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Continuous tracking is the wave of 
the future. It not only offers excep­
tional advantages, but can also be 
surprisingly cost-effective! 

Fast - Tracking data is on an 
equally frequent basis with other 
highly-monitored marketing data 
such as sales, distribution and media. 

Timely - You don't risk missing 
the impact of short-term or other 
special marketing efforts conducted 
by you or your competition. 

Flexible - Questions are added 
and deleted as needed. Additional 
questions or interviews can be done 
in selected markets at any time . . . 
for any length of time. New product 
introductions, regional or market -by­
market programs can all be evaluated 
within the context of one program. 

Cost-Effective - The need for 
additional custom studies is greatly 
reduced , while the cost of continu-

ous tracking research can be shared 
by several products. 

From package goods to fast 
foods . . . cosmetics to pharma­
ceuticals to computers, we're deeply 
involved. Involved through WATS 
research, mall intercepts, taste and 
concept tests, in-home use tests, 
name tests, focus groups ... virtually 
every technique that keeps you in 
touch with the marketplace. 

May we help you? 

CI] Research , one of the fastest 
growing market research firms in 
the nation , is a pioneer 'in this new 
technique . .. an indication of our 
continuing dedication to consumer 
research . 

We welcome the opportunity to 
become involved in your research 
projects. 

[~.:;:]J C/J RESEARCH, INC. 
3150 Salt Creek Lane · Arlington Heights, IL 60005 

312/253-1100 



FROM THE PUBLISHER---

A a researcher , I was alway 
amazed at the cooperation of 
the people from whom we re­

que ted information . Often interviews 
would be an inconvenience for them . 
It might have been intercepting shop­
pers at a mall in order to show them 
some proposed new product. Or, it 
would interrupt televis ion viewer with 
a phone call to ask if they could recall 
certain commercial s . Sometimes it was 
requesting participants to drive many 
miles on a stormy night for a focus 
group sess ion to discus the fire ant 
problems. 

Despite the inconvenience , I've 
found that people want to help research 
effort. Without this kind of support, 
marketing research would be much less 
effective. 

Thi type of assistance is also impor­
tant in e tabli shing a publication. It has 
taken the efforts of many people to 
make thi s first issue po sible. It is only 
fitting that I take space in this first issue 
to acknowledge them . 

First, to those who have been 0 im­
portant in putting together everything 
required to get thi s is ue into the mail , 
I want to thank Emmet Hoffman , 
Robert " Smokey" Truhlar , Keith 
" Doc " Hunt, Jim Quirk and Beth 
Hoffman. They are the ones who took 
a concept and made it into a reality . 

Next are the charter advertisers. As 
you are aware, thi s publication is circu­
lated free to buyers of research products 
and serv ices. The cost of the publica­
tion will be covered by advertising rev-
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By Tom Quirk 
publisher 

enues. It is our responsibility to provide 
an editorial environment through in­
teresting, useful and readable informa­
tion. We believe the material in the first 
issue meets that criteria. The advertis­
ers' confidence in our capabi lity to do 
so is appreciated. 

Finally , I would like to thank those 
who returned the subscription forms 
over the last two months (e pecially 
those who gave us names of others in 
their organization who should also be 
receiving the publication) . That you 
would take the time to do so without 
ever having seen the magazine i very 
reassuring. It reinforces our belief that 
there is a need for this type of publica­
tion. 

Now that the publication is officially 
launched I want to know that our goal 
is to serve you with practical and timely 
information concerning the marketing 
research industry. Don ' t · hesitate to 
write or call us with your comments -
pro and con. We welcome your sugges­
tions. And we welcome your company 
news announcements concerning per­
sonnel , expansions, products and ser­
vices. 
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Coming in 1987 
If you've not already filled out a 

subscription form for your free personally­
addressed copy of Quirk's Marketing 
Research Review, do it now! Use the card 
on page 9 to make sure you don't miss any 
of the eight great issues coming up in 1987. 
Among the special issues will be: 

Issue Editorial Emphasis 'Directories/Listings 
December/ January Focus Groups Focus Group Facilities 

February Business-To-Business 
Research 

March Data Processing Data Processing Services 
and Software Programs 
Designed for Research 

April Advertising Research 

May Telephone Interviewing Major Telephone 
Interviewing 
Organizations 

June/July Healthcare Research 

August/September Syndicated Research Permanent Shopping 
Mall Facilities 

October /November Packaging Research 
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General Mills research 
decides cookbook 

By Tom Quirk 
publisher 

Since their introduct ion in 1950 
the five versions of " Betty 
Crocker 's Cookbook" have 

been best sellers with over 22 million 
copies sold . Many , if not most, are 
probabl y still being used by cooks 
around the world. With as many as 
1,840 recipes in a publication it is un­
likely that anyone cook has been able 
to try all of them . 

So , how does one get cookbook users 
to purcha e the 1986 edition which in­
cludes 400 new recipe out 'of 1,400? 
That was the problem facin g Tom Kir­
wan, assistant manager of marketing 
research at General Mills, Inc. As the 
flagship of its publi shing line it was 
important that " Betty Crocker' s Cook­
book " continue to lead the field in order 
to get adequate shelf and display space 
in book stores and departments . 

General Mills has a cooperative 
agreement with Western Publi shing 's 
Golden Press on thi s venture. General 
Mills is responsible for editorial content 
including recipes while Western takes 
responsibility for publishing and distri­
bution . Thus, both groups would be 
involved in the deci ion-making 
process . 

Setting the Objective 
"Determing what we were testing 

and what was important were the most 

October/November 1986 

cover 

"Determining what we 
were testing and what 
was most important 
were the most critical 
decisions we had to 
mak~. After that it was 
mostly a matter of proper 
execution of the study." 
Tom Kirwan 

important deci sions we had to make ," 
Kirwan said. " After that it was mostly 
a matter of proper execution of the 
study. " 

As the cookbook buyer is often a 
collector or someone who wants to add 
to her existing sources it became impor­
tant that the potential buyer recognize 
this version as being " new and differ­
ent. " Thus, Kirwan said, the decision 
was to test cover creations because it 
would be the cover which would tempt 
a prospective buyer to pick it up. The 
collective judgment of the business 
group were that the important elements 
were name recognition and eye appeal. 
Name recognition would be obtained 
by printing the name in large letters. 
Thus, the testing would be done on eye 
appeal. 

Two studies conducted 
Originally, it was planned to conduct 

only one study. However , the project 
ended up with two studies since some 
of those re ponsible wanted more op­
tions available. Both studies used the 
same technique of bringing qualified 
respondents into interview situations 
where they were asked to specify the 
covers they would prefer. The project 
wa conducted by an out ide supplier 

General Mills continued p. 30 
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"Quest" 
research 

pays off for 
United Way 

Thanks to a marketing re earch 
program called Quest, United 
Way organizations can now 

gather valuable information easily and 
inexpensively about their donors and 
how those donors feel about the func­
tions and responsibilities of the United 
Way. Previously, the cost of research 
was prohibitive and often organizations 
lacked adequate know-how. 

"We have given the tool of market­
ing research to local United Way or­
ganizations that couldn't afford to do 
it on their own or who didn't know 
where to start," said Robert O'Connor, 
marketing research director of the na­
tional United Way of America in 
Alexandria, Va. 

Quest participants simply administer 
a survey questionnaire to their respond­
ents. Using an easy learner instruction 
manual , the data collected is then plug­
ged into a computer software program 
which interprets the findings of the sur­
veys. 
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By Beth E. Hoffman 
managing editor 

Que t , which has been available to 
United Way organizations since Feb­
ruary, 1985 , was created through a 
team effort by Donna Chmielewski 
who did the early conceptual work, and 
William Phillips , vice president of re­
search at the national United Way. 
O'Connor and Donald Rickert were 
also involved in the development of 
Quest. 

Quest Participants 
Currently, there are 2,200 United 

Way organizations which are members 
of the national United Way of America. 
The Quest package price for these local 
United Ways ranges from $380-450. 

The package includes an instruction 
manual, the survey questionnaire, the 

computer software package and a step­
by-step manual to help the participants 
become comfortable usi ng the software 
and in doing a preliminary marketing 
research project. It 's necessary for the 
Quest participant to also have an IBM 
PC or compatible machine for plugging 
in the data obtained from the survey 
questionnaire. 

Although smaller United Ways may 
perceive that Quest is expensive, it 's 
relatively inexpensive considering it 
can be used year after year. Already 
1 J 5 United Way organizations have 
purchased the package and have al­
together conducted 45,000 surveys . 

" Our major market has been the 300 

United Way continued p. 12 

The complete Quest package includes a standardized 
questionnaire, an instruction manual, software, 

a national data base and a primer on statistical 
analysis. 
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United Way continued from p. 8 

or so United Ways who have raised 
million or more annually," O'Connor 
aid. " They account for 80% of the 

money rai ed by the United Way. But 
I'm anticipating many more will par­
ticipate . " 

Previous Projects 
O'Connor , who holds a Ph.D. from 

Stanford University and has worked for 
trade associations as a public opinion 
researcher and market researcher , said 
Quest originated from several survey 
projects conducted between 1982-84. 
Unlike Quest, the previous projects 
were almost completely done by the 
national United Way of America for 
local United Ways. The national United 
Way developed the questionnaires and 
di stributed them to the local United 
Ways. Local United Ways then di strib­
uted the questionnaire to their work­
place respondents and sent the com­
pleted questionnaires back to the na­
tional United Way for data process ing 
and for compiling the final report. In 
the three-year period the e projects 
were available, only 31 cities made use 
of them providing 11 ,000 surveys as a 
database. 

" In retrospect , it is surpri sing more 
local United Ways didn ' t take advan­
tage of the questionnaires," O'Connor 
said. 

Even with these 31 cities, the data 
process ing soon proved overwhelming 
and maintaining and di stributing the 
project inefficient. 

"In addition , it was difficult for the 
national organization to be sensitive to 
writing the report to fit local market 
conditions," O'Connor said . 

The old projects, however, provided 
a model which O'Connor and Rickert 
used to make improvements and 
changes in building Quest. One change 
included an easy step-by-step manual , 
primarily for those not familiar with 
computer so that United Way organi­
zations could be more ac tive in gather­
ing and interpreting their own data. In 
compari on to the old projects, Quest 
allows each United Way to process its 
own data and build its own expertise. 

"It's a real appeal to know that you 
can learn how to conduct a marketing 
research project and be self­
sufficient ," O'Connor said. " Quest is 
intended to make the participants more 

12 

• 
autonomous to start and conduct their 
own marketi ng research ." 

Quest Package 
The "connect-the-dots" manual is 

where the participants start in the first 
of the three-part Quest package. The 
manual contains two sections. The first 
is an introduction to marketing re­
search. It explains the format of the 

"We have given the tool 
of marketing research to 
local United Way 
organizations that 
couldn't afford to do it 
on their own or who 
didn't know where to 
start." Robert O'Connor 

questionnaire , how to ad mini ster the 
surveys properly, how to process 
the questi ons, how to make sense of 
the data and interpret it based on where 
and how the data was obtained and how 
to write questions. The second part of 
the manual ex pl ains how to get started 
on the software. Included is the easy 
learner manual that serves as a type of 
"pre-test" in doing a Quest marketing 
research project prior to getting started 
on the actual project. 

The second part of the package is 
the 67 -question survey which takes re­
spondents less than 20 minutes to com­
plete. It covers six broad areas. The 
first area measures people's attitudes 
and perceptions of the United Way and 
what kind of image it projects to the 
public. The second part asks about the 
functions of the organization and if 
people are satisfied with what it is doing 
and li sts sugge tions for United Way 
activities. The third part a k re 'pon­
dent 's opinions about the United Way's 
service areas such as recreation , aid to 
the mentally handicapped and day care 
services. This portion of the que tion­
naire establishe the importance of 
these services to people and how the 
funding money should be di stributed 
among these services. The fourth part 
of the questionnaire asks people how 
they believe United Way distributes its 
funding. The fifth area asks how people 

feel about the United Way in general 
and whether they have ever been in­
volved with it or donated money. If 
they have given, why did they and if 
they haven't, why not. 

Workplace Distribution 
While the United Way organizations 

are not required to go to any particular 
place to distribute the questionnaire. 
Quest is geared toward and most com­
monl y conducted in the workplace. The 
manual ex pl ai ns how a workplace sur­
vey can be most effec ti ve ly conducted . 
Some United Way organi zat ions. 
O'Connor said , pick workplaces by 
going to the companies from which the 
bulk of their donated money comes. 
This may be as many as 60 or 70 com­
panies. Some United Way organi za­
tions divide companies into low . 
medium and high per capita giv ing li sts 
and draw random samples from the 
three. 

The final part of Quest is the com­
puter software package . "The PC com­
patible software around which Quest is 
built is ca lled ABtab," O'Connor sa id . 
.. It was designed spec ifi ca ll y for the 
United Way's marketing research pro­
ject. allowing participants to do both 

"It's a real appeal to 
know that you can learn 
how to conduct a mar­
keting research project 
and be self-sufficient. 
Quest is intended to 
make the participants 
more autonomous to 
start and conduct their 
own marketing re­
search." Robert 
O'Connor 
simple and detailed analyses of the co l­
lected data. " 

Once the process is completed, the 
re 'ults from the data can provide par­
ticipants with a lot of information that 
they couldn 't have otherwise obta ined. 
This data helps United Way in: 

1. Communication Strategy. The 
data helps in form ul ating and structur-

United Way continued p. 30 
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Comments from "Quest" participants 

A ampling of Que t participants in United Way or­
ganizations of various size indicated they were pleased 
with the results . United Way organizations are cia sified 
by income . They range from "metro I " to " metro 8." 
A " metro 1" raise ' the highe t amount of money attain­
able by a United Way organization, a "metro 8" the 
malle t. The size of the local organization may determine 

how the survey i conducted, for example, sending a 
direct mail que tionnaire to the workplace vs . going di ­
rectly to the workplace to administer the que tionnaire . 
Some had specific reasons for conducting the survey , 
others ju t wanted general information . 

A few made major modification of the urvey , others 
made just a few. De pite the differences , all participants 
made ome common remark about the Que t marketing 
research project. Here is a ummary: 

1. Participants aid Que t was quick , easy to use, 
flexible and inexpen ive. " The ease of use and its cost 
is mo t appealing for a small United Way plus it simplifies 
the job of marketing re earch ," said one participant. 
Another participant said: "Anyone can u e Que t with 

"Quest helped us learn thatpeople 
need more information to make in­
formed decisions about why they 
should give to the United Way and 
,how their donated money is being 
spent. People have a vague notion 
that giving is good and being charit­
able is good, but we found that they 
give frequently because they feel 
pressured to do so, not because they 
really know where and how their 
money is being spent." 

Linda Matthias, vice president, 
United Way of King County, Seattle. 

October/November 1986 

a marginal investment and one need not have a Ph.D. in 
marketing research to be ab le to use it. " 

2. Participants are pleased that Quest provide a stand­
dard for comparing United Way organizations of compar­
able sizes. " That Quest i comparable with a national 
data ba e is very desirable ," one participant said . 

3. Quest enables participant to identify more pecifi­
cally what services and needs are most important and 
mo t used by the particular community. This information 
helps in reallocating if necessary the funds dispersed to 
these services. " Quest helped in the fund al10cating proc­
e s to identify which services were high-priority need ," 
commented one participant. 

The Quest participant also made some changes that 
they saw nece sary as a result of the response received 
through the questionnaire. Participant developed a 
pecific communications package or tailor-made their 

group presentations at the workplace to inform, clarify 
and an wer pecific information needs or change mi con­
ception that individuals had regarding the Un ited Way. 

"It was interesting to learn how 
some people perceive the United 
Way. They see it as an organization 
just for the down-trodden, poverty­
level individuals. What they don't 
understand is that the United Way 
is an organization which provides 
many different services people of all 
class levels can benefit from. Know­
ingwhat services are most important 
to the community has helped us zero 
in and fund those which were not as 
highly funded before." 

Jack Evans, vice president of 
financial services, United Way, 
Scranton, Pa. 
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HELPFUL HINTS -----

What are the key considerations you 
take into account when selecting a 
research firm to conduct a telephone 
interview study? (Every issue we will 
ask a group of well-respected research­
ers to comment 0 11 some aspect of the 
research business with the idea beillg 
that their responses will prove helpful 
to our readers.) 

" Due to our organizational structure 
we normally only work with full-ser­
vice suppliers as our requirements re'­
quire their in volvement from question­
naire design through a final report. 
Considering the objecti ves of the study 
I usually look first at the supplier's ex­
perience in the area in which the study 
will be involved. Second , I look at the 
experience of the individuals who will 
be working on the project , especially 
the account person and the project coor­
dinator. Third , I consider the supplier 's 
ability to conduct the project at a com­
petiti ve price. Fourth , I want to be as­
sured of the supplier 's ability to com­
plete the project by the pecified time. 
And fifth , I want to be certain the 
supplier has the nece sary anal ytical 
capabilities. " 
larry Gustafson 
Manager, Market Research 
Pet Business Development! 
Professional Marketing Group 
Ralston Purina Company 
St. louis, Mo. 

" The driving considerations in the 
selection of a telephone upplier would 
be in the following order. First, I deter­
mine what needs to be done. Depending 
on the sophistication needed we will 
determine which suppliers to consider. 
We categorize suppliers according to 
their experti se . Some we use only for 
more sophisticated projects while 
others are u ed for simpler studies. Sec-

14 

from industry leaders 

ond , after determining the level of 
sophistication fo r the project we select 
one or two firm s to bid . These are firms 
we have worked with in the past and 
with whom we have e tabli shed a de­
gree of trust. If we are looking at an 
area where we have had no prev iou.· 
ex perience we would check around our 
indu try fo r references. Finall y, we 
would se lect a supplier who submitted 
a rea onable bid for the project. We do 
not always go with the least expensive 
bidder but rather the one we feel is best 
suited for the project. " 
F. J. "Phil " Calderoni 
Manager, Marketing Research 
Stauffer Chemical Company 
Westport , Conn . 

"I have fo ur elements which are most 
important to me. The first is price be­
cause as an adverti sing agency we are 
handling the clients' money and prices 
among suppliers can vary dramatica ll y. 
Second is timing. Can they get the job 
done on time? The third in volves trust 
which can onl y be built up over a peri od 
of time . The fo urth consideration is the 
location of the supplier. I want to do 
business with suppliers who have local 
fac ilities. I like to keep money in the 
community where my clients are." 
Jim Bernstein 
Vice President of Research 
and Planning 
Peterson-Morris Maclachlan 
Minneapolis, Minn. 

. ' When I am looking fo r a supplier to 
conduct a telephone interviewing proj­
ect I first consider the firms I have 
worked with in the past and the experi ­
ences I have had with them. Second , I 
want to know about their ex perience in 
the product category we are going to 
be researching. Third , I want to know 
about the quality of the sampling li st 
they will prov ide to insure it is repre­
sentati ve of the uni verse and has not 
been overused. Fourth , ] want to be 
assured of proper care taken at the sam­
pling stage to insure that the results will 

not be skewed due to sampling prob­
lems. Fifth , the 'upplier must convince 
me that the interviewers have the ability 
to probe properly; record open-end an­
swers correc tly; and have coders who 
can capture the gist of the answers 
within appropriate categories . Si xth , 
the supplier should have in-house data 
process ing systems whi ch can prov ide 
tables according to my spec ifica tions 
and have the capability to prov ide quick 
turnaround if additional runs are 
needed. Finally, it is critical that the 
supplier be able to meet our time dead­
lines. " 
Stephanie Mortons 
Account Research Manager 
McCann Erickson 
San Francisco, Calif. 

" As a corporate research department 
made up of profess ionals our need for 
spec ialized techniques is limited. We 
consider ourse lves in industri al market­
ing. Therefore, we fi rst look fo r 
suppliers who have experti se within 
these markets and we usuall y make 
contac ts th rough trade assoc iati on 
meetings. Second, once the supplier 
has establi shed the market knowledge 
credibility we usuall y requi re them to 
have the in -house capability of inter­
view ing, cod ing, editing and data proc­
ess ing. Thi rd, we want the indi vidual 
we deal with , i.e. the account represen­
tati ve, to be the person in charge of the 
projec t. Fourth , although we will some­
times be prov iding a fi ni shed question­
naire we expect the supplier to improve 
upon it during pretesting based on their 
market ex pert ise. Fi fth , we ex pect to 
pretest on-s ite . Si xth, in many in­
stances it is helpful to have interviewers 
working on the project who have dic­
tion which is eas il y understood any­
where in the country. Seventh , on 
larger projects we prefer CRT inter­
viewing. And fin all y, we look fo r 
suppliers to prov ide in fo rmati on the 
way we need it. We prefer di kettes 
with raw data and want hard copy on 
tabs and a Lotus fi le fo r each tab." 
Dr. Roger Colberg 
Group Manager, Corporate Marketing 
Research 
External Affairs Department 
E.I. DuPont de Nemours & Co. 
Wilmington , Del. 
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--------NAMESOFNOTE--------
Leon Williams, formerly a McGraw­
Hill, Inc., information systems special­
ist, has been named president and chief 
executive officer of MicroPro Interna­
tional Corp., San Rafael , Cal. Micro­
Pro produces the Wordstar word-proc­
essing program. 

CIJ Research, Inc. , announces a 
change of address. The new location is 
3150 Salt Creek Lane , Arlington 
Heights, Ill. , 60005-8760. 3 12-253-
1100. 

Mary U. Bunk has been named execu­
tive vice president and Ellen L. Good 
president of First Focus , Inc ., Orlando , 
Fla . 

Kevin Kridle of Healthcare Financial 
Management Assn., Oakbrook , III ., 
has been promoted from manager of 
adverti sing to director of communica­
tion. 

Ellen Kohl of George A. Hormel 
and Co., Austin, Minn ., has been pro­
moted from computer analyst to mar­
keting research analyst. 

The following individuals have been 
promoted within the marketing re­
search department at Kenner Parker 
Toys Co., Cincinnati: Mary Ann 
Comer, from secretary to field super­
visor; Mary Ann Lambing from au­
ditor to field supervisor; Fran Ehmann 
from analyst to senior analyst; Kathy 
Kircher from analyst to senior analyst; 
Judy Mahoney from junior analyst to 
analyst; John Clark from information 
centers speciali st to senior data analyst 
for marketing research . Walt Wdow­
iak joins Kenner Parker as manager in 
marketing research. He was previously 
assistant consumer research manager 
with Leggs Co., Salem, N.C. 

Anthony J. Pingitore , Jr., of Her­
shey Chocolate Co. , Hershey, PA ., has 
been promoted to director of new bus­
iness development from director of new 
products. 

Mary Ann Wilson, formerly market 
research supervisor at Young and 
Rubicam , is now market research spec­
iali st with Vo lkswagon of America, 
Troy, MI. 
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Grover Mollineaux has joined 
Swingline, Inc. , of Long Island City , 
N . Y ., as market manager of special 
projects. He was previously with Cas­
trol Oil , Hackensack, N.J. 

At Lorillard , Inc., New York , 
Elizabeth DeLaura has been promoted 
to manager, marketing research from 
senior project analyst. Herbert 
Westphalen has joined the staff as 
group manager, marketing research and 
Marianne Abena as sales analyst. 

Allan Vogt has joined Colgate Pal­
molive Co. , New York, as supervisor 
of marketing research. He was previ­
ous ly ass istant research director with 
Gray Advertising in New York. Elyse 
Kane has joined the staff as marketing 
research project director. 

Kathleen Stanuch of Hasbro, Inc., 
Pawtucket , R.I., has been promoted to 
corporate marketing manager. She was 
previously manager of marketing re­
search. 

MARKETEAM/. DOANE MARKETING RESEARCH 
PARTNERS IN BRINGING RELIABLE MARKETING INFORMATION 

TO BUSINESS DECISION MAKERS 
MARKETEAM'S extensive experience in consumer and business-to­
business marketing includes: 

• Consumer Package Goods • Medical Products and Health 
• Banking and Insurance Care Delivery Systems 

Services • Customer Service 
• Telecommunications Services 

DOANE serves the marketing research needs of the agribusiness and 
industrial sector with such services as: 

• Customized Proprietary • Multiclient Studies 
Studies 

To get acquainted with MARKETEAM/DOANE, consider one of the two 
new economical custom research services. 

MARKETEAM'S NATIONWIDE CONSUMER MONITOR 

A completely customized study of a cross-section of 300 
consumer households in client specified zip code areas 
delivered in 10 days for $3,300. 

DOANE'S QUICK FARM FAX® 

A totally customized market research study conducted 
among 100 farmers with client specified demographics 
and enterprise type delivered in 7 days for less than 
$2,400. 

For more information about any of these services, call 
and ask for Ralph Wehunt or Robert Jasper 

1-800-325-4962 

555 No. New Sallas Road 
St. Louis, Missouri 63141 
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JCPenney 
pinpoints its customers 

Studying lifestyles is one way 
the JCPenney Co. gets input on 
customer ex pectations and be­

hav ior. This is done th rough its Con­
sumer Feedback program, an extensive 
study initiated by Penney's Public Is­
sues and Consumer Programs Depart­
ment. 

As a retailer in dail y contact with 
consumers, Penney's is attuned to their 
interests and needs. Research studies' 
also alert Penney's to consumers' 
changing attitudes and values. The in­
formation is helpful in understanding 
the consumer who is regarded as more 
than ju t a buyer of goods and services, 
aid Mr . Satenig S. SLMarie, Divi­

sional Vice Pres ident and Director of 
Public Issues and Consumer Programs 
for Penney's. Penney's customers as­
sume multiple roles in life - they are 
family members, workers and citi zens. 
These roles combine to shape consum­
ers' li fes tyles. 

" If we are to understand consum­
ers," said St.Marie, " then we must 
understand their lifestyles." 

To understand consumers' lifestyles, 
Consumer Feedback " talked" with 
consumers as people with particul ar in­
terests and concerns. For the past two 
years in two separate studies, Penney's 
Investigated two segments of the popu­
lation which they fee l have or have the 
potenti al to have an important impact 
on soc iety. The Consumer Feedback 
'84 program summari zed in thi s issue 
of Marketing Research Review looks 
at dual-income families. The Con umer 
Feedback '85 program which will be 
reported in the magazine's next issue, 
analyzes singles . 

16 

"The purpose of this 
study is to gain insight 
into how changing life­
sty les are influencing 
consumer behavior and 
consumer expectations." 
Satenig S. St.Marie 

The Consumer Feedback '84 pro­
gram studies dual-income families in 
the U.S . , fam ilies in which both hus­
band and wife work full -time . Because 
of the increas ing number of married 
work ing women (c urrentl y 56%), the 
number of dual-income fa mil ies is also 
increas ing. Thi s increase is bringing 
about many changes in fa mil y li fes tyle, 
the workpl ace and the community. Men 
are more active in household respon­
sibilities, inc luding shopping; child 
care must be handled; career oppor­
tunities for women re-entering the 
workforce must be addressed. As a re­
sult , community organi zations face 
new challenges. 

In additi on, dual-income families 
usually fa ll into two categories, time­
sensi ti ve or price sensit ive. Time-sensi­
ti ve consumers have little time to shop, 
fo r example, so they need to get in and 
out of a store quickl y. Price-sensiti ve 
consumers wi ll take the time to shop 
around so as to fi nd the best buy. Thus, 
people who work with consumers must 
rea li ze thi s distinction in order to ac­
commodate consumers' needs. 

Consumer Feedback '84 identi fies is­
sues that have an impact on dual-in­
come fa mil y lifesty les and shopping be­
hav iors so that Penney's will be better 
ab le to meet the needs of these famil ies 
as consumers and employees. 

The fi ndings of both Consumer Feed­
back programs were primarily created 
for Penney's in ternal departments. The 
dual-income study was presented to 
Penney's operating department and 
Board of Di rectors and both studies to 
the National Retail Merchants Assn. 
But the studies have importance for 
other persons as well , said St. Marie. 
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"The purpose of thi s study is to help 
retailer and others interested in con­
sumers to understand how life tyle in­
fluences consumer behavior. " 

Target Group 
The full-time working, married 

couples in the dual-income study are 
between 25-55 years of age and have 
a combined annual income of between 
$25,000-50,000. Recent statIstIcs 
how that there are approximately 

7,000,000 couples in the U.S. in this 
age and income bracket. The dual-in­
come fam ilies are further divided into 
three ubgroups which are based on the 
age of the married couples and the 
number of children they have . The 
three subgroups are: couples 25-39 
years old with no chi ldren; couple 25-
39 years old with at least one child aaed b 

12 or under living at home; and couples 
40-55 years old with at least one ch ild 
13-21 living at home . The study in­
volves comments and insights by mem­
bers of each of the three subgroups on 
the following eight broad subject 
categories: ]. Lifestyles and Priorities, 
2. Attitudes Toward Work , 3. Attitudes 
Toward Children , 4. Shared Home Re­
sponsibilities, 5. Financial Priorities 
and Savings, 6. Consumer Behavior 
7. Community Involvement and 8. Lif~ 
Satisfaction. 

There are no statist ics on how many 
fam ilies are in each of the e three 
categories. The Bureau of the Census 
data, however, state that 55% of em­
ployed wives have one or more minor 

More than one-half of the workin a 

women are married. b 

Source: Bureau of Labor Statistics ( 1984) 
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Thi is the first of a two-part 
series on two consumer studies 
conducted by the Public Issues 
and Consumer Programs Depart­
ment of the JCPenney Co. in 
New York. The Consumer Feed­
back '84© program pre ented 
here is about dual-income fam­
ilie . The Con umer Feedback 
'85© program, which will be 
published in the Dec./Jan. 1987 
is ue of Marketing Research Re­
view, is about single. Both 
studies were conducted under the 
direction of Satenig S. St.Marie, 
Divisional Vice Pre ident and 
Director of Public I sue and 
Consumer Programs for JCPen­
ney . An outside marketing re­
searcher conducted the focus 
group interviews which were 
u ed to provide information for 
both studies. 

children li ving at home. The impor­
tance of subgroups became clear as the 
study progressed because dual-income 
family behaviors and priorities differ 
~ignificant~y depending on their phase 
In the famtly cycle. 

Focus Groups 
Twelve focus group . essions were 

u 'ed to gather information for this 
study. The sess ions were conducted in 
Dallas, Seattle, Detroit, Atlanta, St. 
Louis and Milford, Conn. The groups 

Sixty percent of all households are 
married-couple families. 

Source. Bureau of Census 

consisted of 8-10 people, with a fairly 
equal number of men and women. Only 
one member of each dual-income fam­
il y was present during a session. The 
participants for the group sessions had 
li ved in the recruiting area for five years 
or longer, did not know one another 
had not participated in a group se sio~ 
during the past year and were not con­
nected in any way with Penney's or 
any other major retailer. 

Statistically this study is a mall sam­
pie. It represents the attitudes and be­
haviors of approximately 120 familie 
from across the U. S. The intention of 
the study is therefore to only touch on 
issue that are important to these 
families. These issues shou ld not be 

UThe purpose of Con­
sumer Feedback is to 
help retailers and others 
interested in consumers 
to understand how life­
sty Ie influences consumer 
behavior. " 
Satenig S. St.Marie 

considered a conclusive report but as a 
starting point in understanding dual-in­
come family lifestyles. 

See next page 

Dual-income married couple make 
up 62 percent (26. 2M) of all the 
married couples with earnings . 
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Clerical occupation ' provide income for the largest 
number of working wives. The next largest number 
of women are in profess ional and manageri al 
occupations, followed by service occupations such as , 

Most hu sbands work in profess ional/managerial 
occupations, fo llowed by crafts (carpenters, 
mechanics and electricians) and operati ves, such as 

child care workers, practical nurses and I 

hairdressers. I 

welders, butchers I 
and inspectors. I 

34% 
PROFESSIONAL; 

MANAGERIAL 

34% 
CLERICAL 

Source : Bureau of the Censu ~ 

Dual-income families with no children 
The indi viduals in this group are 

primarily profess ionals and managers. 
Occupations include teachers, nurses, 
lawyers, social workers and engineers. 
A few of the spouses are in clerical or 
trade occupations. Family income 
ranges are $25 ,000-50 ,000 but the 
majority have incomes of $40 ,000-
50 ,000. 

1. Lifestyle and Priorities: Dual-in­
come families with no children lead 
busy, physically active and upwardly 
striving lives. Their lives are busy by 
choice. They do things together but also 
alone . Work and their spousal rel ation­
ships are top priorities. 

" Y ou have to be careful to balance 
your personal and profess ional lives, 

' not spending too much time on either ," 
said one participant. 

2. Attitudes Toward Work: Most 
of the women and all of the men deri ve 
personnel sati sfac ti on from work and 
are building careers. 

3. Attitudes Toward Children: 
Most of the couples are still strugg ling 
with the question of whether or when 
to have children. 

4. Shared Home Responsibilities: 
There is an acceptance and shared prac­
tice of homemaking. 

5. Financial Priorities and Sav­
ings: They spend primaril y on materi al 
goods and se lf-gratificati on, e.g :, 
clothing, travel and entertainment. 
Most sav ings are targeted fo r short term 
goals . According to one respondent: 

" We set so much as ide every month 
for these goals she has set down. We 
do certain rooms in the house. Plus, 

Dual-income families with young children 

About one-third of the persons in thi s 
group are profess ionals such as 
teachers, nurses, engineers or mana­
gers . One-third are in clerical positions 
and the rest in service jobs or sales. As 
stated earlier, all have at least one child 
at home 12 years old or under, but most 
of the children are elementary age . 
About one-third have pre-school age 
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children. Many families have one or 
two children but several have three , 
four or fi ve. Combined famil y income 
ranges between $25,000-50 ,000 but 
most of the families have incomes be­
tween $32,000-39 ,000 . 

1. Lifestyle and Priorities: The 
lives of dual-income families with 
young children are hectic and rushed 

we have been planning trips every sum­
mer. 

6. Consumer Behavior: Some of 
these consumers shop in a hurry. Others 
use shopping as a leisure time ac ti vity. 
Many of them are looking for "the 
best" but they all want '"to get a good 
buy." 

7. Community Involvement: They 
have little or no in volve ment in com­
munity acti vities. One group member 
commented: 

" With work ing all the time, both 40 
hours or more a week, you just cannot 
do everything . .. " 

8. Life Satisfaction: They are 
sati sfied for the present but maintain 
their aspirations. Said one respondent : 

" I am ati sfied with what I am doing 
right now, I am very ambitious and 
want to get more out of life." 

and they fee l pressured by the demands 
of employed work , home-related ac­
ti vities and the needs of their children. 
For women, children are the number 
one priority. For men, work is impor­
tant but the family rates hi gh. 

2. Attitudes Toward Work: Eco­
nomic necessity force ' the majority of 
women to work to provide additi onal 
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income. 
"It' s gotten to the point where young 

couples have to work . Years ago the 
woman had a choice. She stayed home 
if she wanted to. Now you don' t have 
that choice," sa id one group member. 

3. Attitudes Toward Children: 
Their children dictate and dominate 
their li fes tyles . According to one par­
ticipant : 

" I have fo ur children, two in high 
school, two in grammar school . .. I 
work a regul ar job 8:30 a. m. to 4:30 
p.m. and then I'm chauffeu ring some­
body here and there, and when I come 
home I' ve got to cook supper and then 
get thi s one off to reli gious school and 
that one off somewhere else. " 

4. Shared Home Responsibilities: 
There is a sharing of homemaking 
tasks, but primary responsibility fo r 
home and children remains with the 
women. 

5. Financial Priorities and Sav­
ings: Their main fi nancial objec ti ves is 
to minimize debt. They spend for 
necess ities and fo r maintaining their 
homes. They have little sav ings. Com­
mented one respondent: 

" We have forced sav ings th rough 
my husband 's work. But each time as 
our utilities and everything gets higher, 
it doesn' t always come out that you are 
able to pay for everything that you've 
got. " 

6. Consumer Behavior: This group 
of consumers has little time to shop. 

Dual-income families with older children 
About one-quarter of the people in 

thi s group are managers or profess ion­
als and one-quarter clerica l pos itions. 
About one-fi fth are in crafts or trades 
or serv ice jobs. The remainder are in 
sales. 

All of the families in thi s group have 
at least one child at home who is 13 or 
older. The children are about equall y 
di vided between early teens and late 
teens and about one-fourth of the 
families also have children in their 20s. 

They want to "get in and get out" of 
the store quickl y. Since money is tight 
for them, price is a strong factor in 
where they shop and what they buy. 

7. Community Involvement: They 
become in volved in community issues 
only if there is a major threat to family 
or fi nances. 

8. Life Satisfaction: There are feel­
ings of fru stration primarily due to the 
pressure of time and fin ances. It is 
di fficult to make the tradeoffs between 
work and family responsibilities. 

" You cannot spend time together. I 
would like to spend more time together 
as a famil y, but it 's just not poss ible," 
said one participant. 

Most of the families have one, two or 
three children. Though famil y income 
ranges between $25,000-50 ,000 , most 
of the families have incomes between 

See next page 

Marketing research can be a tough nut. 
Getting a grip on tough projects is a challenge we meet every day at SDR. When we say we 
can crack any data processing problem, we're not just boasting. The fact is that marketing 
research data processing is our only business! We believe that our singular dedication to data 
processing excellence accounts for much of our success in business. But knowing how to 
extract significant kernels of information from a bunch of surveys is just one of oui strengths. 
There's accuracy, personal service, deadline delivery, and competitive pricing, too. So whatever 
tough nut you're faced with in marketing research data processing, count on SDR to crack it 
wide open. Give us a call. We'll really whet your appetite. 

• Crosstabulation 
• Multivariate Analyses 
• Timesharing Services 
• Data Entry Services 
• Database Management 

~ 

• Software Development 
• Focus Group 

Management Systems 
• Marketing Research 

Seminars 

SOPHISTICATED DATA RESEARCH, INC. 
2251 PERIMETER PARK DRIVE. ATLANTA GA 30341' 404/451-5100 
500 NORTH MICHIGAN AVE.. SUITE 1920. CHICAGO. IL 60611' 312/661-0825 
448 PALISADE AVE .• SUITE 11. CLIFFSIDE PARK NJ 07010·201/224-4425 

OctoberlNovember 1986 

©1986 SDR, Inc. 
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JCPenney continued from p. 19 

$32,000-39 ,000 . 
1. Lifestyle and Priorities: Dual-in­

come fami lies with older children lead 
busy but manageable li ves. Each fami ly 
member pursues his/her own schedule . 
For many men and women, individual 
time is a high priority. Family relations 
are also important. Said one female par­
ticipant: 

" My values have changed . I realized 
that spending quality time with my hus-

20 

band and my children was more impor­
tant. " 

2. Attitudes Toward Work: Men 
have accepted the dollar realities of 
their own careers/jobs and have a posi­
tive attitude toward their wives' work­
ing. Women work for economic 
reasons but career/job is taking on more 
personal importance. According to one 
male respondent of hi wife: 

"She is more attuned, informed 
about day-to-day bu iness . Her day is 
not just made up of doing laundry, mak-

ing sure supper is on the table and the 
kids are at school. " 

3. Attitudes Toward Children: 
Parents are adjusting to the changing 
needs of their chi ldren as they go 
through the teenage years and become 
young adults. 

4. Shared Home Responsibilities: 
Men whose wives have recently gone 
back to work are making a concerted 
effort to share in some of the household 

JCPenney continued p. 33 
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PRODUCT AND SERVICE UPDATE 

Data System 
Kapuler Marketing Research an­
nounces "Quanvert," an interactive data 
handling package that enables the re­
searcher to manipulate data and to 
create new tables from existing tabu­
lated survey data. The firm also has a 
system " UniFocus" which utilizes non­
directive interviews to gather al l the per­
ceptions , fantasies and emotions as­
sociated with a product, service or ad­
vertising . Contact Kapuler Marketing 
Research , Inc. , 3436 North Kennicott 
Ave ., Arlington Heights, 111. , 60004. 312-
870-6700. 

Water Pollution 
William T. Lorenz & Co. has published 
" 1986 Update - Water Pollution Con­
trollndustry Outlook," an extensive mar­
ket research study in the water re­
sources field. The study examines the 
opportunities available for suppliers of 
equipment, instruments and services to 
water resources markets. The 600-page 
publication consists of research , statis­
tics , tables, product descriptions, fore­
casts and consulting experience. Con­
tact Will iam T. Lorenz & Co., 85 Warren 
St. , Concord , N.H ., 03301 . 603-228-
3373. 

3 Food Reports 
Three new reports are available from 
MRCA Menu Census, the food usage 
information service of MRCA Informa­
tion Services. The Dish Composition 
analysis identifies the ingredients that 
go into a food or beverage and discus­
ses "doctoring " an existing commercial 
product. New product concepts, either 
through line extensions of existing prod­
ucts or by identifying a current unmet 
need in the packaged goods industry, 
are explored . Another report explores 
cookies , cakes, pies and other baked 
sweets, as well as ice cream , ice milk, 
sherbet and frozen novelties. A third of­
fers detailed information about U.S. con­
sumers of a specific food or beverage 
product - where , then and how they 
use it plus insights into their households 
and lifestyles. Contact MRCA Informa­
tion Services, 2215 Sanders Road , 
Northbrook, 111. , 60062. 312-480-9600. 

Database Enhancement 
Computers for Marketing Corp . has 
added integral database management 
capabilities to its Mentor program . The 
enhanced Mentor permits filing a variety 
of information on a computer in an or­
ganized manner and helps retrieve that 
information quickly and inexpensively. 

October/November 1986 

It is claimed to improve the efficiency of 
large, on-going projects such as wave 
studies. Write : Computers for Marketing 
Corp., 547 Howard St. , San Francisco , 
Cal. , 94105. 415-777-0470. 

Foreign Trade 
Foreign Trade Assn. , Inc. , (FTA) , a trad­
ing facilitator between businesses in 
Italy and the U.S. , is involved in many 

FOREIGN TRADE 
ASSOCIATES 

activities integral to successful interna­
tional marketing, including marketing re­
search . FTA provides the decision­
maker with the necessary information 
for optimal marketing strategy forma­
tion. Contact Randel J. Chavez, P.O. 
Box 12194, San Francisco, Cal. , 94112-
0194. 415-585-3940. 

Writers' Guide 
Practical Communications, Inc., intro­
duces a new approach to improving writ­
ten business communications . "Writing 
for the Information Age" combines audio­
visual tapes, a 170-page reading/refer­
ence handbook and an optional teaching 
guide. Contact Practical Communica­
tions, Inc., P.O. Box 4335, St. Paul, MN, 
55104, 612-291-2997. 

In-Home Service 
Two new services have been an­
nounced by The Roper Organization. 
The Limo-Bus is an in-home customized 
research service with the economy and 
speed of a regularly scheduled multi­
client omnibus survey. Limo-Bus is cap­
able of reaching a nationally representa­
tive sample of either 1,000-2,000 adults 
face-to-face in their homes in anyone 
of 10 regularly scheduled survey waves 
per year. Roper's Fragrance Service 
measures the size of the men 's and 
women 's fragrance market as well as 
relative brand share information using 
personal in-home interviews to gather 

Product and Service U~date 
continued on p. 22 

CENTRAC, The Leader in 
Computer Assisted Telephone 
Market Research 
featuring OSCAR * 
• OSCAR speeds results to you with definitive accuracy 

• Features on line data access and tabulation 

• Over 100 computerized telephone 
stations with visual and audio 
monitors to insure quality control. 

• A large, well-trained staff 
of interviewers 

• Years of growth with hundreds 
of satisfied clients since 1971 

* On Site Computer Assisted Research Gi nt I ~ jC For details call Ron Leeds , Joe Calvanelii , Queene Ayvazian , 
• CiII Shirley Steinfeld , or Lydia Kihm at: (201) 385-8300 

INC. 375 S. Washington Ave. • Bergenfield· N.J. 07621 
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PRODUCT AND SERVICE UPDATE 
continued from p. 21 

the data. All the fieldwork is conducted 
in 10 waves of 2,000 interviews approx­
imately every five weeks. Reports state 
market size (in dollars and units), rela­
tive brand shares and sales by outlet (in 
dollars and units). Contact Melvin Miller, 
Vice President, The Roper Organiza­
tion, 205 East 42nd St, New York, N.Y., 
10017, 212-599-0700. 

Ad Test Service 
Doane Marketing Research , Inc., St. 
Louis, MO., announces two new ser­
vices, Farm Ad Con-Cept Test and the 
In-Depth Farmer Reader Reaction To 
Print Ads. Both services measure poten­
tial ad impact on a nationwide basis or 
in a specified geographical area by 
utilizing the flexibility of access to pro­
ducers through the Doane Countrywide 
Farm Panel of 25,000 members or from 
its off-panel name bank. Contact E. J. 
Coble-Penning or Ralph Wehunt at 314-
993-4949. 

• ~~~~5~rch. Inc. 

Farm Fax 
Doane Marketing Research, Inc., an­
nounces Quick Farm Fax, a fast, 
economical way to access the American 
farmer and address specific research 
needs in only seven days. Quick Farm 
Fax is a completely customized service 
that answers research questions ac­
cording to the client's specific demog­
raphic and enterprise requirements by 
utilizing the flexibility of access to pro­
ducers through the Doane Countrywide 
Farm Panel of 25,000 members or from 
its vast off-panel name bank. Contact 
E.J. Coble-Penning or Ralph Wehunt at 
314-993-4949. 

Run 

Correspondence 
Analysis 

on your IBM-PC. 

Turn tables into maps. 
Fully documented, easy to use. 
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For details, write: 
Research Services, 

Birch Brook, 
Hanover, NH 03755 

(603) 643-8299 

Support System 
Maritz Market Research , Inc., intro­
duces EXPLORER, T\I a simple micro­
computer-based decision support sys­
tem. It allows researchers to run cross­
tabulations , produce graphs and charts 

and conduct statistical tests in the cus­
tomer's own office without using time­
sharing or mainframe computers. No 
prior computer experience is required . 
Contact Bob Johnson, Maritz Market 
Research, Research & Development 
Div., 7200 France Ave., Minneapolis, 
Mn, 55435. 612-831-1802. 

Product Books 
Orion Publishing Corp. has a series of 
"Blue Books" that include an extensive 
listing of products such as electronic, 

video, computer hardware, camera and 
musical equipment and their manufac­
turers. Write: Roger Rohrs , Publisher, 
Orion Publishing Corp. , 1315 Main Ave., 
Suite 230, Durango, Colo. , 81301 . 303-
247-8855. 

Sweet Goods Report 
MRCA Menu Census announces a new 
three-volume Sweet Goods Special 
Topic Report. This study provides mar­
keters of food and beverage products 
with a comprehensive overview of U.S. 
sweet goods consumption . Also in-

cluded are narrative discussions of key 
issues in product trends with detailed 
tables displaying measurements of 
products ' penetration , percent change 
in consumption levels, in-home and 
away-from-home use and dessert vs. 
non-dessert orientation , along with indi­
vidual and household demographics. 
Contact: Dana McKee, account execu­
tive, MRCA Information Services, Stam­
ford , CT, 06901. 203-324-9600. 

Package Research 
Nova, Research , a firm specializing in 
design , new product and corporate iden­
tity research, introduces the Design Vis­
ibility Lab which measures six distinct 
dimensions of visual perception to de-

NO~ 
termine package performance. Nova 
Research also introduces ValiGraphics , 
a systematic quantitative research pro­
gram for evaluating packaging perform­
ance. It analyzes subjective reactions 
to packaging, provides demographic 
and product usage profiles and 
evaluates shelf impact. Contact Susan 
B. Nelson in San Francisco, 415-391-
3090, or A. Donald Kelso in New York, 
212-889-2323 . 

Computer Programs 
Pulse Analytics , Inc., has published a 
series of four personal computer pro­
grams to solve specific market research 
problems. All of the programs are di-

rected to easy interactive use by market 
research professionals. The programs 
cover problems in market segmentation, 
competitive leverage analysis (quadrant 
analysis) , multiple paired comparison 
analysis and random sample design 
generation. Call Stan Cohen, 201-447-
2104 or write to: Pulse Analytics, Inc., 
P.O. Box 116, Ridgewood, N.J. , 07450. 
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Reaction Tester 
Columbia Information Systems an­
nounces Perception Analyzer, a qualita­
tive computer supported system which 
records participants ' reactions to test 
material instantaneously. Between 50-
400 participants can be tested at once 
via video , audio or slides. Since the sys­
tem records second-by-second reac­
tions , the need for recall is eliminated . 
Contact Mike Malone at 503-225-0112 
or write Columbia Information Systems, 
333 SW 5th, Portland, OR ., 97204. 

Media Service 
Plasman and Assoc. , Inc., introduces 
Custom Media Monitor (CMM). CMM of­
fers media buyers a service to readily 
determine the specific combination of 
publications or special TV programs in­
cluding cable TV with the largest undu­
plicated audience . TV programs, 
magazines and newspapers can all be 
evaluated in a single study. CMM is par­
ticularly useful for audiences of special­
ized products or services advertised in 
publications not typically included in 
syndicated services. These could be 
hunters, fishermen , boaters, hobbyists, 
buyers of PCs, software, industrial prod­
ucts, buyers of services and others . 
Three to seven combinations of media 
are typical among 20-25 or more publi­
cations/programs. Contact Stephen 
Plasman or Gary Johnson at 612-831-
5421 . Or write Plasman and Assoc ., 
Inc. , 7301 Ohms Lane, Suite 390, Min­
neapolis , MN. 55435. 

Mapping Program 
Dun 's Marketing Services, a Dun and 
Bradstreet co ., is distributing a mapping 
software program from Strategic Loca­
tions Planning , San Jose, Cal. , as part 
of a new package of data products in 
floppy disk format called BusinessTrac. 
The new package enables marketing 
managers to access data from OMS' 
existing Business Reference Services' 
databases and then maps the informa­
tion in order to display marketing data 
by geographic area. Contact: (SLP) 
John Krizek , 213-387-4545 or (OMS) 
Bob Ditmars, 201-455-0900. 

Evaluation System 
Rockwood Research Corp ., St . Paul , 
MN , announces a new service for 
measuring the effectiveness of direct 
marketing materials . The exclusive 
evaluation system developed by 
Rockwood provides competitive infor­
mation on what direct marketing tools 
are being used in various industries and 
which of the various creative altern a-
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tives are most effective. First reports will 
be available April , 1987. Contact Dale 
Longfellow at 612-631-1977. 

2 Software Products 
Sawtooth Software, Inc., has released 
two new software products . The first 
product is the Ci2 System (Computer 
Interviewing with the IBM PC) . This 
package is used to construct and ad­
minister questionnaires using the PC as 
an interviewing device. The second 
product is called ACA (Adaptive Con-

joint Analysis). The purpose of this 
software is to measure and analyze con­
sumer judgments and preferences for 
products or services using a statistical 
technique called "conjoint " analysis . 
These two packages are designed to be 
used alone or in conjunction with each 
other. Together they provide the market 
researcher with a set of tools for 
measuring and analyzing consumer 
data. Contact Sawtooth Software, Inc., 
P.O. Box 3429, Ketchum , Idaho, 83340, 
(208) 726-7772. 

for QUALITY telephone interviewing ... 
THE WATS ROOM, INC. 
• Quality data collection for nearly two decades, on 

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

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

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

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

• Fully independent service. Ready to Assist YOU in 
complete confidentiality. 

Experienced, Dependable, Professional. 

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

Telephone (201) 585·1400 
Brochure aV'8i1able on request. 

Full Service Marketing 
Research Firm 

In-house Focus Group Interviewing Facilities 

Computer Assisted WATS Telephone Capabilities 

Complete on-site Data Processing Capabilities 

Experienced Professional Staff 

Rockwood Research 
1751 WEST COUNTY ROAD B · ST. PAUL, MINNESOTA, 55113 · 612-631-1977 
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If you think 
Research 
is Important ... 

LET'S 
TALK 
TURKEY! 

One of the fastest growing 
test markets in the country is Cen­
tral Florida - the Vacation Capital 
of the World. The vacation capital 
is also the home base of one of 
the fastest growing market 
research centers in the country­
THE DATA FAX COMPANY. 

The DATA FAX Company pro­
vides national , regional and local 
market-by-market research for 
testing new products, concepts 
and services. Recent projects in­
clude image studies for major 
financial institutions, awareness 
studies for the National Dairy 
Board , consumer studies for the 
Florida Citrus Commission, major 
health organizations, large retail 
chains, attractions and restaurant 
groups. We 've probably interview­
ed the same consumer groups 
that buy your product or service. 

Bring your research to 
DATAFAX in Central Florida. Our 
staff will design a project that is 
tailored to your specific needs 
-from focus groups to personal in­
terviews in your local markets. 
Our careful planning and im­
plementation combined with our 
experienced analysis of the 
results will prove to you that 
DATA FAX research can be a key 
element in your company 's 
growth. 

T HE 

• Call Dr. Gordon McAleer 

• Toll Free Outside Florida 
800-233-3578 

• in Florida call: 
(305) 660-8878 

DATAFAX 
COMPANY. INC. 

2600 MAITLAND CENTE R PARKWAY 
SUITE 170 
MAITLAND. FLORIDA 32751 
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Rating scales 
can influence results 
---,/ 

A U. S. Department ofComll1erce re­
port , " Approaches 10 Developing 
Questionnaires," ill eludes a secrion all 

the resulrs of study res ring a seven-poinr 
rating scale and a ten-point raring scale 
using rhe split sample rachnique. A 
summarized excerpr f rom rhis sectiol1 
appears below . 

INTRODUCTION 
The Income Survey Deve lopment 

Program (ISDP) was establi shed in 
1976 to develop and test procedures to 
improve survey data on income. on par­
ticipation in government aid programs, 
and economic well-being. Because of 
known measurement problems and be­
cause results were to be u ed in a series 
of national panel studie , the tes ting 
phase was considerabl y more extensive 
than is u 'ual for household surveys. 
The program wa jointly sponsored by 
the Department of Hea lth and Human 
Service and the Bureau of the Census . 

The ISDP Research Panel included 
a number of split sample and other 
tests. A single example - a tes t of two 
alternati ve subjec ti ve mea ure of we ll ­
being - is described here. This exam­
ple was chosen because its straight-for­
ward fi eld procedures are eas ily trans­
ferable to many survey situations and 
because the evaluation incorporated 
several common techniques . 

THE PROBLEM 
Attitudinal measures ori ginall y de­

ve loped and tested by Andrews and 
Withey had been u 'ed in earli er ISDP 
fi eld tests . The items asked respondents 
to rate their life as a whole, their per­
sonal economic situation and , for those 
with children, their income in terms of 
prov iding for their children.The item 
were des igned to prov ide an additi onal 
means of evaluating the impact of gov­
ernment aid programs and to assess 
overall economic we ll -being. 

Prev iou 'Iy, respondents an 'wered 
by choos ing one of seven labell ed 
categories as shown in the left panel of 
Figure 1. Results using these seven 
" delighted-to- terrible" categories 
showed that reported attitudes have a 
strong pos iti ve skew, with most re­
sponse ' clustering on the " deli ghted" 
end of the scale. Empiricall y, such 
skewed distributions and the lack of 
vari ation hampered many applications 
of the scale, espec iall y in multi variate 
analyses. 

DESIGN OF THE TEST 
Because of these limitati ons, addi­

tional response categorie ' were de­
ve loped. The re ult was a IO-category 
vers ion of the "delighted- terrible" 
scale which is shown in the right panel 
of Figure I . Thi s expanded set of re­
spon 'e categories was primaril y meant 
to allow re pondents more choice 
among the pos iti ve categori es. De-
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signer were uncertain, however, 
whether respondents could make mean­
ingful di stinctions among so many 
items. 

Therefore, it was decided to test the 

items using a split sample aimed at a -
sessing whether a greater proportion of 
valid variance (in the sense of meaning­
ful di stinctions) was captured in the 10-
item scale than in the 7-item one. 

FIELD IMPLEMENTATION 
The panel involved a national prob­

ab ility sample of 7,500 households in 

Rating scales continued p. 32 
- - -- --------- -_ .. _ ._-----

Table A. Distribution of Responses to Three Test Questions Using 7- and 10-Point Scales 

Item and number of scale points 

Life in Family income Family income 

genera l overall for children 

IO-point 7-po int IO-po int 7-point IO-point 7-point 

Category sca le scale sca le sca le sca le scale 

Part I. Percent Distributions 

Total 100 100 100 100 100 100 

Delighted 9 II 2 2 2 4 

Very pleased 15 5 7 

Pleased 2 1 29 14 16 14 16 

Mostly sati sfied 23 34 21 33 19 3 1 

Somewhat sati sfied 8 14 12 

Mixed II 17 13 23 13 23 

Somewhat dissatisfied 4 12 14 

Mostly dissatisfied 3 5 7 13 8 12 

Unhappy 3 2 5 7 5 8 

Terrible 2 3 6 6 6 6 

Part 2. Summary Statistics 

Mean 4.0 2.9 5.4 3.7 5.4 3.7 

Standard deviation 2.1 1.3 2.3 1.4 2.3 1.5 

Percent in hi ghest category 9. 1 10.6 2.3 1.9 2.0 3.6 

Percent in two highe ·t categories 24.0 39 .5 6.8 18 .0 8.9 19 .9 

Percent below " mixed" 12.2 9.8 30.5 26 .0 33 .8 25.9 

Skew .8 .9 .4 .6 .3 .5 

Kurtos is .3 1. 1 - .6 - .2 - .8 - .3 

Coefficient of variation 52.1 44 .6 41.7 37.8 42.6 39 .6 

Number of cases 5,753 5,458 5,741 5,467 2,460 2,276 

Note: For the 10-point sca le , ass igned numerical values ranged from I (de li ghted) to 10 (terrible). For the 7-point 
scale, values ranged from I (delighted) to 7 (terrible). Distributions are based on weighted counts. 
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Reuters ranks No.1. 
Reuters Holding PLC , the we ll ­

known British news agency, has be­
come the world 's biggest electronic 
publisher. It now ranks far ahead of 
leading U. S. competitors such as Dow 
Jones and Co. and Mead Corp . 

Reuters operates in I 10 countries 
with 86,000 computer terminals col­
lecting and disseminating market data 
on cUITencies , securities and com­
modities - just about anything that is 
traded. 

With annual sales of 800 million, 
Reuter has a big stake in the U. S. and 
European computerized info rmati on 
market now estimated at $3 billion and 
growing by 25% a year. 

Fed error corrected 
A substanti al mistake di storted a 

congress ional report stating that wea lth 
in the u. s. is becoming more concen­
trated. 

The widely publicized report 
claimed that the richest 0 .5% of Amer­
ican fami lies saw their share of the na­
tions total wealth ri se to 35% from 250/c 
between 1963 and 1923. The study was 
released by the Joint Economic Com­
mittee and was based on data compi led 
by the Uni versity of Michigan for the 
Federal Reserve Board . 

The Fed staff found that a single 
famil y was inaccurateiy reported to 
have about $200 mi llion instead of $2 
million in unincorporated assests, ac­
cording to Ass istant Treasury Secretary 
Michael Darby. Since the report 
weighed thi s segment so heav ily, it ac­
counted for almost all of the change in 
the concentration of wealth . 

TRADE NEWS 

Despite the Fed error. the fig ures are 
still as tounding. The richest of 0.5 9c­
of American fa milies still contro l more 
than 25 0/c of the country's wealth. 

Computer data rates 
In a recent Syracuse Uni versity 

study, government offic ials were more 
sure of dec isions made with ,the help 
of data obtained fro m a computer. The 
study revea led th at those who used data 
fro m books and reports were more 
li ke ly to change their minds. 

Do-it-yourself scan 
A Utah supermarket is allow ing cus­

tomers to do their own scanning of 
grocery items on a few checkout lanes. 
The store manager states that customers 
seem to enjoy scanning their own 
groceries and it 's sav ing him money. 

To make sure that all items are 
scanned they are fi rst we ighed. 

Study shows older 
mothers earn more 

A Harvard Uni versity economist. 
Dav id Bloom, has analyzed U.S. 
Bureau of Census data to show that 
working women who delay childbear­
ing beyond age 27 earn more money 
than those who have chi ldren before 
age 22, regardless of di ffe rences in edu­
cation and ex perience. 

Bloom, also affi li ated with the Na­
ti onal Bureau of Economic Research, 
Cambridge, Mass., found that women 

----------------= .==-=== -= 
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who de layed childbearing beyond age 
27 earn about 109c- more than wo men 
who had their fi rst child before age 22. 

Of the women born between 1956 
and 1960, 15.5* will be permanentl y 
childless , Bloom pred icts . That is 2.59c­
less than the pred icted num ber of child­
less among women born between 195 I 
and 1955. 

Research funds urged 
The recent White House Confere nce 

on Small Business in Washington came 
out strongly in favor of reauthori zing 
the Small Busi ness Innovati on Re­
search Program whic h sets as ide a por­
tion of federa l researc h and deve lop­
ment funds for small business . 

Controversial study 
accurate after all 

A controversia l study to establi sh the 
number of homeless people in the U.S . 
has now been fo ll owed by a second 
study which seems to confirm the orig­
inal study's res ults. 

Two years ago the Housing and 
Urban Deve lopment Department 
(HUD) reported that its study showed 
about 350,000 homeless peop le in the 
U.S. Various advocacy groups have es­
timated that the number of homeless is 
as hi gh as th ree million. Congress ional 
heari ngs also criticized the methodol­
ogy used in the HUD survey. 

A recent study by Harvard Uni ver­
sity economist Ri chard Freeman came 
up with the surprisi ng conclusion th at 
the 350,000 fig ure was indeed close to 
reality. 

Freeman's assoc iate , Brian Hall. a 
Harvard graduate student, interviewed 
500 homeless people in parks , soup 
kitchens and shelters and on the streets 
of New York . Results we re cross­
checked with res ults of other surveys 
in Boston and elsewhere. 

,. It wasn't a super-random sample 
(in New York)," Freeman said , but 
"probably as good a sample as one 
could fi nd with thi s type of popula­
tion. " 

Indications are that the nu mber of 
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homeless is increasing in part because 
there i an increasing shortage of low­
cost housing. Based on Hall 's inter­
views, 39% of the homele s had spent 
some time in jail. The typical homeless 
person will be on the treet or in helters 
for 12 years . 

Survey shows home 
ownership decline 

A national survey conducted for the 
National Gypsum Co. di covered that 
home ownership in the U.S. dropped 
to 63.5% of all fami lies in 1985 com­
pared with 65.7% in 1980. 

The greatest decline among new 
home owners was among young 
people , who often cannot afford down 
payments and large mortgage . 

A group from Harvard University 
and the Massachusetts Institute of 
Technology conducted the study for the 
Joint Center for Housing Studies. 

In 1978 the typical buyer had to make 

a down payment of about one-th ird of 
an nual household income, the study 
found. By 1985 the share had ri en to 
one-half. While figures for 1986 have 
not been established, it is likely that 
home buying conditions have ea ed 
con iderably since the la t study was 
completed. 

The 1985 default rates were up, ri s­
ing to almost 1 % of existing mortgages. 
Nearly 6% of al l home mortgage bor­
rower were at least 30 days late on a 
monthly payment last year. 

20,000 adults part 
of u.S. health study 

Some startling finding are coming 
out of a continuing research project 
sponsored by the federal Centers for 
Disease Control (CDC) in Atlanta. 
More than 20,000 adu lts in 21 states 
are participating in a random- ample 
telephone survey to monitor behaviors 

that are linked to the leading causes of 
deaths in the U.S. 

As expected , sedentary lifestyles, 
being overweight and smoking are all 
ri sk factor for heart disease. But some 
unusual discoveries are also being 
made . 

For example, Wisconsin and North 
Dakota have the highest rates of' ' binge 
drinking . " Utah citizens do the least 
smoking , attributable poss ibly to the 
Mormon Church 's strong opposition to 
cigarettes. A high percentage of Utah's 
population belongs to the Mormon 
Church . 

Utah also lead in another positive 
category - along with California . 
Those two states have the fewest over­
weight people in the U.S. Further , Utah 
and California rank at the top if all 
health categories were considered to­
gether, said Gary Hogelin , project di­
rector at CDC. 

Idahoans ranked No.1 in the ' 'exer­
cising" category. Other leading" least 
overweight" states included Arizona , 
Connecticut , Montana and North 
Carolina. 

Innovative, Creative, 
and 

Talk to a 
PULSE/PC 
program and 

Rei iable Research 
Rely on Kapuler for 
highest quality custom research: 

j Experienced profeSSional project management 
j Point- in-time and continuous tracking 
j Unique UniFocus one-on-one depth interviewing 
j Personal intercept and recruit-in expertise 

Quality Facilities 
j 120 WATS stations ; on-site and remote monitoring 
j 28 CRT interviewing stations 
j In-house code, DP, and camera ready tables 
j Quanvert data access through modum dial -up 
j Large comfortable focus group and viewing rooms 

KAPULER 
Marketing Research Inc. 
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North Arlington Atrium 
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PULSEIQUAD™ The Quadrant Analysis System 
PULSEIMPC™ The Multiple Paired Comparison System 
PULSE I RSAMp™ The Balanced Block Random Sample Generator 

• OUR PC programs are conversational , interactive, and 
USER FRIENDLY 

• OUR tutorial manuals are designed for quick learning 
• OUR research report ready output is organized 

for expedient analysis 
• YOUR cost is probably LESS than you would pay a 

consultant or a service for a single app lication!!! 

SPECIAL INTRODUCTORY OFFER: 
The four manuals plus a demonstration disk for $60 (deduct­
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P.O. Box 116 • Ridgewood, NJ 07450 
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General Mills continued from p. 7. 

using its technique known as "Sales 
Impact Research. " 

Phase one tested very different cover 
de igns which could be used on the 
new cookbook . Four designs were used 
along with the cover of the most recent 
version. All were in final form. They 
were: a picture of "Betty Crocker"; a 
borderless portrayal of a table scene 
with a meal; a framed table scene with 
a meal; a collage of food snapshots; 
and , the cover of the previous version. 

Respondents interviewed during 
phase one showed a clear preference 
for the framed table scene showing a 
meat dish, salad and vegetable. During 
the interviews it also became apparent 
that the Betty Crocker signature as well 
as the familiar red used on the three 
previous editions and on the spoon used 
on the Betty Crocker packages would 
be immediately recognizable. 

Phase one settled the question of 
overall appearance of the publication. 
Discussion among those responsible in­
dicated a need to improve on the photo 
itself. It was decided to conduct phase 
two by testing table scene covers of a 
pork dish , a beef dish and a chicken 
dish to determine which would be pre­
ferred. Each of these meat dishes would 
be photographed with a salad and veg­
etable. The photos would then be indi­
vidually positioned into the identical 
framed setting inside the red border so 
that the only change would be the meat 
dish . This time, however, the covers 
were not tested against each other but 
rather against three of the major com­
petitive cookbooks. 

The results of the study indicated that 
the framed photo which showed the 
chicken dish did significantly better 
against competitive cookbooks in 
generating purchasing interest than the 
other two meat varieties. Based on 
these results the decision was made to 
publish the new version using the photo 
of the chicken, vegetable and salad 
framed by the familiar Betty Crocker 
red border and the Betty Crocker signa­
ture. It was released in late summer 
this year. 

Mall Intercepts Used 
As mentioned earlier the techniques 

used in both phases were similar. Each 

30 

used mall intercepts in five cities. All 
participants were female between the 
age of 20 and 6S years and who in­
tended to purchase a cookbook within 
the next 12 months. In addition there 
were the usual security quest ions. 
There were also some preliminary 
questions relating to predi sposition 
toward the Betty Crocker Cookbook. 

Paneli sts were hown a stimulus 
board which measured approximately 
two feet square. Positioned on the 
board were the covers. In phase one 
they were the four new designs plus 
the cover of the most recent version. 
Phase two participants viewed the three 
major competitors and only one test 
Betty Crocker cover which was in 
fini hed form. Thus, there were three 
matched groups in phase two. In addi­
tion to the covers of the competitive 
cookbooks the paneli ts in phase two 
also saw the suggested price of each 
cookbook next to its cover. 

The paneli st was given coins and told 
that since she had already sa id she 
planned on purchasing a cookbook 
within the next 12 months how likely 
would she be to purchase one or more 
of these . The number of coins was one 
more than the number of publication 
choices. She had to allocate her coins 
among the publications shown. She 
could put all coins on just one publica­
tion; she cou ld put two coins on one 
publication and one each on the remain­
der; or allot them any way she wished 
as long as she u ed all of the coins. In 
thi s way a deci sion was forced. Par­
ticipants had to show a preference. At 
the same time it was poss ible to allocate 
the coins in such a way that variations 
in preference could be determined. 

Kirwan , who received hi s MBA 
from the University of Rochester has 
been in the marketing Research Depart­
ment of General Mills for four years. 
During that time he ha worked on fro­
zen pizza , Gorton 's Frozen Fish, 
Leeann Chin 's Restaurants along with 
some international work. He says that 
the cookbook business is a different 
animal. The buying habit are not at 
all imilar to the other products General 
Mills markets. But after determining 
what was most important in the pur­
chasing process Kirwan found it was 
poss ible to develop a research meth­
odology to supply the marketing group 
with the necessary information. They 
fe lt secure that the cover howing the 
framed table scene setting with a 
chicken dish would be most widely ac­
cepted. 

United Way continued from p. 12 

ing the mes ages in United Way films, 
televi sion commercial and print ads. 

2. Key Services. United Way can 
identify which services are important 
and most used by their donors. 

3. Fund-raising. The questionnaire 
a lso he lps United Way develop and im­
plement a more effective campaign. It 
revea l point-of-purchase information, 
helps indicate what the campaign 
should emphasize, what the fundraisers 
should talk about , how the funds hould 
be allocated and how to reach out better 
to non-donors. " It g ives us a direction 
on how to change and be more respon­
sive to donors and non-donors," 
O 'Connor said. 

Those who have u ed Quest have 
been particularl y pleased with its flex­
ibility. It allows part icipant to conduct 
the survey in their own way and add, 
de lete or modify questions. One par-

"Many people don't 
realize that the United 
Way is a high efficiency 
fund-raiser. We help 
people who need help." 
Robert O'Connor. 

ticipant , for example, distributed the 
questionnaire direct mail instead of 
going to the workplace. 

O 'Connor encourage local United 
Ways to cu tomize the project to fit 
their own needs but he hope to keep 
a common core. If the survey becomes 
too customized, it becomes more 
difficult to interpret the data and to 
make comparison from year to year. 

O 'Connor has received many of the 
results from Que t participants and said 
that interpreting those surveys which 
have been customized is probably the 
toughest " problem " he has encoun­
tered since starting Quest. Actually, its 
incredible how moothly the project has 
run , O'Connor said. "All the difficul­
ties with Quest can be counted on the 
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"We have not yet conducted the 
Quest project, only pre-tested it. 
However, through Quest we want to 
open a door to companies to get them 
thinking about the United Way on a 
year-round basis, rather than just 
once a year for fund-raising 
purposes. " 

Carol Gravetter, director of marketing 
research, United Way of Greater 
Rochester, Rochester, N. Y. 

* * * 

"Quest provided validity to our 
perception that a group presentation 
(a United Way volunteer speaking to 
a group of employees at a worksite), 
was more effective than a one-on-one 
presentation (for example, a donor 
card slipped into an employee's 
paycheck envelope). A group presen­
tation exposes the employees to the 

information plus we're able to con­
trol the message a lot better. There's 
also the group energy that exists. If 
an employee sees a co-worker pulling 
out a pen to fill out the donor card, 
they too, are more likely to give." 

Elizabeth Hughes, director of 
marketing, Berkshire United Way, 
Pittsfield, Mass. 

* * * 

"Quest helped us learn that people 
are misinformed about the amount of 
money we spend on overhead. Many 
feel that for every dollar spent, most 
of that money goes to cover adminis­
trative costs. However, just the oppo­
site is true. Most of the money goes 
directly for the services we provide." 

Valerie Roof, associate executive 
director, United Way, Bay City, Mich. 

fi ngers of one hand . " 
Overa ll , the marketing research 

capabi lit ies through Que t have been 
"successful beyond our wi ldest 
dream " and have enabled the United 
Way organizations to reach and meet 
the needs and wants of the donor . In 
addition, Quest is helping the United 

Way find out what people know or 
don ' t know about the organization. 

by our organization is dispersed lo­
cally," O ' Connor said. " What it 
comes down to is that the more in­
formed people are, the better donors 
they are. When people are uninformed, 
it can have adverse consequences for 
us . " 

" One thing we learned is how little 
people know about our organ ization. 
Many people don ' t realize we are a high 
efficiency fund-raiser. We help people 
who need help. Another thing people 
don ' t real ize is that the money raised 

COST EFFECTIVE PRODUCT TESTS SINCE 1969 
Specialists in: 

• Low incidence categories and brands. 
• Measuring risk when changing formulas. 
• Monitoring product quality over time. 

Serving clients such as: Campbell Soup Co., Duffy-Matt Co. Inc., 
General Telephone & Electronics, Intercontinental Hotels, Peter Paul 

Cadbury, Rose Holland House, Inc., Schweppes USA Ltd. 

REIIIER WILKINS & ASSOCIAIES, INC. 
708 THIRD AVENUE, NEW YORK, N.Y. 10017 (212) 972-2222 
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Rating scales continued from p. 25 

which all adults were to be personally 
interviewed. 

Sample households were divided 
into random halves prior to interview­
ing, and a numerical designation indi­
cated the half to which each household 
was assigned. Since the questions are 
attitudinal ones, interviewers were in­
structed to ask them only of adults in­
terviewed personally. While all respon-

Figure 1. The " Delighted-Terrible" re­
sponse Categories 

Delighted 

Pleased 
Mostly satisfied 

Mixed (about equally 
satisfied and dis­
sati sfied 

Mostly dissatisfied 
Unhappy 
Terrible 

Delighted 
Very pleased 
Pleased 
Mostly satisfied 
Somewhat satisfied 
Mixed (about equally 

satisfied and dis­
sati sfied 

Mostly dissatisfied 
Unhappy 
Terrible 

dents were asked the same questions, 
half of the households received the 
seven- and the other half received the 
ten-category response choices. 

Flashcards listing the ' 'delighted-ter­
rible" response categories were used 
for the two sets of questions; interview­
ers were instructed to read the questions· 
exactly as worded, and not to read the 
answer categories unless respondents 
were blind or unable to read. If a re­
spondent was unsure of which of two 

or three boxes to choose, interviewers 
were to probe by saying that' 'the one 
that comes closest to the way you feel" 
be chosen. Finally, interviewer manu­
als emphasized the importance of neu­
trality and accuracy in administering 
these attitudinal items. 

FIELD EVALUATION 
Staff researchers and questionnaire 

designers observed as many interviews 
as possible . Respondents (and inter­
viewers) appeared to enjoy the opportu­
nity to express their attitudes, and re­
spondents did not appear confused by 
the longer list. Written observation re­
ports and informal discussions were 
used to elicit observers' views about 
the questionnaire and interview interac­
tion. 
EVALUATION 

First , item nonresponse associated 
with the two scales was examined. It 
was thought that nonresponse on the 
experimental 10-point scale might be 
higher if respondents found it too 
difficult to discriminate among so many 
categories . However, results showed 
that item nonresponse rates were rela­
tively low, ranging from .5 to 5 per­
cent, and respondents using the 10-
point scale were as likely to respond 
as those using the 7-point scale. 

Frequency di stributions on the two 
scales for the three questions are pre­
sented in the upper panel of Table A; 
summary statistics, using numbers ar­
bitrarily assigned from 1 to 7 and 1 to 
10, are provided in the lower panel. 
Overall, the data suggest that the 10-
point scale resulted in somewhat more 
dispersion and lesser positive skew 
than the 7-point scale. For example, a 

SOMETIMES IT DOESN'T PAY TO REPEAT YOURSELF 

In survey research, repeating respondents can be dangerous 
to your DATA'S health. 

REPEAT RESPONDENT MATCHING 
This one of a kind computer validation method points out which interviewers are 
causing quality problems. You can validate focus groups, door-to-door, mall and 
telephone studies. . . . . 
Join the many health conscious manufacturers, suppliers, and field services which 
validate their research this superior way. 

OVER 1 MILLION INTERVIEWS VALIDATED 

For more information and a free trial, call JOHN ELROD 

SIGMA RESEARCH COMPANY 
- 1275 15th Street 

~~~~ Fort Lee , NJ 07024-1950 
(201) 886-0550 
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lower percentage of respondents chose 
one of the two most positive categories 
in the lO-point scale, and positive skew 
was reduced for all three test items (re­
ductions of about 40 percent occurred 
for the income assessment items). 

Variation in respondents' subjective 
assessments of well-being was then re­
lated to their objective characteristics 
as reported in the survey. Bivariate 
associations between attitudes - espe­
cially individuals' assessments of in­
come - and income showed the ex­
pected relatively high correlations. 
However, the results also showed the 
7 -point scale to be as strongly as­
sociated with income as the lO-point 
scale , suggesting that the larger vari­
ance yielded by the 10-point scale 
might not be meaningful. 

To further explore that question, a 
simple multi variate model , regressing 
income on the " income adequacy for 
children" attitude item and controlling 
for family size, was used. Under 
selected specifications of measured in­
come, consistently more variance was 
explained in the regressions usi ng the 
I O-point dependent variable than in 
those using the 7-point measure, al­
though in two regressions, estimated 
with an income variable believed to be 
"weak," differences of only 8 percent 
were found. 

For the most part, however, the re­
gression models showed encouraging 
relative differences in explained vari­
ance usi ng the 10- versus the 7-point 
scales . To date, however , statistical 
evaluation has not provided an un­
equivocal answer to the issue of con­
struct validity . Work in this area is con­
tinuing and more conclusive results in 
the future may lead to a clearer recom­
mendation about the use of these items 
in future questionnaires. 

Quirk's Marketing Research Review 



BUSINESS DIRECTORY 

In upcoming issues of Marketing Re­
search Review, the Busi ness Directory 
will feature listing of marketing re­
search firms, supplier and serv ice . 
Contact publisher for rates: Marketing 
Research Review, P .O . Box 23536, 
Minneapolis, Minn. , 55423. 612-861-
8051. 

Northwest 

DECISION DATA, INC. 
Full Service Marketing Research 

• PH O NE BANK • COMPUTER ASSISTED INTERVIEWING 
• WATS LINES • STATISTICAL ANALYSIS 

10900 N.E. 8TH, SU ITE 900 • BELLEVUE, WA 98004 

(206) 455-5991 

JCPenney continued from p. 20 

responsibilities. Older chi ldren are 
helping out and becoming more self­
sufficient. 

" When I come home , we hare in 
some of the work. All the kids have 
duties to do so they have to get them 
done ," said one group member. 

5. Financial Priorities and Sav-

October/November 1986 

Chicago 

C/J RESEARCH, INC. 
3150 Salt Creek Lane 

Arlington Heights, IL 60005 
3121253-1100 

Full Service Marketing Research 
'" Focus Group Facilities '" Wats Lines 
'" In·House Data Processing", CRT Interviewing 

KAPULER Marketing Research Inc. 

Full Service or Field Only 
• Professional Project and Analytical Staff 
• 120 WATS Stations ; 28 CRT Equipped 
• Large Comfortable Group and 

Viewing Rooms 
• UniFocus One-on-One depth 

interviewing system 
• Quanvert Data Access 
• In-House Code, DP, and 

Camera Ready Tables 

3436 North Kennicott Avenue, 
North Arlington Atrium 

Arlington Heights, Illinois 60004 
(312) 870-6700 

ings: They are content with a moderate 
but comfortable standard of living. Col­
lege expenses are the major financial 
concern and retirement is second. Most 
sav ings are for retirement. Commented 
one re pondent: 

"Fifteen years ago my idea of con­
tributing to thi savings plan was to 
end my children to college. Now, I'm 

doing it for retirement. " 
6. Consumer Behavior: The people 

in thi s group are conservative and in­
formed shoppers. They want proven 
quality and durability . Some are 
struggling with their teenage children 

Minneapolois/St. Paul 

Rockwood Research Corporation 
Full Service Marketing Research Firm 

• Business to Business Specialists 
• Experienced, Professional Staff 
• CRT Interviewing 
• Focus Group Facilities 

1751 West County Road B 
St. Paul, MN 55113 6121631-1977 

CLASSIFIED 
Put Marketing Research Review Class­
ified Ads to work for yOU. Marketing 
Research Review accepts career oppor­
tunity display ads at $50 per column 
inch with a one-column inch minimum 
and straight cia sified ads under head­
ings at $1.00 per word with a 20-word 
minimum . Confidentiality assured by 
use of a box number. Send ads to: Mar­
keting Research Review, P.O. Box 
23536, Minneapolis, Minn. , 55423. 
612-861-8051. 

who have different consumer values. 
7. Community Involvement: They 

are somewhat involved in community 
issues, especially when these issues af­
fect family and home. 

8. Life Satisfaction: Men are basi­
cally content; their careers have peaked 
and their attention is more directed to 
family/self. Women feel good work­
ing , but still feel the pressure of home/ 
family demands . Said one female par­
ticipant: 

" Working gives me an identity of 
my own, other than mother , wife and 
family. " 
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T his is the first issue of Quirk 's 
Marketing Research Review, 
a new business magazine reach­

ing the people who count - the buyers 
and sellers of marketing research prod­
ucts and services. We're one-of-a-kind; 
no other publication currently exists 
which speaks specifically to those who 
need and buy marketing research ser­
vices. To those who sell the e services, 
Quirk 's Marketing Research Review 
provides the perfect vehicle for com­
municating with the buyer. In serving 
as a link and connection between you, 
the buyers and sellers, Quirk 's Market­
ing Research Review will provide infor­
mation you can use and find answers 
to questions you need to answer. 

Our link to you as a reader is critical. 
Companies that provide a product or 
ervice need information that will help 

them sell it more effectively to the con­
sumer. The market research seller can 
supply these people - the buyers­
with that important data by utilizing a 
wide range of research techniques. 
Whether it's a simple questionnaire dis­
tributed direct mail to 1000 respondents 
in a five-state area, or a total research 
"package" of personal in-depth inter­
views, focus groups, data processing 
and analysis, a seller can provide the 
" toois " needed which will help the 
buyer make decisions and pave a course 
of action. 

Quirk 's Marketing Research Review 
won ' t confuse you with technical jar­
gon to accomplish this link. We'll re­
port articles in a feature-oriented but 
objective manner , all of which will be 
written and edited by our own in-house 
staff. 

In each of the eight issues to be pub­
lished in 1987, we'll feature regular 
columns. The " Helpful Hints " column 
will provide insights and advice from 
trade experts on a different subject ad­
dressed in each issue . We ' ll keep tabs 
on the promotions and new assignments 
of people active in marketing research , 
as well as the companies that are merg-
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TRADE TALK 
By Beth E. Hoffman 
managing editor 

ing, expanding or entering the market­
ing research field. The "Product and 
Service Update" will describe what's 
new in the marketp lace and what it can 
do for you. Finally , case hi stories will 
explore problem-solving techniques 
and methodologies used in marketing 
re earch. We ' ll explain why they work 
or don 't work. Comments from tho e 
who have used these methodolog ies 
and suggestions for those considering 
them will give you the straight facts 

Weiss appointed 
Sales rep 

Lane E. Weiss has been appointed 
advertising sales representative for 
Quirk 's Marketing Research Review 
for the state of California , Oregon , 
Washington , Nevada , Idaho and 
Arizona. 

Hi office is located at 582 Market 
St. , Suite 611, San Franci sco, Calif., 
94101. Telephone: 415-986-6341 . 

from people who know. Through our 
editorial content, we will strive to de­
liver a publication which fit your infor­
mational need . 

Who are the people prepared to de­
liver this editorial package to you? The 
publisher is Tom Quirk , whose back­
ground in research and publishing goes 
back 25 years. Until early thi s year, 
Quirk was president of Rockwood Re­
search , Inc ., St. Paul , a marketing re-
earch company which he established 

in 1983 . In 1984, Rockwood Research 
was sold to Farm Journal , Inc. , 
Philadelphia , the nation 's largest pub­
lisher of farm magazines and Quirk re­
mained the Rockwood chief executive 
until early this year. Prior to starting 
Rockwood Research , Quirk had been 
senior vice president of marketing and 
sales for Miller Publi hing Co., Min-

neapoli s, joining that company in 1963 
as director of research. From 1973 to 
1981 , Quirk was Miller 's vice president 
of corporate development, during 
which time the company's successful 
trade show division was initiated , with 
Quirk as its first president. 

Emmet J. Hoffman, who will serve 
as the magazine's editorial advisor, 
i presentl y a bu iness counselor and 
comes from a background of 40 years 
a an editor and publisher of weekly, 
daily and monthly news and business 
publications. F. Keith Hunt has an ex­
tensive background in magazine 
graphics, writing and adverti ing and 
magazi ne production . Typographical 
direction is provided by Robert K . 
Truhlar , also a long time printing trades 
superintendent. The magazine format 
was designed by a profess ional 
magazine art designer. The experience 
represented by the above support staff 
i well over 100 years and a ures us 
that a we grow, our service to you will 
a lso grow. 

To be managing editor and part of 
the " birth " of Quirk's Marketing Re­
search Review is an opportunity which 
I consider exciting and a tremendous 
challenge. I'm eagerly looking forward 
to working wi!h a highly qualified staff 
but more importantly , it i a great 
privilege to communicate with you­
the reader . 

To you, the reader, welcome! I'm 
looking forward to meeting you in per­
son in the months ahead. I'd like to 
hear from you, too. Plea e call or write 
us with your opinions and suggestions . 
Make thi s an opportunity for u . to serve 
you - the reader - better. 

Quirk's Marketing Research Review 



Thank You Leadership Circle Members: 

Gold Circle 
Burke Marketing Services , Inc . 
The Council of American Survey 

Research Organizations 
General Foods Corporation 
Marketing Research Association , Inc. 
MIAIRIC Inc . 
The NPD Group 
SAMI 
Walker Research , Inc . 
Winona Research , Inc. 

-~. 
AIV1ERICAN 
~RKETING 
A$OCIATION 

~ 
II 
II 

Silver Circle 

I , 
, 

'

The 'Your Opinion Counts' Public Education Program bands the 
marketing and opinion research industry together in a common 
goal. It answers our need to communicate our message to the 

public and to maintain a climate of goodwill. It also helps guard against 
research methodology abuses that threaten to discourage public 
cooperation . I ask your support and involvement. Let's make sure the 
voices and views of the American people continue to be heard and our 
industry maintains its good health. , , 

George Gallup, Jr. 
The Gallup Organization 
National Chairman, Your Opinion Counts 

American Marketing Association 
AMA, New York Chapter 

Home Box Office 
Johnson & Johnson 

Audits & Surveys, Inc. 
Burger King Corporation 
Coca-Cola USA 
Custom Research Inc. 
Decisions Center, Inc. 
Doyle Dane Bernbach 
Eastman Kodak Company 
Elrick & Lavidge, Inc. 
The Gallup Organization 
General Mi lls, Inc. 

CLIP OUT AND MAIL 

Thomas J. Lipton , Inc. 
McGraw-Hili Research 
Monroe Mendelsohn Research 
Ogilvy & Mather 
Pepsi-Cola Company 
The Pillsbury Company 
Quick Test Opinion Centers 
J. Ross Associates , Inc . 
Simmons Market Research Bureau , Inc . 
Yankelovich, Skelly & White, Inc. 

YOUR PARTICIPATION COUNTS! 
Contribution to: 
YOUR OPINION COUNTS - 1986 FUND 

LEADERSHIP CIRCLE CONTRIBUTION 
GOLD CIRCLE ($5,000 or more) $ _ ___ _ 

SILVER CIRCLE ($1 ,000 - $4,999) $ ____ _ 

OTHER CONTRIBUTION 

(Please check one) 
COMPANY 0 
INDIVIDUAL 0 
$900 0 
$750 0 
$500 0 
$250 0 

$100 0 
$ 75 0 
$ 50 0 

Make Check Payable to: 
YOUR OPINION COUNTS - 1986 FUND 
o CHECK ENCLOSED 
NAME 

SIGNED ____________ _ 
TITLE _____________ _ 

COMPANY 
STREET ____________ _ 

CITY ______ STATE ____ _ 
ZIP _____________ ___ 

TELEPHONE(~_~ _ _______ _ 

Send to: YOUR OPINION COUNTS 
P.O. Box 87709 
Chicago, IL 60680 
Phone: 312 / 644-6610 
Attn: S. Stockton 



United States Testing Company, Inc. 

mARMETlfIG RESEARCH DIVISIOn 
15 Permanent Mall Testing Centers 

* Colorado 
Springs * Wichita 

* St. Louts 

You can connect with up to 15 fully owned and operated central locations with just 
one call to our New York or Chicago headquarters. 

The same call can also connect you with . . . 

• Nine focus group facilities-Chicago, St. Louis, Colorado Springs, Wichita, 
Philadelphia, Springfield, Los Angeles and Orlando. 

• Experts in advertising claim substantiation research 

• Our expanded WATS centers 

Interviewing Center Facilities 

• Full Kitchens Including Freezers and Microwaves 
• Controlled Track Lighting 
• T-Scope Equipment 
• Flexible Display Areas 
• 3/4 Cassette VTRs 
• Slide and Film Projection 

UNITED STATES TESTING COMPANY, INC. 

mARHETlnG 
~=RESEAncH 

IlIOn 

CHICAGO 
300 Marquardt Drive 
Wheeling , IL 60090 
(312) 520-3600 

NEW YORK/NEW JERSEY 
1415 Park Avenue 
Hoboken, NJ 07030 
(201) 653-4000 
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