company documentation 
and send it to me. 

If you answered 2), keep searching 
for "strategic relationships" with Buffy, 
the market research manager. 

If you answered 3 ), go back to tele­
marketing credit card insurance. 

P.S. My apologies to Buffy for giving 
in to the cliche. r~ 
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More than 
measurement: 

Global 
resources. 

Now you can enjoy 
the confidence of conducting 

global research with an experienced partner. 
Maritz Marketing Research and its partner network go 

beyond measurement by integrating processes and results worldwide. 

Our global network of resources has conducted research in over 60 countries. 
We produce reliable, consistent data around-the-world to give you a complete 
look at your market, both here and abroad . 

Our expert researchers understand cultural differences and have the necessary 
linguistic skills. We feature qualitative and quantitative research and extensive 
data collection services. 

We provide custom marketing research, customer satisfaction measurement, and product 

or advertising research. Whatever your research need, MARITZ® 
wherever you need it. Maritz can help. 

To find out more about how the Maritz experience can meet your 
international needs call 800-446-1690. 
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Chile 
continued from p. 21 

used to overcome the above barriers (in 
order of priority or the approach with 
the best hope of success). 

I. The Internet. Affordable comput­
ers, word processors, database admin­
istration and processing system , cheap 
Internet access and other IT tools are 
forcing companies, state agencies, uni­
versities and others to upgrade and 
improve their current standards. After 
all , a library without useful and current 
information has no value for marketers. 
University students are taking the lead, 
encouraged by free access to the 
Internet, to exchange information with 

Name Creation: 
Name Testing. 

BMI~~randing 

~·~ 
For Information Contact: John P. Hoeppner 

(480) 488-9660 
e-mail: namequest@aol.com 

www .namequestusa.com 
P.O. Box 5587 • Carefree, A1. USA 85377 

lla1ne ~1uest · 
The Science of Name Creation 

In a global 
marketplace, there 
are no boundaries. 
At Market Probe, 
we find ways to 
make sure you 
understand your 
customers ... no 
matter what 
language they 
speak. 

their peers electronically. 
2. A telephone directory and a phone. 

In this business of finding information, 
the phone is a very usefu l tool. 
Beforehand jot down the main issues 
you're researching, define your 
respondent profile and prepare a well­
designed questionnaire with open- and 
closed-ended questions. Since Chile is 
still a small market, most companies 
are considered to be small -to-medi um 
sized, so you can often speak directly 
to the owner and obtain names of other 
potential respondents from them. 

3. Associations or corporations. 
Spending time at a private library chat­
ting with the librarian and asking the 
right questions will help you in your 
search. Librarians at these associations 
are, in general, helpful and know how 
to get the latest information, but are 
often neg lected by the association 
members. Take note of any information 
that comes from your conversations 
with the librarians or any other in­
house contacts. 

4. Libraries at embassies or interna­
tional organizations. Information is 

L"•\ Market Probe, Inc. 
Milwaukee, Wisconsin 
www. marketprobe.com 
Info@ marketprobe.com 

414-778-6000 

Trust our experience -Discover our innovation 

USA ~ CANADA /~ EUROPE /~ INDIA 

limited to the types of products and 
services that the fore ign organization 
is trying to promote in Chile. 
Normally, each commercial attache 
handles market information on 
Chilean products that might compete 
with theirs , including artic les from 

Since Chile is still a 

small market, most 

companies are 

considered to be 

small-to-medi urn 

sized, so you can 

often speak directly 

to the owner and 

obtain names of other 

potential respondents 

from them. 

spec ia li zed publications and past 
research. You need to sc hed ul e an 
appoi ntment and have a clear idea of 
what you're searching for. 

5. University/college libraries. There 
are hundreds of facilities scattered in 
Santiago and each has its own refer­
ence sources of publications, newspa­
pers , magaz ines , theses , and past 
research. So the best approach is to 
select a number of faci liti es which 
might have the information you ' re 
interested in and spend time there gath­
ering articles and publications on your 
topic. While you are there ask students 
where to find information, but also do 
your best to meet professors with 
knowledge on your topic. 

6. Government employees at state 
agencies. One of the best approaches 
is to stop by the reception desk at gov-
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ernment agencies and get names of 
the people who manage the type of 
information you seek. Pay them a visit 
and use your charm and kindness to 
persuade them to he I p you find what 
you are searching for. If you were 
given the wrong name, try to find the 
right one and by all means, keep smil­
ing. 

7. Field testing/simulation. This 
approach is costly but important, 
because it is the only tactic where you 
can get a feel for the market and rein-

lnstituciones financieras publishes 
Revista de La Superintendencia de 
Bancos e lnstituciones Financieras, a 
monthly magazine focusing on the 
banking and insurance sector. 
~ Camara Nacional de Comercio 

publishes BoLet[n de Comercio, a 
monthly bulletin focusing on com­
merce and trade. 

Consistent strategy 
With all of the above approaches, 

you must do your best to come up with 

a consistent market research strategy, 
be able to tabu late and process your 
findings, and get the bits and pieces 
together and communicate them to 
your client. The key to market research 
is in this sentence: "If the ladder is not 
leaning against the right wall, every 
step we take just gets us to the wrong 
place faster. We may be very busy, we 
may be very efficient, even very 
charming, but we will also truly effec­
tive only when we begin with the end 
in mind." r~ 

~rce your findings ~ and uncover r~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
new ones. 

Good business 
In the last decade, information has 

become a good business for Chilean 
publishers. As a result, there are many 
periodicals with updated and reliable 
data, mostly focused on mature indus­
tries. For example, there are three peri­
odical pub I ications devoted to the 
salmon fishing industry. The newspa­
pers EL Mercurio and Estrategia have 
joint-ventured with American publica­
tions specialized in economics and 
business to gain more readers and 
scope. But many industries still lack 
current information. 

The most reliable sources or publi­
cations are found in the six most 
important governmental and private 
institutions which form the spinal col­
umn of the Chilean domestic economy. 
They periodically publish data on their 
sectors and gather information by 
industry. 

They are: 
~ Sociedad Nacional de Minerfa 

publishes Bolletin Minero - Mine ria, 
a monthly magazine with general data 
and/or information on the mining sec­
tor. 
~Camara de Ia Construcci6n pub­

lishes Camara de La Construcci6n, a 
monthly bulletin focusing on the con­
struction sector. 
~ Sociedad de Fomento Fabril pub­

lishes BoLe tin Estadisticos de La Sofofa, 
a monthly bulletin focusing on the 
domestic industrial sector called. 
~ Servicio Nacional de Agricultura 

publishes EL Campesino, a monthly 
magazine focusing on the agriculture 
sector. 
~ Asociaci6n de Bancos e 
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has become 

WinCati is still more than just another pretty interface. 

WinCati still fu nctions with the intell igence 

of a best practices researcher. 

WinCati is still t he best CATI val ue on the market. 

Now WinCati is also 

powerful enough to bring its accessible, 

extensive capabilities 

to large CATI facilities- even on a WAN. 

Beauty, Brains and Brawn. Call us. 
S AWTOOTH TECHNOLOGIES 

847-866-0870 www.sawtooth.com 
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Names of Note 
continued from p. 8 

directors. 

Solana Beach, Calif.-based 
Answers Research, Inc. has named 
Kenny Kuhn director of business 
development. He will head the firm's 
new office in St. Louis. 

Sage Research, Inc., Natick, Mass., 

has named John P. Morency execu­
tive vice president of consulting. 

Ed Sugar has joined Triton 
Technology, a Los Angeles research 
firm , as senior vice president sales 
and marketing. 

Laurence Curtis has been pro­
moted to chief executive of Maritz 
TRBI, a new Marlow, England-based 
holding company formed by St. 

NETWORK 
NETWORK MEMBERS 

Nolan Research 

Momgomcry, AI 

TH E FUTUI E TODAY 
m hdd ~1 anagrmrnr and 
Oa ra Colltct1onXrv•crs 

NETWORK exists to provide excellence. Partner with 

this elite consortium by letting NETWORK manage 

your qualitative and quantitative data collection needs. 

Luth Research, Inc. 

San D1ego, CA 

Margaret Yarbrough & Associates, Inc. 

San Franc1sco, Ct\ 

Irwin Research Services, Inc. 

Jacksonvi lle, FL 

Jackson Associat", Inc. 

Atlanta , GA 

Consumer Survey~ Company 

Chicago, IL 

Dennis Research Service, Inc. 

Ft. Wayne, IN 

Performance Plus 

Boston, MA 

!lay Area Research, Inc. 

Ba lt imore, MD 

Superio r Survcy'i o f St. Louis 

St . L ou l\ . Mo. 

Pal Henry Markel K<.-sca rch, Inc. 

Cleveland, 0 11 

JRA U-Reckner Am>eiate, , Inc. ) 

Philadclph~>. I'A 

McMillion Research Service 

Charleston, WV 

50 1 Main Srreer Suire 50 Covingron, KY 4101 I PHONE (606) 431·543 I FAX (606) 431-5838 E-MAIL NETWORK@Call ETWORK.com 

Louis-based Maritz Marketing 
Research Inc. to support its European 
research efforts. Janet Kiddie has 
been promoted to managing director 
of TRBI. David Jamieson has been 
promoted to managing director of 
Maritz Research, another Maritz firm 
in the U.K. 

Catherine Suzanne Dine has been 
named president, and Carol French 
executive vice president, of Market 
Probe Canada, Toronto. 

Alliance Research, Cincinnati, has 
named Melissa Kevorkian senior 
account director. 

New York-based Arbitron has 
named Margaret Bustell manager, 
Eastern advertiser/agency services. 

Jim Tobolski has been promoted to 
manager, Midwestern advertiser/ 
agency services in Chicago. 

Eager Manager Advisory Services, 
Louisville, Ky., has named Steven 
Loeffler financial analyst and Daniel 
Siculan senior project manager. 
Loeffler will focus on data collection 
and analysi s for the firm's annual 
Benchmark Studies. Siculan will 
serve as the manager of branding and 
positioning research. 

Boise, Idaho-based Clearwater 
Research has named David Grant 
and Jody Smith evening data collec­
tion supervi sor. Mike Exinger has 
been promoted to director of research 
administration. At the firm's Council, 
Idaho office, the following promo­
tions were announced: Angela 
Simpson to project technical assi s­
tant, Janette Schill to data collection 
supervisor, and Heather Kaupanger 
to supervisor helper. 

C&R Research Services, Inc., 
Chicago, has added four new staff 
members: Lisa Hutto has joined C&R 
as an analyst; Estrella Lopez-Brea has 
joined the firm's Hispanic research 
group; Sarah Kriger has been named 
quantitative analyst; and Kathy Janies 
has joined the firm's KidQuest group. 
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The smart 
source for data 

collection. 
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Connect with QCS. It's the one company that 
best meets your marketing information needs. 

QCS offers Focus Groups, Telephone Interviewing, 
Pre-recruited Central Location Testing (CLT), 
Auditing, and Mystery Shopping. All are available 
nationwide from one source, with consistent, 
reliable data, and quality service. 

Our Central Project Management Team can also 
coordinate every aspect of fielding your project, 
including pricing, scheduling, field management, 
and tabulations. We free you to concentrate on 
your business, and your client needs. 

Whether your project is large or small, you can 
be assured that QCS is the smart source with the 
resources, skills, and experience to handle it right. 

So connect with QCS. Pay us a 
virtual visit at www.qcs.com or call 

1-800-325-3338. 
Quality Controlled Services® 

www.qcs.com 



You have enough demands on your time already without having to worry about getting to a group or 
video conferencing facility on schedule. So if you would rather watch the interviews when YOU 
have the time then your next focus group or IDI's should be conducted at a facility that features 
ActiveGroup. 

ActiveGroup is the pioneer and leader in delivering focus groups and in-depth interviews live and 
on-demand over the Internet directly to your computer. No special equipment and no special phone 
lines required. 

And by making your next focus group an ActiveGroup you can watch from anywhere you have 
Internet access, be it an office, a hotel room or your very own home. And the technology lends 
itself to more than just watching the groups live or on demand. 

You can also: 

Index the groups so that you can jump to specific portions of the video, 

Link to any relevant documents for the interviews, 

View any concept boards or ads, 

Get a CD containing all of the groups/IDI 's for quick access, 

all at a cost that is generally 60% less than standard video conferencing 

Other companies are trying to follow our lead, but only ActiveGroup is doing groups for paying 
clients across all of our facilities. And with ActiveGroup security is a non issue. We control all of 
your group in house over our own network. We do not outsource the hosting of your groups to a 
third party where it may reside on the same machine as 100 other web sites. Your groups run 
through our secure servers that do nothing but our business. If you want changes made to your 
secure web pages as the groups are occuring we can make them at a moment's notice. And by not 
outsourcing the technology and leveraging the power of the Internet we can offer your groups at a 
truly reasonable cost. 

And our system covers all of the bases. It works with PC's & with Macs. It runs under Microsoft or 
Netscape browsers and works with both dial up and broadband connections. Flashy technology 
that works only under ideal conditions is just that- flashy. 

This is the way all focus groups are going to be delivered in the future. And we can do it right 
now. And while we can't make the respondents say what you always want to hear, we can make 
them say it on your schedule. 
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How easy is it to add ActiveGroup to your next focus group? Call one of the facilities 
below to book your next group and just tell them to add ActiveGroup. 

Atlanta 
Boston 
Chicago 
Chicago 
Dallas 
Los Angeles 
Los Angeles 
New York City 
Philadelphia 
Philadelphia 
Portland , OR 
San Francisco 
Seattle 
Washington , DC 
Washington, DC 
West Palm Beach , FL 

It's just that simple 

Compass Marketing Research 
Focus Pointe Boston 
National Qualitative Centers, Inc. 
Accurate Data Marketing, Inc. 
Fenton Swanger Consumer Research, Inc. 
Adler-Weiner Research 
Focus & Testing, Inc. 
The Focus Room 
Focus Pointe Philadelphia 
Focus Pointe Bala Cynwyd 
Market Trends, Inc. 
Ecker & Associates, Inc. 
Market Trends, Inc. 
Olchak Market Research (Downtown) 
Olchak Market Research (Suburbs) 
Field & Focus 

Call David Nelems at 800-793-3126 

www.activegroup.net 

770.448.0754 
617.573.0808 
312.642.1001 
847.390.7777 
972.934.0707 
310.440.2330 
818.347.7077 
212.935.6820 
215.561.5500 
610.949.9100 
503.224.4900 
650.871.6800 
206.575.1222 
202.822.8590 
30 1 .441 .4660 
800.881.8301 



Survey Monitor 
continued from p. 6 

lending at 72 percent and foreign 
exchange at 70 percent. 

"This is an important change from 
the pre-crisis years where the bank­
ing relationship was usually cement­
ed on a credit I i ne," say Peter 
Record, general manager of AMI 
CBI. "Those days are over and now 
cash management is king as corpo­
rations in these troubled times look to 
manage their company's finances 
more carefully." 

However when CFOs were asked 
what were the most important dis­
criminating factor influencing their 
choice of bank, aside from foreign 
exchange, what really mattered was 
the quality of service, delivery of 
products and people who manage the 
banking relationship. Responsiveness 
is the top discriminator (I 00 percent), 
followed by relationship managers 
(93 percent) and service (91 percent). 

ACBS 98 covers the following 

market s: China, Hon g Kon g, 
Indone s ia, Korea , Ma laysia, 
Philippines, Singapore, Taiwan and 
Thailand. The study exp lores the 
effects of the Asian economic crisis 
on the region's banking sector, and 
was based on interviews with 500 
CFOs and treasurers. For more infor­
mation visit the company's Web site 
at www.ami-group.com . 

Numbers in signs sell . 
grocenes 

As reported in Consumer PI, the 
newsletter of the Food and Brand 
Lab at the University of Illinoi s, 
Champaign, Ill. , research conducted 
by the Lab found that shoppers will 
buy more of a given product when 
there is a number in the sign pro­
moting it. For example, a sign that 
says "Limit 6 per person" is much 
more effective than a sign without 
numbers. The Food and Brand Lab 
study examined 43 different types of 
numeric signs tn Chicago, 

Hagler Bailly,. 
A WORLD AHEAD 

Does your survey center 
provide the highest quality data 
to leading strategy consultants, business operations 

reengineers, new product development teams, 
and marketing communications experts? 

Ours does. 

Hagler Bailly's Survey Research Center 
provides full-service research capabilities to our global staff of 

consultants for consumer and business-to-business markets. 
We invite you to call for assistance with your next project. 

University Research Park, 455 Science Drive, 
Madison, WI 53711-1058 Te1608-232-2800 

Contact Bryan Ward, E-mail research@haglerbailly.com 

Phil adelphia, and Sioux City, Iowa, 
stores. Signs with high purchase lim­
its ("Limit 12 per person") doubled 
the number of products a person pur­
chased. This behavior was constant 
across canned goods, snacks, and 
other inexpensive, non-perishable 
items. Signs with suggestive sel ling 
("Buy 12 for the weekend ") 
increased sales from 42 to 11 8 per­
cent for a chain of Philadelphia con­
venience stores. Multiple unit pricing 
(3 for $3 vs. $ 1 each) increased sales 
by 35 percent for 12 of 13 products 
in Chicago stores . With the popular­
ity of loyalty clubs and an emphasis 
on building core brand franchise, 
attention is shifting to how point-of­
purchase displays can increase sa les 
to individual customers. Four years 
of POP studies indicate that numeric 
signs make sales add up. For more 
informati on visit the organization's 
Web site at www.consumerpi.com. 

Open-air markets 
important to Russian 
economy 

Data supplied GfK Market 
Research Russia points out the 
importance of open-air markets to 
sa les of consumer good in Ru ssia. 
There are 4,500 open markets in 
Ru ssia with almost a million 
stands/kiosks/containers. Retai I i ng 
and distribution in Russia is very dif­
ferent from mature markets. To get a 
full picture of the Russian market, 
you must understand the role of open 
markets and kiosks, the firm reports. 

The open market was formerly an 
open hypermarket with a large range 
of products. But crisis has reduced 
capital and trade terms. Money must 
now be invested in quick turnover, 
volume products. That means con­
centrating on the bulk, essential 
items and dropping the impulse prod­
ucts. Distribution has moved from 
the open market to kiosks and smal l 
food retailers. This can be explained 
by the change of shopping habits. 

Sales of snacks in open markets 
have dropped I 0.5 percent; in small 
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shops, sa les have increased by 15.7 
percent. Personal care items have 
seen a jump from 7 percent to 9 per­
cent in sale via street vendor (28.6 
percent). 

There has been little change in the 
structure of the types of outlets. The 
three most important channels are: 
open markets , 22.4 percent; kiosks , 
20.2 percent; small food retailers , 
18. I percent. 

However the importance of the 
kiosks, a sector which had been 
expected to decline, now seems set to 
continue for a number of years. 
Street vendors, at 9.4 percent of 
expenditure, are of the same impor­
tance as the larger outlets combined. 

Expenditure on carbonated soft 
drinks (Coca-Cola, Pepsi , etc.) has 
dropped year-on-year by 22 perce nt. 
The other main drop is in personal 
care, down 15.4 percent. This is part 
of the move back to basic, essential 
products ("What do I really need?" 
"Let's buy it in bulk and buy it 
cheap."). Dairy, soups, wash prod­

ucts are unchanged. The winners are 
confectionery items, up 30 percent, 
and fats , up 21.4 percent. For more 
information contact Greg Thain at 
095-937 -7222 or at mail @ gfk.ru or 
visit the company's Web site at 
www.gfk.ru. 

Employees pat 
themselves on the back 

A s tudy conducted by Ellison 
Research, Phoenix , Ariz., shows that 
American employees g ive them­

se lves pret­
ty high 
marks for 
their own 
job perfor­
mance. The 
nationwide 
survey was 
conducted 
for the 
national 

business publication The Life @ Work 
Journal. 

Respondents - all of whom were 
employed at least 25 hours per week 

- were asked to rate their perfor­
mance in various areas of the ir work, 
using the traditional A-F school grad-

Job Performance Area 
Getting along well with co-workers 
Getting along well with your boss 

owned their ow n business. 
There was a sli ght di fference by 

age- em ployees under 30 years old 
were slightly less li kely than average 

Cor 
A. B.. Lmm 

24% 5% 
24 9 

Having the knowledge necessary to do your job well 
Being a good thinker 

70% 
65 
62 
55 
51 
49 
48 
46 
46 
44 

33 5 
40 5 

Being good at solving problems 
Being able to think creatively 

41 7 
42 8 

Managing people who work for you (among managers only) 
Not being afraid of failure 

45 7 
40 14 

Knowing what you want to accomplish in your career 
Staying calm under pressure 

36 16 
41 15 

ing system. 
Fifty-two percent of all employees 

would give their overall performance 
at work an A grade. Most of the rest 
( 44 percent) gave themselves a B. 
Just 4 percent rated their own per­
formance as average, while less than 
I percent gave themselves aD or an 
F. 

Surprisingly, there were not a lot of 
differences among different types of 
workers in how they rated their own 
performance. Grades did not vary 
dramatically by the size of the com­
pany they worked in , how many 
hours per week they worked, whether 
they managed other employees, what 
region they lived in, household 
income, or even by whether they 

to give themselves an A grade (46 
percent), while those in their 30s 
were slightly more li kely to do so 
(57 percent) . (Workers 40 and older 
were average in their grades.) 
Women also tended to be more com­
plimentary of their own work than 
did men (57 percent to 46 percent, 
respect ively, with an A grade). 

Respondents also were asked to 
grade themselves in a number of 
individual areas related to their job 
performance. As shown in the chart, 
whil e they often saw areas of partic­
ular strength or weakness in their 
work, rare ly did their grades in any 
area dip below B level (figures do 
not include a handful of people who 
gave "don't know" responses in each 

"Dr. McDonald uses hypnosis, sensitizing, 
and regressive storytelling in focus groups 
and personal interviews for breakthrough 

marketing strategies and advertising." 

We specialize in uncovering the real feelings, emotions, and decision 
making of your target customers. Bill's Journal of Business Research 
article "Consumer Decision Making and Altered States of Conscious­
ness" shows that without hypnosis people are less able to describe their 
motives and aren't honest about what they think, feel, and do. Take 
this opportunity to understand not only what people say, but how they 
really feel and what your product or service really means to them. Get 
the emotional hot buttons need for and ! 

FREE Hypnosis Booklet! CALL 888·488·5008 or FAX 888·453·1772 
Email: info@hypnosisinsights.com Web: www.hypnosisinsights.com 
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question- 2 percent or less for each 
area). 

One interesting finding was that 
lower-income employees gave them­
selves much lower grades for prob­
lem-solving abilities (41 percent with 
an A grade) than did middle-income 
(55 percent) and higher-income (66 
percent) employees. People who 
managed other workers also rated 
themselves more highly in problem­
solving than did non-managers (61 
percent to 45 percent with an A 
grade). 

Another question in the study 
showed that 7 4 percent of all 
American workers felt strongly that 
"the ability to solve problems well is 
necessary to be in leadership in the 
work world." 

"Just from this study, we can't say 
that a lack of problem-solving abili­
ties at work leads to lower household 
incomes," says Ron Sellers, presi­
dent of Ellison Research. "However, 
this difference is certainly notewor­
thy. It also points out that many peo­
ple at lower levels on the employ-

ment ladder find themselves some­
what lacking in a skill they also feel 
is essential in order to move up that 
ladder." 

Companies and business schools 
would do well to consider problem­
solving as an essential skill to be 
included in job training, Sellers says. 

For more information contact Ron 
Sellers at 602-493-3500 or at ron­
sellers@ellisonresearch.com. 

Student travelers shop 
around 

In order to save time and money 
when planning upcoming travel, more 
than 60 percent of students surveyed 
shopped around, either at other travel 
agencies (59 percent) or on the Internet 
(23 percent), according to a survey by 
STA Travel, a Los Angeles-based stu­
dent travel organization. Nearly 20 per­
cent contacted airlines directly. 

STA Travel commissioned Roper 
Starch Worldwide in the summer of 
1998 to conduct a customer satisfac-

An archive of 
past QMRR 

articles is 
just a mouse 

click away 

lllflllflllf.quirks.co~n 

tion study to determine what STA 
Travel's clientele (predominantly 
undergraduate and graduate students 
and young budget travelers) look for 
when booking travel. Roper Starch 
contacted 847 individuals in the U.S. 
who either reserved or paid for a trip 
using STA Travel within a two-month 
period of the study. 

The study also queried participants 
about their use of technology. Over 70 
percent of those questioned own a per­
sonal computer, and 79 percent have 
access to the Internet. Of those with 
Internet access, 92 percent had used 
the Internet to research an item; 37 per­
cent reserved an item on-line, and 35 
percent had purchased an item on-line. 

When it comes to selecting a travel 
agent, convenience of the location is a 
key factor for 75 percent of those ques­
tioned, particularly those using STA 
Travel locations on or near college 
campuses. Convenient hours of oper­
ation were also a top noted factor for 85 
percent of those questioned, particu­
larly among those who book through 
STA Travel's toll-free reservations cen­
ter. In addition, 69 percent of respon­
dents felt that having a large selection 
of travel options/packages was an 
important factor in selecting an agency. 
Moreover, 64 percent noted the impor­
tance of participation in a global net­
work of agencies as a key selection 
factor (so travelers can seek assistance 
abroad at any network office), while 60 
percent also noted the importance of 
booking with a nationally recognized 
company. 

An overwhelming majority (92 per­
cent) of those questioned is either 
very or somewhat likely to travel six 
or more hours away by air outside 
the United States within the next 
three years. When asked "What three 
countries are you most likely to visit 
next" the United Kingdom (36 per­
cent), France (26 percent) and Italy 
(19 percent) were most often cited, 
followed by Spain ( 17 percent), 
Australia ( 12 percent) and Germany 
( 12 percent). Ten percent also cited 
Mexico as a country they are most 
likely to visit. For more information 
call213-937-1150. 
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Product & Service Update 
continued from p. 1 0 

scenes. Plus, questionnaires can be 
directly imported to and exported 
from Microsoft Word. 

Bellview WEB 1.02 is a data col­
lection system for designing Web 
surveys based on Bellview CATI 
software. Surveys can be created 
using any of 36 HTML formatting 
macros. A choice of colors and bor­
ders allows for further customiza­
tion. This version of Bell view WEB 
offers an extra ma cro which 
improves the product' s integration 
with third-party software. A 
Conversion Utility enables data to 
be stored in separate fields for each 
question, facilitating on-line analysis 
in any ODBC-compliant third-party 
software. For more information call 
Hank Copeland at 56\-842-4000 or 
visit the company's Web site at 
www.pttsystems.com. 

Track competitors with 
STRATEGY! 2.0 

Strategy Software, Inc. , Kirkland, 
Wash. , has released STRATEGY! 
2.0, software designed to help com­
panies track, analyze and share infor­
mation about competitors and their 
products. PC- based STRATEGY! 
shows a company exactly how their 
products differ from the competition. 
STRATEGY! 2.0 adds new func­
tionality to help companies better 
track and outsmart their competitors 
on both a tactical and strategic level. 
Some of the enhancements include: a 
Key People module, which tracks 
individual personnel as they rotate 
between companies in the industry, 
showing past and present roles, back­
ground, education, personal interests 
and more; a Financial Ownership 
module, which lets a company track 
multiple levels of subsidiaries and 
parent corporations, investment 
stakes, and record individual stock­
holders . New module s can track 
manufacturing processes, construc­
tion projects, government programs 
and other real-world eve nts and 

activities that influence the industry 
and competitors. The software also 
features enhanced HTML report gen­
eration for publication of product 
comparisons to corporate 
intranets/extranets for worldwide 
access by the sales force and third­
party distribution channels. For more 
information call 888-756-4930 or 
visit the company's Web site at 
www.strategy-software.com. 

Sponsorship data now 
available on-line 

Companies interested in determin­
ing how sports, entertainment and 
event sponsorships worldwide affect 
their brand images can now obtain 
information directly from consumers 
over the Internet, thanks to a new 
partnership agreement between ROI 
Research and USADATA.com. 
Through the agreement, ROI 
Research, an international research 
company specializing in sports and 
entertainment research, will utilize a 

OBJECTIVE: 

wide range of technological services 
from USADATA.com, a creator of 
Web-based marketing and business 
information solutions. 
USADATA.com will design, develop 
and promote a Marketing 
Information Portal that will give cor­
porate clients Internet access to 
ROI's various U.S. and International 
Sponsorship and Entertainment 
Polls. In addition, USADATA.com 
will license technology to ROI 
Research enabling on-line data col­
lection to gauge immediate consumer 
reactions - from anywhere in the 
world- to various sports and enter­
tainment issues. For more informa­
tion call ROI at 212-471-1100 or visit 
the USADATA.com Web site at 
www.usadata.com or call 800-599-
5030. 

Service captures doctor 
recall of detailing visits 

The Verbatim Analysis Service 
from Scott-Levin, a Newtown, Pa., 

Manage the suroey (don 't let it manage you). 

551 SOLUTION: 
Dr. Andrew Kulley (chief statistician at employee-owned Response 

Analysis Corporation in Princeton, ew jersey)- "Working with 

traditional RDD sample when you are seeking 'low incidence' popu­

lations can be frustrating and expensive. By using Survey Sampling's 
Targeted Samples in conjunction with traditional ROD sampling 

approaches, we not only make things easier 
for our interviewers, but also retain our 

ability to generate fully projectable 

estimates for difficult-to-reach popu­

lations. Targeted Samples let us cut 
turnaround time substantially. That 

lets us bid on and win jobs we could 
not otherwise get - and makes for very 
happy clients." 

Ca ll SSI for sampling solutions at 
(203)255-4200. 

...-: Survey 
~ ~ Sampling, 
=...... Inc~ 

Partners with survey 
researchers since 79 77 
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pharmaceutical consulting firm, cap­

tures the messages physicians are 
receiving from detailing activities in 

the doctors' own words. The verba­

tim statements come from the l 0,000 

physicians whose comments are .... 
f:GiiVi 

Focus ON 
MODERATION 
Research psychology-based focus 
group moderators gaining the 
deepest level of data. All topics 
with extensive background in busi­
ness, pharmaceuticals, customer 
service, quality improvement, 
employees, benefits and human 
resources. Focus groups conducted 
in New Orleans or nationally. 

ElM AssociATES 
Division of Mangement 
Resource Group, LLC 

3433 Highway 190 PMB 288 
Mandeville, LA 70471 

Voice (504) 624-3752 
Fax (504) 624-4077 

E-Mail: mrgllc@worldnet.att.net 

recorded in Scott-Levin's Personal 

Selling Audit and Hospital Personal 
Selling Audit. The Verbatim Analysis 

Service can supply insight into how 

physicians are perceiving detail mes­

sages, helping companies optimize 
their primary research efforts . For 

more information contact Tom 

Liberta or Nancy Robertone at 215-
860-0440 or at marketing@ scot­

tlevin.com. 

Database integrates 
findings from single 
surveys, tracking 
studies 

Horsham, Pa.-based Taylor Nelson 

Sofres Intersearch (TNS Intersearch) 
has launched MIRIAD (Managed 

Integrated Research Information And 

Database), a new marketing infor­

mation database and analysis system 

which integrates findings from single 
research surveys with continuous 

tracking investigations to help mar­
keters make better, more informed 

business decisions. MIRIAD is a sin­

gle tool that catalogs , analyzes , 

examines and presents survey data. 

MIRIAD integrates all continuous 
tracking data , such as brand aware-

INTERNET AND E-MAIL SURVEYS, 
FIELD SERVICE OR FULL SERVICE. 

AFFORDABLE, FLEXIBLE, QUICK. 
Increase survey speed and reduce recruiting costs with our 
electronic collection seNices. 

Our unique seNice offers the fastest and most affordable 
COMMON survey programming, branching. skips, piping answers from 

KNOWLEDGE one question to a~other. allocate. rank. etc .; use graphics. 
even sound and v1deo! 

MARKETING 
INFORMATION 

FOR THE 
21ST CENTURY 

I U 5 IN E 55 

Use your customer or employee list or have instant access to 
over 1 million pre-recruited Internet households and businesses. 

.,.. Select from 100's of purchase categories. demographics and 
lifestyle characteristics. 

For Internet, E-mail and Interactive Voice Response Data Collection, call or see 
our website to learn more about how effective our services can be for the 
21st century business. 

Common Knowledge Research Services 
16200 Dallas Parkway. Suite 140 • Dallas. Texas 75248-2624 
Voice: 1-800-710-9147 Ext. 102 • FAX: 1-972-732-1447 
www.commonknowledge.com • E-mail: info@commonknowledge.com 

ness, customer satisfaction and 

advertising campaigns into one sin­
gle information tracking database. 

The integration of the data analy­

sis tools saves time in processing 

new tables and graphs as MIRIAD 
produces them instantly. TNS 

Intersearch will offer MIRIAD desk­

top installations for all clients so that 

they can incorporate historical data, 
highlight significant changes, pro­

duce trend lines, run slide shows of 

graphs, download into spreadsheet 
format, integrate PowerPoint slides 
and run multimedia materials. In 

addition, all reports and charts are 

automatically updated each time the 
database is updated, which ensures 
that clients always have the latest 

information at hand. For more infor­

mation call Kym Pen hall at 215-442-

9801. 

SPSS releases Server 
10.0 

SPSS Inc., Chicago, has intro­
duced SPSS Server I 0.0, a new 

release of the data analysis software 
which now features a server version 

for increased performance and scal­

ability, XML model exportation to 

assist front-line decision makers and 

a new data editor for simplified data 
handling. The latest release of SPSS 

10.0 is available for the first time in 

a distributed analysis architecture 

(DAA). SPSS ' DAA provides users 

with a scalable, enterprise-level 

analysis product. SPSS Server elim­

inates the need to copy and convert 
the data used in analysis , so all data 

can stay on the server where it 

resides . SPSS Server I 0.0 also elim­
inates file size limitations , facilitates 

data access from many sources and 

allows administrators to maintain a 
high level of data security. For more 

information visit the company's Web 

site at www.spss.com. 

New version of 
Quancept Web 

New York-based SPSS MR, the 
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market research business unit of 
Chicago-based SPSS Inc., has intro­

duced Quancept Web 1. 2. , a software 
package for designing interactive, 

multimedia Web surveys. The newest 

version is designed to let users han­

dle a higher volume of Web survey 
data collection with greater reliabil­

ity. Quancept Web allows researchers 

to administer interactive surveys to 
the genera l public or to a select pass­

word-protected samp le. Users can 

customize surveys to be consistent 
with a company's image and 

designed to keep respondents inter­

ested, promoting more complete sur­
veys and more collected data. For 

more information call 212-447-5300 

or visit the company's Web site at 

www.spss.com/spssmr. 

ESRI updates ArcView 
ESRI, Redlands, Calif., has 

released ArcYiew Business Analyst 

1.1, an update of its desktop GIS 

(geographic information system) 

software. The new release wil l fea-

ture 1999 data sets from information 

providers and ESR I 's G IS tools 

designed specifically for business 

applications. It includes 1999 busi­

ness listings with SIC codes, loca­

tions, employees, and sales from 

Dun & Bradstreet; demographic data 

from either Applied Geographic 

Solutions or CACI with 1999 cur­

rent-year estimates and five-year 

projections; a current-year national 

household consumer file of more 

than I 00 million households from 
Experian; and an updated ArcYiew 

StreetMap in the NAD83 coordin ate 

system with a nationwide street data­

base from Wessex that enha nces 

TIGER 1997 source data. For more 

information ca ll 800-44 7-9778 or 

visit the company's Web site at 

www.esri.com. 

Subscription service 
helps build on-line 
questionnaires 

QuestionBuilder.com, East 

Quogue, N.Y., ha s relea se d 

QuestionBuilder.com, a subscrip­

tion-based on-line que stionnaire 

authoring and management tool. The 

service provides a complete software 

and hardware so lution for creating 

and managing questionnaires and 

viewing the results on-line. 

Questionnaires are created and pre­

viewed in real time. The data can be 

v iewed in a number of way s. 

Subscribers have unlimited access 

to their questionnaires and data. 

Updates can be made as often as 

needed and there is no limit to the 

number of questionnaires a user may 

have. For more information visit the 

company's Web site at www.ques­

tionbui lder.com. 

New version of 
EZSurvey 99 

Raosoft Inc., Seattle, has released 

vers ion 3 of its EZSurvey 99, a 32-

bit e lectron ic data collection pro-

gram that lets end users build ques­

tionnaires on Web sites and distrib­

ute them over the Internet, intranets 

or any standard e-mail system. After 

a questionnaire is designed and post­

ed on a Web site, responses are saved 

into the DBF EZSurvey database. 

For e-mail the questionnaire is sent 

out in text format, and when the data 

returns Raosoft Postmaster saves the 

data into the DBF database file. 

Analysis and reports are immediate­

ly available from EZSurvey itself, 

from the Raosoft EZReport or 

SURVEYWin program, or from any 

DBF-standard reporting package. If 
ASCII format is desired, the data can 

be exported from EZSurvey in fixed, 

tab-delimited, or comma-delimited 

format. For more information call 

Catherine McDole Rao at 206-525-

4025 or vi sit the company's Web site 

at www.raosoft.com. 

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

Sawtooth Software Announces ... 
The Hierarchical Bayes Module 

for Choice Data 
Sawtooth Software is pleased to offer easy-to-use hierarchical Bayes 
software for computing individual-level part worths from choice data. 
System specifications include: 

• Part worth or linear term estimation for up to 20 attributes at 
15 levels each (maximum 90 parameters per respondent) 

• Analyzes Choice-Based Conjoint, alternative-specific DCM, or 
partial-profile choice designs 

• Main-effect and first-order interactions 

• Reads/writes data to/from ASCII files 

For more information, please download the CBCIHB Technical 
Paper at http:/ /www.sawtoothsoftware.com. To order, please call 
360/681-2300. 

Sawtooth Software Inc. 
502 S. Still Rd. • Sequim, WA 98382-3534 
360/681-2300 · 360/681-2400 (fax) 

http:/ /www.sawtoothsoftware.com 

Computer Interviewing • Conjoint • Cluster Analysis 
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Data Use 
continued from p. 16 

between the two groups, there is a 5 percent of chance that 
the null hypothesis is true. P-values are obtained after the 
statistical tests are performed. If a p-value is smaller than 
.05, for instance, we can say that the null hypothesis is 
rejected at the significance level of .05. Holding all other 
factors constant, a smaller p-value requires a larger sample 
size for a statistical test. 

Power. Power is defined as the probability of rejecting the 
null hypothesis when it is false. In other words, power is the 
probability of detecting a significant difference when such 
a difference really exists. Obviously, a high power is a good 
thing to have in a quantitative analytic study. We usuaJiy use 
a power of .80 or .90 in estimating sample size. Holding all 
other factors constant, a higher power requires a larger sam­
ple size. 

In this article, I' II briefly introduce the methods of cal­
culating sample size for two most commonly used inferen­
tial tests: t-tests and z-proportional tests. We' II concentrate 
on each type of test in the following two sections. 

A. T-test 
Please note that at-test is commonly employed to com­

pare between two groups or the same group over a period 
of time in the mean value of a continuous variable. It al so 
assumes that the di stributions of the populations where the 
samples are drawn from are approximately normal and the 

variances are about equal. 
Case study one: A pharmaceutical company is about to 

launch a new drug, Drug A. Before the launch, the compa­
ny introduces a launch program where a group of physicians 
is exposed to the messages of the product fo r a period of 
three weeks. The company wants to assess the effecti veness 
of the program, specifically, the difference of the physicians' 
mean ratings on Drug A's effi cacy level prior to the program 
(at the beginning of the first week) and afterwards (at the 
end of third week). Based on a prev ious study with similar 
launching program, the change of physicians' mean rating 
on the drug is 1.5 (on a I 0-point scale) with a standard devi­
ation of 3.0. How many physicians do you need to be able 
to assess the effectiveness of the program at the p-value of 

.05 and power of .80? 
The formul a used in calculati ng the sample size of the t­

test is as follows: 

2 (Zpvalue + Zpowerr 
n =--------

Where: 
n is the size of sample . 
Z. value is the standard normal dev iate fo r p-va lue. 
z. ower is the standard normal dev iate fo r power. 
Q is the standardi zed effect size. 

Z pvalue is a fix ed value set by you, the researcher. If the 

,.h& could be 
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alternative hypothesis is two-tailed, Zpvalue = 1.96 when 
p-value = .05, and Zpvalue = 2.58 when p-value = .0 1. If the 
alternative hypothesis is one-tailed, Zpvalue = 1.65 when 
p-value = .05, and Zpvalue = 2.33 when p-value = .0 1. In 
the example shown above, we have Zpvalue of 1.96 for the 
two-tailed test. Note that Zpvalue at .05 for the two-tailed 
test is equivalent to the Zpvalue at .025 (.05/2) for the one­
tailed test. This rule applied to other calculations as well 

if you know Zpvalue for one and want to know the other. 

Zpower is also a fixed value. When power= .80, Zpower 

= .84; when power= .90, Zpower = 1.28. In the example, 

we have zpower of .84. 
The standardized effect size is the estimate effect size 

divided by the standard deviation. In this example, the 
effect size refers to the estimated change of mean ratings 
from the beginning to the end of the launch program. 
Therefore, the standardized effect size, the estimated 
mean difference of 1.5 divided by the standard deviation 
of 3.0, is .50. 

Put the numbers into the equation, we have 

2 (Zpvalue + Zpower) 2 2 (1.96 + .84)2 

n=-------- ------- = 62.72 

02 0.52 

Rounding up, we need about 63 physicians in our study 
to participate in both pre- and post-launch programs. 

It should be noted that both the effect size and standard 
deviation may be derived from previous research, a pilot 
study, or from our educated guess. A larger effect size, or 
a smaller standard deviation, will require a smaller sam­
ple size, holding all other variables constant. Also the 
decision of using either one-tailed or two-tailed tests is 
based on our knowledge about the study and hypothesis 
we are making. In the case study one, if we knew that the 
launch program on the drug will only increase physi­
cians' ratings on the drug, we might use one-tailed test. 

We are thus using Zpvalue of 1.65 instead of 1.96 and 
would have a sample size of 50. 

B. Z-proportion test 
This is the test used to compare the difference between 

PRACTICAL ADVICE 
"Just as the business of marketing to kids 
has gotten more mature and complex, Dr. 
McNeal presents us with a resource which 
not only debunks the common myths of kid 
marketing, but also provides invaluable 
lessons and practical advice." 
Julie Halpin, CEO-The Geppetto Group 

To order this book or a FREE catalog call: 

888-787-8100 
PARAMOUNT MARKET PUBLISHING, INC. 

Ithaca, New York • www.paramountbooks.com 
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two proportion s. 
Case study two: A company is interested in knowing 

whether pulmonary speciali sts would prescribe Drug X 
for the treatment of asthmatic children more than family 
physicians. A review of previou s research indicates that 
5 percent of child patients with asthma were presc ribed 
Drug X by family physicians. At a p-value of .05 and 
power= .90, how many family physicians and pulmonary 
specialists will need to be studi ed to determine whether 
at least I 0 percent of such patient · from the speciali sts be 
prescribed the drug? 

The formula of calculating the sample size is: 

2 (Zpvalue + Zpower) 2 

n = ---------

Where 
n. is the size of sample . 
Zpva lue is the standard normal deviate for p-value, as 

defined earlier. In thi s example, Z pva lue = 1.65 for one­
tailed test. 

Z.power is the standard normal deviate for power, as 
defined earlier. In thi s example, Zpowcr = 1.28 

hi s the effect size. h = <1> 1 - <1>2 where <1> 1 = 2 times arc­
sin tran formation of square root of P 1 and <1>2 = 2 times 
arcsin transformation of squ are root of P2 . 

.£1 is the proportion of subjects in group I. In the exam­
ple, P 1=.05 , referring to the 5 percent of the patients pre­
scribed for the treatment with drug X by fami Iy physi­
cians. Similarly, .£2 is the proportion of subjects in group 
2. In the example, P2=.1 0 , referri ng to the I 0 percent of 
the patients who were prescribed for the treatment with 
drug X by the peciali sts. 

Table I lists the value of P and its corresponding value 
of<l>. Looking into the table for the P 1 of .05 , we have the 
<1> 1 of .451 0. For P2 of .I 0, the corresponding value of <1>2 

is .6435. 
Therefore, h = <1> 1 - <1>2 = .4510- .6435 = -.1925 
Put these numbers into the formula, we need a sample 

size of: 

2 (Zpvalue + Zpower) 2 

n = ---------
2 (1.65 + 1.28)2 

-------- = 463.3 

(-.1 925)2 

Rounding up , we need about 464 phys icians for each 
group. 
This sample size seems large. You may compromise and recalculate the 

same size with less power. For instance, if you choose a power of .80 rather 

than .90, we would then use Zpawer of. 84 rather than 1.28. You would need 

a sample size of 335 physicians for each group. 

It should be noted that, in this art icle, sample size is cal­
culated for two commonly used stati stical tests. For stud­
ies that may involve other stati stica l tes ts such as corre­
lation or regress ion , separate esti mations of sample size 
are needed. 
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Summary Table 1 - Transformations of Proportion P to <P = 2 times arcsin of square root of P 

• To calcul ate a sample size fo r infer­

enti al stati sti cs tests such as t-tests or z­

propo rti ona l tes ts, yo u have to provide 

your altern ati ve hypothes is (one- ta il ed 

o r two-ta il ed ), dec ide yo ur accepted 

leve l of p- value (e.g., .05 or .0 l ) and 

power (e.g., .80 or .90). 

• The numerators in both fo rmulae 

fo r ca lc ul a tin g sa mpl e s ize a re th e 

same. The di ffe rences li e in the ca lc u­

lat io n o f th e de no min ato r ( i. e ., the 

effect s ize). 

• For es tim atin g the sam pl e s ize for 

t-tes ts, yo u need to g ive an es tim ate o n 

the effect s ize and standard dev iatio n. 

The va lues may be deri ved fro m pre­

vio us s tudi es, yo ur pe rso na l ex pe ri­

e nces, or your educati o nal guess . 

• Fo r es timatin g the sampl e s ize for 

z-pro porti on tes ts, you need to g ive an 

es timate of propo rti on of subj ects in 

each group and ca lculate the effect s ize 

according ly. 

• For o ther tes ts such as correlation 

o r reg ress io n, sepa rate es tim ates of 

p 

.01 

.02 

.03 

.04 

.05 

.06 

.07 

.08 

.09 

.10 

.11 

.12 

.13 

.14 

.15 

.16 

.17 

.18 

.19 

.20 

.21 

.22 

.23 

.24 

.25 

<P 
p 

.2003 .26 

.2838 .27 

.3482 .28 

.4027 .29 

.4510 .30 

.4949 .31 

.5355 .32 

.5735 .33 

.6094 .34 

.6435 .35 

.6761 .36 

.7075 .37 

.7377 .38 

.7670 .39 

.7954 .40 

.8230 .41 

.8500 .42 

.8763 .43 

.9021 .44 

.9273 .45 

.9521 .46 

.9764 .47 

1.0004 .48 

1.0239 .49 

1.0472 .50 

<P 
p 

<P 
p 

1.0701 .51 1.5908 .76 

1.0928 .52 1.6108 .77 

1.1152 .53 1.6308 .78 

1.1374 .54 1.6509 .79 

1.1593 .55 1.6710 .80 

1.1810 .56 1.6911 .81 

1.2025 .57 1.7113 .82 

1.2239 .58 1.7315 .83 

1.2451 .59 1.7518 .84 

1.2661 .60 1.772 .85 

1.2870 .61 1.7926 .86 

1.3078 .62 1.8132 .87 

1.3284 .63 1.8338 .88 

1.3490 .64 1.8546 .89 

1.3694 .65 1.8755 .90 

1.3898 .66 1.8965 .91 

1.4101 .67 1.9177 .92 

1.4303 .68 1.9391 .93 

1.4505 .69 1.9606 .94 

1.4706 .70 1.9823 .95 

1.4907 .71 2.0042 .96 

1.5108 .72 2.0264 .97 

1.5308 .73 2.0488 .98 

1.5508 .74 2.0715 .99 

1.5708 .75 2.0944 1.00 

<P 

2.1176 

2.1412 

2.1652 

2.1895 

2.2143 

2.2395 

2.2653 

2.2916 

2.3186 

2.3462 

2.3746 

2.4039 

2.4341 

2.4655 

2.4981 

2.5322 

2.5681 

2.6061 

2.6467 

2.6906 

2.7389 

2.7934 

2.8578 

2.9413 

3.1416 

sample s ize are needed. r~ Adopted from Owen , D.B. Handbook of Statistical Tables. Reading, MA: Addison-Wesley, 

1962. pp . 296-303 . 
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Magnitude estimations or service category. The dilemma is 
not in determining which attributes 
comprise the ideal but in knowing the 
relative importance of each attribute. 
Standard scaling techniques usually 

continued from p. 19 

are faced with when asked to develop 
an ideal attribute profile for a product 

IPC 
International Point of Contact 

32 East 31st Street 

New York, NY 10016 

Phone: (212) 213-3303 Fax: (212) 213-3554 
E -Mail: JELIPC @aol.com 

• International research 
• Foreign language data collection 

(All Asian, European and Latin American languages) 
• Central location telephone interviewing 
• National and International capability 
• CATI- TelAthena, CfMC 

• Translation, Data Entry, Coding and Tabulation Services 

Contact Rhoda Brooks or Andy Jelito 

Simple Choices 

Networking 

Education 

Technology 

Choose MRA 

Marketing Research Association 
1344 Silas Deane Highway, Suite 306, Rocky Hill , CT 06067-0230 

Phone: 860-257-4008 • Fax: 860-257-3990 
http://www.mra-net.org • E-mail : email@mra-net.org 

Start the Millennium off right. 
join MRA today! 

blur that all-important difference in 
degree. Magnitude estimation brings 
preci sion in discerning differences, if 
in fact , there are real differences. 

As I mentioned above, I used mag­
nitude estimation when I coordinated 
a large-scale taste test for a line of 
processed food products in Canada 
and Puerto Rico. Thi s was an excel­
lent multinat ional proving ground for 
this technique since three di stinct cul­
tures were represented in the total 
sample- French-Canadian, Anglo­
Saxon Canadian, and Puerto Rican . 

There was the French/ Anglo-Saxon 
problem in equating their differing 
"somewhat" assess ments, as well as 
the Latin American po iti ve skew 
bias. Thi s meant that the marketing 
question that was presented was com­
pounded by thi s culture divers ity 
problem. 

The client had several geographi­
cally-dispersed plants to produce their 
line of food products- and each had 
its own recipe to reflect the tastes of 
their respective regions. It was decid­
ed that a standardized recipe for all 
these plants would provide greater 
flexibility in the production and di s­
tribution of their food lines. The ques­
tion that research had to answer was, 
Would standardized recipes be favor­
ably received across all geographic 
areas? 

We were able to demon s trate 
u neg u i vocal! y that s tandardized 
recipes would be acceptable across 
all regions. And what proved to be 
particularly interesting was that there 
were no consistent regional prefer­
ences for the products made in the 
consumer's home region. In fact, their 
"home" product often lost to another 
region 's product. 

Level the field 
Cultural differences were amelio­

rated since each ethnic sample was 
not burdened with the semantic bias­
es of the other two. Magnitude esti­
mation was able to level the scaling 
playing field for these three cultural­
ly diverse samples. I will continue to 
recommend use of thi s innovative 
scaling technique in all multinational 
research a signments. r~ 
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Research Industry News 
continued from p. 13 

charging Greenfield Online, a 
Wesport, Conn., research firm, with 
unfair competition, defamation and 
disparagement. The suit alleges that 
assertions made by Greenfield 
Online at its Web site that it has the 
"world' s largest Internet-based mar­
keting research panel" are false and 
misleading and are damaging Harris 
Interactive by misrepresenting the 
nature, characteristics and quality of 
Greenfield Online 's services . In the 
lawsuit Harri s Interactive claims that 
Rudy Nadilo, pre s ident of 
Greenfield Online, falsely and pub­
licly accused Harri s Interactive of 
unethical activity, namely sending 
uninvited e-mail messages regard­
ing surveys to respondents, known 
within the industry as "spamming," 
at an industry forum in Chicago , 
Illinoi s on July 8, 1999. "An accu­
sation of spamming is damaging, 
and potentially ruinous to a compa­
ny that depends on maintaining the 
highest reputation and goodwill with 
the Internet community," says 
Gordon S. Black, chairman and CEO 
of Harris Interactive. "Our legal sys­
tem places high regard on the pro­
tection of a company's good name 
and reputation. We have full confi­
dence that justice will prevail." 
Harri s Interactive is eeking dam­
ages in an amount to be determined 
at trial. Harris Interactive also seeks 
a declaratory judgment on issues 
related to this dispute. Greenfield 
Online President and CEO Rudy 
Nadilo iss ued the following state­
ment in response to the lawsuit: 
"Greenfield Online was surprised to 
learn about the law suit filed by 
Harris Interactive, Inc. We are con­
fident it is without merit. Our com­
pany is determined to en ure that the 
highest standards of integrity and 
professionalism are maintained 
when conducting research over the 
Web. " 

Desbrow & Associates , a 
Pittsburgh-based communication and 
design firm, has opened a market 
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research divi sion called Research 
Engine. Barbara " Bobby " Klein 
Womack has been named Research 
Engine's director of market research. 

United Distillers and Vintners 
has chosen Chicago-based 
Information Resources, Inc. (IRI) 
as its syndicated market information 
supplier. The multi-year agreement 
includes weekly InfoScan data on 
di stilled spirits, wines, coolers and 
cocktail mixes, as well as a range of 
analytical and deliv e ry tools. 
Separate] y, IRI has reached an agree­
ment in principle with Nabisco in 
which IRI will be Nabisco 's primary 
syndicated information service 
provider in the U.S. through the year 
2006. The pending contract encom­
passes all of Nabi sco's dome st ic 
operating units . 

Texas Qualitative, Inc. has 
opened a new focus group facility at 
14503 Bammel N. Houston , Suite 
100, Hou ston , Texas, 77014. For 
more information call Veronica 
Banghart at 281-586-8088. 

Promotion Insights, LLC, has 
signed a strategic alliance agreement 
with Leemis Marketing, Inc. , 
Oakbrook Terrace , Ill. The agree­
ment involves Leemi s Marketing's 
se lling and se rvicin g, as well as 
enhancing product deve lopment of, 
Promotion Insights' BrandData com­
petitive coupon intelli ge nce data­

base. 

To expand its portfolio of products 
aimed at understanding co nsumer 
behavior, Catalina Marketing 
Corp., a St. Petersburg, Fla., target 
marketing firm, has acquired 
Alliance Research, Inc. , a 
Cincinnati , Ohio, attitudinal research 
firm. 

Advantage Research, Inc. has 
moved to new office at W 202 
N10246 Lannon Rd. , P.O. Box 307, 
Germantown , Wi s ., 53022. Phone 
262-502-7000. Fax 262-502-7010. 

Market Strategies, Inc. has 

moved to 20255 Victor Parkway, 
Suite 400, Livonia, Mich. , 48152 . 
Phone 734-542-7600. Fax 734-542-

7620. 

IBM has se lected London-based 
IRB International as a supplier of 
international business exhibition 
research. IRB will conduct post­
show evaluations by phone with vis­
itors to IBM booths at trade shows. 

Caduceus Marketing Research, 
Mt. Arlington , N.J ., is now offering 
PCN Online Omnibus Service , an 
Internet omnibus targeting primary 
care physician s. For more informa­
tion cal l Tom Simpson at 973-770-

4000. 

ACNielsen Corp. , Stamford , 
Conn., and NetRatings, Inc. , 
Milpitas, Calif., have formed a ven­
ture to launch a g lobal service for 
tracking audiences, advertising and 
user activity on the Internet. The ven­
ture, known as ACNielsen 
e Ratings .com, will cover Europe , 
Asia-Pacific, Latin America , the 
Middle East and Africa , and begin 

tracking Internet audiences and 
advertising by the end of the first 
quarter of 2000. ACNielsen has an 80 
percent stake in the business, with 
NetRatings owning the remainder. In 
addition, ACNielsen will purchase a 

I 0 percent stake in NetRatings for 
$ 12.5 million , and Michael Connors , 
ACNiel sen' s vice chairman, will be 

appointed to the NetRatings board of 

directors. 

RONIN Corp., Princeton , N.J. , is 
now offering the eBusiness Strategic 
Asses so r on its Web site at 
www.ronin.com. The Assessor is a 
I 0-minute survey which determines 
a company 's relative ability to adopt 
new ski ll s and strategies. The respon­
dent is asked a series of questions 
about markets, competition, and cur­
rent deci s ion making . At the com­
pletion, res pondents are g iven an 
instant analysis of what areas are in 
line with their goals and what areas 

need improvement. 
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Alexander+ Parker 
30 Almaden Ct. 
San Francisco, CA 941 18 
Ph. 415-751-0613 
Fax 415-751-3620 
E-mail: alexpark@compuserve.com 
www.alexpark.com 
Contact: Sherry Parker 
Full-Service Qualitative. Most Industries. 

t 
Jeff 

Anderson 
Consult ing 

Jeff Anderson Consulting , Inc. 
1545 Hotel CircleS., Ste. 275 
San Diego, CA 92108 
Ph. 619-682-7272 
Fax 619-682-7277 
E-mail : JAMRC@aol.com 
Contact: Jeff Anderson, CPCM, MBA 
"Blending Art With Science." Member 
QRCA/AMA. 

AnswerSearch , Inc. 
8745 Belter Dr. 
Orlando, FL 32817 
Ph. 407-677-5939 
Fax 407-677-4991 
E-mail: answrsrch@aol.com 
Contact: Catherine Giordano 
Full-Service Qual. & Quant. 
Consumer/Business-to-Business. 

HI SPA IC& A SIA 

MARKETI G COMMUNICATION 

R ESEARCH, I NC. 

Asian Marketing Communication 
Research/Div. of H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 100 
Be lmont, CA 94002 
Ph. 650-595-5028 
Fax 650-595-5407 
E-mail: AsianDiv@hamcr.com 
www.hamcr.com 
Contact: Sandra M.J. Wong, Ph.D. 
Quai./Quant. Full-Service Research In 
U.S. & Asia. Cantonese, Mandarin, 
Japanese, Korean, Vietnamese, Tagalog. 

AutoPacific , Inc. 
2991 Dow Ave. 
Tustin, CA 92780 
Ph . 714-838-4234 
Fax 714-838-4260 
E-mail : karxprt1 @ix.netcom.com 
www.autopacific.com 
Contact: George Peterson 
Auto Marketing & Product Experts. 
1,300 Groups Moderate & Recruit. 
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BA~ 
BAIGioballnc. 
580 White Plains Rd. 
Tarrytown , NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail : kpermut@baiglobal.com 
Contact: Kate Permut 
Maximize The Power Of Your Qualitative 
And Get The Clear, Concise Results You 
Need For Real Business Decision-Making. 

Balaban Market Research Consulting 
3133 E. Calaveras Dr. 
Phoenix, AZ 85028 
Ph. 602-765-2172 
Fax 602-765-1873 
E-mail: ReprtWrite@aol.com 
Contact: Caryn Balaban, MPH. 
Health, Medical & Pharmaceutical. 
Products. Services. Positioning. Advtg. 
Superb Moderating. Exc. Reporting. 

Behavior Research Center, Inc. 
1101 N. First St. 
P.O. Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
E-mail : brc@primenet.com 
Contact: Earl de Berge 
Contact: Luis N. Ortiz 
Bilingual; U.S./Latin Amer. ; 35+ Yrs. 
Exp. ; All Subjects. 

Burr Research/Reinvention Prevention 
4760 Fremont Ave. 
Bellingham, WA 98226 
Ph. 360-671-7813 
Fax 360-671-7813 
E-mail : BURRRESEAR@aol.com 
Contact: Robert L. Burr, FLMI, CLU 
Providing Answers Via Actionable 
Survey, Focus Group, And 1-on-1 
Research. Financial Services Consulting. 
30+ Yrs. Experience. 

RESEARCH 

C&R Research Services, Inc. 
500 N. Michigan Ave. 12th fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail : info@crresearch .com 
www.cr-research.com 
Contact: Megan Burdick 
Leading Supplier Of Qual. Rsch. In The 
U.S. With Over 30 Yrs. of Experience. 

Cambridge Associates, Ltd . 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail : waltkendall@home.com 
www.focusgroupguru.com 
Contact: Walt Kendall 
Finest In Focus Grp. Prep., Mod. & 
Analysis. Call To Discover The Difference. 

Cambridge Research , Inc. 
3521 W. 24th St. 
Minneapolis, MN 55416 
Ph . 612-525-2011 
E-mail: CamReslnc@aol.com 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus., Ag., Specifying Engineers. 

C A M P 0 S 
MARKET RESEARCH , INC 

Campos Market Research , Inc. 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 
E-mail : campos@campos.com 
Contact: R. Yvonne Campos 
Full-Service Market Research Firm 
Offering Proven Expertise In Customized 
Qualitative and Quantitative Research 
Design and Analysis. 

Catalyst Research Network 
P.O. Box 19599 
Seattle, WA 98109 
Ph . 800-918-9301 
Fax 206-281-8297 
E-mail : info@crni.com 
www.crni.com 
Contact: Evan Riley 
Internet Survey & Interactive Voice 
Response/IVR Systems. 

Chalfont Healthcare Research , Inc. 
4275 County Line Rd ., #112 
Chalfont, PA 18914-2212 
Ph. 215-412-2388 
Fax 215-855-9993 
E-mail: lau ra@chalfonthealth .com 
www.chalfonthealth.com 
Contact: Laura Swart 
Full Service, Healthcare Specialization, 
Experience, References. Details at 
www. chalfonthealth. com. 

Chamberla in Research Consultants, Inc. 
4801 Forest Run Rd. 
Madison, WI 53704 
Ph . 608-246-3010 
Fax 608-246-3019 
E-mail : crc@crcwis.com 
www.crcwis.com 
Contact: Sharon R. Chamberlain 
Full-Service. Have Moderated 
Thousands of Groups. 
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Common Knowledge Research Svcs . 
16200 Dallas Pkwy., Ste . 140 
Dallas, TX 75248 
Ph . 800-710-9147 ext. 102 
Fax 972-732-1447 
E-mail : SRLavine@sprintmail.com 
www.commonknowledge.com 
Contact: Steven R. Lavine. President 
Affordable. Flexible & Fast! 20 Yrs. 
Experience. Groups, Depth, Virtual­
Online. Nationwide. References. 

Consumer Opinion Services 
12825-1 stAve . South 
Seattle , WA 98168 
Ph. 206-241-6050 
Fax 206-241-5213 
E-mail : cos-info@cosvc.com 
www.cosvc.com 
Contact. Jerry Carter 
Consumer, Business Groups and 
One-On-Ones. 

Cornerstone Research & Marketing , Inc. 
1965 Sheridan Dr., Ste. 8A 
Buffalo , NY 14223 
Ph . 716-871-9123 
Fax 716-44 7-1 006 
E-mail : GJR@pce.net 
Contact: Rhonda Ried 
Finest Conversation Skills - Unrivaled 
Group Control. 
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Creative Focus , Inc. 
209 The South Chace 
Atlanta, GA 30328 
Ph . 404-256-7000 
Fax 404-231-9989 
E-mail: vardis@mindspring .com 
www.creativefocus.net 
Contact: Harry Vardis 
Business-to-Business. High Tech. 
Executives, Focus Groups, Brand 
Differentiation Sessions. Name 
Development. 

Cunningham Research Associates 
500 Ashwood Lane 
Fairview, TX 75069 
Ph . 972-596-4072 
Fax 972-529-1285 
E-mail : markc@craresearch .com 
www.craresearch.com 
Contact: Mark W Cunningham 
Qual. & Quant. Rsch , Consumer. Advg .. 
Bus./Bus .. Hi-Tech. 
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Daniel Associates 
49 Hill Rd ., Ste . 4 
Belmont, MA 02478 
Ph . 617-484-6225 
Fax 800-243-3493 
E-mail: sdaniel@earthlink.net 
http:/ /home .earth link. net/ - sdaniel/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 

Data & Management Counsel , Inc . 
P.O. Box 1609 I 135 Commons Ct. 
Chadds Ford , PA 1931 7 
Ph . 610-459-4700 
Fax 610-459-4825 
E-mail : info@DMChome com 
www.DMChome.com 
Contact: Bill lift-Levine 
Extensive Experience In Domestic & 
International Qualitative Research. 

Decision Drivers 
197 Macy Rd . 
Briarcliff, NY 10510-1017 
Ph . 914-923-0266 
Fax 914-923-3699 
Contact: Sharon Driver 
Actionable Results To Drive Your Market 
Decisions. 

Directions Data Research 
1111 Northshore Dr , Ste. 41 ON 
Knoxville , TN 37919-4046 
Ph . 423-588-9280 
Fax 423-584-5960 
E-mail : rbryant@directionsdata.com 
Contact: Rebecca Bryant 
Advanced RIVA- Trained 
Moderator/Focus Facility/Phonebank. 

Dolobowsky Qualitative Services , Inc. 
94 Lincoln St. 
Waltham, MA 02451 
Ph . 781-647-0872 
Fax 781-647-0264 
E-mail : reva@doloqual.com 
www.doloqual.com 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. For 20+ Years. 

D/R/S HealthCare Consultants 
121 Greenwich Rd ., Ste . 209 
Charlotte , NC 28211 
Ph . 704-362-5211 
Fax 704-362-5216 
E-mai l: drsimon@mindspring.com 
www.drmsimon.com 
Contact: Dr Murray Simon 
Specialists in Research with Providers & 
Patients. 

Elrick & Lavidge 
1990 Lakeside Parkway 
Tucker, GA 30084 
Ph . 770-621 -7600 
Fax 770-621-7666 
E-mail: skimbro@elavidge.com 
www.elav idge.com 
Contact: Susan Kimbro 
Full-Service Qualitative. Four Full- Time 
Moderators. 
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Ergo Research Group , Inc. 
83 East Ave., Ste. 208 
Norwalk, CT 06851 
Ph . 203-838-0500 
Fax 203-853-0369 
E-mail: peter@ergoresearchgroup.net 
www.ergoresearchgroup.net 
Contact: Peter Mitchell 
Years of Experience; Quick Response & 
Turnaround. 

Erlich Transcultural Consultants 
21241 Ventura Blvd ., Ste. 193 
Woodland Hills, CA 91364 
Ph . 818-226-1333 
Fax 818-226-1338 
E-mail : Etcethnic@aol.com 
www.etctranscultural.com 
Contact: Andrew Erlich, Ph.D. 
Full Svc. Latino, Asian, African-Amer, 
Amer Indian Mktg. Rsch. 

Essman/Research 
100 E. Grand , Ste. 340 
Des Moines, lA 50309-1800 
Ph. 515-282-7145 
Fax 515-282-4535 
E-mail : mail@eassoc.com 
www.eassoc.com 
Contact: Deborah Stearns, Rsch. Dir 
Fuii-Svc. Dual. & Quant. Rsch./New 
Facilities/Moderators 
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Fader & Associates 
372 Central Park W. , Ste . 7N 
New York, NY 1 0025 
Ph . 212-749-3986 
Fax 212-749-4087 
Contact: Linda Hu 
Exp. In Broad Range of Categories, New 
Products, Repositioning, Concept Dev , 
Creative Diag. 

The Farnsworth Group 
2601 Fortune Circ le E., Ste. 200 
Indianapolis, IN 46241 
Ph. 317-241-5600 
Fax 317-227-3010 
E-mail : Farns@indy.net 
Contact. Debra Hartman 
Advancing Marketing Concepts Through 
Research. 

Findings International Corporation 
91 00 Coral Way, Ste. 6 
Miami , FL 33165 
Ph. 305-225-6517 
Fax 305-225-6522 
E-mail: findings@interfindings.com 
Contact: Marta Bethart 
Contact: Felisa Esquivel 
Hispanic Specialists, Focus Groups, 
One-on-Ones. 

First Market Research Corp . 
656 Beacon St. , 6th floor 
Boston, MA 02215 
Ph . 800-FIRST-11 (347-7811) 
Fax 617-267-9080 
E-mail : jmr1 Q@ziplink.net 
www. firstmarket.com 
Contact: Jack M. Reynolds 
Hospitals, Physicians, Bio-Tech, 
Advertising, Retail Chains. 
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First Market Research Corp . 
2301 Hancock Drive 
Austin , TX 78756 
Ph. 800-FI RST-TX (34 7 -7889) 
Fax 512-451 -5700 
E-mail : jheiman@firstmarket.com 
www.firstmarket.com 
Contact: James R. Heiman 
High Tech, Publishing, 
Bus.-To-Bus., Telecommunications. 

Linda Fitzpatrick Research Svcs. Corp. 
102 Foxwood Rd . 
West Nyack, NY 1 0994 
Ph. 914-353-4470 
Fax 914-353-4471 
E-mail: info@fitzpatrickmarketing.com 
W'W'N. fitzpatrickmarketing .com 
Contact: Linda Fitzpatrick 
Since 1985, Expert In Marketing/Group 
Dynamics. 

FOCUStPLUS 
Focus Plus, Inc. 
79 5th Avenue 
New York, NY 1 0003 
Ph . 212-675-0142 
Fax 212-645-3171 
E-mail : focusplus@msn.com 
Contact: John Markham 
Impeccable Cons. & B-B 
Recruits/Beautiful New Facility. 

GraffWorks Marketing Research 
1 0178 Phaeton Dr. 
Eden Pra irie , MN 55347 
Ph . 612-829-4640 
Fax 612-829-4645 
E-mail : cgraff@graffworks.com 
www.graffworks.com 
Contact: Carol Graff 
"Carol Is Able To Get The Toughest 
Focus Group Participants To Share Their 
Thoughts .. . An Extraordinary 
Facilitator! " 

Pat Henry Market Research , Inc. 
Tower City Center 
230 Huron Rd . N.W. , Ste . 100.43 
Cleveland, OH 44113 
Ph. 800-229-5260 
Fax 216-621-8455 
E-mail : sstone@pathenry.com 
Contact: Susan Stone 
Luxurious Facility. Expert Recruiting. 
Central Location. 

HI SPAN I C& ASIA 

MARK ETING COMMUNICATIO 

R ESEARCH, I N C . 

Hispanic Marketing Communications 
Research/Div. of H&AMCR, Inc. 
1301 Shoreway Rd ., Ste. 100 
Belmont, CA 94002 
Ph . 650-595-5028 
Fax 650-595-5407 
E-mail : gateway@hamcr.com 
www.hamcr.com 
Contact: Felipe Korzenny, Ph.D. 
Ouai./Ouant. Fu/1-svc. Research In Spanish 
& Portuguese. Focus Groups, In-Depth 
Interviews In U.S. & Latin America. 

Hispanic Research Inc. 
45 Ireland Ave. 
Edison , NJ 08837 
Ph . 732-661-9298 
Fax 732-661-1699 
E-mail : info@hispanic-research .com 
www.hispanic-research .com 
Contact: Ricardo A. Lopez 
Consulting Firm That Specializes In The 
U.S. Hispanic Market. 

Horowitz Associates, Inc. 
1971 Palmer Avenue 
Larchmont, NY 10538 
Ph. 914-834-5999 
Fax 914-834-5998 
E-mail: horoassoc@aol.com 
www.horowitzassociates.com 
Contact: Howard Horowitz 
CableNideo Marketing-Programming­
Telecommunications-Internet. 

ltG Medical Research International 
33 College Hill Rd ., Bldg. 1 OC 
Warwick, Rl 02886 
Ph. 401-823-4900 
Fax 401-823-4903 
E-mail : info@igmedresearch.com 
www.igmedresearch.com 
Contact: Monique Rinner 
New Product Development, Health Care, 
ORCA Member 

insight europe gmbh 
Turmstr. 5 
60385 Frankfurt 
Germany 
Ph . +49-69-956366-0 
Fax +49-69-956366-11 
E-mail : eva@insighteurope.de 
www.insighteurope.de 
Contact: Eva Caspary 
International Full-Service Institute, 
European Coordination, In-House 
German and French Moderators. 

Irvine Consulting , Inc. 
2207 Lakeside Drive 
Bannockburn , IL 60015 
Ph . 847-615-0040 
Fax 847-615-0192 
E-mail: IRVES224@msn.com 
www.irvineconsulting.2e.com 
Contact: Ronald J. Irvine 
Pharm/Med: Custom Global Ouan./Oual. 
Res. & Facility. 
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JRH Marketing Services , Inc. 
29-27 41st Ave. (Penthouse) 
New York, NY 11101 
Ph. 718-786-9640 
Fax 718-786-9642 
E-mail : 72114.1500@compuserve.com 
Contact: J. Robert Harris II 
Founded 1975. Check Out The Rest But 
Use The Best! 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, IL 60056 
Ph. 847-506-0033 
Fax 847-506-0018 
E-mail : facts2@interaccess.com 
www.just-the-facts.com 
Contact: Bruce Tincknell 
Highly Skilled; Well Organized; 
Maintains Control, While Enabling 
Creative Flow; Strategic Moderating; 
Actionable Results; 25 Yrs. Experience. 

Knowledge Systems & Research , Inc. 
500 South Salina St. , Ste. 900 
Syracuse, NY 13202 
Ph . 315-470-1350 
Fax 315-471-0115 
E-mail: HQ@krsinc.com 
www.krsinc.com 
Contact: Lynne Van Dyke 
Fuii-Svce. All Expertise In-House. 
Strategic Foe. Bus. to Bus. Alllnds. 

leflein Associates, Inc. 
One Bridge Plaza 
Ft. Lee, NJ 07024 
Ph. 201-363-1661 
Fax 201-363-1663 
E-mail : bleflein@leflein.com 
www.leflein.com 
Contact: Barbara Leflein 
Latest Techniques. Consumers, 
Business-to-Business, Doctors. 

lewis Consulting Inc. 
2016 Cameron St. 
Raleigh , NC 27605 
Ph . 919-835-2044 
Fax 919-835-2257 
E-mail : jamesdlewis@mindspring.com 
Contact: Jim Lewis 
20+ Years Experience Across Many 
Markets. 

low+ Associates, Inc. 
5454 Wisconsin Ave ., Ste. 1400 
Chevy Chase , MD 20815 
Ph. 301-951-9200 
Fax 301-986-1641 
E-mail : research@lowassociates.com 
www.lowassociates.com 
Contact: Nan Russell 
Health/Fin./Cust. Sat. Upscale FG 
Facility. Recruit from MD, DC, N. VA. 
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Market Access Partners 
25107 Genesee Trail Rd. , Ste. 300 
Golden, CO 80401 
Ph. 303-526-1900 
Fax 303-526-7920 
E-mail : marygpatton@juno.com 
Contact: Mary G. Patton 
Research For Medical/Surgical and 
Pharmaceutical Products. 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg , NY 10962 
Ph. 914-365-0123 
Fax 914-365-0122 
E-mail: eve@mnav.com 
E-mail : GRS@mnav.com 
www.mnav.com 
Contact: Eve Zukergood 
Contact: George Silverman 
Med. , Bus. -to-Bus., Hi-Tech, lndust., 
Ideation, New Prod., Tel. Groups. 

Marketing Advantage Rsch. Cnslts., Inc. 
2349 N. Lafayette St. 
Arlington Heights, IL 60004 
Ph . 847-670-9602 or 800-935-4220 
Fax 847-670-9629 
E-mail : mjrichards@aol.com 
Contact: Marilyn Richards 
New Product Development/Hi­
Tech/Multimedia/Telecomm. 

Marketing Matrix, Inc. 
2566 Overland Ave ., Ste. 716 
Los Angeles, CA 90064 
Ph. 310-842-8310 
Fax 310-842-7212 
E-mail : mmatrix@primenet.com 
Contact: Marcia Selz 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

MarkatRasponsal m I J; If!,, 
MarketResponse International 
6442 City West Pkwy., #305 
Minneapolis, MN 55344 
Ph. 612-943-2230 
Fax 612-943-2320 
E-mail: decide@marketresponse.com 
www.marketresponse.com 
Contact: Tom Pearson 
Dynamic Groups & Powerful Reports That 
Clients Love! ORCA Member. 

Mature 
JlarkelillK & Researcb 

Mature Marketing and Research 
85 E. India Row, Ste. 30A 
Boston , MA 02110 
Ph. 617-720-4158 
Fax 617-723-1254 
E-mail : MMRHarris@aol.com 
www.maturemarketing .com 
Contact: Howard Willens 
Providing Insightful information on the 
Attitudes & Motivations of Today's Mature 
Market. See Web Site. 

MCC Qualitative Consulting 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201-865-0408 
E-mail : meadowcc@aol.com 
Contact: Andrea Schrager 
Insightful, Innovative, lmpactful, Action­
Oriented Team Approach. 

Meczka Marketing/Rsch./Cnsltg ., Inc. 
5757 W. Century Blvd ., Lobby Level 
Los Angeles, CA 90045 
Ph . 310-670-4824 
Fax 310-410-0780 
E-mail : adiaz@mmrcinc.com 
Contact: Anthony Diaz 
Ouai./Ouant. Rsch. 25 Yrs. Exp. Recruit 
& Facility. 

MedProbe™ Inc. 
600 S. Hwy. 169, Ste. 141 0 
Minneapolis, MN 55426-1218 
Ph. 612-540-0718 
Fax 612-540-0721 
E-mail : MedPr@aol.com 
Contact: Asta Gersovitz, Pharm.D. 
MedProbe™ Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECASTsM & 
SHAREMAfsM. 

~1chelson 
~~ociates,Inc. 
Strategic Market ing Research 

Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph . 770-955-5400 
Fax 770-955-5040 
E-mail : mark@michelson.com 
www.michelson.com/research 
Contact: Mark L. Michelson 
Much More Than Moderation 
Nat'/. Fuii-Svc. Ouai./Ouant. 

Francesca Moscatelli 
506Ft. Washington Ave., 3C 
New York, NY 1 0033 
Ph. 212-740-2754 
Fax 212-923-7949 
E-mail : francesca@bigplanet.com 
http://dwp.bigp lanet.com/qualitative 
Contact: Francesca Moscatelli 
Latino Bi-Lingual/Bi-Cultural Groups, 
ORCA Member. 

www.quirks.com 

M ULTICULTURAL 

RESEARCH CE TER 
A Division of 1-fftA,\-ICR. Inc. 

Multicultural Research CentersM 
A Div. of H&AMCR, Inc. 
1540 E. First St. , Ste. 200 
Santa Ana, CA 92701 
Ph . 714-560-1120 
Fax 714-560-1121 
E-mail : ResearchCenter@hamcr.com 
www.hamcr.com 
Contact: Ricardo Flores 
Ouai./Ouant. Rsch. in Spanish, 
Portuguese, Asian Languages; Field 
Rsch. and Data Collection Svcs.; Focus 
Groups, CAT!. 

Northwest Research Group, Inc. 
400 108th Ave., N.E., Ste . 200 
Bel levue , WA 98004 
Ph . 425-635-7481 
Fax 425-635-7482 
E-mai l: mkobrien@nwrg.com 
www.nwrg.com 
Contact: Mary Kaye O'Brien 
Facilities, Moderating, Full-Service 
Market Research. 

Opinions Unlimited, Inc. 
Three Riverway, Ste. 250 
Houston , TX 77056 
Ph . 713-888-0202 
Fax 713-960-1160 
E-mai l: amartin@opinionsunlimited.com 
www.opinionsunlimited.com 
Contact: Anndel Martin 
Contact: Richard Fazio 
Contact: Karin Plate 
Qual. & Quant. Strategic Thinkers; Bus., 
Hi-Tech, Med., Cons. 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph . 612-924-0053 
Contact: Paul Tuchman 
Full-Service Nationwide Research. 

Perception Research Services , Inc. 
One Executive Dr. 
Ft. Lee, NJ 07024 
Ph . 201-346-1600 
Fax 201-346-1616 
E-mai l: jschurtz@prsresearch.com 
www.prsresearch.com 
Contact: Joe Schurtz 
Expertise In Packaging, Merchandising, 
Advertising, Corporate Identity, Direct 
Marketing And Internet Marketing. 

Performance Research 
25 Mill St. 
Newport, RI02840 
Ph . 401-848-0111 
Fax 401 -848-0110 
E-mail: focus@performanceresearch. com 
www.performanceresearch .com 
Contact: William Doyle 
Corporate Sponsorship Of Major Sports 
And Special Events. 
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Moderator MarketPlace TM 
Primary Insights, Inc. 
801 Warrenville Rd ., Ste. 185 
Lisle, IL 60532 
Ph. 630-963-8700 
Fax 630-963-8756 
E-mail: deb@primary- insights.com 
Contact: Deb Parkerson 
Sensitive Topics. Ideation. In-Depth 
Analysis. Action-Oriented 
Recommendations. 

R E s E A R €0NNECTIONS~ 

Research Connections , Inc. 
414 Central Ave. 
Westfield , NJ 07090 
Ph . 908-232-2723 
Fax 908-654-9364 
E-mail : ayoffie@researchconnections.com 
www.researchconnections.com 
Contact: Amy J. Yoffie, President 
Online Focus Groups. Nat'/.1/nt'/. Recruit 
By Web Intercept, Phone, Email, Internet 
Panel. Test Web Sites, Ads, Products, 
Concepts. E-Commerce Studies. 

The Research Department 
220 E. 73rd St. , Ste. 7-D 
New York, NY 10021 
Ph . 212-717-6087 
Fax 212-717-6382 
E-mail : alexabsmith@earthlink net 
Contact: Alexa Smith 
Experienced Specialist in Fuii-Svc. Qual. 
Rsch. - Focus Grps. , lndiv. Depth 
Interviews, Mini Grps. Skilled High 
Quality Moderating Over 25 Yrs. Exp . 

Jay L. Roth & Associates, Inc. 

Jay L. Roth & Associates , Inc. 
27 First St. 
Syosset, NY 11791-2504 
Ph . 516-921-3311 
Fax 516-921-3861 
E-maii :JayLRothAssoc@compuserve.com 
Contact: Jay L. Roth 
Expert Moderator & Marketer Delivers 
on Promises' More Than 20 Years 
Experience! Great Groups, Insights & 
Reports! 

S cHNELLER ­

~ ualitative 

---Schneller- Qualitative 
300 Bleecker St. , 3rd fl. 
New York, NY 10014 
Ph . 212-675-1631 
www.gis.net/-answers 
Contact: Paul Schneller 
Full Array Ads/Pkg Gds/Rx/B-to-B/ 
Consumer (14+ Years). 

Schwartz Consulting Partners 
5027 W. Laurel St. 
Tampa, FL 33607 
Ph . 813-207-0332 
Fax 813-207-0717 
E-mail : rod@schwartzresearch .com 
www.schwartzresearch.com 
Contact: Rodney Kayton 
Qualitative Rsch./Consult. 
Restaurant!Food/Bev.Nideo Cont. 
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SIL: Worldwide Marketing Services 
7601 ~J. Federal Hwy., Ste. 205-B 
Boca Raton, FL 33487 
Ph. 561-997-7270 
Fax 561 -997-5844 
E-mail: sil@siltd.com 
www.siltd.com 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
Ph . 212-472-3766 
E-mail : spanier.research@worldnet.att.net 
Contact: Julie Horner 
Focus Groups And One-On-Ones In 
Broad Range Of Categories. 

Stellar Strategic Services 
1475 Westwood Dr. 
Norton Shores, Ml 49441-5882 
Ph. 616-799-0084 
Fax 616-799-1079 
E-mail: cdstellar@aol.com 
Contact: Cheryl A. Dalisay 
Consumer Packaged Goods, Retail, 
Advertising. Near Grand Rapids. 

Strategic Focus , Inc. 
6456 N. Magnol ia Ave. 
Chicago, IL 60626 
Ph. 773-973-7573 
Fax 773-973-0378 
E-mai l: DonaJ@aol.com 
Contact: Dona Vitale 
Brand & Organizational Development 
Strategy, Target Audience Analysis, 
Message Communication Research. 

Strategy Research Corporation 
100 N.W. 37 Avenue 
Miami, FL 33125 
Ph . 305-649-5400 
Fax 305-643-5584 
E-mail: bpadilla@marketfacts.com 
www.strategyresearch .com 
Contact: Be/kist Padilla, V.P. 
Contact: Vivian Hernandez 
Contact: Gloria Conteiis 
Multi-Country/Multi-Market Foe. Grp. 
Rsch. U.S./Latin Amer./Caribbean. 
Native Brazilian Moderator. 

)Super Datos 

SuperDatos de Mexico 
A Subsidiary of H&AMCR, Inc. 
Ensenada 61 , Colonia Hip6dromo 
Mexico D.F., CP 06100 
Mexico 
Ph . 650-595-5028 (U .S.) 
Fax 650-595-5407 (U.S.) 
E-mail : SuperDatos@hamcr.com 
www.hamcr.com 
Contact: Jennifer Mitchell 
Fuii-Svc. Research to U.S. Standards 
Throughout Mexico. Focus Grps., In­
depth Interviews, Intercepts. Luxury 
Facility. 

www.quirks.com 

Target Market Research Group, Inc. 
4990 S.W. 72 Ave. , Ste. 110 
Miami, FL 33155-5524 
Ph . 800-500-1492 
Fax 305-661-9966 
E-mail : martin_cerda@tmrgroup .com 
www.tmrgroup.com 
Contact: Martin Cerda 
Hispanic Quai./Quant. Research-National 
Capability. 

The TCI Group 
3225 Hennepin Ave. S. 
Minneapolis, MN 55408 
Ph. 612-823-6214 
Fax 612-823-6215 
E-mail : TCigroupbethfischer@netscape.net 
Contact: Beth Fischer 
Unique Fusion of Both Solid Systematic 
Research Techniques & The Imaginative 
Art of Creative Thinking Processes. 
Result- REAL TIME Experience. 

Thorne Creative Research 
2900 Purchase St. , Ste. 2-1 
Purchase, NY 10577 
Ph . 914-694-3980 
Fax 914-694-3981 
E-mail : gthorne@thornecreative.com 
www.thornecreative.com 
Contact: Gina Thorne 
Sensitive Issues/Actionable Results With 
Kids, Teens, and Hi- Tech. 

Treistman & Stark Marketing, Inc. 
Two University Plaza, Ste. 301 
Hackensack, NJ 07601 
Ph . 201 -996-0101 
Fax 201-996-0068 
E-mail : tsmi@carroll.com 
Contact: Joan Treistman 
Experts In Innovation Approaches 
Including ENVIS/ONTM, Focus Groups. 

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 10965 
Ph . 914-735-7022 
Fax 914-735-7256 
E-mail : JGAINES246@aol.com 
www. view-finders.com 
Contact: Janet Gaines 
Specializing in Advertising, Political, 
Consumer and Business-to-Business 
Research. Complete Project 
Management. 

WB&A Market Research 
2191 Defense Hwy., Ste. 401 
Crofton , MD 21114 
Ph . 410-721-0500 
E-mail : info@WBandA.com 
www.WBandA.com 
Contact: Steve Markenson 
Four Mods. on Staff Spec. in Health 
Care, Fin. Svcs., Education, Adv. Rsch. 

Weiss Marketing Research 
27 Manor Hill Rd. 
Summit, NJ 07901 
Ph. 908-273-3497 
Fax 908-273-1865 
E-mail: WMR27@aol.com 
Contact: Debra R. Weiss 
Exp. in Health Care, HBA & Pharm. Cat.; 
All Ages/Seniors; Foe. Grps./ln-Depths. 

Wilson Qualitative Research Consultants 
20 Boulevard de Courcelles 
75017 Paris 
France 
Ph. +33-1-39-16-94-26 
Fax +33-1-39-16-69-98 
E-mail: jonwqrc@club-internet.fr 
Contact: Jonathan Wilson 
For A Full Qualitative Service and/or 
Moderation (French/English): New Tech., 
Auto, Bus. -to-Bus., Advg. Expertise. 

Wolf/Aitschui/Callahan, Inc. 
60 Madison Ave. 
New York, NY 10010 
Ph . 212-725-8840 
Fax 212-213-9247 
WAC I nc@aol.com 
www.wacresearch.com 
Contact: Judi Lippert 
Senior Moderators - 25 Years 
Experience. 

Yarnell , Inc. 
110 Sutter St. , Ste. S11 
San Francisco, CA 941 04 
Ph. 415-434-6622 
Fax 415-434-0475 
E-mail : SYarneii@Yarneii-Research.com 
Contact: Steven M. Yarnell, Ph.D. 
New Product Development & 
Positioning. HW/SW Companies. 
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Moderator MarketPlace TM 

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

Arizona Illinois New Jersey Chalfont Healthcare Research, Inc. 

Balaban Market Research Consulting C&R Research Services, Inc. Hispanic Research Inc. Data & Management Counse l, Inc. 

Behavior Research Center, Inc. Irvine Consulting , Inc. Leflein Associates, Inc. Rhode Island Just The Facts, Inc. MCC Qualitative Consulting 

California Leichliter Assoc. Mktg. Rsch ./ldea Dev. Perception Research Services, Inc. lt G Medical Research International 
Performance Research 

Alexander + Parker Marketing Advantage Rsch . Cnslts. Research Connections, Inc. 

Jeff Anderson Consulting , Inc. Primary Insights, Inc. Treistman & Stark Marketing , Inc. Tennessee 
Asian Marketing Strategic Focus, Inc. Weiss Marketing Research 

Communication Research Directions Data Research 

AutoPacific , Inc. Indiana New York 
Erlich Transcultural Consultants The Farnsworth Group BAIGioballnc. Texas 
Hispanic Marketing Cornerstone Research & Marketing , Inc. Common Kn owledge Research Svcs. 

Communication Research 
Iowa Decision Drivers Cu nningham Research Associates 

In Focus Consulting Decis ion Analyst, Inc. 
Marketing Matrix, Inc. Essman/Research 

Fader & Associates First Market Research Corp. (Heiman) 
Meczka Mktg./Rsch ./Cnsltg ., Inc. Linda Fitzpatrick Rsch. Svcs. Corp . Opinions Unlimited, Inc. 
Multicultural Research CentersM Maryland Focus Plus, Inc. 

Yarnell , Inc. Horowitz Associates, Inc. Washington 
Low + Associates, Inc. JRH Marketing Services, Inc. Burr Research/Reinvention 

Colorado WB&A Market Research Knowledge Systems & Research , Inc. Prevention 

Cambridge Associates, Ltd. Massachusetts 
Market Navigation, Inc. Catalyst Research Network 

Market Access Partners Francesca Moscatelli Consumer Opinion Services 

Daniel Associates The Research Department Northwest Research Group, Inc. 

Connecticut Dolobowsky Qualitative Services, Inc. Jay L. Roth & Associates, Inc. Wisconsin Rrst Market Research Corp. (Reynolds) Schneller - Qualitative 
Ergo Research Group, Inc. Mature Marketing and Research James Spanier Associates Chamberlain Research Consultants, Inc. 

Florida Thorne Creative Research 

AnswerSearch , Inc. 
Michigan View Finders Market Research France 

Findings International Corporation Stellar Strategic Services Wolf/Aitschu i/Callahan, Inc. Wilson Qualitative Research Consultants 

Schwartz Consulting Partners 
Minnesota North Carolina Germany SIL: Worldwide Marketing Services 

Strategy Research Corporation Cambridge Research , Inc. D/R/S HealthCare Consultants insight europe gmbh 
Sunbelt Research Associates, Inc. GraffWorks Marketing Research Lewis Consulting Inc. 
Target Market Research Group, Inc. MarketResponse International 

Ohio Mexico 
Georgia 

MedProbe™ Inc. 
Outsmart Marketing Pat Henry Market Research, Inc. SuperDatos de Mexico 

Creative Focus, Inc. The TCI Group 
Elrick & Lavidge Pennsylvania 
Michelson & Associates, Inc. Campos Market Research, Inc. 

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

ADVERTISING AFRICAN-AMERICAN Asian Perspective, Inc. BRAND/CORPORATE 
Jeff Anderson Consulting, Inc. Erlich Transcultural Consultants Data & Management Counsel , Inc. IDENTITY 
Balaban Market Research Consulting JRHMarketing Services, Inc. Erlich Transcultural Consultants 
C&R Research Services, Inc. Multicultural Research CentersM Perception Research Services, Inc. 

Cambridge Associates, Ltd. AGRICULTURE BUS.-TO-BUS. Cambridge Research , Inc. ASSOCIATIONS 
Common Knowledge Rsch . Svcs. 

Cambridge Associates , Ltd. 
Low+ Associates, Inc. Access Research, Inc. 

Creative Focus, Inc. 
Cambridge Research, Inc. Asian Marketing 

Decision Drivers 
Lewis Consulting Inc. 

AUTOMOTIVE Communication Research 

Erlich Transcultural Consultants BAIGiobal Inc. 

Fader & Associates ALCOHOLIC BEV. AutoPacific, Inc. Behavior Research Center, Inc. 

First Market Research Corp. (Reynolds) C&R Research Services, Inc. C&R Research Services, Inc. C&R Research Services, Inc. 

Outsmart Marketing Strategy Research Corporation Erlich Transcu ltural Consultants Cambridge Associates, Ltd . 

The Research Department 
MarketResponse International Cambridge Research , Inc. 

Jay L. Roth & Associates, Inc. ARTS & CULTURE Matrixx Marketing-Research Div. Campos Market Research , Inc. 

Schneller- Qualitative Strategic Focus, Inc. BIO-TECH 
Common Knowledge Rsch . Svcs. 

Strategy Research Corporation 
Consumer Opinion Services 

Treistman & Stark Marketing, Inc. ASIAN Irvine Consulting, Inc. Creative Focus, Inc. 

WB&A Market Research Market Navigation, Inc. Data & Management Counsel , Inc. 

Wolf/Aitschui/Callahan, Inc. 
Asian Marketing MedProbe, Inc. Fader & Associates 

Communication Research First Market Research Corp. (Heiman) 
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. Moderator MarketPlace TM 
Linda Fitzpatrick Rsch. Svcs. Corp. Common Knowledge Rsch . Svcs. The Research Department Data & Management Counsel , Inc. 
Pat Henry Market Research, Inc. Elrick & Lavidge Jay L. Roth & Associates, Inc. Erlich Transcultural Consultants 
Just The Facts, Inc. Low+ Associates, Inc. WB&A Market Research Findings International Corporation 
Knowledge Systems & Research, Inc. SuperDatos de Mexico Hispanic Marketing 
MarketResponse International FOOD PRODUCTS/ Communication Research 
MCC Qualitative Consulting DIRECT MARKETING NUTRITION Hispanic Research Inc. 
The Research Department Francesca Moscatelli BAIGioballnc. BAIGioballnc. Jay L. Roth & Associates, Inc. Perception Research Services, Inc. Multicultural Research Center5

M 

Schneller - Qualitative C&R Research Services, Inc. Strategy Research Corporation 
SuperDatos de Mexico DISCRETE CHOICE/ 

Common Knowledge Rsch . Svcs. Target Market Research Group, Inc. 
Yarnell , Inc. Just The Facts, Inc. 

CONJOINT Outsmart Marketing HOUSEHOLD 
CABLE Yarnell , Inc. The Research Department 

PRODUCTS/CHORES Jay L. Roth & Associates, Inc. C&R Research Services, Inc. 
Schnel ler- Qualitative The Research Department 

Horowitz Associates, Inc. DISTRIBUTION Schneller- Qualitative 
Burr Research/Reinvention FOOTWEAR CHILDREN Prevention 

Best Practices Research HUMAN RESOURCES 
C&R Research Services, Inc. 

ORGANIZATIONAL DEV. Fader & Associates EDUCATION 
JustThe Facts, Inc. Cambridge Associates, Ltd . 

GENERATION X Primary Insights, Inc. 
Market Navigation, Inc . Just The Facts, Inc. Primary Insights, Inc. 

IDEA GENERATION Matrixx Marketing-Research Div. Marketing Advantage Rsch. Cnslts. 
Outsmart Marketing WB&A Market Research HEALTH & BEAUTY Analysis Research Ltd . 
Thorne Creative Research PRODUCTS BAIGioballnc. 

ELECTRONICS - BAIGiobal lnc. 
C&R Research Services, Inc. 

COMMUNICATIONS 
CONSUMER Schneller - Qualitative 

Cambridge Associates, Ltd. 

RESEARCH Creative Focus, Inc. 
MarketResponse International Thorne Creative Research Elrick & Lavidge Access Research , Inc. Weiss Marketing Research JustThe Facts, Inc. 

Cambridge Associates, Ltd . 
ETHNIC Matrixx Marketing-Research Div. 

Creative Focus, Inc. 
Multicultural Research Center5

M 
HEALTH CARE Primary Insights, Inc. 

MarketResponse International Alexander+ Parker 
Jay L. Roth & Associates, Inc. 

ETHNOGRAPHIC 
Jeff Anderson Consulting, Inc. IMAGE STUDIES 
Balaban Market Research Consulting Cambridge Associates, Ltd . COMPUTERS/MIS RESEARCH Chalfont Health care Research, Inc. MarketResponse International C&R Research Services, Inc. Alexander+ Parker Directions Data Research 

Cambridge Associates, Ltd . Asian Marketing D/R/S HealthCare Consultants INDUSTRIAL Catalyst Research Network Communication Research Erlich Transcultural Consultants First Market Research Corp. (Heiman) Daniel Associates Hispanic Marketing First Market Research Corp. (Reynolds) Market Navigation, Inc. Fader & Associates Communication Research ltG Medical Research International 
First Market Research Corp. (Heiman) Irvine Consulting , Inc. INSURANCE Marketing Advantage Rsch. Cnslts. EXECUTIVES Knowledge Systems & Research, Inc. 

Burr Research/Reinvention James Spanier Associates BAIGioballnc. Low+ Associates, Inc. 
Prevention Yarnell , Inc. C&R Research Services, Inc. Market Access Partners 

Erlich Transcultural Consultants 

CONSUMERS Common Knowledge Rsch . Svcs. Market Navigation, Inc. Low + Associates, Inc. 
Decision Drivers MarketResponse International 

Behavior Research Center, Inc. Fader & Associates Matrixx Marketing-Research Div. INTERACTIVE PROD./ C&R Research Services, Inc. First Market Research Corp. (Heiman) MedProbe™ Inc. 
Common Knowledge Rsch . Svcs. Marketing Advantage Rsch . Cnslts. Strategy Research Corporation SERVICES/RETAILING 
Consumer Opinion Services The Research Department WB&A Market Research Ergo Research Group, Inc. 
Decision Drivers Jay L. Roth & Associates, Inc. Weiss Marketing Research Research Connections, Inc. 
Pat Henry Market Research , Inc. Schneller- Qualitative 
Just The Facts, Inc. Strategy Research Corporation HIGH-TECH INTERNET 
Knowledge Systems & Research , Inc. Jeff Anderson Consulting, Inc. Common Knowledge Rsch. Svcs. 
Lewis Consulting Inc. FINANCIAL SERVICES Asian Marketing Ergo Research Group, Inc. 
Marketing Advantage Rsch . Cnslts. Jeff Anderson Consulting, Inc. Communication Research First Market Research Corp. (Reynolds) 
The Research Department BAIGioballnc. Common Knowledge Rsch. Svcs. Horowitz Associates, Inc. 
Jay L. Roth & Associates, Inc. Burr Research/Reinvention Ergo Research Group, Inc. Knowledge Systems & Research, Inc. 
Schwartz Consulting Partners Prevention Hispanic Marketing Research Connections, Inc. 

C&R Research Services, Inc. Communication Research 
CORPORATE Cambridge Associates, Ltd. Market Navigation, Inc. INTERNET SITE 
SPONSORSHIP Cambridge Research, Inc. Research Connections, Inc. CONTENT & DESIGN 
Performance Research Common Knowledge Rsch . Svcs. Jay L. Roth & Associates, Inc. 

Perception Research Services, Inc. 
Elrick & Lavidge Perception Research Services, Inc. 

CUSTOMER Fader & Associates Thorne Creative Research 
LATIN AMERICA Low+ Associates, Inc. 

SATISFACTION Marketing Matrix, Inc. HISPANIC Best Practices Research 
BAIGiobal Inc. Matrixx Marketing-Research Div. Behavior Research Center, Inc. Hispanic Marketing 

MCC Qualitative Consulting Communication Research 
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Moderator MarketPlace TM 
Strategy Research Corporation Treistman & Stark Marketing, Inc. SMALL BUSINESS/ TOYS/GAMES 
SuperDatos de Mexico Weiss Marketing Research ENTREPRENEURS Fader & Associates 

MEDICAL PROFESSION PARENTS Linda Fitzpatrick Rsch . Svcs. Corp. 
TRANSPORTATION Strategy Research Corporation 

Balaban Market Research Consulting Fader & Associates Yarnell , Inc. SERVICES Cambridge Associates, Ltd. 
Chalfont Healthcare Research , Inc. PET PRODUCTS SOFT DRINKS, BEER, 

Low + Associates, Inc. 

D/R/S HealthCare Consultants Cambridge Research, Inc. 
Strategic Focus, Inc. 

Pat Henry Market Research, Inc. Common Knowledge Rsch . Svcs. WINE 
ltG Medical Research International MarketResponse International C&R Research Services, Inc. TRAVEL 
Matrixx Marketing-Research Div. Primary Insights, Inc. Cambridge Associates, Ltd. Cambridge Associates, Ltd . 
MedProbe™ Inc. Grieco Research Group , Inc. James Spanier Associates 
Schneller- Qualitative PHARMACEUTICALS Jay L. Roth & Associates, Inc. 
Weiss Marketing Research 

BAIGioballnc. 
Strategy Research Corporation UTILITIES 

MODERATOR TRAINING Balaban Market Research Consulting SPORTS 
Cambridge Associates, Ltd . 

C&R Research Services, Inc. Knowledge Systems & Research, Inc. 
Cambridge Associates, Ltd . Cambridge Associates, Ltd. Performance Research 

Chalfont Healthcare Research , Inc. VIDEO CONFERENCING 
MULTIMEDIA D/R/S HealthCare Consultants STRATEGY Schwartz Consulting Partners 
Catalyst Research Network ltG Medical Research International DEVELOPMENT 
Marketing Advantage Rsch. Cnslts. Irvine Consulting , Inc. 

Schneller- Qualitative VETERINARY MEDICINE 
Lewis Consulting Inc. 

Common Knowledge Rsch . Svcs. 
NEW PRODUCT DEV. Market Navigation, Inc. 

TEENAGERS 
BAIGiobal lnc. MarketResponse International 

MCC Qualitative Consulting C&R Research Services, Inc. WEALTHY 
C&R Research Services, Inc. 
Cambridge Associates, Ltd . MedProbe™ Inc. Fader & Associates Strategy Research Corporation 

Data & Management Counsel, Inc. Schneller- Qualitative Matrixx Marketing-Research Div. 

Elrick & Lavidge Weiss Marketing Research MCC Qualitative Consulting YOUTH 
Fader & Associates Thorne Creative Research Fader & Associates 
First Market Research Corp. (Heiman) POLITICAUSOCIAL Weiss Marketing Research MarketResponse International 
Just The Facts, Inc. RESEARCH TELECOMMUNICATIONS Marketing Advantage Rsch. Cnslts. Cambridge Associates, Ltd . 
Outsmart Marketing BAIGioballnc. 

Primary Insights, Inc. 
Francesca Moscatelli Catalyst Research Network 

The Research Department Creative Focus, Inc. 

Jay L. Roth & Associates, Inc. POINT-OF-SALE MKTG. Daniel Associates 

Schneller- Qualitative Perception Research Services, Inc. Elrick & Lavidge 

Weiss Marketing Research Ergo Research Group, Inc. 

POSITIONING Erlich Transcultural Consultants 

NON-PROFIT RESEARCH 
First Market Research Corp. (Heiman) 
Hispanic Marketing 

Strategic Focus, Inc. Schneller- Qualitative Communication Research 
Knowledge Systems & Research , Inc. 

OBSERVATIONAL PUBLIC POLICY RSCH. Linda Fitzpatrick Rsch. Svcs. Corp. 

Alexander+ Parker Cambridge Associates, Ltd . 
Horowitz Associates, Inc. 
Marketing Advantage Rsch. Cnslts. 

JRH Marketing Services, Inc. MarketResponse International 
ON-LINE FOCUS MCC Qualitative Consulting 
GROUPS PUBLISHING The Research Department 

Catalyst Research Network Cambridge Associates, Ltd. Jay L. Roth & Associates, Inc. 

Common Knowledge Rsch. Svcs. Cornerstone Research & Marketing Strategy Research Corporation 

Research Connections, Inc. First Market Research Corp. (Heiman) 
TELECONFERENCING Thorne Creative Research Marketing Advantage Rsch. Cnslts. 

James Spanier Associates Cambridge Research, Inc. 

PACKAGED GOODS 
RETAIL TELEPHONE FOCUS BAIGioballnc. 

C&R Research Services, Inc. First Market Research Corp. (Reynolds) GROUPS 
Just The Facts, Inc. Pat Henry Market Research , Inc. C&R Research Services, Inc. 
Jay L. Roth & Associates, Inc. Knowledge Systems & Research, Inc. Cambridge Associates, Ltd . 
Thorne Creative Research MCC Qualitative Consulting Lewis Consulting Inc. 

SENIORS 
Market Navigation, Inc. 

PACKAGE DESIGN MedProbe, Inc. 

RESEARCH Fader & Associates 

Alexander+ Parker 
Mature Marketing and Research TOURISM/HOSPITALITY 

Perception Research Services, Inc. 
Primary Insights, Inc. Schwartz Consulting Partners 

The Research Department 
Weiss Marketing Research 
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CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations- number of interviewing stations 

Facility features 
C- computer-aided stations 
K- kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Alabama 

Birmingham 

Consumer Pulse of Birmingham 
Brookwood Village Mall, #612A 
Shades Creek Pkwy. 
Birmingham, AL 35209 
Ph. 205-879-0268 or 800-336-0159 
Fax 205-879-1 058 
E-mail : birmingham@consumerpulse.com 
www.consumerpulse.com 
Connie Glass, Director 
Income: H-30% M-50% L-20% 
Stations: 8 C K P 0 

Facts 
Div. of Graham and Associates , Inc. 
Century Plaza 
7580 Century Plaza, Ste. 266 
Birmingham, AL 35210 
Ph . 205-443-5399 
Fax 205-443-5389 
Loretta Gunn, Supervisor 
Income: H-20% M-50% L-30% 
Stations: 6 C K P 0 
(See advertisement on p. 95) 

Gadsden 

Facts 
Div. of Graham and Associates, Inc. 
Gadsden Mall 
1001 Rainbow Dr. 
Gadsden, AL 35901 
Ph . 205-443-5399 
Fax 205-443-5389 
Cora Wilson, Supervisor 
Income: H-25% M-50% L-25% 
Stations: 5 C K 
(See advertisement on p. 95 
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Huntsville 

Facts 
Div. of Graham and Associates, Inc. 
Madison Square Mall 
5901 University Dr. , #86 
Huntsville, AL 35806 
Ph. 256-443-5399 
Fax 256-443-5389 
Terry Wood , Supervisor 
Income: H-50% M-30% L-20% 
Stations: 5 C K 0 
(See advertisement on p. 95) 

Mobile 

Facts 
Div. of Graham and Associates, Inc. 
3289 Bel Air Mall 
Mobile, AL 36606 
Ph. 334-471-0059 
Fax 334-478-0015 
Martha Bowers, Supervisor 
Income: H-30% M-35% L-35% 
Stations: 6 C K P 0 
(See advertisement on p. 95) 

Montgomery 

Nolan Research 
1 016A Eastdale Mall 
Montgomery, AL 36117 
Ph. 334-284-4164 
Fax 334-286-9788 
Deidra Nolan, Partner 
Income: H-20% M-70% 
Stations: NA 

Nolan Research 
Lecroy Shopping Village 
3655 Debby Dr. 
Montgomery, AL 36111 
Ph. 334-284-4164 
Fax 334-286-9788 
Deidra Nolan , Partner 
Income: H-20% 
Stations: 2 

M-70% 
CP 

Nolan Research 
Montgomery Mall 
East-South Blvd. 
Montgomery, AL 36110 
Ph. 334-284-4164 
Fax 334-286-9788 
Deidra Nolan , Partner 
Income: H-20% 
Stations: 4 

M-70% 
c 

L-10% 
CP 

L-10% 

L-10% 

Arizona . 

Phoenix 

Car-Lene Research , Inc. 
Arizona Mills Mall 
5000 Arizona Mills Cir. 
Tempe, AZ 85282 
Ph . 480-839-4606 
Fax 480-839-4619 
www.car-leneresearch.com 
Connie Nipp, Manager 
Income: H-20% M-50% 
Stations: NA 

Car-Lene Research , Inc. 
Arrowhead Towne Center 
7700 W. Arrowhead Towne Center 
Glendale, AZ 85308 
Ph . 623-486-1 050 
Fax 623-486-2425 
www.car-leneresearch.com 
Connie Nipp, Manager 

L-30% 
KPO 

Income: H-15% M-55% L-30% 
Stations: NA K P 0 

Cunningham Field & Research Service 
Metro Center Mall 
9617 N. Metro Center Pkwy. W. , Ste. 1214 
Phoenix, AZ 85051 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail: phom@cunninghamresearch .com 
www.cunninghamresearch .com 
Income: H-10% M-70% L-20% 
Stations: 5 C K P 0 
(See advertisement on p. 1 03) 

e-works 
Anchor Network, Inc. 
Metrocenter Mall 
Arizona Mills Mall 
Phoenix, AZ 
Ph . 215-561 -1312 
Fax 215-561 -2695 
www.ANI-research .com 
Income: H-25% M-50% L-25% 
Stations: NA 

Friedman Marketing Services 
Phoenix Research 
Christown Mall 
1739 W. Bethany Home Rd . 
Phoenix, AZ 85015 
Ph . 602-242-4868 or 914-698-9591 
Fax 602-242-491 0 
www.friedmanmktg .com 
M. Hasan 
Income: H-30% 
Stations: 11 

M-50% 

(See advertisement on p. 119) 

L-20% 
CKPO 
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Friedman Marketing Services 
Consumer Opinion Center 
Desert Sky Mall 
7611 -118 W. Thomas Rd . 
Phoenix, AZ 85033 
Ph. 623-849-8080 or 914-698-9591 
Fax 623-849-8083 
www.friedmanmktg .com 
Dawn Mullan 
Income: H-25% M-50% L-25% 
Stations: 14 C K P 0 
(See advertisement on p. 119) 

Friedman Marketing Services 
Consumer Opinion Center 
Paradise Valley Mall 
4550 E. Cactus, #416 
Phoenix, AZ 85032 
Ph . 602-494-7813 or 914-698-9591 
Fax 602-996-7 465 
www.friedmanmktg.com 
Pat McWilliams 
Income: H-50% M-25% L-25% 
Stations: 10 C K P 0 
(See advertisement on p. 119) 

Quick Test 
Superstition Springs Center 
6555-1004 E. Southern Ave. 
Mesa, AZ 85206 
Ph . 602-985-2866 
Fax 602-985-6321 
E-mail : info@quicktest.com 
www.quicktest.com 
Ali Arastu , Manager 
Income: H-3% M-37% L-60% 
Stations: 7 C K P 0 
(See advertisement on p. 101) 

Tucson 

Car-Lene Research, Inc. 
Tucson Mall 
4500 N. Oracle 
Tucson , AZ 85705 
Ph . 520-292-0966 
Fax 520-292-0800 
www.car-leneresearch .com 
Laura Metelovski , Manager 
Income: H-24% M-40% L-36% 
Stations: NA K P 0 

Arkansas 

Fort Smith 

C & C Market Research , Inc. 
Central Mall 
5111 Roger Ave. , #8 
Fort Smith, AR 72903 
Ph. 501-785-5637 
Fax 501-785-5645 
E-mail : craig@ccmarketresearch.com 
www.ccmarketresearch.com 
Craig Cunningham, President 
Income: H-20% M-60% L-20% 
Stations: 8 C K P 0 

November 1999 

EXCEEDING 
ExPECTATIONS 

for Thirty-five Jears! 

A few comments from our clients: 

IMPECCABLE • O UTSTANDING • EXCEPTIONAL 

PROACTIVE • RELIABLE • EXPERIENCED • RESPONSIVE • CLASSY 

V ERSATILE • EFFICIENT • CONGENIAL • D EPENDABLE 

EFFECTIVE • PROFESSIONAL • ENTHUSIASTIC • INCOMPARABLE 

MODERN • INNOVATIVE • UNSURPASSED 

www.quirks.com 

PERMANENT MALL FACILITIES: 

Birmingham • Huntsville • Mobile 

Graham & Associates Inc. 
3000 Riverchase Galleria, Suite 310 

Birmingham, Alabama 35244 
(205) 443-5399 • Fax (205) 443-5389 

95 



CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations - number of interviewing stations 

Facility features 
C - computer-aided stations 
K - kitchen facilities 
P - private display room . . 
0- one-way mirror for viewmg of stations 

NA- information not available 

Little Rock 

Friedman Marketing Services 
Consumer Opinion Center 
The Pines Mall 
2901 Pines Mall Dr. 
Pine Bluff, AR 71601 
Ph. 870-535-1688 or 914-698-9591 
Fax 870-535-1754 
www.friedmanmktg .com 
Tony Peterson 
Income: H-25% M-50% L-25% 
Stations: 9 C K P 0 
(See advertisement on p. 119) 

California 

Fresno 

Bartels Research Corp. 
145 Shaw Ave ., Bldg. C 
Clovis, CA 93612 
Ph. 559-298-7557 
Fax 559-298-5226 
E-mail : bartels1 @compuserve.com 
Patrick Bartels 
Income: H-10% 
Stations: 6 

Nichols Research, Inc. 
Fash ion Fair Mall 
557 E. Shaw Ave. 
Fresno, CA 93710 
Ph. 559-226-3100 
Fax 559-226-9354 

M-75% 
CKPO 

L-15% 

E-mail: fresno@nichols-research.com 
www.nichols-research .com 
Amy Shields, Manager 
Income: H-20% M-70% L-10% 
Stations: 6 C K P 0 

96 

Los Angeles 
(See also Orange County) 

Adept Research, Inc. 
Sherman Oaks Fashion Square 
14006 Riverside Dr., #235 
Sherman Oaks, CA 91423 
Ph. 818-727-7494 
Fax 818-727-7351 
Iris Gross, Owner 
Income: H-60% M-35% L-5% 
Stations: 6 C K 

Car-Lene Research , Inc. 
Puente Hills Mall 
386 Puente Hills Mall 
City of Industry, CA 91 748-1619 
Ph. 626-964-4589 
Fax 626-964-4809 
www.car-leneresearch .com 
Danella Hawkins 
Income: H-20% M-50% L-30% 
Stations: 6 K P 0 

Consumer Pulse of Los Angeles 
Galleria at South Bay, #269 
1815 Hawthorne Blvd. 
Redondo Beach, CA 90278 
Ph . 310-371 -5578 or 800-336-01 59 
Fax 310-542-2669 
E-mail : losangeles@consumerpu lse.com 
www.consumerpulse .com 
Angie Abell , Di rector 
Income: H-25% 
Stations: 9 

M-50% 
CKPO 

L-25% 

Cunningham Field & Research Service 
Northridge Fash ion Center 
9301 Tampa Ave., Ste. 69A 
Northridge, CA 91324 
Ph. 904-677-5644 
Fax 904-677-5534 
www.cunn inghamresearch.com 
Income: H-40% M-30% L-30% 
Stations: 5 C K 0 
(See advertisement on p. 1 03) 

Facts 'n Figu res 
Panorama Mall , Ste. 78B 
14550 Chase St. 
Panorama City, CA 91 402 
Ph. 818-891 -6779 
Fax 818-891 -6119 
E-mai 1: steve_escoe@factsnfig u res i nc.com 
www.factsnfigures inc.com 
Cecilia Chavez, Manager 
Income: H-30% M-50% L-20% 
Stations: 12 C K P 0 

Facts 'n Figu res 
Antelope Valley Mall 
1233 W. Ave. P, #701 
Palmdale, CA 93551 
Ph. 661-272-4888 
Fax 661 -272-5676 
E-mail: steve_escoe@factsnfiguresinc.com 
www.factsnfiguresinc.com 
Rene Stapleton, Manager 
Income: H-20% M-70% L-1 0% 
Stations: 8 C K P 0 

Facts 'n Figures 
Valencia Town Center Mall 
24201 Valencia Blvd ., Ste. 2317 
Valencia , CA 91355 
Ph. 661-222-2278 
Fax 661-222-2287 
E-mail : steve_escoe@factsnfiguresinc.com 
www.factsnfiguresinc .com 
Income: H-40% M-40% L-20% 
Stations: 6 C K P 0 

Field Management Associates-Los Angeles 
Westside Pavilion 
10800 W. Pi co Blvd ., #207 
Los Angeles , CA 90063 
Ph. 310-234-3410 
E-mai l: fmaqual@earthlink.net 
www.fmaresearch.com 
Income: H-60% M-30% L-10% 
Stations: 5 C K P 0 

Friedman Marketing Services 
Consumer Opinion Center 
Stonewood Center Mall 
404 Stonewood St. 
Downey, CA 90241 
Ph. 562-861-9392 or 914-698-9591 
Fax 562-861-2592 
www.friedmanmktg.com 
Ruth Grigaras 
Income: H-40% M-40% L-20% 
Stations: 6 C K P 0 
(See advertisement on p. 119) 

Heakin Research , Inc. 
Fallbrook Mall 
6633 Fallbrook Ave ., Ste. 304 
Canoga Park, CA 91304 
Ph . 818-712-0660 
Fax 818-712-9229 
Income: H-40% M-50% 
Stations: 14 
(See advertisement on p. 1 01) 

L.A. Research , Inc. 
9010 Reseda Blvd ., Ste. 109 
Northridge, CA 91324 

L-10% 
CKPO 

Ph. 818-993-5500 or 800-760-9040 
Fax 818-993-5664 
E-mail : lamusearch@aol.com 
Lorei Musselman , President 
Income: H-30% M-50% L-20% 
Stations: 7 C P 0 

Los Ange les Marketing Research Associates 
Warner Plaza Mall 
Ventura Blvd. 
Woodland Hills. CA 91364 
Ph . 818-506-5544 
Fax 818-762-5144 
Wil liam Bilkiss, Sr. Vice President 
Income: H-40% M-40% L-20% 
Stations: 6 K P 

Mid-America Rsch ./Facts In Focus 
Santa Monica Place 
301 Santa Monica Pl. 
Santa Monica, CA 90401 
Ph . 310-260-3237 or 847-392-0800 
Fax 310-260-3241 
Terri Thomas, Manager 
Income: H-25% M-70% L-5% 
Stations: 25 C K P 0 
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Barbara Nolan Market Research 
Montclair Plaza 
2157 Montclair Plaza Ln . 
Montclair, CA 91763 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-25% 
Stations: 8 

M-50% L-25% 
CKPO 

PKM Marketing Research Services 
The Plaza at West Covina 
1200 W. Covina Pkwy. 
West Covina, CA 91793 
Ph. 626-856-3883 
Fax 626-856-3886 
E-mail : pkmcov@aol.com 
Gina Driggers, Manager 
Income: H-20% M-45% L-35% 
Stations: 6 C P 0 

Quick Test 
Lakewood Center Mall 
Space 25 
Lakewood, CA 90712 
Ph. 562-633-7344 
Fax 562-633-3791 
E-mail : info@quicktest.com 
www.quicktest.com 
Lisa Fleming , Manager 
Income: H-32% M-36% L-32% 
Stations: 7 C K 
(See advertisement on p. 101) 

Suburban Associates 
Media City Center Mall 
201 E. Magnolia, Store 263 
Burbank, CA 91501 
Ph. 818-563-5360 
Fax 818-563-4850 
E-mail : lamall@subassoc.com 
www.subassoc.com 
Susan Wisniewski , Manager 
Income: H-20% M-60% L-20% 
Stations: 1 0 C P 0 

Orange County 
(See also Los Angeles) 

Car-Lene Research , Inc. 
The Promenade Mall 
40820 Winchester Rd ., Ste. 2292 
Temecula, CA 
Ph . 847-564-1454 
www.car-leneresearch.com 
Income: H-35% M-45% L-20% 
Stations: NA 

Quick Test 
Huntington Center Mall 
7777 Edinger Ave. 
Huntington Beach , CA 92647 
Ph . 714-899-3888 
Fax 714-899-3878 
E-mail : info@quicktest.com 
www.quicktest.com 
Yelise Ayou , Manager 
Income: H-20% M-60% L-20% 
Stations: 4 C K P 0 
(See advertisement on p. 101) 
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Quick Test 
Westminster Mall 
2009 Westminster Mall 
Westminster, CA 92683 
Ph . 714-891-2111 
Fax 714-891-8985 
E-mail : info@quicktest.com 
www.quicktest.com 
Linda Green , Manager 
Income: H-20% M-60% L-20% 
Stations: 9 CKP 
(See advertisement on p. 101) 

Sacramento 

Heakin Research, Inc. 
Arden Fair Mall 
1689 Arden Way, #1281 
Sacramento, CA 95815 
Ph . 916-920-1361 
Fax 916-920-1371 
Nancy Cunningham, Manager 
Income: H-23% M-56% L-21% 
Stations: 13 CKPO 
(See advertisement on p. 101) 

San Bernardino/ 
Riverside 

Car-Lene Research, Inc. 
Ontario Mills Mall 
1 Mills Cir. , #508 
Ontario, CA 91764 
Ph . 909-481-7666 
Fax 909-481-7706 
www.car-leneresearch.com 
Tracy Nuno, Manager 
Income: H-35% M-45% L-20% 
Stations: NA KPO 

Cunningham Field & Research Service 
Inland Center Mall 
500 Inland Center Rd ., Ste. 446 
San Bernardino, CA 92408 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : LOSA@cunninghamresearch.com 
www.cunninghamresearch.com 
Income: H-20% M-70% L-10% 
Stations: 5 CKPO 
(See advertisement on p. 1 03) 

Heakin Research , Inc. 
Galleria at Tyler, Ste. 1042 
Riverside , CA 92503 
Ph . 909-637-1100 
Fax 909-637-1191 
Joanna Walb, Manager 
Income: H-25% M-55% L-20% 
Stations: 12 CKPO 
(See advertisement on p. 101) 

www.quirks.com 

Heakin Research , Inc. 
Moreno Valley Mall 
22500 Towne Circle, #11 05 
Moreno Valley, CA 92553 
Ph. 909-653-3200 
Fax 909-653-3255 
Jim Scott, Manager 
Income: H-24% M-46% L-30% 
Stations: 1 0 CKPO 
(See advertisement on p. 101) 

San Diego 

Jagorda Interviewing Services 
Plaza Bonita Mall 
3030 Plaza Bonita Rd., #2001 
National City, CA 91950 
Ph. 619-4 79-2760 
Fax 619-479-2526 
Gerald Jagorda, President 
Income: H-23% M-33% L-44% 
Stations: 8 CK 

Luth Research 
Mission Valley Center Mall 
1640 Camino Del Rio N., Ste. 328 
San Diego, CA 92108 
Ph. 619-299-7487 
Fax 619-299-0513 
E-mail : info@luthresearch.com 
www.luthresearch.com 
Income: H-30% M-50% L-20% 
Stations: 8 CKPO 

Novick Ayres Research 
2657 Vista Way, Ste. 5 
Oceanside, CA 92054 
Ph. 760-967-1307 
Fax 760-967-4143 
Suzette Novick, Owner 
Income: H-20% M-60% L-10% 
Stations: 3 CKPO 

San Diego Surveys, Inc. 
3689 Midway Dr. 
San Diego, CA 92110 
Ph. 619-224-3113 
Fax 619-582-1562 
Nancy Bedoe 
Income: H-25% M-65% L-10% 
Stations: 6 CKPO 

San Diego Surveys, Inc. 
The Opinion Center 
Chula Vista Center 
Chula Vista, CA 
Ph. 619-265-2361 or 800-895-1225 
Fax 619-582-1562 
E-mail: SDSURVEYS@aol.com 
Jean Van Arsdale 
Income: H-25% M-65% L-10% 
Stations: 6 CKPO 
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CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations- number of interviewing stations 

Facility features 
C- computer-aided stations 
K- ki tchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

San Francisco Bay/ 
San Jose Area 

Car-Lene Research , Inc. 
County East Mall 
2550 Somersville Rd. 
Antioch, CA 94509 
Ph. 925-706-9103 
Fax 925-706-0437 
www.car-leneresearch.com 
Olinda Owen , Manager 
Income: H-38% M-36% L-26% 
Stations: NA K P 0 

Car-Lene Research , Inc. 
Stonestown Galleria 
3251 20th Ave. 
San Francisco, CA 94132 
Ph . 415-566-9925 
Fax 415-566-9929 
www.car-leneresearch .com 
Craig Owen, Manager 
Income: H-44% M-36% L-20% 
Stations: 6 C K P 0 

Consumer Opinion Services, Inc. 
Great Mall of the Bay Area 
500 Great Mall Dr. 
Milpitas, CA 95035 
Ph. 408-934-9036 or 206-241-6050 for bids 
Fax 408-934-9038 
www.cosvc.com 
Jim Apple , Manager 
Income: H-30% M-60% L-10% 
Stations: 7 C K P 0 
(See advertisement on p. 129) 

Cunningham Field & Research Service 
Santa Rosa Plaza 
1071 Santa Rosa Plaza, Ste. 2047 
Santa Rosa, CA 95401 
Ph . 904-677-5644 
Fax 904-677-5534 
www.cunninghamresearch .com 
Income: NA 
Stations: NA C K P 0 
(See advertisement on p. 1 03) 
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Field Management Associates-San Francisco 
Tanforan Park Center 
217 Tanforan Pk. 
San Bruno, CA 94066 
Ph. 650-588-9500 
Fax 650-588-9756 
E-mail : fmaqual@earthlink.net 
www.fmaresearch .com 
Income: H-30% M-50% L-20% 
Stations: 7 C K P 0 

Friedman Marketing Services 
Consumer Opinion Center 
5820 Northgate Mall 
San Rafael , CA 94903 
Ph. 415-472-5394 or 914-698-9591 
Fax 415-472-5477 
www.friedmanmktg.com 
Kathe Holt 
Income: H-50% M-40% 
Stations: 13 
(See advertisement on p. 119) 

Friedman Marketing Services 
Consumer Opinion Center 
Capitola Mall 
1855 41st Ave ., Space C1 
Capitola, CA 95010 

L-10% 
CKPO 

Ph. 408-465-1592 or 914-698-9591 
Fax 408-465-1597 
www.friedmanmktg .com 
Betty Brown 
Income: H-50% M-25% 
Stations: 6 C K P 0 
(See advertisement on p. 119) 

Heakin Research , Inc. 
262 Bay Fair Mall 
San Leandro, CA 94578 
Ph. 510-278-2200 
Fax 510-278-6738 
Bill Exerta, Manager 
Income: H-20% M-50% 
Stations: 25 
(See advertisement on p. 101) 

Heakin Research , Inc. 
Oakridge Mal l 
San Jose, CA 95123 
Ph. 408-224-7300 
Fax 408-253-6647 
Olinda Owen, Manager 
Income: H-50% M-37% 
Stations: 6 C K P 0 
(See advertisement on p. 101) 

Quick Test 
Southland Mall 
688 South land Mall 
Hayward, CA 94545 
Ph. 510-785-4650 
Fax 51 0-785-0641 
E-mail : info@quicktest.com 
www.quicktest.com 
Lori Si lva, Manager 

L-25% 

L-30% 
CKPO 

L-13% 

Income: H-5% M-20% L-75% 
Stations: 9 C K P 0 
(See advertisement on p. 101) 

Quick Test 
West Valley Mall 
3200 Naglee Rd ., Ste. 406 
Tracy, CA 95376 
Ph . 209-839-0532 
Fax 209-839-0705 
E-mail : info@quicktest.com 
www.quicktest.com 
Ayala Saltzman, Manager 
Income: H-20% M-75% 
Stations: 11 
(See advertisement on p. 101) 

Margaret Yarbrough & Associates 
South Shore Center 
415 South Sho re Center 
Alameda, CA 94501 

L-5% 
CKPO 

Ph . 510-522-8600 or 510-521-6900 
Fax 510-522-67 49 
Diane Kientz, Supervisor 
Income: H-30% M-50% L-20% 
Stations: 7 C K P 

Ventura/Santa Barbara 

Reyes Research 
Esplanade Mall 
177 Esplanade Dr. 
Oxnard , CA 93030 
Ph . 805-278-1444 
Fax 805-278-144 7 
E-mail : reyesresea@aol.com 
www.reyesresearch.com 
Michele Reyes, Manager 
Income: H-25% M-40% 
Stations: 1 0 

Colorado 

Boulder 

Car-Lene Research, Inc. 
Crossroads Mall 
1700 28th St. 
Boulder, CO 80301 
Ph . 303-444-1500 
Fax 303-444-9897 
www.car-leneresearch .com 
Steve Ansel , Manager 

L-35% 
CKPO 

Income: H-30% M-50% L-20% 
Stations: NA K P 0 

Car-Lene Research , Inc. 
Twin Peaks Mall 
1250 S. Hover Rd. , Ste. 51 
Longmont, CO 80501 
Ph. 303-682-0131 
Fax 303-682-0118 
www.car-leneresearch.com 
Terri Cruz, Manager 
Income: H-25% M-50% L-25% 
Stations: 6 C K P 0 
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Colorado Springs 

Consumer Pulse of Colorado Springs 
The Citadel Mall , #1 084 
750 Citadel Dr. E. 
Colorado Springs, CO 80909 
Ph. 719-596-6933 or 800-336-0159 
Fax 719-596-6935 
E-mail : coloradosprings@consumerpulse.com 
www.consumerpulse .com 
Cindy Robinett, Director 
Income: H-25% M-55% L-20% 
Stations: 8 C K P 

Barbara Nolan Market Research 
Chapel Hill Mall 
1710 Briargate Blvd ., Ste . 315 
Colorado Springs, CO 80920 
Ph . 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-25% M-50% L-25% 
Stations: 6 C K P 0 

The Springs Research 
750 Citadel Dr. E., Ste. 3122 
Colorado Springs, CO 80909 
Ph. 719-597-9869 
Fax 719-597-9869 
Esther Brewer, Owner 
Income: H-15% M-40% L-45% 
Stations: 8 C K P 0 

Denver 

Car-Lene Research, Inc. 
Thornton Town Center 
10001 Grant St. 
Thorton, CO 80229 
Ph . 303-452-2696 
Fax 303-452-2630 
www.car-leneresearch.com 
Cindy Rodriquez, Manager 
Income: NA 
Stations: NA K P 0 

Consumer Pulse of Denver 
Southglenn Mall 
6911 S. University Blvd ., #A0730 
Littleton , CO 80122 
Ph . 303-798-7338 or 800-336-0159 
Fax 303-798-8120 
E-mail : denver@consumerpulse.com 
www.consumerpulse.com 
Rachel Webster, Manager 
Income: H-30% M-60% L-1 0% 
Stations: 8 C K P 0 

Cunningham Field & Research Servi ce 
Aurora Mall 
14200 E. Alameda, Ste. 1041 
Aurora, CO 80012 
Ph . 904-677-5644 
Fax 904-677-5534 
E-mail : DENV@cunninghamresearch .com 
www.cunninghamresearch.com 
Income: H-25% M-60% L-15% 
Stations: 4 C K P 0 
(See advertisement on p. 1 03) 

e-works 
Anchor Network, Inc. 
Southwest Plaza Mall 
Aurora Mall 
Denver, CO 
Ph . 215-561-1312 
Fax 215-561-2695 
www.AN 1-research.com 
Income: H-25% M-50% L-25% 
Stations: NA C 

Friedman Marketing Services 
Consumer Opinion Center 
Southwest Plaza Mall 
8501 W. Bowles Ave. 
Littleton, CO 80123 
Ph . 303-972-8734 or 914-698-9591 
Fax 303-933-04 76 
www.friedmanmktg .com 
Ed Mitchell 
Income: H-40% M-40% L-20% 
Stations: 10 C K P 0 
(See advertisement on p. 119) 

Friedman Marketing Services 
Consumer Opinion Center 
Westminster Mall, Space 65A 
5513 W. 88th Ave. 
Westminster, CO 80030 
Ph . 303-428-6117 or 914-698-9591 
Fax 303-428-6513 
www.friedmanmktg.com 
Patti Murray 
Income: H-20% M-60% L-20% 
Stations: 6 C K P 0 
(See advertisement on p. 119) 

Quick Test 
Villa ltalia Mall , Ste. 200 
7200 W. Alameda 
Lakewood, CO 80226 
Ph. 303-937-0144 
Fax 303-937-0502 
E-mail : info@quicktest.com 
www.quicktest.com 
Jackie Stepanich , Manager 
Income: H-2% M-80% L-18% 
Stations: 4 C K P 0 
(See advertisement on p. 101) 

Danbury 

Barbara Nolan Market Research 
Danbury Fair Mall 
7 Backus Ave ., Space A-209 
Danbury, CT 06810 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-60% M-30% L-10% 
Stations: 5 C K P 0 
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Hartford 

Friedman Marketing Services 
Consumer Opinion Center 
The Pavillions at Buckland Hills 
194 Buckland Hills Dr. 
Manchester, CT 06040 
Ph . 860-644-9679 or 914-698-9591 
Fax 860-644-9698 
www. friedman mktg .com 
Jason Rodgers 
Income: H-25% M-50% L-25% 
Stations: 5 C K P 0 
(See advertisement on p. 119) 

New Haven 

Firm Facts Interviewing 
Chapel Square Mall 
New Haven, CT 06510 
Ph. 203-772-3144 
Fax 203-375-6034 
Harriet Quint, Co-Owner 
Income: H-25% M-55% L-20% 
Stations: 4 C K P 

Shapiro Research Services, Inc. 
Trumbull Shopping Park 
5065 Main St. 
Trumbull , CT 06611 
Ph. 203-373-9391 
Fax 203-371-4257 
Sandy Shapiro, President 
Income: H-20% M-60% L-20% 
Stations: 6 C K P 0 

Waterbury 

Cunningham Field & Research Service 
Brass Mill Center 
495 Union St. 
Waterbury, CT 06705 
Ph . 904-677-5644 
Fax 904-677-5534 
E-mail : WATE@cunninghamresearch.com 
www.cunninghamresearch .com 
Income: NA 
Stations: 5 C K P 0 
(See advertisement on p. 1 03) 

District of Columbia 

Car-Lene Research , Inc. 
Potomac Mills Mall 
2700 Potomac Mills Cir. 
Woodbridge, VA 22192 
Ph . 703-497-4444 
Fax 703-497-0999 
www.car-leneresearch.com 
Yvonne Fayson , Manager 
Income: H-25% M-45% L-35% 
Stations: NA K P 0 
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CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations- number of interviewing stations 

Facility frutures 
C - computer-aided stations 
K - kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Consumer Pulse of Washington 
The Mall at Manassas 
8300 Sudley Rd. 
Manassas, VA 22110 
Ph. 703-368-5544 or 800-336-0159 
Fax 703-368-7709 
E-mail : washington@consumerpulse.com 
www.consumerpulse.com 
Carol Keel , Director 
Income: H-25% 
Stations: 8 

M-55% 
CKP 

L-20% 

Cunningham Field & Research Service 
Springfield Mall 
6691 B Springfield Mall 
Springfield, VA 22150 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail: WASH@cunninghamresearch.com 
www.cunninghamresearch.com 
Income: H-20% M-70% L-10% 
Stations: 3 C K P 0 
(See advertisement on p. 1 03) 

Mid-America Rsch./Facts In Focus 
St. Charles Towne Center 
5000 Rte. 301 , Ste. 2006 
Waldorf, MD 20603 
Ph. 301-870-7799 or 847-392-0800 
Fax 301-705-8348 
Income: H-15% 
Stations: 12 

M-65% L-20% 

Shugoll Research 
Ballston Common Mall 
4238 Wilson Blvd ., #2230 
Arlington, VA 22203 
Ph. 703-841-2414 
Fax 703-841-2422 

CKPO 

E-mail: j.shugoll@shugollresearch.com 
www.shugollresearch.com 
Iris Halako, Manager 
Income: H-20% 
Stations: 6 

M-60% 
CKO 

T.I.M.E. Market Research 
425 Spotsylvania Mall 
Fredericksburg, VA 22407 
Ph. 540-786-3376 
Fax 540-786-3925 
Steve Ingalls, Partner 
Income: H-25% M-60% 
Stations: 12 
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L-20% 

L-15% 
CKPO 

Florida 

Fort Lauderdale 

Car-Lene Research, Inc. 
Broward Mall 
8000 Broward Mall 
Plantation, FL 33388 
Ph. 954-476-6840 
Fax 954-476-6839 
www.car-leneresearch.com 
Fran Sciulla, Manager 
Income: H-25% M-35% L-40% 
Stations: NA K P 0 

Carolana Research 
Oakbrook Mall 
7207 W. Oakland Park Blvd . 
Fort Lauderdale, FL 33313 
Ph. 954-741-2234 
Fax 954-7 42-3733 
Carol Nadell , President 
Income: H-25% M-50% L-25% 
Stations: NA C K P 

Heakin Research , Inc. 
Coral Square Mall 
9569 W. Atlantic Blvd. 
Coral Springs, FL 33071 
Ph. 954-753-4466 
Fax 954-753-4981 
Linda Boneville 
Income: H-34% M-56% L-10% 
Stations: 14 C K P 0 
(See advertisement on p. 101) 

Mar's Surveys 
Fashion Mall at Plantation 
321 N. University Dr. , Ste. P-3 
Fort Lauderdale, FL 33324 
Ph. 954-755-2805 or 877-755-2805 
Fax 954-755-3061 
E-mail : info@marsresearch.com 
www.marsresearch.com 
Eric Lipson, Vice President 
Income: H-60% M-30% L-10% 
Stations: 4 C 

South Florida Market Research 
The Festival Mall 
2900 W. Sample Rd. 
Fort Lauderdale, FL 33060 
Ph. 954-975-5982 
Fax 954-984-8963 
E-mail : SFMRS@bellsouth .net 
Beatrice or Lester Alenik 
Income: H-30% M-60% L-10% 
Stations: 5 C P 

Fort Myers 

Quick Test 
Edison Mall 
4125 Cleveland Ave., Ste. 23 
Fort Myers, FL 33901 
Ph. 941-939-1200 
Fax 941 -939-1413 
E-mail : info@quicktest.com 
www.quicktest.com 
Rod Gruber, Manager 
Income: H-30% M-40% L-30% 
Stations: 12 C K P 0 
(See advertisement on p. 101 ) 

T.I.M .E. Market Research 
505 Pt. Charlotte Towne Center Mall 
1441 Tamiami Trail 
Port Charlotte, FL 33948 
Ph . 941-625-5111 
Fax 941 -625-6416 
Sharon People, Manager 
Income: H-25% M-60% 
Stations: 1 0 

Jacksonville 

Consumer Pulse of Jacksonville 
Regency Square Mall , #680 
9501 Arlington Expy. 
Jacksonville, FL 32225 

L-15% 
CKPO 

Ph . 904-723-3322 or 800-336-0159 
Fax 904-723-0048 
E-mail : jacksonville@consumerpulse.com 
www.consumerpulse.com 
Christine Rand , Director 
Income: H-20% M-60% L-20% 
Stations: 8 C K P 

Cunningham Field & Research Service 
Orange Park Mall 
1910 Wells Rd ., Ste. 1002 
Orange Park, FL 32073 
Ph . 904-677-5644 
Fax 904-677-5534 
E-mail: JACK@cunninghamresearch .com 
www.cunninghamresearch.com 
lncome:H-20% M-70% L-10% 
Stations: 6 C K P 0 
(See advertisem ent on p. 1 03) 

Quick Test 
The Avenues Mall 
10300 Southside Blvd ., Ste. 168 
Jacksonville, FL 32256 
Ph. 904-363-1480 
Fax 904-363-2281 
E-mail : info@quicktest.com 
www.quicktest.com 
Kathy Paddock, Manager 
Income: H-20% M-43% L-37% 
Stations: 12 C K P 
(See advertisement on p. 101 ) 
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So Little Time. 
Q ICKTESTIHEAKIN IS -II IE CLEAR C l-101 E FOR AL L 

YOUR RESEARC II EF:r)S. A POWERFUL ETWORK 

\VITI-I OVER l 00 LOCt\TIO NS I TH - TOP 40 

~lARKETS I 26 STATES, Q UI K T EST/HEAKI CAN 

IIELP YOU TEST t\ Y ~lARKET, ANY DEMOGRAPHI 

W ITH JUST ONE Pli O E CA LL , SAV I NG YOU 

Vr\L UAG LE Tl ME. Wr:_ 01-1-ER TilE MO ST 

K OWLEDCI.:AGLE r\ D l::\PERIENCED STAFF I THE 

11\:DUSTRY \V ITI! STt\TE-OF-T HE-ART TECH OLOGY 

A D I NTER\' I E\VI C TECIIN IQUES, E SU RI NG 

COMPRE HE NS IVE :\ ND :\ C:CURATE TE ST R ·S LT S 

AND REPORTING. MAKE Q UlCKTESTIHEAKlN A PART 

OF YOUR TEAM AND GAIN THE COMPETITIVE EDGE 

l TOMORROW'S WORLD, TODAY. 

Uuick Test/Heakin 
One Powerful Network 

l06 l East Indiantown Rd ., Suite 204, jupiter, FL 33477 
PH: 561-748-0931 • FAX: 561-748-0911 

3615 Park Drive , Olympia Fields , IL 60461 
PH : 708-503-0100 • FAX: 708-503-0101 



CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations- number of interviewing stations 

Facility features 
C- computer-aided stations 
K- kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Melbourne 

Quick Test 
Melbourne Square Mall 
1700 W. Newhaven Ave., Ste. 203 
Melbourne, FL 32904 
Ph . 407-729-9809 
Fax 407-729-9551 
E-mail : info@quicktest.com 
www.quicktest.com 
Vicki Crosthwaite, Manager 
Income: H-30% M-50% 
Stations: 1 0 
(See advertisement on p. 101 ) 

Miami 

L-20% 
CKPO 

Cunningham Field & Research Service 
Pembroke Lakes Mall 
11401 Pines Blvd ., Ste. 702 
Pembroke Pines, FL 33026 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : MIAM@cunninghamresearch.com 
www.cunninghamresearch.com 
Income: H-30% M-50% L-20% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Miami Market Research, Inc. 
6840 S.W. 40 St. , Ste. 201A 
Miami, FL 33155 
Ph. 305-666-7010 
Fax 305-666-7960 
E-mail : miamktrsch@aol.com 
Luis Padron , President 
Income: H-30% M-50% 
Stations: 10 

Quick Test 
Miami International Mall 
1455 N.W. 107th Ave. , Ste. 687 
Miami, FL 33172 
Ph. 305-591-1388 
Fax 305-592-1188 
E-mail : info@quicktest.com 
www.quicktest.com 
Janet Penayos, Manager 
Income: H-30% M-60% 
Stations: 11 
(See advertisement on p. 101) 
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L-20% 
CK 

L-10% 
CKPO 

Rife Market Research, Inc. 
Flamingo Pines Plaza 
136 S. Flamingo Rd. , #134 
Pembroke Pines, FL 33027 
Ph. 305-620-4244 
Fax 305-621-3533 
E-mail: RIFE A@aol.com 
Sandy Palmer, Vice President 
Income: H-35% M-50% 
Stations: 4 C 

Orlando 

Car-Lene Research, Inc. 
West Oaks Mall 
9401 W. Colonial Dr. , Space 401 
Ocoee, FL 34761 
Ph . 407-298-6668 
Fax 407-298-6877 
www.car-leneresearch.com 
Linda Powers, Manager 
Income: H-36% M-25% 
Stations: NA 

Barbara Nolan Market Research 
Altamonte Mall 
451 E. Altamonte Dr., Space 521 
Altamonte Springs, FL 32701 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail: BNMR172@aol.com 
Income: H-60% M-30% 
Stations: 1 0 

Barbara Nolan Market Research 
Florida Mall 

L-15% 

L-39% 
KPO 

L-10% 
CKPO 

8001 S. Orange Blossom Trail , #824 
Orlando, FL 32809 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail: BNMR172@aol.com 
Income: H-60% M-30% L-10% 
Stations: 8 C K P 0 

Barbara Nolan Market Research 
Oviedo Marketplace 
1005 Oviedo Marketplace Blvd ., Space 1515 
Oviedo, FL 32765 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-50% M-40% L-10% 
Stations: 8 C K P 0 

Barbara Nolan Market Research 
Seminole Town Center 
275 Town Center Circle, Space L-9 
Sanford , FL 32771 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail: BNMR172@aol.com 
Income: H-50% M-40% L-10% 
Stations: 8 C K P 0 

Quick Test 
Lake Square Mall 
10401 -082 Highway 441 
Leesburg, FL 34788 
Ph . 352-365-0505 
Fax 352-365-2005 
E-mail : info@quicktest.com 
www.quicktest.com 
Koko Gough, Manager 
Income: H-9% M-28% L-63% 
Stations: 6 C K 0 
(See advertisement on p. 101) 

Sarasota 

Mid-America Rsch./Facts In Focus 
DeSoto Square 
303 U.S. 301 Blvd . W. , Ste. 811 
Bradenton, FL 34205 
Ph . 941-746-1849 or 847-392-0800 
Fax 941-7 46-6157 
Margaret Wilde, Manager 
Income: H-12% M-78% L-1 0% 
Stations: 12 C K P 0 

Starr Research 
Sarasota Square Mall 
8201 S. Tamiami Trail , #54 
Sarasota, FL 34238 
Ph . 941-925-7827 
Fax 941-922-3289 
Jim Pobicki , Vice President 
Income: H-30% M-60% L-10% 
Stations: 6 C K P 0 

Tallahassee 

Friedman Marketing Services 
Consumer Opinion Center 
Tallahassee Mall 
2415 N. Monroe St. 
Tallahassee, FL 32303 
Ph . 850-385-4399 or 914-698-9591 
Fax 850-385-3481 
www.friedmanmktg.com 
Liz Cox 
Income: H-25% M-50% L-25% 
Stations: 7 C K P 0 
(See advertisement on p. 119) 

Tampa/St. Petersburg 

Adam Market Research , Inc. 
University Mall 
Tampa, FL 33612 
Ph. 813-875-4005 
Fax 813-875-4055 
Mark Siegel , Di rector 
Income: H-25% M-40% L-35% 
Stations: 7 K P 

Car-Lene Research, Inc. 
Parkside Mall 
7200 U.S. Hwy. 19 
Pinellas Park, FL 33781 
Ph . 727-527-0113 
Fax 727-527-5563 
www.car-leneresearch .com 
Sharon Brandy, Manager 
Income: H-14% M-36% L-50% 
Stations: 8 C K P 0 
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Car-Lene Research , Inc. 
Tyrone Square Mall 
6901 22nd Ave. N. 
St. Petersburg , FL 33710 
Ph . 727-344-6886 
Fax 727-344-6596 
www.car-leneresearch .com 
Sharon Brandy, Manager 
Income: H-27% M-32% 
Stations: NA 

Car-Lene Research , Inc. 
West Shore Plaza 
350 West Shore Plaza 
Tampa, FL 33609 
Ph. 813-289-8202 
Fax 813-289-8302 
www.car-leneresearch .com 
Sharon Brandy, Manager 

L-41 % 
KPO 

Income: H-44% M-33% L-23% 
Stations: NA K P 0 

Cunningham Field & Research Service 
Brandon Towne Center 
334 Brandon Towne Center 
Brandon , FL 33511 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail: TAM B@cun ni ng ham research .com 
www.cunninghamresearch .com 
Income: H-10% M-80% L-10% 
Stations: 5 C K P 0 
(See advertisement on p. 1 03) 

Cunningham Field & Research Service 
Countryside Mall 
27001 US Hwy. 19 N., Ste. 2074 
Clearwater, FL 33761 
Ph . 904-677-5644 
Fax 904-677-5534 
E-mail : TAMC@cunninghamresearch .com 
www.cunninghamresearch.com 
Income: H-30% M-50% L-20% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Gulf State Research Center 
Eagle Ridge Mall 
433 Ridge Dr., Ste. 211 
Lake Wales , FL 33853 
Ph . 800-357-8842 or 863-676-3676 
Fax 863-676-0471 
E-mail : Lvillar@gte.net 
Tim Villar, Vic1 02e President 
Income: H-34% M-49% L-17% 
Stations: 6 C K P 0 
(See advertisement on p. 111) 

Quick Test 
Gulf View Square Mall , Ste. 299 
9409 U.S. Hwy. 19 N. 
Port Richey, FL 34668 
Ph. 727-847-2222 
Fax 727-842-8541 
E-mail : info@quicktest.com 
www.quicktest.com 
Randy Carson , Manager 
Income: H-10% M-30% L-60% 
Stations: 6 P 
(See advertisement on p. 101) 

Suburban Associates 
Tampa Bay Center Mall 
4302 W. M.L. K. Hwy., #1 037A 
Tampa, FL 33607 
Ph. 813-871-2516 
Fax 813-87 4-0792 
E-mail : tampamall@subassoc.com 
www.subassoc.com 
Income: H-20% M-50% L-30% 
Stations: 5 C K P 0 

West Palm Beach 

Heakin Research, Inc. 
Boynton Beach Mall 
801 N. Cong ress Ave. , Ste. 283 
Boynton Beach, FL 33426 
Ph . 561 -733-8998 
Fax 561 -733-9918 
Suzann Davis, Manager 
Income: H-34% M-56% 
Stations: 10 
(See advertisement on p. 101 ) 

L-10% 
CKPO 

Cunningham Has An 
Eye For Success. 

It's all about vision. 
At Cunningham, we use our extensive 
technological resources and comprehensive 
project management services to give 
you a competitive advantage in today's 
marketplace. We will streamUne your 
research efforts to give you the bottom Une 
results you are looking for. 

A whole new way to look 
at things. 
Cunningham is the leader in innovative 
technology. As we enter the new 
Millenn ium, we are able to capture 
information in ways that were never 
imagined. Providing our clients with an 
innovative assortment of advanced services 
has made us the fastest growing Research 
Company in the country. 

Seeing it your way, a virtual mall network. 
• Over 200 Networked Pentium PC's 

Compatible with All Industry Software. 
• Protracker Enterprise Resource Software. 
• CAPI Interviewing and Programming in 

Quancept CAPI and CfMC. 

• Communication via Frame Relay. 
• Online Internet Interviewing and 

Programming. 
• Internet Panel. 
• Data Entry and Tabulation. 

Call Cunningham and see what happens when you look ahead. 

C[E]S 
CUNNINGHAM FJELD & 

RESEAHCI-I SEHVICES, INC. 

W'here research results in success. 

Corporate Office 
770 West Granada Boulevard • Suite 300 • Ormond Beach, Florida 32174 

904.677.5644 • FAX 904.677.5534 
www.cunninghamresearch.com 

38 Metro Markets with 39 Mall Locations and 3 Free Standing Focus/CLT Facilities 
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CODES 

Income 
H - est. percentage of mall customers in 

high-income bracket (+$60,000) 
M - middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations - number of interviewing stations 

Facility features 
C - computer-aided stations 
K- kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Georgia 

Athens 

Car-Lene Research, Inc. 
Georgia Square Mall 
3700 Atlanta Hwy., Ste. 109 
Athens, GA 30606 
Ph. 706-316-0095 
Fax 706-316-0096 
www.car-leneresearch .com 
Income: H-30% M-48% L-22% 
Stations: NA K P 0 

Atlanta 

Car-Lene Research, Inc. 
Arbor Place Mall 
2431 Arbor Place Mall 
Douglasville, GA 30135 
Ph. 847-564-1454 
www.car-leneresearch.com 
Income: H-43% M-32% L-25% 
Stations: NA K P 0 

Car-Lene Research , Inc. 
North Dekalb Mall 
2050 Lawrenceville Hwy. 
Decatur, GA 30033 
Ph. 404-728-8810 
Fax 404-633-9841 
www.car-leneresearch .com 
Casandra McClain , Office Manager 
Income: H-27% M-40% L-33% 
Stations: NA K P 0 

Car-Lene Research, Inc. 
Perimeter Mall 
Atlanta, GA 30346 
Ph. 770-730-0622 
Fax 770-730-9968 
www.car-leneresearch.com 
Christy Haney, Manager 
Income: H-75% M-20% L-5% 
Stations: NA K P 0 

104 

Cunningham Field & Research Service 
North Point Mall 
1002 N. Point Cir. 
Alpharetta, GA 30202 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : ATLA@cunninghamresearch .com 
www.cunninghamresearch .com 
Income: H-35% M-55% L-10% 
Stations: 7 C K P 0 
(See advertisement on p. 1 03) 

Heakin Research , Inc. 
Gwinnett Place Mall 
2100 Pleasant Hill Rd . 
Duluth, GA 30096 
Ph. 770-4 76-0714 
Fax 770-476-3194 
Brad McDonald , Manager 
Income: H-34% M-37% 
Stations: 10 
(See advertisement on p. 101) 

Heakin Research , Inc. 
Shannon South Park Mall 
339 Shannon Mall 
Union City, GA 30291 
Ph . 770-964-9634 
Fax 770-964-9665 
Valerie Owens, Manager 
Income: H-20% M-50% 
Stations: 1 0 
(See advertisement on p. 1 01) 

L-29% 
CKPO 

L-30% 
CKPO 

MacConnell Research Services, Inc. 
Cumberland Mall 
1000 Cumberland Mall 
Atlanta, GA 30339 
Ph. 770-451-6236 
Fax 770-451-6184 
Terri Clark, President 
Income: H-30% 
Stations: 8 

M-50% 
CKPO 

L-20% 

MacConnell Research Services, Inc. 
Greenbrier Mall 
2841 Greenbrier Pkwy. S.W. 
Atlanta, GA 30331 
Ph . 770-451-6236 
Fax 770-451-6184 
Terri Clark, President 
Income: H-30% M-40% L-30% 
Stations: 10 C K P 

MacConnell Research Services, Inc. 
Southlake Mall 
1000 Southlake Mall , Ste. 2443 
Morrow, GA 30260 
Ph . 770-451-6236 
Fax 770-451-6184 
Joy MacConnell , President 
Income: H-35% M-45% L-20% 
Stations: 8 C K P 

Mid-America Rsch ./Facts In Focus 
Lenox Square Mall 
3393 Peachtree Rd. N.E. 
Atlanta, GA 30326 
Ph. 404-261-8011 or 847-392-0800 
Fax 404-261 -5576 
E-mail: marrandhurst@att.net.com 
Michael Skinner, Manager 
Income: H-26% M-60% L-14% 
Stations: 24 C K P 0 

Mid-America Rsch ./Facts In Focus 
Northlake Mall 
4800 Briarcliff Rd . 
Atlanta, GA 30345 
Ph . 770-493-1403 or 847-392-0800 
Fax 770-493-9050 
Michael Skinner, Manager 
Income: H-19% M-76% 
Stations: 12 

Quick Test 
Town Center at Cobb, Ste. 272 
400 Ernest Barrett Pkwy. 
Kennesaw, GA 30144 
Ph . 770-423-0884 
Fax 770-424-5354 
E-mail : info@quicktest.com 
www.quicktest.com 
Income: H-55% M-35% 
Stations: 10 
(See advertisement on p. 101) 

Tannenbaum Research Services 
80 South Dekalb Mall 
Decatur, GA 30034 
Ph. 404-241-3061 
Fax 404-636-3037 
Judy Tannenbaum, Owner 

L-5% 
CKPO 

L-10% 
CKPO 

Income: H-30% M-50% L-20% 
Stations: 8 C K P 0 

Gainesvi1le 

Jackson Associates, Inc. 
Lakeshore Mall 
150 Pearl Nix Pkwy., Ste. C6 
Gainesville, GA 30501 
Ph . 770-536-2054 
Fax 770-536-2065 
E-mail : research@jacksonassociates.com 
www.jacksonassociates.com 
Marisa Pope, V.P. of Operations 
Income: H-20% M-50% L-30% 
Stations: 6 C K P 0 
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CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket ( +$60,000) 
M - middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations- number of interviewing stations 

Facility features 
C- computer-aided stations 
K- kitchen facilities 
P- private display room 
0 - one-way mirror for viewing of stations 

NA- information not available 

Boise 

Consumer Opinion Services, Inc. 
Boise Towne Square 
350 N. Milwaukee St. 
Boise, ID 83788 
Ph . 208-323-8584 or 206-241-6050 for bids 
Fax 208-323-8593 
E-mail : cosboise@internetoutlet.net 
www.cosvc.com 
Robert Corbin , Manager 
Income: H-15% M-60% L-25% 
Stations: 9 C K P 
(See advertisement on p. 129) 

Illinois . . 

Chicago 

Bryles Research , Inc. 
Brementown Mall 
6847 W. 159th St. 
Tinley Park, IL 60477 
Ph. 708-532-6800 
Fax 708-532-1880 
E-mail : nancy@brylesresearch.com 
www.brylesresearch.com 
Robert Bryles, President 
Income: H-30% M-60% L-10% 
Stations: 12 C K P 

Bryles Research , Inc. 
Northfield Square Mall 
1600 N. State Rte. 50 
Bourbonnais, IL 60914 
Ph. 815-937-8822 
Fax 815-937-8885 
E-mail : nancy@brylesresearch .com 
www.brylesresearch .com 
Laura Paulson, Supervisor 
Income: H-10% M-70% L-20% 
Stations: 10 C K P 0 
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Car-Lene Research , Inc. 
1108 Northbrook Court 
Northbrook, IL 60062 
Ph . 847-498-1305 
Fax 847-498-1491 
www.car-leneresearch.com 
Robin Rome, Manager 
Income: H-60% M-30% L-10% 
Stations: 8 K P 0 

Car-Lene Research , Inc. 
Lincolnwood Town Center 
3333 W. Touhy Ave. 
Lincolnwood , IL 60712 
Ph . 847-679-4470 
Fax 847-679-4472 
www.car-leneresearch.com 
Nadya Hasselquist, Manager 
Income: H-37% M-17% L-46% 
Stations: NA K P 0 

Car-Lene Research , Inc. 
River Oaks Mall 
8 River Oaks Center 
Calumet City, IL 60409 
Ph. 708-862-6666 
Fax 708-862-0660 
www.car-leneresearch.com 
Pat Seal , Manager 
Income: H-14% M-47% L-39% 
Stations: NA K P 0 

Car-Lene Research, Inc. 
Yorktown Center 
266 D Yorktown Center 
Lombard , IL 60148 
Ph. 630-705-1303 
Fax 630-705-1304 
www.car-leneresearch.com 
Marlene Szafranski , Manager 
I nco me: H-45% M-45% L -1 0% 
Stations: NA K P 0 

Consumer Pulse of Chicago 
Spring Hill Mall , #1140 
W. Dundee, I L 60118 
Ph. 847-428-0885 or 800-336-0159 
Fax 847-428-4554 
E-mail : chicago@consumerpulse.com 
www.consumerpulse.com 
Susan Piacenza, Manager 
Income: H-30% M-50% L-20% 
Stations: 15 C K P 0 

Consumer Pu lse of Chicago 
Stratford Square Mall #D24 
424 Stratford Square 
Bloomingdale, I L 60108 
Ph . 630-894-9103 or 800-336-0159 
Fax 630-894-91 05 
E-mail : chicago@consumerpulse.com 
www.consumerpulse.com 
Susan Piacenza, Manager 
Income: H-30% M-50% L-20% 
Stations: 8 C K P 0 

Consumer Surveys Co . 
Northpoint Shopping Center 
304 E. Rand Rd . 
Arl ington Heights, IL 60004 
Ph . 84 7-394-9411 
Fax 847-394-0001 
E-mail: fberla19@mail.idt.net 
Deanna Kohn , Nat'l. Field Director 
Income: H-44% M-38% L-18% 
Stations: 16 C K P 0 
(See advertisement on p. 1 07) 

Consumer Surveys Co . 
730 Chicago Ridge Mall 
Chicago Ridge , IL 60415 
Ph . 708-499-6000 
Fax 708-499-4621 
E-mail: fberla19@mail.idt.net 
Deanna Kohn , Nat'l. Field Director 
Income: H-32% M-48% L-32% 
Stations: 5 C K P 0 
(See advertisement on p. 1 07) 

Cunningham Field & Research Service 
Gurnee Mills Mall 
6170 W. Grand Ave. , Ste. 588 
Gurnee, IL 60031-4548 
Ph . 904-677-5644 
Fax 904-677-5534 
E-mail : CHIG@cunninghamresearch .com 
www.cunninghamresearch .com 
Income: H-25% M-50% L-25% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Cunningham Field & Research Service 
Lincoln Mall 
Lincoln Mall , Ste. 104 
Matteson, IL 60443 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : CHIL@cunninghamresearch.com 
www.cunninghamresearch .com 
Income: H-20% M-80% L-0% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

e-works 
Anchor Network, Inc. 
North Riverside Park Mall 
The Century Shopping Centre, Chicago Ridge 
Ph . 215-561-1312 
Fax 215-561-2695 
www.ANI-research.com 
Income: H-25% M-50% L-25% 
Stations: NA C 

Friedman Marketing Services 
Consumer Opinion Center 
Harlem-Irving Plaza 
4192 Harlem Ave. 
Norridge, IL 60634 
Ph . 708-452-7660 or 914-698-9591 
Fax 708-452-9865 
www.friedmanmktg .com 
Income: H-25% M-50% L-25% 
Stations: 6 C K 0 
(See advertisement on p. 119) 
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PAM PER YOUR CLIENTS 

Consumer Surveys Company 

In Chicago, when you demand excellence 

• Co mmunicate instantly with your moderator from the viewing room by means 
or a unique computer system visible only to your moderator. 

• Use a remote controlled videotaping system located in the rear of the room ... 
not in front, blocking your view. 

• View the group in our client lounge or in our tiered observation room that 
comfortably seats fifteen of your agency and corporate traveling companions. 

• Watch yo ur group through a sound insulated window. 

• Feel refreshed by our separate air/heating system. 

IF IT'S WORTH DOING, IT'S WORTH DOING WELL 

CS Consumer Surveys Company 

orthpoint Shopping Ce nter • 304 E. Rand Rd . • Arlington Heights, lL 60004 
Tel : 8471)94-94 11 • Fax: 847/394-0001 

E-Mail lbcrlal9@mail.idt.net 

THE I UTUIE TODH 



CODES 

lllcome 
H- est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations- number of interviewing stations 

Facility features 
C- computer-aided stations 
K- kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Heakin Research , Inc. 
Golf Mill ·Center 
373 Golf Mill Center 
Niles, IL 60714 
Ph. 847-824-6550 
Fax 847-824-6552 
Susan Habel, Manager 
Income: H-22% M-65% 
Stations: 1 0 
(See advertisement on p. 101) 

Heakin Research , Inc. 
Louis Joliet Mall 
1166 Mall Loop Dr. 
Joliet, IL 60435 
Ph. 815-439-2053 
Fax 815-439-2162 
Molly Vaught, Manager 
Income: H-34% M-39% 
Stations: 8 C K P 0 
(See advertisement on p. 101) 

Heakin Research , Inc. 
North Riverside Mall 
7501 W. Cermak Rd . 
North Riverside, IL 60546 
Ph. 708-447-9208 
Fax 708-447-9268 
Bridget Adell , Manager 
Income: H-18% M-50% 
Stations: 8 C K P 0 
(See advertisement on p. 101) 

Mid-America Rsch./Facts In Focus 
Fox Valley Mall 
2260 Fox Valley Center 
Aurora, IL 60504 

L-13% 
CKPO 

L-27% 

L-32% 

Ph. 630-898-2166 or 847-392-0800 
Fax 630-898-2172 
Walt Nakapsuka, Manager 
Income: H-20% M-60% L-20% 
Stations: 16 c K p o 

Mid-America Rsch./Facts In Focus 
Orland Square Mall 
280 Orland Sq. 
Orland Park, IL 60462 
Ph. 708-349-0888 or 847-392-0800 
Fax 708-349-9407 
Joan Rogers, Manager 
Income: H-24% M-63% L-14% 
Stations: 12 c K p 0 

108 

Mid-America Rsch./Facts In Focus 
Rand hurst Center 
999 N. Elmhurst Rd ., Ste. 17 
Mt. Prospect, I L 60056 
Ph. 847-392-9770 or 847-392-0800 
Fax 847-259-7259 
E-mail : marrandhu rst@att.net.com 
Income: H-33% M-52% L-15% 
Stations: 20 C K p 0 

Barbara Nolan Market Research 
Charlestowne Mall , Space C-221 
St. Charles, I L 6017 4 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-25% M-60% 
Stations: 6 C K p 0 

Quick Test 
Hawthorn Center 
429 Hawthorn Center 
Vernon Hills, IL 60061 
Ph. 847-367-0036 
Fax 847-367-4863 
E-mail : info@quicktest.com 
www.quicktest.com 
Harriet Roth, Manager 
Income: H-60% M-30% 
Stations: 11 
(See advertisement on p. 101) 

The Research Group, Inc. 
Oak Mill Mall 
7900 Milwaukee, Ave. , Ste. 222 
Niles, IL 60714 
Ph. 847-966-8900 
Fax 84 7-966-8871 
E-mail : RGI222@aol.com 
www.researchgroupinc.com 
Income: H-30% M-50% 
Stations: 5 K P 0 

Survey Center, LLC 
River East Plaza 
455 E. Illinois St. , Ste. 660 
Chicago, IL 60611 
Ph. 312-321-8100 
Fax 312-321-8110 
E-mail : carolt@ljs.com 
Matthew Smith, Director 

L-15% 

L-10% 
CKO 

L-20% 

Income: H-40% M-50% L-10% 
Stations: 5 C K P 0 

Survey Center, LLC 
Hickory Palos Square 
9638 S. Roberts Rd . 
Hickory Hills, IL 60457 
Ph. 708-430-6400 
Fax 708-430-6489 
Matthew Smith, Director 
Income: H-20% M-50% L-30% 
Stations: 15 c 

Peoria 

Scotti Research, Inc. 
Northwoods Mall 
4501 War Memorial 
Peoria, IL 61613 
Ph . 309-682-4254 
Fax 309-673-5942 
Vince Birkman, Vice President 
Income: H-25% M-50% L-25% 
Stations: 6 C K P 

Evansville 

Gore/Knauff Research & Associates 
Eastland Mall 
Evansville, IN 47715 
Ph. 812-485-2160 
Fax 812-485-2164 
E-mail : jknauff@evansville.com 
Jim Knauff, Owner 
Income: H-25% 
Stations: 8 

Fort Wayne 

M-50% 
CKPO 

Dennis Research Service, Inc. 
Glenbrook Square 
4201 Coldwater Rd . 
Fort Wayne, IN 46805 
Ph. 219-483-2884 
Fax 219-482-5503 

L-25% 

Income: H-30% M-60% L-10% 
Stations: 5 C K P 0 

Gary 

Bryles Research, Inc. 
Century Mall 
8275 Broadway 
Merrillville , IN 46410 
Ph . 219-769-7380 
E-mail : nancy@brylesresearch.com 
www.brylesresearch .com 
Income: H-10% M-80% L-10% 
Stations: 12 C K P 0 

Indianapolis 

Friedman Marketing Services 
Consumer Op inion Center 
Castle Square Mall 
6020 E. 82nd St. , Ste. 904B 
Indianapolis, IN 46250 
Ph. 914-698-9591 
www.friedmanmktg.com 
Income: H-25% M-60% L-15% 
Stations: 8 C K P 
(See advertisement on p. 119) 
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Gore/Knauff Research & Associates 
College Mall 
2894 E. 3rd St. , Ste. B03 
Bloomington, IN 47407 
Ph. 812-485-2160 
Fax 812-485-2164 
E-mail: jknauff@evansville.com 
Jim Knauff, Owner 
Income: H-25% M-60% L-15% 
Stations: NA C 

Herron Associates , Inc. (Br) 
Greenwood Park, #C-26 
1251 U.S. 31 N. 
Greenwood, IN 46142 
Ph . 317-882-3800 
Fax 317-882-4716 
E-mail : herron@iquest.net 
www.herron-research.com 
Paul Jorgensen 
Income: H-35% M-48% L-17% 
Stations: 10 C K P 0 
(See advertisement on p. 1 09) 

Herron Associates , Inc. 
Washington Square 
10202 E. Washington St. 
Indianapolis, IN 46229 
Ph. 317-882-3800 
Fax 317-882-4716 
E-mail : herron@iquest.net 
www.herron-research.com 
Paul Jorgensen 
Income: H-30% M-44% L-26% 
Stations: 8 C K P 0 
(See advertisement on p. 1 09) 

Jackson & Jackson Research, Inc. 
Fair Oaks Mall 
5144 Madison Ave. , Ste. 9 
Indianapolis, IN 46227 
Ph . 317-782-3066 
Fax 317-788-3165 
Janet Jackson, President 
Income: H-15% M-71 % L-14% 
Stations: 6 C K P 0 

Terre Haute 

Gore/Knauff Research & Associates 
Honey Creek Mall 
3401 S. U.S. 41 , Ste. E 9 
Terre Haute, IN 47802 
Ph . 812-485-2160 
Fax 812-485-2164 
E-mail : jknauff@evansville.com 
Jim Knauff, Owner 
Income: H-25% M-55% L-20% 
Stations: 8 C 
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Cedar Rapids 

PMR-Personal Marketing Research, Inc. 
Westdale Mall 
2600 Edgewood Rd . S.W. , Ste. G66 
Cedar Rapids, lA 52404 
Ph . 319-390-6338 
Fax 319-390-6340 
E-mail : info@pmrdata.com 
www.pmrdata.com 
Bonnie Howard, Supervisor 
Income: H-9% M-72% L-19% 
Stations: 6 C K P 0 

Davenport 

PMR-Personal Marketing Research, Inc. 
North Park Mall 
320 W. Kimberly Rd./P.O. Box 404 
Davenport, lA 52806 
Ph. 319-388-4759 
Fax 319-388-4796 
E-mail : info@pmrdata.com 
www.pmrdata.com 
Bonnie Howard, Supervisor 
Income: H-20% M-70% L-10% 
Stations: 6 C K P 

Des Moines 

Car-Lene Research , Inc. 
Merle Hay Mall 
3800 Merle Hay Rd ., Ste. 200 
Des Moines, lA 50310 
Ph . 515-270-6555 
Fax 515-270-6488 
www.car-leneresearch.com 
Income: H-30% M-45% L-25% 
Stations: NA K P 0 

T.L. Grantham & Associates , Inc. 
Park Fair Mall 
100 E. Euclid Ave., Ste. 167 
Des Moines, lA 50313 
Ph. 515-288-7156 
Fax 515-698-5573 
E-mail : vgrantham@aol.com 
www.tlgrantham .com 
Teresa Grantham, President 
Income: H-15% M-65% L-20% 
Stations: 2 C K P 0 

Mid-Iowa Interviewi ng, Inc. 
Valley West Mall 
1551 Valley W. Dr., Ste. 157A 
West Des Moines, lA 50266 
Ph. 515-225-6232 
Fax 515-225-1184 
E-mail : MID225@aol.com 
Debbie Gudehus, General Manager 
Income: H-30% M-40% L-30% 
Stations: 6 C K P 0 

Mid-Iowa Interviewing, Inc. 
Southridge Mall 
1111 E. Army Post Rd ., Ste. 152 
Des Moines, lA 50315 
Ph. 515-225-6232 
Fax 515-225-1184 
E-mail: Mll152@aol.com 
Debbie Gudehus, General Manager 
Income: H-35% M-45% L-20% 
Stations: 12 C K P 0 

• Quality • Experience • Dedication 

Two Indianapolis regional mall locations: 
Greenwood Park and Washington Square 

• Enclosed interviewing rooms • Full test kitchens 
• Client viewing facilities • CAPI interviewing 

• Independently owned research firm 

Herron Associates Inc. 
(317) 882-3800 • (317) 882-4716 FAX 
E-mail: herron@ iquest.net • www. herron-research.com 

Market Research the right way .. . since 1958. 
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CODES 

Income 
H - est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations- number of interviewing stations 

Facility features 
C - computer-aided stations 
K - kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

PMR-Personal Marketing Research, Inc. 
Merle Hay Mall 
3800 Merle Hay Rd ., Ste. 200 
Des Moines, lA 50310 
Ph. 515-270-1703 
Fax 515-270-9070 
E-mail: info@pmrdata.com 
www.pmrdata.com 
Bonnie Howard, Manager 
Income: H-17% M-68% L-15% 
Stations: 6 C K P 0 

Kansas City 
(See Kansas City, MO) 

Wichita 

Data Net 
Towne East Square 
7700 E. Kellogg , Ste. 231 
Wichita, KS 67207 
Ph. 316-682-6655 
Fax 316-682-6664 
Income: H-20% M-70% L-10% 
Stations: 9 C K P 

Barbara Nolan Market Research 
Towne West Square, Space 804 
Wichita, KS 67209 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-25% M-50% L-25% 
Stations: 6 C K P 0 
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Louisville 

Car-Lene Research , Inc. 
Green Tree Mall 
Hwy. 131 , Unit 224 
Clarksville, IN 47129 
Ph . 812-284-1770 
Fax 812-284-1655 
www.car-leneresearch .com 
Doris West, Manager 
Income: H-31 % M-34% L-35% 
Stations: NA K P 0 

MRK, Inc. 
Mid City Mall 
1250 Bardstown Rd . 
Louisville, KY 40204 
Ph. 502-458-4159 
Fax 502-456-5776 
E-mail : mcpearl@unidial.com 
Connie Pearl , Co-Owner 
Income: H-1 % M-79% L-20% 
Stations: 7 C K P 0 

Personal Opinion , Inc. 
Bashford Manor Mall 
3600 Bardstown Rd . 
Louisville , KY 40218 
Ph . 502-899-2400 
Fax 502-899-2404 
E-mail: persnlop@iglou.com 
www.iglou.com/personal-opinion 
Linda Schulz, Dir. Mktg . Rsch. 
Income: H-20% M-60% L-20% 
Stations: 6 C K P 

Personal Opinion , Inc. 
River Falls Mall 
951 E. Hwy. 131 
Clarksville , IN 47129 
Ph . 502-899-2400 
Fax 502-899-2404 
E-mail : persnlop@iglou.com 
www.iglou.com/personal-opinion 
Linda Schulz, Dir. Mktg . Rsch. 
Income: H-20% M-55% L-25% 
Stations: 9 C K P 0 

Paducah 
(See Cape Girardeau, MO) 

New Orleans 

Car-Lene Research , Inc. 
North Shore Square Mall 
5038 North Shore Blvd ., Ste. 5038 
Slidell , LA 70460 
Ph . 504-847-0405 
Fax 504-847-0042 
www.car-leneresearch .com 
Terry Harper, Manager 
Income: H-40% M-45% L-15% 
Stations: NA K P 0 

Friedman Marketing Services 
Consumer Opinion Center 
Oakwood Shopping Center 
197 Westbank Expwy., Ste. 1405 
Gretna, LA 70056 
Ph . 504-367-5808 or 914-698-9591 
Fax 504-367-5852 
www.friedmanmktg .com 
Connie Baldassa ro 
Income: H-25% M-50% L-25% 
Stations: 5 C K P 0 
(See advertisement on p. 119) 

Gulf State Research Center 
Clearview Mall 
4426 Veterans Blvd . 
New Orleans, LA 70006 
Ph. 800-357-8842 or 504-454-1737 
Fax 504-454-2461 
E-mail : Lvillar@gte. net 
Tim Villar, Vice President 
Income: H-38% M-48% L-14% 
Stations: 6 C K P 
(See advertisement on p. 111 ) 

Heakin Research , Inc. 
Esplanade Mall 
1401 W. Esplanade , Ste . 118 
Kenner, LA 70065 
Ph. 504-464-9188 
Fax 504-464-9936 
Troy Dray, Manager 
Income: H-21 % M-45% 
Stations: 12 
(See advertisement on p. 101 ) 

Quick Test 
Lakeside Mall 
3301 Veterans Blvd ., Ste. 201 
Metairie, LA 70002 
Ph . 504-828-4354 
Fax 504-828-9757 
E-mail : info@quicktest.com 
www.quicktest.com 
Todd Rojas, Manager 
Income: H-20% M-40% 
Stations: 4 C K 0 
(See advertisement on p. 101 ) 

L-34% 
CKPO 

L-20% 
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Baltimore 

Assistance in Marketing/Baltimore 
Golden Ring Mall 
6400 Rossville Blvd. 
Baltimore, MD 21237 
Ph . 410-391-7750 
Fax 41 0-391 -7850 
E-mail : AIM@aim.charm.net 
www.charm.net/- aim/ 
Marge Moran, Manager 
Income: H-40% M-40% L-20% 
Stations: 6 C K P 0 

Car-Lene Research , Inc. 
(Opening February 2000) 
Towson Town Center 
Towson , MD 21204 
Ph . 847-564-1454 
www.car-leneresearch.com 
Income: H-45% M-35% L-20% 
Stations: NA 

Consumer Pulse of Baltimore 
The Mall in Columbia 
1 0300 Little Patuxent Pkwy. 
Columbia, MD 21044 
Ph . 410-687-3400 or 800-336-0159 
Fax 410-687-7015 
E-mail : baltimore@consumerpulse.com 
www.consumerpulse.com 
Kim Colwell , Di rector 
Income: H-30% M-50% L-20% 
Stations: 8 C K P 

Consumer Pulse of Baltimore 
Westview Mall 
5748 Baltimore National Pike 
Baltimore, MD 21228 
Ph . 410-687-3400 or 800-336-0159 
Fax 41 0-687-7015 
E-mail : baltimore@consumerpu lse.com 
www.consumerpu lse.com 
Kim Colwell , Director 
Income: H-10% M-50% L-40% 
Stations: 15 C K P 0 

Friedman Marketing Services 
Consumer Opin ion Center 
Eastpoint Mall 
7846 Eastpoint Mall 
Baltimore, MD 21224 
Ph . 410-284-7900 or 914-698-9591 
Fax 410-284-9378 
www.friedmanmktg .com 
Jackie Diener 
Income: H-30% M-50% L-20% 
Stations: 18 C K P 0 
(See advertisement on p. 119) 

Heakin Research , Inc. 
Owings Mills Town Center 
10300 Mill Run Circle, Ste. 1155 
Owings Mills, MD 21117 
Ph. 410-998-3939 
Fax 41 0-998-3555 
Randi Stone, Manager 
Income: H-46% M-41 % L-13% 
Stations: 10 C K P 0 
(See advertisement on p. 101) 

Heakin Research , Inc. 
White Marsh Mall 
8200 Perry Hall Blvd ., #1160 
Baltimore, MD 21236 
Ph . 41 0-933-9400 
Fax 41 0-933-9440 
Sylvia Yeager, Manager 
Income: H-37% M-45% L-18% 
Stations: 10 C K P 0 
(See advertisement on p. 101) 

We Can Put You on the Right Track! 
The Only Company That Delivers The Coast 

. . . The Gulf Coast . . . 
Houston .. New Orleans .. Tampa/Orlando 

Gulf State Research covers the key markets along the Gulf Coast. One call places your 
projects in our three regional malls or focus groups centers. Call 1-800-357-8842. Ask for 
Tim Villar, Vice President. 

WE WANT TO PARTNER WITH YOU! .... Place the same project in our three regional 
locations and receive a 20% DISCOUNT, plus be our high priority project client! Place the same project in two of our 
locati ons <:Uld receive a 10% DISCOUNT from our normal quoted prices. 

Call u:-; at 1-800-357-8842 and ask for a quote on your next project. Then tell us you want all three locations and see for 
yourscl r how seri ous we arc about pa.rtnering with you. 

Gulf States Research has tJ1c very best Focus Group Facilities in New Orleans. The newly opened Focus Group Center is 
luxurious and beautifully decorated . It is located in a free standing building- NOT IN A MALL. We have multiple meeting 
rooms, floor to ceili ng mirrors, a complete test kitchen and other fine features. The rooms are expansive with adjoining tiered 
client viewing rooms that seat 14 to 16. 

GU[hF 
STATE 

RESEARCH CENTER 

San Jacinto Mall 
1670 Sa n Jacinto Mall 
Houston , TX 7752 1 

(28 1) 421-7798 
Fax (28 1) 42 1-1976 

Clearview Mall 
4426 Veterans Blvd. 
ew Orleans, LA 70006 

(504) 454-1737 
Fax (504) 454-2461 

Eagle Ridge Mall 
433 Eag le Ridge Dr., Ste. 2 11 

Lake Wales, FL 33853 
(800) 357-8842/(863) 676-3676 

Fax (863) 676-0471 

Houston • New Orleans • Tampa/Orlando 
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CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket ( +$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations - number of interviewing stations 

Facility features 
C - computer-aided stations 
K- kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Boston 

Car-Lene Research , Inc. 
Silver City Galleria 
2 Galleria Mall Dr. 
Taunton, MA 02780 
Ph. 508-880-0087 
Fax 508-880-0715 
www.car-leneresearch.com 
Steve Martin, Manager 
Income: H-34% M-24% L-42% 
Stations: 5 K P 0 

Cunningham Field & Research Service 
Natick Mall 
1245 Worchester St. , Ste. 1004 
Natick, MA 01760-1553 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail: BOST@cunninghamresearch.com 
www.cunninghamresearch.com 
Income: H-40% M-40% L-20% 
Stations: 5 C K P 0 
(See advertisement on p. 1 03) 

Barbara Nolan Market Research 
Independence Mall Way, Space A-123 
Kingston , MA 02364 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-25% M-50% L-25% 
Stations: 5 C K P 0 

Performance Plus 
2 Faneuil Hall Marketplace, 4th fl. 
Boston, MA 021 09 
Ph . 508-872-1287 
Fax 508-879-7108 
Shirley Shames, President 
Income: H-60% M-30% L-10% 
Stations: 1 0 C K P 
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Performance Plus 
Meadow Glen Mall 
3850 Mystic Valley Pkwy., Rte. 16 
Medford, MA 02155 
Ph . 508-872-1287 
Fax 508-879-7108 
Shirley Shames, President 
Income: H-30% M-60% 
Stations: 1 0 

Performance Plus 
Westgate Mall 
200 Westgate Dr., Ste. 23 
Brockton , MA 02301 
Ph. 508-872-1287 
Fax 508-879-71 08 
Shirley Shames, President 
Income: H-10% M-70% 
Stations: 10 

Quick Test 
Silver City Galleria 
2 Galleria Mall Dr. , #248 
Taunton , MA 02780 
Ph . 508-822-0333 
Fax 508-822-9025 
E-mail : info@quicktest.com 
www.quicktest.com 
Melissa Taylor, Manager 
Income: H-25% M-46% 
Stations: 10 
(See advertisement on p. 101) 

Quick Test 
South Shore Plaza 
250 Granite St. , Ste. 197 
Braintree, MA 02184 
Ph. 781-849-1692 
Fax 781-843-5276 
E-mail : info@quicktest.com 
www.quicktest.com 
Wallace Washington , Manager 
Income: H-25% M-46% 
Stations: 10 
(See advertisement on p. 101) 

Quick Test 
Watertown Mall 
550 Arsenal St. 
Watertown, MA 02172 
Ph. 617-924-8486 
Fax 617-923-0261 
E-mail : info@quicktest.com 
www.quicktest.com 
Bonnie MacDonald, Manager 
Income: H-20% M-50% 
Stations: 9 C K P 0 
(See advertisement on p. 101 ) 

Springfield 

Friedman Marketing Services 
Consumer Opinion Center 
Eastfield Mall 
1655 Boston Rd . 
Springfield, MA 01129 

L-10% 
CKP 

L-20% 
CKP 

L-29% 
CKPO 

L-29% 
CKPO 

L-30% 

Ph. 413-543-8515 or 914-698-9591 
Fax 413-543-8430 
www.friedmanmktg .com 
Joan Gevry 
Income: H-30% M-50% L-20% 
Stations: 6 C K P 0 
(See advertisement on p. 119) 

Quick Test 
Holyoke Mall at Ingleside 
50 Holyoke Rd . 
Holyoke, MA 01040 
Ph . 413-533-6180 
Fax 413-532-6855 
E-mail : info@quicktest.com 
www.quicktest.com 
Debbie Mullaly, Manager 
Income: H-15% M-55% 
Stations: 8 C K 
(See advertisement on p. 101) 

Trends of Springfield 
Div. of Performance Plus 
Fairfield Mall 
591 Memorial Dr. 
Chicopee , MA 01020 
Ph . 508-872-1287 
Fax 508-879-71 08 
Shirley Shames, President 
Income: H-10% M-70% 
Stations: 10 

Detroit 

Car-Lene Research , Inc. 
Frenchtown Square Mall 
2121 N. Monroe, Unit 620 
Monroe, Ml48162 
Ph. 734-241-0489 
Fax 734-241-3268 
www.car-leneresearch.com 

L-30% 

L-20% 
CKPO 

Income: H-34% M-55% L-11 % 
Stations: NA K P 0 

Consumer Pulse of Detroit 
Summit Place Mall 
315 N. Telegraph, #N 125 
Waterford , Ml 48328 
Ph . 248-681-4399 or 800-336-0159 
Fax 248-681-3536 
E-mail : detroit@consumerpulse.com 
www.consumerpulse.com 
Stephanie Williams, Manager 
Income: H-20% M-55% L-25% 
Stations: 12 C K P 

Crimmins & Forman Market Research 
Consumer Research Center 
Westland Mall 
35000 W. Warren Rd . 
Westland , Ml 48185 
Ph. 734-513-5040 
Fax 734-513-8966 
Lois Forman , Partner 
Income: H-25% M-45% L-30% 
Stations: 12 C K P 0 

Crimmins & Forman Market Research 
Detroit Marketing 
Wonderland Mall 
29755 Plymouth Rd . 
Livonia, Ml 48150 
Ph . 734-427-5360 
Fax 734-427-5250 
Paula Crimmins, Partner 
Income: H-25% M-45% L-30% 
Stations: 7 C K P 
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Cunningham Field & Research Service 
Great Lakes Crossing 
4144 Baldwin Rd. , Ste. 419 
Auburn Hills, Ml 48326 
Ph . 904-677-5644 
Fax 904-677-5534 
www.cunninghamresearch .com 
Income: NA 
Stations: NA C K P 0 
(See advertisement on p. 1 03) 

Friedman Marketing Services 
Consumer Opinion Center 
Oakland Mall 
350-B. W. 14 Mi le Rd. 
Troy, Ml 48083 
Ph . 248-5 89-0950 or 914-698-9591 
Fax 248-589-0271 
www.friedmanmktg.com 
Sandy Welch 
Income: H-30% M-50% L-20% 
Stations: 15 C K P 0 
(See advertisement on p. 119) 

Heakin Research , Inc. 
Eastland Mall 
18000 Bernier Rd. , Ste. 731 
Harper Woods, Ml 48225 
Ph. 313-521-881 1 
Fax 313-521-9152 
Christin Moore, Manager 
Income: H-30% M-35% L-35% 
Stations: 9 C K P 0 
(See advertisement on p. 101) 

Heakin Research , Inc . 
Macomb Mal l 
32441 Gratiot, Ste. 440 
Roseville , Ml 48066 
Ph. 810-294-3232 
Fax 810-294-3759 
Diana Chalou , Manager 
Income: H-31% M-41 % L-28% 
Stations: 8 C K P 0 
(See advertisement on p. 1 01 ) 

Quick Test 
Southland Center Mal l 
23000 Eureka Rd. 
Taylor, Ml 48180 
Ph . 734-287-3600 
Fax 734-287-3840 
E-mail : info@quicktest.com 
www.quicktest.com 
Jil l Linares, Manager 
Income: H-25% M-50% L-25% 
Stations: 11 C K P 0 
(See advertisement on p. 101) 

Grand Rapids 

Barnes Research, Inc. 
Rogers Plaza 
1051 28th St. S.W. 
Wyoming , Ml49509 
Ph. 616-363-7643 
Fax 616-363-8227 
E-mail: barnesresr@aol.com 
Della Welch , Production Director 
Income: H-25% M-50% L-25% 
Stations: 1 0 C K P 

Duluth 

Bryles Research, Inc. 
Miller Hil l Mall 
1600 Miller Trunk Hwy. 
Duluth , MN 55811 
Ph . 218-722-9274 
Fax 218-722-9327 
E-mail : nancy@brylesresearch.com 
www.brylesresearch.com 
Income: H-1 0% M-70% L-20% 
Stations: 12 C K P 0 

Minneapolis/St. Paul 

Car-Lene Research , Inc. 
Brookdale Center 
1269 Brookdale 
Brooklyn Center, MN 55430 
Ph. 612-585-1858 
Fax 612-585-1859 
www.car-leneresearch.com 
Jaime Rodriguez, Manager 
Income: H-35% M-30% L-35% 
Stations: NA K P 0 

Car-Lene Research , Inc. 
Southdale Mall 
0306 Southdale Mall 
Edina, MN 55435 
Ph. 612-922-1444 
Fax 612-922-1999 
www.car-leneresearch.com 
John Sandor, Manager 
Income: H-35% M-25% L-40% 
Stations: NA K P 0 

Cunningham Field & Research Service 
Northtown Mall 
310 Northtown Dr. 
Blaine, MN 55434 
Ph . 904-677-5644 
Fax 904-677-5534 
www.cunninghamresearch.com 
Susan Hoffman, Manager 
Income: H-20% M-80% L-0% 
Stations: 4 C K P 0 
(See advertisement on p. 1 03) 

e-works 
Anchor Network, Inc. 
Mall of America 
Rosedale Mall 
Ph . 215-561-1312 
Fax 215-561 -2695 
www.AN 1-research .com 
Income: H-25% M-50% L-25% 
Stations: NA C 

Your one-stop 
marketing 
research 

resource is 
just a mouse 

click away 

.,.,.,.,.,.,_quirks. con~ 
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CODES 

Income 
H - est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations -number of interviewing stations 

Facility features 
C- computer-aided stations 
K- kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Friedman Marketing Services 
Consumer Opinion Center 
Burnsville Center Mall 
25 Burnsville Center, Ste. 25 
Burnsville, MN 55306 
Ph . 612-892-5383 or 914-698-9591 
Fax 612-898-2940 
www.friedmanmktg.com 
Kris Larson 
Income: H-50% M-40% L-10% 
Stations: 8 C K P 0 
(See advertisement on p. 119) 

Heakin Research , Inc. 
Mall of America 
300 E. Broadway 
Bloomington , MN 55425 
Ph. 612-854-3535 
Fax 612-854-4375 
Elena Johnson, Manager 
Income: H-25% M-50% 
Stations: 14 
(See advertisement on p. 101) 

Mississiy i 

Jackson 

L-25% 
CKPO 

Friedman Marketing Services 
Jackson Opinion Center 
Metrocenter Mall , 1275 Metrocenter 
Highway 80 and Robinson Rd. 
Jackson, MS 39209 
Ph. 601-352-9340 or 914-698-9591 
Fax 601-355-3530 
www.friedmanmktg.com 
Wes Smith 
Income: H-20% 
Stations: 13 

M-60% 

(See advertisement on p. 119) 
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L-20% 
CKPO 

Cape Girardeau 
Ask America Inc.® 
185 West Park Mall 
Cape Girardeau , MO 63701 
Ph. 573-332-1332 
Fax 573-332-1944 
E-mail : ASKAMERICA@aol.com 
Income: H-30% M-50% 
Stations: 10 

Kansas City 

C & C Market Research , Inc. 
Metro North Mall 
400 N.W. Barry Rd ., Ste. 143 
Kansas City, MO 64155 
Ph . 501-785-5637 
Fax 501-785-5645 

L-20% 
CKPO 

E-mail : craig@ccmarketresearch .com 
www.ccmarketresearch.com 
Craig Cunningham, President 
Income: NA 
Stations: 5 C K P 0 

Heakin Research , Inc . 
116 Independence Center 
Independence, MO 64057 
Ph . 816-795-0706 
Fax 816-795-1416 
Jackie Sparks, Manager 
Income: H-23% M-48% 
Stations: 10 
(See advertisement on p. 101) 

Heakin Research , Inc. 
Bannister Mall 
5600 E. Banister Rd ., #1 02 
Kansas City, MO 64137 
Ph . 816-767-8300 
Fax 816-761-0110 
Debbie Culver, Manager 
Income: H-24% M-55% 
Stations: 10 
(See advertisement on p. 101) 

Quick Test 
The Great Mall of the Great Plains 
20383 W. 151st St. 
Olathe, KS 66061 
Ph . 913-782-5110 
Fax 913-782-5506 
E-mail : info@quicktest.com 
www.quicktest.com 
Mirna Tapia, Manager 
Income: H-30% M-40% 
Stations: 9 C K 0 
(See advertisement on p. 101) 

L-29% 
CKPO 

L-21% 
CKPO 

L-30% 

St. Louis 

Car-Lene Research , Inc. 
Alton Square Mall , #203 B 
Alton , IL 62002 
Ph . 618-462-1173 
Fax 618-462-1180 
www.car-leneresearch.com 
Dee Lawrence, Manager 
Income: H-18% M-30% L-52% 
Stations: NA K P 0 

Car-Lene Research , Inc. 
South County Mall 
Hwy. 55 & Lindbergh Blvd . 
St. Louis, MO 63129 
Ph . 314-845-2002 
Fax 314-845-6254 
www.car-leneresearch.com 
Carolyn Campbell , Manager 
Income: H-30% M-30% L-40% 
Stations: NA K P 0 

Cunn ingham Fi eld & Research Service 
St. Clair Square Mall 
134 St. Clair Square, #125 
Fairview Heights, IL 62208 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : STLO@cunninghamresearch .com 
www.cunninghamresearch.com 
Income: H-30% M-40% L-30% 
Stations: 5 C K P 0 
(See advertisement on p. 1 03) 

Friedman Marketing Services 
Consumer Op inion Center 
Mid River Mall #1720 
St. Peters, MO 63376 
Ph . 636-278-3821 or 914-698-9591 
Fax 636-278-8213 
www.friedmanmktg .com 
Linda Greer 
Income: H-25% M-50% L-25% 
Stations: 1 0 c K p 
(See advertisement on p. 119) 

Friedman Marketing Services 
Consumer Opinion Center 
St. Louis Union Station 
1820 Market St. 
St. Louis, MO 63103 
Ph . 314-241-4559 or 914-698-9591 
Fax 314-241-6058 
www.friedmanmktg .com 
Marilyn Holland 
Income: H-30% 
Stations: 10 

M-50% 

(See advertisement on p. 119) 

Barbara Nolan Market Research 
338 Jamestown Mall 
Florissant, MO 63034 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-25% M-50% 
Stations: 10 

L-20% 
CKPO 

L-25% 
CKPO 
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Quick Test 
505 Northwest Plaza 
St. Louis, MO 63074 
Ph . 314-291-8888 
Fax 314-291-8581 
E-mail : info@quicktest. com 
www.quicktest.com 
Becky Ross, Manager 
Income: H-2% M-55% L-43% 
Stations: 1 0 C K P 0 
(See advertisement on p. 101) 

Superior Surveys of St. Louis, Inc. 
208 Crestwood Plaza 
St. Louis, MO 63126 
Ph. 314-918-7460 
Fax 314-692-2427 
E-mail : SURVEYS4U@aol.com 
Carol McGill , Manager 
Income: H-60% M-30% L-10% 
Stations: 1 0 C K P 0 

Springfield 

Bryles Research , Inc. 
227 Battlefield Mall 
Springfield, MO 65804 
Ph . 417-887-1035 
Fax 417-887-0209 
E-mail : nancy@brylesresearch .com 
www. brylesresearch.com 
Steve Russell , Supervisor 
Income: H-10% M-80% L-10% 
Stations: 12 C K P 0 

Omaha 

Car-Lene Research , Inc. 
Westroads Shopping Mall 
10000 California 
Omaha, NE 68114 
Ph. 402-343-9090 
Fax 402-343-9191 
www.car-leneresearch.com 
Denise Guerrero , Manager 
Income: H-34% M-34% L-32% 
Stations: NA K P 0 

Cunningham Field & Research Service 
Crossroads Mall 
7 400 Dodge St. , Ste. B-2 
Omaha, NE 68114 
Ph . 904-677-5644 
Fax 904-677-5534 
www.cunninghamresearch .com 
Income: NA 
Stations: NA 
(See advertisement on p. 119) 

Midwest Survey & Research 
Mall of the Bluffs 
1751 Madison Ave ., Ste. 708 
Council Bluffs, lA 51503 
Ph. 712-323-1438 
Fax 712-323-1438 
Elaine Bosilevac, Vice President 
Income: H-25% M-30% L-45% 
Stations: 9 C K P 0 

November 1999 

Las Vegas 

Consumer Research Center 
1370 E. Flamingo Rd ., Ste. J 
Las Vegas, NV 89119 
Ph . 702-737-3272 
Fax 702-737-1 023 
Steve Goldbaum, President 
Income: H-15% M-50% L-35% 
Stations: 7 C K P 0 

Cunningham Field & Research Service 
The Galleria at Sunset 
1300 W. Sunset Rd ., Ste. 1324 
Henderson, NV 89014 
Ph . 904-677-5644 
Fax 904-677-5534 
E-mail : LASV@cunninghamresearch.com 
www.cunninghamresearch.com 
Income: H-30% M-60% L-10% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Las Vegas Surveys, Inc. 
The Boulevard Mall 
3860 S. Maryland Pkwy., Ste. 201 
Las Vegas, NV 89109 
Ph . 702-650-5500 
Fax 702-650-0729 
E-mail : lsurveys@aol.com 
Carlos Kelley, V.P. Research 
Income: H-60% M-30% L-10% 
Stations: 4 C K P 

~e~ HamRshire 

Concord 

Cunningham Field & Research Service 
Steeplegate Mall 
270 London Rd ., Ste. 1164 
Concord , NH 03301 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : CONC@cunninghamresearch.com 
www.cunninghamresearch.com 
Income: H-20% M-60% L-20% 
Stations: 5 C K 0 
(See advertisement on p. 1 03) 

Manchester IN ashua 

New England Interviewing, Inc. 
Nashua Mall 
Rte . 3&130 
Nashua, NH 03063 
Ph. 603-889-8100 
Fax 603-883-1119 
Joan Greene 
Income: H-14% 
Stations: 4 

www.quirks.com 

M-68% L-18% 
CKP 

~eM'. Jer.se~ . 

Northern New Jersey 

Car-Lene Research, Inc. 
Bergen Mall 
Rte . 4 & Forest Ave . 
Paramus, NJ 07652 
Ph. 201-845-5600 
Fax 201-845-6201 
www.car-leneresearch.com 
Nina Velella, Manager 
Income: H-20% M-45% L-35% 
Stations: NA K P 0 

Car-Lene Research, Inc. 
Moorestown Mall 
Rte . 38 & Lenola 
Moorestown, NJ 08057 
Ph. 856-231-0600 
Fax 856-231-9575 
www.car-leneresearch.com 
Evan Celwyn, Manager 
Income: H-35% M-31% L-34% 
Stations: NA K P 0 

Cunningham Field & Research Service 
Raceway Mall 
3710 Rte. 9, Ste. 238A 
Freehold , NJ 07728 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : FREE@cunninghamresearch.com 
www.cunninghamresearch.com 
Income: H-50% M-40% L-10% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Ebony Marketing 
Newport Shopping Mall 
30 Mall Dr. W. 
Jersey City, NJ 07310 
Ph. 201-714-9455 
Fax 201-714-9396 
E-mail: emr@interport.net 
www.ebonymktg.com 
Rafaela Ramirez 
Income: H-10% M-90% L-0% 
Stations: 8 C P 0 
(See advertisement on p. 117) 

Focus World International , Inc. 
Brunswick Square Mall 
Rte . 18 
East Brunswick, NJ 
Ph . 732-946-0100 
Fax 732-946-0107 
E-mail : FocusWorld@worldnet.att.net 
www.focusworldint.com 
Income: H-60% M-30% L-10% 
Stations: 6 C K P 
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CODES 

lllcome 
H- est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations -number of interviewing stations 

Facility features 
C- computer-aided stations 
K- kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Focus World International, Inc. 
Consumer Reaction Research 
Seaview Square Mall 
Rte. 66 & 35 
Ocean, NJ 07712 
Ph. 732-946-0100 
Fax 732-946-0107 
E-mail: FocusWorld@worldnet.att.net 
www.focusworldint.com 
Income: H-10% M-70% L-20% 
Stations: 8 C K P 

Heakin Research , Inc. 
Woodbridge Center 
196 Woodbridge Center Dr. 
Woodbridge, NJ 07095 
Ph. 732-326-9779 
Fax 732-326-9646 
Lydia DuChene, Manager 
Income: H-45% M-35% 
Stations: 12 
(See advertisement on p. 101) 

Mid-America Rsch./Facts In Focus 
Livingston Mall 
131 Livingston Mall 
Livingston, NJ 07039 

L-20% 
CKPO 

Ph . 973-740-1566 or 847-392-0800 
Fax 973-7 40-0569 
Jennifer Gerlach, Manager 
Income: H-15% M-80% L-5% 
Stations: 12 C K P 0 

Northeast Data 
High Income Mall Testing & Group Focus Facility 
Wayne Towne Center, Rte . 23 S. 
Wayne, NJ 07470 
Ph. 973-785-4449 
Fax 973-785-3679 
E-mail : northeastdata@yahoo.com 
Paul Schwartz, President 
Income: H-70% M-25% L-5% 
Stations: 8 C K P 0 

Quick Test 
Menlo Park Mall 
312 Menlo Park 
Edison, NJ 08837 
Ph. 732-548-2900 
Fax 732-549-0026 
E-mail : info@quicktest.com 
www.quicktest.com 
Janet Ford, Manager 
Income: H-70% M-20% 
Stations: 10 
(See advertisement on p. 101) 
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L-10% 
CKPO 

Suburban Associates 
Monmouth Mall 
1230 Monmouth Mall- Rte . 35 
Eatontown, NJ 07724 
Ph . 732-542-5554 
Fax 732-389-3921 
E-mail : monmouth@subassoc.com 
www.subassoc.com 
Income: H-10% 
Stations: 8 

Suburban Associates 
Willowbrook Mall 

M-60% 
CKPO 

1230 Willowbrook Mall - Rte . 46 
Wayne, NJ 07470 
Ph. 973-785-0770 
Fax 973-785-0771 

L-30% 

E-mail : willowbrook@subassoc.com 
www.subassoc.com 
Income: H-25% 
Stations: 10 

M-55% 

Albuquerque 

Car-Lene Research , Inc. 
Coronado Center 
6600 Menaul Blvd . N.E. , Ste. K8 
Albuquerque, NM 87110 
Ph. 505-889-3070 
Fax 505-889-3071 
www.car-leneresearch.com 
Scott Solis, Manager 

L-20% 
CKPO 

Income: H-34% M-36% L-30% 
Stations: NA K P 0 

Barbara Nolan Market Research 
Cottonwood Mall 
10000 Coors Bypass N.W. , Space D201 
Albuquerque, NM 87114 
Ph. 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-25% M-50% L-25% 
Stations: 8 C K P 0 

Santa Fe 

Quick Test 
Villa Linda Mall 
1124 Villa Linda Mall 
Santa Fe , NM 87505 
Ph. 505-4 71-1699 
Fax 505-438-3846 
E-mail: info@quicktest.com 
www.quicktest.com 
Dorothea Migliori , Manager 
Income: H-20% M-50% 
Stations: 7 C K P 0 
(See advertisement on p. 101) 

L-30% 

Albany 

Barbara Nolan Market Research 
Rotterdam Square Mall 
93 W. Campbell Rd . 
Schenectady, NY 12306 
Ph . 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-25% M-50% L -25% 
Stations: 5 C K P 0 

Barbara Nolan Market Research 
Wilton Mall 
3065 Rte . 50 
Saratoga Springs, NY 12866 
Ph . 800-240-6119 
Fax 407-629-7633 
E-mail: BNMR172@aol.com 
Income: H-50% M-40% L-10% 
Stations : 6 C K P 0 

Quick Test 
Crossgates Mall 
1 Crossgates Mall Rd. 
Albany, NY 12203 
Ph . 518-456-8641 
Fax 518-456-8642 
E-mail: info@quicktest.com 
www.quicktest.com 
Pat Figler, Manager 
Income: H-25% M-50% L-25% 
Stations: 6 C K P 0 
(See advertisement on p. 101) 

J.L. Whalen Markette Research , Inc. 
421 Clifton Country Mall 
Clifton Park, NY 12065 
Ph. 518-383-1661 
Fax 518-371-0791 
Income: H-60% 
Stations: 4 

Buffalo 

M-30% 
KPO 

Buffalo Survey & Research , Inc. 
Lockport Mall 
5737 S. Transit Rd . 
Lockport, NY 14094 
Ph . 716-833-6639 
Fax 716-834-6499 
E-mail : buffalosur@aol.com 
David Levin , Vice President 

L-10% 

Income: H-20% M-60% L-20% 
Stations: 4 K P 

Buffalo Survey & Research , Inc. 
Main Place Mall 
Buffalo, NY 14202 
Ph . 716-845-6262 
Fax 716-834-6499 
E-mail : buffalosur@aol.com 
Jeanette Levin , President 
Income: H-10% M-50% L-40% 
Stations: 8 K P 
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Ruth Diamond Market Research Services 
Boulevard Mall 
770 Alberta Or. 
Buffalo, NY 14226 
Ph. 716-836-1110 or 716-836-1111 
Fax 716-836-1114 
E-mail : RDMKTRSCH@aol.com 
Harvey Podolsky, President 
Income: H-22% M-49% L-29% 
Stations: 6 C K P 0 

Marion Simon Research Service, Inc. 
C-1 03 Walden Galleria 
Buffalo, NY 14225 
Ph. 716-684-8025 
Fax 716-684-3009 
Income: H-35% 
Stations: NA 

M-35% L-30% 

Survey Service, Inc. 
Eastern Hills Mall 
4545 Transit Rd . 
Williamsville , NY 14221 
Ph. 716-876-6450 
Fax 716-876-0430 

CKPO 

E-mail : sservice@surveyservice .com 
www.su rveyservice .com 
Susan Adelman , President 
Income: H-25% M-50% L-25% 
Stations: 8 C K P 0 

New York City 
(See also Northern New 
Jersey) 

Answers to Questions, Inc. 
South Shore Mall 
1701 Sun rise Hwy. 
Bay Shore, NY 11706 
Ph. 631-666-9705 
Fax 631-666-4596 
E-mail : ATQ@worldnet.att.net 
Mary Garofaldo, Managing Director 
Income: H-20% M-60% L-20% 
Stations: 7 C K P 0 

Brianne Associates , Inc. 
Hunting Square Mall 
4000 Jericho Turnpike 
East Northpoint, NY 11731 
Ph. 516-462-2052 
Fax 516-462-2957 
Fern Roseman , Manager 
Income: H-25% M-60% L-15% 
Stations: NA C P 

Car-Lene Research , Inc. 
Galleria at Crystal Run 
Middletown, NY 10941 
Ph. 914-692-2226 
Fax 914-692-2207 
www.car-leneresearch.com 
Tabatha Roache, Manager 
Income: H-25% M-40% L-35% 
Stations: NA K P 0 

Ebony Marketing 
Jamaica Mall 
162-10 Jamaica Ave . 
Jamaica, NY 11434 
Ph . 718-526-3204 
Fax 718-526-3312 
E-mail: emr@interport.net 
www.ebonymktg .com 
Elan Miller, Mall Manager 
Income: H-0% M-55% L-45% 
Stations: 6 C K 
(See advertisement on p. 117) 

November 1999 

Ebony Marketing Research , Inc . 
2100 Bartow Ave. , Ste. 243 
Bronx, NY 10475 
Ph . 718-217-0842 or 718-320-3220 
Fax 718-320-3996 
E-mail: emr@interport.net 
www.ebonymktg .com/ 
Esther Remusat, Mall Manager 
Income: H-5% M-95% L-0% 
Stations: 8 C K P 0 
(See advertisement on p. 117) 

www.quirks.com 

Friedman Marketing Services 
Consumer Opinion Center 
Smith Haven Mall 
313 Smith Haven Mall , Sears Wing, Space E-11 C 
Lake Grove, NY 11755 
Ph. 516-366-6325 or 914-698-9591 
Fax 516-366-6331 
www.friedmanmktg.com 
Income: H-40% M-40% L-20% 
Stations: 6 C K 0 
(See advertisement on p. 119) 
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CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations- number of interviewing stations 

Facility features 
C- computer-aided stations 
K - kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Friedman Marketing Services 
Consumer Opinion Center 
The Galleria at White Plains 
100 Main St. , Fashion Level1 , Ste. 301 
White Plains, NY 10601 
Ph. 914-328-244 7 or 914-698-9591 
Fax 914-328-2977 
www.friedmanmktg.com 
Jon Erickson 
Income: H-25% M-50% L-25% 
Stations: 6 C K P 0 
(See advertisement on p. 119) 

J & R Field Services, Inc. 
Attais Mart 
5750 Sunrise Hwy. 
Sayville, NY 11782 
Ph. 516-244-0475 
Fax 516-244-0839 
Income: H-15% 
Stations: 4 

M-65% 
CP 

J & R Field Services, Inc. 
East Meadow Mall 
1917 Front St. 
East Meadow, NY 11554 
Ph. 516-542-0081 
Fax 516-542-6314 
Income: H-1 0% 
Stations: 6 

M-55% 
c 

Primary Data Col lection Services 
1063 Green Acres Mall 
Valley Stream, NY 11581 
Ph. 516-561-1723 
Fax 516-561-2523 
Tom Champion, President 
Income: H-20% M-65% 
Stations: 8 C P 0 

Quick Test 
Kings Plaza Mall 
5422 Kings Plaza 
Brooklyn, NY 11234 
Ph. 718-338-3388 
Fax 718-692-4365 
E-mail: info@quicktest.com 
www.quicktest.com 
NancyAnne Canaletich , Manager 
Income: H-20% M-45% 
Stations: 15 
(See advertisement on p. 101) 
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L-20% 

L-35% 

L-15% 

L-35% 
CKP 

Qu ick Test 
Sunrise Mall 
855 Sunrise Mall 
Massapequa, NY 11758 
Ph. 516-541-5100 
Fax 516-541-1099 
E-mail : info@quicktest.com 
www.quicktest.com 
Sue Savin , Manager 
Income: H-15% M-80% 
Stations: 12 
(See advertisement on p. 101) 

Audrey Schiller Market Research 
Nassau Mall , lower level 
3601 Hempstead Tpke. 
Levittown , NY 11756 
Ph . 516-731-1500 
Fax 516-731-4235 
E-mail: aschiller1@aol.com 
Audrey Schiller, President 
Income: H-35% M-50% 
Stations: 8 C K P 0 

Seaport Surveys 
Financial Focus, Inc. 
135 William St. , 5th fl. 
New York, NY 10038 

L-5% 
CKPO 

L-15% 

Ph . 212-608-3100 or 800-347-2662 
Fax 212-608-4966 
E-mail : Seaportand@aol.com 
www.seaportsurveys.com 
Andrea Waller, President 
Income: H-40% M-40% L-20% 
Stations: 10 C K P 0 

Suburban Associates 
East Meadow Plaza 
1966 Hempstead Tpke. 
East Meadow, NY 11554 
Ph. 516-794-3030 
Fax 516-794-3519 
E-mail : eastmeadow@subassoc.com 
www.subassoc.com 
Income: H-10% 
Stations: 6 

M-70% 
CKPO 

Poughkeepsie 

Barbara Nolan Market Research 
Poughkeepsie Galleria 
790 South Road , Space 282 
Poughkeepsie, NY 12601 
Ph . 800-240-6119 
Fax 407-629-7633 
E-mail: BNMR172@aol.com 

L-20% 

Income: H-50% M-30% L-20% 
Stations: 6 C K P 0 

Rochester 

Car-Lene Research, Inc. 
Greece Ridge Center Mall 
150 Greece Ridge Center Dr. 
Rochester, NY 14626 
Ph . 716-225-3100 
Fax 716-225-2834 
www.car-leneresearch.com 
Barbi White , Manager 
Income: H-38% M-44% L-18% 
Stations: 6 C K P 0 

Car-Lene Research , Inc. 
Irondequoit Mall 
54 Irondequoit Dr. 
Rochester, NY 14622 
Ph. 716-342-7630 
Fax 716-342-9047 
www.car-lene research .com 
Barry Rudner, Manager 
Income: H-10% M-55% 
Stations: NA 

Car-Lene Research , Inc . 
Market Place Mall 
301- Miracle Mile Dr. 
Rochester, NY 14623 
Ph . 716-424-3205 
Fax 716-292-0523 
www.car-leneresearch.com 
Barbi White , Manager 
Income: H-32% M-67% 
Stations: 6 C K P 0 

Syracuse 

L-35% 
CPO 

L-31 % 

Cunningham Field & Research Service 
Eastview Mall 
602 Eastview Mall 
Victor, NY 14564 
Ph . 904-677-5644 
Fax 904-677-5534 
E-mail: ROCH@cunninghamresearch .com 
www.cunninghamresearch.com 
Income: H-35% M-45% L-20% 
Stations: 5 C K P 0 
(See advertisement on p. 1 03) 

Lavalle Research 
Carousel Center Mall 
9763 Carousel Center Dr. 
Syracuse, NY 13290-9763 
Ph . 315-466-1609 
Fax 315-466-7101 
Maureen Colson , Manager 
Income: H-20% M-65% L-15% 
Stations: 8 C K P 0 

McCarthy Associates 
Carousel Mall 
9763 Carousel Center Dr. 
Syracuse , NY 13290 
Ph. 315-431-0660 
Fax 315-431 -0672 
Income: H-33% M-34% L-33% 
Stations: 7 C K P 0 

0/A Research , Inc. 
Shoppingtown Mall 
3649 Erie Blvd. E. 
Dewitt, NY 13214 
Ph . 315-446-0011 
Fax 315-446-0428 
Jean Queri , President 
Income: H-30% 
Stations: 7 

M-60% 
CKP 

L-10% 
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Y E A R S 

Consider us your significant other. 
Its not about nationwide coverage, it 's about knowing you're dealing with the most expetienced people. 

Its not about size, its about ability and an understanding that whatever needs to be done will bel 

\\ 'hen n comes to data collccuon, our commitment, our passion and our experience makes for a perfect long-lasting relationship. 

FRIEDMAN 
(914) 698-9591 Fax (914) 698-2769 

Appleton Baltimore Boston Capitola Chicago Christown Denver Desert Sky Detroit Eau Claire Hartford Idaho 
Jackson Littleton Long Island Los Angeles Manhattan Memphis Minneapolis New Orleans Oakland Paradise Valley Phoenix 
P1ne Bluff Princeton Raleigh Springs San Antonio San Rafael Seattle Springfield St. Louis Tallahassee Westminster White Plains 
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CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket ( +$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations -number of interviewing stations 

Facility features 
C- computer-aided stations 
K- kitchen facilities 
P - private display room 
0- one-way mirror for viewing of stations 

NA- infonnation not available 

Marion Simon Research Service, Inc. 
Great Northern Mall 
4081 Rte. 31 
Clay, NY 13041 
Ph . 315-652-1812 
Fax 315-652-1814 
E-mail: Msrdc@aol.com 
Phillip Roundy, Manager 
Income: H-35% M-35% L-30% 
Stations: NA C K P 0 

Asheville 

Mellon Market Research 
Biltmore Square 
800 Brevard Rd ., #516 
Asheville, NC 28806 
Ph. 828-667-0704 or 877-963-5566 
Vicki Phillips, Manager 
Income: H-35% M-45% L-25% 
Stations: 4 C K P 0 

Charlotte 

A 0 C Marketing Research 
Galleria Mall 
2301 Dave Lyle Blvd. , Ste. 183 
Charlotte, NC 29730 
Ph. 803-324-7596 
Fax 803-324-7598 
E-mail : aocinc@bellsouth.net 
Betty Collins, Co-Owner 
Income: H-25% M-50% 
Stations: 1 0 

Car-Lene Research, Inc. 
Concord Mills Mall 
8111-677 Concord Mills Blvd. 
Concord, NC 28027 
Ph. 704-979-1660 
Fax 704-979-1663 
www.car-leneresearch .com 
Income: H-38% M-48% 
Stations: NA 
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L-25% 
CKPO 

L-14% 
KPO 

Consumer Pulse of Charlotte 
Eastland Mall 
5625 Central Ave . 
Charlotte, NC 28212 
Ph. 704-536-6067 or 800-336-0159 
Fax 704-536-2238 
E-mail: charlotte@consumerpulse.com 
www.consumerpulse.com 
Lakesha Smith, Manager 
Income: H-20% M-60% L-20% 
Stations: 7 C K P 0 

Cunningham Field & Research Service 
Eastridge Mall 
246 N. New Hope Rd. , Ste. E-120 
Gastonia, NC 28054 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : CHAR@cunninghamresearch .com 
www.cunninghamresearch .com 
Income: H-30% M-50% L-10% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Greensboro/W'mston-Salem 

Car-Lene Research , Inc. 
Oak Hollow Mall 
921 E. Chester Dr., Hwy. 68, #1130 
High Point, NC 27262 
Ph. 336-882-0992 
Fax 336-882-0999 
www.car-leneresearch .com 
Eileen Chestang , Manager 
Income: H-25% M-50% L-25% 
Stations: NA K P 0 

Homer Market Research Associates, Inc. 
333 Four Seasons Town Centre 
Greensboro, NC 27407 
Ph. 336-294-9415 
Fax 336-294-6116 
E-mail : homermktresearch@msn.com 
Jan Homer, Exec. Vice President 
Income: H-25% M-45% L-30% 
Stations: 10 C K P 0 

W.H . Long Marketing, Inc. 
Golden Gate Shopping Center 
2240 Golden Gate Dr. 
Greensboro, NC 27 408 
Ph. 336-292-4146 
Fax 336-299-6165 
John Voss, Vice President 
Income: H-33% M-34% L-33% 
Stations: 8 C K P 0 

Raleigh/Durham 

Car-Lene Research , Inc. 
Crabtree Valley Mall 
4325 Glenwood Ave ., Ste. 2072 
Raleigh , NC 27612 
Ph. 919-786-1535 
Fax 919-786-07 42 
www.car-leneresearch .com 
Income: H-52% M-30% L-18% 
Stations: NA K P 0 

Cunningham Field & Research Service 
Cary Towne Center 
1105 Walnut St. , Ste . E1 03A 
Cary, NC 27511 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail: RALE@cunninghamresearch.com 
www.cunninghamresearch .com 
Income: H-30% M-60% L-10% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Akron 

Cunningham Field & Research Service 
Chapel Hill Mall 
2000 Brittain Rd. , Ste. 465 
Akron , OH 44310 
Ph . 904-677-5644 
Fax 904-677-5534 
E-mail : AKRO@cunninghamresearch .com 
www.cunninghamresearch .com 
Income: H-20% M-70% L-10% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Quick Test 
Rolling Acres Mall 
2400 Romig Rd . 
Akron , OH 44320 
Ph . 330-7 45-8883 
Fax 330-745-7881 
E-mail: info@quicktest.com 
www.quicktest.com 
Debbie Moore, Manager 
Income: H-10% M-70% L-20% 
Stations: 6 C K 
(See advertisement on p. 101) 

Cincinnati 
B & B Research Services, Inc. 
Eastgate Mall 
4601 Eastgate Ave . 
Cincinnati , OH 45245 
Ph . 513-793-4223 
Fax 513-793-9117 
E-mail : BBRSCH@aol.com 
Jim Moler, Project Director 
Income: H-20% M-25% L-55% 
Stations: 8 C K P 0 

Consumer Pulse of Cincinnati 
Forest Fair Mal l 
514 Forest Fair Dr. 
Cincinnati , OH 45240 
Ph . 513-671 -1211 or 800-336-0159 
Fax 513-346-4244 
E-mail : cincinnati@consumerpulse .com 
www.consumerpul se.com 
Susan Lake-Carpenter, Director 
Income: H-25% M-45% L-30% 
Stations: 8 C K P 0 
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Consumer Pulse of Cincinnati Pat Henry Market Research , Inc. Opinions, Ltd . 
Northgate Mall Tower City Center Southern Park Mall 
9663A Colerain Ave . 230 Huron Rd . N.W. , Ste . 100.43 7401 Market St. , #869 
Cincinnati , OH 45251 Cleveland , OH 44113 Boardman, OH 44512 
Ph . 513-385-8228 or 800-336-0159 Ph . 800-229-5260 or 216-621-3831 Ph. 440-893-0300 
Fax 513-385-2140 Fax 216-621-8455 Fax 440-893-9333 
E-mail : cincinnati@consumerpulse .com E-mail : info@pathenry.com E-mail : info@whereopinionscount.com 
www.consumerpulse.com www: Coming Dec. 99 www.whereopinionscount.com 
Susan Lake-Carpenter, Director Barbara Boston , Dir. of Phone & Mall Rsch. Mark Kikel , Owner 
Income: H-30% M-50% L-20% Income: H-30% M-60% L-10% Income: H-24% M-57% L-19% 
Stations: 1 0 CKP Stations: 11 CKPO Stations: 1 0 CKP 

Quick Test Questions, Inc. 
Florence Mall Great Lakes Mall 
1150 Florence Mall 7850 Mentor Rd. 
Florence, KY 41042 Mentor, OH 44060 
Ph. 606-282-1333 Ph. 440-255-9940 Oklahoma City Fax 606-282-6333 Fax 440-974-0001 
E-mail : info@quicktest.com E-mail : wiscoron@aol.com 
www.quicktest.com Ron Weingarten, President Oklahoma City Research 
Mary Ann Habel , Manager Income: H-20% M-60% L-20% Div. of Ruth Nelson Research 
Income: H-30% M-40% L-30% Stations: 7 CK Quail Springs Mall 
Stations: NA KPO 2501 W. Memorial Dr. 
(See advertisement on p. 101) 

Columbus Oklahoma City, OK 73134-8003 
Ph . 405-752-4710 

Cleveland Fax 405-752-2344 
B & B Research Services, Inc. E-mail : ocrs@worldnet.att.net 

Car-Lene Research, Inc. Brice Outlet Mall www.ruthnelsonresearchsvcs.com 

Great Northern Mall 5891 Scarborough Blvd. Bohn Macrory, Manager 
924 Great Northern Mall Columbus, OH 43232 Income: H-30% M-50% L-20% 

North Olmsted , OH 44070 Ph . 614-486-6746 Stations: 6 CKP 

Ph . 440-979-0200 Fax 614-486-9958 

Fax 440-979-1163 Judy Fredericks, Project Director Oklahoma Market Research 

www.car-leneresearch .com Income: H-20% M-25% L-55% Data Net 

Christine Readence, Manager Stations: 4 CP Sooner Fashion Mall 

Income: H-32% M-31 % L-37% 3475 W. Main 

Stations: NA KPO T.I.M.E. Market Research Norman, OK 73072 
745 Indian Mound Mall Ph. 405-329-9779 

Heakin Research , Inc. 771 S. 30th St. Fax 405-329-6766 

Richmond Town Square Heath , OH 43056 Income: H-20% M-70% L-10% 

Richmond Heights, OH 44143 Ph. 740-788-8808 Stations: 8 CKPO 
Ph . 440-4 73-1 000 Fax 7 40-788-8809 

Fax 440-473-1000 Cassie Hayes , Manager Quick Test 

Eric Silver, Manager Income: H-10% M-60% L-30% Cross Roads Mall 
Income: H-28% M-52% L-20% Stations: 8 CKPO 1153 Cross Roads Mall 

Stations: 1 0 CKPO Oklahoma City, OK 73149 
(See advertisement on p. 1 01) Toledo Ph . 405-631-9738 

Fax 405-632-0750 

OPINIONation 
Barbara Nolan Market Research 

E-mail : info@quicktest.com 
4301 Ridge Rd . 

Franklin Park Mall 
www.quicktest.com 

Cleveland , OH 44144 Pat Johnson, Manager 
Ph . 216-351-4644 

5001 Monroe St. , Ste. 2005 Income: H-4% M-25% L-61 % 

Fax 216-351-7876 
Toledo, OH 43623 Stations: 6 CKPO 

E-mail : OPINION@ix.netcom.com 
Ph . 800-240-6119 (See advertisement on p. 101) 
Fax 407-629-7633 

www.opinionation .com E-mail : BNMR172@aol.com Tulsa Diane Eck, Operations Manager Income: H-25% M-50% L-25% 
Income: H-15% M-65% L-20% 

Stations: 6 CKPO 
Stations: 8 CKP 

C & C Market Research , Inc. 

Opinions, Ltd. Youngstown Arrowhead Mall 
501 N. Main St. , Ste. 75 Sandusky Mall 
Muskogee, OK 74401 4314 Milan Rd. , #340 McCarthy Associates Ph . 501-785-5637 Sandusky, OH 44870 Eastwood Mall Fax 501-785-5648 Ph . 419-626-8944 Unit #91 1 E-mail: craig@ccmarketresearch.com Fax 419-626-4 798 Niles, OH 44446 www.ccmarketresearch.com E-mail : info@whereopinionscount.com Ph. 315-431-0660 Craig Cunningham, President http:/www. whereopinionscount.com Fax 315-431-0672 Income: NA Mark Kikel , Owner Income: H-3% M-50% L-20% Stations: 9 CKPO Income: H-17% M-62% L-21 % Stations: 6 CKP 

Stations: 7 c 
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CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations- number of interviewing stations 

Facility features 
C - computer-aided stations 
K- kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Cunningham Field & Research Service 
Eastland Mall 
14002 E. 21st, Ste. 144 
Tulsa, OK 7 4134 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail: TULE@cunninghamresearch .com 
www.cunninghamresearch.com 
Income: H-10% M-70% L-20% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Cunningham Field & Research Service 
Promenade Mall 
4107 S. Yale , Ste. LA 107 
Tulsa, OK 74135 
Ph . 904-677-5644 
Fax 904-677-5534 
E-mail: TULP@cunninghamresearch .com 
www.cunninghamresearch.com 
Income: H-30% M-60% L-10% 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Cunningham Field & Research Service 
Woodland Hills Mall 
7021 S. Memorial , Ste. 204A 
Tulsa, OK 74133 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : TULW@cunninghamresearch .com 
www.cunninghamresearch .com 
Income: H-40% M-60% L-0% 
Stations: 7 C K P 0 
(See advertisement on p. 1 03) 

Oregon . 

Portland 

Consumer Opinion Services, Inc. 
1206 Jantzen Beach Center 
Portland, OR 97217 
Ph. 503-240-8159 or 206-241-6050 for bids 
Fax 503-240-8161 
E-mail: cos-info@cosvc.com 
www.cosvc.com 
Anita Rubadue, Manager 
Income: H-5% M-50% L-45% 
Stations: 8 C K P 
(See advertisement on p. 129) 
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Consumer Opinion Services, Inc. 
991 Lloyd Center 
Portland, OR 97232 
Ph. 503-281-1278 or 206-241-6050 for bids 
Fax 503-281-1017 
E-mail : cos@transport.com 
www.cosvc.com 
Ann Kane, Manager 
Income: H-15% M-55% L-30% 
Stations: 9 C K P 0 
(See advertisement on p. 129) 

Consumer Pulse of Portland 
Clackamas Town Center 
12000 S.E. 82nd Ave ., #D-2 
Portland , OR 97266 
Ph . 503-654-1390 or 800-326-0159 
Fax 503-654-1436 
E-mail : portland@consumerpulse.com 
www.consumerpulse.com 
Vikki Peterson , Manager 
Income: H-25% M-55% L-20% 
Stations: 8 C K P 

e-works 
Anchor Network, Inc. 
Mall 205, The Saturday Market 
Beaverton Mall 
Ph . 215-561-1312 
Fax 215-561-2695 
www.ANI-research .com 
Income: H-25% M-50% L-25% 
Stations: NA C 

Erie 

Moore Research Services, Inc. 
Millcreek Mall 
340 Mill Creek Mall 
Erie, PA 16508 
Ph . 814-868-0873 
Fax 814-864-7012 
E-mail : moore@erie.net 
www.erie.net/-moore 
Colleen Moore Mezler, President 
Income: H-28% M-48% L-24% 
Stations: 8 C K 

Philadelphia 

Car-Lene Research , Inc. 
Echelon Mall 
2224 Echelon Mall , Ste. 245 
Voorhees, NJ 08043-1903 
Ph . 856-772-2411 
Fax 856-772-2421 
www.car-leneresearch.com 
Evan Celwyn, Manager 
Income: H-40% M-50% L-10% 
Stations: NA K P 0 

Car-Lene Research , Inc. 
Oxford Valley Mall 
2300 E. Lincoln Hwy 
Langhorne , PA 19047 
Ph. 215-750-7202 
Fax 215-750-9622 
www.car-leneresearch.com 
Bobbie Davis, Manager 
Income: H-23% M-65% L-12% 
Stations: NA K P 0 

Consumer Pulse of Philadelphia 
101 Plymouth Meeting Office Center & 
Plymouth Meeting Mall , #2145 
Plymouth Meeting , PA 19462 
Ph . 610-825-6636 or 800-336-0159 
Fax 610-825-6805 
E-mail : philadelphia@consumerpulse.com 
www.consumerpulse.com 
Eleanor Yates , Director 
Income: H-20% M-60% L-20% 
Stations: 15 C K P 0 

Cunningham Field & Research Service 
Deptford Mall 
1750 Deptford Center Rd ., #2D-06 
Deptford , NJ 08096 
Ph . 904-677-5644 
Fax 904-677-5534 
E-mail : PHIL@cunninghamresearch.com 
www.cunninghamresearch .com 
Income: NA 
Stations: 6 C K P 0 
(See advertisement on p. 1 03) 

Heakin Research, Inc. 
Cherry Hill Mall 
2000 Rte. 38, Ste. 917 
Cherry Hill , NJ 08002 
Ph . 609-910-1000 
Fax 609-910-101 0 
Tammy Steven s, Manager 
Income: H-35% M-39% 
Stations: 10 
(See advertisement on p. 101) 

JRA, J. Reckner Associates, Inc. 
Philadelphia - Mall 
Montgomery Mall , Store 152 
North Wales, PA 19454-3909 
Ph . 215-362-1060 
Fax 215-362-7569 
E-mail : bogrizek@reckner.com 
www.reckner.com 
Barbara Ogrizek, Director 
Income: H-48% M-28% 
Stations: 15 
(See advertisement on p. 123) 

L-26% 
CKPO 

L-24% 
CKPO 

JRP Marketing Research Services 
279 Granite Run Mall 
Media, PA 19063 
Ph . 610-565-7821 
Fax 610-565-4403 
E-mail : jrpmark@fast.net 
Kathleen McCarty, V.P. Field Svcs. 
Income: H-30% M-40% L-30% 
Stations: 10 C K P 0 
(See advertisement on p. 25) 
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Quality in Field 
Leo Mall 
11725 Bustleton Ave. 
Philadelphia, PA 19116 
Ph . 215-698-0606 
Fax 215-676-4055 
E-mail : afrieze828@aol.com 
Arlene Frieze, Owner 
Income: H-20% M-70% L-10% 
Stations: 4 K 

Quick Test 
Franklin Mills Mall 
17 49 Franklin Mills Circle 
Philadelphia, PA 19154 
Ph . 215-281-9304 
Fax 215-281-9362 
E-mail: info@quicktest.com 
www.quicktest.com 
Barbara Sagel , Manager 
Income: H-15% M-55% L-30% 
Stations: 12 C K P 0 
(See advertisement on p. 1 01) 

Quick Test 
Neshaminy Mall 
109 Neshaminy Mall 
Bensalem, PA 19020 
Ph . 215-322-0400 
Fax 215-322-5412 
E-mail : info@quicktest.com 
www.quicktest.com 
Charna Mandell , Manager 
Income: H-5% M-80% L-15% 
Stations: 11 C K P 0 
(See advertisement on p. 101) 

Quick Test 
Springfield Mall 
1200 Baltimore Pike 
Springfield , PA 19064 
Ph . 610-328-1147 
Fax 610-328-0678 
E-mail : info@quicktest.com 
www.quicktest.com 
Elizabeth Wilson , Manager 
Income: H-60% M-30% L-10% 
Stations: 14 C K P 0 
(See advertisement on p. 101) 

Pittsburgh 

Car-Lene Research , Inc. 
Monroeville Mall 
Monroeville, PA 15146 
Ph . 412-373-3670 
Fax 412-373-5076 
www.car-leneresearch .com 
Stacey Stanford, Manager 
Income: H-15% M-45% L-40% 
Stations: 7 C K P 0 

Data Information, Inc. 
Century Ill Mall 
3075 Clairton Rd . 
West Mifflin , PA 15123 
Ph . 412-655-8690 
Fax 412-655-8693 
E-mail: datainfo@nauticom.net 
Diane Palyo-Foster, V.P., Mgr. of Operations 
Income: H-40% M-49% L -11 % 
Stations: 11 C K P 0 

November 1999 

Heakin Research , Inc. 
Ross Park Mall 
1000 Ross Park Mall Rd . 
Pittsburgh , PA 15237 
Ph . 412-369-4545 
Fax 412-369-4473 
Sandy Tuttle, Manager 
Income: H-40% M-48% L-12% 
Stations: 13 C K P 0 
(See advertisement on p. 101) 

Noble Interviewing Service, Inc. 
North Hills Village Mall 
4801 McKnight Rd . 
Pittsburgh , PA 15237 
Ph . 412-343-6455 
Fax 412-343-3288 
Dorothy Tomassi , Manager 
Income: H-30% M-40% L-30% 
Stations: 6 K P 0 

T.I.M.E. Market Research 
366 Beaver Valley Mall 
Monaca, PA 15061 
Ph. 724-728-8463 
Fax 724-728-9806 
Shawn Bishop, Manager 
Income: H-20% M-55% L-25% 
Stations: 14 C K P 0 

South Carolina 

Charleston 

G & G Market Research , Inc. 
Marion Square Mall 
342 King St. 
Charleston , SC 29401 
Ph. 843-853-7222 or 843-556-6606 
Fax 843-571-5785 
Sissy Goldberg , President 
Income: H-50% M-30% L-20% 
Stations: 8 C P 0 

Quick Test 
Northwoods Mall 
E1 B Northwoods Mall 
2150 Northwoods Blvd. 
North Charleston, SC 29406 
Ph . 843-553-0030 
Fax 843-553-0526 
E-mail : info@quicktest.com 
www.quicktest.com 
Judy Hart, Manager 
Income: H-5% M-80% L-15% 
Stations: 7 C K P 0 
(See advertisement on p. 101) 

Greenville/Spartanburg 

C & C Market Research , Inc. 
205 W. Blackstock Rd. , #290 
Spartanburg , SC 29301 
Ph. 501-785-5637 
Fax 501-785-5645 
E-mail : craig@ccmarketresearch.com 
www.ccmarketresearch.com 
Craig Cunningham, President 
Income: H-40% M-40% L-20% 
Stations: 7 C K P 0 
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CODES 

Income 
H - est. percentage of mall customers in 

high-income bracket ( +$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations -number of interviewing stations 

Facility features 
C -compu ter-aided stations 
K - kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Tennessee 

Knoxville 

HMR & Associates 
Foot Hills Mall 
Maryville, TN 37801 
Ph. 423-281-0038 or 423-984-1802 
Fax 423-281-2250 
Income: NA 
Stations: 3 C K P 0 

Memphis 

Friedman Marketing Services 
Consumer Opinion Center 
4435 Mall of Memphis 
Ste. 1, Space P-231 
Memphis, TN 38118 
Ph. 901-368-5549 or 914-698-9591 
Fax 901-368-1390 
www.friedmanmktg.com 
Rosemarie O'Sullivam 
Income: H-25% M-50% L-25% 
Stations: 6 C K P 0 
(See advertisement on p. 119) 

Friedman Marketing Services 
Consumer Opin ion Center 
Raleigh Springs Mall 
3423 Raleigh Springs Mall 
Memphis, TN 38128 
Ph. 901-382-9970 or 914-698-9591 
Fax 901-382-9929 
www.friedmanmktg.com 
Denise Raupp 
Income: H-40% 
Stations: 10 

M-40% 

(See advertisement on p. 11 9) 

Heakin Research , Inc. 
6080 Hickory Ridge Mall 
Memphis, TN 381 15 
Ph. 901-360-0400 
Fax 901-360-8213 
Sylvia Sargent, Manager 

L-20% 
CK O 

Income: H-35% M-44% L-21% 
Stations: 8 C K P 0 
(See advertisement on p. 101) 
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Heakin Research , Inc. 
Wolfchase Galleria 
2760 N. Germantown Pkwy., Ste. 102 
Memphis, TN 38133 
Ph. 901-381-4811 
Fax 901-381-4138 
Katy Hagen, Manager 
Income: H-61 % M-30% L-9% 
Stations: 8 C K P 0 
(See advertisement on p. 101) 

Nashville 

Car-Lene Research , Inc. 
Bellvue Center 
7620 Hwy. 70S., #257a 
Nashville, TN 37221 
Ph. 615-646-7044 
Fax 615-646-7062 
www.car-leneresearch.com 
Toni White , Manager 
Income: H-47% M-34% L-19% 
Stations: NA K P 0 

Car-Lene Research, Inc. 
Stones River Mall 
1720 Old Fort Parkway 
Murfreesboro, TN 37129 
Ph. 615-907-0037 
Fax 615-907-0039 
www.car-leneresearch.com 
Tiffany Hays, Manager 
Income: H-30% M-45% L-25% 
Stations: NA K P 0 

Cunningham Field & Research Service 
Cool Springs Galleria 
1800 Galleria Blvd ., Ste. 1320 
Franklin , TN 37064 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : NASH@cunninghamresearch.com 
www.cunninghamresearch .com 
Income: H-20% M-80% L-0% 
Stations: 3 C K P 0 
(See advertisement on p. 1 03) 

Quick Test 
Hickory Hollow Mall 
1123 Hickory Hollow Mall 
Nashville, TN 37013 
Ph. 615-731-0900 
Fax 615-731 -2022 
E-mail: info@quicktest.com 
www.quicktest.com 
Kay Alexander, Manager 
Income: H-25% M-60% L-15% 
Stations: 7 C K P 0 
(See advertisement on p. 101) 

Quick Test 
Rivergate Mall 
1000 Two Mile Pkwy., Ste. A10 
Goodlettsville, TN 37072 
Ph. 615-859-4484 
Fax 615-851-0717 
E-mail: info@quicktest.com 
www.quicktest.com 
Income: H-20% M-50% L-30% 
Stations: 7 C K P 0 
(See advertisement on p. 1 01) 

Austin 

Barbara Nolan Market Research 
Lakeline Mall 
11200 Lakeline Mall Dr., Space J-1 
Cedar Park, TX 78613 
Ph . 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-25% M-50% L-25% 
Stations: 6 C K P 0 

Qu ick Test 
Barton Creek Square 
2901 Capital of Texas Hwy., P-9 
Austin , TX 78746 
Ph. 512-327-8787 
Fax 512-327-7460 
E-mail : info@quicktest.com 
www.quicktest.com 
Carole Clester, Manager 
Income: H-20% M-40% 
Stations: 1 0 
(See advertisement on p. 101) 

Corpus Christi 

Quick Test 
Sunrise Mall 
5858 S. Padre Island Dr. , Ste. 37C 
Corpus Christi , TX 78412 
Ph . 361-993-6200 
Fax 361-991-7380 
E-mail : info@quicktest.com 
www.quicktest.com 
Lorna Turner, Manager 

L-40% 
CKPO 

Income: H-20% M-50% L-30% 
Stations: 6 C K P 0 
(See advertisement on p. 101) 

Dallas/Fort Worth 

C & C Market Research , Inc. 
Valley View Mall 
13331 Preston Rd. , #1 073 
Dallas, TX 75240 
Ph . 501-785-5637 
Fax 501-785-5645 
E-mail : craig@ccmarketresearch .com 
www.ccmarketresearch .com 
Craig Cunningham, President 
Income: H-40% M-40% L-20% 
Stations: 6 C K P 0 

Car-Lene Research, Inc. 
Collin Creek Mall 
811 N. Central Expwy. 
Plano, TX 75075 
Ph . 972-424-8587 
Fax 972-424-7 467 
www.car-leneresearch.com 
Mona Hinton, Manager 
Income: H-60% M-30% L-10% 
Stations: NA K P 0 
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Car-Lene Research, Inc. 
Grapevine Mills Mall 
3000 Grapevine Mills Pkwy., Ste. 208 
Grapevine, TX 76051 
Ph . 972-724-6816 
Fax 972-724-6819 
www.car-leneresearch.com 
Debbie Middleton, Manager 
Income: H-53% M-35% L-12% 
Stations: NA K P 0 

Car-Lene Research, Inc. 
North Hills Mall 
7624 Grapevine Hwy. N. , Ste. 728 
North Richland Hills, TX 76180 
Ph. 817-595-3737 
Fax 817-595-1988 
www.car-leneresearch.com 
Lauri lvey, Manager 
Income: H-57% M-31% L-12% 
Stations: NA K P 0 

Car-Lene Research, Inc. 
Richardson Square Mall 
501 S. Plano Rd. 
Richardson , TX 75081 
Ph. 972-783-1935 
Fax 972-680-3652 
www.car-leneresearch .com 
Income: H-50% M-35% L-15% 
Stations: 5 C K P 0 

Car-Lene Research, Inc. 
Six Flags Mall 
2911 E. Division , #409A 
Arlington , TX 76011 
Ph . 817-633-6020 
Fax 817-633-4460 
www.car-leneresea rch .com 
Patricia Palmer, Manager 
Income: H-25% M-55% 
Stations: NA 

Heakin Research, Inc. 
Hulen Mall 
4800 S. Hulen , #202 
Fort Worth , TX 76132 
Ph. 817-263-8890 
Fax 817-346-0778 
Scott Gady, Manager 
Income: H-30% M-45% 
Stations: 12 
(See advertisement on p. 101) 

Heakin Research, Inc. 
Vista Ridge Mall 

L-20% 
KPO 

L-25% 
c 

2401 S. Stemmons Fwy., Ste. 1420 
Lewisville, TX 75067 
Ph. 972-315-3555 
Fax 972-315-8926 
Helen Nicholas, Manager 
Income: H-46% M-41 % L-13% 
Stations: 10 C K P 0 
(See advertisement on p. 101) 

November 1999 

Probe Research 
A division of Quick Test, Inc. 
Golden Triangle Mall 
2201 1-35 E. at Loop 288 
Denton, TX 76205 
Ph . 940-382-5888 
Fax 940-566-6671 
E-mail : info@quicktest.com 
www.quicktest.com 
Rebecca Richter, Metro Manager 

Probe Research 
A division of Quick Test, Inc. 
Southwest Center Mall 
3662 Camp Wisdom Rd ., #2024 
Denton, TX 75237 
Ph. 972-709-3037 
Fax 972-709-0317 
E-mail : info@quicktest.com 
www.quicktest.com 
Rebecca Richter, Metro Manager 

Income: H-0% M-50% L-50% Income: H-25% M-50% L-25% 
Stations: 11 K P 0 Stations: 6 P 
(See advertisement on p. 101) 

Probe Research 
A division of Quick Test, Inc. 
Irving Mall 
3680 Irving Mall 
Irving, TX 75062 
Ph. 972-594-8573 
Fax 972-257-0487 
E-mail : info@quicktest.com 
www.quicktest.com 
Rebecca Richter, Metro Manager 
Income: NA 
Stations: NA 
(See advertisement on p. 101) 

www.quirks.com 

(See advertisement on p. 101) 

Probe Research 
A division of Quick Test, Inc. 
Town East Mall 
2090 Town East Mall 
Mesquite, TX 75150 
Ph. 972-681-9702 
Fax 972-681-9419 
E-mail: info@quicktest.com 
www.quicktest.com 
Rebecca Richter, Metro Manager 
Income: H-30% M-40% 
Stations: 11 
(See advertisement on p. 101) 

L-30% 
CKPO 

Access to job 
postings is 

just a mouse 
click away 

.,.,.,.,.,.,_quirks. co1n 
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CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket ( +$60,000) 
M- middle-income ($30,000-$60,000) 
L - low-income (under $30,000) 

Stations- number of interviewing stations 

Facility features 
C- computer-aided stations 
K- kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

Savitz Field and Focus 
The Parks at Arl ington Mall 
3811 S. Cooper, Ste. 2053 
Arlington, TX 76015 
Ph. 817-467-6437 
Fax 817-467-6552 
E-mail: info@savitzfieldandfocus.com 
www.savitz-research.com 
Barbara Brodie, Manager 
Income: H-35% M-45% L-20% 
Stations: 14 C K p 0 

Houston 

C & C Market Research, Inc. 
Central Mall 
3100 Hwy. 365, #185 
Port Arthur, TX 77642 
Ph. 501-785-5637 
Fax 501-785-5645 
E-mail : craig@ccmarketresearch.com 
www.ccmarketresearch.com 
Craig Cunningham, President 
Income: NA 
Stations: NA C K p 0 

Car-Lene Research, Inc. 
Katy Mi lls Mall 
5000 Katy Mills Circle, Ste. 667 
Katy, TX 77 494 
Ph. 281-644-6100 
Fax 281-644-6104 
www.car-leneresearch.com 
Income: H-49% M-28% L-23% 
Stations: NA 

Car-Lene Research, Inc. 
Northwest Mall 
307 Northwest Mall 
Houston, TX 77092 
Ph. 713-686-5557 
Fax 713-686-5584 
www.car-leneresearch.com 
Cheryl Sempe, Manager 
Income: H-35% M-30% L-35% 
Stations: NA K p 0 
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Creative Consumer Research 
Deerbrook Mall , #1122 
20131 Hwy. 59 
Humble, TX 77338 
Ph . 281-446-9730 
Fax 281-446-6649 
E-mail : ccrhous@insyn .net 
Patricia Pratt, Field Director 
Income: H-30% M-39% 
Stations: 10 
(See advertisement on p. 127) 

Creative Consumer Research 
First Colony Mall 
16535 S.W. Frwy., Ste. 560 
Sugarland, TX 77479 
Ph. 281-277-7778 
Fax 281-277-7779 
E-mail: ccrhous@insyn.net 
Patricia Pratt, Field Director 
Income: H-50% M-38% 
Stations: 8 C K P 0 
(See advertisement on p. 127) 

Creative Consumer Research 
Northline Mall 
Houston, TX 
Ph. 281-240-9646 
Fax 281-240-3497 
E-mail: ccrhous@insyn.net 
Patricia Pratt, Field Director 
Income: H-10% M-31% 
Stations: 6 C K P 
(See advertisement on p. 127) 

L-31 % 
CKPO 

L-12% 

L-59% 

Cunningham Field & Research Service 
The Wood lands Mall 
1201 Lake Woodlands Dr. , Ste. 1104 
The Woodlands, TX 77380 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : HOUS@cunninghamresearch.com 
www.cunninghamresearch.com 
Income: H-30% M-60% L-10% 
Stations: 4 C K P 0 
(See advertisement on p. 1 03) 

Gulf State Research Center 
San Jacinto Mall 
1670 San Jacinto Dr. 
Houston, TX 77521 
Ph. 800-357-8842 or 281-421-7798 
Fax 281-421-1976 
E-mail: Lvillar@gte.net 
Tim Villar, Vice President 
Income: H-36% M-47% L-17% 
Stations: 6 C K P 0 
(See advertisement on p. 111) 

Heakin Research , Inc. 
247 Greenspoint Shopping Mall 
Houston, TX 77060 
Ph. 281-872-4164 
Fax 281-872-7024 
Lori Pugh , Manager 
Income: H-27% M-50% L-23% 
Stations: 12 C K P 0 
(See advertisement on p. 101) 

Heakin Research, Inc. 
Galleria II 
5085 Westheimer, Ste. 3897 
Houston, TX 77056 
Ph . 713-871-8542 
Fax 713-871 -8549 
Laurie DeRoberts, Manager 
Income: H-37% M-51 % 
Stations: 12 
(See advertisement on p. 1 01) 

Heakin Research, Inc. 
West Oaks Mall , Ste. 547 
Houston, TX 77082 
Ph . 281-531-5959 
Fax 281 -531-6233 
Kent Smith , Manager 
Income: H-40% M-35% 
Stations: 12 
(See advertisement on p. 101) 

L-12% 
CKPO 

L-25% 
CKPO 

Market Research & Analysis Field Staff, Inc. 
The Research Center 
Galleria Mall Financial Ctr. , #699 
Houston, TX 77056 
Ph. 713-271-5624 
Fax 713-840-0699 
Income: H-50% 
Stations: NA 

M-30% L-20% 

Quick Test 
Sharpstown Center 
762 Sharpstown Center 
7500 Bellaire Blvd . 
Houston, TX 77036 
Ph . 713-988-8988 
Fax 713-988-1781 
E-mail : info@quicktest.com 
www.quicktest.com 
Melodie Henderson, Manager 

CKPO 

Income: H-15% M-65% L -20% 
Stations: 8 C K P 0 
(See advertisement on p. 101) 

Qu ick Test 
Almeda Mall 
703 Almeda Mall 
Houston, TX 77075 
Ph. 713-944-1431 
Fax 713-944-3527 
E-mail : info@quicktest.com 
www.quicktest.com 
Lois Vinsun , Manager 
Income: H-20% M-40% L-20% 
Stations: 5 C K P 
(See advertisement on p. 101) 

San Antonio 

Car-Lene Research , Inc. 
North Star Mall 
7 400 San Pedro, #2060 
San Antonio , TX 78216 
Ph . 210-340-3595 
Fax 210-340-3559 
www.car-leneresearch.com 
Linda Cameron, Manager 
Income: H-39% M-40% L-19% 
Stations: NA K p 0 
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CODES 

Income 
H - est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations- number of interviewing stations 

Facility features 
C - computer-aided stations 
K- kitchen facilities 
P- private display room 
0 - one-way mirror for viewing of stations 

NA- information not available 

Creative Consumer Research 
Central Park Mall 
Blano Rd. at 410 
San Antonio, TX 78216 
Ph. 210-348-9105 
Fax 210-348-9105 
E-mail : ccrsan@aol.com 
Jeff Flinn , Manager 
Income: H-15% M-65% L-20% 
Stations: 7 C P 
(See advertisement on p. 127) 

Creative Consumer Research 
Westlakes Mall 
Marbach Rd . at 41 0 
San Antonio , TX 78227 
Ph. 210-673-0802 
Fax 21 0-673-0802 
E-mail : ccrsan@aol.com 
Amalia Pena, Manager 
Income: H-10% M-47% L-43% 
Stations: 6 C K 
(See advertisement on p. 127) 

Cunningham Field & Research Service 
Rivercenter Mall 
849 E. Commerce St. , #403 
San Antonio, TX 
Ph. 904-677-5644 
Fax 904-677-5534 
www.cunninghamresearch .com 
Income: H-20% M-65% L-15% 
Stations: 4 C K 
(See advertisement on p. 1 03) 

Friedman Marketing Services 
Consumer Opinion Center 
Rolling Oaks Mall 
6909 Loop 1604 E., Ste. 1112 
San Antonio , TX 78247 
Ph. 210-651-6971 or 914-698-9591 
Fax 210-651-5777 
www.friedmanmktg .com 
Yvonne Benvidas 
Income: H-25% M-50% L-25% 
Stations: 7 C K 
(See advertisement on p. 119) 
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Galloway Research Services 
Crossroads Mall 
4522 Fredricksburg Rd ., #A3 
San Antonio, TX 78201 
Ph. 210-737-1019 
Fax 210-737-1476 
E-mail: grs@gallowayresearch.com 
www.gallowayresearch.com 
Janet Ayers, Manager 
Income: H-5% M-80% 
Stations: 9 C K P 0 

Galloway Research Services 
Ingram Park 
6301 N.W. Loop 410 
San Antonio, TX 78238 
Ph. 210-681-0642 
Fax 210-681-8414 

L-15% 

E-mail: grs@gallowayresearch.com 
www.gallowayresearch .com 
Mary Ann Olsen, Manager 
Income: H-10% M-80% L-10% 
Stations: 8 C K P 

Quick Test 
Windsor Park Mall 
14B Windsor Park Mall 
San Antonio, TX 78218 
Ph. 210-657-9424 
Fax 210-657-9432 
E-mail : info@quicktest.com 
www.quicktest.com 
George De La Rosa, Manager 
Income: H-5% M-50% L-45% 
Stations: 6 C K P 0 
(See advertisement on p. 101) 

Salt Lake City 

Consumer Opinion Services, Inc. 
1120 Newgate Mall 
Ogden, UT 84405 
Ph. 801-778-0380 or 206-241-6050 for bids 
Fax 801-778-0383 
E-mail: cosogden@sisma.net 
www.cosvc.com 
Willard Hill , Manager 
Income: H-1 0% M-65% L-25% 
Stations: 9 C K P 
(See advertisement on p. 129) 

Cunningham Field & Research Service 
South Towne Center 
10450 S. State St. , Ste. 1331 
Sandy, UT 84070 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : SALT@cunninghamresearch .com 
www.cunninghamresearch.com 
Income: H-10% M-80% L-10% 
Stations: 4 C K P 0 
(See advertisement on p. 1 03) 

Utah Market Research Services 
Div. of Ruth Nelson Research 
Crossroads Plaza Mall 
50S. Main St. 
Salt Lake City, UT 84144-0103 
Ph . 801 -363-8726 
Fax 801 -321 -4904 
E-mail : umrs@worldnet.att.net 
www.ruthnelsonresearchsvcs.com 
Berdene Atkin , Manager 
Income: H-40% M-40% L-20% 
Stations: 3 C P 

Virginia __ 

Newport News/Norfolk/ 
Virginia Beach 

Quick Test 
Coliseum Mall 
1800 W. Mercu ry Blvd . 
Hampton, VA 23666 
Ph. 757-826-0299 
Fax 757-826-1330 
E-mail : info@quicktest.com 
www.quicktest.com 
Anne Brown, Manager 
Income: H-5% M-50% L-45% 
Stations: 6 C K P 0 
(See advertisement on p. 101 ) 

Washington _ 

Everett 

Consumer Opinion Services, Inc. 
Everett Mall 
1402 S.E. Everett Mall Way 
Everett, WA 98208 
Ph . 425-347-2424 or 206-241 -6050 for bids 
Fax 425-290-8433 
E-mail : cosev@nwlink.com 
www.cosvc.com 
Maureen Barbee, Manager 
Income: H-1 0% M-65% L -25% 
Stations: 10 C K P 
(See advertisement on p. 129) 

Kelso 

Consumer Opinion Services, Inc. 
Three Rivers Mall 
351 Three Rive rs Dr. 
Kelso , WA 98626 
Ph . 360-425-8815 or 206-241-6050 for bids 
Fax 360-425-3143 
E-mail : cos-info@cosvc.com 
www.cosvc.com 
Yvone Pecha, Manager 
Income: H-1 0% M-60% 
Stations: 12 
(See advertisement on p. 129) 

L-30% 
CKPO 
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Seattle/Tacoma 

Car-Lene Research , Inc. 
Alderwood Mall 
3000 184th St. S.W., #861 
Lynnwood , WA 98037 
Ph . 425-744-8047 
Fax 425-7 44-7809 
www.car-leneresearch .com 
Income: H-44% M-27% L-29% 
Stations: NA K P 0 

Consumer Opinion Services, Inc. 
Lakewood Mall 
10509 Gravelly Lake Dr. S.W. 
Tacoma, WA 98499 
Ph. 253-588-0276 or 206-241-6050 for bids 
Fax 253-588-1 029 
E-mail : cosstac@nwlink.com 
www.cosvc.com 
Judy Riha, Manager 
Income: H-10% M-50% L-40% 
Stations: 9 C K P 
(See advertisement on p. 129) 

Cunningham Field & Research Service 
Super Mall of the Great N.W. 
1101 Super Mall Way., Ste. 1239 
Auburn, WA 98001 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : SEAT@cunninghamresearch.com 
www.cunninghamresearch.com 
Income: H-0% M-80% L-20% 
Stations: 5 C K P 0 
(See advertisement on p. 1 03) 

e-works 
Anchor Network, Inc. 
Northgate Mall , The Broadway Market 
The Meridian 
Ph. 215-561-1312 
Fax 215-561-2695 
www.ANI-research .com 
Income: H-25% M-50% L-25% 
Stations: NA C 

Friedman Marketing Services 
Consumer Opinion Center 
South Hill Mall 
3500 Meridian South 
Puyallup, WA 98373 
Ph. 253-840-0112 or 914-698-9591 
Fax 253-840-0131 
www.friedmanmktg .com 
Ted Hubbard 
Income: H-30% M-50% L-20% 
Stations: 6 C K P 0 
(See advertisement on p. 119) 

Barbara Nolan Market Research 
555 Nothgale Mall , Ste. 220 
Seattle, WA 98125 
Ph . 800-240-6119 
Fax 407-629-7633 
E-mail : BNMR172@aol.com 
Income: H-25% 
Stations: 6 
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Quick Test 
Tacoma Mall Shopping Center, Rm. 699 
4502 S. Steele St. 
Tacoma, WA 98409 
Ph. 253-47 4-9980 
Fax 253-473-1931 
E-mail : info@quicktest.com 
www.quicktest.com 
Marion Stevens, Manager 
Income: H-10% M-40% L-50% 
Stations: 7 C K P 0 
(See advertisement on p. 1 01) 

Spokane 

Consumer Opinion Services , Inc. 
Northtown Mall 
4750 N. Division St. , Ste. E-219 
Spokane, WA 99207 
Ph. 509-487-6173 or 206-241-6050 for bids 
Fax 509-487-7205 
E-mail : cosspokane@spocom.com 
www.cosvc.com 
Linda Levely, Manager 
Income: H-9% M-61% L-30% 
Stations: 8 C K P 0 
(See advertisement on p. 129) 

Cunningham Field & Research Service 
Spokane Valley Mall 
14700 E. Indiana, #1188 
Spokane, WA 99216 
Ph. 904-677-5644 
Fax 904-677-5534 
www.cunninghamresearch.com 
Income: NA 
Stations: NA 
(See advertisement on p. 1 03) 

Vancouver 

Consumer Opinion Services, Inc. 
Vancouver Mall 
8700 N.E. Vancouver Mall Dr. 
Vancouver, WA 98662 
Ph. 360-254-5650 or 206-241-6050 for bids 
Fax 360-254-6588 
E-mail: cosvan@pacifier.com 
www.cosvc.com 
Alice Hilby, Manager 
Income: H-15% M-45% L-40% 
Stations: 7 C K P 
(See advertisement on p. 129) 

If your 

is fuzzy 
You probably need a focus group. Luckily we operate focus 
group offices in Seattle, Portland and Spokane. So at least 
one thing is clear, you need to call us. 

Consumer Opinion Services 
•••••••lllliiiii••We answer to you 
12825 1st Avenue South Seattle WA 98168 

206-241-6050 FAX 206-241-5213 
Ask for Jerry or Greg Carter http ://www.COSvc.com 

+ Focus Groups +Mall Intercepts +Central Telephone+ Pre-Recruits + Field Services 
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CODES 

Income 
H- est. percentage of mall customers in 

high-income bracket (+$60,000) 
M- middle-income ($30,000-$60,000) 
L -low-income (under $30,000) 

Stations - number of interviewing stations 

Facility feahtres 
C - computer-aided stations 
K- kitchen facilities 
P- private display room 
0- one-way mirror for viewing of stations 

NA- information not available 

West Virginia -- ... _ . . 

Charleston 

McMillion Research Service 
Charleston Town Center Mall 
Unit 3007 
Charleston, WV 25389 
Ph. 304-343-1578 
Fax 304-343-1570 
E-mail: MCMILLRES@aol.com 
http://members.aol.com:/mcmillres/home/index. 
htm. 
Barbara Kiddy, Manager 
Income: H-40% M-50% L -10% 
Stations: 7 C K P 0 
(See advertisement on p. 131) 

Huntington 

McMillion Research Service 
Huntington Mall , Unit 290 
Rte. 60 at 1-64 
Barboursville, WV 25501 
Ph. 304-733-1643 
Fax 304-733-04 72 
E-mail : MCMILLRES@aol.com 
http://members.aol.com:/mcmillres/homeflndex.htm. 
Mary Burton , Manager 
Income: H-33% M-48% L-19% 
Stations: 7 C K P 0 
(See advertisement on p. 131) 

Wheeling 

T.I.M.E. Market Research 
280 Ohio Valley Mall 
St. Clairsville, OH 43950 
Ph. 740-695-6288 
Fax 7 40-695-5163 
Tim Aspenwall , Manager 
Income: H-10% M-75% L-15% 
Stations: 12 C K P 0 
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Wisconsin 
...........-.-.~ 

Eau Claire 

Friedman Marketing Services 
Consumer Opinion Center 
Oakwood Mall 
4800 Golf Rd ., Ste. 604 
Eau Claire, WI 54701 
Ph. 715-836-6580 or 914-698-9591 
Fax 715-836-6584 
www.friedmanmktg .com 
Julie Bartholomew 
Income: H-25% M-55% L-20% 
Stations: 8 C K P 0 
(See advertisement on p. 119) 

Green Bay/ Appleton 

Friedman Marketing Services 
Consumer Opinion Center 
Fox River Mall 
4301 W. Wisconsin 
Appleton , WI 54915 
Ph . 920-730-2240 or 914-698-9591 
Fax 920-730-2247 
www.friedmanmktg.com 
Dawn Marhefke 
Income: H-30% M-55% L-15% 
Stations: 11 C K P 0 
(See advertisement on p. 119) 

Wisconsin Research, Inc. 
693 Bay Park Square 
Green Bay, WI 54304 
Ph. 920-405-1012 
Fax 920-405-1013 
Sherry Glaser, Mall Supervisor 
Income: H-35% M-50% L-15% 
Stations: 10 C K P 0 

Milwaukee 

Car-Lene Research, Inc. 
Northridge Mall 
7700 W. Brown Deer Rd . 
Milwaukee, WI 53223 
Ph. 414-357-6611 
Fax 414-357-7757 
www.car-leneresearch .com 
Christine Malone, Manager 
Income: H-31 % M-31 % L-38% 
Stations: NA K P 0 

Consumer Pulse of Milwaukee 
The Grand Avenue Mall , #2004A 
275 W. Wisconsin Ave. 
Milwaukee, WI 53203 
Ph. 414-27 4-6060 or 800-336-0159 
Fax 414-27 4-6068 
E-mail : milwaukee@consumerpulse.com 
www.consumerpulse.com 
Tina Mosby, Manager 
Income: H-25% M-55% L-20% 
Stations: 8 C K P 0 

Mazur/Zachow, Inc. 
Bay Shore Mall 
5900 N. Port Washington Rd ., Ste . 102 
Milwaukee, WI 53217 
Ph . 414-962-9926 
Fax 414-962-9952 
E-mail : mazurzac@aol.com 
Audrey Mazur 
Income: H-35% M-50% L-15% 
Stations: 5 C K 

Quick Test 
Southridge Mall 
5300 S. 76 St. , Ste. 1325 
Greendale, WI 53129 
Ph . 414-421-2865 
Fax 414-421-2990 
E-mail : info@quicktest.com 
www.quicktest.com 
Linda Kelly, Manager 
Income: H-20% M-60% L-20% 
Stations: 9 C K 0 
(See advertisement on p. 101) 

CANADA 

British Columbia 

Vancouver 
Research House, Inc. 
Metrotown Centre 
468- 4800 Kingsway 
Burnaby, BC V5H 4J2 
Canada 
Ph . 604-433-2640 
Fax 604-266-1640 
E-mail : vanc@research-house.ca 
www.research-house.ca 
Tammy Brau n, Project Director 
Income: H-35% M-50% L-15% 
Stations: 5 C K P 0 

Research House, Inc. 
Willowbrook Shopping Centre 
19705 Fraser Hwy., Unit 117 
Langley, BC V3A 7E9 
Canada 
Ph . 604-433-2640 
Fax 604-433-1640 
E-mail : vanc@research-house.ca 
www.research-house.ca 
Tammy Braun , Project Director 
Income: H-25% M-55% L-20% 
Stations: 4 C K P 

Ontario. 

Toronto 

Canadian Viewpoint, Inc. 
Hillcrest Mall 
9350 Yonge St. , Ste. 206 
Richmond Hills, ON L4C 5G2 
Canada 
Ph . 905-770-1770 or 888-770-1770 
Fax 905-770-1692 
E-mail : kim@canview.com 
www.canview.com 
Alan Boucquey, V.P. Operations 
Income: H-25% M-50% L-25% 
Stations: 3 C K P 0 
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McMillion Research 

YOUR MALL 
INTERCEPT 
EXPERTS! 
When it comes to mall intercept data collection in West 
Virginia, McMillion Research is the trusted source. 
Since 1980, McMillion has handled 
thousands of mall intercept 
research studies for many of 
the top companies in America. 

If you 're looking for mall 
intercept research that is 
accurate, affordable, and 
turned on a dime, McMillion is 
your team! Get with us and 
get to the facts. We'll give 
your company the consumer 
insight and feedback it needs 
to make informed decisions. 

McMillion 
Research 
GET TO THE FACTS! 

"Trust your mall interviews 
and intercept work to the 
McMillion team. Our time· 
tested staff know the ins 

· and outs of this highly· 
specialized business and 
we'll deliver results with 
accuracy and quality! 
You have our word on it!" 

Gary & Sandy McMillion 

A NETWORK Member 

'W 
1012 Kanawha Boulevard East I Charleston, West Virginia 25301 
(304) 343-9650 I (304) 343-6522 Fax I (800) 969-9235 
E-mail: mcmillres@aol.com 







·n for a job? 

The Quirk's Job Mart 
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THE 
OUEOTION 
01-10 P, inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 92667 
(714) 974-8020 
FAX: (714) 974-6968 

Process your own mar researc 
surveys with Remark Office OMR®, 
scanning software that's fast, easy, 

affordable , accurate 

Download a FREE demo at 

www . PrincipiaProducts . com 
or call 1-800-858- 0860 

for more information 

PR~Nc·p~ A " 16 Industrial Blvd., Ph : 610 -647-785 
1 ~ 1-"" Ste. 102 Fax: 610-647-8771 

. PA 19301 

.------------------------, r"---------------- - , 
Professional's choice for survey & I Meet Survey Pro·s 

marketing research software . User-
friendly, comprehensive & dependable. 1 

Best crosstab & banner tables . lntelll. Cruncher'M 
Easiest to learn . Guaranteed. I 

www.statpac.com StatPac Inc. (612) 925-0159 I Survey Pro 'M is optimized for crunching 
4425 Thomas Ave. s., Mpls . MN 55410 1 verbatims, rearranging scale structures, and 

dditions 
Please add the following listing to the 1999 Customer 
Satisfaction Directory: 

Opinion Access Corp. 
31-00 47th Ave . 
Long Island City, NY 111 01 
Ph . 718-729-2622 or 888-489-DATA 
Fax 718-729-2444 
E-mail: info@opinionaccess.com 
www.opinionaccess.com 
Joe Rafael , Chairman 

Opinion Access Corp. provides market researchers with a 
one-stop shop for all telephone data collection and data pro­
cessing needs. We provide the fastest and most adaptable tele­
phone interviewing utilizing the flexibility of a CATI system 
integrated with the most advanced predictive dialer. While 
our leading-edge technology sets the standard for productiv­
ity and cost-effective calling , our extensively trained and skilled 
interviewing staff ensures the highest level of quality for every 
project. 
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1 serious slicing and dicing of respondent 
segments. As an added bonus, you get a great 

I form designer, flexible data collection, and free tech support! 
I Call (800) 237-4565 or visit www.apian.com. 

I z2Apian Software Practical tools for modern management 469 I 
L-----------------~ 

Sales Offices 
Headquarters : Evan Tweed , Quirk ' s 

Marketing Research Review, 8030 Cedar Avenue 
South, Suite 229, Minneapolis, MN 55425. 
Phone 612-854-5101. Fax 612-854-8191. E­
Mail: evanqmrr@mn.uswest.net. 

West Coast : Lane Wei ss, Lane Wei ss & 
Associates, 10 Black Log Road, Kentfield, CA, 
94904. Phone 415-461-1404. Fax 415-461-9555. 

Coming in December: 

2000 Directory of Focus 

Group Facilities 
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Trade Talk 
continued from p. 138 

since they have kids, they know how to sell to them. 
"Children are difficult to understand, no matter who 

you are and what experience you have," he writes. "But it 
is the ultimate in marketing folly to select children as a 
market target and not have the best understanding possi­
ble. After all , marketing is charged with the satisfaction of 
con umers, a more challenging task when it comes to chil­
dren, who are unable to make the adjustments to market­
ing efforts adults routinely make. It's harder for children 

to discount puffery 
in advertising, 
reseal products 
sold in difficult 
packages, or return 
unsatisfactory 
products for refund 
or exchange. 
Marketers who 
intend to be in the 
marketing-to-kids 
business need to 
try harder, and they 
need to hire ex peri­
enced help." 

McNeal clearly 

James U. McNeal, Ph.D. has an affinity for 
L.....----------------1 and understanding 

of kids. A professor of marketing at Texas A&M University, 
where he teaches courses in marketing and consumer behav­
ior, his basic approach is "Don ' t sell kids short" and "Don't 
believe everything you hear about kids as consumers." He 
backs his beliefs with pertinent statistics and findings from 
his own research as well as that of others. 

Some sample myths: 
• If a kid has money, he ' II spend it before it burns a hole 

in his pocket. 
• Children change brands often and show little brand loy­

alty. 
• Satisfy the kids and you satisfy the parents. 
I found particularly interesting the chapter which details 

the stages of consumer behavior development. If you want 
to earn a customer for life, why not start right after they're 
born? Of course, the chapter on researching kids also 
caught my eye. Here McNeal comments on some research 
mi stakes and later offers techniques that work best with 
kids. 

McNeal cites three "not enoughs" as the cause of kids 
market research problems: not enough kids market 
research is done (either because marketers believe kids 
aren ' t an important market, they're easy to understand 
without research , and/or kids only want to buy candy and 
toys); not enough research is done by qualified researchers 
(for example, having focu s groups moderated by someone 
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who feels comfortable with kids, but who has no moder­
ating experience); and not enough of the right kind of 
research is done (focus groups shouldn't be the only kind 
of kids market research you do). 

Revisiting the world of teens 
Our final selection is a new edition of Wise Up to Teens, 

which I first reviewed in 1996. Author Peter Zollo, pres­
ident of Teenage Research Unlimited (TRU), Northbrook, 
Ill., has updated his solid, comprehensive look at the lives 
oftoday 's teens using information from TRU's semi-annu-

al syndicated --------------~ 
T e e n a g e 
Marketing & 
Lifestyle Study. 
Zollo relies on the 
research data and 
his 15 years of 
experience 

researching teens 
to give readers a 
thorough under­
standing of what 
teens think, what 
they do, what they 
buy, and how mar­
keters hould -
and shouldn't­
try to reach them. 
If you missed it 

Wise Up 
to Teens 

the first time L--------------....1 
around, pick up a copy and learn more about the aliens who 
walk among us. r~ 

World Travel Guide ($19 .95, 430 pages) by Barry 
Mowell, is published by Hellgate Press/PSI Research, 
Grants Pass, Ore. For more information call 800-228-
2275 or visit www.psi-research.com. 

The Kids Market: Myths and Realities ($54.95, 272 
pages) by James McNeal, is published by Paramount 
Market Publishing, Inc., Ithaca, N. Y For more informa­
tion call607-275-81 00 or visit www.paramountbooks.com. 

Wise Up to Teens - Insights into Marketing and 
Advertising to Teenagers ($42 .00, 346 pages) by Peter 
Zollo, is published by New Strategist Publications, Ithaca, 
N.Y For more information call 607-273-0913 or visit 
www.newstrategist.com. 

War Stories needs your help! 
If you have a good research-related anecdote 
or know someone who does, contact War 
Stories com pi I e r Art S h u I man at 81 8-7 8 2-
4252 or at artshulman@aol.com. 

137 



Book reviews: travel guides to 
foreign lands 

I
t's book review time again. Our focus 
this month: visits to alien territories. 
The first book is a travel guide with 

all sorts of information on far-flung 
lands. The other two involve trips to a 
terrain that some researchers would con­
sider equally foreign: the kids market. 

As this is our international research 
issue, I requested a review copy of the 
World Travel Guide from Hell gate Press. 
The book contains two-page reports on 
every country in the world (at least as far 
as I can tell), from Afghanistan to 
Zimbabwe. Each entry includes a small 
map, some vital statistics (population, 
land area, per capita GDP, etc.), a short 
write-up describing the country's histo­
ry, a list of useful Web sites, and impor­
tant facts for travelers. 

the world (in other words, you prob­
ably won't be fielding a study on the 
archipelago of Vanuatu any time 
soon), but as the economy- and by 
necessity, marketing resea rch -
globalizes, knowledge of the coun­
tries of the world is a valuable 
resource. This quick-reference book 
is a good place to start the learning 
process . 

Demystify 
The Kids Mark et: Myths and 

Realities aims to demystify the job of 
marketing to kid s . Author James 
McNeal explores the truth behind 26 
myths about marketing to kids in the 
4-12 age range, in hopes of helping 

Any marketing research-related travel you do is likely 
going to land you in one of the more developed regions of 

readers avoid the mistakes made by marketers who are also 
parents- whom he refers to as "marents"- who feel that 

continued on p. 137 
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The largest marketing research company in the world plus 
The most experienced marketing research training organization in the world equals ••• 

(</~ 

)>1\C~ielsen Burke Institute 
Formerly The Burke Institute 

We cordially invite you to experience our unequalled commitment to excellence. 

http:/ /www.Burkelnstitute.com 

Schedule of Marketing Research Seminars July-December 1999 
101. Practical Mari<eting Research $1,700 

Miami ............................... July 7-9 Seattle ........ .................. Oct. 25-27 
Cincinnati .. .......... ............ Aug. 2-4 San Diego ...... .............. Nov. 15-17 
Minneapolis .......... ...... Aug. 16-18 Taipei,Taiwan ....... .Nov. 29-Dec. I 
New York .............. Aug. 30-Sept. I NewYork .................... Dec. 13-15 
Chicago .. ....... ..... ... ....... Sept. 27-29 

103. Mari<eting Research for Decision Makers $1,300 
HoChiMin City, Vietnam .. July 22-23 Cincinnati .. .......................... Oct. 4-5 

104- Questionnaire Construction Workshop 
NewYork ......................... July 12-14 
Cincinnati .......................... Aug. 9- 11 
Boston .......... .. ................ Sept. I 3-15 

105. Questionnaire Design 
NewYork .......... .............. .. July 15-16 
Cincinnati .................... ... .Aug. 12-13 

1o6. Online Research 
• Dates and locations to be announced 

201. Focus Groups: An Introduction 
New York ............................ Sept. 8-9 

202. Focus Group Moderator Training 
Cincinnati ......................... July 20-23 
Cincinnati ........................ Aug. 24-27 
Cincinnati ........................ Sept. 21-24 

203. Focus Group Applications 
Cincinnati ......................... July 26-28 

204- Qualitative Research Reports 
Cincinnati ......................... July 29-30 

205. Qualitative Research with Children 
New York .............................. Sept. I 0 

301. Communicating Mari<eting Research 
San Francisco ....................... July 6-8 
Cincinnati ........................ Aug. 23-25 
Chicago ................................ Oct. 6-8 

401. Managing Mari<eting Research 
Cincinnati ...................... .. Aug. 26-27 

501. Applications of Mari<eting Research 
Cincinnati ............................ Aug. 5-6 
Chicago ...................... Sept. 30-0ct. I 

502. Product Research 
Auckland, New Zealand .. Aug. 30-31 
New York ............................ Sept. 2-3 

503. New Product Forecasting Models G Dates and locations to be announced 

$1,700 
Miami .............................. Oct. 18-20 
San Francisco .................... Dec. 6-8 

$1,300 
Miami .............................. Oct. 21-22 
San Francisco .................. Dec. 9-10 

St.3oo 
Taipei, Taiwan .................... Dec. 2-3 

$2,300 
Sydney, Australia .......... Sept. 21 -24 
Cincinnati .......... .. ............ .. Nov. 2-5 
Cincinnati ...................... Dec. 14-17 

$1,700 
Cincinnati ........ .. ...... ........ Nov. 8-10 

$1,300 
Cincinnati ........ .. ............ Nov. 11-12 

$1,700 
Stockholm, Sweden ...... Oct. 18-20 
New York .................. Nov. 29-Dec.l 

St.3oo 
New York ...... ............ .. ........ Dec. 2-3 

St.3oo 
San Diego ...................... Nov. 18- 19 

$1,300 
Cincinnati ............ .. ........ Nov. 22-23 

504- Advertising Research $1,300 
Sydney, Australia .............. JuJy 19-20 Singapore ...................... Aug. 23-24 
San Diego ........................ Aug. 12-13 Cincinnati ...................... Nov. 11-12 

505. Mari<et Segmentation Research $1,300 
San Diego ....................... .Aug. l 0-l l Cincinnati .... .................... Nov. 9-10 

5o6. Customer Satisfaction Research $1,300 
Singapore ........................ Aug. 25-27 Cincinnati ...................... Sept. 14-15 
Auckland, ewZealand ........ Sept. 1-3 Atlanta ................ .............. .. Dec. 6-7 

507. Analysis and Interpretation of Customer Satisfaction Data $1.300 
Cincinnati ...................... .. Sept. 16-17 Atlanta ................................ Dec. 8-9 

5o8. Positioning Research S Dates and locations to be announced 

509· Pricing Research G Dates and locations to be announced 

6o1. Translating Data Into Actionable Information $1,300 
Cincinnati ......................... July 26-27 NewYork ........................ Dec. 16-17 
Chicago ................................ Oct. 4-5 

6o2. Tools and Techniques of Data Analysis $2,100 
New York ......................... July 20-23 Chicago ....................... ... Oct. 12-15 
Shanghai, China .............. July 26-29 DaJJas ............................. .Nov. I 5- 18 
Cincinnati ................ .. .... .. Aug. 17-20 

6o3. Practical Multivariate Analysis $2,100 
Cincinnati ................ .Aug. 31-Sept.3 Atlanta .................... Nov. 30-Dec. 3 
Chicago ............................ Oct. I 9-22 

6o4- Data Analysis: A Hands-On PC Based Workshop $1,700 
Cincinnati .......................... July 28-30 Cincinnati ...... .................. Oct. 25-27 

6os. Practical Conjoint Analysis and Discrete Choice Modeling $1,300 
• San Francisco ................. July 22-23 Cincinnati.. ................ Sept. 30-0ct.l 

701. International Mari<eting Research $1,300 
Miami .................... .............. Nov. 4-5 

702. Business to Business Mari<eting Research 
New York .... ...... ...... ...... .. Sept. 27-29 

Certificate of Proficiency in Mari<eting Research 
Methodology & Applications 

Cincinnati ......................... .Aug. 2-27 

St.7oo 

Certificate of Proficiency in Qualitative Research $4.500 
Cincinnati ......................... July 20-30 Cincinnati ........................ Nov. 2-12 

Certificate of Proficiency In Quantitative Analysis 
Chicago .............................. Oct. 4-22 

Certificate seminars may be taken back-to-back during scheduled dates or in 
various cities over an extended period of time. 

$6,000 

All the above ACNielsen Burke Institute seminars are available for in-house presentation. 

TO REGISTER PLEASE CONTACT US AT: 
Voice: 800-543-8635 or 606-655-6135 • Fax: 606-655-6064 • E-mail: Burkelnstitute@BASES.com 

FOR ADDITOINAL INFORMATION OR DETAILS ABOUT OUR SEMINARS: 
Please contact Mr. Jim Berling, Client Service Manager, or Dr. Sid Venkatesh, President, or visit our web site at http://www.Burkelnstitute.com 
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