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

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

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

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

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

(g) 

ous tracking research can be shared 
by several products. 

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

May we help you? 

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

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

C/J RESEARCH, INC. 
3150 Salt Creek Lane · Arlington Heights, IL 60005 

312/253-1100 
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T~e Qui~k ~t computer It mn 17e~s 
IntelVltWIng system: aN 

interviewing with 
a pencil as passe 

• as serVing 
Coquille St.Jacques 

on a paper plate._ 
I · :;t .. 

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 office 
and let us show you how well the gour· 
met side of Quick Test can feed your 
research projects. 

QUICK TEST 
OPINION CENTERSTM 

Where the focus is always on you. 

800-523-1288 

SERVICES: FOCUS GROUPS • PRE·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 

LOCATIONS: MASSAPEQUA, 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 • PHOENIX AZ: ~QS Arcos Mall • SAN 
miny Mall. ATLANTA, GA: Town Center at Cobb. FRANCISCO, CA: Su'n Valley Mall • Southland Mall 
TAMPA , FL: Countryside Mall. CHICAGO, IL: in Hayward • SUNNYVAl-E. CA: Sunnyvale Town 
Hawthorn Center. Ford City. MINNEAPOLIS. MN: Center • LOS ANGELES, CA: West Covina Fashion 
Burnsville Center. NASHVILLE, TN: Hickory Hollow Plaza· ORANGE CbUNTY, CA: Westminster Mall 
Mall. OKLAHOMA CITY, OK: Cross Roads Mall • 

,QUICK 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 

~ 'J~ • !nr. 
Put McGraw-Hili Research to work 
for you . 

If irs a markellng research problem. 
we probably pioneered the solu tion. 

Need Telephone 
Interviewing? 
Want to survey a parti cular seqment or c ross section of 
a spec ial audience or market? Need Information from 
electronic engineers , housewives , doctors , architects, 
computer owners , etc .? Do you want to fo llow-up on 
Inquiri es, update a list , track the att itudes 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 
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 , call Sheryl R. 
Fox , Direc tor-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. 

~'J~ itnr. 
If It'S a markelmg 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 
SherylR. 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 

~ 'J~ .!nr • 
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 Cenler, 1221 
Avenue of the Americas. New 
York. NY 10020. 

lilt S a communicatIOns problem. we 
probably p!OI"Iee,ect the solutIOn 
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Advertising Research 

House calls help Y &R 
understand consumers 

By Beth E. Hoffman 
managing editor 

U nderstanding consumers and 
their feelings toward certain 
products really hits home with 

Young and Rubicam advertising 
agency. So much so the New York firm 
visits people's homes to learn what's 
important to them , what they value 
and how those values connect with the 
products they choose to use. 

"We want to generate an under­
standing of consumers that goes be­
yond hard data and gets to the heart of 
the matter," explains Toni Earnshaw, 
associate research director of Creative 
Research Services at Y &R. " From 
those experiences we hope to develop 
advertising that's meaningful to con­
sumers and gives them the feeling of 
'that ad really talks to me.''' 

The idea to observe and talk to peo­
ple on the living room couch or from 
around the kitchen table was spurred 
by a technique called " ethnography," a 
term referring to the study of cultures. 
Ethnography was originally used by 
anthropologists to understand the 
norms , beliefs and cultures of peoples 
throughout the world. To understand a 
culture , one must be in that culture and 
live in it , says Earnshaw. 

"As advertisers we borrowed the 
technique and asked how can we apply 
it so that it would be unique for adver­
tising? Advertising can always be de­
veloped by studying quantitative data 
about people but you really don't know 
what those people are like until you've 
met them. Spending time with people 
in their homes allows us to know the 
consumer more intimately and to dis­
cover nuances you can't get off-site." 

To go " on-site" was the inspiration 
of Susan Giovanni , research director 
at Y &R, one of the world's largest ad 
agencies. Ethnography has only been 
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conducted for several years now but 
already many of Y &R 's clients have 
used it , including General Foods, 
Eastman Kodak Co. and Frito-Lay, 
Inc. 

Clients who use the technique work 
with the Creative Research Services 
group, one of three research depart­
ments at Y &R. Creative Research Ser­
vices is involved in qualitative re­
search. They are responsible for 
analyzing the data collected in their re­
search and for sharing that information 
with the production department and 
the client. 
Preliminary research 

Before the Creative group makes a 
home visit , "tons" of preliminary re­
search occurs, says Earnshaw. 

" The home visit is the very last 
phase of the research effort. It is only 

Y&RNY 
meant to augment prior research and 
puts flesh on the bones of the data al ­
ready generated." 

The process begins by developing a 
database of participants and conduct­
ing both quantitative and qualitative 
research on the target audience. If the 
client requests a home visit or if Y &R 
believes it would be useful and add to 
the basic understanding of the product 
being studied, some personal inter­
views are arranged. 

Once the participants have been 
screened , between five and 10 of them 
are asked to host one but no more than 
two researchers in their home. Before 
the visit is made , Earnshaw usually 
calls the participants to make sure they 

fit the appropriate specifications of the 
study and to get a feel for what these 
people are like. 

The researcher will spend one or 
perhaps two days interviewing and ob­
serving the participants , watching the 
interactions among family members , 
soaking up the home environment and 
perhaps peering into kitchen cup­
boards and behind refrigerator doors. 
The conversations are audiotaped and 
still photographs are shot. The point is 
to remain as unobtrusive as possible , 
says Earnshaw, and to interview them 
in the context they feel comfortable 
with and in the context of the way they 
live. 
Valuable visits 

The participants may not feel com­
pletely comfortable behaving as if they 
were alone, but what is observed in 
home visits has been very valuable to 
the Creative group. 

One such visit was conducted for 
Y &R 's Breyer's Ice Cream account. 
The objective was to find out what ice 
cream really means to the ice cream 
lover. The Creative group photo­
graphed people reclining in their fa­
vorite chairs while savoring every lick 
of the frozen dessert. They peeked in 
freezers , eyed bowls and utensils , 
watched people spoon on toppings and 
made note of one woman's ritual of 
dimming the lights and turning on her 
stereo before diVUlging. 

The value of this research was that it 
exposed people's emotional response 
to ice cream and showed that it 's a 
very sensual , inner-directed experi­
ence. It's this type of data which Y &R 
believes will create more effective ad­
vertising. 

One recent ethnography study inves­
tigated the " new traditional woman" 
and helped Y &R's clients such as Gen­
eral Foods Corp. , Johnson & Johnson 
and Colgate-Polmolive. 

The project involved baby boom 
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"We want to generate an 
understanding of 
consumers that goes 
beyond hard data and gets 
to the heart of the matter. 
From those experiences we 
hope to develop advertising 
that's meaningful to 
consumers and gives them 
the feeling of 'that ad really 
talks to me. ,,, Toni 
Earnshaw. 

women who have chosen not to make 
their career the most important thing 
in their life, says Earnshaw. These 
women were not representative of the 
1950s housewife either. The purpose 
of the ethnography, explains Earn­
shaw, was to help Y &R's creative peo­
ple realize that these women aren't 
stereotypical homemakers . These 
women felt some ads were making 
them feel " left out " because they 
showed women "wearing aprons or 
carrying briefcases ." 

The home visits for the "new tradi­
tional woman" study also enabled the 
Creative group to pay attention to the 
particular needs of their clients. When 
Earnshaw was at one home, for exam­
ple, she watched closely as a woman 
gave her children Jell-O Pudding 
Pops, one of Y &R 's accounts. 

" This experience provides an op­
portunity for discovery that you can 
bring back to the agency and client," 
says Earnshaw. " It gives us a true 
sense for how these products fit into 
these people's lives." 

"Advertising can always be 
developed by studying 
quantitative data about 
people but you really don't 
know what these people 
are like until you've met 
them. Spending time with 
people in their homes 
allows us to know the 
consumer more intimately 
and to discover nuances 
you can't get off-site." Toni 
Earnshaw 

April 1987 

Option overload 

Y &R feels it's very important to un­
derstand the connection between the 
consumer and a product and in discov­
ering the value of that product in the 
consumer's life. 

"The product category is overrun . 
with options, plus there are little prod­
uct differences ," explains Earnshaw. 
Because of that, it's necessary to ex­
plore the product and consumer con­
nection more deeply and " to link the 
benefits of the product to a consumer 

value which is relevant to that prod­
uct." 

If that link is accomplished success­
fully, Earnshaw believes it will bring a 
richness that 's more apt to spark an 
idea in advertising and to generate cre­
ative results that work. 

Though ethnography may be an op­
tional step and only a minor part in the 
research process , its value shouldn't 
be underestimated. 

Remarks Earnshaw , "Ethnography 
is small in scale but significant in im­
pact." MRR 

introduces 

TM 

Want persuasion, recall, and complete 
diagnostics all in a single test? Want a truly 
comprehensive approach to evaluating 
television advertising? If yes, what you want is 
MAXTM• The maximal copytest. So call 
Diagnostic Research. And start taking it to the 

MAXTM-
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Continuing analysis 
of shopping habits 
in San Diego 
By Emmet J. Hoffman 

W hen marketers in San Diego 
County want to know what 
percent of its households 

purchased cameras priced under $100 
(7.3 %) and what store garnered the 
largest share of shopper traffic (Target 
- 9.1 %); or, what percentage of adults 
in San Diego County bought wine in 
1986 (42 % did), chances are that they 
got the information from CASH. 

That's the acronym for the "Contin­
uing Analysis of Shopping Habits in 
San Diego" and is a service of San 

Diego's leading newspaper, The San 
Diego Union and The Tribune. 

The container for this storehouse of 
consumer buying information is a 
neatly-organized, twice-a-year, easy­
to-read 160-page book with the simple 
title of CASH. The range of products 
researched covers nearly the gamut of 
frequently- purchased household prod­
ucts, including apparel for children, 
women and men; appliances; do-it­
yourself materials and tools; house- . 
hold furnishings; auto accessories; 
sporting goods; jewelry; cosmetics; 
and audio equipment. 

The CASH idea was born in Janu­
ary, 1974, and its original concept is 
still used. Officials of the Union-Trib­
une Publishing Co. call it "bread and 
butter" research and its wholehearted 
acceptance by San Diego area market­
ers attest to its reliability and integrity. 

Because the methodology has basi­
cally not changed since 1974, the con­
tinuity adds even more credence to 
current findings. 

Heart of the CASH methodology is 
a telephone interview with 3,300 
adults living in San Diego County each 
year. Each month, interviews are ob­
tained with a random sample of adults 
from 275 households representing a 
cross-section of these households. The 
population of San Diego County is es­
timated at 2 , 140,900 and the total 
number of households at 786,500. 
Sample design 

A two-stage probability sample is 
used to insure that each telephone 

continued on p. 12 

Pictured here is the cover 
of the 160-page report 

issued twice a 
year by the 
San Diego 
Union and 

Tribune. 
Sample 
page 15 

at the 
right. 
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A stream 
of special reports 
flows from CASH 
to help advertisers 

in the San Diego 
Union and Tribune. 

A CONTI NUING SURVEY BY TH E UNION-TRIBUNE 
Based on Interviews with 3.300 different households annually 

CONSUMER PROFilE Di.tribulion 01 
San Diego County 

Houaeholdl 
(Tolal Sample) 

Age-Head of Household 

18-24 8.2% 

25-34 23.2% 

35-44 22.6% 

45-54 13.0% 

55-64 15.1% 

65 yea rs or over 17.9% 

Median Age 42.7 years 

Education-Head of Household 

Some high school or less 6.7% 

High school graduate 26.3% 

Some college 31 .4% 

College graduate or more 35.6% 

Median Education 14.1 years 

Occupation-Head of Household 

Professional / Technical 22.9% 

Manager I Official / Proprietor 11 .9% 

Clerical/Sales 9.8% 

Craftsman/Foreman/Operative 11 .6% 

Service Worker 6.5% 

Military 7.4% 

Retired 23.7% 

All Others 6.2% 

April 1987 

C-S70 
CONSUMER PROFILE SPORTING GOODS January-June 1986 

SAN DIEGO COUNTY CONSUMER PROFilE Di.tribution 01 SAN DIEGO COUNTY 
HOUSEHOLDS San Diego County HOUSEHOLDS 
PURCHASING HOUllholdl PURCHASING 

Percenl Number (Total Sample) Percent Number 

Annual Family Income 

11 .6% 18,606 Less than $15 ,000 17.6% 8.3% 13,313 

31.0% 49,724 $15,000 to $19,999 11 .3% 11.1% 17,804 
29.3% 46,997 $20,000 to $24 ,999 12.1% 9.9% 15,880 

13.4% 21 ,494 $25,000 to $34 ,999 19.6% 18.5% 29,674 

8.4% 13,474 $35,000 to $49,999 18.0% 21 .0% 33,684 

6.3% 10,105 $50,000 to $74,999 11 .8% 16.0% 25,664 

37.0 years More than $75,000 9.6% 15.2% 24,381 

Median Family Income $29,599 $36,617 

Family Size 

3.0% 4,812 One 18.8% 10.8% 17,323 
20.2% 32,401 Two 37.4% 33.3% 53,413 
32.6% 52,290 Three 17.0% 21 .3% 34,165 
44 .2% 70,897 Four or more 26.8% 34.6% 55,498 

15.0 years Median Family Size (NUMBER) 2.3 2.8 

Children Under 18 in Household 

None 65.3% 54.4% 87,258 
32.6% 52,290 One 14.0% 17.1% 27,428 
15.1% 24,220 Two 13.5% 18.0% 28,872 
9.4% 15,078 Three or More 7.2% 10.5% 16,842 

13.3% 21,333 

6.0% 9,624 
Median Children (NUMBER) .3 .4 

8.8% 14,115 Residence 

10.9% 17,484 Own 58.7% 57.1% 91 ,588 

3.9% 6,256 Rent 41 .3% 42.9% 68,812 
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Advertising Research 

Thomas H. Copeland 
marketing research manager 
Copley Press, Inc. 

continued from p. 8 

household in the county has an equal 
opportunity of being included in the 
survey regardless of whether their 
phone number is listed or not. 

The first step necessary in generat­
ing a list of telephone numbers is to 
divide the standard seven digit number 
into two parts. The first three digits, 
for example, 454, occur in the county 
with measurable frequency. In addi­
tion, the numerals in these three digit 
groups are dependent on each other, 
on the location of the telephone within 
the county and in some cases, on the 
use of the telephone . A complete list 
of the valid three digit combinations 
and their frequency of occurrence in 
the sample area is prepared annually. 
This list provides a framework for 
construction of the telephone sample 
list which is prepared every three 
months. The last four digits of every 
phone number are independent and are 
generated from a table of randomly 
distributed numbers. The use of ran­
dom digits insures that unlisted phone 
numbers or newly established num­
bers will be properly represented in 
the sample. 

Once the sample list is generated, 
the phone numbers are reviewed and 
compared with valid listed numbers in 
order to remove numbers that fall 
within obvious blocks of unused or 
commercial numbers. The final list of 
numbers is used for three consecutive 
interview waves and then replaced. 

Data collection 
Interviewing is conducted by an in­

dependent interviewing service. This 
service uses professional interviewers 
calling from a centrally located tele­
phone room. All interviewers are 

continued on p. 18 
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Copley research guides 
ad sales strategy 
"R1searc~ costs money and many newspapers feel that they can't 

afford It," says Thomas H. Copeland. "But research means 
oney well spent." 

Co~land speaks from long experiences in newspaper research . He is 
marketmg research manager of Copley newspapers, corporately titled Copley 
Press, Inc. , headquartered in La Jolla, Calif. Copley's flagship newspaper is 
The San Diego Union and Tribune. 
Copel~d holds a B.A. degree from the University of Minnesota, has a 

masters m psyc.hology and completed work on his doctorate. After serving as a 
research asSOCiate at the University of Minnesota, he originated the marketing 
research department at the Minneapolis Star and Tribune and did likewise later 
for ~e Houston Post. From there he joined Copley Press in his present 
poSitIon. 

Copley Press has a marketing group that does the administrative work on 
market research.~hose objective is to assist Copley's stable of newspapers to 
sell more advertIsmg space. Copley, privately held, owns 12 dailies 29 
weeklies and one biweekly located only in southern California and illinois. 

Copeland's function is to assist Copley newspapers' plan and facilitate market 
research and .do so more effectively than anyone newspaper could individually. 

'!'he San Diego market served by The Union and Tribune is unique because 
of.l~ extremel~ c~mpetitive situation. "This market is served by four smaller 
dailies, 40 radIO SignalS, 36 TV outlets including cable and seven networks. In 
addition, it h~ competition from Los Angeles media," Copeland points out. 
Naturally, bemg by far the largest Copley publication, The Union and Tribune 
gets the most corporate attention. But the other publications also get assistance 
in the following manner: 

1. Consultation on setting up an annual research budget. 
2. Setting research objectives. 
3. Assisting with designing the research and contracting for work to be done. 
4 . Monitoring the project. 
5. Editing, coding and preparing results for the computer. 
6. Computerizing the fmdings. 
7. Organizing the printed results. 
8. If requ~sted, assisting the newspaper to implement the fmdings. 
9. Assummg all the above functions if requested. 
10. If requested, setting up a meeting with newspaper staffers to discuss the 

findings. 
Copeland says his organization utilizes all available secondary information 

such ~ that from the U.S. Census, Department of Labor, state and local 
agencies and supplements that with primary research of its own. "Since 95 % of 
all homes in southern California have a phone we do 90% of our research using 
the phone," says Copeland. "It is most cost efficient and interviewers have the 
most success making early evening calls when most people are likely to be 
home." 

However, Copley also uses focus groups and one-on-one interviews to " fine 
tune" its phone research. 
~opeland s~tes that research has resulted in major changes in the way The 

UnIOn and Tnbune serve the San Diego market. 
"We've !~und th~re is a strong desire among readers for community news 

an~ ~~vertIsmg. This applies to entertainment, restaurants, sports and social 
activItIes. Readers, of course, also want to know what's happening in the 
central city," Copeland points out. 

The. r~sult is that ~an Diego County has been segmented into 16 preprint 
advertlsmg zones With well-defmed demographic and behavioral 
characteristics. Scores of handsomely-designed reports are gleaned from the 
publication's continuing analysis of shopping habits , all intended to help 
advertisers and editors. 
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NOV. 12 • NOV. is 
Save now through Monday 
on men's & ladies' fashions 

• '':;.I"ig,. . ',:1.1,,14, • _ ,'·MM 
1.97 13.97 8.97·11.97 
100'" cotton knit topa 100% col1on denim Striped polo. by Le 
by EI Sol to layer or jean. by Cordon Bleu Tigre . Mlch .. , Gerald . 
wear "one. !,~~~,~'Iine" Indigo. ~Ii~~ ,~: Le Shin. 
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& Manson. It.· • \ ~ SCSE in ... t . colors . 

.... ·,s 
19.97 

16.97-19.97 Designer Jeans by 1 • . 97 
All our popular Cal ... in Klein . In l00~ We.tern .hirt. by 
sh.ker-stitched cotton denim . le ... i' s in comfortable 
c.rdigan sweater • . 1"-1\1(>\'" ~1~~~0t10n blend • . 
.... S'\ • I~== 13.97-17.97 7.97 29.97 
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~t s:YI~~. ~~ ,f ~~1 fashion plaids. 
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by Gr.pe ... lne. In ... 1. by Hike . A f •• hlon coats by earrage & 
~S!el~ ,& bright • . f .... orit. ! ~:.g~.ar/ .... O. 

EL CENTRO CENTER .ESCONDIDO VILLAGE 
MALL ·RANCHO BERNARDO TOWN CENTER 
11965 Bernardo Plaza 

- ·'·M-
24.97 
Hike wind aport 
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13 .97 
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j •• ns. In 100'" coHon 
~,.:!weighl denim. 

15.97 
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pilnts by Grlpevin •• 
i n .ssorted colors. 

15.97 
Belted plain-front 
cords by RPM . A.sl. 
colors in 16-wale . 
q"'j , ;>t 

15.97 
F a.hionable flannel 
dress pants by 
John Peter. & 1959. 

111U7 
Le ... i ' . prewashed 
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l00~ cotlon denim . 
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Advertiser: Millers Outpost 

1 

Publication: The San Diego Union 
& The Tribune 

Category: 

Ad Page: 

Ad Size: 

Ad Color: 

(Daily Combination) 

Apparel & Accessories 

A·19 (Union) & 
A·16 (Tribune) 

Full Page 

Black & White 

RESULTS 
This advertisement was seen 

by 198,206 potential customers 
at a cost of 3.2¢ each. 

San Diego Union-Tribune research provides ad 
performance information that includes ad 
exposure (73 % for this advertiser), the customer's 
shopping preference (first choice 49.8 %) and 
general interest in the advertisement (71.5 % said 
this ad was interesting). 

April 1987 

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

• Central Telephone (CRT's) • Pre-Recruit 
• Focus Group Facilities • Intercept Studies 
• WATS Center in Omaha (CRT's) • Store Audits 
• Executive Interviewing • Demos 

tRthwest 
l'WVSinc. 

"Data Collection Specialists" 
Seattle (206) 547·5600 

2100 North 45th Street 
Seattle, Washington 98103 

Portland (503) 282-4551 
5322 N.E. Irving Street 
Portland, Oregon 97213 
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Advertising Research 

Raisin commercial gets 
By Beth E. Hoffman 
managing editor 

I f you had to promote a food prod­
uct on TV which consumers 
thought was healthy and nutritious 

but ugly, wimpy and boring , how 
would you do it? Feature the product 
in clay and give it human features, 
sunglasses and dancing feet, that's 
how. 

This was the technique Foote Cone 
& Belding used to promote raisins for 
the California Raisin Advisory Board. 
Results from pre-tests of the commer­
cial using voice pitch analysis showed 
consumers loved it. 

The clay animation technique , 
called Claymation, uses clay figures. 
In this case , the figures are in the form 
of raisins with human features com­
plete with arms, legs and faces. The ad 
agency then added the "I Heard It 
Through The Grapevine" soundtrack 
and a story board - sequential draw­
ings of scenes in a commercial - which 
portrayed the figures dancing to the 
music . 

According to Carol Martin, planner, 
vice president, at FCB in San Fran­
cisco, the Claymation technique was 
instrumental in making the commer­
cial "come alive." 

Since the commercials began airing 
in September, 1986, the dancing crea­
tures have become an instant success, 
increasing raisin consumption and 
changing the negative consumer image 
of raisins. 

Short term 
The idea for Claymation, a regis­

tered trade name of Will Vinton Pro­
ductions Inc. , evolved after a series of 
advertising efforts failed to sell raisins 
for long periods of time. 

In the late 1970s, raisins were tar­
geted to mothers as a snack for kids, 
says Martin. Their appeal, and a very 
successful one, was the raisin 's natural 
qualities, making it a good alternative 
to candy. According to Martin , it was 
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"a snack mothers could feel good 
about." 

When that appeal began to wear, the 
agency saw an opportunity to increase 
raisin consumption by advertising 
them as an additive in foods such as 
salads, meat dishes and other foods. 
That campaign helped in getting peo­
ple to eat more raisins but not enough 
to make a substantial difference in the 
amount consumed. 

Still another campaign was initiated 
when, in recent years, the raisin indus­
try was faced with an overabundance 
of the fruit. This occurred partially be­
cause an increase in imported wines 
caused U.S. vineyards to leave more 
grapes to dry into raisins. 

" The domestic grape growers had 
their hands full with a lot of raisins to 
sell," says Martin. As a result , prices 
fell and the advertising angle played 
on the oversupply and low cost. Mar­
tin said that idea worked but when the 
news value faded, it was back to the 
drawing board. 

Claymation campaign 
Before the agency embarked on its 

current Claymation campaign, it 
wanted to find out why people used 
raisins, who used them and why others 
didn't and the causes for the loss in 
household penetration for raisins . The 
agency went back and studied research 
which showed the household life cycle 
of raisins. 

As youngsters, says Martin , many 
kids were fed raisins by their mothers 
because of their nutritional value. As 
these kids grew into teenagers , they 
made their own food choices and 
mothers no longer had control over 
what the kids ate. Peer pressure had an 
impact on their food choices as well. 
Candy and salty, social snacks like po­
tato chips became more appealing and 
raisins as a snack disappeared. When 
these teens moved into adulthood, rai­
sins reappeared in their diet as an addi­
tive to cooking, baking and other 

foods and as a snack they fed their 
own kids. 

Attitude study 
Through purchase and consumption 

data and a usage and attitude study 
conducted by an outside reseach sup­
plier, the agency confirmed three 
things about the way people felt about 
raisins. 

The first , says Martin , was that peo­
ple understood and accepted all ra­
tional product attributes about raisins. 
People believed raisins were sweet, 
nutritional and versatile. 

Quirk's Marketing Research Review 
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rave reVIews 

The second was that people under­
stood the way to use raisins; as a 
snack, an additive in foods and in bak­
ing. 

The third point confirmed was that 
raisin consumption was underdevel­
oped in certain age groups, especially 
among teenagers and 25-54 year-olds. 
The study also revealed that the raisin 
industry was experiencing losses in 
household penetration for 35-55 year­
old adults. 

"What we found through this pre­
liminary research was that raisins 

April 1987 

were used primarily for kids and in 
baking, but not for many adults just 
for themselves," says Martin. "At this 
point we were faced with figuring out 
how to sell more raisins." 

Focus groups 
The next part of the research in­

volved focus groups. Eight groups 
consisting of males and females, 25-54 
years old were interviewed in the west 
and midwest. All groups consisted of 
both raisin eaters and non-eaters. The 
purpose of the sessions was to find out 
what kind of image raisins had for the 

participants and their perception of the 
types of people who ate raisins. 

As a stimulus, the participants were 
shown a series of pictures of people in 
different situations. The objective was 
to find out which of those individuals 
ate raisins and who didn't. 

The first picture the groups were 
shown was of a "Marlboro Man," says 
Martin. When asked if he would eat 
raisins, the participants said a definite 
no, claiming he was too "macho" and 

continued on p. 16 
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, " 
Have you found 

working with 
research suppliers 

to be a TAXING 
experience? 

It Doesn't Have To Be! 

Marketing research, by its very 
nature, is a complicated process . All 
too often suppliers deliver studies 
that are seriously flawed in one or 
more ways. As a research buyer, you 
should be able to rely on your suppli­
ers for projects that are well planned, 
well executed and with thorough 
analysis. After all-that's what you 
are paying for, isn't it? 

The Datafax Company knows that 
good research requires expert knowl­
edge, thoughtful planning , careful 
implementation , knowledgeable 
analysis and intelligent interpretation 
of research results. We can provide 
you with these attributes and deliver 
research that is timely, accurate, pro­
jectable and useful. 

IF YOU THINK 
RESEARCH IS 
IMPORTANT ... 

Give Us a Call 

THE 

DATA FA X 
COMPANY, INC. 

2600 Maitland Center Parkway 
Suite 170 
Maitland , FL 32751 

Toll Free Outside Florida : 
1-800-233-3578 
In Florida: (305) 660-8878 

Full Service: Dr. Gordon McAleer 
Sheila Raw, or Felicia Lassk 
Field Service: Carole Redstone 

\.. ~ 
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continued from p. 15 

masculine and wouldn ' t eat a 
"wimpy" food like raisins. 

The next picture showed a young 
couple stretched out on a freshly pol ­
ished hardwood floor. Again the par­
ticipants said these two wouldn't eat 
raisins because the couple was too so­
phisticated. For the respondents, it 
wasn't " cool" or "modern" to eat rai­
sins. 

The third picture showed a couple 
relaxing in a ski lodge. The partici­
pants said this couple wouldn't eat rai­
sins either because raisins were not a 
"social" food. Raisins , said the partic-

"The voice pitch analysis 
technique is used when it's 
hard for people to 
articulate their emotional 
response to commercials. 
The method measures the 
intensity of the response by 
isolating and analyzing the 
vocal cord reaction. When 
the response is compared to 
the base-line level, you 
know if there is a real 
committment to that 
participant's response. " 
Carol Martin 

ipants, were only to be eaten when 
others were not around. 

When the group was shown the next 
picture , that of a sportscaster sitting 
alone in a pressbox , the participants 
said he would eat raisins. The fact that 
he was sitting alone and no one else 
was around was why he would be a 
raisin eater. Eating raisins in front of 
others, the agency found, was an ele­
ment of embarrassment for some of 
the participants. 

The last picture featured a female 
cross-country skier. The participants 
also said she would eat raisins because 
the fruit is a good source of energy. 

"This exercise revealed a lot about 
peoples ' attitudes toward raisins, ~ne 
which is very limiting ," says Martin. 
" The image of the rai sin eaters, we 

discovered, were limited to children 
and active people ." 
Raisin personality 

The objective of the second part of 
the research was to find out the per­
sonality of raisins . 

To do this , the participants were 
given a piece of paper which listed a 
variety of six snack foods. These 
were: raisins , apples, granola bars, 
yogurt, cookies and peanuts. 

The participants were then asked to 
think of these six snacks in terms of 
personality traits and people. How 
would you describe these foods, the 
agency asked, if they were people? 

Raisin eaters described the raisin's 
personality as powerful, special, up­
to-date , good, old and a person who 
would have a lot of friends. Non­
eaters, on the other hand , described 
raisins as lonely, weak, boring , old 
and ugly. 

Overall , both raisin eaters and non­
eaters described the fruit as healthy 
and energetic but also considered them 
as misunderstood. Both groups lacked 
an emotional attachment to raisins and 
said the fruit evoked negative connec­
tions and negative imagery. 

"These feelings showed there was a 
dissonance in peoples ' mind about 
raisins ," says Martin. " On one hand , 
the participants' logical side was say­
ing that the product was healthy and 
had a lot of good qualities. On the 
other hand , their emotional side was 
saying that raisins are negative and un­
appealing and that they had no attach­
ment to the fruit." 

Carol Martin 
planner, vice president 
Foote, Cone & Belding 
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"We have received a 
barrage of letters from 
people who tell us that the 
commercials have changed 
their attitude toward raisins 
and have encouraged them 
to go out and buy the 
fruit. " Carol Martin 

Broaden acceptance 
In order to get more people to eat 

raisins , the agency wanted to develop 
a commercial that was effective at con­
vincing the consumer that raisins are 
an enjoyable and acceptable food. The 
creative group at FCB thought the 
Claymation commercial would fit the 
bill. 

U sing mall intercepts, the agency 
asked 200 people to respond to a series 
of questions about the "Grapevine" 
commercial. As the respondent would 
answer the yes/no questions, the pitch 
of the respondent's voice was mea­
sured using a voice pitch analysis tech­
nique. The pitch was compared to the 
previously established base-line voice 
pitch level for that individual. 
Through this comparison, the agency 
was able to figure out how much the 
individual responded to the commer­
cial. 

The voice pitch analysis technique is 
becoming widely used to gauge peo­
ples' reactions to advertising. 

Says Martin, "The voice pitch tech­
nique is used when it's hard for people 
to articulate their emotional response 
to commercials . The method measures 

"Claymation was the ideal 
method to use, not only 
because it's new, but 
because it's a good way to 
give life and personality to 
raisins." Carol Martin 

the intensity of the response by isolat­
ing and analyzing the vocal cord reac­
tion. When the response is compared 
to the base-line level , you know if 
there is a real commitment to that par­
ticipant 's response." 
Big success 

To the delight of FCB, the scores 
from the voice pitch analysis were in­
credibly high, says Martin , and the 
commercials portrayed raisins very 
positively in the eyes of the partici-
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pants. Since the copy testing was con­
ducted , two commercials portraying 
the dancing raisins have aired nation­
ally and have received tremendous re­
sponse. 

asked for pictures of the raisins and 
others wanted to learn how to do the 
raisin shuffle." 

"We have received a barrage of let­
ters from people who tell us that the 
commercials have changed their atti­
tude toward raisins and have encour­
aged them to go out and buy the fruit," 
says Martin. "One mother said that 
she bought raisins and now her teenag­
ers are eating them. Some people have 

Martin says the increase in raisin 
sales confirm the improved percep­
tions of raisins. Adding the clay ani­
mation technique to the commercial 
proved helpful in changing the con­
sumers' mind about raisins. 

"Claymation was the ideal method 
to use, not only because it's new, but 
because it's a good way to give life and 
personality to raisins." MRR 

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

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

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

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

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

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

Experienced, Dependable, Professional. 

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

Telephone (201) 585·1400 
Brochure available on request. 
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Computer Assisted WATS Telephone Capabilities 

Complete on-site Data Processing Capabilities 

Experienced Professional Staff 

Rockwood Research 
1751 WEST COUNTY ROAD B· ST. PAUL, MINNESOTA, 55113' 612-631-1977 

Circle No. 71 on Reader Card 

17 



Advertising Research 

continued from p. 12 

monitored randomly during the inter­
view period and 10% of the respon­
dents are called back to verify that an 
interview took place. 

The interviews are conducted during 
a six-day period each month between 
3-8:30 p.m. Monday through Friday 
and 10 a.m. to 6 p.m. on Saturday. 
Each sample telephone number is at­
tempted four times over a two-day pe­
riod before a substitute is allowed. 
The respondent in each case must be 
an adult randomly selected within the 
household using a modified version of 
the Troldahl-Carter Selection Method. 
When persons other than the desig­
nated individual are contacted, an ap­
pointment is made for a callback to in­
terview the proper person. At no time 
during the interview is the respondent 
given the identity of the study's spon­
sor. 

Data processing 
Upon completion of the interview­

ing, all questionnaires are edited for 
consistency. Any omissions or incon­
sistencies are followed up by calling 
the respondent and clarifying the an­
swer. As noted earlier, 10% of the re­
spondents are recalled to verify the in­
terview actually took place. All 
questionnaires are coded for entry into 
the computer and spot checked for ac­
curacy. 

The coded questionnaires are en­
tered into a DEC system 10 computer 
via a remote teletype terminal. The 
data is stored on magnetic discs for 
one year and transferred to magnetic 
tape after that time . 

All phases of the CASH study are 
proposed and supervised by the mar­
keting services department of the Un­
ion-Tribune Publishing Co. 

Average reader 
CASH has established demographic 

and behavioral characteristics of the 
Union-Tribune reader in San Diego 
County as follows: 
Age (median) 39. 1 years 
Education (median) 13.7 years 
Family size (median) 2.3 persons 
Children under 18 (median) two 
Family income (median) $28 ,993 
Married 56 % 
Own residence 58 % 
Auto ownership: None 11 % 

One 51 % 
Two or more 38 % 

Took an airline trip 49 % 
Weekly grocery 

expenditure (median) 
Clipped grocery coupons 
Registered voter 
Have pets 
Shopped at a regional shopping 

$62 
40 % 
81 % 
50 % 

center in last 30 days 82 % 
To further define the San Diego mar­

ket for its customers and prospects, the 

continued on p. 24 

INTRODUCING ADAPTIVE PERCEPTUAL MAPPING 
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Most approaches to perceptual mapping have been static. Respondents have been asked to compare a fixed set of 
products or to rate a fixed set of products on a fixed number of attributes. The maps produced showed the market 
structure but lacked a "what-if capability. 

No more. 

Our Adaptive Perceptual Mapping (APM) System's inter­
view learns which products are familiar to the respondent 
and which attributes are important (up to 30 products and 
50 attributes), then asks only relevant questions. 

Besides producing traditional maps, like the one shown here, 
APM has a simulator that lets you alter respondents' 
perceptions of products or insert new products, then 
estimate the likely effects of making those changes. 

APM runs on IBM PCs or compatibles and comes complete 
with Computer-Interactive Questionnaire Module, Mapping 
Module, and Simulation Module. 

Call of write for a free demo disk of the APM System and 
our other products: 

ACA System for Adaptive Conjoint Analysis. 
Ci2 System for Computer Interviewing. 

OCuomo 

Ci2 CATI System for Computer-Aided Telephone Interviewing. 

Kennedy 

o 

Tracte 
ProtecttOn 

Free Trade 

O lacOCCI 

School 
Prayer 

O F.lweli 

RHo-n O 0 
Helms 

Sawtooth Software 
(Main Office) : P. O. Box 3429, Ketchum, ID 83340 208/726-7772 

(Chicago) : 155 N. Michigan Ave., Suite 724, Chicago, IL 60601 312/ 861 -7105 
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''ATLAS BAS TBE 
RIGBT STUFFII"~ PC MAGAZINE .. . 

" If you want detailed analysis as well as presentation quality, Atlas AMP has the Right 
Stuff". This is what PC Magazine had to say about its Editor's Choice, ATLAS Mapping 
Software. See for yourself how easy it is for you to generate colorful instantly understood 
maps on your IBM-PC. ATLAS allows you to display data by state, county, ZIP code, 
census tract, or other geographic levels. CACI , Donnelley Marketing and Urban Decision 
Systems supply demographic data in ATLAS format. In addition SLP has 100's of its 
own files or you can enter you own data. All of the " Right Stuff " is now available for 
only $449. ($149.00 for MapEdit option) . Remember, SLP maintains a full staff of 
technical support specialists at no cost to you. 

SEPT. 3D, 1986 

----------------------------------I 0 Please send me more information AD-JAN 871 ~ .=.... STRATEGIC Name 
I = ~ :"" ... ~ LOCATIONS Title ________ __________ 1 
I ~ 1 I :.: PLANNING, INC. Company __________ ______ 1 
I ~ ~ " The World Leader in Computeri zed Mapping" Address --------------------1 
I 4030 Moorpark Suite 123 San Jose CA 95117 City State ---- I 

Brochure Hotline 800-628-2828 Ext. MAP Zip - -------- Phone ( 
I (24 hours; 7 Days a Week) or Call Direct (408) 985-7400 Macintosh is a trademark of Macintosh Laboratories, and is licensed to Apple Computer, Inc. I ----------------------------------
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PRODUCT AND SERVICE UPDATE 

Electronic typewriter study 
Electronic typewriters have made 
dramatic progress in terms of both 
product development and market 
penetration since they were first in­
troduced in 1978. Price declines 
have played a major part in the in­
creasing appeal of electronic type­
writers, but even more important 
has been the availability of new 
product features. The challenge for 
manufacturers, however, is that fu­
ture market growth will be unlikely 
as saturation is rapidly being ap­
proached. Competition with other 
types of text production equipment 
as well as within the product cate­
gory will be intense in coming 
years. Venture Development Corp. 
offers a report on the full-size office 
electronic typewriter market to help 
manufacturers chart a successful 
course through the turbulent times 
ahead. The study covers full-size of­
fice electronic typewriters which 
weigh 25-70 lb., have 15-in. carriage 
or greater, a maximum paper capac-

ity of 15-21 in. and a print speed of 
more than 15 characters per sec­
ond. Contact Marc Regberg , Ven­
ture Development Corp., One Apple 
Hill, P.O. Box 9000, Nat i c k M A 
01760-9904. (617) 653-9000. 

Health care service 
Dr. Murray Simon of D-R-S 
Healthcare Consultants, in partner­
ship with Louis J. Pappalardo, an­
nounces the inauguration of 

Healthcare Probe, a unique service 
to provide marketing research with 
the health care practitioner and 
consumer on a regional or national 
basis. The company has developed 
and trained a nationwide field sur­
vey team of medical and dental stu­
dents to conduct telephone surveys 
with physicians, dentists and other 
health related professionals. This 
new survey team provides a signifi­
cant expansion of the company's 
existing consumer capabilities. 
Contact (203) 746-5270. 

Computer encoder 
AccuCode II, a second generation 
automated ICD-9-CM encoder for 
mainframe computers, is now avail­
able from the Commission on Pro­
fessional and Hospital Activities 
(CPHA) through a network of distrib­
utors. The use of AccuCode II can 
reduce coding errors, optimize effi-

The Fieldwork Solution. 
QualifY- Data Collection. 

Rapid Turnaround. 
Com:/2etitive Pricing 

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

D Bilingual/Spanish. 
o Nat./Local Probability Sample. 

D Coding and Tab. 

J :\TER\'J EWJ i\G 
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D Validation Services. D Senior Staff Supervision. 
D On Site and Remote Monitoring. D Responsive Service. 
D Computer Assisted Calling. ISA is built to meet your needs 
D Experienced Interviewers. and budget. Call Michael 
D Flexible Scheduling. Halberstam or Lynne Denne. 

ER\'ICE OF A~I ERICA, I ~c' 16005 SHER~IA' \\'A \: VA~( ~~~) c~~~~1044 (f;!I.! 
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ciency, improve and speed reim­
bursement, and save computer 
time. Created by CPHA nosologists, 
classification experts who were in­
strumental in the development of 
ICD-9-CM and DRGs, AccuCode II 
can be integrated with most exist­
ing in-house patient information 
management systems. It is de­
signed for use by coders at all levels 
of expertise. Contact CPHA, 1968 
Green Rd., P.O. Box 1809, Ann Arbor 
M I 48106. (313) 769-6511. 

Direct marketing software 
SPSS Inc. announces Direct Test, a 
micro-based, decision-support soft­
ware program for direct marketers. 
Direct Test provides users with the 
ability to evaluate direct marketing 
test activities. This helps ensure 
maximum response rates at the 
highest profitability when the pro­
motion is rolled out. SPSS Inc., an 

investor in the product's develop­
ment, holds exclusive marketing 
rights to Direct Test. Previously, the 
product was marketed and sold by 
FCB/Direct Marketing Systems. Di­
rect Test runs on IBM PC/XT, PC/AT 
and compatible computers with 
hard disk and a minimum of 512K in­
ternal memory. Contact SPSS Inc., 
444 N. Michigan Ave. , Chicago 
60611. (312) 329-3500. 

Consumer publication 
Keep up-to-date on consumer and 
public opinion trend information on 
topics that business and govern­
ment are currently facing with Cam­
bridge Reports Trends & Forecasts. 
Provided by Trends & Forecasts, 
this publication is designed to be 
not just a newsletter but also a cus­
tomized information service which 
provides access to the company's 
Cambridge Reports consumer and 
public opinion trend database. The 
information each month is exclu­
sively-generated for readers and 
taken from the company's series of 
quarterly national research studies 

iii TRENDS & 
FORECASTS 
done for over 750 of the country's 
major corporations and institutions. 
Contact Gene Pokorny, Trends & 
Forecasts, 675 Massachusetts Ave. , 
Cambridge MA 02139. (617) 661-
0110. 

Forecasting system 
Wisard Software Co. announces Wi­
sard Forecaster, a low-cost, accu­
rate and easy-to-use time series 
forecasting package primarily for 
Lotus users. Using artificial intelli­
gence and expert system logic, the 
Wisard forecaster uses four statisti­
cal forecasting techniques and then 
combines the results to create a fi­
nal forecast. The system is de­
signed to extract data directly from 
a 1-2-3 or Symphony spreadsheet 
without any special fi Ie transla­
tions. It can place the resulting fore­
casts and related data directly into 
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• Large yard, well-established neighborhood. 
(Serving the entire U.S. for 24 years) 

• Flexible zoning. (Business-to-business OR 
consumer) 

• Minimal paperwork. (Concise, clear, readable 
reports) 

• Reasonable rates. (Call us for details) 

• Excellent references. (Our clients tell us we're 
the best) 

Faber Marke~ Research 
The Qualitative Specialists 

222 South Elm Street·Greensboro, N.C. 27401 
800-334-0867 (919-378-1181 inN. C.) 
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PRODUCT AND SERVICE UPDATE 

continued from p. 21 formation. The printing routines and 
graphics capabilities of Lotus can 
then be used to further examine the 
information. Contact Wisard Soft­
ware Co. , P.O. Box 19730, Green Bay, 
WI 54307-9730. (414) 436-2341. 

.SARJ)® 
SOFTWARE CO. 

A D,v,s,o n 0 SHAOl InlOllll di iOIl S1' lell" hI( Business database 

the same spreadsheet , or create a 
new spreadsheet containing the in-

National Decision Systems an­
nounces Business-Facts, the mar­
keting information division of NOS 
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The Decision Support System 
For Marketing Research 

FAST, SIMPLE, THOROUGH 
ACCESS TO YOUR 
MARKETING 

/' 

DATA /' ./ 7/ 
'~LD'A"A' TM 
L~~ 7 

GET THE ANSWERS IN MINUTES, 
NOT HOURS OR DAYS. 

Explorer is a tool of the 90's that combines crosstabulat ions, graphics , and 
statistics in one easy-to-use package. It allows anyone to access informat ion 
without being a computer expert . 

As a researcher you have to be responsive and adaptable, yet research suppliers 
just aren 't able to respond to your needs in hours. Additionally , tradit ional data 
processing is ill-equipped to meet your schedule. Most analytical software and 
timesharing approaches require long setup times before results can be obtained . 
Often , you just can 't wait that long . 

Explorer is the answer to your immediate data needs and custom reports. Explorer 
puts the data on your desk , on your PC computer, to be run on your schedule. 

Call your nearest Maritz office and ask for The Decision Support System for 
Marketing Research . 

One More Reason Maritz Is A Leader 

H MARITZ® MARKETING RESEARCH INC. 
St.Louis 
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1395 N Highway Dr 
Fenton. M063099 

New'lbrk 
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5995 Barfield Rd , 11160 
Atlanta, GA 30328 

Minneapolis 
(612)922·0882 

6800 France Ave., SUite 320 
Minneapolis, MN 55435 
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(314) 827·2305 

1395 N. Highway Dr 
Fenton, M063099 

Detroit 
(313) 540-2200 

255 East Brown SI , Suite 205 
Birmingham, MI48011 

Toledo 
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Toledo, OH 43615 

Circle No. 76 on Reader Card 

D.n •• 
(214) 387·0010 

12720 Hillcrest Rd ., SUite 1010 
Dallas, TX 75230 

Lo.Angelee 
(213) 947-4602 

15851 East WhiHter Blvd 
Whinier , CA 90603 

dedicated to providing more useful 
business information for better mar­
keting solutions. Using a compre­
hensive and highly-refined database 
of over eight million businesses and 
combining it with proprietary soft­
ware systems and geographical en­
hancements , N OS has developed 
leading-edge business marketing 
information products and services. 
These applications-oriented ser­
vices provide " actionable" market­
ing information which enables 
knowledgeable decision making. 
Contact the NOS Business-Facts 
Department , (619) 942-7000. NOS, 
539 Encinitas Blvd. , Encinitas CA 
92024. 

Customized research division 
FINDfSVP announces the creation 
of the Strategic Research Divsion to 
serve busi ness 's expand i ng need 
for custom market research , com­
petitive intelligence, surveys and 
other in-depth research. Designed 
to go beyond the scope of FI N Of 
SVP's Quick Information Service , 
the new division will perform a wide 
variety of customized studies and 
assignments using a combination 
of primary and secondary research 

Rnd'lsvp 
The Information Clearinghouse 

techniques . The division has al­
ready begun operating with a staff 
of more than a dozen research pro­
fessionals and analysts led by a 
new managing director. FINDfSVP's 
Strategic Research Division can 
help companies define market op­
portunities, plan for expansion , de­
velop new products , assess the 
competitive environment , improve 
distribution channels , analyze the 
dynamics of a particular industry 
and study market segmentation. 
Contact FINDfSVP, 500 Fifth Ave. , 
New York City 10110. (212) 354-2424. 
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· .. or, How To Use The Telephone 
To Obtain Profitable Information-Fast! 

TIME: 9 A.M. 
PLACE: A SMALL TOWN IN NEW JERSEY 

~
he team is in place. Most are experienced 

professionals who have handled this kind of 
assignment before. It will take precisely three 

hours and must be done accurately ... without a 
hitch. People of influence are about to be asked a 
question that will affect whether or not millions of 
dollars will - or will not - exchange hands along 
thousands of miles of highway, in dimly lit garages 
and plush offices from New York to Houston. 

It can also affect the fortunes of expensively dressed 
men and women as they eat their evening meals in 
mosque-like villas on the edge of a desert sea, seven 
thousand miles away. 

The moment arrives. Phones ring across state borders 
from coast to coast. Questions are asked. Answers 
are given. 

When the data are complete and have been coded, 
they will be transmitted from an office somewhere in 
Washington, D.C. The basis on which to measure, 

M cGR A W- HI LL 

evaluate and decide what the wholesale price of 
gasoline and heating oil will be over the next 24 to 
48 hours, will have been established. 

The vital information source described here is Platt's 
Global Alert ... one of the most authoritative voices 
on gasoline and heating oil prices in the U.S. (proba­
bly the world). 

The people who gather and transmit this information 
in minutes, with extreme accuracy, are McGraw-Hili 
researchers. They are trained to deal with Real-Time 
Information gathering better than any other team in 
the business. They are pros .. . and this is only one of 
dozens of different kinds of research they conduct­
every day of the week, every week of the year. 

Above all, they know how to get the information you 
need in order to make profitable decisions - over 
the phone (even overseas). And we want to be your 
research company. 

Ask for details, ... write today, or call 
Sherry Fox, Director, Telephone Interview­
ing Center at (609) 426-5946. 

RESEARCH 
122 1 Avenue of the Americas. New York . NY 10020 
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Advertising Research 
continued from p. 18 

Union-Tribune papers divide it up into 
16 distinct zones. Here some signifi­
cant demographic and behavioral char­
acteristics show up. Examples: 

Median age in zone five , which in­
cludes the Old Town , Hillcrest and 
North Park areas of San Diego and a 
big majority of unmarried people , is 
35.2 years. This compares with a me­
dian age of 44.6 years in zone 16 
which includes . Yalley Center, San 
Marcos and Escondido , suburbs that 
have a home ownership of 63 % and a 
relatively high percentage of retired 
people. 

A sizeable spread in median family -
income occurs also , with a high of 
$42 ,800 in zone 13 (Rancho Bernardo, 
Poway, Ramona) and a low of $22 ,900 
in zone five. 

Home ownership ranged from a 
high of 76 % (zone 13) to a low of 36 % 
(zone 5). On the other hand , there was 
comparatively little difference in the 
level of education with all but one 
zone showing less than a median of 12 
years. Family size also showed little 

WHICH WEIGH? 
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Which product will a customer choose? We have 15 years of "What If?" prediction modeling 
How do they weigh their options and priorities? experience .. . with 1 OO's of projects covering most 
Which feature(s) will they give up to get? Which business and consumer categories. 
marketing information/research will reveal the Learn which weigh your customers will 
true hot buttons? react ... before you commit significant time and 
EVERY DECISION INVOLVES TRADE-OFFS! money Think of it as management CAD/CAM with 

All customers make choices by weighing spreadsheet capabilities. Gain a competitive edge 
alternatives and making concessions and with proprietary strategic information . Studies can 
compromises. Trad!tional m~rketing researc~~ be completed in a matter of weeks on very 
and management Information sources ~t ' reasonable budgets. 
seldom includes this critical aspect of ~~\\ )\\ ~ WHICH SUPPLIER DO YOU USE? 
basic behavior! .~ ~ That too is a matter of Trade-offs. Check 
TRADE-OFF RESEARCH rt Q us out, weigh your options and make 
is a full service specialist in the best choice. 
conjoint/ trade-off For an estimate 
analysis. We use or demo contact 
interactive computer Harris Goldstein , 
techniques. President. 
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RESEARCH, INC. 
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"The CASH Research program con­
tinues to be an invaluable source of 
advertising and marketing informa­
tion for the Union-Tribune's clients 
and staff," according to Ron Hole­
way, market research analyst for the 
Union-Tribune. "Now in its four­
teenth year, the study monitors mar­
ket trends on a variety of subjects. 
While at the same time, it allows us, 
as the need arises, the flexibility to 
collect primary data on areas not 
covered in the main study." 

variation among the zones. The 
weekly grocery bill did not vary 
much, with the exception again of 
zone five which had the lowest weekly 
expenditure of $46 as compared with 
the county median of $62. MRR 

VCR ownership 
reaches 650/0 

When asked which electronics 
equipment they have in their homes , a 
survey of 300 adults nationwide re­
veals: 65 % own a video cassette re­
corder; 16 % own a large screen T. V. 
and 14 % own a compact disk player. 

Conducted by Elrick & Lavidge, 
Inc., and published in Marketing To­
day, the survey also reveal s that more 
Los Angeles residents own electronics 
equipment than people living in other 
cities. 

Founding partner leaves 
research firm 

IMI Research Corp. recently an­
nounced a change in ownership. 
Harold Cook, one of three principals 
in the firm, has sold the majority of his 
interest in the company to the two re­
maining partners. 

In a related transaction , Cook has 
purchased the qualitative research fa­
cility and foodservice consulting busi­
ness of IMI Research. The new busi­
ness , operated by Cook , will be 
known as Cook Research and Consult­
ing and will provide qualitative re­
search facilities and foodservice con­
sulting to business and industry. 

Scott Middleton, a principal in IMI 
Research, said that " The purchase of 
Harold's interest in the firm, coupled 
with the sale of our qualitative facility 
and foodservice business to him will 
enable both parties to pursue their pri­
mary areas of interest." 

April 1987 

Unpleasant experiences 
cited as reason 
to avoid businesses 

More than a third of the 400 Michi­
gan residents no longer wanted to pa­
tronize businesses where they had had 
unpleasant experiences, a telephone 
survey by Harrington Market Re­
search Services reveals. 

Retail stores were mentioned most 
often (37 %) as sources of customer 
anger. Other categories were restau­
rants and hotels (13 %), banks and 
other financial institutions (10%), auto 
dealers (9 %) and auto serv ices (8 % ). 

Keywords 
enhance impact 
of ad headlines 

A computer analysis of 3,206 ads 
from the McGraw-Hill Readership 
Data Base indicates that special words 
in headlines increase the effectiveness 
of communication to readers/pros­
pects. Use of the key words in head­
lines helps marketers establish four of 
the five steps to a sale: "establish con­
tact," "creating awareness," "arouse 
interest" and "build preference." 

Statistically, the use of key words in 
headlines does not have significant ef­
fect on " keeping customers sold," the 
fifth step. 

"Establ ish contact" answers the 
question "When you first looked 
through this issue, did you see this 
ad?" "Creating awareness" measures 
an ad's ability to alert readers to 
something not previously known. 
"Arouse interest" measures an ads 
ability to cause the reader to take 
some action. "Build preference" re­
fers to the ad's ability to reinforce 
positive feelings the reader had for the 
brand or help the reader choose this 
brand over another. 

Out of the 3,206 ads, 968 include 
special words in their headlines while 
2,238 do not. The four advertising ob­
jectives are calculated for ads with 
key words in headlines . 

Findings show that key words can 
add impact to a headline: 

• The "establish contact" score for 
headlines containing words such as 
"easy" averages 14 % higher than 
those headlines without key words. 

• Utilizing special words such as 
"compare," introduce," "now" and 
"price" average higher "c reate 
awareness" scores than those head-

Nearly two-thirds of the unhappy re­
spondents were between the ages of 25 
and 44. Well-educated people in 
higher income brackets, $45,000 and 
over, were displeased more often. 
People in professional, sales and cleri­
cal occupations were more unhappy 
than were retirees and others. 

Respondents were permitted to iden­
tify more than one problem area where 
applicable. Service was the common 
complaint of 68 % of the discontented . 
Other cited causes of bad experiences 
were personnel (39 %), complaint han­
dling (27 %) and the product or service 
itself (23 %) . Cost and invoicing con­
cerns were noted by only 13 %. MRR 

lines without these special words by 
margins of27%, 17 %, 12 % and 6%. 

• Headlines with special words 
such as "compare," "save," and 
"new" average significantly higher 
"arouse interest" scores than head­
lines without those words. Average in­
dex scores range from 108 (new) to 
123 (compare). 

• Use of special words such as 
"compare," "introduce," " new" and 
"easy" shows a noticeably higher 
"build preference" score than head­
lines without. Scores range from 1 06 
(new) to 123 (compare). 

The data on which this report is 
based were compiled from the data 
base established by McGraw-Hill Re­
search in conjunction with the School 
of Management , University of Massa­
chusetts. The database incorporates 
thousands of advertisements appearing 
in 26 business publications that were 
studied by McGraw-Hili 's AD SELL 
Readership program. This program in­
terviews 100 readers of a publication 
and report the percentage of readers 
who claim the ad affected them on one 
or more of the five steps to a sale. 

WANT MORE INFORMATION 

FROM ADVERTISERS? 

USE THE READER 

SERVICE CARD. 
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Heavy drinking 
varies widely 
by age, sex 

Approximately..seven in 100 Amer­
icans drink two or more alcoholic 
drinks per day and heavy and poten­
tially harmful drinking is much more 
likely among men and young people, a 
federal survey shows. 

These were two of the findings of a 
telephone survey on drinking habits 

iN SAN diEGO 

TRADE NEWS 
conducted by the national Centers for 
Disease Control (CDC) . The partici­
pants from Washington, D.C., and 21 
other states were asked in 1985 
whether they averaged two or more 
drinks a day. 

Only 7 % of the 25,221 surveyed 
drank that much, leading the CDC to 
conclude that a level of two drinks a 
day is "higher than that experienced 
by the large majority of adults." 

When broken down by state, sex or 

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 ~RESEARCh 
•••• jSAN diEGO __ _ 

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 

}202 rliiRd AVE. SAN diEGo' CA. 9210} 
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age, survey findings varied signifi­
cantly. 

More than 10% of the men surveyed 
had two drinks a day, compared to less 
than 3 % of the women. In most st(l.tes, 
heavy drinking declined noticeably 
with age. 

CDC researchers believed that most 
of the people averaging 60 drinks a 
month, or two a day, are drinking 
every day, says David Williamson, a 
specialist with CDC's nutrition divi­
sion. "It's not clear which is more 
harmful, 60 drinks in a month or three 
days ... (or) consuming every day," he 
says. Heavy, heavy binging can be 
very harmful also." 

Although it is not absolutely certain, 
people who average that kind of drink­
ing are far more likely to suffer alco­
hol-related problems, Williamson 
says. 

The main purpose of the surveil­
lance, says Williamson, is to provide 
state and local health authorities with a 
look at heavy drinking in their areas. 
More than 30 states are participating 
in the continuing program. 

Medical costs are 
big consumer worry, 
survey shows 

Approximately 82 % of consumers 
are very concerned about medical 
costs despite the decreasing concern 
about price, quality and advertising for 
other goods and services , a recent poll 
reveals. 

This concern is up from 69 % in 
1977, says Barry E. Goodstadt of 
Opinion Research Corp . 

Goodstadt says the worry is "not 
surprising, given the considerable in­
crease in real terms in medical costs." 
The poll results were presented at the 
annual consumer assembly of the Con­
sumer Federal of America. 

Signs of this concern has spread to 
Congress as well where legislation is 
being considered to provide assistance 
to those facing long-term medical ex­
penses. 

Other poll findings were on a posi­
tive note. Over the past 10 years, those 
who worried a great deal about poor 
product quality declined from 48 % to 

continued on p. 31 
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Data Use 

Kudos for 
correspondence analysis 

By Gary M. Mullet 

I f this were the type of publication I 
steal looks at while waiting in the 
check-out lane of my neighbor­

hood supermarket, you'd possibly see 
correspondence analysis described as 
the "up and coming star" of marketing 
research data analysis or a technique 
that researchers "cannot live without" 
or even "Researcher confesses to lov­
ing new analytic technique." 

Since we are not going to purvey 
purple prose, we'll take a somewhat 
more professional approach in the fol­
lowing paragraphs. First, we'll present 
a brief history of the technique, then 
take a look at why correspondence 
analysis is so valuable to today's mar­
keting researchers and finally, as pro­
priety permits, list some actual studies 
in which correspondence analysis was 
actually used. Also, to save the type­
setter's sanity, we'll use the abbrevia­
tion CA in what follows. 

Type of data 
As you are well aware, in marketing 

research much of the data collected are 
of the "yes-no" variety (Aware of 
brand? Ever used brand? Employed 
outside the home?). Another variety of 

the same type of data is the "one from 
many," such as brand used most re­
cently, product used most frequently 
and so on. Both of these types of ques­
tions yield nominal scale data. 

Further, we tend to collect lots of 
rank order data, especially in conceptI 
product testing work and (ordered) 
categorical data - income, age, ex­
penditure and the like. These latter 
types are referred to as ordinal scaled 
data. Complicating the analyst's job is 
the fact that for whatever reasons, we 
generally have a handful or more of 
respondents who give us "don't 
know" or "no answer" or "none of 
the above" or whatever in response to 
our carefully worded inquiry. 

CA history 
While CA seems to have been 

known since the 1930s, current aware­
ness, interest and usage got a big boost 
in the 1960s when J. P. Benzecri and 
his colleagues started developing and 
refining the mathematical and com­
puter algorithms which now allow re­
searchers to do more than merely cros­
stabulate the above data types. 
Working with the Benzecri results we 

can now use nominal and ordinal data 
as inputs to generate perceptual maps 
andlor respondent clusters or seg­
ments. 

The researcher now has a tool to re­
duce the large data sets typically gen­
erated in a marketing research study 
without having to make simplifying 
and potentially dangerous assumptions 
about treating the scale of the data as 
metric. Within the past four or five 
years in particular, various theoretical 
and applied works have appeared in 
print about CA. (Some will be found 
referenced as "dual-scaling," a some­
time U.S. appellation for CA). These, 
in turn, have generated the current 
grounds well of interest among today's 
marketing researchers, although some 
U.S. research companies have been 
doing CA since the mid-to-Iate 1970s. 

Easy interpretation 
In addition to allowing researchers 

to better analyze nominal and ordinal 
scaled data, the output of CA seems 
easy to interpret to most who have 
tried it. The perceptual maps which 

continued on p. 30 
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Data Use 

Correspondence Analysis 

are generated have no vectors; each 
item and each scale is represented as a 
single point. 

If you've written or read a report 
which included a discussion of a typi­
cal point-vector map , say where sev­
eral brands were rated on several at­
tributes , you recognize the clutter 
which occurs when either of the two 
lists gets fairly large. Not only is this 
clutter reduced in CA, you don't have 
nearly the difficulty in interpreting the 
relative positioning of the brands and 
attributes (although you do need to 
avoid going overboard in this part of 
the analysis, since it appears to be al­
most too easy). 

Respondents , too, feel that it's eas­
ier to tell an interviewer whether or 
not a product is , say, sweet , as op­
posed to rating the sweetness on a 10-
point, or whatever, scale. Since re-

spondents are merely answering yes or 
no to the attribute or adjective list for 
each brand (all that describe the 
brand), you may find some references 
to CA listed as "pick any" analysis. 

The reading and interpreting of the 
clusters or segments, if you also do 
that type of analysis with CA, seems 
easier as well. Since all of the data are 
reduced to "yes-no" (i .e. , each re­
spondent is either in the "less than 
$15 ,000 per year" or not , each is in 
the "$15 ,000 but less than $30,000" 
or not , and so on) , the clusters show 
up with a narrative description of how 
many and what percent of the respon­
dents are within each of the answer 
categories for each. 

There are also attendant chi-square 
statistics and significance levels for 
each answer category shown, which 
compare those within a given cluster 

with those in the total sample. Further, 
any true metric data can be carried 
along and used , too . Such data are not 
used to form the clusters, but the 
means of these are compared with cor­
responding means in the total sample , 
cluster-by-cluster. Again , significance 
levels are supplied. 

Other refinements 
Depending on whether you are do­

ing a mapping project or working on a 
cluster analysis , there are some other 
nice refinements in CA computer out­
put. You can , for example, look at ei­
genvalues and variance explained (as 
with factor analysis). For a map , you 
are given the coordinates in up to six 
dimensions and variance allocated by 
axis and for each "variable ." You can 
use supplementary variables to over­
lay other information on maps (such as 

Getting it together 
from them to you 
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• Group Sessions 
• Media Survey 
• Consumer Studies 
• Telephone Research - Phone Bank 
• Mall Intercept 
• Experienced Staff 
• Project Management 
• Viewing Room/One-Way Mirror 
• Permanent Central Location Facility 
• Enclosed Mall - Air Conditioned 

For complete information, contact 
Fay Parker 

Market Research & Analysis 
Field Staff. Inc. 
(Research Center) 

786 Westwood Mall Shopping Center 
Houston, Tex. 77036 • Tel. 713/271·5690 
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Gary M. Mullet is director of statisti­
cal services with Sophisticated 
Data Research in Atlanta. He holds 
a Ph.D. from the University of Michi­
gan and has taught there and at 
Georgia Tech, the University of Cin­
cinnati and Berry College. Previous 
non-academic experience includes 
Burke Marketing Research . He has 
published several papers in both the 
statistics and marketi ng research 
literature and is a frequent speaker 
at meetings of professional soci­
eties. An applied statistician, Mullet 
seeks to de-mystify statistical tech­
niques through research seminars, 
writing and lecturing , as well as in 
his client consultation. 
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age category). If desired, you can get 
projections of all points on each axis; 
these help interpret the dimensions of 
a given map. 

Respondent numbers consIsting of 
any four alpha-numeric characters can 
be printed as cluster group member 
identifiers; obviously, this is a tremen­
dous help for further data tabulation 
and analysis. Axes can be tested for 
statistical significance in explaining 
variance for a given data set. The cur­
rent research and interest in CA have 
given researchers these and many 
other analytical enhancements and op­
portunities. 

Some of many product categories to 
which some of your peers have ap­
plied one or the other major features 
of CA include: 

• Consumer durables 
• News media 
• Financial services 
• Health services 
• OTC health products 
• Retail outlets 
• Names of a new product/line ex-

tension 
• Food products 
• Clothing 
• Travel/tourism 

Since this is a non-technical intro­
duction to a fairly technical subject, 
we won't show you the inevitable 
"squigglies" that appear in some of 
the more technical journals. However, 
if you are so inclined, drop a note to 
the managing editor of this publication 
or me and a bibliography will be sent 
to you. Most of the sources have 
enough complexity to satisfy anyone , 
in addition to showing some very nice 
detailed examples with actual com­
puter output. I'll be happy to send you 
a sample of either or both types, too, 
at your request. 

Not a panacea 

As with any relatively new and fas­
cinating technique , we should avoid 
the temptation of fitting a given study 
into CA where it's unwarranted. CA is 
not a panacea; used wisely, however, 
we can now do a much better job of 
analyzing and interpreting particular 
types of data from marketing research 
studies than we could a few years ago . 
Hence , our decisions are better and 
that's really what this business is all 
about. MRR 
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28 %, Goodstadt says. Those greatly 
concerned about high prices dropped 
from 77% to 60%. Also, those wor­
ried about companies failing to live up 
to advertising claims fell 44 % to 32 % . 

The more optimistic consumer out­
look is the result of several factors 
such as increased marketing emphasis 
on quality and safety of products, the 
introduction of toll-free 800 phone 
services to handle complaints and a re­
duction in inflation, easing consumers' 
money worries, Goodstadt says. An 
increasing emphasis on truth in adver­
tising also has helped. 

Furthermore, "we may be seeing 
the Reagan effect," he says. That ef­
fect is characterized by the general 
feeling of well-being that has been ex­
pressed by many consumers during the 
Reagan administration. This feeling of 
confidence has made many people less 
critical of goods and services. 

The poll was based on a series of tel­
ephone interviews in January, 1986, 
with 1,014 Americans, a sample 
which Goodstadt says makes the poll 
results accurate within a margin of 
plus or minus 3 %. The trends were de­
veloped by comparing results with a 
similar poll taken by Louis Harris in 
1977. 

Popularity increases for 
three-day vacations 

Most people are vacationing for 
shorter periods of time, according to a 
survey commissioned by Marriott Ho­
tels and Resorts. 

Almost three-fourths of all pleasure 
trips last three days or less, while only 
one in four was a longer trip, reports 
the research firm Audits & Surveys, 
Inc. 

The survey, involving 1,513 people 
in November and December, 1986, 
found that during the preceding year, 
66 % of Americans took a pleasure trip 
in which they spent at least one night 
away from home. 

The extended vacation will not dis­
appear but gradually it will be re­
placed by shorter, more frequent get­
aways ' says Jeffrey Hallet , president 
of the consulting firm, Trend Re­
sponse & Analysis Co. 

The increasing number of two-

earner families is one reason for this 
change. 

Hallet mentions that the most com­
mon reason cited for a weekend trip is 
"getting away from it all" and another 
is to get away from the mental stress of 
work. 

Four in 10 people say sightseeing 
was their favorite activity on weekend 
vacations. Other popular activities in­
cluded swimming, hiking and shop­
ping in the summer and snow skiiing 
and shopping in the winter. 

Nationally, Americans expected to 

continued on p. 33 

Consumer 
Opinion Services 

Covering the Northwest 
with our Expanding Network of 

Mall Facilities 

·Spokane 
·Seattle 

Van couver Mall 

Seattle Main Office 
• 3000 Square Feet 
• Beautiful Spacious Focus Group Facility 
• 22 Line Telephone Center 
• 4 Oven Test Kitchen with Mirror 
• 5 Minutes to Airport 

Focus Groups 
Central Telephone 

Audits 
Pre-recruited Groups 

Executive 
Medical 
Demos 

Door to Door 

AMA(206) 24t·6050 MRA 
Ask for Jerry Carter or Dorothy Carter 

Consumer Opinion Services. Int . 
12825 - 1st Avenue South 
Seattle. Washington 98168 

Over 20 Years in the. Northwest 
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NAMES OF NOTE--------
Consumer Pulse announces the ap­
pointment of Linda Waterman to di­
rector of Consumer Pulse of Los 
Angeles , the Galleria of South Bay, 
Redondo Beach, Calif. 

rector of research at Children's 
Television Workshop , Square I in New 
York City. 

Jim McLoughlin has joined SAMI as 
vice president , general manager, 
SAMSCAN. McLoughlin comes to 
SAMI with 21 years experience at 
General Foods with various market re­
search and marketing support respon­
sibilities. Most recently, he served as 
internal consultant at General Foods 
on scanner-based business tracking 
services. 

Joining Stage One Marketing Re­
search, Brookline, MA, is Peggy 
Wagner as senior research analyst and 
Dana Ferraro as project manager. 
Wagner was previously working in 
production at Houghton Mifflin Co. 
and Ferraro was formerly project 
manager at MARC. 

Diane E. Field, Ph.D., has joined 
Consumer Sciences Inc. Youth Re­
search Div., Brookfield , CT, as re­
search director. She was formerly di -

Consumer Pulse of Denver ha s 
moved its field offices to a second lo­
cation in Lakeside Mall , 5801 West 
44th Ave. , Denver, Colo., 80212 , 
(303) 480-0128. Contact Laura Was­
sil, director. 
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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 Clients 

• 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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Consumer Pulse of Cleveland has 
moved its field offices to 4301 Ridge 
Rd. , Cleveland , Ohio , 44144, (216) 
351-4644. Contact Veronica Hoffman 
McCready, vice president. 

On June 1, 1987, The Data Group, 
an information resources company, 
will be moving to new corporate head­
quarters . The new address will be 
Meetinghouse Business Ctr. , 2260 
Butler Pike, Plymouth Meeting , PA , 
19462, (800) 523-0885 . The new fa­
cilities will include a fully equipped 
focus group facility and 100 CRT tele­
phone interviewing positions for na­
tionwide calling. 

NOVA Research has appointed Aaron 
H. Grossman as vice president and 
Andrea Chavkin as associate direc­
tor, qualitative research , to its New 
York City office. Prior to joining 
NOVA , Grossman served as managing 
director of Child Research Services, a 
division of McCollum/Spielman Re­
search in New York City. Chavkin was 

WE KNOW YOU NEED IT 
YESTERDAY 

At Analysis/Research Limited our unique 
capabilities help you meet YOUR deadlines 

A/RL delivers the best r esearch methodology 
ina 1 ow- co st . time 1 y fo rma t . 

CHiPS~ 
Let A/RL tap into the habi t s and atti tudes 

of U.S. Hispanics for YOU 
Custom research studies and 

the original. in-per son tracking omnihus: 
CH1PS © (Continuing Hispanic Profi l e Study) 

print and commercial pre-testing 
pre- and post-tracking studies 
print and broadcast media ads 
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formerly with SSC&B , New York 
City. 

Correction: Steven Sato's title at 
Guideline Re sea rch / We s t , Los 
Angeles , was incorrectly listed in the 
March issue . He has joined the firm as 
president and was formerly vice presi­
dent at Lieberman Research West , Los 
Angeles . 

Trade News 
continued from p. 31 

spend $313 for a weekend trip, not in­
cluding transportation costs . 

Southerners were willing to pay the 
most at $332, while residents of the 
North Central states estimated they 
would spend only $287. 

In between , residents of the West 
were willing to spend $312 and those 
in the Northeast $310. 

Overall findings of the study: 

• During the past year 66 % of 
Americans travelled overnight at least 
once. Of those , 73 % of the trips were 
three days or less. 

• Major reasons for the short trips 
were to get away from it all, 23 %; re­
lax , 16 %; have fun , 14 %, and visit 
family, 13 %. 

• Most popular summer activities 
were sightseeing , 40 %; swimming, 
36 %; shopping, 18 %; camping and 
hiking , 17 %, and dining , 15 %. 

• In winter the top activities were 
sightseeing, 37 %; snow skiing, 26%; 
shopping, 19 %; dining , swimming, 
camping and hiking , 14 %. 

• The problem most often encoun­
tered was disappointing food, 59 %. 
Other problems were : accommoda­
tions too expensive, 46 %; disappoint­
ing accommodations, 46 %; unfriendly 
or poor service, 45 %, and overcrowd­
ing or running out of money, 42 % 
each. 

Focus group addition 
The following listing was omitted from the 

focus group directory that was included in the 
December/January issue: 

CONNECTICUT 

EWHAVEN 

Res-A-Vue 
20 Commerce Park Rd . 
Milford , CT 06460 
203-878-0944 
Contacts : John Kelman 

Tammy Turk 
\-2-3-5-6-78 
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Contact publi sher for rates: Marketing 
Research Review, P.O . Box 23536, 
Minneapolis, Minn. , 55423. 612-861-
805 1. 

Agribusiness 

EXPERIENCE, INCORPORATED 
More than Market Research 

Specializing ill Agribusilless alld Food 
- • Strategic Planning 

• Product Development 
• Market Research 
• Management Consulting 

2000 Dain Tower. Minneapolis, MN 55402 
612 • 371·7990 

Chicago 

C/J RESEARCH, INC. 
3150 Salt Creek Lane 

Arlington Heights, IL 60005 
3121253-1100 

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

KAPULER Marketing Research Inc. 

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

Viewing Rooms • 
• UniFocus One-on-One depth 

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

Camera Ready Tables 

3436 North Kennicott Avenue, 
. North Arlington Atrium 

Arlington Heights, Illinois 60004 
(312) 870-6700 

Software 

THE SURVEY SYSTEM 
State-of-the-Art Tabulation Software 
for Market Research Professionals 

Creative Research Systems 
1649 Del Oro, Petaluma, CA 94952 

(707) 765-1001 

TABULYZER 
ProCessional Software Cor Survey Crosstabs 

Business Research & Surveys 
50 Gr eenwood A ve., West Orange, NJ 07052 

(201) 731-7800 

Business-ta-Business 

JAMES M. SEARS ASSOCIATES 
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JAMES M . SEARS 
PWINCIPAL 
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0:'11':: NEWAH K STRI'~ET 

II OBOKEN . N .J . 070:10 

Minneapolis/St. Paul 

Rockwood Research Corporation 
Full Service Marketing Research Firm 

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

1751 West County Road B 
St. Paul, MN 55113 612/631-1977 

CLASSIFIED AD 
DO RESEARCH FOR 

A HOLY-OWNED SUBSIDIARY 
We're a major religious and entertainment 
television network and ministry. We 're seek· 
ing someone with initiative, creativity and 
strong skills to join our marketing research 
team . 
If you can design and conduct research pro· 
jects and write actionable reports , have a de­
gree in Marketing or Communication Re­
search, and have three to five years 
experience , send us your resume . Who 
knows? You just might be the person for the 
job . 
Employment Department-Box R 
The Christian Broadcasting Network , Inc. 
CBN Center 
Virg inia Beach , VA 23463 
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Polling misuses 
hurt research efforts 

The scene has become all too fa­
miliar. You get a call or letter 
from a data processing com­

pany that claims they're doing a sur­
vey. They ask you for your name, ad­
dress, telephone number, occupation 
and family income. In exchange for 
this information, they say you may re­
ceive free samples and discounts from 
consumer products companies. 

What you're not told is that your 
personal information is gathered onto 
data tapes and sold to marketers who 
want to promote their products. 

Not only is this activity disturbing 
naive survey participants but upsetting 
survey researchers as well. Profes­
sional pollsters claim these would-be 
"legitimite" polls are hurting their 
profession and misrepresenting its im­
age. It is also causing survey respon­
dents to be more reluctant to partici­
pate in polling, thus increasing 
pollsters chances of getting skewed 
samples and bad results. 

"It's a way for them (pseudo poll­
sters) to get their foot in the door, to 
avoid people from hanging up," says 
Stanley Presser, chairman of the stan­
dards committee of the American As­
sociation for Public Opinion Research. 

"It's a major problem because peo­
ple become less cooperative with the 
real polls," claims Andrew Kohut, 
president of the Gallup Organization. 
"You have to be able to overcome peo­
pIes' resistance." 

Vital social purpose 
According to professional pollsters, 

getting people to cooperate is impor­
tant because proper surveys serve a vi­
tal social purpose by evaluating public 
concerns on issues and measuring con­
sumer trends. Good surveys are those 
which are completely confidential, in­
clude a scientifically drawn sample of 
a particular population, unbiased 
questions and statistically analyzed 
results. 
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Kohut says the way the researcher 
begins the questionnaire can help reas­
sure the respondent that it's a legiti­
mate poll. From there it must be rein­
forced with questions that are research 
oriented and not sales suggestions. 

Survey abusers 
Numerous types of groups have 

been accused of misusing polls. These 
include financial services groups that 
target their efforts at the affluent; tele­
phone solicitors peddling goods who 
use surveys to wind their way into a 
sales pitch and political organizations 
and charities which mail out "opinion 
polls" which, in disguise , are requests 
for donations. 

One such disguised opinion poll 
came out of Citizens for a Sound Eco­
nomic Foundation, a research and ed­
ucation branch of a group that lobbies 
on economic issues. 

According to a Wall Street Journal 
report, the foundation asked in a re­
cent survey: "President Reagan feels 
too many of your dollars are wasted 
on subsidizing special interest 'pro­
grams' - programs which could be 

"The phone-in polls can't 
say anything about the 
larger population because 
it's not a meaningful 
population. It's open to 
fraud. " Stanley Presser 

provided by private sector businesses 
more effectively. Do you agree?" 

The question was obviously a set­
up. Who thinks that too few of their 
dollars are "wasted on subsidizing 
special interests"? The group then 
seeks a donation. 

In addition to these polling abuses is 
the relatively new area-code 900 
phone-in polis. After a televised 
event, e.g . , the presidential debates, 
viewers are asked to phone in with 
their opinion about a particular issue in 
question. Results from the poll are 

compiled after viewers have called in . 
The problem with this polling 

method is that it doesn't necessarily re­
flect general opinion and is not a scien­
tifically drawn sample. Only those 
who happen to be watching can partic­
ipate and probably only those who feel 
strongly enough to pay the 50¢ fee to 
voice an opinion actually do. This 
method also opens up the possibility 
for people to vote more than once. 

"The phone-in polls can't say any­
thing about the larger population be­
cause it's not a meaningful popula­
tion," says Presser. "It's open to 
fraud." 

Still another polling method subject 
to abuse is the growing use of auto­
matic telephone-dialing machines and 
computers to conduct recorded inter­
views. Their abuse is of particular 
concern to survey researchers who 
shudder in the face of increased gov­
ernment regulation of this form of 
polling. Most have lobbied against 
legislation to regulate unsolicited com­
mercial telephone calls. 

Counterproductive 
Both Presser and Kohut believe that 

companies or organizations which en­
gage in polling for sales or contribu­
tion purposes may be going against the 
efforts of other departments in the 
company, e.g. , marketing research, 
which use surveys as part of the re­
search function. 

"Companies which engage in this 
type of misleading activity should real­
ize this is an effort which is not at all 
productive ," warns Kohut. "They 
should think about what they ' re doing 
to their organization when they intrude 
on other peoples' lives. In the long 
run, they're just making it more diffi­
cult for themselves and for those of us 
in research." MRR 
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The Premier 
Developer 
of Software 
for Market 
Research 
Applications 
For 20 years, Computers for 
Marketing CorporaJion (CFMC) 
has been building a reputaJion 
for technological leaadership in 
the marketing research industry. 
Employing the most advanced 
progranv7Ung tec~ques, and 
placing special emphasis on on­
going support and product 
enhancement, CFMC has 
developed truly superior 
programs for computer-assisted 
interviewing, crosstabulaJion, 
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. 

SURVENT'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. SURVENT 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·SURVENT 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 

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. 

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

MICROPUNCIIINANOPUNCll 
are data entry systems which closely 
emulate an IBM -type keypunch 
machine. MICROPUNCH runs on 
the HP3000 minicomput~r, NANO­
PUNCH runs on IBM PC's and 
compatibles. 

ST ATPAK is a set a programs for 
performing 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 Headquarlers: 
547 Howard Street 
San Francisco, California 94104 
Tel : (415) m -0470 
Telex: 5106003978 CFMCORP 

U.S_ Regional Marketing & 
Service Bureau Locations: 
Eulern Region: 
122 East 25 tit Street 
New York, New York 10010 
Tel: (212) 598-6946 

MIdwestern Reelon: 
Ket1cring Tower, Suile 1910 
Dayton, Ohio 45342 
Tel: (513) 228-2652 

Mountain Region & Service Bureau: 
1800 Grant Street, Suile 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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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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13 
ST. LOUIS ' 

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 

(512) 993-6200 
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