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40 prime locations make the new Quick Test Organization the 
network for all your data collection needs. 

Quick Test is proud to announce that America's number one data collection company is now 
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Your team needs the 
best stats if ~u 

want to win a title. 

SPSS® gives you better 
market research stats than 
any other software. 

Your team depends on you to aim its 
pitch toward just the right target. That's 
why you need the very best stats in the 
field : the ones you get with SPSS data 
analysis software. 

SPSS gives you more stats and 
features designed especial ly for 
market research than any competitor. 
And the end-user orientation to help 
you get the most from them. So it's 
a better and faster way to fi nd out 

CAREER HIGHLIG 
Screened all '19as Hrs 
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ehng Manager: 

exactly what you want to know. 
Whether you're on a mainframe, 

mini or micro, SPSS offers all the 
software and options to turn your data 
into useful knowledge. Tools that take 
you from data entry and analysis all the 
way to presentation graphics. 

Yet you'll find the power of SPSS is 
surprisingly easy to control. For over 
20 years, we've designed software to 
meet the specific needs of market and 
survey researchers. So SPSS software 
naturally works the way you work, and 
talks to you in plain English. 

And you're supported every step of 

SPSS is a reg istered trademark of SPSS Inc. 
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the way by the entire SPSS team. With 
ongoing upgrades, documentation and 
training that's come through for over 
1 mill ion users. 

Find out how SPSS market research 
software can give you a clearer view 
of the field, by calling 

1-312-329-3400. 
It's the first step toward the knowl­

edge every winning pitcher needs. 

Best in the final analysis. 
444 North Michigan Avenue • Chicago, Illinois 60611 



Research ensures success 
by Joseph Rydholm 
managing editor 

When a company with anew 
product commissions a mar­
keting research project, it's 

looking for answers to critical questions: 
How big is the market for our product? 
How should we sell it? Have we come up 
with something big? 

When Merrell Dow Pharmaceuticals, 
Inc. began preliminary research on its 
product Seldane, it already knew the 
answer to the last question. Seldane, the 
brand name for an upper respiratory al­
lergy relief medicine called terfenadine, 
appeared to be every pollen-fearing 
person's dream come true. Like the other 
allergy medicines on the market, it re­
lieved the symptoms of seasonal allergic 
rhinitis: the runny nose, itching eyes and 
sneezing. But unlike other antihistamines, 
there was one important thing it didn't 
do: cause drowsiness. 

This was a major breakthrough with 
tremendous sales potential, but Merrell 
Dow needed to know just how tremen­
dous. It needed the answer to those first 
two questions. That's where Opinion 
Research Corp. (ORC) came in. 

Phone survey 
To begin with, ORC conducted a large­

scale random digit dialing telephone sur­
vey to assess the size of the allergy suffer­
ing population in the U.S. Merrell Dow 
suspected there were a lot of sneezing, 
miserable people out there, but it wanted 
to find out just how many, and how mis­
erable they were. 

Based on national probability sample 
of 3,800 households, containing 10,300 
people, ORC projected that there are about 
41.5 million upper respiratory allergy 
(URA) sufferers in the U.S., a group that 
spends an estimated $500 million a year 
on relief. That's quite a market. 
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Extensive interviews 
With the size of the URA suffering 

population ascertained, two groups, con­
sisting of sufferers and the physicians 
who treat them, were assembled and in­
terviewed extensively. 

"A number of significant multi-variate 
analyses were done," says Dick Smith, 
manager of new products market research 
at Merrell Dow, "factor analysis, cluster 
analysis, multiple discriminant analysis, 
gap analysis, and perceptual mapping. 
Subsequent to that, we did conjoint work, 
getting at tradeoffs in terms of pricing 
and other parameters. 

"Prior to this we did quite a bit of quali­
tative focus group work to define the 
issues and terminology that the physi­
cians and sufferers employ, so that when 
we went out and did the field work, we 
were speaking their language." 

Personal story 
The screening process during the ran­

dom digit dialing survey shed light on the 
size of the group, and the interviews 

generated from it told a more personal 
story. From the 1,800 individuals with 
URAs identified in the survey, 1 ,005 were 
selected for in-depth interviews to obtain 
demographic and psychographic infor­
mation, and to find out what medication 
sufferers took, and, if they weren't taking 
medication, why not? 

Their answers told just how difficult 
life can be for the upper respiratory al­
lergy sufferer. 

•On average, URA sufferers had sub­
stantial symptoms 19 weeks out of the 
year. One-fifth, or about nine million, 
had them more than 40 weeks each year. 

• Almost two-thirds ofthose questioned 
said that allergies bothered them "a great 
deal." 

• Allergies are most common among 
persons in the prime working years. URAs 
affect 35% of all females in the 35-40 age 
range; among men, the incidence was 
highest among 30-35 year olds. 

• It's estimated that allergic rhinitis 
causes three million lost work days and 
two million lost school days in the U.S. 
each year. 

•62% said they sometimes didn't take 
medication because it made them sleepy. 

•On average, sufferers took medica­
tion less than half the time that they had 
bothersome symptoms. 

Major revelation 
This last statistic was a major revela­

tion. The research had uncovered a pre vi­
ously unknown group ORC eventually 
termed "silent sufferers," allergy suffer­
ers who chose not to take medication 
because of the drowsiness side effect of 
most antihistamines. 

"One of the largest segments out there 
was this group of people who were liter­
ally begging for a product that would 
deliver on a non-performance-impairment 
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for 

attribute," says Tom Hinkel, research 
executive with ORC. 

"Essentially, you take (an antihista­
mine), you get drowsy, and the next thing 
you know you've got your nose in your 
coffee. So these people would suffer and 
would not take their medication because 
it impaired their performance." 

Physicians interviewed 

January, 1989 

Merrell Dow had a different set of 
concerns regarding the physicians. 
Seldane would be a prescription drug, 
and because Federal regulations prohibit 
advertising of prescription drugs to the 
public, physicians were Merrell Dow's 
link with the consumer. 

A group of 352 physicians-made up of 
allergists, pediatricians, general practi­
tioners, and ear, nose & throat special-

® 

ists-provided .demographic information 
on age, length of practice, and affiliation 
(hospital, solo practice, HMO), which 
aided Merrell Dow in the sales process. 

"They become predictors of behav­
ior," Hinkel says of demographics. "You 
can say, for example, that physicians that 
live in the northeast and have been in solo 
practice for 20 years tend to behave this 

continued on p . 28 
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Auditing--------------------------------

Custom store audits 
By AI Goldsmith 

I 
n recent years, the introduction 
of scanner equipment has elimi­
nated many manual or custom 

audits. Although scanner data is highly 
cost efficient for collecting sales infor­
mation, it cannot collect other pertinent 
product data such as facings, shelf-space, 
out-of-stock, and others. Concise and 
timely custom store audits are the answer 
for this vital information. 

Custom audits, which involve actual 
store visits by trained auditors, are highly 
reliable when used to monitor product 
stocking levels, introduce new products 
or track market share. They are also in­
dispensable when evaluating shelf posi­
tioning success and packaging appeal , as 
well as determining the relationship be­
tween shelf space size and profits. 

Custom audits can track all types of 
consumer goods and are conducted in 
many retail store environments. These 
include grocery stores (with or without 
scanner equipment), convenience stores, 
discount stores, drug stores, department 
stores, hardware stores and warehouse 
stores. These audits may monitor a few 
selected speciality shops in one specific 
location or track a comprehensive na­
tionwide study that combines a variety of 
store types in diverse geographical loca­
tions. 

In today 's highly competitive market, 
it is imperative that managers have accu­
rate, valid audit information. The follow­
ing applications illustrate how consumer 
goods manufacturers can solve market­
ing problems or answer marketing ques­
tions by using customized retail store 
audits. 

Distribution and off-shelf display 
monitoring and maintenance 

A bar soap company wants to monitor 

8 

product stocking levels of an off-shelf 
"shipper" display and maintain point of 
purchase sweepstakes materials at major 
national supermarket chains. The promo­
tion is designed to maintain and increase 

product awareness, sales, and category 
share. Auditors visit each store weekly to 
maintain stocking conditions and verify 
correct placement of all product. Place-

continued on p. 10 

Quirk'~ Marketing ResearchReview 





Audits 
continued from p. 8 

ment of sweepstakes materials at both 
regular shelf and display is also verified. 
In addition, pertinent store conditions are 
recorded. 

New product introduction 
A frozen food company employs a 

new product strategy of systematically 
introducing products into test markets 
with subsequent national roll-outs of a 
specific number of products each year. A 
decline in sales raises questions about the 
relationship between the sales decline 

and the roll-out of new products. The 
company addresses their questions with a 
customized in-store audit which is con­
ducted prior to, during, and after the na­
tional roll-out of new products. The pur­
pose of the audit is to: 

• Monitor distribution levels and freezer 
case allocation. 

•Compare benchmark findings to prod­
uct introduction results. 

•Assess changes and relationships 
within and between measurements. 

• Identify brands, if any, that lost or 
gained significant freezer case space (i.e. 
facings, inventory) after the introduction 
of new products. 

Third Annual 
Sawtooth Software Conference 

The 1989 Sawtooth Software Conference will be held 
June 13-16 in Sun Valley. The general theme for this 
year's conference is ~~Gaining a Competitive Advantage" 
through the use of PC-based interviewing, conjoint 
analysis, perceptual mapping, and cluster analysis. 

This invitation is to all researchers who are ~~gaining a 
competitive advantage" through the use of PC 
technology. If you have a story that you would like to 
tell, submit a brief summary to us by February 15, 1989. 
Conference presentations will be informal20 minute 
talks, with written papers for the published 
proceedings. 

Suggested topics for talks include, but ar~ not limited to, 
~~Gaining a Competitive Advantage" by: 

• Holding down costs and increasing productivity 

• Offering better services 

• Offering new services 

• Obtaining better market intelligence 

Call for further information (208/726-7772). Outlines 
and summaries should be sumitted to: 

j_..i Sawtooth Software 
P.O. Box 3429 

Ketchum, ID 83340 
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•Measure any changes in overall linear 
freezer case space allocated. 

Controlled product positioning study 
A hardware company wants to track 

the sales impact of a special product pro­
motion stocked at store check-outs and 
placed on display. A customized control 
store test tracks the units sold at each 
stocking location and the units sold as a 
result of various promotions. 

Three store panels are created with 
similar customer demographics, store 
volume, and number of check-outs. In 
each of these store panels, alternative 
promotional approaches are tested. After 
a pre-test period to establish regular sales 
levels, the off-shelf displays, check-out 
displays, and special "on-pack" promo­
tions are evaluated. 

Promotional approaches are rotated 
among the three store panels under the 
close control of auditors. Results of the 
study are used to select the appropriate 
promotional approach and to project an­
ticipated sales, market share, and profita­
bility of the promotions. 

Other applications 
Custom audits may vary from manu­

facturer to manufacturer. The above ex­
amples are just a few of the many ways 
they may be used. Other applications could 
include mystery shoppers, product pick­
up, product photographs, or consumer 
intercepts. No matter which application is 
selected, custom audits must be moni­
tored closely by the audit firm to ensure 
that accurate quality data are collected. 

Summary 
Custom store audits are essential for 

providing today's marketers with accu­
rate, valid audit information. They are 
highly reliable, versatile and adaptable to 
any size market. For collecting informa­
tion beyond sales data, custom audits are 
an excellent alternative. MRR 
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Is computer-aided 
interviewing for you? 
by Amy J. Yoffie 

I 
n the past year, an unprecedented number of companies 
have started using computer-aided interviewing. Yet, 
many buyers of interviewing services neither request nor 

desire to take advantage of this technology. Why is this? 
One reason is that they don't understand what is meant by 

"computer-aided interviewing." Frequently, the term brings to 
mind those annoying phone calls at dinner time when a strange 
sounding voice says: "Hello, this is your friendly computer. .. " 
These calls give computer-aided interviewing-and market re­
search-a bad name and have 
nothing to do with the use of 
computers for data collection. 

Real computer-aided inter­
viewing is the process of creat­
ing a questionnaire on a com­
puterand having interviewers­
or in some cases respondents­
sit at a terminal and enter re­
sponses directly into it, rather 
than recording them on paper. 
Interviewers still are very much 
involved in the process, either 
by reading the questions from 
the screen, or in the case of re­
spondent-administered ques­
tionnaires, answering respon­
dents' questions when some­
thing is unclear. 

Another reason that buyers of 
interviewing services shy away 
from computer-aided interview­
ing is that the technology is still 
relatively new, and they are 
afraid of being guinea pigs for 
"untested" methods. Further, 

January, 1989 

since they themselves often have little computer experience or 
expertise, they fear it. 

The biggest concern seems to be that the computer will mal­
function or someone will spill coffee on a disk, and a week ' s 
worth of data will be lost. This fear is most commonly expressed 
by the argument that a stack of paper questionnaires is needed 
when the study is over. 

Client companies also avoid corpputer-aided interviewing 
because of the cost. Most data collection agencies charge more 

for computer-aided interview­
ing. They seem to do so in an 
effort to recoup quickly their 

· · · · investment in both the hardware 
and the software, rather than 
spreading the cost over a long 
period of time. Clients believe 
that the cost should be no more, 
perhaps less, than paper inter-
viewing, since interviewer pro­
ductivity often is higher. When 
there is a full service research 
company conducting the inter­
views, clients believe that the 
savings in keypunching and 
tabulation costs should be passed 
along to them. 

Finally, data collection agen­
cies themselves suffer from 
some ambivalence about the new 
technology and often do not 
argue effectively in favor of 
computer-aided interviewing. 

Why should companies em­
brace this new methodology? 

continued on p. 12 
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Our facilities and services are designed to handle the full spectrum of 
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your survey research. · 

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

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

~~ 
"Data Collection Specialists" 

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

Seattle, Washington 98103 Portland, Oregon 97213 
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Computer- aided interviewing 
continued from p. 11 
Are there specific advantages? What are the pitfalls? 

If you are a client company thinking about using computer­
aided interviewing, be assured that there are some clear advan­
tages. One of the best reasons for using computers is that 
virtually any type of question can be asked. For example, more 
complex questionnaires can be administered because the com­
puter will keep track of difficult skip patterns, recall previous 
responses for use in later questions, and add sums correctly. 
Out-of-range answers and duplicate responses are eliminated. 
Questionnaire bias is reduced through randomization , which is 
accomplished automatically. 

Another advantage is that data collection agencies often can 
produce more interviews in the same time frame , since inter­
viewers avoid paper shuffling and therefore work more effi­
ciently. 

Third, data are available much more quickly when using 
computers for interviewing. Toplinedatacan be obtained at any 
time during the interviewing and can be reported as often as 
needed. For example, if you have a meeting in the morning 
where you are expected to present some of the data, accurate 
counts can be obtained the night before-or even the same 
morning. 

Further, if open-end responses are entered into the computer 
at the time of the interview, they may be listed , sorted, and even 
edited for direct entry to a report. Final cross-tabulations can be 
produced more quickly and with greater accuracy since key­
punching is eliminated. 

What, then, is the best approach if you want to explore taking 
advantage of computer-aided interviewing? How can you find 
out if this is right for your research needs? How can you locate 
a data collection agency that has the requi site experience? 

There are a number of steps you can take. Spend some time 
educating yourself about computer-aided interviewing. It 's a 
good idea to visit facilities where computer-aided interviewing 
is taking place and o~serve the process. Sit down at a terminal 
and try out a computerized questionnaire to get a feel for how 
it works. Since most questionnaires are proprietary, ask the 
agency to program one of your own questionnaires before you 
arrive or ask to see a demonstration questionnaire. 

As part of the education process, you may also want to spend 
some time studying the demonstration disks of different soft­
ware vendors. There are two reasons to do this. First, not all soft­
ware does things the same way or equally as well. Therefore, 
you can look for vendors who use the software that creates the 
types of questions you ask. This will give you confidence that 
your study is being conducted according to your specification. 

Second, you may eventually want to buy the software and 
create your own questionnaires to send to the field for implem­
entation. This gives you greater control over how you questions 
are created and ensures that questionnaires are set up the way 
you want. You also can be sure that the questionnaires are thor­
oughly checked so that no programming logic errors are pres­

ent. 
Next, talk with owners and managers of different data collec­

tion agencies and ask why they favor computer-aided inter-
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viewing. Their answers may give you a clue as to how comfort­

able they are with the technology. Another important question 

is how long a facility has had the capability to conduct compu­

terized interviews and how long the staff assigned to these types 

of studies has been been working with computers. Fears about 

losing data may be allayed when you learn that the people who 

run the studies are experienced. 

You also need to ask data collection vendors what kind of 

back-up procedures are in place for the inevitable time when the 

system goes down. Will interviewing be halted? How easy is it 

to switch to paper? How much time is likely to be lost? What 

kind of experience have they had with this problem? In other 

words, how reliable has their system been? 

You will want to ask what procedures there are for avoiding 

the loss of data. Some facilities transmit the data by modem to 

the client so that if disks are lost in the mail, the data are still 

available. Other print out the data, so that there i a hard copy 

back-up. Still others make copies of each disk so that there is 

always a back-up disk. The last solution needs to be done with 

care, however, so that the original disk is not overwritten or 

blanked out. 

Another way to check out the benefits of computer-aided 

interviewing is to talk with the staff at client companies that are 

already using it. Ask why they do so and what problems they 

have encountered. They can also provide you with the names of 

data collection agencies that are best equipped to handle com­

puter aided studies. Most software vendors also publish users 

lists so you can see who is using this technology. 

Studying the advantages and disadvantages, educating your­

self about how this new technology works, and talking with ex­

perienced staff at data collection agencies and client companies 

will help you decide if your company is a candidate for com­

puter-aided interviewing. The new technology is here to stay. 

Whether and how you use it is up to you. MRR 

Amy 1. Y offie is the 
founder of Research Soft­
ware, a marketer of PC 
software with applications 
to the market research in­
dustry. She is also mar­
keting director for Ana­
lytical Computer Soft­
ware ' s ACS-QUERY 
CAT/ system and ACS­
QUERY SOLO for com­
puter-aided interviewing 
on stand-alone PC' s. She 
received her M.B.A.from 
the University of Mis­
souri-St. Louis. 
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WHEN YOU NEED TO KNOW, 
YOU NEED TO KNOW US. 

YOU ASK THE QUESTIONS. 
WE FIND THE ANSWERS. 

FAST. 

Get the business information you need with just one phone 
call to FIND/SVP. 

Whether you have to get smart about competitors, markets, 
products, demographics, technologies or trends, our Quick Infor­
mation Service has the people and the resources to help you. 

Thousands of reference works and periodicals, hundreds of 
personal contacts, a growing network of overseas affiliates and 
access to more than 1,500 online databases are just some of the 
materials at our fingertips. 

Put the resources of a million-dollar information facility and 
the expertise of 60+ crackerjack research specialists to work for 
your business today. Talk to FIND/SVP and find out how over 
8,500 business executives find out. 

Rnd'lSVP 
The Information Clearinghouse 

I'd like to know more about FIND/SVP's Quick Information Service. Please 
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Company -------------------------------
Address ________________________________ _ 
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How to effectively present 
marketing research results 
by N. Carroll Mohn 

I mproving the quality of presenta­
tions is an important goal for pro­
fessional marketing researchers. 

By developing the ability to effectively 
present research related topics, visibility, 
reputations and careers are enhanced. 

This article summarizes skills for five 
basic presentation assignments faced by 
re earchers both inside and outside their 
organizations. Coverage begins with the 
common briefing-a straightforward 
presentation with the purpose to inform. 
The next type of presentation assignment 
is the proposal, where a course of action 
is advocated together with supporting 
marketing research results. Third, is how 
to present complicated marketing research 
material to a non-technical listener. The 
fourth presentation type covers how to 
deliver a technical paper or article at an 
industry, trade or professional associa­
tion meeting. Finally, techniques are out­
lined to develop and deliver an effective 
team presentation of marketing research 
findings. 

Briefing 
What is a briefing? Usually it is a no­

nonsense presentation which conveys 
technical information to a critical audi­
ence. A briefing on recent study findings 
is the most common type of marketing 
research presentation. 

Although varied in format, all brief­
ings are presentations to inform-to 
provide research facts in such a way that 
busy people can understand them easily, 
and use them as a basis for making impor­
tant business decisions. 

But ineffective briefing presentations 
occur all the time. Why? The primary 
reason is the unwillingness or inability of 
many researchers to invest time in proper 
preparation. A research briefing hould 
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begin systematically with a careful plan , 
proceeding in steps to a stated objective. 
The following outline is essential to pre­
paring an effective briefing. 

1. Analyze the audience. Who are the 
people? What are their backgrounds? How 
much information do they already have? 
What are they looking for? What are their 
needs? 

2. State the objective. What should the 
presentation achieve? What will the 
audience know or be able to do as a result 
of the presentation? 

3. Define and support a main message. 
What is a single sentence purpose of the 
presentation? How can material be 
whittled down to a manageable amount? 
What are the three or four primary points 
that support the main message? Do con-

37% 

elusions have a clear relation to primary 
points and purpose? 

Briefing material should be arranged 
into an outline with an introduction, body 
and conclusion. The main message should 
be tated early in the presentation, rein­
forced throughout, then restated at its 
conclu ion. 

Proposal 
A second type of presentation by mar­

keting researchers is the proposal. The 
research proposal is much like a briefing, 
but includes an element of advocacy. 
Sometimes it is considered a "persua­
s ive" briefing. 

Although most briefings merely in­
form, the proposal tries to encourage 

continued on p. 16 
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Most people find it easier to 
get througtl the one on the left. 

If reading research reports has proven for you to be about as compelling an 
activity as wading through this unnecessarily long and uncommonly dull sentence 
which is just now coming to on end, call Project Research at (612) 331-9222. 

And ask for Kevin Menk. Like our research reports, he' ll get right to the point. 

~ h ~i rJ Project Researc , Inc. 
1313 Fifth Street SE , Minneapolis, MN 55414 
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Presentations 
continued from p. 14 
action or adoption of an idea. For ex­
ample, the marketing researcher proposes 
that additional research be authorized 
based on initial findings. In this instance, 
information presented is technical, but 
the objective is to sell a recommendation. 

Four steps typically are followed when 
preparing a proposal. Steps one, two and 
three are the outline for an effective brief­
ing: analyze the audience; state the objec­
tive; define and support the main mes­
sage. The fourth step is: 

4. Urge definite action. What will mo­
tivate the audience to action? How is the 
recommendation translated into audience 

N. Carroll Mohn is manager, ana­
lytical methods in the corporate mar­
keting research department of the Coca­
Cola Company. Dr. Mohn received 
both masters and doctorate degrees in 
business and economic statistics from 
the University of Texas at Austin. He 
has written numerous journal articles 
and co-authored a text entitled Sales 
Forecasting Models: A Diagnostic 
Approach. 

benefits? 
To organize ideas into a successful 

proposal , an "inverted pyramid" format 
might be considered. This means the most 
essential information is given first, be­
ginning with the main message, followed 
by supporting points, then detailed mate­
rial. If the audience agrees with the main 
message, following with support infor­
mation will reinforce their agreement. If 
listeners disagree, they are focused on the 
presentation viewpoint from the start, 
and perhaps by logic may be convinced. 
Furthermore, if the presentation is cut 
short, the most relevant information al­
ready will have been delivered. 

The use of visual aids has become 
almost standard in marketing research 
propo als. Effective visuals can illustrate 
and clarify a verbal message. Converse! y, 
poor or poorly presented visuals create 
negative impressions and can seriously 
damage a proposal. 

The keys to effectiveness when using 
visual aids are: visibility, simplicity and 
legibility. Most importantly, visuals must 
be seen clearly by all listeners. They must 
be simple and colorful, with each one 
illustrating just one point. Finally, they 
must be legible so listeners can under­
stand ea ily the point being illustrated. In 
designing a proposal, special attention 
and practice are needed to match visuals 
with text. Experienced research present­
ers suggest no more than one visual for 
every 30-60 seconds. 

Following presentation of a research 
proposal, a question and answer session 
facilitates understanding by: 

1. giving the presented feedback on 
the extent of audience acceptance or agree­
ment with the proposal; 

2. reinforcing the proposal's main 
message by addressing specific areas of 
audience concern; and 

3. providing the audience an opportu­
nity to clarify points in the proposal. 

Suggestions for handling audience 
questions effectively include: 

1. planning for them by announcing 
time for questions and answers at the 
outset of a proposal presentation; 

2. anticipating questions listeners will 
ask and rehearsing appropriate responses; 

3. clarifying a question to be sure what 
is being asked is clearly understood; 

4. givinglistenerstheimpre sionques­
tions are welcome and appreciated; 

5. aligning answers with the proposal's 
main message; 

6. disarming "loaded" questions-ones 
based on false or irrelevant assumptions­
by asking the questioner to share infor­
mation or to explain the question; 

7. diverting irrelevant questions by 
tactfully asking the questioner how the 
question relates; 

8. dividing multifaceted questions 
into components before answering; and 

9. resummarizing to leave the final im­
pression before allotted time expires. 

Non-technical listeners 
To many people, the topical areas of 

marketing research are complex and in­
timidating. While not unintelligent, these 
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people may lack a technical background, 
which creates feelings of inadequacy or 
helplessness concerning processes they 
do not comprehend. Study design, statis~ 
tics and computers-these are realities in 
marketing research that non-technical 
people need and want to understand. The 
skilled marketing research presenters of 
technical material must learn to speak ef­
fectively in a "linking" role. 

new data are obtained. It may be merely 
informative, or may include recommen­
dations based on research findings. Ide­
ally, it should present original informa­
tion that interests other marketing re­
searchers, contributes to research knowl­
edge, and perhaps applies to the work of 
others. 

At a marketing research conference the 
audience will consist mostly of intelli­
gent researchers anxious to gain new 
information. As such they are receptive 
to interesting, well-organized and infor­
mative presentations. They appreciate a 
presenter who talks about a paper in a 
direct; conversational style, includingjust 
the highlights. They want a clear state-

ment of the problem or issue being dis­
cussed, a brief explanation of how it was 
addressed, and a review of the paper's 
conclusions, recommendations and ap­
plications. 

Converting a marketing research paper 
or article to a technical presentation be­
gins by carefully reviewing the content 
and reducing it to a manageable mini­
mum of main points. Choosing a few 
good quality visual aids to illustrate and 
clarify each main point is expected. 

When an outline is used to organize the 
presentation, care must be taken not to 
include too much detail. (Interested lis­
teners will read the paper.) The body of 

continued on p. 22 

Presenting technical research to non­
technical listeners has an unusual set of 
priorities for the presenter, because gen­
erally how material is presented is more 
important than the topic. Unlike with 
technical listeners, where conclusions and 
findings usually come first, the non-tech­
nical presentation starts by trying to get 
li stene~ intere~ed in how the topic re- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

lates to them. Thereafter, the audience 
more likely will listen and try to under­
stand details. 

Structuring an approach for success­
fully presenting to a nontechnical audi­
ence generally follows a six-step priority 
listing: 

1. Seize audience attention by being 
enthusiastic. 

2. Get people interested by showing 
them the relevance and importance ofthe 
subject. 

3. Build listener understanding by us­
ing everyday language in concise sen­
tences with numerous examples, analo­
gies and comparisons. 

4. Gain acceptance by convincing the 
audience that marketing researchers (the 
presenter) are like them. 

5. Make the message memorable by 
using visual aids. 

6. Tell the audience exactly what they 
are to do to meet their needs. 

Technical paper 
Annually, many marketing research­

ers attend conferences sponsored by vari­
ous professional and technical organiza­
tions. The main purpose of these groups 
is to disseminate technical material which 
will benefit the marketing research field 
and those who work in the profession. In 
most technical groups, knowledge is 
shared in writing, verbally, and in some 
combination. Associations regularly 
publish technical marketing research 
papers and the authors are invited to 
present the content orally to colleagues. 

Typically a technical marketing re­
search article describes how a problem is 
solved, a new procedure is developed, or 
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Version 4.0 Now Available! 
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Computer 
FAST! 
Transferring information from printed 
questionnaires to a disk file is now 
fast, easy and almost fun. Simply 
place each form on the digitizing 
tablet and repeat the check marks. 
Enter information in any order and 
skip unanswered questions; data is 
always stored in the right order. Mix 
multiple choice, numeric, open end, 
continuous line scale and text entries. 
Multiple page and oversize question­
naires are no problem. 

DigiData creates an ASCII data 
file ready to import into your favorite main­
frame or micro program for analysis . For the 
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PRODUCT & SERVICE UPDATE 

Preference Analyzer II 
Ortek Data Systems, Inc. announces 

the introduction of the Preference Ana­
lyzer II , a compact system t~at allows 

market researchers to gather, compile, 
view, and analyze data in real time. For 

example, a researcher can test an adver­
tisement, preview a video, evaluate a 
speech, poll voters, do product testing, 

conduct a focus group or do personal 
interviews. Using computerized equip-

Consumer Research. Down to 
the smallest detail. 

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

220 South Spruce Street, Suite 100, 
South San Francisco, CA 94080 (415) 871·6800 

• •• ECKER 
CONSUMER Ill RECRUITING 
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ment, the researcher sees instantly via 
color graphics the second-by-second 
responses of the respondents. The sys­
tem, which can be used with one respon­
dent or as many as 512 at one time, is 
lightweight and designed to carry on air­
craft. Contact Jim Strelchun, Ortek Data 
Systems, Inc., 6249 S.W. Canyon Court, 
Portland, OR 97221. 800-USA-6416. 

Statistical data package 
for Mac 

SPSS Inc. announces that it has signed 
an agreement with MCI (Management 
Computer International) AB of Stock­
holm, Sweden to jointly develop a statis­
tical data package for Apple Computer 
Inc.'s Macintosh II and Macintosh SE 
computers. The package, available in mid-
1989, will contain the full functionality 
of SPSS mainframe statistical products 
with the Macintosh-oriented user inter­
face. 

SPSS also announces the release of 
SPSS/PC+ V3.0, which runs on the IBM 
PC/XT, PC/AT, PS/2, and compatibles. 
In addition, as of this new release, SPSS/ 
PC+ will no longer need a key diskette to 
operate. Contact Jeff Wiss , SPSS Inc., 
444 N. Michigan Ave., Chicago, IL 
60611. 312-329-2400. 

New newsletters 
Alert Publishing, Inc., publisher of 

research alert, announces the launch of 
three new monthly newsletters: affluent 
markets alert, minority markets alert, and 
youth markets alert. Contact Eric B. 
Miller, Alert Publishing, Inc., 30-87 37th 
St., Long Island City, NY 11103. 718-
626-3356. 
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o ''The Desktop Survey System" 

This is one survey you want to take! 
This survey was prepared on a laser printer by the SURVEY NETWORK TM system described 
on the reverse side. We would appreciate your answering this questionnaire in the context 
of how you perceive this product and how it might fit into your business. 

Proper Mark 
~~~~~::z---@ 

1. What are the primary problems you have 
when conducting surveys? (Fill in all that apply) 

Data entry Questionnaire preparation 

Elapsed time 
Data accuracy 
Cost 
Labor staffing 
Coding 
Peaks and valleys 
Other ___ _ 

Last minute changes 
Flexibility 
Aesthetics 
Complex designs 
Assembling 
Typos 
Other ___ _ 

2. What is your typical number of respondents 
per survey? 

Less than 200 
201-500 
501-1,000 
1,001-2,000 

2,001-5,000 
5,001-10,000 
10,001-20,000 
Over 20,000 

3. How many surveys do you conduct per 
month? 

§ 1-2 
3-5 

6-10 §11-25 
26-50 
Over 50 

4. How do you enter your data? 

Key entry minicomputer 
PC with key entry software 
CRT interviewing system 
Other ________ _ 

5. How do you prepare your Questionnaires? 

§ Word processing 
Computer software product 
Other ________ _ 

6. Would you consider using the 
SURVEY NETWORK ™ system for your 
operation assuming you can reduce costs 
and it solves the problems you marked in 
the first question? 

§Yes 
No 
Need more information 

Name ________________________ _ 
Title ___________ _ 
Company ____________________ _ 
Address __________________ ____ 

Phone ______________________ _ 

Thank you for your interest and opinions. Please mail this to the address on the other side. 
---+ 

994 • 
Form Number 78685-5-72 • • SURVEY NETWORK™ ----- -

-- II - II - I - I - II - II -----------------------------------------
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o 'The Desktop Survey System" 

Announcing the marriage of 
scanning technology and 

desktop publishing 
Preparing and tallying market surveys have always been time con­
suming and costly tasks for effective market research. Now, National 
Computer Systems (NCS) unites the flexibility of desktop publishing 
with fast, reliable scanning technology to bring you easier, more 
efficient market surveying. 

With the Survey Network™ system, you create your own scannable 
survey questionnaires using an AppleCl) MacintoshC2) microcomputer 
and a laser printer-just like we've done on the other side of this 
page. An NCS® optical mark reader rapidly scans the forms and 
transfers the data to a microcomputer for analysis. Key entry is 
virtually eliminated except for open-ended responses included on 
the same questionnaire sheet. Imagine the time and money you can 
save-not to mention the headaches-by using automatic scanning 
instead of key entry. 

Best of all, the desktop publishing capability of the Survey Network 
system helps you design and develop professional looking, scannable 
questionnaires in-house to meet a variety of survey needs. 

All that's required is the desire to make your market research easier 
and faster, and a phone call to the Survey Network team to find out 
more about the Survey Network system. 

Complete the survey on the other side of this page and mail to: 

Survey Network System 
National Computer Systems 
7600 France Ave. So. 
Edina, MN 55435 
612-830-7812 

1 
Apple is a registered trademark of Apple Computer Inc. 

2
Macintosh is a trademark of Apple Computer Inc. 

Copyright c 1987 
National Computer Systems, Inc. 

NATIONAL .M 
COMPUTER 
SYSTEMS 

NCS Mark Reflex• MP-78685-321 c , 1988, National Computer Systems, Inc. All rights reserved. Printed in U.S.A. 

• • 
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Princeton, NJ-based Total Research 
Corp. announces the following hirings/ 
promotions: Dr. Lawrence McGill has 
been appointed to the newly created 
position of media specialist. Dr. McGill 
has been a research fellow and lecturer at 
Northwestern University' s Medi11 School 
of Journali sm, and at the University's 

Dept. of Sociology. Gina Trench has 
been named research associate. Eric Ziss­
man has been promoted to manager, ac­
counting department. Matthew Campion 
has been promoted to group project di­
rector, healthcare division. 

MORI Research, Minneapolis, MN, 
has hired Carol Kranz as chief operating 
officer and Tricia Landis as research 
analyst. 

Chilton Research Services, Radnor, PA, 
has promoted Robert J. Thomas to vice 
president and group manager. 

Thomas Kane 

William F. Kane will head the new 
West Coast automotive marketing re­
search office of Maritz Marketing Re­
search as regional manager. Previously, 
he was vice president, director of re­
search for Dancer Fitzgerald Sample, Los 
Angeles, specializing in automotive re­
search. 

John H. Costello has been named presi­
dent of Nielsen Marketing Research 

January, 1989 

U.S.A. Previously he was executive vice 
president of the Wells, Rich, Greene 
advertising agency. 

Kathleen A. Follweiler has been 
appointed project coordinator of Allen­
town, PA-based Park wood Research As­
sociates. Previously she was with the in­
formation resources division of Dun & 
Bradstreet. 

Follweiler 
I 

Greene 

The ICT Group, Inc., Langhorne, PA, 
has appointed Helen W. Greene as vice 
president and director of research for its 
market research division, VF Informa­
tion Service, headquartered in King of 
Prussia, PA. Previously she was presi­
dent of H. Wippich, Greene & Associ­
ates. 

The Greenfield Consulting Group, New 
York, NY, has named G. Patrick Cahill 
as vice president. Previously he was with 
Eland Brookbanks Vector, Inc. and Rand 
Levine, Inc. 

Eugene F. Goldsmith has been named 
vice president, strategic research at The 
Response Center. Previously he was with 
E.I. DuPont de Nemours, Inc. in various 
marketing positions within the company's 
healthcare strategic business units. 

Lynne Martz has been promoted to 
research executive at Opinion Research 
Corp., Princeton, NJ. 

Marketing 
Researcli 
Software 

StatPac Gold will handle your 
marketing research project from 
start to finish . Everything in one 
complete package. Survey analysis 
has never been easier because 
StatPac Gold will help you every 
step of the way, from sample 
selection to final report preparation. 

StatPac Gold is a perfect choice for 
telephone interviews and direct 
mail surveys. Data can be entered 
using a variety of formats, including 
your own custom designed screen 
templates with validity checking 
and branching . 

Best of all, StatPac Gold is easy to 
use. Within minutes, you 'll be 
producing frequencies, crosstabs 
and banners. What's more, StatPac 
Gold offers a wide selection of 
presentation quality graphics like 
bar graphs, pie charts, histograms 
and scatterplots. 

For one low price, you get a com­
plete data base manager, basic 
and advanced statistics, tables, 
windows, graphics and utility 
program library. 

To find out how StatPac Gold can 
save your time and money, 

CAUNOW: 
1-800-328-4907 

~ 
WALONICK ASSOCIATES 

The PC Statistics Pros 
6500 Nicollet Ave . S .. Minneapolis. MN 55423 

StatPac is a reg istered trademark of Walonick Associates, Inc 
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Presentations 
continued from p. 17 

the technical presentation simply high­
lights the body of the article or paper. 
Concluding typically is by summary, rec­
ommendation and discussion of the ap­
plications and benefits. Especially ap­
propriate to presentation of a technical 
marketing research paper is "Tell them 
what you're going to tell them, tell them, 
then tell them what you've told them," 
remembering to keep it clear, logical and 
objective. 

Team presentations 
Marketing research today is in the age 

of specialization and technical complex­
ity. The scope of knowledge and activity 
is such that the individual cannot be 
expected to master everything. This evo­
lution of research specialization has fos­
tered the team presentation where several 
presenters work toward common goals. 
Team presentations by researchers are 
common and in some contexts, are the 
norm. Because ofthe higherrelative costs 
for team presentations, the skills required 
for their success are a valuable asset. 

To coordinate an effective marketing 
research team presentation focuses on 
leadership ability. Concentration on lead­
ership and coordination includes atten­
tion to detailed tasks of: 

1. defining an initial research presen­
tation concept; 

2. assembling the presentation team; 
3. identifying objectives and a main 

message; 
4. establishing responsibilities, work­

ing relationships and schedules; 
5. making required equipment and fa­

cility arrangements; 
6. managing visual aids production; 
7. holding necessary team strategy 

meetings; 
8. tracking progress; and 
9. rehearsing the team. 
In choosing a team of presenters, indi­

viduals to look for 
1. have necessary research experience 

and know ledge; 
2. will work well together; and 
3. will commit to the presentation, its 

preparation and deadlines. 
When the team is together, as a group 

it must plan and design the presentation. 
Elements are identical to those for the 
single presenter: analyze the audience, 
state the objective, define the main mes­
sage, support it, and urge definite action 
(if appropriate). 

But in addition, the team research pres­
entation means dividing the main mes­
sage into parts, ideally corresponding to 
member strengths. Each team member 
must understand exactly how his or her 
part fits into the whole presentation. Such 
understanding includes timing and order­
ing issues, together with each individ­
ual 's key points supporting the main 
message for the presentation. 

Proper presentation design activity 
avoids overlap and duplication while 
ensuring no important omissions. Where 
visual aids are concerned, team members 
should use the same medium and style. A 

CHESAPEAKE 
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CHESAPEAKE SURVEYS 
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team "dress rehearsal" is even more criti­
cal to identifying and solving problems 
than with a single speaker presentation. 

As a general guideline for a team mar­
keting research presentation, here is a 
suggested structure: 

1. Describe the nature of the presenta­
tion and who the presenters are. 

2. State the scope, purpose and main 
message, explaining each presenter's role. 

3. Introduce the first presenter. 
4. Each presenter speaks in tum for the 

allotted time, handling questions, then 
introduces the next presenter. 

5. Summarize, asking for further ques­
tions, answer them, then conclude by 
restating the main message and support­
ing points. 

Concluding remarks 
It may seem trite, but a reasonably 

dressed speaker is more effective than 
one whose appearance distracts listeners. 
The marketing research profession in­
cludes individuals from academic, busi­
ness, and government, each group having 
its own standards. Prior to a presentation, 
the speaker should consider personal 
appearance with respect to the specific 
audience. 

Early arrival by the presenter is another 
good practice. Checking on where the 
presentation is to be given allows for fa­
miliarization with facilities and avoids 
unwanted surprises. 

While waiting to speak, presenters 
should assess the collective audience 
mood. Watching and listening to what 
occurs before speaking helps toward 
delivering a presentation in context. 

West Coast Field Services 

• Four great Focus Group 
Facilities 

• Professional Recruiting 
• Moderators available 

O SUtlloO!ko 
Seattle / Tacoma SMSA '----<~--.-< 

CALL 
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Introduction of a presentation is a tense 
moment. The usual recommendation is to 
take several deep breaths and speak out 
clearly with a friendly attitude. A critical 
reminder is that apologies are inappropri­
ate. 

Maintaining awareness of what is 
happening as the audience listens and 
watches requires steady eye contact by 
the presenter. This means on I y occasional 
glances at notes and not reading. In con­
junction, always checking for proper 
placement of visual aids during a presen­
tation is good practice. 

Variety and enthusiasm are central 
criteria for effective presentation. This 
suggests that the main message and all 

support points should receive appropri­
ate emphasis with voice modulation and 
speaking pace enhancing listener atten­
tion. 

At the end of a presentation, no "thank 
you" is required. Short, crisp summariza­
tion is a sufficiently effective closing. 

In summary, the result of efforts by 
marketing researchers to give informa­
tion presentations will reflect favorably 
on the presenter, the organization and the 
research profession. Emphasis on effec­
tive communication is infectious and will 
spread to others. The result will be a more 
rapid advance for the marketing research 
profession which benefits all. MRR 

------------------------------------------------, 
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Metaphor-the leader in data interpretation systems­
and Nielsen Marketing Research-the largest provider 
of marketing data-have joined forces. The goal is to 
help you leverage your sales and marketing information 
investment, enhance your strategic planning, and gain 
a competitive edge. 

Whether you're in marketing, sales, finance or 
product development, you 11 be able to directly access the 
latest updates of Nielsen's data bases. 

Metaphor's Data Interpretation System will put the 
latest Nielsen numbers right at your fingertips. And just 
as quickly, you can access information from other external 
and internal sources. Then combine it, rearrange it, look 
at it anyway you want. 

In minutes, you11 be able to spot opportunities­
or problems-that now ntight take you weeks to uncover. 
So you can make decisions while there's still time to 
make a difference. 

And there will be even more benefits as Metaphor 
and Nielsen jointly develop addi- h 
tionalproductsandservices.Allto metap or 
help you gain better insights to 
building the business. 

Write us at 1965 Charleston Road, Mountain View, 
CA 94043, or call us toll-free at 800-255-5803 today. 
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DATA USE Ill 
Weighting survey data 

by Paul V. Schrock 

Paul Schrock is the group manager of Data Systems for 
Walker: DataSource, a division ofWalker Research, Inc. head­
quartered in Indianapolis, Indiana. He has been in the Walker 
organization for nine years and has previously held the posi­
tions of tabulation services manager and data processing man­
ager. Prior to joining Walker Research, Mr. Schrock taught 
mathematics and statistics at the secondary and college levels 
in the Indianapolis area. 

D
ata weighting (also known as sample balancing) is an 
under-utilized technique within many segments of the 
survey research industry. In addition to the lack of use, 

there are instances of improper use that may lead to erroneous 
conclusions. The following descriptions and examples may 
foster more effective use of this powerful technique by re­
searchers in many types of organizations. 

In its simplest form, data weighting is nothing more than the 
multiplication of survey observations by one or more factors to 
increase or decrease the emphasis that will be given to the ob­
servations. The troublesome aspect of weighting is related to 

the selection or calculation of the weighting factors. As ana­
lysts, we may get ourselves into difficulty by not being careful 
in the specification of the weighting scheme. The specifications 
must be defined in terms of the overall objective: What is the 
purpose of the weighting? In most situations, the obvious 
answer is that we would like our survey data to be representa­
tive of the "real world." The immediate follow-up to the first 
question is another: In what ways are the data to be represen­
tative of the population? The answer to thi question should lead 
us to select an appropriate weighting technique. 

In its not-so-simple form , data weighting involves setting 
targets, which then leads to the calculation of factors. The 
researcher who uses a target percentage as though it were a 
factor is heading for a most unpleasant encounter with his/her 
client. Let's walk away from this nightmare for a moment and 
review some of the commonly encountered situations where 
weighting is appropriate. 

Cost containment by reducing the number of interviews 
required in a survey is a very compelling reason for using 
weighting. In order to maintain a desired precision level, certain 
quotas may have been established which are not in proportion 
to the population. Low-incidence segments of the population 

To discuss market research, call us ... FIRST. 
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can be over-sampled without doing extra interviews within the 
easy-to-find segments of a representative sample. In other 
instances , uncontrollable response rates may create situations 
where the data must be weighted to compensate for one or more 
segments of the population which are under/over represented in 
the sample. There are even occasions when specific proportions 
are desired simply for comparability to other surveys. 

There are also many legitimate ways to represent a single ob­
servation. Under the "one person, one vote" approach, each 
observation would be tallied a a single case. Most of us will 
find occasions, however, when we would rather let each obser­
vation be counted in terms of dollars spent, or items purchased, 
or number of persons in the household, etc. These objectives 
lead us to select factors from within the data itself rather than 
setting a target for which a factor must be calculated. 

Most of the tabulation and analysis software packages avail­
able are capable of handling weighted data, although there is 
considerable variation in how hard one has to work in order to 
achieve the desired results. The better package allow the u er 
to specify either target weighting or factor weighting with a 
short series of statements defining the data elements involved 
and the values to be used. It is also possible within most of these 
packages to capture the final weighting factor and store it as a 
field in the data record. This makes it possible to export the data 
onto other systems while retaining the factors for subsequent 
processing. 

Let us now turn our attention to an example which will be 
used to illustrate several different approaches to weighting the 
same set of data. The effects of weighting can be quite dramatic 
under certain circumstances. 

Once upon a time, there was a client who had exactly 120,000 
customers. This client asked WYSIWYG Research, Inc. to 
conduct a survey of its customers to determine the overall level 
of satisfaction with the services provided by the client com­
pany. The client categorizes its customer base as Light, Me­
dium or Heavy users , based on the number of times per month 
that the company's services are used by the individual cus­
tomer. For the purposes of this example, we will say that the 
company's records show that there are approximately 72,000 
users who fall into the Light category, 36,000 in the Medium 
classification and only 12,000 who qualify as Heavy users. Let 
us also assume that these same records indicate average num­
bers of service occasions per month of2.5 , 10.0 and 30.0 for the 
three categories respectively. 

The task of WYSIWYG Research was to gather a minimum 
of 384 interviews within each of the segments of the customer 
population (for statistical precision purposes). A representative 
sample drawn from the population would generate 2300 com­
pleted interviews in the Light category by the time 384 Heavy 
users had been surveyed, a suming equal contact ratios, etc. 
Thus, a stratified sampling plan was implemented where equal 
numbers of potential respondents were randomly selected from 
the three usage categories prior to interviewing. To avoid bias 
resulting from external influences during the interviewing 
period, the instructions required that dialing continue in all 
three sample categories at an equal rate until the last quota was 
filled. Differences in the availability and refusal rates caused 
the Light and Medium quotas to be exceeded by the time the 

continued on p. 4 1 
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Seldane 
continued from p. 7 

way, etc. You can train your detail force 
to identify which of the segments this 
doctor probably would belong to, and 
then you know what their hot buttons are 
and what they're looking for and you 
literally tailor your detail to each individ­
ual physician. That 's why segmentation 

is so powerful. It's not the mass market­
ing of the 50s and 60s, where you can say 
the same things to all people, because 
people don't approach the same subject 
the same way." 

The physicians were also asked about 
their prescribing habits, about which at­
tributes, such as safety and efficacy, were 
most important to them, and how well the 
products currently on the market met 
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their needs. 
"We developed a long attribute battery 

that described individual characteristics 
of all the competitive alternatives and we 
tried to measure how much the physician 
wanted or didn't want each of the attrib­
utes. From that we went on to a brand 
profile where we looked for how much 
each of the competitive alternatives de­
livered them," Hinkel says. 

"Once you've segmented the market," 
he continues, "you've got the groups of 
physicians that approach the market most 
similarly within the group and dissimi­
larly across the groups. Then you're look­
ing for what other types of things really 
differentiate behavior." 

But no matter what differentiated the 
physicians, Hinkel says, they were all 
united in their excitement about Seldane. 
"The physicians were jumping up and 
down when informed that they might 
have a product like this available to them, 
because their patients were saying the 
same doggone thing ' I don't want to take 
this because it makes me drowsy.'" 

Work sessions 
Throughout the information gathering 

process, as each phase of the research 
was completed, people from Merrell Dow 
and ORC got together in long work ses­
sions to analyze the mountain of data they 
had accumulated. 

"We worked very well on a team ba­
sis," Smith says. "We 'd do a phase and 
then hold a workshop. Once we had all 
the data in its infinite detail, it was a 
matter then of categorizing it and analyz­
ing it, doing statistical multivariate work 
on it to make it work for us." 

"We know how to interpret models," 
Hinkel says," and (Merrell Dow) brought 
to the table their expertise in the antihis­
tamine market. Work sessions are a highly 
interactive system and, coupled with the 
aggressive use of models , we get a lot 
more usable information from them. So 
that 's why we like to use work sessions. 

"We realize that not everyone uses 
multivariate statistical analyses, and we 
want to make sure they feel comfortable 
that these things aren't just black boxes, 
that they really understand why we're 
doing these analyses and what they mean." 

After the data were whipped into a 
workable form, Smith says, they "formed 
the essence, really, in terms of the priority 

continued on p. 44 
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START UPS CHANGES MERGERS & AC UISITIONS 

Maritz Marketing Research has opened 
an office dedicated solely to West Coast 
automotive marketing research. The of­
fice, which is the third of Maritz's auto­
motive marketing research branches (the 
others are located in Toledo and Detroit), 
is located at 1515 W. I 90th St., Suite 245, 
Gardena, CA 90243. Phone 213-323-

2882. 

• 

Computers for Marketing Corp. re­
cently celebrated the lOth anniversary of 
its agreement to lease its Survent tele­

phone interviewing system and Mentor 
cross-tabulation and reporting system to 
Custom Research Inc. 

MORI Research, Minneapolis, MN, 
has moved to larger quarters. The new 
location, 7901 Xerxes A venue South, 
Suite 300, Mpls., MN 55431, (612-881-
2380), includes a larger telephone inter­
viewing facility and focus group room. 

• 

~ T t Margaret Yarbrough & Associates 

In addition to unveiling a new corpo­
rate logo, Margaret Yarbrough and As­
soc., Inc., Alameda, CA, has moved to a 

new location at 934 Shorepoint Ct., Suite 
100, Alameda, CA, 94501. Phone: 415-
521-6900. The facility provides three 
focus group rooms, a test kitchen, a te le­
phone interviewing center, computerized 
recruiting, and client recreational facili­
ties 

• 
Quality Controlled Services has pur­

chased Arizona Field Research, a five 
year-o ld firm with offices in Phoenix and 
Tucson. 

• 
Doyle Research Associates, Inc. has 

moved its offices to 919 N. Michigan 
Ave., Suite 3208, Chicago, IL 60611. 

How much wood could an 
Indiana}2olis woodchuck chuck ... ? 

January, 1989 
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Teen poll shows mixture of 
optimism and pessimism 

By Morris S. Whitcup, Ph.D. 

EDITOR'S NOTE: Lever Brothers 
Co. and Chesebrough-Pond' s Inc. peri­
odically fund research projects for non­
profit organizations to enable them to 
better understand the public they serve. 
Below are the results of one such study. 

* * * 

A recent nationwide study con­
ducted by Guideline Research 
Corp. for the American Home 

Economics Association indicates that 
teenagers are optimistic on a personal 
level about their own future but pessimis­
tic about the world around them. 

The study, funded by Lever Brothers 
Company and Chesebrough-Pond 's, Inc., 
surveyed 510 high school juniors and 
seniors across the United States from 
March 25 through April 5, 1988. The 
study was conducted in 15 geographi­
cally dispersed shopping malls. 

Interviewing was conducted in two 
stages. In the first phase, 300 interviews 
were completed. Quotas were established 
so that the interviews reflect the distribu­
tion of U.S. high school juniors and sen­
iors by sex and race/ethnicity (White, 
Black, Hispanic). In the second stage, 
supplemental interviews were completed 
with Black and Hispanic teens to yield 
base sizes of 134 and 144 interviews 
respectively. 

The interview included questions on: 
(1) how teens view themselves and the 
world around them, and (2) the degree of 
teen concerns with 32 topics/issues. 

Personal optimism and happiness 
Teens are basically happy with their 

lives and expect to assume productive, 
enjoyable jobs in the future. 

32 

Eight in ten (80%) teens say they are 
basically happy with the way their lives 
are now and almost all (94%) think that 
having a job that they enjoy will be an im­
portant part of their lives. Relatively few 
(34%) would accept a boring job to earn 
more money. 

Although most teens (81 %) trust their 
parents, few (39%) want to be like them. 
The majority of teens (78%) feel in con­
trol of their own lives and are looking 

pe simi m about social problems and the 
future of our country and the world. 

Six in ten (58%) do not think there will 
be an end to racial discrimination in the 
United States in their lifetime and a com­
parable percent think that life will be 
harder for them than it was for their par­
ents. 

There is fear of nuclear war and appre­
hen ion that the world situation is dete­
riorating. Four in ten (42%) teens believe 

Top teenage specific concerns 

U.S. DEPRESSION 

39 

39 
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Percent "extremely"/"very" concerned 

forward to the future. Only one in five 
(22%) say they are concerned about their 
own lives rather than thinking about the 
future. Almost eight in ten (78%) have 
plans of attending college. 

Pessimism about social and world 
problems 

While displaying optimism on a per­
sonal level, teens have a fair degree of 

that there will be a nuclear war in their 
lifetimes and a comparable percent(45%) 
think the world is getting worse. 

A reflection of social trends 
Teen attitudes today reflect society­

wide changes in attitudes about sexual 
roles and women's participation in the 
work force. 
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Only 30% feel that a mother should 
stay home with young children and an 
even smaller minority of teens (20%) feel 
that it is embarrassing for a man to make 

Probably as a result of greater accep­
tance of women working outside the 
home, there is a concomitant acceptance 
of a more even sharing of home responsi-

Categories of concern 
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less money than his wife. Interestingly, 
few teen-age boys (18%) admit that they 
dislike the way women are taking over 
jobs held by men. 

bilities. Over eight in ten (82%) teens feel 
that men and women should share equally 
in the housework. Even among males, the 
vast majority (70%) believe in equally 

sharing housework. 

Suicide, drugs and alcohol affect 
teens' lives' 

In many ways, teens' daily lives are far 
more complex and difficult than for their 
parents. 

Nearly six in ten (58%) teens have a 
friend who has thought of committing or 
actually committed suicide. 

Over half (53%) see some of their· 
friends ruining their lives because of 
drugs. In fact, the majority (56%) view 
drugs and narcotics as the greatest danger 
facing the U.S. Among Black and His­
panic teens, recognition of the danger of 
drugs/narcotics is even higher (72%). 

Alcohol abuse is also quite prevalent. 
Nearly one in two teens (46%) indicate 
they have a friend who is an alcoholic. 
Additionally, eating disorders also ap­
pear to be common. One in four (27%) 
teens admit to having a friend who is ano­
rexic or suffers from bulimia. 

One in three (32%) teens say they have 
a friend who has been sexually abused. 
Among females, the reporting of sexual 
abuse is higher ( 44% ). 

There appears to be a reluctance on the 
part of many teens to admit suffering 
from substance abuse or suicide prob­
lems or to recognize that in fact they have 

continued on p. 34 
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Our completely remodeled moderating area includes a large focus group room, a 
spacious observation room, private client offices and high -quality recording equipment. 
Ceiling-mounted microphones are connected to large speakers so you never miss a word 
from the respondents. 

Call us when you need focus group interviewing in the Twin Cities. 

Rockwood Research Circle No. 841 on Reader Card 

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



WHERE DO 
RESPONDENTS 

LIVE? 

MOST RESPONDENTS TO 
MARKETING RESEARCH 
SURVEYS, IN ANY CITY OR 
MARKET, LIVE IN FEW ZIP 
CODES. 

Interviews conducted in few zips are 
seen in all types of interviews, e.g. 
door-to-door, mall, focus group, local 
market telephone, and recruits for 

quantitative studies. 

Market -by-market reports will soon 
be available. The data is from the 
700 ,000 interview REPEAT 
RESPONDENT MATCHING 
PROGRAM data base. Data detail 
goes down to zip code by type of 
interview. 

Qualified clients receive reports free, 
for others the cost is $7 5.00 per market. 
The market schedule follows: 

REPORTS BY MARKETS 
(cost $75.00 Each) 

Market 
CHICAGO 
NEW YORK 
LOS ANGELES 
ARIZONA 
SAN FRANCISCO 
PHILADELPHIA 

Available 
February, 89 
March, 89 
April, 89 
May, 89 
June,89 
July, 89 

For ordering, call/write: 

John Elrod 

Sigma Research Co. 
1275 15th Street 

Ft. Lee, NJ 07024 
Voice (201) 886-0550 

FAX (201) 886-1413 
Circle No. 842 on Reader Card 
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Teen poll 
continued from p. 33 

them. Few teens (8% or less )admit to 
having a drug or alcohol abuse problem 
or have thought about committing sui­
cide. Yet when questioned about the be­
havior of their friends, nearly half report 
seeing these problems. 

Money worries head list of teen 
concerns 

In general, teenagers tend to identify 
issues relating to money and their finan­
cial future as top issues which concern 
them. 

Ofthe32concems/issues rated by teens, 
the immediate need of paying for college 
is the top specific teen concern (39% of 
teens are "extremely" or"very" concerned 
about thi s issue). 

Other financial/monetary concerns of 
high importance to teens include: the fear 
of a U.S. depression (30%) and worrying 
about earning enough to enjoy the better 
things in life (29%). 

Health is also one of the top teen con­
cerns, particularly the fear of contracting 
AIDS (39%). 

Other top teen concerns are: making 
wrong decisions about the future and not 
being able to change them (34%) and fear 
that the United States is steadily going 
downhill (33%). 

There appears to be broad consensus as 
to which issues most concern teenagers. 
Males and females, as well as White, 
Black and Hispanic teens generally view 
the top six specific concerns identified as 
most important to all teens as also the 

ones which are most important to them. 

AIDS: changing teenage practices 
While few teens (11 %) actually know 

of someone who has contracted AIDS, 
there has been a substantial change in 
teen sexual behavior as a result of public 
educational programs about AIDS. 

Three in ten (30%) teens report they 
have changed their sex lives because of 
fear of contracting AIDS. 

Despite concern with AIDS, teens are 
basically optimistic that someday sci­
ence will find a cure. Two in three (65%) 
teens believe that in their lifetime cures 
for serious diseases like AIDS and cancer 
will be found. 

To whom do teens turn for advice? 
In making important decisions in their 

lives, teens are most apt to tum to friends 
(55%) and parents (47%). Relatives other 
than parents (1 0% ), teachers/advisors at 
school (5%) and the clergy (1 %) are in­
frequently consulted. 

Yet about one in six teens ( 17%) admit 
they have no one to talk to about impor­
tant decision . MRR 

Dr. MorrisS. Whitcup is a vice presi­
dent/group head at Guideline Research 
Corporation in New York City. Prior to 
joining Guideline, he held senior posi­
tions at AHF Marketing Research and 
Lieberman Research. A graduate of Co­
lumbia University , he has also served as 
a consultant to several governmental 
agencies. His work has been reported in 
scientific literature as well as in pub­
lished government monographs. 

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 interviewi~g ~ystem 
and telephone switching equipment, ~II w1thm a !a­
cility designed for maximum managenal and quality 
control. 

• Comprehensive range of sampling capabilities. A 
fully-equipped conference roo~ for ~n-s.ite 
meetings. Complete Client off-s1te mon1tonng 
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 

Circle No. 843 on Reader Card 



TRADE NEWS 

Cynical Americans 

According to DDB Needham's annual 
Life Style study, a slim majority of 
Americans believe that an honest man 
can get elected to high office. The study 
shows that 54% of approximately 4,000 
people who responded agree that an honest 
man can get elected to high office, whi le 
46% are less optimistic. These results are 
consistent with the pattern observed since 
1975, according to Martin Hom, associ­
ate director of Marketing Deci ion Sys­
tems at DDB Needham Chicago. 

Hom also said that in presidential elec­
tion years, the number of Americans 
optimistic about the chance for electing 
an honest man rises. "However," he said, 
"the number of optimists falls sharply 
almost immediately following the elec­
tion. " 

The study also indicates that politically 
cynical Americans are consistent in their 
pessimism. Those who don ' t believe an 
honest man can get elected to high office 
are also more likely to believe that: prices 
will go up in the next five years, most big 
companies are just out for themselves, 
and children cannot get a good education 
in schools today. 

While these people are basically happy, 
they tend to exhibit more dissatisfaction 
with their lives. Compared to their less 
cynical counterparts, they are more apt to 
dread the future, long for the good old 
days, and feel the pressures and demands 
of day-to-day living. 

And, finally, although political cynics 
may have strong opinions, they are more 
likely to believe that their opinions don ' t 
count very much. 

Lottery winnings 

As part of a nationwide research study 
on consumer lifestyles, attitudes and be­
havior, R.H. Bruskin Associates asked 

January, 1989 

over 2,000 Americans what they would 
do if they won a million dollar lottery. 

80% declare that they would give some 
of the winnings to charity, a response that 

ranks first among every demographic 

group. Nearly two-thirds (65%), would 
take a long, long vacation. 

Another large proportion, 63% would 
move to a different house. Young people 

continued on p. 40 

"With every purchase you 
get me by phone and 
My Personal Guarantee!" 

John Jeter, President 
15 year Research Veteran 

and Computer Science Expert 

4 COMPLETE SYSTEMS 
MARKETING ANALYSIS SOFTWARE 

Industry use for 7 years, thousands of projects, proven systems! 

1. CROSSTAB 

$145. 

2. CONJOINT 

$245. 

3. PRICE 
Included 
with Conjoint 

4. MAPPING 

$145. 

RxT AB program. Unlimited banners, unlimited cases. Full screen 
report generator, presentation quality reports, Table means, medians, 
std. dev., std. err. t·test, and CHI sq. Stat module with ANOVA, regres· 
sion, correlations, curve fitting, more! Disk tutorial, data entry pro· 
gram, file handling utilities, graphics interface. Handles discrete, 
multiple response, open ends, all other data types. 
RXCON system. Fully menu driven, help key, 3D GRAPHICS, 2 simula· 
tion options, symmetric or asymmetric designs, automatic plan 
generator, automatic data collection forms generation in 2 formats, 
maintains results by respondent, extremely user friendly yet handles 
simple to most sophisticated needs. 
RxPRICE program. Conjoint based but specifically designed for sym· 
metric price sensitivity studies. 3D GRAPHICS, CRT respondent data 
interaction or batch data entry. Excellent simulation options; 
automatic data collection forms generation. 
RxMAP perceptual mapping thru either VECTOR routines or 
multidimensional scaling. Easy to run, see map on screen, rotate 
axes, then print to laser printer. Also generates ASCII coordinate map. 
Perfect for image type analysis. 

PC Requirements: 512K memory, hard disk, floppy disk, Graphic monitor optional . 

All Four Systems· 
Single user license 

$495. 

SITE LICENSE 

SEMINARS 
• Fairfield, NJ • Chicago • Dallas 
• Los Angeles • Orlando • Atlanta 

Call for dates, location and registration. 
Free to all Software purchasers. 
Learn concepts and program utilization. 

sgsooo 
COMPLETE 1·800·992·0422 

30·day money·back guarantee 

~----~....-. ....-~ .... - . - . ,. .... ·- -
~ ........ a. ......... -
~-----.....-.-~ ~- ..... .. 

(PA 215-794-7486) 
FREE DEMO DISK 

VIS4 . I . " I 

-~·· · - ~ 
5230 Route 263, Box 590, Buckingham, PA 18912 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 
Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone 
numbers. Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact 
publisher for rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, MN 55423. 612 I 861-8051. 

Alpha Research Associates, Inc. Consumer Opinion Services Faber Marketing Research Gross Marketing Research 
P.O. Box 28497, North Station 12825-1 stAve. South 222 So. Elm St. 10711 Baile Ave. 
Providence, Rl 02908 Seattle, WA 98168 Greensboro, NC 27401 Chatsworth, CA 91311 
401 /521 -6660 206/241-6050 800/334-0867/NC-919/378-1181 818/83.1-1905 
Contact: Victor L. Profughi Contact: Jerry Carter Contact: J. Albert Faber Contact: Ronald P. Gross 
FuiiSvcQuai/Quan.Analysis.l Consumer, Business Groups and Industrial/Consumer/Bus-To-Bus 24 Yrs Exp/Creative/lnsightful 
Consltg&MktRes/Since 1976 One-On-Ones !New Prod;24 Yrs Exper Fresh/Practical/Clear Results 

American Public Opinion Survey & Creative Marketing Solutions, Inc. First Market Research Corp. Hispanic Marketing 
Market Research Corp. P.O. Box 568 121 Beach St. Communication Research 
1324 South Minnesota Ave. Langhorne, PA 19047 Boston,MA 02111 2438 Hopkins Ave. 

Sioux Falls, SO 571 05 215/357-3655 617/482-9080 Redwood City, CA 94062 

605/338-3918 Contact: Larry Schwarz Contact: James R. Heiman 415/361 -8124 

Contact: Warren R. Johnson Experienced Specialists in High Tech,Publishing, Conact: Dr. Filipe Korzenny 
Established 1960-Full Service Qualitative Research Techniques Bus-To-Bus, Colleges Hisp. Focus Grps In U.S., Abroad 
Group-National & lnternat'f Biling.!Bicult. Quai./Quan. Rsch. 

Analysis Research Limited 
The Datafax Company First Market Research Corp. 

D.S. Howard Assoc., Inc. 
2600 Maitland Ctr. Pkwy/Ste. 170 121 Beach St. 

4655 Ruffner St. , Ste. 180 Maitland, FL 32751 Boston , MA 02111 
307 No. Michigan Ave. #1214 

San Diego, CA 92111 
305/660-8878 617/482-9080 

Chicago, IL 60601 
619/268-4800 

Contact: Nancy McAleer Contact: Linda M. Lynch 312/372-7048 
Contact: Arline M. Lowenthal Contact: Dennis S. Howard, Ph. D. 
All Quai.Needs:Eng.&Span. Consumers, Physicians, Tourists, Consumer, Retail, Banking, Expert Guidance In Design, 
Recruit/Moderate! Analysis Executives,Ads, 13 Yrs. Exp. Health Care Implementation And Analysis 

The Answer Group The Data Group/IRI First Market Research Corp. 
lnfoDirect, Inc. 

11161 Kenwood Rd. 2260 Butler Pike 121 Beach St. 
230 South Broad St. 

Cincinnati , OH 45242 Plymouth Meeting, PA 19462 Boston, MA 02111 
Philadelphia, PA 19102 

513/489-9000 215/834-2080 617/482-9080 
Contact: Maribeth McGraw Contact: Maria Krieger, Ph.D. Contact: Jack M. Reynolds 21 5/735-7 41 6 

Contact: Jonathan Brill Consumer, HealthCare, Prof., Expertise In Qual. Res. Design, Banking,Health Care,Ad 
Financial Services, Consumer, Focus Groups, One-On-Ones Implementation & Analysis Testing, Consumer, Executive 
Healthcare, Geriatric, Hi-Tech 

Arbor, Inc. Datatactics, Inc. Fitzpatrick Research Services, Inc. 
lntersearch Corporation 3401 Market St. 555 Presidential Blvd. 1 02 Foxwood Rd. 

Philadelphia, PA 19104 Bala Cynwyd, PA 19004 West Nyack, NY 1 0994 132 Welsh Rd. 

215/387-5300 21 5/668-1 660 914/353-4470 Horsham, PA 19044 

Contact:Kathy Hammers/a, Ph. D. Contact: Phyllis Rosenberg Contact: Linda Fitzpatrick 215/657-6400 
Contact: RobertS. Cosgrove 25 Years Service in Industry. Prof & Cons Segments, incl. Expert Moderator, Strong 
Medical, Industrial, Business, Qual/ Quant Ad Hoc Research. Doctors. Applied Psych. Meth. Marketing Background 
Consumer,Bio-Tech,Commun. 

Bilingual Unlimited Research Decision Research Focus Trend Research, Inc. 
Kennedy Research Inc. P.O. Box 20923 33 Hayden Ave. 220 East 63 St. , Ste. 8N 

San Diego, CA 92120 Lexington , MA 02173 New York, NY 10021 405A Waters Bldg . 

61 9/583-6243 617/861 -7350 212/421 -6396 Grand Rapids , Ml49503 

Contact: Luz Pereira Contact: Peg Marrkand Contact: Bonny Reiff 616/458-1461 
Contact: Mary P. Tonneberger Spec. In Hispanic Qual. Rsch. One-way Mirror Cont. Rm. Sty. Seniors, New Prod/Concepts, Adv, 
Cons. & Ind., Telecom. , Health, National/International Obser.Rm.15X17(15-20 viewers) Food, Health, Taped Reports 
Office Systems, Chemicals, Drugs 

Brand Consulting Group DeNicola Research Focused Research 
Langer Associates, Inc. 17117 W.Nine Mile Rd./Ste. 1020 325 Greenwich Ave. 8247 Valley Dr. 

Southfield, Ml48075 Greenwich, CT 06830 Chagrin Falls , OH 44022 19W. 44th St. , Ste. 1601 

313/559-2100 203/629-3323 216/543-9340 New York, NY 10036 

Contact: Milton Brand Contact: Nino DeNicola Contact: Susan Ray Stone 212/391 -0350 

Consumer,Advertising Strategy, Consumer, Healthcare, Financial 13 Yrs. Exp., Advertising, P.R. Contact: Judith Langer 

New Product Strategy Research Services, Advertising Consumer, High-Tech. Spec. In Qual. Rsch. On 
Mktg. & Lifestyle Issues 

Burke Marketing Research, Inc. Dolobowsky Qual. Svcs., Inc. D.S. Fraley & Associates 
Linda LaScola Consulting 800 Broadway 94 Lincoln St. 1205 East Madison Park 

Cincinnati , OH 45202 Waltham MA 02154 Chicago, IL 60615 
3701 Connecticut Ave .,N.W. 

513/852-3789 617/647-0872 312/536-2670 Wash ington D.C. 20008 

Contact: Norman Ussher Contacts: Reva Dolobowsky Contact: Diane S. Fraley 202/363-9367 
Contact: Linda J. LaScola Nat! Network of Moderators:Hi- Experts In Idea Generating Full Qual. Specialty:Child!T een I 
Public Affairs,Healthcare, Tech/Finance/Child/Older Adult Groups, In-Depth Interviews In-Home/Observational Rsch 
Telecommunications, Financial 

Consumer/Industrial Rsch Svce Doyle Research Associates, Inc. Greenfield Consulting Group,lnc. 
Marketeam Associates 600 North Jackson St. 919 N. Michigan/Ste. 3208 1560 Broadway 
555 No. New Ballas Rd. Media, PA 19063 Chicago, IL 60611 New York, NY 1 0036 
St. Louis, MO 63141 215/565-6222 312/944-4848 212/730-1890 

Contact: James D. Lewis Contact: Kathleen M. Doyle Contact: Andrew Greenfield Contact: Richard Homans 
Financial Services, HealthCare, Health Care;Agri-Bus;lnd; Specialty.·Children!T eenagers Quai./Quan. Rsch, New Product 
Consumer, Pkgd Goods,Agric Trad'f; Tete ;One-On-One Concept&Product Evaluations Dev., Fine Svcs, Toys/Games. 
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Marketing Workshop, Inc. New South Research SMS Research & Marketing 

3294 Medlock Bridge Rd./Ste 200 700 South 28th St.!Ste. 1 06 Services, Inc. 

Norcross, GA 30092 Birmingham, AL 35223 1042 Fort Street Maii/Ste. 200 

404/449-6767 205/322-9988 Honolulu , Hl 96813 

Contact: Sally Armstrong Contact: Louis Wilhite 808/537-3356 

Consumer, Healthcare, Fin- Healthcare, Financial, Media Contact: Sheila M. Sanders 

anciai,New Products Focus Groups, Mystery Shops Since 1960,Full Service, Bus. , 
Tourists, Intercept, One-On-One. 

Market Research Institute Playlab Research,Division of 

7315 Frontage Rd ./Ste. 200 The Creative Group, Inc. James Spanier Associates 

Merriam, KS 66204 31800 Northwestern Hwy. 120 East 75th St. 

913/236-6060 Farmington Hills, Ml48018 New York, NY 10021 

Contact: Trish Benskin 313/855-7812 212/472-3766 

Grtr Kansas City; Full Svce; Contact: Dana Blackwell Contact: Julie Horner 

Exp:Cons/Finl lnd! Health Care Children, Youths, Teenagers Focus Groups And One-On-Ones 
Students, Parents & Teachers In Broad Range Of Categories 

MarketSearch Corporation 
Research Arts, Inc. Strategic Marketing Resources 2721 Devine St. 

Columbia, SC 29205 1300 lroquois/Ste. 100 12 Maymont Court 

803/254-6958 Naperville, IL 60540 Baltimore , MD 21093 

Contact: Frank K. Brown 312/420-2064 301 /252-5757 

Specialists in the Executive Contact: Francesca Jaskowiak Contact: William L. Hammer 

and Professional Markets Qualitative Firm,S Moderators New Product, Consumer & lndust-
on Staff. Own Facility rial/Commercial, Executive 

Menendez International 
7951 S.W. 40th St.!Ste. 208 Research Incorporated Strategic Marketing Services 

Miami , FL33155 521 Plymouth Road/Ste. 115 P.O. Box 505 

305/266-0550 Plymouth Meeting , PA 19462 Portland, ME 04112 

Contact: Teresa Menendez 800/828-3228 207/774-6738 

Hispanic!Gen Market-15 Years Contact: Harley Mitchell Contact: Robert W. Cuzner 

Qualitative/Quantative Exp. Cons;Bus-To-Bus;lnd;New Prod! 20 Yrs Broad Based Exper. 
Svces;Concepts! Pkg Des. Tests Nationwide. Full Service 

Mercadotecnia Consulting 
Rockwood Research Corp. Talk It Over Focus Groups Ltd. Div. of The Creative Group 

31800 Northwestern Hwy. 1751 W. County Rd. B 300 Adair St.!Ste. 106 

Farmington Hills, Ml48018 St. Paul , MN 55113 Decatur, GA 30030 

313/855-7813 612/631 -1977 404/373-7171 

Contact: Claudia Ruiz-Shipe Contact: Dale Longfellow Contact: Joyce A. McGriff 

Hispanic/Black Interviews, High Tech,Executives,Bus.-To - Exp Moderator-Gen 'l Mkt!Bik 

Grps, Surveys, Panels, Placements Bus. ,Ag, Specifying Engineers Adv, HBA, Food, Bev, Health Care 

Moosbrugger Marketing Research Southeastern Institute of Taylor Research 

901 W. Hillgrove Ave. Research, Inc. 3990 Old Town Ave ., #201 A 

LaGrange, IL 60525 2325 West Broad St. San Diego, CA 9211 0 

312/354-5090 Richmond, VA 23220 61 9/299-6368 

Contact: Mary C. Moosbrugger 804/358-8981 Contact: Beth /las 

Expertise in Healthcare, Food, Contact: Rebecca H. Day 30 Yrs Exp;Cons. & lnd:Commod-

Agriculture,Banking Est. 1964, Full Service ious Faclties!Attn To Security 
Qualitative and Quantitative 

Murray Hill Center Thorne Creative Research Services 

205 Lexington Ave. Schrader Rsch. & Rating Svce. 1 0 Columbia Place 

New York, NY 10016 South River Rd. Mt. Vernon, NY 10552 

212/889-4777 Cranbury, NJ 08512 914/699-7199 
Contact: Susan Mender 609/395-1200 or 800/257-9440 Contact: Gina Thorne 
3 Rm Full Svce Facility;Effic- Contact: Jack Paxton Ideation, Teens, New Product, Ad 
ient, Beautiful, Competitive Price Pkg Goods/Retailing/Travel! Concepts, Package Goods 

Entertainment Reg/Exec. Grps. 

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

Alabama 
New South Research 

California 
Analysis Research Ltd. 
Bilingual Unlimited Research 
Gross Marketing Research 
Hispanic Marketing 
Taylor Research 
Trotta Associates 
Wade West, Inc. 

Connecticut 
DeNicola Research 
Youth Research/CSi 

January, 1989 

Washington D.C. 
Linda LaScola Consulting 

Florida 
The Datafax Company 
Menendez International 

Georgia 
Marketing Workshop, Inc. 
Talk It Over Focus Groups Ltd. 

Hawaii 
SMS Research & Marketing Svce 

Illinois 
Doyle Research Associates 
D.S. Fraley & Associates 
D.S. Howard Assoc., Inc. 
Moosbrugger Marketing Rsch. 
Research Arts , Inc. 

Kansas 
Market Research Institute 

Maine 
Strategic Marketing Services 

Maryland 
Strategic Marketing Resources 

TrendFacts Research,Division 
of The Creative Group, Inc. 
31800 Northwestern Hwy. 
Farmington Hills, Ml48018 
313/855-7810 
Contact: Dr. Jim Leiman 
Hi- Tech,lndustraii,Financial 
Health Care, Consumer, Retail 

Total Research Corporation 
5 Independence Way 
Princeton, NJ 08540 
609/921-8100 
Contact: Hugh J. Devine, Jr. 
10 Moderators;2 State of Art 
Facilities In Princeton/Tampa 

Trotta Associates 
13160 Mindanao Way/Ste .180 
Marina del Rey, CA 90291 
213/306-6866 
Contact: Diane Trotta 
Focus Group Facs & Moderator 
w/20 Yrs Exp.Bus- To-Bus & Cons 

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

The Winters Group, Inc. 
14 Franklin St. 
Rochester, NY 14604 
716/546-7480 
Contact: Susan Morrison- Vega 
Info ThatWorks. Svces Inc/ 
Pri!Sec Rsch, Cnsltg, TeleMktg 

Wolf/ Altshui/Callahan,lnc. 
171 Madison Ave. 
New York, NY 10016 
21 2/725-8840 
Contact: Ed Wolf 
All Consumer/Business-To-
Business Qualitative Needs 

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

Massachusetts 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
First Market Rsch(J. Heiman) 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 

Michigan 
Brand Consulting Group 
Kennedy Research Inc. 
Mercadotecnia Consulting 
Playlab Research 
TrendFacts Research 
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Minnesota Focus Trend Research, Inc. Focused Research 

Rockwood Research Corp. 
Greenfield Consulting Group,lnc. South Carolina 
Langer Associates, Inc. Pennsylvania 
Murray Hill Center MarketSearch 

Missouri James Spanier Associates Arbor, Inc. 

Marketeam Associates Thorne Creative Research Svcs Consumer/ Industrial Rsch Svce South Dakota 
The Winters Group Creative Marketing Solutions 

American Public Opinion Survey The Data Group 
New Jersey Wolf.Aitshui/Callahan, Inc. 

Datatactics, Inc. & Market Research Corp 

Schrader Rsch & Rating Svce North Carolina lnfoDirect, Inc. 
Virginia Total Research Corporation lntersearch Corporation 

Faber Marketing Research Research Incorporated Southeastern lnst. of Rsch. 

New York Ohio Rhode Island Fitzpatrick Research The Answer Group Washington 
Services,lnc. Burke Marketing Research ,lnc. Alpha Research Associates , Inc. Consumer Opinion Services 

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

ADVERTISING Southeastern Institute of ENTERTAINMENT GERIATRIC 
Analysis Research Ltd. 

Research , Inc. 
D.S. Fraley & Associates Burke Marketing Research , Inc. Strategic Marketing Services 

Bilingual Unlimited Research TrendFacts Research Langer Associates , Inc. Focus Trend Research , Inc. 
Brand Consulting Group Total Research Corporation Research Incorporated Research Incorporated 
The Datafax Company Trotta Associates Total Research Corporation 
DeNicola Research HEALTH & BEAUTY 
Dolobowsky Qual. Svcs., Inc. 

CANDIES EXECUTIVES PRODUCTS Doyle Research Associates 
D.S. Fraley & Associates D.S. Fraley & Associates Decision Research 

American Public Opin ion Survey 
First Market Rsch(J. Reynolds) PlayLab Research Dolobowsky Qual. Svcs ., Inc. 

& Market Research Corp 
Focus Trend Research, Inc. Research Incorporated First Market Rsch(J. Heiman) 

The Answer Group 
Menendez International Youth Research/CSi First Market Rsch(J . Reynolds) 

Langer Associates, Inc. 
Mercadotecnia Consulting Kennedy Research Inc. 

Mercadotecnia Consulting 
Research Arts , Inc. CHILDREN 

Research Incorporated 
PlayLab Research 

Research Incorporated 
Burke Marketing Research , Inc. FINANCIAL 

Research Incorporated 
Rockwood Research Corp. 

Doyle Research Associates Schrader Rsch & Rating Svce 
Schrader Rsch & Rating Svce 

D.S. Fraley & Associates SERVICES Thorne Creative Research Svcs 
James Spanier Associates 
Talk It Over Focus Groups Ltd. PlayLab Research Burke Marketing Research , Inc. 

HEALTH CARE Thorne Creative Research Svcs Research Incorporated Consumer/Industrial Rsch Svce 
Total Research Corporation Youth Research/CSi The Datafax Company Arbor, Inc. 

Datatactics , Inc. Creative Marketing Solutions 

AGRICULTURE COMMUNICATIONS Decision Research The Datafax Company 

RESEARCH 
Dolobowsky Qual. Svcs. , Inc. DeNicola Research 

Consumer/Industrial Rsch Svce First Market Rsch(L. Lynch) Dolobowsky Qual. Svces., Inc. 
Moosbrugger Marketing Rsch . D.S. Fraley & Associates First Market Rsch(J . Reynolds) First Market Rsch(L. Lynch) 
Rockwood Research Corp. PlayLab Research Greenfield Consulting Group,lnc. First Market Rsch(J . Reynolds) 

Research Incorporated Linda LaScola Consulting Greenfield Consulting Group,lnc. 

APPAREL James Spanier Associates lnfoDirect , Inc. D.S.Howard Assoc ., Inc. 

Brand Consulting Group Youth Research/CSi Marketeam Associates lnfoDirect , Inc. 
Marketing Workshop, Inc. Kennedy Research Inc. PlayLab Research 

COMPUTERS/MIS Moosbrugger Marketing Rsch Linda LaScola Consulting 

AUTOMOTIVE 
New South Research Marketeam Associates 

First Market Rsch(J. Heiman) The Research Center Marketing Workshop, Inc. 
Schrader Rsch & Rating Svce 

D.S. Howard Assoc ., Inc. Research Incorporated MarketSearch Corporation 
TrendFacts Research 

Research Incorporated Rockwood Research Corp. Moosbrugger Marketing Rsch . 
Total Research Corporation Schrader Rsch & Rating Svce New South Research 

BIO-TECH CONSUMERS 
James Spanier Associates Research Incorporated 
Total Research Corporation Southeastern Institute of 

D.S. Howard Assoc., Inc. Consumer/Industrial Rsch Svce TrendFacts Research Research , Inc. 
The Winters Group Consumer Opinion Services The Winters Group Strategic Marketing Services 

DeNicola Research TrendFacts Research 

BLACK Doyle Research Associates FOOD PRODUCTS The Winters Group 

Mercadotecnia Consulting Faber Marketing Research American Public Opinion Survey 
Talk It Over Focus Groups Ltd. First Market Rsch(L. Lynch) & Market Research Corp HISPANIC 

First Market Rsch(J . Reynolds) Doyle Research Associates Analysis Research Ltd. 

BUSINESS-TO- D.S. Howard Assoc., Inc. D.S. Fraley & Associates Bilingual Unlimited Research 
Kennedy Research Inc. lnfoDirect, Inc. Hispanic Marketing 

BUSINESS Langer Associates , Inc. Mercadotecnia Consulting Communication Research 
Consumer Opinion Services 
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NEW SAN DIEGO MALL LOCATION MEETS NEEDS! 
GOLDEN OPPORTUNITY FOR INDUSTRY 

Anniversary sale prices-our 14th year 

Fresh respondents 
Juicy, thoughtful, energetic ... 1.99# 

Full use of mall 
Prime location, center [mall] cut.. .. $.19/sq. ft. 

Hitch your research to a store ... 
J.C. Penney, Sears, Mervyn's, hundreds more. 

The answer to your data collection 
Prayers? Dreams? Needs! [choose one] 

Now that we have your attention, contact us for specifics on our newly 
opened mall location at: Market Place at the Grove, San Diego, CA. 

Arline Lowenthal 

.A.:NAx.yti!U:~:E:181EA.:IIRIICall LIIWrr:aa:o 

Skylight Plaza Ste. 180•4655 Ruffner Street•San Diego, California 92111 
(619) 268-4800•Fax (619) 268-4892 

SAN DIEGO - MEXICO - LONDON 

Circle No. 846 on Reader Card 

Focus here ... 
• Chicago's newest state-of-the-art focus group 

facility 

• Located in the center of Chicago's prestigious 
North Shore suburbs 

• High income respondents and high level 
business executives are our specialty 

I• I 1111 business and consumer research services 

Consumer and Professional Research, Inc. 
Westgate Plaza • 3612 W. Lake Ave. • Wilmette, IL 60091 • 312/256-7744 
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Trade news 
continued from p. 35 

give this answer more frequently than 
older people. More often than among 
other groups, again, the answer is given 
by non-whites, by blue collar workers, 
and by Westerners. 

Many Americans, 58%, would invest 
in stocks and bonds. The percentage goes 
up among better educated and higher 
income people, who are presumably more 
familiar with investments. But 30% of 
the people would put all the money in a 
bank. This answer is given most fre­
quently by lower income and less edu­
cated people. 

Two-fifths of the people, 41%, say 
they would buy an expensive car. Young 
people-aged up to 35-give this answer 
more frequently than older Americans. 

A third of the people, 35%, would quit 
their jobs. Another third, 34%, say they 
would become entrepreneurs and go into 
business for themselves. 

Snack time choices 

In a recent TeleNation survey, 99.7% 
of the respondents said they consumed 
some type of snack food during the previ­
ous month. Fresh fruit and vegetables 
topped the list, followed by a variety of 
sweet and salty snack foods. Mentions of 
chips, ice cream, and candy (97%, 91%, 
and 85% respectively) were significantly 
higher for 18-24 year-olds than for any 
other age group. However, fresh fruit, 
cookies, cake, pie, and nuts were popular 
among all age groups. 

Females mentioned crackers, popcorn, 
and items not in the top ten (granola bars, 
frozen yogurt, and frozen treats/novel­
ties) more often than males. Males men­
tioned snack cakes and pies, chips, and 
nuts more often than females. 

The study also uncovered regional dif­
ference for some snack choices. The 
West scored highest for mentions of gra­
nola bars, frozen yogurt, and sunflower/ 
pumpkin seeds; the West and South for 
com chips; and the Northeast and Mid­
west for pretzels. 
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Data Use 
continued from p. 27 
Heavy quota was filled. Table 1 illustrates the outcome of the 
survey with respect to the Overall Satisfaction question on an 

Table I 

QVEBALL BAII~G (!.!~WEIGHTED) 
(using a seven point scale) 

IQIAI. Uillii ME.Dl.U..M ~ 

BASE·Total Respondents 1397 591 422 384 

Positive Rating (7/6/5) 756 349 222 185 
54.1% 59.1% 52.6% 48.2% 

Neutral Rating (4) 302 100 103 99 
21 .6% 16.9% 24.4% 25.8% 

Negative Rating (3/2/1) 289 106 87 96 
20.7% 17.9% 20.6% 25.0% 

Not Answer/DK 50 36 10 
3.6% 6.1% 2.4% 1.0% 

unweighted basis. 
Upon reviewing the initial survey results, the client expressed 

a desire to see the data presented as though a complete census 
of the customer population had been accomplished. This objec­
tive lead WYSIWYG Research to recommend a weighting 
scheme that would use the 1397 interviews to represent the 
population base of 120,000 in the proportion to the known 
distribution of Light, Medium and Heavy Users. The appropri­
ate targets were fed into the tabulation system resulting in the 
presentation shown in Table 2. 

Notice that the percentage distribution of positive, neutral 
and negative ratings have not changed within the individual 
user categories. The distribution of responses within the total 
grouping has, however, taken on a new perspective. 

This presentation of the data would be useful to corporate 
managers who are interested in monitoring the satisfaction lev­
els within the customer population in total where each customer 
is given equal importance, without regard to size. It is also 
possible within this presentation ofthe data to identify areas for 
closer scrutiny if the overall rating appears to be driven by a 
particular segment of the customer base .. (Note: caution must 

Table 2 
Q~EBALL BAII~G (Wt;IGI::!IEQl 
(using a seven point scale) 

IQIAI. Uillii ME.Dl.U..M ~ 

BASE· Total Customers• 120000 72000 36000 12000 

Positive Rating (7/6/5) 67237 42518 18938 5781 
56.0% 59.1% 52.6% 48.2% 

Neutral Rating (4) 24064 12183 8787 3094 
20.0% 16.9% 24.4% 25.8% 

Negative Rating (3/2/1) 23336 12914 7422 3000 
19.4% 17.9% 20.6% 25.0% 

Not Answer/DK 5364 4386 853 125 
4.5% 6.1% 2.4% 1.0% 

• frequencies may not add to the base total due to the effects of rounding 

be exercised when using statistical tools to identify significant 
differences that are apparent in weighted tables. More on this 
later. ) 

continued on p.42 
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Data Use 
continued from p. 41 

This presentation of the data might also be useful if account 
responsibilities are assigned on the basis of size. The manager 
responsible for overall customer satisfaction might convey a 
greater sense of urgency toward the persons responsible for the 
larger accounts than he/she might have if the data had not been 

Table 3 

Q~EBALL BAIIf::!G !WEIGIHEDl 
(using a seven point scale) 

IQIAL. Uill:li M.E..[llilM ~ 

BASE-Weighted Respondents• 1397 838 419 140 

BASE-Unweighted Respondents 1397 591 422 384 

Positive Rating (7/6/5) 782 495 220 67 
56.0% 59.1% 52.6% 48.2% 

Neutral Rating (4) 280 142 102 36 
20.0% 16.9% 24.4% 25.8% 

Negative Rating (3/211) 271 150 86 35 
19.4% 17.9% 20.6% 25.0% 

Not Answer/DK 62 51 10 1 
4.5% 6.1% 2.4% 1.0% 

• frequencies may not add to the base total due to the effects of rounding 

weighted in this way. 
In the course of working with the client, WYSIWYG was 

asked to identify the sources of overall dissatisfaction. In 
addition to recommending a "key driver' analysis of specific 

service attributes in relation to the overall rating, it was recom­
mended that the data be reviewed for statistically significant 
differences between the usage categories. A slightly modified 
weighting scheme was implemented to facilitate this investiga­
tion. Rather than weighting the data up to the total population 
targets, proportional targets were specified while the base 
number of interviews was held constant. Display of a second 
base line showing unweighted bases was requested through the 
software with the output shown here as Table 3. 

Notice how the percentage distributions (which are calcu­
lated using the weighted base) have not changed from what was 
seen in Table 2. It is only the absolute numbers (weighted base 
and frequencies) that have been scaled down to match the true 
number of observations contained in the data. This presentation 
allows the analyst to view the survey results as if the sampling 
plan had been implemented in proportion to the population 
while at the same time having a sufficient number of observa­
tions (the unweighted bases) in each category to permit statis­
tical inferences with the desired level of precision. A simple z­
test to compare the proportion of positive ratings of the usage 
categories can be accomplished using the weighted percentages 
and the unweighted bases. (Again, the reader is cautioned that 
not all statistical comparisons are appropriate using weighted 
data and that a thorough !!nderstanding ofthe theory is required 
prior to " running wild" with the data. ) 

As is the case in many service industries, the small proportion 
of Heavy users accounts for a large share of the business 
volume. In recognition of this fact, it was decided that another 
weighting scheme should be implemented to represent the sur­
vey results in proportion to the number of service opportunities 

Has your company's service kept up with the recent explosive growth of the service industry? Is your 
company mistakenly accomplishing expansion at the risk and expense of service quality reduction? 

MRSI Customer Satisfaction Measurement Programs give you effective, statistically reliable feedback 
of your customers' needs. Their expectations. Their level of satisfaction with your ftrm' s service. Their 
perceptions of you, and where problems exist. Utilizing the latest multivariate statistical techniques, 
we can provide strategic information and direction for management. 

Call us today. 

MARKETING RESEARCH SERVICES, INC. 
15 EAST 8th STREET 

CINCINNATI, OHIO 45202 
(513) 579-1555 
EXT. 804/805 

A Full Service Custom Research Firm And An Advertising Age Top 50 Research Company 
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that occur on a monthly basis. This approach requires the use of 
factor weighting. The customer database was accessed to gen­
erate a record for each customer included in the survey which 
would show the average number of service occasions over the 
past three months on a customer by customer basis. However, 
it is still true that the sample was not balanced in proportion to 
the customer population. Thus, the weight established for each 
respondent as shown in Table 3 was retained and used as a pre-

Table 4 

Q~EBALL BAII~G !WEIGtiiEI:!l 
(using a seven point scale) 

IQIAl. WGl:ii MED.J..U.M t:I.EAYY 

BASE-Total Occasions· 10485 2095 4190 4200 

BASE-Unweighted Respondents 1397 591 422 384 

Positive Rating (7/6/5) 5464 1237 2204 2023 
52.1% 59.1% 52.6% 48.2% 

Neutral Rating (4) 2461 355 1023 1083 
23.5% 16.9% 24.4% 25.8% 

Negative Rating (3/2/1) 2290 376 864 1050 
21.8% 17.9% 20.6% 25.0% 

Not Answer/DK 271 128 99 44 
2.6% 6.1% 2.4% 1.0% 

• frequencies may not add to the base total due to the effects of rounding 

weight in the process of generating the results shown in Table 
4. The net effect of this approach is that the data are fi rst 
balanced to match usage category proportions and then multi­
plied by the number of service occasions represented. The final 
factor developed by the computer is the product of the two 
individual factors known for each respondent. 

Notice how the percentages of positive, neutral and negative 
ratings in the total column have changed again. The 56% posi­
tive rating has slipped back to a 52.1 % rating. This presentation 
of the data helps to focus attention on the customers who 
generate the most business volume. 

In some ways, the examples we have reviewed might add to 
the confusion over the best ways to analyze survey results. On 
the other hand, it is hoped that all of us will become more effec­
tive in our roles as we regularly use the power of data weight­
ing in the process of conducting survey research. MBB_ 
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COMPLETE FOCUS FACILITY MANAGEMENT 

Manage facility scheduling, respondents, re­
cruiting and clients with an easy-to-learn 
PC system. Improve your recruiting capa­
bilities and free up valuable staff time for 
more productive and profitable activities. 

• Select respondents on over 60 demo­
graphic criteria, 40 of which you de­
fine to meet your individual needs. 

• Identify and eliminate 'professional' 
respondents from your groups. End 
the problem of respondents attending 
groups again for the same client. 

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

For more information contact 
ECF Systems Development 
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Seldane 
continued from p. 28 
of our approach and helped us determine 
how big was big and where the product 
was coming from or where it should come 
from, potential-wise." 

Number one 
Seldane has definitely lived up to its 

potential. Since its introduction in 1985, 
it 's become the number one allergy prod­
uct world wide, according to Smith. 

"Rarely does someone go out and spend 
as much money as Merrell Dow did to 
find out how high is up," Hinkel says, 
"but they literally had so much at stake in 
this particular situation, and they had a 

marvelous product, so they wanted to 
know 'Well , how much can we do here, 
guys?' " 

That 's one question Merrell Dow 
doesn' t need the answer to anymore. 

MRR 

If you have an interesting case history 
involving the use of ADVERTISING RE­
SEARCH (or any of the other issue 
topics listed in the editorial calendar at 
the bottom of page 43) , please call or 
write: 
Joseph Rydholm 
Managing Editor 
Quirk's Marketing Research Review 
P.O. Box 23536 
Minneapolis, MN 55423 
612-861 -8051 

This demographically desirable area has a new state-of-the-
art consumer research facility designed to serve today's 

marketing needs. Over 2,000 sq . ft . of comfort and technology in which to 
conduct focus groups, one-on-one interviews and on-going business in a private 
office environment. Only minutes from Cleveland Hopkins Airport, with excel lent 

hotels, d ining and other amen ities right next door. We invite you to call ... 

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

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

Over 25 Years Of Consumer 
Data Collection Experience 

Professional Consumer Research Services For 
Planning Direction And Minimized Risk 

In Business Decisions 

Call (216) 321-0006 Or Write For Our Brochure ... 

CLEVELAND SURVEY CENTER 
Richmond Mall • 691 Richmond Rd. • 2nd Floor• Cleveland, OH 44143 
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omitted from the 1989 Focus Group Research 
Facilities Directory: 

Minnesota Opinion Research , Inc. 
7901 Xerxes Ave. So. Suite 300 
Minneapolis, MN 55431 
612/881 -2380 
1,3,6, 7B 

J . H Lewis Advertising Agency 
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1,3,6,7B 
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Trade talk 
continued from p.46 

as important, while 84% used newspapers, 66% telephone di­
rectory, 50% radio, 40% participation in community events, 
38% fliers, 13% other methods, and 7% television. 

The study found that business size, location and type influ­
enced which form of advertising was used. While word-of­
mouth/referrals were valued highly by all firms, small busi­
nesses in small towns tended to use television and telephone 
directories less frequently and newspaper advertising more fre­

quently than those in larger towns. 
Retail and service firms attrib­

uted more effectiveness to news­
paper advertising than other types 
of small businesses, while service 
firms ranked word-of-mouth/refer­
rals as slightly more effective than 
retail firms. 

The business owners were also 
questioned about their sources of 
equity and debt. The firms relied 

VanAuken heavily on personal savings and 
loans from lending institutions for capital. A third party invest­
ment, life insurance, common stock, sale of personal asset, 
home equity, other sources and limited partnership are, in this 
order, other sources of initial equity that the respondents men­
tioned. Other sources of debt included friends/relatives, Small 
Business Administration loans, bonds and finance companies. 

The survey showed newer businesses are borrowing more 
money to get started than older businesses did to launch their 
business. Newer businesses, those established since 1983, said 
57% of the money was borrowed and 43% came from savings. 
On the other hand, older firms borrowed just 37% of the money 
to establish their business and used 63% of their own money. 

Approximately one-third of small businesses borrowing 
from a lending institution were required to provide 100% 
collateral for their loan, and about one-third had no loan 
collateral requirement, the survey showed. Also required to 
obtain a loan were in this order, a business plan, financial 
projections, market study and professional (CPA, attorney) 
opinion. MRR 

Small Bus1ness 
Development Centers ... ...,. 

Headquartered at Iowa State University, Iowa's Small 
usiness Development Centers are located around the state. 
ponsored by the U.S. Small Business Administration, the 
tate of Iowa , and other local, state and national agencies, 
he centers assist Iowa small business owners and potential 
wners with management and technical problems to help 
hem improve their operations and business ventures. 

dgtA gargan & associates 
p.o. box 12249, portland, or 97212 

(503) 287-2211 
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TRADE TALK 

Survey sizes up 
Iowa small 
businesses 

Having a steady cash flow and establishing market 
identity are the main obstacles faced during the first 
year of business, a survey of Iowa entrepreneurs 

shows. 
In the survey, commissioned by the Small Business Devel­

opment Center and conducted by Howard VanAuken, a profes­
sor of finance at Iowa State University, 59% of the respondents 
cited cash flow as being one of the three most difficult problems 
during the first year in operation, with establishing market 
identity cited next by 56% of the respondents. Personnel was 
mentioned next among 27% of the entrepreneurs. By compari­
son, 44% of the respondents cited cash flow as one of the most 
difficult current problems, with advertising second at 34% and 
personnel at 20%. 

The survey was conducted during June and July, 1987. A 

World names 
Because most western languages derive 

from a single source (Indo-European), it is possible 
to construct "world names" ... product and 
company names which are properly meaningful 
in most western nations and Japan. (Roughly 10% 
of urban Japanese is derived from English.) 

At NameLab, weve made such world 
names as Acura, Cognos and Sentra by 
constructional linguistics. 

The result of a NameLab project is a report 
presenting and analyzing trademark-cleared 
names which express your marketing identity 
precisely and powerlully. We quote costs in 
advance and complete most projects in four weeks. 

For an information packet, contact 
NameLab Inc., 711 Marina Blvd., San Francisco, 
CA 94123,415-563-1639. 

NAMELAB® 
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By Beth E. Hoffman 

questionnaire was mailed to 375 Iowa businesses, established 
between 1980-1987, in representative small and large towns 
throughout the state which were selected from the 1987 Iowa 
Business Directory. A total of96 usable questionnaires were re­
turned, providing a response rate of 25.6%. 

The majority of the firms were in either the retail (39.6%) or 
services (37.5%) business. The remaining firms (22.9%) were 
in other business categories such as finance, construction, ag­
riculture, wholesale, 
professional and 
manufacturing. Over 
one-half (58.8%) of 
the small businesses 
operated as sole pro­
prietorships , while 
17.5% were partner­
ships and 23.7% were 
corporations. Almost 
all of the firms served 
either a local (69.8%) 

• Spencer 

• 

• Mason City 

Cedar Falls 
• 

Ames . 
• 

Des Moines 

or regional (26.0%) market. Only 4.2% of the small businesses 
served an international market. 

The majority of the firms (51.4%) had an initial capitaliza­
tion of less than $20,000. Of the remaining firms, 27.8% 
required $20,000-50,000; 11.4% required $50,001-1 00,000; 
and only 9.4% required more than $100,000 to begin opera-
tions. 

In addition to problems the entrepreneurs encountered dur­
ing their first year in business, the respondents were also ques­
tioned about advertising methods. The three most effective 
advertising media used during their first year were word-of­
mouth/referrals (87% ), followed by newspapers (70%) and 
telephone directory ( 41% ). The other media outlets mentioned 
were radio (30% ), fliers (27% ), participation in community 
events (20%), other methods (11 %), and television (4%). 

As for current methods of advertising used, the vast majority 
- 94% - of the small businesses rated word-of-mouth/referrals 
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Experience~TheBe~Teacher 
We cordially invite you to learn marketing research methods and applications from the professionals who 
do more customized marketing research and have taught it to more people than IDJYOne else in the world. 

When you attend a Burke Institute semi­
nar, you participate in more than an excit­
ing, on-target learning experience. You 
learn from what we have learned by doing 
tens of thousands of marketing research 
studies for our clients. 

During the past 50 years, we've conducted 
more studies in more areas of marketing 
research than anyone else in the world. 
Positioning and segmentation research, 
copy testing, new product forecasting, 
product testing, test marketing, promo-
tion assessment, pricing research, track­
ing studies, distribution analysis, claim 
justification and customer satisfaction 
research are just some of the areas cov­
ered by the numerous projects we under­
take each year. Our clients represent a 
complete cross-section of American 
industry - consumer packaged goods, 
industrial manufacturers, pharmaceuti-
cal companies, health care organ izations, 
ad agencies, financial institutions, publish­
ing and broadcasting companies, public 
utilities and telecommunications companies. 

Our seminars reflect this invaluable depth 
of real-life expertise, not available to you 
in any books, libraries or universities. 

In over 1,000 marketing research semi­
nars over the past 13 years, you've told us 
what you want from the learning exper­
ience. We've listened and we deliver: 
• Content you will put to use immediately. 
• Exciting speakers with extensive practi­

cal experience and academic credentials. 
• Proprietary case studies which bring 

the content to life. 
• Seminar manuals which become a 

permanent reference source. 
• A comprehensive curriculum that 

allows you to build your expertise in 
marketing research over time. 

• The only comprehensive professional 
certificate of achievement in the market­
ing research industry. 

• An extraordinary pool of SAMI!Burke 
professionals to answer your technical 
questions even after the seminar. 

SAMI/Burke 
The Whole Picture. 

The Burke Institute 
Schedule of seminars January-June 1989 

1. Practical Marketing Research 
Boston ........... Jan. 9-11 
San Francisco .. . .. Feb. 6-8 
New York .. .. .. . .. Feb. 27-Mar. 1 
ChicaQ:o .. .. . ... . . Mar. 29-31 
Philadelphia ... . ... Apr. 17-19 
Cincinnati ........ Mm· 8-10 
Atlanta .. . ... ... . . Ma\· 22-24 
Toronto ......... . . June 19-21 

2. Introduction to Marketing 
Research 
Cincinnati .. . .... . Mar. 22-23 
Orlando . ..... . .. . June 19-20 

3. Marketing Research for 
Decision Makers 
Ha\\'aii ... . ....... Jan. 17-18 
Cincinnati .... . ... MaY 2-3 

4. Questionnaire Construction 
Workshop 
Ne\\' York .. . .. . . .. Jan. 17-18 
Cincinnati . . ...... Feb. 27-28 
Chicago ... .. .... . April4-5 
Boston ........... MaY 2-3 

5. Questionnaire Design: · 
Applications and Enchancements 
Cincinnati ........ Jan. 19-20 
Chicago .......... April6-7 

7. Focus Groups: An Introduction 
Cincinnati ... . .... Jan. 11-12 
New York ...... ... Mac 21-22 
Bo ton . . .. ....... Mav 4-5 
Orlando ... . .... . . Jurie 21-22 

8. Focus Groups: An Applications 
Workshop 
Cincinnati ........ Jan. 17-18 
Cincinnati ........ Aprilll -12 

9. Focus Group Moderator Training 
Cincinnati .. . . . ... Jan . 31-Feb. 3 
Cincinnati .. . ..... Mar. 13-16 
Cincinnati ..... .. . April 25-28 
Cincinnati .. ...... June 13-16 

10. QuaJitative Marketing Research 
With Children 
Cincinnati ........ Jan. 13 
Orlando . . . ... . ... June 23 

11. Writing Actionable Marketing 
Research Reports 
Boston . . . .. . .. . . . Jan. 12-13 
New York ... . . . ... Mar. 2-3 
Cincinnati .. .. .. . . May 11-12 
Toronto .... . .. . ... June 22-23 

12. Effectively Presenting Research 
Results to Decision Makers 
Cincinnati ..... . .. Mar. 8-10 
Cincinnati .. . .. ... June 7-9 

13. Applications of Marketing 
Research 
San Francisco . .. .. Feb. 9-10 
Philadelphia . .. .... April20-21 
Atlanta ........... Mav 25-26 

14. Product Research · 
Cincinnati .. ... . .. Feb. 21-22 
Chicago ..... . .... May 16-17 

15. New Product Forecasting 
Cincinnati ........ Feb. 23-24 

16. Advertising Research 
Cincinnati .. . . . .. . Feb. 9-10 
New York ..... . . .. May 18-19 

17. Positioning and Segmentation 
Research 
Cincinnati .... . . .. Feb. 7-8 
New York . ...... .. Mav 16-17 

18. Customer Satisfaction Research 
Cincinnati ........ Mar. 6-7 
Chicago ... .. . .. . . May 18-19 

19. Tabulation & Interpretation of 
Marketing Research Data 
Cincinnati . . .. . ... Jan. 23-24 
New York ..... . . . . June 5-6 

20. Tools and Techniques of 
Data Analysis 
Cincinnati ........ Jan. 25-27 
New York .. .... . .. Feb. 20-22 
Chicago . . .. ... ... April17-19 
New York ......... June 7-9 

21. Practical Multivariate Analysis 
Cincinnati .. . ..... Feb. 13-15 
New York ..... . ... April 24-26 
Cincinnati .. . . . . .. June 26-28 

22. Using Multivariate Analysis: A P.C. 
Based Applications Workshop 
Cincinnati .... .. . . June 29-30 

23. Experimental Designs for 
Marketing Research 
Cincinnati ........ Mav 4-5 

24. Managing Marketing Research 
Hawaii .. .... .... . Jan. 19-20 
Chicago .......... April12-13 
Cincinnati .... ... . June 20-21 

25. Marketing Strategy & Tactics 
Cincinnati . . .. .... May 25-26 

26. Industrial Marketing Research 
Cincinnati ... .... . Mac 29-31 
Cincinnati .. ...... May 22-24 

29. Marketing Research for Healthcare 
Organizations 
Cincinnati .... .. . . May 16-18 

30. International Marketing Research 
Cincinnati .. . ... .. Mar. 20-21 

PLUS over 60 seminars in computer systems/data bases. 

Please look over the list of our current seminars. Then, call 
us toll-free. We will help you select the best seminar or other 
educational opportunity to meet your specific needs. Please 
call Lisa Raffignone, Program Manager or Dr. Sid Venkatesh, 
Managing Director, at 800-543-8635 x3775. 
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Ask us about 
CHilD 
CRITERION™ 
Concept screening for children's products 

CONCEPT + PLUSTM 
Volume projections at early concept stage 

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

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

~TERion· 
A concept screening service of Custom Research Inc. 

© 1988, Custom Research Inc., 10301 Wayzata Blvd., P.O. Box 26695, Dept. 68, Minneapolis, M 55426-0695, New York , Chicago, an Francisco 
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