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INDUSTRIAL MARKETING RESEARIf!'di. 

1JknOWShow 
the people 
you want to 

It takes an expert to interview an expert! That's 
why more and more marketers are turning to C/J 

Research. 

C/J grew up on industrial assignments. It knows 
how to find purchasing influencers, how to speak 
their language, and how to persuade them to take 
time to answer your business-oriented questions. 

Whatever kind of industrial project you have in 
mind, C/J most likely has done it-corporate 
image, market share, advertising effectiveness, 
product characteristics, employee attitudes-many 
of them using their 1 ~O-position phone facility­
over half CRT-assisted. 

For your next project, whether counting 
smokestacks or measuring attitudes, whether 
industrial ... or consumer, call C/J. 

CJ C/J RESEARCH, INC. 
3150 Salt Creek Lane • Arlington Heights, I L 60005 • 312/253-1100 
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T~eQui~k~tcomputerlt mn 1 7e~s 
I ntervlewrng system: aN 

interviewing with 
a pencil as passe 

• 
as SerVlJlg 

Coquille St.Jacques 
on a paper plate .. 

-~- , 

Today, without question , state-of-the­
art data collection has reached beyond 
the point of a pencil. 

Some refer to it as the gourmet level 
of research service. 

It's the unique computer inter­
viewing system from the Quick Test 
Opinion Centers~ The advantages to 
research professionals are tremen­
dous. For one, it puts time on your side . 
You can examine the top line results at 
any point. 
. There's no interviewer error. There's 
no need to print and ship question­
naires. No editing. No cleaning. All 
that plus you get ,an instant national 
network of sophisticated research 
facilities with the ability to accurately 
and quickly target your audience. 

Nineteen key shopping malls, 3 field 
offices, plus a midtown New York City 
research center-all ready to serve you. 

Please contact any Quick Test otfi.ce 
and let us show you how well the gour­
met side of Quick Test can feed your 
research projects . 

. · .. QUICKTESI 
OPINION CENIIRSN 

Where the focus is always on you. 

800-523-1288 

SERVICES: FOCUS GROUPS • P~E-RECRUITED 
ONE-ON-ONES. SHOPPING MALL INTERVIEWING 
• COMPUTER DATA COLLECTION • EXECUTIVE 
AND INDUSTRIAL INTERVIEWING • DOOR-TO­
DOOR INTERVIEWING • CENTRAL LOCATION 
AND OTHER FIELD RESEARCH • COMPUTER 
DATABANK 

)APEOlJA, NY: Sunrise Mall. DENVER, CO: Villa Italia Mall • HOUSTON, TX: 
NEW YORK CITY: 747 Third Ave . • MOORESTOWN, Sharpstown Center • SAN ANTONIO, TX: Windsor 
NJ: Moorestown Mall· PHILADELPHIA, PA: Nesha- Park Mall • PHOENI~l ':-Z: I,.o.s Arcos Mall. SAN 
miny Mall • ATLANTA, GA: Town Center at Cobb • FRANCISCO, C~ : SU!1 Valley Mall • SoiJthland Mall 
TAMPA, FL: Countryside Mall • CHICAGO. IL: in Hayward • SUN!':JYVAj..E ' CA: Sunnyvale Town 
Hawthorn Center • Ford City. MINNEAPOLIS. MN: Genter • LOS ANGELES, CA: West Covina Fashion 
Burnsville Center. NASHVILLt. TN; Hickory. Hollow Plaza · ORANGE CbUNTY. CA: Westminster Mall 
Mall. OKLAHOMA CITY. OK: Cross Roads Mall • 

,QUIC'K TEST OPINION CENTERS:" AN EQUIFAX COMPANY 
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Need Business­
To-Business 
Marketing Research? 
Determining the competitive position of your brand, product, 
division or company? Pin-pointing the buying influences for 
your product? Describing the right target audience? Mea­
suring the size of your market? Developing a new product? 
Evaluating the effectiveness of your advertising? 

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

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

~'~~ .!nri 
Put McGraw-Hili Research to work 
for you . 

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

Need Telephone 
Interviewing? 
Want to survey a particular seqment or cross section of 
a special audience or market? Need information from 
electronic engineers , housewives , doctors , architects, 
computer owners , etc .? Do you want to follow-up on 
inquiries , update a list , track the attitudes of customers 
and prospects? 

Call McGraw-Hili 
Research 
The Telephone Interviewing Center 
at McGraw-Hili Research can han­
dle all your data gathering needs 
quickly and efficiently. Whether it's 
just an exploratory pretest or 
thousands of interviews, our 
trained , professional interviewers 
will deliver quality information at a 
reasonable price . 

Put McGraw-Hili Research 
to work for you . 

For a quote or proposal , call Sheryl R. 
Fox , Director-Telephone Interview­
ing Center at (609) 426-5946. Or 
write her at the Telephone Interview­
ing Center, McGraw-Hili Research , 
Princeton-Hightstown Road , 
Hightstown, New Jersey 08520. 

~'~~ i1nri 
If It'S a marketing research problem. 
we probably pioneered the solution. 

Need Research That Utilizes 
Computer-Assisted 
Telephone Data Gathering? 
Want to gather information rapidly using state-of-the-art 
computer-assisted telephone interviewing? Need fast 
access to tabulated results? Require integrated graphics 
with sophisticated analysis? Are you seeking real-time 
information? 

Call R=~~cl-N=T at 
McGraw-Hili Research 
ResearchNet is the leading edge 
approach to research that integrates 
study design, computer-assisted 
telephone interviewing, on-line 
tabulation, and report analysis capa­
bilities as well as real-time data gath­
ering . ResearchNet links together 
McGraw-Hili Research project 
teams, interviewers' terminals, re­
spondent input, and you-to produce 
timely, accurate and meaningful 
study results. 

For a quote or proposal call 
SheryIR. Fox(609)426-5946 
(Information Data Gathering) or 
Joseph T. Collins (212) 512-3264 
(Full-Service Research) or 
write David P Forsyth at 
McGraw-Hili Research , 1221 
Avenue of the Americas, NY, 
NY 10020 

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

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

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

Put McGraw-Hili Research to work 
for you. 

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

III' 5 a commUlllCatlons problem. we 
probably pioneered the solution 
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Business-to-business 

Tennant fine tunes its bus 
By Beth E. Hoffman 
managing editor 

W hen Dave Hetterick began 
working in research at Ten­
nant Co. three years ago , 

the primary function of his department 
was conducting sales analyses and 
sales forecasting. While these two re­
search areas are important, little was 
done to measure customer satisfaction 
with its industrial floor cleaning equip­
ment, the firm's primary manufactur­
ing interest. 

"Traditionally, business-to-business 
research for industrial companies had 
primarily an internal focus on making 
a profit," says Hetterick, business re-
earch manager at Tennant Co. in 

Minneapolis. "Marketing was a 
'pushing' process , meaning, getting a 
customer to purchase a machine and 
then moving on to the next likely pros­
pect." 

With a number of competitors and a 
finite group of customers, the research 
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Tennant Co. is a manufacturer of 
floor maintenance equipment and 
operates in the industrial, commer­
cial and surface maintenance mar­
kets. In 1985, the firm had over 
$136,000,000 in net sales, provid~ng 
equipment, accessories, supplies 
and floor treatment materials to 
customers worldwide in a variety of 
diverse markets. The company's 
headquarters, research, engineer­
ing operations and domestic manu­
facturing facilities are located in 
Minneapolis. 

emphasis needed readjusting if the 
company wanted to remain a leader in 
the floor cleaning machines and floor 
cleaning materials business. That was 
part of the responsibility Hetterick was 
asked to assume , to help redirect the 
research outward to the customer. 

"Marketing at Tennant as at many 
other industrial companies, is now 
more of a 'pulling' process. The idea 
is to 'pull' customers in by determin­
ing their needs and expectations, de­
signing products and services to meet 
those needs, then measuring their sat­
isfaction with those products." 

Customer questionnaire 
Tennant began measuring customer 

satisfaction about two years ago when 
it initiated the "Customer Feedback 
Channel " project. This two-part ques­
tionnaire measures customer satisfac­
tion with its products soon after deliv­
ery and then again one year later after 
the customer has used the machine. 
The survey is an on-going , direct mail 
project which the company developed 
internally for its machine customers in 
the industrial markets. 

Thou ands of businesses or organi­
zations that have large floor or other 
horizontal surfaces which need clean­
ing and wear protection use Tenn~nt 
equipment and products. These in­

clude: college campuses, military 
hangar , aircraft carriers, convention 
centers , shopping centers and park­
ing ramps as well as manufacturing 
and warehousing facilities. 

The Customer Feedback Channel 
questionnaire is the first formal and 
systematic procedure the company has 
used to help meet customer expecta­
tions for the firm 's products and ser­
vice . Prior to the Feedback Channel , 
customers were sent a letter about one 
year after they purchased the equip­
ment asking about their satisfaction 
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iness-to-business research 
with the product. The letter was an ef­
fort to assist dissatisfied customers, 
but relatively few customers re­
sponded and the results were not quan­
tifiable. Favorable responses were 
used by the salespeople as testimoni­
als . 

The purpose of the Customer Feed­
back Channel is to assure that cus­
tomers are satisfied with the quality of 
Tennant 's products and services. 

"The ultimate measure of quality is 
being able to continuously meet cus­
tomer expectations," says Hetterick. 
"With this research program , we are 

. able to do this thoroughly and on a 
more consistent basis ." 

Measuring expectations 
The company begins measuring ex­

pectations soon after the customer re­
ceives the machine. 

"Two weeks after a machine is de­
livered and is installed by a company 
salesperson, we send out a question­
naire ," says Hetterick. " Naturally, 
there are many variables about the ma­
chine that we can't ask about until the 
customer has used it awhile, but there 
are many things that can be mea­
sured." 

Hetterick says the things that Ten­
nant measures right after delivery are: 
the customer's expectations and de­
gree of satisfaction with the shipping 
of the machine; any damage that oc­
curred in delivery; the type of crating 
used and the installation. The cus­
tomer is also asked how he plans to 
use the machine . The questionnaire 
also contains a section on the ma­
chine's characteristics. Additionally, 
the customer is asked to comment on 
his expectations for the machine's per­
formance, productivity, how long it 
will last , its reliability, the availability 
of parts and service availability. 

February 1987 

One year later, the customer is 
mailed the second part of the survey. 
The intention of this questionnaire is 
to find out how well the customer's ex­
pectations are being satisfied. 

"We want to find out how well the 
machine is performing, if there are 
any problems with it and if there is 
anything the customer would like to 
change about the machine," says Het­
terick. 

The 10-page questionnaire covers 
six areas. The first two ask the cus­
tomer to rate his satisfaction with the 
company and its products and services 
and his satisfaction with the machine 
purchased one year previously. The 
third section asks the customer about 
warranty claims and his satisfaction 
with the company's maintenance. The 
fourth area is concerned with the ma­
chine purchased, its cleaning perform­
ance, ease of operation , reliability and 
quality. The fifth area asks the cus­
tomer about his use of other industrial 
floor cleaning equipment and the floor 
surfaces on which the machine is used . 
The final part asks questions about the 
customer's facility demographics. 

Questionnaire results 
Survey results Tennant has received 

thus far are based on the first part of 
the questionnaire sent to customers 
who purchased products since the pro­
gram began in 1985. The follow-up 
questionnaire went out beginning in 
1986, one year after customers pur­
chased the equipment. Although a re­
port for the 1985-86 period has not 
been fully completed, the company is 
recognizing the need for some changes 
or adjustment in design, manufactur­
ing , and packaging of the equipment. 
The findings have also helped rein-

Tennant continued on p. 34 

"Marketing at Tennant 
Co. is now more of a 
'pulling' process. The idea 
is to 'pull' customers in 
rather than 'push' 
products out. We're 
'pulling' customers in by 
determining their needs 
and expectations, 
designing products and 
services to meet those 
needs and then measuring 
their satisfaction with 
those products. " Dave 
Hetterick 

7 



OLD FASHIONED 

BAMBUROERS® 

Wendy's research serves 

By Beth E. Hoffman 
managing editor 

When research revealed that 
Wendy's Single hamburger 
was not in the same league 

with the Burger King Whopper and the 
McDonald's McD.L.T., additional re­
search was instrumental in making a 
change. 

Nearly $250,000 and thousands of 
taste tests later, the world's third larg­
est hamburger chain stepped out with 
another new hamburger. The result 
was "The Big Classic," similar to the 

Michael Sapienza 
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Single but featuring a different bun, 
different packaging and a distinctive 
brand name. 
Research directors 

The taste tests were conducted un­
der the direction of Michael Sapienza, 
vice president of marketing analysis 
and new products at Wendy's Interna­
tional, Dublin, Ohio , and by a nation­
ally-known research supplier. The 
project took over six months to com­
plete, beginning at the end of 1985 and 
ending in May, 1986. The objective 
was to find out which of several Wen­
dy's hamburger prototypes would be 
most competitive with other "signa­
ture" fast-food sandwiches currently 
on the market. More than a dozen 
tests, involving 5 ,200 taste testers, 
made up the main portion of the tudy. 
Some of these tests were conducted in­
ternally at Wendy's corporate head­
quarters using Wendy's employees. In 
addition , three major taste tests in­
volving fast-food consumers were 
conducted in locations throughout the 
U.S. 
Six cities 

The taste tests were conducted in six 
cities. They were: Houston, Memphis, 
Cincinnati, Philadelphia, Toledo and 
Columbus. According to Sapienza, 
these cities were chosen on the basis of 
three criteria: 

"First of all , we wanted a good geo­
graphical diversification of cities that 
had many Wendy's outlets. Secondly, 
we wanted cities where Wendy's was 
well-represented and where we h~d 
competitive presence. Thirdly, we had 
to conduct the tests in places where we 
could get reliable field services to con-

"The research revealed 
that the order of the 
condiments makes a 
tremendous difference to 
the consumer. The order 
in which the condiments 
hit your taste buds will 
taste differently to you 
depending on how those 
condiments are 
arranged." Paul Raab 

trol the quality of interviews." 
Taste tests 

The individuals involved in the 
study were primarily between the ages 
of 18-34. They were selected ran­
domly by telephone and were chosen 
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up 
"The Big Classic" 

on the basis of two criteria. The first 
criterion was demographics. Wendy 's 
wanted to recruit a representative sam­
ple within each market area. Sec­
ondly, all of the participants had to be 
frequent consumers of fast-food signa­
ture sandwiches. 

Once selected , the participants were 

"For 17 years we have 
been teaching our 
employees the color of 
white, red, green, white, 
red, green (mayonnaise, 
ketchup, pickle, onion, 
tomato, lettuce). If that 
combination is still well­
liked today, it just doesn't 
make sense to change. " 
Paul Raab 

asked to taste and comment on the 
Wendy 's prototypes and two other 
sandwiches, primarily the Whopper 
and the McD.L.T. The participants 
were unaware of which fast-food com­
petitors were used in the unbranded 
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study. 
In addition to rating the competitors ' 

sandwiches , the participants were 
asked to judge a variety of topping 
combinations on the Wendy 's ham­
burger. 

The first category tested was the 
bun. Wendy 's Research and Develop­
ment Department screened internal 
taste panels who sampled 100 different 
varieties of buns. The off-site partici­
pants tried three major types of buns 
which were selected from the original 
100. The three included a sesame seed 
bun and hard and soft versions of the 
kaiser bun. Participants also evaluated 
40 special sauces , three types of let­
tuce , two sizes of tomato slices and 
500 names , including "The Hunk," 
" The Chief," " The X.L. ," " The Hot 
' n' Juicy " and " The Max ." 

The end product is a quarter-pound 
square beef patty, topped with iceberg 
lettuce , two tomato slices , raw onion 
rings , dill pickles , extra dabs of 
ketchup and mayonnaise on a cor­
ndusted , spiral-top kaiser bun. The 
sandwich is served in an almond-col­
ored styrofoam box with a dome 
formed to resemble the bun 's top. 
" The Big Classic" costs slightly more 
than Wendy 's Single hamburger, 
which is still available on the menu . 

No matter which burger a consumer 

chooses , one thing is guaranteed: the 
order of condiments on the sandwich . 
For big-time burger eaters , they want 
it that way. 

"The research revealed that the or­
der of condiments makes a tremendous 
difference to the consumer," says Paul 
Raab , manager of corporate communi­
cations at Wendy's International. " The 
order in which the condiments hit your 
taste buds will taste differently to you 
depending on how those condiments 
are arranged." 

Raab said a second taste profile -
mayonnaise , pickle , lettuce, tomato , 
onion and ketchup - was tested and 
also well-liked. The reason for stick­
ing with the current combination , one 
which has been used since Wendy 's 
was founded in 1969, was purely oper­
ational . 

" For 17 years we have been teach­
ing our employees the color code of 
white , red , green , white, red , green 
(mayonnaise , ketchup , pickle , onion , 
tomato , lettuce). If that combination is 
still well-liked by consumers today, it 
just doesn't make sense to change." 

Editor 's note: A recent Minneapolis 
Star and Tribune article stated that 
Wendy 's International own about 
1,200 Wendy 's restaurants in the U.S. 
and approximately 2 ,300 U.S. fran­
chises. MRR 
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Business-to-business 

By Beth E. Hoffman 
managing editor 

I f y~ur business purchases mailing 
eqUipment, postage meters or cop­
ier machines from Pitney Bowes, 

one of the world 's largest suppliers, 
don't be surprised if you get a tele­
phone call from one of the company's 
officers. No, he hasn't dialed a wrong 
number; he's just interested in finding 
out how customers perceive the com­
pany and its products and services. 

" We want to get everyone in the 
company involved in satisfying our 
customers , even those in the ' ivory 

Pitney Bowc 
its business-to-

tower,''' says Gerry Lenk, vice presi­
dent of quality at the Pitney Bowes 
headquarters in Stamford, Conn. That 
means that once a month , one officer 
in each division of the company's 
headquarters calls two customers who 
have been selected randomly from the 
over one million customers in the U.S . 
To Pitney Bowes , it 's the customer 
who's the " boss." 

" We want to fulfill the requirements 
our customers have of us ," says Lenk. 
" So we ask them what our strengths 
and weaknesses are, where we can im­
prove and how we are improving." 

Telephone calls are not the only way 
Pitney Bowes measures customer sat­
isfaction. The primary way is through 

a direct-mail questionnaire. The pur­
pose of the questionnaire is to ask cus­
tomers their experience with the com­
pany 's sales personnel , product 
delivery, product features , product re­
liability, service experience, fairness 
of its prices, the billing system and 
Pitney Bowes overall. 
Thousands surveyed 

Every six months, 6,000 customers, 
half of them copy machine users , half 
of them mailing machine users , are 
sent the questionnaire . These cus­
tomers are selected off the renewal 
billing file and are selected randomly 
from the total customer base. A cover 
letter explaining the survey and signed 
by Lenk accompanies it. Lenk says the 

The microprocessor controlled zero-to five-pound 
scale, left, interfaces with Pitney Bowes mailing 

systems, providing small-volume mailers with a fast, 
economical way to prepare mail. A full line of the 
company's electronic scales are available to meet 

mailer's needs. 

Pitney Bowes, with total revenue of 
over $1,800,000 in 1985, manufac­
tures, markets and services prod­
ucts in the business equipment and 
retail systems and fields. The com­
pany's products include mailing and 
shipping equipment, copiers , dictat­
ing systems, facsimile products , 
price marking and merchandise 
identification systems and sup­
plies, business and computer sup­
plies and financial services. It has 
manufacturing facilities in the U.S., 
U.K., Germany, Canada, Brazil, Mex­
ico, Australia, Belgium, Switzerland 
and Singapore. At the end of 1985, the 
company had 28,995 employees of 
which 23,189 were in the U.S. 
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personalizes 
usiness research 

letter personal izes the approach and 
lets people know there's really a per­
son, rather than an anonymous depart­
ment, behind the project. 

Lenk goes one step further in per­
sonalizing the process. On the last 
page of the questionnaire , customers 
are invited to write additional comments 
about their perceptions of the company's 
products and services. Of the 20% who 
return the questionnaire, Lenk says 60% 
of them will write additional comments. 
Lenk reads all of these comments and 
will call customers if they ' re having any 
type of problem with the product or ser­
vice they've received. 

" Sometimes customers will write if 
they're irritated about something , for 
example, if they haven't received a 
manual with their copy machine," says 
Lenk. " I'll make sure to call them and 
to send out a manual." 

Distributing results 
After the results have been tabulated 

and levels of satisfaction have been 
measured in each of the eight areas 
covered in the questionnaire , Lenk 
gives an oral presentation of the find­
ings. The president of Pitney Bowes 
and vice presidents within each divi­
sion of the company receive the 
results. From there , 18 regional vice 
presidents are informed of the compa­
ny's product and service performance 
measurements within their particular 
location. 

Lenk says the results are used to 
" drive improvement throughout the 
company." One area which has dra­
matically improved has been Pitney 
Bowes ' service response time. When 
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the first survey was mailed in Decem­
ber, 1985 , customers stated that they 
were less than satisfied with the length 
of time it took a machine repair person 
to respond to service request. This 
prompted Pitney Bowes to implement 
ACCESS , a computerized dispatch 
system. Its purpose is to serve as an 
information base so that the company 
can better meet customer needs. 
Through ACCESS , customers 
throughout all 99 branch office areas 
can get immediate assistance with 
scheduling timely equipment service. 
Since Jan. 1, 1986, when ACCESS be­
came available , the company has cut 
in half the time it takes a customer to 
get service after they have called. In 
addition to improving service respon­
siveness, ACCESS has also helped 
Pitney Bowes provide the appropriate 
spare machine parts to its service orga­
nization. 

Another area being improved is the 
company's billing system. As a result 
of better understanding customer per­
ceptions, major investments are being 
made in computers, software and 
training to assure the billing system 
meets customer needs. 

These improvements are big steps 
toward the company's ultimate goal: 
providing the highest level of cus­
tomer satisfaction in the industry. 
They are steps realized through the 
help of a direct-mail survey. 

" The survey has not only helped us 
communicate better with our clients 
but given us a clearer understanding of 
them ," says Lenk. " It's those key ele­
ments which make our company a 
worldwide competitive business." MRR 

"The survey has not only 
helped us communicate 
better with our clients but 
given us a clearer 
understanding of them. 
It's those key elements 
which make our company 
a worldwide competitive 
business." Gerry Lenk 
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Business-to-business 

Accountelllps 
relies on surveys 
to keep tabs on 

personnel 

Wide-ranging surveys by Ac­
countemps helps sharpen 
that company 's temporary 

personnel performances. Those sur­
veys also provide valuable information 
for Accountemps in their efforts to 
continually provide quality service and 
highly productive temporary employ­
ees. 

Since the surveys were implemented 
eight years ago , top management of in­
dustrial companies have been inter­
viewed on a wide variety of employee 
issues , says Robert Half, chairman of 
Robert Half Inc., the parent company 

Accountemps has 
interviewed top 
management of industrial 
companies on a wide­
range of employee issues 
such as smoking in the 
workplace, employee use 
of time, Friday and 
Monday absenteeism, 
how to check references 
and hiring and firing 
practices. 

of Accountemps in New York. These 
include: smoking in the workplace , 
employee use of time , how long it 
takes employees to get started working 
in the morning , Friday and Monday 
absenteeism , how to check references 
and hiring and firing practices. 
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accoun[em~ 
Accountemps , with offices in the 
U.S. and Canada, is the world's larg­
est temporary help service, provid­
ing thousands of business firms 
with skilled accounting, bookkeep­
ing and data processing help for 
temporary assignments. Its clients 
are CPA firms, corporations, non­
profit organizations and govern­
ment agencies. Accountemps is 
part of the New York-based Robert 
Half Organization which specializes 
in financial personnel. 

Short , "helpful hints" booklets are 
developed based on the information 
collected and sent by direct mail na­
tionally to Accountemps offices and to 
companies which use their services. 
This information i also used in print 
ads . 

Telephone interviews 
The data is gathered through tele­

phone interviews with vice presidents 
and personnel management of Fortune 
1,000 companies that have been ran­
domly selected . Many of the surveys 
have been conducted by an out ide 
marketing research supplier and the 
rest done internally by Robert Half, 
Inc. 

Productivity survey 
One survey Accountemp recently 

sponsored involved employee produc­
tivity. Vice presidents and personnel 

director of 100 of America's 1,000 
largest corporations were asked to rate 
the productivity of different groups of 
workers. These top executives rated 
themselves more productive compared 
to office workers, factory workers and 
professionals. The ratings were on a 
scale of 1 to 10 and spanned an index 
of "not productive at all " to "ex­
tremely productive." 

The respondents considered office 
workers and factory workers as the 
least productive group , assigning them 
a 6.4 rating. Professionals, such as 
lawyers and accountants , came in sec­
ond with a 7.8 rating . They considered 

Short "helpful hints" 
booklets are developed 
based on information 
collected and sent by 
direct mail to 
Accountemps offices and 
to companies which use 
their services. 

top executives - themselves -as most 
productive with a rating of 8.3. 

Forty percent of the respondents 
said top executives were "extremely 
productive" while 20 % believed pro­
fessionals were in that category. Just 
3 % considered office workers to be in 
that category and 4 % said factory 
workers were extremely productive. MRR 

Quirk 's Marketing Research Review 



The Premier 
Developer 
of Software 
for Market 
Research 
Applications 
For 20 years, Computers for 
Marketing Corporation (CFMC) 
has been building a reputation 
for technological leaadership in 
the marketing research industry. 
Employing the most advanced 
programming techniques, and 
placing special emphasis on on­
going support and product 
enhancement, CFMC has 
developed truly superior 
programs for computer-assisted 
interviewing, crosstabulation, 
and other research functions, 
including: 

SURVENT, the first computer­
assisted telephone interviewing 
system ever developed for mini­
computers, is now the most widely 
used program of its kind. SURVENT 
is extremely sophisticated and 
powerful in its capabilities, enabling 
users to develop and effectively 
administer all aspects of even the 
most complex telephone projects. 

SURVENf's phone management 
system is frequently cited as the 
standard of excellence in the research 
industry. It includes complete 
capabilities for managing the 
operations of your phone room, 
including call scheduling, interfacing 
with least-cost-routing switches, and 
autodialing. SUR VENf also 
provides full Supervisory 
capabilities with interviewer 
monitoring and the production of an 
array of management reports to help 
analyze and improve interviewer 
performance and the overall 
productivity of your facility. 

PC-SUR VENT is a version of the 
popular SUR VENT program, designed 
to work on PC's. A modular system, 
PC-SURVENT can grow with the 
requirements of the user, and is a 
good solution for both mall 
interviewing and smaller phone 
facilities. 

MENTOR, a full-featured 
crosstabulation system designed for 
use by tab "experts", was originally 
developed in 1967 and has been 
enhanced and upgraded throughout 
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the years, making it one of the most 
comprehensive and flexible systems 
for research tabulation available 
today. It is so powerful, in fact, 
that it is the program selected by a 
number of leading service bureaus. 
MENTOR includes sophisticated 
database management capabilities 
which are particularly useful for 
researchers conducting large or on­
going projects such as syndicated 
research or tracking studies. 

SURVEYOR automatically 
generates labelled marginals or 
question-by-banner crosstab runs for 
studies which use SURVENf or PC­
SUR VENT for data collection. 

MICROPUNCHINANOPUNCH 
are data entry systems which closely 
emulate an IBM -type keypunch 
machine. MICROPUNCH runs on 
the HP3000 minicomputer; NANO­
PUNCH runs on IDM PC's and 
compatibles. 

STATPAK is a set a programs for 
perfonning a variety of multivariate 
statistical tests. ST A TP AK is unique 
in that it accepts multipunch data 
without the need for costly, time­
consuming reformatting. 

For further information about 
CFMC's products or services, please 
contact: 

Computers 
for 
Marketing 
Corporation 
Worldwide Headqllllrlers: 
547 Howard Street 
San Francisco, California 94104 
Tel: (415) m-0470 
Telex: 5106003978 CFMCORP 

u.s. Regional Marketing & 
Service Bureau Locations: 
Eastern Region: 
122 East 25th Street 
New York, New York 10010 
Tel: (212) 598-6946 

Midwestern Reelon: 
Ket1cring Tower, Sui1c 1910 
Dayton. Ohio 45342 
Tel: (513) 228-2652 

Mountain Region & Service Bureau: 
1800 Grant Street, Suilc 370 
Denver, Colorado 80203 
Tel: (303) 860-1811 

Western Region & Service Bureau: 
547 Howard Street 
San Francisco, California 94105 
Tel: (415) m-0470 
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Business-to-business 

Research method 
tests boundaries of 
conventional wisdom 

Editor's /l ote: This article is an actual case 
hi story involving Delphi forecasting. 
Names of the companies involved are be­
ing withheld. 

D elphi forecasting is a market 
research technique which uses 
a small group of experts se­

lected from a particular industry t<;' re­
spond to a scenario of that industry. 
The scenario involves forecasting the 
future of that industry. 

The technique is conducted in 
rounds, meaning, separate sets of 
questions are asked at designated time 
frames during the research process . 
As many as six rounds may be con­
ducted. After each round, the informa­
tion is consolidated and edited. The 
editing process enables the upplier to 
eliminate bias from the answers. 

Unlike focus groups, the respon­
dents answer the questions indepen­
dently and do not know who else is in­
volved in the study. The only means of 
interaction is when they are given the 
feedback from the other respondents 
after each set of questions. This feed­
back is used to develop the next set of 
questions. The objective is to narrow 
the responses of the respondents at 
each phase of questioning so at the fi­
nal phase the respondents have 
reached a consensus on the subject. 

The value of the Delphi technique is 
that it uses experts , people who would 
normally be rejected from research. 
Additionally, separating the respon-
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dents cuts down on the bias and influ­
ence that may affect their answers 
when other respondents are present. 
With other respondents listening , an­
swers are more likely to reflect the 
conventional wisdom heard in that 
particular industry. This " wisdom ," 
however, may not reflect what is nec-

One study finding 
revealed that 
demographics, which 
most industry sources 
correlate with beverage 
consumption, are not the 
most important factors 
affecting beverage 
consumption. Rather, 
psychological, social and 
behavioral factors 
contribute to the 
popularity of a beverage. 

essarily true of that industry. 
The Delphi technique may test the 

boundaries of conventional wisdom 
but it does have its risks. Besides be­
ing costly and time consuming, there 
is no assurance that the desired results 
will be obtained. Despite these draw­
backs , the Delphi technique is a 

unique approach to research and no 
other technique is able to get the same 
results. 

Beverage study 
One Delphi study conducted two 

years ago with very favorable results 
investigated the beverage industry. A 
Minneapolis commercial research firm 
was responsible for the survey design 
and field work. The client was a man­
ufacturer of an ingredient which is 
used in beverages and the panel of 12 
experts were involved in the alcohol 
and non-alcohol segments of the in­
dustry. These industries included dis­
tilled spirits, wine, beer, juices, pow­
dered beverages , coffee, tea , milk , 
pop and water. It took about one 
month to select the respondents who 
were chosen from across the country. 
Secondary data, personal interviews and 
other people's recommendations were 
the basis on which the 12 were chosen. 
All of the respondents were paid to par­
ticipate in the study and were given the 
findings of the study when the project 
was completed. 

Research methodology 
A mail questionnaire in a three­

round format was used. The first sce­
nario included historical data on the 
beverage industry and 15 questions. 
The second round had eight pages of 
synopsis from the findings of the first 
round and five questions narrowing 
things down further. The last round in­
volved eight pointed questions . It took 
almost three weeks between each 
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round to get the responses back and to 
edit them. Many follow-up phone calls 
were made to further clarify and ex­
pand on the submitted responses. 

Research results 
Overall , the feedback from the 

three-round questionnaire was exten­
sive and surfaced predictions about the 
beverage industry which are being re­
alized today. One study finding re­
vealed that demographic , which most 
industry sources correlate with bever­
age consumption, are not the most im­
portant factors affecting beverage con­
sumption. Rather, psychological , 
social and behavioral factors contrib­
ute to the popularity of a beverage. 
For example, the media and con­
sumers have emphasized that the 
" Yuppies" (Young Urban Profession­
als) are drinking bottled water bever­
ages and their influence will make this 
beverage the drink of the future. The 
research revealed , however, that bot­
tled water consumption increased not 
because of the " Yuppie" influence but 
because people have become con­
cerned with the quality of their water 
in their homes. The large increases in 
bottled water consumption are in still 
water consumed at home, not in car­
bonated water. 

The rise in the consumption of im­
ported beer is another example. The 
media entices consumers to buy it by 
associating it as the drink of the "Yup­
pie" generation. However, research 
showed that the popularity of these im­
ports is not because they ' re associated 
with a socially attractive group of peo­
ple but because of the beer's distinct 
and fresh taste in comparison to Amer­
ican brands. This is reflected in sev­
eral different market segments. 

One other area in question was the 
reason for the steadily decreasing con­
sumption of alcoholic beverages. 
Many people have said this is happen­
ing because of many anti-alcohol cam­
paigns such as "MADD" (Mothers 
Against Drunk Drivers) , and 
" SADD" (Students Against Drunk 
Drivers). The findings showed that 
population age characteristics were the 
cause of lower consumption levels. 

Having experts as the respondents 
for the project generated valuable in­
formation that couldn't have been 
achieved using other resources. The 
Delphi technique provided results 
which helped the client in its business 
strategy and development which had 
not been possible with more conven­
tional research techniques. MRR 
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TRADE NEWS 
Unmarried couples 
living together 
slowly decreasing 

The rate at which married couples are 
living together is slower in this decade 
than during the 1970s, the Census Bu­
reau says. 

Despite the continually growing 

trend in the last decade of unmarried 
couples living together, that number is 
increasing at a slower pace than in the 
1970s, the Census Bureau says. About 
2,220,000 as of March, 1986, shared 
living quarters with an unrelated adult 
of the opposite sex. That 's four times 
the 523,000 did in 1970. Since 1980, 
however, the rate of increase in un­
married couple households has aver-

iN SAN diEGO 

TAylOR RE§EARCit ••• 
... has been the leading field service since 1956. What 

began as a small interviewing service in the door -to-door era 
has become a centrally managed organization covering the 
depth and breadth of America's 7th largest city. We rely on 
rigorous operating standards, intensive supervision, and per­
sonal attention from senior staff members to ensure our clients 
of the highest quality field work. At TAYLOR RESEARCH, 
we make it our business to complete your project on time and 
under budget. 

GROSSMONT CENTER, a regional 
mall noted for its "heartland" shopper pro­
file, is host to nearly 150 merchants and four 
major anchor stores. 

TAYLOR RESEARCH occupies prime 
space at the mall. Facilities include two 
large focus group rooms, each with its own 
comfortable and completely stocked view­
ing area. There is a well equipped profes­
sional test kitchen for taste tests. An addi­
tional 800 square feet of interviewing 
stations allows us to maintain tight security 
for our clients. 

c:=::J TAyLOR 
a..........sRESEARCit iiiiii.SAN diEGO __ 

~202 T~iRd AVE. 

San Diego's Banker's Hill district is home 
of TAYLOR RESEARCH's oldest facility. 
In the Victorian era structure are a modern , 
fully equipped test kitchen , a spacious focus 
group room with a private, comfortable 
viewing area, and twenty-five telephones in 
a closely supervised bank. 

TAYLOR RESEARCH has talked to over 
900,000 respondents about several thou­
sand products. The quality of our work has 
earned us the friendship of major corpora­
tions nationwide! 

Phone: 1-800-262-4426 
In California: 1-619-299-6368 

SAN diEGo. CA. 9210~ 
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aged 5.6% a year, down from 11.1 % 
annually in the 1970s. This figure rep­
resents only 4 % of all such couples. 
The slowdown is being attributed to 
the decrease in the number of young 
adults, the main source of such house­
holds. 

The report did not probe unmarried 
couples about their relationship.' Such 
households "may be made up of boy­
friends and girlfriends" and "others 
involve situations such as owner-ten­
ant relationships or paid employees of 
the households." 

Other findings of the preliminary re­
port include: 

- The median first-marriage age for 
women has remained higher in the 
1980s than previously recorded. In a 
final version of a 1985 Census Bureau 
poll released last December, 23.3 was 
reported as the median age of women 
and 25.5 for men. 

- Average family size was down to a 
new low of 3.21 persons, compared to 
3.29 in 1980. A record low of 2.67 
was also reported for average house­
hold size. 

Many hospitalizations 
deemed unnecessary 

Forty percent of hospitalizations are 
probably unnecessary, a study pub­
lished in the November, 1986 issue of 
the New England Journal of Medicine 
indicates. 

The study, conducted by Rand 
Corp., a Santa Monica, Calif.-based 
research concern, examined the medi­
cal records of 1,132 adults hospital­
ized in six cities between 1974 and 
1982. It determined that 23% of the 
patients could have been treated in a 
doctor's office or clinical laboratory, 
or at an outpatient x-ray facility. An­
other 17 % were treated for surgical 
procedures that could have been pro­
vided at outpatient surgery centers. 

Hospitals have been criticized for 
providing expensive medical care that 
is deemed unnecessary. Government 
insurance plans and company spon­
sored insurance programs have con­
siderably reduced the use of hospital 
care in the past several years by using 
programs that examine the appropri-

ateness of hospital admissions. The 
Rand study plans further expansion of 
these review programs. 

Insurance plans that require patients 
to pay for part of their care didn't limit 
the number of hospitalizations, the 
study also reveals. In plans that re­
quire such cost-sharing, 22 % of ad­
missions were judged unnecessary 
while plans that provided total insur­
ance coverage, 24 % of admissions 
were viewed inappropriate. 

With many insurance plans now re­
quiring such cost-sharing, a reduction 
in the use of expensive medical care is 
anticipated. 

Owner's problems 
The most important problems small­

business owners face, according to a 
Dun & Bradstreet survey are: cash­
flow squeeze, 25 %; liability insur­
ance, 17 %; finding qualified, moti­
vated employees, 14 % and controlling 
costs, 11 %. 

The Fieldwork Solution. 
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QualifY- Data Collection. 
Rap-id Turnaround. 
Comp-etitive Pricing. 

D 50 Phone Stations. 
D Nat./Local (S. Cal) Coverage. 
D Bilingual/Spanish. 

D Nat./Local Probability Sample. 
D Coding and Tab. 

D Validation Services. 
D On Site and Remote Monitoring. 

D Computer Assisted Calling. 
D Experienced Interviewers. 
D Flexible Scheduling. 

D Senior Staff Supervision. 
D Responsive Service. 
ISA is built to meet your needs 
and budget. Call Michael 
Halberstam or Lynne Denne. 

I~TER\ ' IE\\' I:\G SERVICE OF A~1ERICA . I:\ c.. 1()005 

(818)989J044 , ~~1' 
HER~1Aj\ \\'A\: VA:': :\L'YS. CA 9W)() ~ 
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Study shows 
elderly, well-educated 
getting richer 

Education and age, rather than race 
or household make-up , are attributed 
to the growing gap in the distribution 
of the nation' s wealth, states a new re­
port. 

Furthermore, the report acknowl­
edges an increase in income inequality 
but states it has been greatly inflated 
by the media. 

"There has been a remarkable rush 
to judgment, to the conclusion that the 
Reagan administration is responsible 
for increasing inequality," says the re­
port presented recently at a seminar 
sponsored by the American Enterprise 
Institute CAEI) , a conservative-ori­
ented policy group. 

The findings were based on Federal 
Reserve Board surveys between 1977 
and 1983. Authors are John Weicher 
of AEI and Susan Wachter of the U ni­
versity of Pennsylvania. The surveys 
conclude that "inequality increased 
because of changes in the relationships 
between education and wealth and be­
tween age and wealth. The elderly and 
the well-educated have gained; the 
middle-aged and the uneducated have 
lost." 

Among their findings , in 1977 con­
stant dollars: 

- Those with a college degree had a 
mean net worth of $71 ,190 in 1977 
and $82 ,770 in 1983 . People with only 
a high school education had a net 
worth of $37,401 in 1977, up to only 
$37 ,680 six years later. 

- Based on age , " the dividing line 
comes at age 55 ," it says. Those aged 
55-64 had a net worth of $61 ,598 in 
1977 and $82,115 in 1983 and people 
aged 65-74 saw their mean net worth 
grow from $53 ,514 to $84 ,499 six 
years later. Younger than 55, the mean 
dropped off in every category: from 
$6,842 in 1977 to $4,531 in 1983 for 
17-24 year olds; $18 ,804 to $16,651 
for 25-34 year olds ; $44 ,359 to 
$40 ,710 for 35-44 year olds, and 
$59 ,725 to $56 ,320 for 45-54 year 
olds. 

- By race , the AEI report reveals net 
worth of white households increasing 
from $44,817 in 1977 to $52 ,820 in 
1983. Blacks improved slightly, from 
$12 ,064 to $16,766 . Hispanics overall 
saw a tiny drop in their net worth, 
from $15 ,642 to $15 ,318. 

February 1987 

·Business Research Associates is the nation's 
foremost full-service marketing research 
organization specializing exclusively in 
busi ness-to-business research. 

Serving general business, industry and the 
professions, BRA designs and executes 
quantitative and qualitative studies covering a 
wide range of products and issues, including 

o Computer hardware, software and features 
evaluation 

o Telecommunications and paging -equip­
ment 

o Technical and professional services 

o Adversarial proceedings (government 
commission hea(ings, law suits, etc.). 

BRA operate$ both domestically and interna-· 
tionally, and can custom design any kind of 
study, large or small, to provjde precisely the 
marketing, informatioYl you need. / 

v~~ 
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If you think 
RESEARCH IS 
IMPORTANT ... 

Let's Have a 
Heart to Heart 
Talk 

You probably have experienced 
nagging suspicions concerning the 
accuracy, projectability, and useful­
ness of a significant portion of the 
research you have seen. Frankly, so 
have we. 

It is the Datafax Company's firm 
belief that properly designed and ex­
ecuted research can be of vital im­
portance to an organization 's mar­
keting and management efforts. We 
recognize that the real world often 
forces researchers to compromise 
with theory, but it seems to us that a 
great deal of what passes for re­
search has been compromised to 
the point of absurdity. 

Good research requires thoughtful 
planning , careful implementation, 
knowledgeable analysis and inter­
pretation of research results. We 
believe that we can provide you with 
these attributes. We know that we 
can deliver research that is accu­
rate, projectable, and useful to you . 

The Datafax Company provides 
national , regional and local custom 
tailored research expertly designed 
and executed to meet your specific 
needs. Recent projects include: ad­
vertising awareness studies for the 
National Dairy Board, orange juice 
volumetric projects for The Florida 
Citrus Commission, physician and 
patient studies for major health or­
ganizations, image studies for ma­
jor national and international attrac­
tions , advertising awareness 
studies for restaurant groups and 
share of the market- competitor eval­
uation studies for providers of na­
tionwide computer services in the 
insurance industry. 

Even if you do not have immediate 
plans for research projects , we 
would like to have the opportunity to 
introduce ourselves to you and ac­
quaint you with our firm. 
• Just call Dr. Gordon McAleer, 

Sheila Raw, Felicia Lassk (full ser­
vice) , Carole Redstone (field ser­
vice); 

• Toll free outside Florida (800) 233-
3578; 

• In Florida call (305) 660-8878. Lo­
cated in central Florida-the vaca­
tion capital of the world. 

THE 

DATAFAX 
COMPANY. INC. 

2600 MAITLAND CENTER PARKWAY 
SUITE 170 
MAITLAND. FLORIDA 32751 
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-PRODUCT AND SERVICE­
UPDATE 

Map software 
Visual display of crosstabs is now 
possible on the personal computer 
using PASS Correspondence Analy­
sis published by Research Services. 
Th is easy-to-use software trans­
forms a crosstab table into a map 
so that a reader can grasp the sig­
nificance of the table at a glance. 
Among many uses, it can construct 
product positioning maps from rat­
ings data. This package also in­
cludes a comprehensive documen­
tation which explains how to 
interpret the maps. Contact Peter 
Obermeyer at (603) 643-8299. 

Health foods study 
Packaged Facts announces "The 
Health & Natural Foods Market," a 
new study on the health and natural 
foods market. The study covers the 
overall market, the marketers, distri­
bution and retail and consumer us­
age. It also discusses new products 
trends and the competitive situation 
and includes retail data and exam­
ples of both print and TV advertis­
ing. Contact Edward Weiss, Pack­
aged Facts Inc., 274 Madison Ave. , 
New York NY 10016. (212) 532-5533. 

Data entry program 
DigiData announces DigiData Entry 
System, a computer software pro­
gram designed to speed up and sim­
pi ify the process of transferri ng i n­
formation from questionnaires to a 
computer-readable disk file for anal­
ysis. The program uses a digitizing 
tablet, a computer device normally 
used in electronic computer-aided 
design (CAD) and by computer art­
ists. Multiple page forms can be 
handled by the system and forms as 
large as 11 by 17 in. can be placed 
on the digitizer. Information can be 
entered in any order on a page and 
blank answers can be skipped. The 
program writes a standard ASCII 
file which can be used by many pop­
ular statistical programs for analy­
sis. Each line in the data file repre­
sents the information from one 
questionnaire. A listing can be pre­
pared which shows what informa­
tion each column in the data file 
represents. Contact John Chidester, 
DigiData, 9637 East Gold Ave., Suite 
401, Scottsdale AZ 85258. (602) 391-
0552. 

Dessert report 
MRCA Information Services an­
nounces a new Special Topic Report 
called "Sweet Goods and Dessert." 
On a per capita basis, the total num­
ber of at-home meals which include 
any " dessert " has dropped by 13% 
since 1978 and dessert consump­
tion of baked sweets has fallen by 
19%. In spite of this lessening ten­
dency to serve dessert at home , 
Americans ' consumption of des­
serts in restaurants has increased 
18%. Contact David Fencl, MRCA at 
(312) 480-9600 or Patrice Kozlowski , 
Stuart Pearlman and Co., 4 Land­
mark Sq., Stamford CT 06901. (212) 
370-4940. 

Trade-off analysis firm 
Harris K. Goldstein announces the 
opening of Trade-Off Research Ser­
vices, Inc. Trade-off analysis, or con­
joint measurement, is claimed to be 
an increasingly popular form of in­
vestigative market research . It tells 
how the public will react to any new 
or revised product or service by em­
ploying computer interactive soft­
ware to determ i ne buyer preference. 
Through simulation and modeling, 
Goldstein can forecast what people 
are willing to give up, or trade-off , to 
get a product or service. Contact 
Harris K. Goldstein , Trade-Off Re­
search Services, Inc., 11365 Ventura 
Blvd. , Suite 123, Studio City CA 
91604. (818)508-6345. 

Inpatient publication 
The Commission on Professional & 
Hospital Activities (CPHA) has pub­
lished the "National Inpatient Pro­
file," a publication for hospital mar­
ket analysis and product planning. 
The publication can be used to fore­
cast market demand, chart histori­
cal trends, establish bases for vali­
dating other sources and 
comparing estimates , strengthen 
product planning with demographic 
and clinical profiles, and to supple­
ment existing sales data. CPHA re­
search consultants will also be 
available to interpret study informa­
tion and to offer advice on how to 
use CPHA data bases to supple­
ment the information obtained 
through the " National Inpatient Pro; 
file." Contact CPHA Publication Ser­
vices, 1968 Green Rd. , P.O. Box 
1809, Ann Arbor MI 48106. (1-800) 
521-6210, ext. 3444. 
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Need Business­
To-Business 
Marketing Research? 
Determining the competitive position of your brand, product, 
division or company? Pin-pointing the buying influences for 
your product? Describing the right target audience? Mea­
suring the size of your market? Developing a new product? 
Evaluating the effectiveness of your advertising? 

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

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

~'~~ .tnri 
Put McGraw-Hili Research to work 
for you . 

If Irs a marketing research problem. 
we probably pioneered the solution . 

Need Telephone 
Interviewing? 
Want to survey a particular segment or cross section of 
a special audience or market? Need mformatlonfrom 
electronic engineers . housewives . doctors . architects. 
computer owners . etc .? Do you want to follow-up on 
Inquiries . update a list . track the attitudes of customers 
and prospects? 

Call McGraw-Hili 
Research 
The Telephone Interviewing Center 
at McGraw-Hili Research can han­
dle all your data gathering needs 
quickly and efficienlly. Whether it's 
lust an exploratory pretest or 
thousands of interviews. our 
trained . professional interviewers 
will deliver quality information at a 
reasonable price . 

Put McGraw-Hili Research 
to work for you . 

For a quote or proposal . ca ll Sheryl R. 
Fox. Director-Telephone Interview­
ing Center at (609) 426-5946. Or 
write her at the Telephone Interview­
ing Center. McGraw-Hili Research . 
Princeton-Hightstown Road. 
Hightstown. New Jersey 08520. 
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If Irs a markellng researCh problem. 
we probably pioneered Ihe solution 

Need Research That Utilizes 
Computer-Assisted 
Telephone Data Gathering? 
Want to gather information rapidly using state-of-the-art 
computer-assisted telephone interviewing? Need fast 
access to tabulated results? Require integrated graphics 
with sophisticated analysis? Are you seeking real-time 
information? 

Call R=~~cl-N=T at 
McGraw-Hili Research 
ResearchNet is the leading edge 
approach to research that integrates 
study design, computer-assisted 
telephone interviewing, on-line 
tabulation, and report analysis capa­
bilities as well as real-time data gath­
ering. ResearchNet links together 
McGraw-Hili Research project 
teams, interviewers' terminals, re­
spondent input, and you- to produce 
timely, accurate and meaningful 
study results . 

For a quote or proposal call 
Sheryl R. Fox (609) 426-5946 
(Information Data Gathering) or 
Joseph T. Coll ins (212) 512-3264 
(Full-Service Research) or 
write David P Forsyth at 
McGraw-Hili Research , 1221 
Avenue of the Americas, NY, 
NY 10020 
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If it's a marketing research problem, 
we probably pioneered the solution. 

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

Call McGraw-Hili 
Research 
Backed by 30 years of research 
e)(perience covering scores of 
markets and fields . McGraw· HIli 
Research professionals design 
custom proJects that can make a 
big difference in the success 01 
your corporate communications 
efforts . The Corporate Commu­
nications Research Center will 
meet your research needs 
promptly. at a reasonable price. 

Put McGraw-Hili Research to work 
for you . 

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

lilt 5 a CommunICations problem. we 
probably peoneered the soIuhon 
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APC Odyssey 

Integrating your marketing 
research software 

By Stanley Cohen 

Y our data is ready. After 
weeks of planning the re­
search strategy, fulfilling the 

sample quotas, collecting the ques­
tionnaires, editing and coding the 
items, and finally deciding on the ana­
lytical approaches that are to be taken, 
you are ready to "start" to work. 

You lapse into a momentary reverie 
and remember how it used to be. You 
had to coordinate the individual tasks 
of tabulation of data, statistical analy­
sis, graphic presentations, and report 
preparation among a variety of service 
facilities where skills and resources 
were concentrated among a limited 
number of specialists. The specter of 
a scratched-over project flow charts 
and time-tables arises, covered by a 
veil of deadline extensions, bridging 
gaps of unforeseen bottlenecks that 
have eaten up the conservatively 

planned slack, and have forced you 
into frenzied overtime that will ensure 
that the final report will be issued 
fresh and forthcoming on the sched­
uled due date. 

All that is changed now. Your PC 

Stanley Cohen, president of Pulse An­
alytics, Inc. since 1979, has worked 
in market research, statistics and com­
puters for 23 years. Cohen has also 
worked for IBM, IT&T and Benton 
and Bowles Advertising Agency. He 
received his masters in mathematics 
from Yeshiva University, New York, 
and studied operations research at 
New York University. Additionally, Co­
hen has published many articles on 
marketing research statistics and is an 
early pioneer of multi-variate analysis 
to marketing research problems. 
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computer, compatible and charged up 
with all the options and features that 
you need is at your service. You have 
all the memory (RAM that is) you can 
get, you have a generously endowed 
hard disk (more than 10 megabytes) , a 
dot matrix and/or laser printer; a 
graphics monitor; even a math-copro­
cessor; and finally a modem that 
breaks the isolation of your office out 
into the world of data communication. 
The specialists are a figment of the 
past. Careful investigation and plan­
ning has provided you with a portfolio 
of market research software that are 
highly recommended for their quality 
and facilitation of use, that are ade­
quately sophisticated , and that will 
cover all the bases required to get the 
job done. You now begin to work. 

PC growth 
The scenario being described is one 

that has grown throughout the entire 
business spectrum, and is fully repre­
sented in the microcosm of the market 
research industry. The " you" in the 
scenario are the people , departments , 
and even whole companies that have 
been assimilated into the mainstream 
of PC growth . Software programs and 
packages , developed by independent 
and separate producers , have been 
and continue to be designed to com­
municate with each other. Above all 
the software is directly usable by the 
market research professional and the 
task network can be traversed without 
the assistance of a computer science 
specialist. 

Your data is on a disk file on your 
PC. You had the option of using one 
of the programs designed for expedi­
ent direct data entry into the PC. 
SPSS-Data Entry, Lotus 1-2-3 , or Re­
flex would have been adequate for 
this size project in which the number 
of items and respondents were not 
overwhelming. 
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Although you are confident in the 
quality of the data entry process , you 
want to check it anyhow, and make 
any minor corrections and adjust­
ments that may be necessary. Most of 
the data entry programs provide a 
fast-moving, easy-to-use program 
data editor. In addition the Norton Edi­
tor will do a fine job. In any case, the 
data will be displayed on the screen 
and you will breeze through making 
the necessary adjustments. On-line 
editing via cursor control as well as a 
number of editing function key com­
binations are standard fare in the edit­
ing function. The data , the key to all 
the research, is now ready. 

Steps in analysis 
The analysis of the data follows. 

You want the results of the analytical 
procedures to be saved on disk files. 
In general, now you are going to inte­
grate the analytical results into the 
main body of your report and you will 
need access to the output files. Some 
of these results will be printed in their 
entirety, but for many of them you 
will be cutting, pasting , and editing to 
accommodate the format and flow of 
your report. All of the analytical pro­
grams in your portfolio have the op­
tion to save the output on disk files (in 
the required ASCII format). 

Tabulation 
The next step is that of tabulation 

and cross-tabulation. The programs 
SPSS-Tables and Survey tab will give 
you the facility of producing custom­
made tables with full annotation for ti­
tles, banners and stubs. They will also 
provide for flexible column, row , and 
table percentaging. The features of 
weighting and filtering are also in­
cluded . 

You have selected the SPSS/PC as 
the mainstay of your statistical capa­
bility. It provides a very wide range of 
statistical processes , covering, basic 
statistics, crosstabs (with significance 
testing) , regression analysis, non­
parametrics, very broad spectrum of 
univariate and multivariate ANOVAs, 
and factor and discriminant function 
analyses. The virtues of this program 
over some of the others available in­
clude: flexible labeling and annotated 
outputs ; on-line editing of data , out­
put, and procedure files ; in-line data 
transformations ; and inter-procedure 
communication allowing for output of 
one process to flow smoothly as input 
into the next. The well-written man­
uals guide you through the proce-
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dures, and training seminars are 
widely available. 

You are looking for deeper insights 
into your data, and have the additional 
experience with more sophisticated 
concepts. On this project you are also 
considering doing perceptual map­
ping , perhaps an AID analysis, or a 
correspondence analysis for which 
you will be using the MDS-PC pack­
age of special purpose programs. 
PULSE/MPC will provide you with 

the ability to analyze multiple paired­
comparisons. The final touch to your 
analytical plan is the procedure 
needed to gain a perspective into the 
perceptually homogeneous segments 
of your market, for which you will use 
the Pulse/QSEG. 

Charts important 
Pie, bar, or line charts are pictures 

Data Use continued on p. 36 

STRATEGIC INFORMATION SERVICES, INC. 
... is your marketing "Information Edge"! 

Strategic Information Services, Inc. (SIS) is a strategic 
intelligence and marketing research firm which specializes in 
evaluating client growth and development opportunities. We 
become partners with our clients in evaluating ... 
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COMPETITORS ~ 
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SIS enjoys a national reputation for creativity, thoroughness, and diligence in 
gathering difficult-to-find information often not found by others. Clients tell us 
that the resulting "information edge" provided by SIS enables them to more 
profitably select and exploit marketing opportunities I 

SIS Already Has a "Head-start" on Your Research! 
Through our extensive in-house Information Center and our diversified network 
of industry experts and consultants, SIS continuously monitors hundreds of 
industries and external trends. Thus, on most projects we have gathered much of 
the information before we start. As a result, we focus more of a client's budget on 
new research that zeros in on your crucial information needs. We don't waste 
your money getting up the learning curve! 

SIS Methodology: No Bias Here! 
SIS Project Directors carefully listen and probe to determine your specific needs, 
and then use the right mix of secondary and primary research tools necessary to 
achieve your information needs. You never pay for information you don't want; 
you never pay for a study you don't need. Thus, you get a better return on your 
research dollar (ROI) with SIS! 

For the kind of high quality research and planning support you 
need in an outside firm, call SIS, at (614) 488-0717. You'll 
quickly learn why many of our clients call us ... 

"The CIA of the Marketing Research Community" 

STRATEGIC INFORMATION SERVICES, INC. 
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3 questionnaire techniq 
on 'health events' repo 

A u.s. Departmen t o f 
Commerce report, "Ap­
proaches to Developing 
Questionnaires," includes 
a section on the results of 
testing three question­
naire techniques to obtain 
information on "health 
events" in a given time pe­
riod. A summarized ex­
cerpt from this section ap­
pears below. 
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INTRODUCTION 
The National Center for Health Sta­

tistics has undertaken numerous stud­
ies to improve the reporting of health 
events in household surveys. The ex­
ample of a split sample test presented 
here was selected for three key rea­
sons: 

First, it illustrates the use of a small 
and unusually homogeneous sample, 
showing the strengths and weaknesses 
of such an approach. Second, it tested 
three questionnaires reflecting differ­
ent strategies of questionnaire design. 
Third, it illustrates the successful ap-

plication of hypotheses developed in 
another field-cognitive psychology- to 
survey research. 

The concrete problem facing the de­
signers of this test was the underre­
porting of their key dependent varia­
ble, "health events," in a given time 
period (e.g., the number of dental vis­
its in the last fourteen days). Espe­
cially likely to be underreported were 
health conditions of low impact to the 
respondent and those occurring con­
siderably prior to the interview. 

The test was developed using a cog­
nitive model of how people learn , 
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store, and retrieve information. Meth­
odologically, the aim was to determine 
whether reporting can be significantly 
increased by focusing on and aiding 
the recall tasks facing respondents. 

The model suggests that an event is 
reported only if the researcher can de­
sign a survey question/stimulus that 
can spark the memory during an inter­
view. For example , a single event­
number of dental visits may be re­
called by the respondent in terms of 
money, pain, or lost work time, and a 
direct question on dental visits may not 
get an accurate answer. 

THE QUESTIONNAIRE 
To test some hypotheses generated 

by the model, three questionnaires 
were developed for a split sample test: 
an extensive questionnaire, a diary 
with a follow-up procedure, and a con­
trol questionnaire. All relied on per­
sonal interviews , although the diary 
follow-up was partially self-adminis­
tered. 

In the extensive questionnaire there 
were many questions aimed at provid­
ing respondents "with multiple and 
overlapping frames of references and 
cues." The strategy rested on the as­
sumption that respondents could more 
easily recall health conditions through 
"some specific behavior implications" 
(e.g., activity restrictions, medicines, 
diet, visits to the doctor) than through 
a conceptual or general framework. 

For example, previous field work 
showed that questions about opera­
tions usually resulted in reports of ma­
jor surgery, but questions about 
stitches elicited reports of minor sur­
gery as well. Therefore, standard 
questions included additional probes, 
and general medical terms as well as 
more popular language were used. Fi­
nally, the pace of the interview was de­
signed to be more relaxed by allowing 
more time for recollection and report­
ing and by use of transitions between 
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sections. 
A "body review" of aches and pains 

and a series of questions on symptoms 
(e.g. , "Have you had any aches or 
pains in your joints?") opened the ex­
tensive interview. When respondents 
reported a symptom, interviewers 
asked "Do you have any idea what 
causes it?" in an attempt to help the 
respondents better define and isolate 
the underlying health condition. Next, 
questions about the respondents' med­
ical history specified various time di­
mensions (e.g., childhood, last week) 

as another approach to uncovering 
events stored in the memory. Behav­
ioral implications were referenced in 
the next questions. Two checklists of 
chronic conditions provided a direct 
items-recognition approach to con­
clude the interview. 

DIARY PROCEDURE 
Reviews of previous research on 

health diaries and informal tests of 
various procedures led to the second 
experimental approach. It utilized a di-

continued on p. 26 
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ary procedure , in which the respon­
dent kept a health record every day for 
a week in an eight-page booklet con­
taining seven simple questions on 
health events. A short personal inter­
view took place at the end of the diary 
week. The design operationalized two 
major ideas which were to facilitate 
the respondents' task of remembering 
and to consider this daily recording ac­
tivity as a sensitization device for 
health thinking and reporting. 

In the follow-up interview , each di­
ary question was carefully reviewed , 
answers were clarified when neces­
sary, and a short structured set of 
questions-the chronic condition lists 
and items on present effects of past ac­
cidents , injuries, dental sits, and hos­
pitalizations-were asked. 

The control questionnaire used a 
single direct question for obtaining in­
formation on each major health item. 
To sensitize the respondent, the inter­
view opened with a checklist of nine­
teen symptoms. Questions were then 
asked on recent health events, includ­
ing restriction of activity, and on 
present effects of past injuries or ill­
nesses. Then, the chronic conditions 
checklists, identical to those used in 
the two experimental questionnaires, 
were administered. The interview con­
cluded with questions about recent vis­
its to the doctor and hospitalizations or 
dental visits in the past year. 

In addition to the chronic conditions 
checklist, items on hospitalizations, 
dental visits, demographic characteris­
tics, and a general health rating were 
identically worded in all three ap­
proaches. Other questions were simi­
larly worded across the instruments. 
Then, at the conclusion of the health 
questions in every interview, inter­
viewers asked a standard series of 
questions about each reported condi­
tion. The resulting "condition table" 
was designed to separately record the 
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first report of any health problem men­
tioned by respondents. The purpose of 
these standardized questions was to al­
low comparative evaluation of the 
three experimental collection meth­
ods. 

SAMPLE DESIGN 
Previous research on health report­

ing had shown that "characteristics of 
the respondent are not nearly as con­
sistent, nor as strong as their influence 
on underreporting , as are the charac­
teristics of the event." For this reason, 
and because of the experimental nature 
of this test and the desire to minimize 
costs, a geographically concentrated 
and relatively homogeneous sample 
was selected. Specifically, all cases 
were in Detroit, and a modified area 
probability sample with clustering was 
used to locate " low-middle and middle 
socioeconomic groups, English-speak­
ing, native-born white females be­
tween 18 and 65 years of age." The 
three questionnaires were randomly 
assigned to households within each 
sample block. The design yielded 462 
occupied dwelling units, containing 
356 dwellings with eligible respon­
dents. Only one respondent per unit 
was interviewed, and 305 interviews 
were completed. 

EVALUATION 
Because underreporting of health 

events was a known problem, compar­
isons among the questionnaires fo­
cused on the amount of reported infor­
mation. The assumption was that the 
more health information reported the 
better; no outside records were used 
for validation. There were two types 
of dependent variables: (1) the number 
of health conditions reported and (2) 
the impact level (i.e., the amount of 
medical care, psychological concern, 

COST EFFECTIVE PRODUCT TESTS SINCE 1969 
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Mean Number of Conditions Reported Per Person By Condition and Collection Procedure 

Collection Procedure 

Reporting Extensive- Diary- Extensive 
Variable Extensive Control Diary Control Control Diary 

Mean number of conditions per person Difference between means 

Total 7.88 4.42 5.08 13.46 0.66 12 .80 

Chronic conditions on 
recognition lists. 3.54 3.25 3.29 .29 .04 .25 

Other chronic conditions 2 .75 .74 .58 12.01 - . 16 12.17 

Illnesses in last 14 days .58 .28 2.69 1.30 1.41 - .11 

Injuries in last 14 days .24 .05 2.39 1.19 1.25 -.06 

Other unclassified 
conditions .76 .10 .22 1.66 .12 1.54 

Ip ~ .01 
2These figures in diary technique refer only to the last seven day period, a restriction which enhances the observed 
differences between diary and other techniques. 

and other indexes of salience to the re­
spondent) of reported information. 

The overall response rate of 88 % 

was quite similar among the three 
questionnaires. Demographic charac­
teristics were also similar with the ex-

ception of education, which was high­
est in the diary group. However, 

cont inued on p. 31 
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Readers asked 
to help vvith 
syndicated 
research 
studies . 
Issue 

QUIRK'S MARKETING RESEARCH 
REVIEW will be publishing a listing of 
syndicated research services in the 1987 
August/September issue. In order to make the 
list as complete as possible, the editors of the 
publication are asking readers to assist by 
providing the names of the packages they are 
using or are aware of. The publisher will then 
contact the supplier for more details on the 
studies. 

The syndicated research services which will 
be eligible for free listings are those that use 
primary data sources in their data collection 
and which are done at regular time intervals. 
The listings will be according to product 
category. The company listing will include 
name, address, telephone number and contact 
name. 

The decision to initiate this service of having 
a central source of information on syndicated 
research studies came in response to reader 
requests. Researchers said that syndicated 
services were an important element in the 
information-gathering process. Presently they 
do not have an available source which will 
provide them access to the available sources. 

Readers can assist by sending the name( s) of 
the syndicated services, the market served, 
along with the name and address of the 
supplier to: 

Beth Hoffman, Managing Editor 
QUIRK'S MARKETING RESEARCH 
REVIEW 
Box 23536 
Minneapolis, MN 55423 
or contact Marlene Flohr at 612/861-8051. 
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correlations within the treatments be­
tween education and the key depen­
dent variables were not statistically 
significant. 

The evaluation first examined the 
mean number of health conditions re­
ported per person in each of the three 
questionnaires. As seen in the table , 
results supported the hypothesis that 
the multistimuli approach of the exten­
sive interview increased reporting: the 
7.9 reported conditions in the exten­
sive interview were significantly 
greater than the 5.1 reported in the di­
ary or the 4.4 in the control. 

The hypothesis that the diaries 
would also increase reporting received 
less clear support. The difference be­
tween reported health conditions in the 
diary and control questionnaires was 
statistically significant only at about 
the 10% level. 

FIVE TYPES 
To learn more about the source of 

these differences, conditions were 
classified into five types , and the table 
also shows the number of reports of 
each type, by questionnaire version. 
Again, the extensive questionnaire 
achieved higher reporting than the 
control among all types, although, as 
the authors pointed out, "whenever 
the control questionnaire uses an ex­
tensive recognition type of approach, 
such as the recognition lists of chronic 
conditions, a reduction of the gap be­
tween the two techniques can be ob­
served. An increase in the amount of 
information reported still exists in the 
extensive technique but is no longer 
statistically significant." 

Compared with the diary follow-up 
approach, the extensive questionnaire 
also achieved higher reporting except 
for acute conditions . This particular 
strength of the diary procedure was 
expected, but since the reporting of 
chronic conditions did not signifi­
cantly differ from reports in the con­
trol interview, doubts were raised 
about the general sensitization func­
tion of the diary. 

When reported conditions were di­
chotomized into those first noticed less 
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than three months ago and those first 
noticed three months ago or longer, 
reporting of both recent and older con­
ditions was significantly higher with 
the extensive questionnaire than with 
the control questionnaire. But com­
pared with the diary follow-up ques­
tionnaire , the extensive questionnaire 
got significantly higher reporting only 
for longer term conditions. The au­
thors believed these results are not 
surprising since older reported condi­
tions are more likely to be chronic and 
recent reported conditions more likely 
to be acute. 

LEVEL OF IMPACT 
The second key dependent variable 

was the level of impact on the respon­
dent of the reported health conditions. 
It was hypothesized that the extensive 
and diary follow-up questionnaires 
would improve reporting of low im­
pact conditions but have little, if any, 
effect on high impact reporting. Thus, 
the predicted result was a lower mean 
level of impact reported using these 
questionnaires compared with the con­
trol. 

For testing the hypothesis, an im­
pact level was constructed for every 
eligible condition, using for example, 
evidence of frequency (or levels) of 
discussions with doctors, medications 
taken, days in bed, and pain. Results 
supported the hypothesis and further 
showed that the extensive question­
naire produced more complete report­
ing of serious (i.e., high impact) con­
ditions. Differences among the 
questionnaires in the mean level of im­
pact according to whether conditions 
were chronic or acute were also un­
covered. 

SUMMARY 
By emphasizing various ways of en­

couraging respondents to recall health 
events, this small test produced ex­
tremely encouraging results. The ex­
tensive questionnaire with multiple 
probes and cues significantly in­
creased reporting in all groups of 
health conditions. Compared with the 
control, the extensive and diary ques­
tionnaires also produced higher re­
porting of health conditions of low im-

continued on p. 33 
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Business-to-business 

Questionnaire helps 
Owens-Corning Fiberglas 

examine remodelers market 

By Beth E. Hoffman 
managing editor 

H igh interest rates in the early 
1980s were preventing many 
people from buying new 

homes. Adding on to, improving and 
remodeling the home became the only 
feasible alternative. 

According to industry experts in the 
home improvement market, money 
spent by American consumers on re­
pair and remodeling was predicted to 
exceed dollars spent on housing. This 
phenomenon occurred in 1982. In that 
year, estimated the Greenbook Of 
Home Improvement Contractors, 
$1. 15 was spent on remodeling for 
every dollar spent on new housing. As 
a result, Owens-Corning Fiberglas, 
one of the world's leading manufactur­
ers of glass fiber materials , decided to 
initiate a study of insulation usage 
among various segments compnsmg 
the home improvement contractor 
market. 

The objective of this study was qual­
itative in nature (as opposed to quanti­
fying the size of the market) to deter­
mine how and where insulation 
products were being used among home 
improvement contractors. Further­
more, Owens-Corning wanted to de­
termine the degree to which their cur­
rent marketing programs (including all 
variables: price, promotion, product 
and distribution) were fulfilling the 
needs of this growing segment. 

Research objectives 
In addition to the overall objective, 

other key objectives were to be met 
from the research. These were to: de­
termine the incidence and application 
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OWENS/ CORNING 

FIBERGLAS 
Owens-Corning Fiberglas is a manufac­
turer of glass fiber materials and a major 
producer of polyester resins and high-per­
formance composite materials. With these 
materials, Owens-Corning serves indus­
tries ranging from construction, automo­
tive and recreation to marine, energy, 
aerospace and defense. Many of their 
products and materials are under the 
trademark Fiberglas. The company, which 
operates principally in three domestic and 
one international segment, had consoli­
dated net sales in 1985 of $3.3 billion. At 
that time, the total number of the firm's 
employees was over 28,000. 

of various insulation types among 
home improvement contractors; deter­
mine the incidence and application of 
foam board sheathing ; determine 
brands of insulation/sheathing used 
and level of satisfaction with brand; 
evaluate brand buying decision , i.e. , 
who makes the brand decision , where 
the product is purchased and the im­
portance of various brand attributes; 
determine how contractors market 
their service as well as other basic 
business demographics. 

Research methodology 
A questionnaire was mailed to 450 

contractors selected from the 1983 
edition of the Greenbook of Home Im­
provement Contractors in October, 

1984. Insulation contractors who were 
identified as so in the Greenbook were 
eliminated from the sampling. Since 
the number of home improvement 
contractors is a finite group, the 
Greenbook proved valuable in locating 
these small businesses. 

"Many of these contractors are hard 
to find because they're small 'rna and 
pa' shops and on the road a lot," says 
Mark Packer, formerly senior market 
research analyst at Owens-Corning. 

Questionnaires were mailed to the 
sample along with a cover letter ex­
plaining the survey. Those who did not 
respond to the initial mailing were sent 
a reminder post card. Those who did 
not respond received a second re­
minder with another copy of the ques­
tionnaire. Telephone calls were then 
made to non-responses to boost return 
rates. As an added incentive, a draw­
ing was held at the end of the data col­
lection with the winner receiving a 
free trip for two to Las Vegas. This ex­
tra effort to boost returns reduced sig­
nificantly non-response error and ne­
gated the need to greatly oversample. 

High/returns 
This technique resulted in 417 re­

turns for a return rate of 93 %. One 
reason Packer believes the response 
rate was so high was because of some 
"hard-nosed ," diligent work by the 
nationally-known research supplier 
which was responsible for designing 
the project and conducting the field 
work for Owens-Corning. Owens­
Corning was obviously very pleased 
with the number of returns , consider­
ing it previously had unsuccessful 
results conducting a telephone survey 
by another supplier who told them the 

Owens-Corning continued on p. 34 
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Questionnaire cont inued from p. 31 

pact to the respondent. The diary 
follow-up procedure resulted in more 
reported acute conditions, although 
hypotheses about the sensitization 
function of the diary were not gener­
ally supported. 

Because of the special demographic 
characteristics of the sample, general­
izing the results to other groups cannot 
be done with any certainty. The test 
was instead part of a larger and long­
term research effort aimed at achiev­
ing greater understanding of survey 
techniques for better reporting of 
health events. 

Methodologically, the improved re­
porting was "interpreted as the result 
of a greater correspondence between 
the questioning procedures and the 
manner in which respondents organize 
health information in memory," al­
though the authors caution that moti­
vational factors were not controlled in 
the study. Rather, "the major outcome 
was a pragmatic one; techniques de­
signed in a cognitive framework to fa­
cilitate recall have proved effective in 
increasing reported information." MRR 

Eating out survey 
San Francisco Bay area residents 

lead the U. S. in spending at restau­
rants, a survey of the nation's top 100 
restaurant markets reveals. 

According to the survey by RES­
TAURANT BUSINESS magazine , 
area residents spent $771 per person 
last year in restaurant tabs. 

The population's overall higher in­
come accounts for the popularity in 
eating out, says Joan Lang , deputy ed­
itor of the New York-based magazine. 

"San Francisco has a long history of 
having some of the most innovative 
restaurants in the country. It's always 
been a real dining mecca." 

The survey defined the San Fran­
cisco market as the city-county itself, 
Marin and San Mateo counties. 

Santa Barbara was second on the 
dining out list with $568 per capita, 
followed by Honolulu with $558. 

Average household income, number 
of restaurants , number of working 
women and population growth were 
some of the factors used in rating the 
markets. 

Ogilvy purchases 
research firm 

Research International Group has 
been purchased by Ogilvy Group Inc., 
New York, from Unilever N.V. for an 
undisclosed sum. 

The transaction is part of a growing 
trend at advertising agencies to at­
tempt to improve profit and develop 
business by expanding into various 
fields including public relations and 
direct marketing. 

Ogilvy Group Inc. is the parent 
company of several large advertising 
agencies. 

Children's time 
According to the University of 

Michigan Institute for Social Re­
search , the average amount of time 
parents spend each day reading , talk­
ing or playing with their children is for 
working mothers, 16 minutes and for 
working fathers, 10 minutes. The av­
erage amount of time children spend 
each day watching television is 127 min­
utes when the mother works and 139 
minutes when the mother is at home. 

Getting The Facts To You 
ACCURATELY 

Talk to a 
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program and 
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National Coverage Custom Research 
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Personal Consultant 

The Market egmentation and Profile ystem 
The Quadrant Analysis System 
The Multiple Paired Comparison System 

PULSE I QSEG™ 
PULSE I QUAD™ 
PULSE I MPC™ 
PULSEIRSAMP™ 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 application!!! 

SPECIAL INTRODUCTORY OFFER: 
The four manuals plus a demonstration disk for $60 (deduct­
ible from 1st purchase of any of the programs. ) 

For information call 201-447-2104 or write to: 

Pulse Analytics Inc. 
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Tennant continued from p. 7 

force the importance of its service op­
erations. 

As customer surveys come in, busi­
ness research analysts begin to orga­
nize the data for dissemination to vari­
ous company departments. The 
dissemination of the findings involves 
two steps. The first is oral presentation 
of the data to company marketing 
managers. From that point, it's their 
responsibility to communicate this in­
formation to the relevant departments 
and to make sure any necessary 
changes are implemented. 

The second step involves a written 
report which is sent to all senior man­
agers in each area of the company. 
This dissemination process allows 
management to better understand the 
needs of its customers and how well 
those needs are being met. More im­
portantly, says Hetterick, that informa­
tion is acted upon by management in 
those areas which need improvement. 

"At Tennant, quality is ultimately 
measured in terms of customer satis­
faction. That's the bottom line." 

This illustrates Tennant's commit­
ment to sound business-to-business re­
search and its results in improved 
product performance and customer 
satisfaction. MRR 

Owens·Corning continued from p. 32 

project was impossible to do. 

Marketing program 
The results of the project are being 

used for a marketing program at 
Owens-Corning which is directed to­
ward home-improvement remodelers, 
says Edward Zinn, manager marketing 
research, construction products group. 

"The project is helping us under­
stand the buying process better and to 
provide tools which will get the re­
modelers to use our products more," 
says Zinno 

Added Packer, "The results raised 
our awareness of this segment of the 
market to their needs and product re­
quirements. They are a valuable seg­
ment of the market Owens-Corning 
needs to address." MRR 
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Database helps Tennant Co. 
attract new customers 

A vital part of Tennant Co.'s business-to-business research is seeking 
out potential customers. To do this, it gets valuable assistance from 
a nationally-known marketer of business information services 

which maintains a database file. 

Of the 6.5 million businesses in the file, approximately 1.5 million of 
those are potential customers for Minneapolis-based Tennant. For a fee, 
the company obtains this information on many of these businesses and 
develops what it calls a "Suspect Database," a file of businesses not 
currently Tennant customers. The challenge, says Dave Hetterick, 
business research manager at Tennant, is to target in on those businesses 
which have the highest potential of having a need for the company's 
products. 

To help pinpoint these selected businesses, the company maintains a 
complete and up-to-date database on its current customers. This process 
began in 1983 when it started analyzing its sales history on the 
demographics of the businesses which were purchasing its products. In 
1983, it provided the supplier with computer tapes of customer purchase 
histories from 1979 on. The supplier adds demographics to the company's 
sales data and determines their customer profile in terms of the type of 
business, number of employees and other variables. Using the database, 
which comes from the supplier's credit reports and other sources , the 
supplier is able to select businesses matching Tennant 's customer profile. 
The supplier then provides this file to the company on microcomputer 
diskettes. After analyzing this file and current market economic , the 
company selects a market to target. The marketing management 
department then begins "target marketing," i.e., developing tactical 
marketing programs focused on the target businesses. This process 
involves creating a product package and promotional program with appeal 
to the targeted businesses. 

One such program involved a coupon incentive to those businesses 
which purchased certain Tennant products. The coupon entitled the 
customer to a discount on future purchases of the company's products to 
encourage multiple purchases. The business research department uses its 
customer and suspect databases to select facilities in the targeted market. 
The advertising department develops a mailing which is sent to the 
selected facilities. Meanwhile, each salesperson receives a list of the 
suspects in his or her territory. They screen the suspects for legitimate 
prospects and turn the prospects into customers. 

Since the start of the program , over 70 ,000 facilities have been added to 
the customer and suspect databases and sales have been much better than 
the relatively weak industrial economy would predict. Its a system which 
has proven invaluable to our company, ays Hetterick. 

"The advantages of this joint research effort is that it increases the 
probability of keying in on tho e businesses which are strong candidates 
for purchasing Tennant products. Additionally, the system saves us a lot oftime 
and money." MRR 
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--------NAMESOFNOTE--------

Luann Novak join Custom Research 
Inc., Minneapolis , as manager busi­
ness-to-business marketing services. 
She was formerly account manager, 
IMI Research. 

Cindy Kaminski has joined The Inter­
search Corp. of Horsham , PA as an ac­
count executive. She was formerly 
president of National Center for Tele­
phone Research. Also joining TIC is 
Lisa Wycoff, senior project director. 
She was formerly with RMH Research 
as senior project director. 

William Kane joins Savitz Research 
Center, Los Angeles , as research di­
rector. He was formerly vice president 
research director, Dancer Fitzgerald 
Sample, Los Angeles. Joining SRC's 
Philadelphia office as research direc­
tor is Terry Thompson. He was for­
merly involved in account service 
work at Chilton Research Services , 
Radnor, PA. 

The following individuals have been 
promoted at Market Opinion Re ­
search, Detroit: Janice Brown to 
vice president , administration; John 
McDonald to vice president for con­
sumer and healthcare re sea rch ; 
Ronald Mulder to vice president , me­
dia studies and consulting division; 
and at MOR's Washington office, Wil­
liam Feltus to vice president. 

Gilbert Barrish has joined Opinion 
Research Corp. , Princeton , N.J., as 
senior vice president. He was formerly 
director, Chilton Research Services, 
Radnor, PA. Also at ORC , Linda Pa­
sachnik has been promoted to re­
search director of the financial ser­
vices group, from research associate. 
And, Andrew Brown, president of 
ORC , has been named chief executive 
officer. He was formerly chief operat­
ing officer. 

Bob Conklin director of operations at 
Centrac Inc ., Bergenfield , N.J. , died 
on Jan. 1, 1987. Prior to joining Cen­
trac in 1985 , he worked for McGraw­
Hill , Inc . for 15 years where his re­
sponsibilities included the 
management of the advertising re­
search department. For eight years he 
had also been operations director at 
Yankelovich , Skelly & White , Inc. , 
and has also operated his own market­
ing research company. 

Twin City Interviewing Service Inc., 
announces the opening of its fa­
cility on 3225 Hennepin Ave ., So. , 
Minneapolis. 

Quality Controlled Services an­
nounces the opening of a new branch 
office at 7634 Crossroads Dr. , Colum­
bus , Ohio. Judy Golas has been 
named manager of the new branch . 
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Marketeam 
Associates 
Announces New Focus Group Facilities In Cleveland 

Open March 1, 1987 
• Large and Flexible Conference • Observation Room That 

Comfortably Accommodates 
12 Clients 

Setting For Participants 

• Separate Entrances For 
Participants and Clients • Private Lounge For Cl ients 

• Totally Separate Climate Control System In Focus Group Area 

3645 Warrensville Center Road, Shaker Heights, Ohio 44122 
216-491 -9515 
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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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THE WATS ROOM, INC. 
• Quality data collection for nearly two decades, on 

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

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

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

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

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

Experienced, Dependable, Professional. 

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

Telephone (201) 585·1400 
Brochure available on t. 
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Data Use continued from p. 23 

worth how many words? In an instant 
the data is understood in the perspec­
tive of the question being posed. 
Chartmaster will generate these charts 
with the full facilities of scaling, edit­
ing , regressing , and titling options. 
While the program is accessible on its 
own, SPSS/PC has a special interface 
for generating and saving charts dur­
ing analytical processing . 

You have finally finished all the 
analyses , and are ready to put together 
the report. All the tables , charts , and 
analytical results are on disk files , 
ready to be called upon when needed. 
Your main tool for this task is your 
word processor. One of the many that 
are highly recommended and that you 
have selected is Wordstar12000. Its 
range of options gives you the flexibil ­
ity you need , while at the same time 
being very user-friendly. 

You will now begin to type a draft 
copy of your report . While you are 
typing you will also be editing and re­
vising the text of your report . At any 
point you will retrieve any required 
analysis file and place it into the de­
sired place in the text . You will cut, 
paste, and edit those files so that the 
pieces of the analysis are appropriate 
to the flow of the report. Similarly, 
your graphics will be retrieved by In­
set which will be placed in line with 
the text. This ingenious graphics edi­
tor is used as an integrating utility to 
your graphics will be retrieved by In­
set-2 which will be placed in line with 
the text. This ingenious graphics edi­
reorient , and overlay the graphic ma­
terial required for your presentation. 

At long last , the report is written. 
As a final step , you will reread your 
draft copy and resubmit it to the word 
processor. A last editing pass through 
the copy and your final report is ready 
for printing. 

Take a deep breath , and relax. 
There is another project waiting to get 
started. MRR 

Stealing study 
Security Management magazine con­
ducted a study of 453 employees 
caught stealing from their company. 
The results reveal that: 90 % are under 
30 years old ; 78 % steal without an ac­
complice ; 63 % are male ; 60 % are 
full-time workers ; 60% steal merchan­
dise ; and 22 % steal cash. 
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BUSINESS DIRECTORY 
Contact publisher for rate: Marketing 
Research Review, P.O . Box 23536, 
Minneapolis, Minn. , 55423.6 12-86 1-
8051. 

Northwest 
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Software 

THE SURVEY SYSTEM 
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TABULYZER 
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Minneapolis/St. Paul 
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• CRT Interviewing 
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HANSON & QUICK 
Marketing Services, Inc. 
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Focus group 
listing 
additions 

The following listing was omitted from the Decemberl 
January issue in the focus group directory_ We regret the 
omission. 

Also , the location of Mar's Surveys, Inc. 

was incorrectly listed. It should have 

appeared under Fort Lauderdale/Boca 

Raton , Fla. , not Miami. 

MINNESOTA 
MINNEAPOLIS 

Research Systems, Inc. 
1809 So. Plymouth Rd.lSte_ 325 
Minnetonka, MN 55343 
612-544-6334 
Contacts: Kathy Dumas 

Sandra Warner 
1- 2- 3- 4- 5- 6- 7B 

Coming in 
March 

In the March issue of 
QUIRK'S MARKETING 
RESEARCH REVIEW, we 
will feature a special emphasis 
issue on Data Processing. In 
edition to editorial features on 
data processing, we will pro­
vide a listing of data processing 
services and software programs 
designed for research. 
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----------TRADETALK----------

Student drug use 
survey subject 

P arents who talk to their children 
about their disapproval of drug 
use and govern their activities 

are more likely to have kids who don't 
abuse drugs. 

This was one of the findings re­
ported in a recent week-long series in 
the Minneapolis Star and Tribune on 
teen-age drug use in Minnesota. The 
10-month investigation included two 
extensive surveys which revealed pat­
terns of teen-age drug use. The survey 
results helped explain why some kids 
abuse drugs and others don't. 

The surveys included one for Min­
neapolis-St.Paul area teen-agers and 
the other for school drug education co­
ordinators in Minnesota. Additionally, 
an analysis of the 1983 Search Institute 
Minnesota teen survey was used as 
part of the research which was con­
ducted by the Minneapolis Star and 
Tribune Research Department. 

From Oct. 8 to Nov. 7 , 1986, teen­
agers in 38 public and private schools 
in suburban Minneapolis and St. Paul 
were surveyed on their alcohol and 
drug use. The schools were selected 
randomly. The public school sample 
was stratified by county and the pri­
vate school sample was stratified by 
religious affiliation. Thirteen junior 
highs, 13 senior highs and 12 private 
schools in suburbs of the five-county 
metropolitan area agreed to partici­
pate . Response rates for school partic­
ipation were 86 % for private schools 
and 68 % for suburban public schools. 
The 26 public chools in the survey 
were geographically dispersed and 
represented a range of socioeconomic 
characteristics based on census figures 
for districts, including income, educa­
tion and occupation. 

A representative cross-section of 
students within the schools were se­
lected to participate. Students com­
pleted the questionnaire during regular 
class periods with teachers present and 
under the upervision of proctors from 
the University of Minnesota Center for 
Survey Research. The students were 
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guaranteed complete questionnaire an­
onymity. 

Survey participants 
Of the 5 ,604 students who partici­

pated, 5,473 provided usable data. 
The obvious illogical and fabricated 
answers were discarded. Results were 
based on responses from 1,932 eighth­
graders, 1,762 10th grade students and 
1,77812thgraders. 

The second survey, conducted from 
Oct. 22 through Nov. 10, 1986, in­
volved school alcohol and drug educa­
tion coordinators . A Minneapolis firm 
specializing in survey research was re­
sponsible for conducting the telephone 
interviews in which 427 districts were 
contacted and 386 interviews were 
completed. 

To provide national comparisons 
and trend data for Minnesota, the Star 
and Tribune student survey replicated 
a number of questions from the Uni­
versity of Michigan Institute for Social 
Research 's National Senior Su rvey 
and the 1983 Search Institute Minne­
sota teen survey. 

Validity concern 
The student use of alcohol , mari­

juana, cocaine and LSD was the focus 
for the Star and Tribune survey. The 
questionnaire covered many sensitive 
areas and illegal behaviors, therefore , 
the issue of validity was an important 
concern. To encourage honest and can­
did reporting, the researchers stres ed 
the importance of the study, assured 
the students of their anonymity and 
made the questionnaire itself totally 
anonymous. 

"The questionnaire was machine 
scored and nowhere did we ask for the 
student 's name or as ign code numbers 
to their questionnaire booklets ," says 
Jeanne McGee, Ph .D ., an independent 
consultant in research and project 
management and research director for 
the project. " During the administra­
tion of the questionnaire , students 
were also given complete privacy. 
When the questionnaires were turned 
in, they were put into envelopes and 
sealed shut in front of the students ." 

To further assure anonymity, none of 
the results for the individual schools 
that participated in the study were 

made avai lable to school administra­
tors. The concern was that certain stu­
dents , especially those from private 
schools where a small number of stu­
dents were sampled , could be easily 
identified. Thi stipulation improved 
the quality of the data, adds McGee. 

Though every effort was made to as­
sure the students the anonymity of the 
surveys , the Star and Tribune Re­
search Department stated there is no 
objective way to assess the accuracy of 
teen-agers'self-reported drug use . 
However, says McGee , studies by the 
University of Michigan' s In titute of 
Social Research and others suggest 
that anonymous questionnaires such as 
the one used produce largely valid 
data, that if anything , tend to underes­
timate drug use. That's partially be­
cause the students who are heavy drug 
users tend to be among those who are 
absent the most from school and are 
therefore , unrepresented in the study. 

Survey results 
Some of the results of the survey 

found that Minnesota high school sen­
iors abuse alcohol at levels above the 
national average. Cocaine use is grow­
ing faster than any other drug with 
14 % of the seniors trying that drug 
compared with 11 % in 1983. At least 
10% of the students use harder drugs 
than marijuana and alcohol. One in 20 
eighth-graders surveyed reported us­
ing cocaine or LSD. One in ix high 
school seniors reported trying those 
drugs. Kids who used crack are 10 
times more likely than other kids to 
have u ed LSD or cocaine. They are 
almost twice as likely to come from 
families where someone else has a 
drug problem. Brothers and sisters are 
twice as likely to supply drugs to crack 
users than to non-crack users. Drug 
users are nearly three times more 
likely than non-users to come from 
single-parent homes . They often per­
ceive their parents as less upset by 
drug use and not very strict. MRR 
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But the ult imate test is performance and ATLAS comes up number 1 every time. Some mapping packages on the market today 
provide the basics like • Unlimited zooming • Automatic region labeling • Interactive text anywhere on the map • Direct Entry 
and edit ing of data. 
ATLAS gives you the basics PLUS • Dot density mapping • Bivariate mapping (two variables 
on the same map) • Circles in miles around points. AND with MAPEDIT you can also • Add new 
geographic features and regions using mice, cursor keys or digitizing tablets. PLUS 21 other 
exclusive ATLAS features. In addition , SLP provides a large library of ATLAS compatible data and 
boundary files such as • Cities and major highways boundary file • 3 and 5-digit ZIP code boundary 
files • Census tract and MCD boundary files • Block group boundary files • Countries of the 
world boundary files • 1980, 1986 and 1991 demographic data files • Retail sales potential data 
files. Business counts by SICcode data files. When you need to show more than just a simple 
map ... you need ATLAS. Chase Manhattan Bank, Dun & Bradstreet , Sears and many Fortune 
500 companies are users of our mapping software. 

This complete mapping system in an unchewed package is available to you for only $449.00 ($149.00 for MapEdit 
option) . Remember, SLP maintains a full staff of technical support specialists at no cost to you. 

r---------------------------------------------, I ~ __ 0 Ple"se send me more intorm"tion. F R E E! to Day Trial (Not A Demo) I 
I ~ ~ Strategic Locations Name 0 I would like to try ATLAS tor 20 days without I 

_ 1 I • _ • obligation to buy. 
I ~ -= Planning I agree to return the package uncopiedand unchewed I 
I ~ ~ Company it not purchased. Send $9.95 tor shipping/ handling. I 
I "The World Leaders in Computerized Mapping" 0 Vi~ 0 MC 0 Americ" n Express I 

Address ___________ _ I 4030 Moorpark Ave. # 123 San Jose, CA 9511 7 Sign"ture I 
I Brochure Hotline 800-628-2828 Ext. MAP City State O"te I 

(24 hours; 7 days a week) I I For Direct Information (408) 985-7400 Zip __ Phone { ) C"rd II Exp. O"te MRR'1186 I 
-------------------------------------------_ .... -
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FOCUS ON • • • • • • 
GREAT FOOD 

GREAT COMFORT 

WALL TO WALL MIRRORS 

FLOOR TO CEILING MIRRORS 

WONDERFUL RESPONDENTS 

FOCUS ON WADE WEST 

THE MIRROR OF PERFECTION 
WADE WEST, INC. 

1 - FACILITY LOCATED ON A MALL 2 - SPECIAL CLIENT FACILITY 

LONG BEACH 1 
369 LONG BEACH BLVD. 
LONG BEACH , CA 90802 

(213) 435-0888 

LOS ANGELES 2,3 

CORPORATE OFFICE 
5430 VAN NUYS, BLVD., #102 

VAN NUYS, CA 91401 
(818) 995-1400 • (213) 872-1717 

ORANGE COUNTY 2,3 
18003 SKY PARK SOUTH , #L 

IRVINE, CA 92714 
(714) 261 -8800 

CAROLINA 2,3 

2300 W. MEADOWVIEW RD. #203 
GREENSBORO, NC 27407 

(919) 854-3333 

SAN FRANCISCO 1 
8-0 SERRAMONTE CENTER 

DALY CITY, CA 94015 
(415) 992-9300 

SEATTLE 1,2,3 

15600 N.E. 8th STREET 
BELLEVUE, WA 98008 

(206) 641-1188 
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3 - STATE OF THE ART 

ST. LOUIS 1,3 

536 NORTHWEST PLAZA 
ST. LOUIS/ ST. ANN , MO 63074 

(314) 291 -8888 

TEXAS 1,3 

5858 S. PADRE ISLAND DRIVE, #38 
CORPUS CHRISTI , TX 78412 

(51 2) 993-6200 
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