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Business to Business ~esearch~~~~~~~~~~~~~~~~~~~~~~~ 

( C iJ I tracks business customer 
by Joseph Rydholm 

I n business, if you're doing some­
thing wrong, your customers will 
usually tell you about it, right? 

Sometimes, but notal ways. As GTE found 
out, no news is not always good news. 

"We found that many of our customers 
do not complain to us," says Michael 
English, director of quality positioning, 
GTE Corp. "When we ' ve gone to inter­
view them, we 've found problems, like 
their service is not working properly, but 
when we 've asked them 'Have you re­
ported it to us? ' they say ' No ' often. You 
cannot rely on the number of complaints 
you get as a barometer of how you ' re 
doing. " 

In other words, don't wait for your 
customers to tell you what's on their mind. 
You must ask them yourself. "We could 
no longer assume we understood what 
customers needed and wanted and, as 
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time went on, what were new, emerging 
needs and expectations. In order to do 
that, you have to go out and talk to cus­
tomers, and a customer satisfaction track­
ing program clearly is the most effective 
way of doing so," English says. 

In GTE 's case, though they had long 
been involved in residential customer sat­
isfaction research with their Tel-Cel pro­
gram, the de-regulation of the telephone 
industry increased competition, making 
it imperative to find out how they rated 
with their business customers. 

"What we ' re trying to do now," Eng­
lish adds, " is operate the business as 
though it 's competitive-because it is 
becoming increasingly competitive-and 
to try to treat customers as though they do 
have a choice. In some cases they don ' t 
have a choice today, but they soon will , 
and in the case of business customers 

they have a wide range of choices for 
almost anything they need. " 

Two programs instituted 
With the help of Total Research Cor­

poration 's Service Quality Managment 
program, GTE instituted two programs to 
gauge their performance in the eyes of 
their business customers: the Business 
Customer Expectations Survey (BCES), 
and the Business Customer Opinion 
Survey (BCOS), an on-going survey 
aimed at tracking satisfaction level s. 

" I think what created the need for this 
kind of work," says Hugh Devine, execu­
tive vice president of Total Research 
Corp. , "was the increase in Japanese 
competition in particular, where Ameri­
can consumers were starting to move to 
higher quality products and services and 
move away from the American products 
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approval with BCOS 

Spreading the word within GTE 
Introducing a company-wide program devoted to service 

quality doesn't mean anything if the program doesn't get 
company-wide acceptance and understanding. To make sure 
BCOS gained that crucial acceptance, representatives from 
GTE and Total Research gave multiple presentations at each 
of GTE's operating companies in 1986, at the program's in­
ception. 

"We took Hugh Devine and members of his staff," Michael 
English says, "and we did a slide presentation and had the key 
management in from those lo­
cations and we talked about 
the objectives of the program, 
what it was to do, and how to 
utilize it as a tool to drive im­
provements in quality. 

"We did a lot to introduce it 
so they 'd understand what the 
program consisted of, and we 
told them what our design and 
methodology was, how many 
interviews we were going to 
do, how it would be tabulated, 
and how it all would be 
weighted." 

Meetings were also held to 
determine in what form the information would be delivered to 
the GTE employees. "We're treating these people as internal 
customers of ours within GTE, and as we went around we had 
discussions about what information would be most meaning­
ful at what time intervals. We got comments like 'If you put 
this question in or take this one out, that will make the report 
more valuable for us,' or ' If we could get this information on 
a quarterly basis rather than monthly, it would be more 
useful.' That's led us to where we are today, where we have 
these three key reports that come out during the month, two of 
which contain quarter ending results as well as 12 month-to­
date results." 

The monthly reports are issued as: 
• an advanced management report that comes out within five 

working days of each month containing the previous month's re­
sults; 

• a summary report, in a more graphical design, showing the 
results for the key units on key questions. 

• detailed respondent data on disk or magnetic tape made 
available by operating unit. 

Total Research, says Devine, played a key role in designing 
the reports, working carefully 
with GTE to make sure the in­
formation was getting to the 
right people in the right form. 
The company also maintains 
contact with the service and 

. marketing coordinators at each 
· GTE operating company, as 

well as personnel at GTE head­
quarters. 

"We like to be responsive to 
the users within GTE," Devine 
says, "to make sure they're get­
ting the information in a timely 
fashion and in a content and 
style that they can use it most 
readily, ranging from hard copy 

reports to magnetic tapes and floppy disks." 
The data can be tailored to meet each group's specific needs, 

English says. "Our medium and large client results are linked to 
an account management system, so that the people working on 
those accounts in a sales capacity get results on them as they oc­
cur, for use in conferring with the customers about what they 
need." 

The care and attention paid to making BCOS work for the 
GTE employees is critical to the process of what English calls 
"institutionalizing" the program. For a service quality program 
to succeed, he says, "You have to integrate it into your fabric and 
culture of how you do business." 

and services." 
In the early 1980s, Devine says, busi­

nesses began to realize that there were 
differences between marketing a service 
and marketing a product. "Some of the 
techniques and approaches that had been 
developed, in particular by consumer 

packaged goods companies, were not 
really appropriate for service companies. 
Therefore they were looking to develop 
new approaches and new techniques 
which would be specifically applicable 
to services marketing." 

crease in emphasis on customer satisfac­
tion. "Total Research Corp., understand­
ing the n~eds of the marketplace, based 
on research we did, began to develop the 
Service Quality Management program 
about five years ago. Management in 

One of those approaches was an in-

February, 1989 

continued on p.56 
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Research defines market for 
CheckFree 

A s an electronic funds transfer 
service providing businesses 
with an efficient, cost-effective 

method of payment collection, Checkfree 
Systems initially proved successful in the 
health club market, where 
club owners recognized the 
advantages of such a serv­
ice. By letting customers use 
Checkfree Systems to auto­
matically pay their monthly 
dues (either by automatic 
charges to their checking 
account or credit card), the 
club owners kept their mem­
bershipretention rates steady 
and eliminated a lot of pa­
perwork. 

CheckFree (shown in sample 
screen at right) functions as 
an electronic checkbook, 
automatically updating with 
each payment. 

Once the service had success there, it 
moved on to other areas, handling the pay­
ments for subscribers of on-line computer 
services such as CompuServe and GEnie. 
But, as Checkfree Corporation knew, there 
were even greater opportunities out there. 

Electronic checkbook 
And thus the idea for CheckFree was 

born. For $9 a month, the service lets you 
pay up to 20 bills (quantities above 20 cost 

an additional $3 per 10 or 
portion therof), using your 
personal computer (PC) 
and a modem. Like an elec­
tronic checkbook, it keeps 
a record of all of your trans­
actions, automatically up­
dating the balance with 
each payment made. Be­
cause CheckFree works di­
rectly with the Federal 
Reserve, it is connected 
with all financial institu­
tions, so anyone can use 
the service regardless of 
which financial institution 
they use or where they live. 

All data entry is done 
off-line, keeping financial 

records stored safely in your PC, and the 
software has been designed so that the 
coded burst transmissions to the CheckFree 
Processing Center contain only payment 
information. 

Not a new idea "Quite frequently," says Michael Sapi­
enza, vice president of marketing, 
Checkfree Technologies, "people would 
call in and say 'I've been paying my Com­
puServe bill, or my health club member­
ship, using CheckFree for so long, I'd re­

Sapienza 

The idea of paying bills via home com­
puter isn't a new one. Many banks have 
tried-and failed-with a similar service. The 
reason most attempts have been unsuccess­
ful, Sapienza says, is that even a bank with 

ally like to have all my bills paid that way, so get out your pen 
and paper and take down all this information so you can handle 
the rest of it.' And of course our response was 'Gosh, we're not 
really set up to do that.' But the calls became more frequent." 
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a large customer base has a finite number of depositors who own 
the computer equipment necessary to use the service. 

"At best," he says," 15 to 20% of their depositors are going 

continued on p. 10 
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Walker Research's 
1988 Industry 
Image Study 
How the research func­
tion is perceived by our 
consumer base is one 
of the more pressing 
issues facing our indus­
try. And as research 
professionals it is crit­
ical we examine, under­
stand and act on these 
issues before they 
act on us. Walker's 1988 
Industry Image Study is 
a tool that will allow all 
of us to play a part in 
addressing certain trends 
and developments that 

IT 
COUlD 

BE 
WORTH 

MilliONS. 

AND 
IT'S 

YOURS 
FOR 
A 

QUARTER. 

have been identified as 
problem areas. It's also 
an opportunity to share 
in some good news about 
our industry. 

Simply complete and 
return the form to our 
address below and we'll 
send you a free copy of 
Walker's 1988Industry 
Image Study. The way 
we see it, the research 
industry is a multi-million 
dollar enterprise. Let's 
keep it that way. 

• WALKER : 

---------------------------------------Please send me a free copy of Walker's 1988 Industry Image Study. 
NAME: ___________ TITLE: ______ _ 
COMPANY ___________________________ __ 
CITY· ____________ STATE: __ ZIP: _____ _ 

3939 Priority WayS. Dr. P.O. Box 80432 • Indianapolis, IN 46280-0432 
Circle No. 863 on Reader Card 



CheckFree 
continued from p.8 
to have PC's, and of those, probably only 30% will have mo­
dems, so that cuts it down even further. There 's just not enough 
volume level. We're the first ones to do it on a bank-independ­
ent basis. We don't have those restrictions and that makes it a 
lot more feasible." 

Tracking study 
In 1984, after the idea for CheckFree was hatched, a tracking 

study was done to ascertain market demand. One sample was 
made up of on-line computer service subscribers who had the 
equipment necessary to utilize a service like CheckFree. An­
other consisted of a 

tering all of your payment information do you transmit the in­
formation to the service provider. People want their computers 
to act as intelligent machines, not as dumb terminals." 

Two more studies 
These findings were taken to the development people, to see 

if the needs of the test market could be met. They could, and by 
early January of last year, the prototype was nearly ready. But 
Sapienza did two more studies to verify the 1984 findings and 
make sure the market was still there. 

The first study was conducted in shopping malls in four cities 
with a high incidence of PC users (Atlanta, San Francisco, 

Washington D.C., 
general market 
sample of approxi­
mately 1000 men 
and women aged 25 

THE CHECKFREE PROCESS 
and Chicago). Af­
ter a screening proc­
ess to make sure 
they didn't work for 
a bank, advertising 
agency or market 
research firm, the 
300 respondents 
(who were required 
to either own or 
have access to a PC) 
were shown the 
CheckFree service 
in the form of an 

to 49. 
Without identify­

ing CheckFree, the 
researchers asked 
the groups basic 
questions, such as 
"If this kind of serv­
ice was available, 
would you be inter­
ested in it?" They 
were also asked to 
define the key fea­
tures they thought 
such a service 
should have, and 
talk about what 
things would make 
it most appealing. 

The respondents 
expressed definite 
interest. Depending 
on the sample cell, 
Sapienza says, be­
tween 8 and 15% 
said they would 
definitely buy such 
a service-but with a 
n.umber of stipula-
tions: 

BILLS/ 
PAYMENT 

INFORMATION 

BANK STATEMENT 
FOR CHECKFREE USER 

•The service had to be bank-independent. "Nobody wanted to 
utilize a service to pay their bills where they had to move their 
money from their current bank to another bank just to use the 
service," Sapienza says. 

•There could be no limitations on the types of bills payable 
with CheckFree. "If you can only pay your utility and your 
phone bill, what use is it?" 

•There had to be a flat rate, instead of a per-payment charge. 
"They wanted to know that it was going to cost X dollars per 
month." 

•The system had to be software-based, allowing most of the 
work to be done off-line so that "only after you were done en-

LO 

MODEM 

CHECKFREE 
PROCESSING CENTER 

LASER­
ELECTRONIC PRINTED 

1-----1 PAYMENTS CHECKS 

MERCHANTS 
RECEIVING 

LASER-PRINTED 
CHECKS 

BANK STATEMENT 
FOR CHECKFREE USER 

Convenience and security 

advertising con­
cept. 

The second study 
was a telephone 
survey of some 300 
users of an on-line 
information serv­
ice, who were asked 
similar questions, 
with similar results. 
As with the 1984 
research, respon­
dents were asked 
questions about 
purchase interest 
and what other con­
cerns. 

What most appealed to people about the service was the con­
venience of it. "The fact that they didn't have to go through the 
pain of sitting down for three hours every month and writing out 
all the checks. They could do it in 15 minutes and the software 
would automatically update everything." 

The number one concern voiced by the respondents was se­
curity. They wanted to make sure their financial records were 
kept confidential. Some, Sapienza says, expressed fears that 
CheckFree was some kind of ominous Big Brother-like system. 

These findings were used in the development of CheckFree' s 

continued on p. 30 
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COMPUTER INTERVIEWING 
EXPERIENCES 

SIXTH IN A SERIES 

The ability to express one's feelings and 
thoughts is important in interpersonal re­
lationships. At Hallmark, we are constantly 
working to understand how people want to 
express themselves and how these expressions 
change over time. As a result, we need to stay 
in touch with consumers. 

Over the past several years we have found 
that computer interviewing has made a sig­
nificant contribution to our ability to stay in 
touch. In particular, it has helped us tore­
spond more quickly to the fast-changing 
needs of our market, allowing us to turn 
change into marketing opportunity. 

ELIMINATING THE DATA 
PROCESSING IDGJAM 

We first experienced the benefits of computer 
interviewing when we converted an often­
repeated study from its usual paper-and­
pencil format to a computer-administered for­
mat. Previously, this study required days of 
questionnaire data processing before the data 
were ready for analysis; in fact, this study 
nearly always created a logjam in our DP 
department. We found that with computer 
interviewing, our data processing time was 
cut dramatically: there was no longer need for 
key punching, and data cleaning was drasti­
cally reduced. Not only has this allowed us to 
have our results earlier, it has eliminated the 
logjam we all used to dread. 

K EEPING UP WITH THE FAST-PACED 
WORLD OF PROMOTIONS 

Recently, Hallmark has been doing more in 
the area of promotions. Because the promo­
tions business is so fast-paced, we needed a 
new way to test our ideas. Here too, computer 
interviewing was able to offer a speed 
advantage . 

We've found that with computer interviewing 
and a modem, we can start to process our 
data while our studies are still in progress. 
And, because we can test our cross-tabs or 
other analysis procedures before data collec­
tion is complete, we can take care of any 
analysis problems without affecting the study 
deadline. Now that we're using computer in­
terviewing for these studies, we're able to pre­
sent results just five days after the field work 

David Santee, Hallmark Cards 

begins. Without computer interviewing, this 
kind of speed just wouldn't be possible. 

POINT-OF-PURCHASE STORE 
EVALUATION 

We've been so pleased with the advantages of 
computer interviewing that we also made it a 
part of a new approach recently pilot-tested. 

To better understand consumers' perceptions 
of our Hallmark stores, we decided to conduct 
interviews with them at the point of purchase. 
We did this using a self-administered computer 
interview of customers. We were delighted to 
find that the PC interview led to a much lower 
qualified refusal rate than traditional inter­
viewing methods. We think that the computer 
interview improved the quality of our sample, 
while simultaneously eliminating interviewer 
bias. And, of course, the turnaround time was 
much faster than what we could have achiev­
ed with other in-store interviewing methods. 

Computer interviewing certainly can't solve 
all of the challenges Hallmark encounters in 
its survey research, but it does allow us to col­
lect high quality data more quickly, and at a 
lower cost. 

David Santee 
New Business Strategist 
Hallmark Cards, Inc. 

For more information about computer interviewing, contact: 
Sawtooth Software, 1007 Church St. , Evanston , IL 60201 
312/ 866-0870 
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Marketplace segmentation by 
demographic characteristics 

by C. Ying Li 

C. Ying Li is a demographic statistician at National Planning 
Data Corp, Ithaca, New York , where she is responsible for in­
formation product design and analysis. Marketing and related 
research are her primary interests. She immigrated to the 
United States from Taiwan 10 years ago, and has since ob­
tained an M.A . in Chinese history from University of California 
at Davis, an M.S. in statistics from Cornell University, and 
worked considerably in computing, social/economic research, 
and teaching . 

N
ot long ago, the most a market researcher could do for 

his/her client was to conduct a few surveys at strategic 

points, describe the results, and then come to some im­
pressionistic conclusions. Such a simple procedure nonetheless 
allowed an experienced researcher to do a reasonable job. 

Today, however, researchers are equipped with an abun­

dance of information supplied by third parties (e.g. government 
censuses and private forecasts) and sophisticated tools (e.g. 

multivariate statistical methods). But even the best trained stat­

isticians are not always certain how to properly use these ma­

terials and methods. Clearly, researchers must take advantage 
of such technical advances, especially when they can be easily 

employed by friendly and powerful computers. 
As a researcher who sees more and more data being collected 

and analyzed everyday, I am encouraged by the increased use 

of these new sources of information and techniques, but troub­
led by the frequent lack of understanding of them apparent in 

much research. 
This article focus on a popular kind of canned demographic 

data: geo-demographic clusters. Geo-demographic clusters are 

marketed by their developers as the definitive answer to mar­
ket -segmentation problems. 

Demographics at a quick glance 
Demographic data, used judiciously, can shed important 1 ight 

on a marketing phenomenon. They relate a product in a market 
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area to it demographic profile defined primarily in terms of 
housing and population characteristics. As we all know, the 

Census Bureau provides the best data for two reasons. 
I) Only the Census Bureau, a federal agency, has the re­

sources to collect data on l 00% of the population, therefore 
making projection unnecessary. 

2) Even if population data are occasionally approximated 

from samples, they are calculated by trained staff following 
strict sampling procedures. The mathematical properties of 

these sample designs enable the Bureau staff to make the best 
population estimates with the least loss of information. 

However, Census data may not be up to date, or they may not 

be oriented to the specific product-buying populations that con­
cern market researchers. Currently, private data companies 
supply most postcen al, small-area projections and consumer/ 

marketing information. The quality of their data depends a great 
deal on the models and techniques employed. 

Most commercially available demographic data involve pro­

jection. A projection is a probabilistic statement about a larger 

phenomenon concerning the population. It is calculated by 

experts from past data samples under a set of restrictive assump­
tions. Since no set of assumptions are complete enough to ac­

count for all the forces that influence social and economic 
events, the projection is bound to be somewhat biased. 

Despite imperfections, a soundly calculated projection is the 

best technique available for guiding research. A projection is 
considered sound if its underlying models are well understood 

and its assumptions can be demonstrated to be relatively real­
istic, and if its data are collected under a carefully planned sam­
pling scheme. Such projections must be subjected to rigorous 

statistical tests, and measured against corresponding empirical 
data whenever the latter become available. Potential projection 

errors can also be estimated. From the users' standpoint, those 
market researchers who depend on private companies to supply 

their research data should make a serious attempt to learn the 

continued on p. 14 
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Data Use 
continued from p.12 

projection assumptions (hence, the possible limitations). Such 
precautions forestall unanticipated results. 

Lifestyle geo-demographic clustering 
In the early 1980s, psychologists popularized the use of a 

multivariate technique called cluster (or classification) analysis 
in order to classify individuals into personality types based on 
a multitude of character measurements. The purpose of cluster­
ing is to discover some "natural" groupings among individuals 
so that the variation within groups is minimized while the 
variation between groups is maximized. In other words, indi­
viduals within the same group are closer to each other according 
to some measure than any is to members of other groups. 

A number of private data companies applied this technique to 
data from the 1980 Census. They defined the basic unit of 
geography for their analysis to be as small as a block group in 
an urbanized area or an enumeration district in a rural area. A 
key assumption was that within these units the population tends 
to manifest similar characteristics. They then clustered such 
geographic units for the entire nation into an arbitrarily deter­
mined number of so-called "lifestyle neighborhoods." "Life­
style" is simply demographic characteristics, "neighborhoods" 
is the non-jargon expression for clusters. The final clusters (or 
groups) are subsequently identified with attractive yet vague 
labels. For example, the "Town and Country" cluster implies 

the rich and famous. 
What the data companies have done amounts first to condens­

ing hundreds of 1980 Census variables into six or seven 
"dimensional" factors by a factor analysis. These dimensions 
include mainly housing, income, age, education, social status, 
household composition, and ethnicity. These dimensions were 
claimed to embody the full explanatory power of all Census 
variables. After extracting these dimensions for all block groups/ 
enumeration districts in the country, the data companies further 
condensed them into a single measure of "distance." They were 
then able to group all those geographic units into a finite set of 
clusters, usually by using some kind of clustering computer 
program (of which there are many varieties) to distinguish the 
distances among the units. 

Users of such methods know that no matter which cluster the 
blocks in question belong to, that cluster, as its description may 
indicate, specifies only the lifestyle of a large part of its 
residents. This description is in no way complete. For example, 
certain blocks of a city may be classified as belonging to "the 
rich folks" even though there are some poor people in the same 
communiy. 

Once each of the smallest geographic units in the nation has 
been labeled with a cluster identity to highlight its predominant 
population, the data companies can break any user-defined 
marketplace down into block-group units, retrieve their cluster 
identities from the database, and aggregate the unit household 
counts for all clusters in that market area. They can also provide 
individual household addresses of the desirable clusters for di-
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rect mailing purposes. 
Gee-demographic clusters are useful to researchers inter­

ested in segmenting markets for two reasons. First, for a given 
marketplace it is reasonable to assume that people's decisions 
to buy are linked to their demographic characteristics. This 
assumption justifies the comparison between consumer behav­
ior and demographic characteristics. If this association is in fact 
true not only within a local unit, but also among units with simi-

Table I 

Rank correlation between total and certain 
magazine-subscribing households in a selected market area 

Cluster Market area households Subscribing households 

No. Description Count Cluster Rank Count Cluster Rank 
I. Rich/ high-value housing 5896 3 593 3 
2. Middle-income old 2 1550 I 627 2 
3. Middle-income young 17480 2 73 1 I 
4. Middle- income blue collar 626 5 53 5 
5. Renters 470 6 5 8 
6. College-bound 52 10 0 10 
7. Minority, mobile homes 156 9 4 9 
8. Immigrants , dense housing 157 8 7 7 
9. Retirees , low-value housing 323 7 45 6 
10. Low-income young 1878 4 71 4 

Total 48588 2136 

Let N= 1 0 pairs of clusters, 

T = Sum of squared cluster-rank differences 

= (3-3) 2 +(1-2) 2 +(2-1) 2 +(5-5) 2 + .. . +(7-6) 2 +(4-4) 
2 

=8 , 

Spearman's rho = 1- (6*T) I (N* (N 2-1 )) =1- (6*8) I (1 0* (1 00-1 )) = 0 .9515 

lar demographic profiles across the country, then such clusters 
can be treated as natural market segments for planning pur­
poses. Second, it is much easier to have the data company de-

3 Easy ways to get here ... 
by plane. train and carl II 

2 Comfortable client lounges with 
private telephones and televisions. 

1 Fully-equipped test kitchen. 

BLAST OFF 
your next project with 
Group Dynamics! 

fine appropriate market segments than it is for a marketer to 
conduct such extensive research independently. 

Users of cluster systems can verify the existence of an asso­
ciation between demographic characteristics and consumer 
buying patterns in a market area by calculating the Spearman's 
rho, a statistical quantity that measures the correlation of two 
types of clusters based on ranks. Tablel illustrates such calcu­
lations with an example. 

The upper portion introduces a standard report from any clus­
ter system with fictitious data. The lower portion shows the cal­
culations of the Spearman's rho for those data. Market area­
households on the left are usually supplied by the data company 
while magazine-subscribing households on the right are sup­
plied by the user. A large volume, positive or negative, of the 
Spearman's rho (ranging from -1 to 1) confirms the association, 
and hence the validity of such clusters for segmenting that mar­
ket. Sometimes visual inspection of such an association may be 
sufficient. However, I would still recommend formal calcula­
tions. 

What if no association is revealed by such techniques? How 
does one know whether there is a problem with one's own 
product data, or whether the problem lies instead with the 
generic clusters? If the problem is with the product-ownership 
data, one must rely on the canned clusters. There is no knowing 
how strategies based on them will perform. If the problem lies 
with the clusters, then it is a good idea to check the clustering 
criteria and appropriateness of these clusters for the market in 

continued on p. 16 
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Data Use 
continued from p.1 5 

question. (This is, unfortunately, difficult to do since very few 

data companies are willing to disclose their " proprietary meth­

odologies.") 

Clustering is not a single, cohesive set of techniques, but 

rather a collection of methods, each having an ad-hoc flavor for 

mending some inadequacies in the data. One cannot cluster 

without making subjective, sometimes arbitrary, decisions on: 

1) How many clusters should there be? For example, should 

there be 40 or 400 clusters to represent all poss ible lifestyles in 

the U.S.? 

2) How does one reconcile the different measurements in dif­

ferent units into a single distance (similarity/dissimilarity) 

measure? 

3) How does one decide on the appropriate boundaries for 

clusters, the descriptive label of each cluster, the method of 

clustering, and the criterion of statistical significance (that is, 

the measure of cluster compactness) of these clusters? 

Because both the descriptive and statistical inferences em­

ployed by clustering techniques lack explicit structure , it is 

difficult to evaluate measures for describing cluster compact­

ness, much less the predictive properties of clusters. 

Because both the development and employment of clustering 

techniques involve so many such arbitrary or impressionistic 

assumptions and decisions-each decision may lead to com­

pletely different grouping-it is especially crucial to know what 

those decisions are and upon what assumptions they were 

based. It is very unlikely that a single set of clusters based only 

on demographic characteristics can work well for all products. 

The most effective segmentation strategy should vary from one 

product to the other. 

However, clusters tailored to a specific product can be 

derived by applying a discriminant analysis, a multivariate sta­

tistical technique similar to regression, to those initial clusters 

formed on only demographic characteristics. A discriminant 

model can effectively employ the product-ownership data (e.g. 

product needs, frequency of use, prices, consumer preferences 

relevant to the product) to modify those demographic clusters. 

The independent variable in the model is the product-ownership 

data while the dependent variable is the demographic clusters. 

Such modified clusters should be more sensitive to particular 

marketing needs. 

Some data companies have indeed improved their generic 

clusters with syndicated consumer data (e.g. data on car sales 

registrations, magazine subscriptions, real estate transactions, 

and media surveys.) Some companies claim to employ as many 

as 60 different sources in their discriminant models. However, 

if a model contains so many independent variables, each behav­

ing quite differently in defining its customer base, then its 

ability to adjust clusters must be severely diminished because 

some variables might cancel the effect of others. Again , with­

out knowing the mathematical forms of these models, it is 

difficult to evaluate their effectiveness. 

It is no exaggeration to say that data users are at the mercy of 

continued on p. 22 
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Implementation planning: the 
key to maximizing computer 
system success 
by William Springer 

A great deal has been written about how to select com­
puters and computer systems. Most of it is good advice 
and worth following, but following it does not always 

ensure success. Yes, the computer and the software are impor­
tant, but they seem to get all the attention. When the selection 
is finally made, executive attention moves on to the next issue. 
This is where problems begin. Not enough attention is given to 
planning the installation of the system. The result can be that the 
investment in hardware and software yields less than the ex­
pected results. 

To ensure that this does not happen, it is important to consider 
the total project-all the issues in addition to software and 
hardware that are key elements in achieving success. These key 
elements include: the need to define in some detail what life will 
be like with the system installed, the development of an im­
plementation plan, selecting a champion and celebrating suc­
cess. 

If you can't describe what life will be like with the system 
installed, then you really don ' t know what it is you want. Ask 
a 16 year-old boy what kind of car he wants and you won't have 
to wait long to get a very clear and detailed answer. It is this kind 
of intense interest, thought and detail that is needed. When the 
key people involved in a project can match the 16 year-old's 
detail and interest in describing what life will be like, then you 
are on the right track. 

You are now in a position to develop an implementation plan, 
an important step to ensure maximum success. The implemen­
tation plan can be a simple document two to five pages long that 
covers some basic points. The written plan is a way to focus 
executive and middle management attention on the key issues 
necessary to make the project a success. It ensures that everyone 
involved has the same expectations for the system in terms of 
timing, methodology, and changes in the organization that need 
to occur to achieve success. 

The first point is that the plan must be written and available 
to those involved in the system implementation. If the plan is 
not written, there is a question that a plan really exists. If it does 
exist, it may be only in one person 's mind. To be effective, the 
implementation plan must be written and known to all those 
involved in the implementation process, otherwise there is no 
common understanding of what is to happen, no common set of 
expectations and no common definition of success. 

It is important to realize that a plan will go through a number 
of revisions before it is final. Don't let frustration cause you to 
abandon the process. This iterative approach is part of the 
process. 

The plan ought to cover: site preparation, training, staffing, 
sequence in which work will be brought onto the new system, 
and the schedule for phasing out the old system. There is 

continued on p. 21 
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1. 

~urvey TM 

~Network 
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 

@ 

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

Data entr y Questionnaire preparation 

Elapsed time Last minute changes 
Dat a accuracy Flexibility 

Cost Aesthetics 
Labor staffing Complex designs 
Coding Assembling 
Peaks and valleys Typos 

Other Other 

4. 

5. 

How do you enter your data? 

Key entry minicomputer 
PC with key entry software 

CRT interviewing system 
Other ________ _ 

----------How do you prepare your Questionnaires? _ 

§ Word processing -

Computer software product -

Other ----6. Would you consider using the 
SURVEY NETWORK TM system for your 
operation assuming you can reduce costs 

--2. What is your typical number of respondents and it solves the problems you marked in -
per survey? 

Less t han 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 

the first question? 

§Yes 

No 
Need more information 

Name ________________________ __ 
Title ___________ _ 
Cornpany ____________________ _ 
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™ ----- --
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~urvey "' 
~Network 

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) Macintoshcz) 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 <!:l 1987 
National Computer Systems, Inc. 

NATIONAL . 'VI 
COMPUTER 
SYSTEMS 

NCS Mark Reflex® MP-78685-32 e> , 1988, National Computer Systems, Inc. All rights reserved. Printed in U.S.A. 
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Planning 
continued from p.18 

nothing particularly esoteric about developing and writing the 
installation plan. It is something most managers can do. 

The plan should also define success in a quantified way so 
you will know when you have achieved it. Not doing this makes 
it questionable whether or not you have achieved your objec­
tives, or if the project has been a success. 

Having written a plan, it needs a "champion," a leader 
interested in making the project a success, who has the backing 
and confidence of the corporation executives, who realizes that 
his/her future with the organization will be advanced signifi­
cantly by making the project a success. The champion is a 
hands-on manager-this is not an executive position run by 
delegation. The champion is the one to whom the executives 
delegate the task of installing the system and making it a 
success. 

The personal traits usually seen in these champions are: a 
commitment to succeed, an ability to formulate and execute an 
plan, problem solving capabilities-they don't let problems 
demoralize them, and they work to prevent them from happen­
ing, but can deal with them when they occur; leadership 
ability-they must inspire and generate confidence in the 
success of the project and in others that they can be successful 
in this project; a positive attitude-they catch people doing 

things right, they don't just see and talk about the frustrations 
and problems. 

In addition to writing an implementation plan and finding a 
champion, be prepared to deal with some sensitive issues. What 
new jobs come into existence as a result of the system being 
installed and what jobs disappear? How do you deal with long­
time employees who no longer fit in any job? If they are put in 
a job they can't perform, this impedes success. The employee 

is unhappy and so is the company. There are fair and compas­
sionate ways to deal with this situation; avoiding the problem is 
not one of them. 

Be sure to structure success, not failure. Structuring success 
means doing more than is necessary each step of the way to be 
sure each step is successful. Common errors are: establishing a 
time schedule that requires each event to go off exactly on 
time-experience tells us this does not happen, so don't plan 
that it will. Another is understaffing-if you need five trained 
people in a position to handle the anticipated work load in 
sixmonths and you have none now, don't hire five people and 
expect all of them to be trained and competent six months later. 
Hire six or seven people for the position, recognizing there will 
be some failures. This is the cost of insurance on the success of 
the project. 

Finally and most important, celebrate success. There will be 
some frustrations encountered during the installation of the 
system, so put them in perspective and, to keep a positive 
attitude, recognize all the things that go well , the jobs well done. 
Part of structuring success is to ensure that people will be 
"caught" being successful, giving something to celebrate. 

Celebrating success, even small successes, conditions the 
rest of the organization to accept the system as it begins to touch 
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Planning 
continued from p.21 
them. Without this , problems with the new system become the 
subject of conversation and people resist becoming involved 
with it. 

Time spent selecting the right computer system-software 
and hardware-is important. But developing a sound and 
functional implementation plan with a competent champion to 
execute it, is a key ingredient to maximum success. MRR 

William Springer has been 
involved in the sale and mar­
keting of computer systems for 
market research applications 
for the past seven years, most 
recently representing C omput­
ers for Marketing Corp. His 
background includes market­
ing and manag_ement positions 
in several service industries. 
He is a graduate of Geor­
getOWf?. University. 

Data Use 
continued from p.16 

data companies in the purchase of cluster systems. However, 
there are a few ways to avoid buying inappropriate clusters. One 
can purchase raw demographic (Census) data and do one's own 
clustering. But this, of course, requires familiarity with cluster 
and discriminant analyses, and confidence in the quality of 
one's own product data. Alternatively, one can require the data 
company to design a cluster analysis on a custom basis, speci­
fying that they form the prototype clusters on the basis of demo­
graphic characteristics alone, and modify them later by a dis­
criminant model using only one or two sources of syndicated 
data relevant to one' s own product. If this is impractical: 

1) Ask the data company to explain to you the parameters they 
used in their clustering computer programs. 

2) Ask them to provide examples of successful applications 
of their clusters to solve problems similar to yours. 

3) Spot check the detailed distribution tables of, say, income, 
age, or housing, for selected geographic units to see if the 
clusters truly represent the majority of their population. It goes 
without saying that contacting past users can also be helpful. 

Good market-segmentation studies combine technique and 
judgment in a manner suitable to the objectives and information 
of the research. Clusters or segments that are founded on purely 
demographic characteristics can be just as misleading as those 

without them. MRR 
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Distill complexity: perceptual 
maps bring it all together 

by Harris Goldstein and Peter Zandan 

for consumer and industrial product posi­
tioning and corporate and institutional 
image research. Methodologies for mak-

Table l 

key benefits: 
1. They illustrate how competitive 

products/brands are perceived with re-Y 
ou 've surveyed the universe. The 

data has been cross-tabbed. You 
wade through the numbers. The 

results are clear to you. Opportunities 

emerge from the facts and figures. Now 
all you have to do is translate your find­

ings to the boss. You can only get five 

minutes of her time ... 
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Low price 
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Brand images are invisible to the un­
trained eye. But they are there. You just 
need the right device to make them vis­
ible. Perceptual mapping is the method that 

produces a meaningful picture of how 
your brand measures up to the competi­
tion in the eyes of the marketplace. 

Reputation as a company standard 
Publisher's reputation 

3.0 
2.7 
1.4 
1.1 
0.8 
0.1 
0.0 

Advanced technology 
Availability of support 

Perceptual mapping has been used in 
applied marketing research for about 25 
years. Maps have been effectively used 

ing maps vary, with each having strengths 
and weaknesses. Yet, most provide four 

Figure A. (The information presented is hypothetical and is used for illustrative purposes only.) 

Strong Product/Features 

,.. 1 Advanced techn'ology 

•t!"!'#•g•g•§ .. ! ® ~ Performance/speed 

1 ~ Ease of use 
ftl : 11 1W 

First Choice @ ,.. : FRAMEWORK II @ 
Symphony 'i' / . ~ Reputauon as a company 

: ~standard 
I 

Weak Reputation 1 Strong Reputation ----------------------r----------------------
1 

~ ~Publisher's reputation 
~Ail-in-One 

IBM Assistant@ I ~Availability of support 

Low price 

Weak Product/Features 

All product D&lllCO are tradcmorb or n::~ tradcmorb of their ~vc bolder>. 
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spect to their strengths, weaknesses, and 
similarities. 

2. They demonstrate the strength of ex­
isting images. 

3. They serve as a means of assessing 
new product positioning or the reposi­
tioning of existing brands. 

4. They allow you to measure the effec­
tiveness of your communication and 

advertising messages . 

Perceptual maps are derived from cus­
tomers rating how competitive brands 

are perceived as having certain character­
istics. For example, we can have com­

puter users describe their perceptions of 
software products being low in price, 

being easy to use, being state-of-the-art 
and/or having strong support. This attitu­

dinal information is synthesized, sum-

continued on p. 26 
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consider 
the source 

You can now find one of America's 
most complete and competitive 
resources for data collection and data 
processing under one roof- Walker: 
Datasource. 
Datasource is the one-stop answer to 
your data collection and processing 
needs, offering experienced people, 
competitive prices and the quality you 
expect from Walker. 

DataSource provides a wide range of 
services including Telephone and/or 
In-Person Data Collection, Business/ 
Professional Interviewing, Hispanic Data 
Collection and Data Processing. 
Go to the Source. DataSource. For more 
information on services and pricing call 
Priscilla Kamrath at 1-800-334-3939. 

Ill 
WALKER: 

A division of Walker Research, Inc. 

3939 Priority WayS. Dr. • P. 0. Box 80432 
Indianapolis, IN 46280-0432 • (317) 843-3939 
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WE FOCUS ON QUALITY 

SCHLESINGER ASSOCIATES 
Schlesinger Associates, located at the hub of the New York, tri-state 

area, offers total data collection services encompassing all aspects 

of quantitative and qualitative research. 

Attention to detail and constant supervision by experienced per­

sonnel are reflected in all the services we perform. Our spacious 

conference/viewing rooms, lounge and kitchen facilities offer both 

functional and aesthetic superiority. 

Our facilities are readily accessible from New York City, West­

chester, Southern Connecticut, Philadelphia, and all major New 

Jersey points including Atlantic City, both by automobile and mass 

transit. We are located 2 miles from the intersection of the NJ 

Turnpike and Garden State Parkway. 

STAMFORD .,,. """' 7 
""" ? '~~~-

• NEWARK AIRPORT # --25MIN. 

/2w• 
PHILADELPHIA 30 MIN. 

75 MIN . 

ATLANTIC CITY 
90MIN. 

CALL OR WRITE FOR OUR BROCHURE 

Lincoln Plaza Suite 301 2 Lincoln Highway, Edison, N.J. 08820 

201•906•1122/201•634•1932 
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Maps 
continued from p. 24 
marized and mapped out. The end result 

is an explicit picture that shows compari­
sons and contrasts among competitive 

brands. 

Reading maps 
The maps are relatively easy to read 

with a minimum amount of orientation. 

The horizontal and vertical axes are the 

Figure 2 All ·in-One 
3% 

primary dimensions of a perceptual map. 

These two boundaries often account for a 

majority of the ways consumers differen­

tiate and discriminate between brands. 

For example, the software products 

mapped in Figure A are compared and 

contrasted according to the relative 

strength of their features (vertical axis) 

and according to their relative stature as 

reputable industry standards (horizontal 

axis). The map is composed of four quad­

rants. Each quadrant is defined by its 

boundary axes. In this example, the lower 

left quadrant exemplifies a weak position 

except on price. The brands in this quad­

rant are perceived to be the antitheses of 

the upper right hand quadrant; expensive 

but strong on features and reputation. 

In perceptual mapping, the further a 

brand is located from the center, in the 

direction of a specific arrow, the more it 

is perceived as embodying that specific 

quality. Brands that are perceived as 

similar are located close together while 

those that are perceived as different are 

farther apart. Brands with vague, undif­

ferentiated images tend to lie near the 

center of the map. Attributes which are 
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closely related have nearly parallel ar­

rows, while those that are unrelated to 

one another are at right angles. 

Because perceptual mapping measures 
respondents' preferences of one brand 
over another, a statistical measurement .. 

(squared distances) provides a share of 

preference measurement (see Figure 2). 

Computer-aided simulations of estimated 

share preference for any brand, versus its 

competitors, identifies the aspects of the· 

brand's image that, when enhanced or 

emphasized, will most effectively increase 

the share of preference (see Table 1). 

Ail-in-One currently holds an estimated 

3% share of preference. To most effec­

tively increase its competitive position, 

Ail-in-One should enhance its reputation 

in the areas of "ease of use" and "per­

formance/s peed." 

The ability to "manage" the percep­

tions of the marketplace is a key compo­

nent to successful marketing. The chal­

lenge for the research professional is to 

communicate the complex information 

that comprises brand image so that man­

agement can make informed decisions. 

Perceptual maps can provide the answer. 

Harris Goldstein is president and 
founder of Trade-Off Marketing Serv­
ices, Inc. He has been an executive with 
Columbia Pictures, Times Mirror Satel­
lite Programming, Young & Rubicam, 
and Market Facts, Inc. 

Dr. Peter Zandan is president of Intel­
liQuest, Inc., a full-service marketing 
intelligence, research, and consultingfirm 
based in Austin, Texas. He received his 
M.B .A. and Ph.D.from the University of 
Texas at Austin. 

West Coast Field Services 

• Four great Focus Group 
Facilities 

• Professional Recruiting 
• Moderators available 

O S..tlle OIIIco 
Seanle / Tacoma SMSA ,_,.{,----,-.1 

CALL 
(509) 482-5299 
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WE'VE BEEN BURBED!* 
We've gone and done it! As of March 15, 1989, Fleischman Field Research opens its 

suburban Walnut Creek, California office. Service is still our business, and now there are 
two locations (one urban, one suburban) where we will provide even better service. 

There's still the same -
• solid, well-seasoned supervisory staff 
• meticulous, timely recruiting and data 

collection 
• highly trained, professional inter­
viewers whose open-ends get raves 

• 50 WATS phone lines with monitor­
ing capability 

• customized and extensive data base to 
enhance low incidence recruitment and 
maximize dispersion/spread 

• 3 focus rooms- 6 x 12 mirrors, min i room­
S x 6 mirror 

• spacious three-tiered viewing rooms 
seating 12-15 
• catering from S.F. Bay Area's finest 
restaurants 
• an orientation like yours- a marketing 

orientation 

And additionally­
In Walnut Creek: 

• ambitious resource development to ensure 
a steady flow of "virgin" respondents 

~ • full kitchen- double ovens, fu ll size 
·. · ) freezer 

• recruiting/interviewing in English, Spanish and Chinese 
(other Asian languages upon request) 

( • client private office/lounge and phone 
• client self-service deli and mini bar 

In San Francisco, you expect the best. With FFR you get it and now it's available in the burbs as well. 

Phone: 
415 398-4140 

FLEISCHMAN FIELD RESEARCH 
120 Montgomery Street, Suite 1990, San Francisco CA 94104 

1655 North Main Street, Walnut Creek, CA 94 704 

Fax : 
415 989-4506 

~ 1'1i We are the sole "field only" research company headquartered in San Francisco ~ ''1i * eurb (burb) v. to expand to the suburbs n. mythical creature possibly Minoan in origin . 
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Executives give U.S. 
education system failing 
grade 

According to recent research conducted 
by Opinion Research Corp., two-thirds 
(68%) of American corporate leaders feel 
the American educational system is infe­
rior to those of Japan and Europe in 
creating "human capital." One executive 
in six ( 16%) feels American schools are 
doing a "much worse" job than their 
foreign counterparts. 52% believe that 
the U.S. system is "somewhat poorer." 

Just one percent feel American high 
schools and colleges are doing a better 
job, while 8% say they do a somewhat 
better job. 21% place America's schools 
on the same level as those of Europe and 
Japan. 

Only one in ten believes that the level 
of public funding schools receive is the 
prime influence on educational quality. 
Rather, 42% cite the ability of teachers, 
and 35% cite the quality of curriculum as 
the most important factors. 

But despite their harsh assessment, the 
executives do not see educational prepa­
ration as the dominant influence on how 
well America competes. In addition to 

skilled, intelligent workers, executives 
feel a company needs access to capital, a 
responsible government fiscal policy, and 
a level playing field with its foreign 
competitors. 

Jobs rate low in 
importance among 
Americans 

Americans place the importance of their 
jobs relatively low on a list of 10 signifi­
cant aspects of their lives, whereas Japa-

continued on p.38 

''When you want to.:·.:J,ocus on New ¥ork 
think New i¥ork· .Fo~us. '' · ·· 
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BoltoD Hdqn. 
Z30 Westen Ave. 
Boltoa, MA. 02134 
(611) 254-1314 

When fOB eheck 
it aD out, 

the answer is 
Bernett 

Research. 
Permanent Focus Fac· Executive In-store 
Locations Full Observa· ilities with Inter· Inter· Central Door to 

Locations Facility Kitchen lion Room moderators viewing viewing Telephone door 

So. Shore Plaza y y Boston, MA 

Assembly Sq. Mall y y y y Boston, MA 

Menlo Park y y y y y y Edison, NJ 

Rivergate Mall y y y y Nashville, TN 

Northwoods Mall y y y y y y Charleston, SC 

Aurora Mall y y y y y y Denver, CO 

Boston HQ y y y y y y y Boston, MA 

Westminster MaJJ• y y y y y y y Westminster, CA 

·opening 1989 

Coding 
and 

Tabbing 

y 

y 

y 

y 

y 

y 

y 

y 

For research on the American marketplace, you need research facilities 
across America. And that's what Bernett Research gives you. We're in all the 
markets you need, with all the services you want. With more than a decade 
of experience meeting the needs of the nation's most expert marketers, we're 
ready for your next project. Bernett Research: what we have to offer is worth 
checking into. 

Soatla Sbore Plaza 
250 Grulte Ave. 
Bnlatree, MA. 02184 
(611) 849·1692 

A.aleably Sqaare Mall 
133 Mlddlesez Ave. 
Soaervtlle, MA. 02145 
(611) 6Z3-Z330 

Bernett 

Rlverpte Mall 
1000 'two IUie Pkwy. 
~Yille,TN37072 
(615) 85t-4484 
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AvoraMall 
14200 A.luleda Ave. 
Deliver, CO 80012 
(303) 341-1211 

65 Nortlawoocla Mall 
2150 Northwood Blvd. 
North Claartatoa, SC 29418 
(803) 553-0030 

MeDio Park Mall 
PanouceRd. E6o•. NJ 08837 
(201) 548-2900 



TEENAGE 
TRACKING 
INDEX (TTl) 

BRAND AND MEDIA DATA: 
e AWARENESS 

• PREFERENCE 
e CONSUMPTION 

SURVEY SCHEDULE: 
JAN Fast Food 
FEB Breakfast 
MAR Gum/Candy 
APR Snacks 
MAY Foods 
JUN Beverages 
JUL Travel/Sports 
AUG Retail/Work 
SEP Apparel/Shoes 
OCT Personal Care 
NOV Radios/Stereos 
DEC Computers/Autos 

(313) 855-7810 
TREND FACTS 

~ ~ 

,.. 
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PLAYLAB® 
SYNDICATED! 

MULTI-CLIENT SERVICES: 

RECRUITOR™ 
Low incidence data bank. 

PREDICTOR™ 
Children peer leader panel. 

CONCEPTOR™ 
Children concept testing. 

REQUESTOR™ 
Children brand impact. 

COMMUNICATOR™ 
Children copy testing. 

PROJECTOR™ 
New product volumetrics. 

(313) 855-7812 
PLAYLAB® 
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CheckFree 
continued from p. 10 

initial advertising and direct mail com­

munication, accenting the benefits cited 

by the respondents, while addressing their 

concerns. 

Marketing challenge 
Though the research showed there was 

definitely a market for the product, the 

largest group of potential customers 

consisted of people who liked the idea of 

the product, but were hesitant to embrace 

it right away. They said they would be 

willing to test it, but they wanted to wait 

and see what happened when others 

bought it. 

Getting at this group, Sapienza says, is 

Check Free's marketing challenge. 

"We think there's a core group of people 

out there who have PC 's and modems 

who would be willing to buy it right 

away-which is enough to get us going­

but our growth will depend upon getting 

to that next level of people who want to 

see it and touch it first, and have it bees­

tablished for awhile before they jump 

into it." 

Marketing efforts 
The research also provided a clear view 

of the demographic make-up of the mar­

ket-male technology buffs between the 

ages of25 and 50 with incomes of around 

$40,000-allowing CheckFree to concen­

trate its marketing efforts in key areas. 

The company began a basic advertis­

ing campaign concentrating on publica­

tions that reach PC users, and Sapienza 

has flown "back and forth across the 

country" talking to editors of PC maga­

zines to drum up editorial coverage and 

generate word-of-mouth interest. In ad­

dition, hardware or software manufactur­

ers with a mutual interest in CheckFree 

have been contacted regarding co-mar­

keting arrangements. 

"Obviously our service could poten­

tially promote the sale of modems, so 

we're negotiating with modem manufac­

turer to either bundle our software or 

promote our software, and in return, we' 11 

promote their hardware." 

Since the advertising kick-off in No­

vember, Sapienza says, "we're selling 

literally hundreds every day. " In addition 

to receiving a good deal of positive pub-

licity , they've gotten calls from several 

retailers interested in selling the product, 

and through an arrangement recently 

made with Radio Shack, the product will 

be available nationwide. 

But probably the most convincing evi­

dence that CheckFree is a product whose 

time has arrived was supplied by a deci­

sion by Chemical Bank in New York. 

"They recently discontinued their home 

banking service," Sapienza says, "and 

they suggested CheckFree as the alterna­

tive home banking service to their cus­

tomers." MRR 
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Speed up the ~vo uti on of Your line. 

The perfect product line. It's one of the most 
highly-evolved of all marketing tools. 

But creating it can take ages. 

Unless, of course, you use FRC's Line 
Optimization Technique-LOT. 

~urvival of the fittest_ 
LOT helps you examine all of your line options. 
Zero in on uniqueness or similarity of appeal. 
Identify winning items and the groups they 
appeal to. 

CHARLES DARWIN 

Using your concept statements, photographs, 
renderings, prototypes or products, LOT helps 
you pick the best-selling mix of products, 
flavors, colors or designs. 

No losers allowed. Only the fittest options 
survive. 

Darwin woulD approve. 
LOT is beautifully adapted to its environment. It's 
fast. It's much less costly than you'd think. And 
it works. So well that every client who's tried it 
has used it again. 

r---------------------------------------~ 

I I 
I YES, please send me more information on FRC's Name I 
1 - Line Optimization Technique.(LOT). Position I 
1 Company 1 
I I 
I M~ I 
1 City State Zip 1 
1 Call 212-696-0870 for faster response. Phone I 
I . · I 

Q2 
L---------------------------------------~ 
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fRC. The natural selection_ 
LOT is just one example of FRC's highly-evolved 
approach to research. Where other companies 
merely hunt and gather data, FRC gives you 
front end problem-solving and actionable, 
back-end analysis. 

Find out more about LOT and FRC. You'll see 
why we're the natural selection. 

Just call us at 212-696-0870 or send us the 
coupon below. 

fRC. Because Doing the best 
work is the most fun_ 

rRC Research Corporation. 
404 Park Avenue South NY NY 10016 212-696-0870 
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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'll 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, youTI 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 metaQ 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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Jeffrey C. Adler joins Market Dy­
namics, Vienna, VA, as a research asso­
ciate. Previously he was a senior product 
manager and statewide marketing officer 
for Florida National Bank. 

Consumer Sciences Incorporated an­
nounces the following appointments/ 
promotions: Marion Manigo-Truell has 
been named president of the Qualitative 
Research Division. Previously she was 
vice-president at Manhattan Opinion Cen­
ter. At the Boston facility, Christine Don­
nell has been promoted to manager of 
recruiting, reporting to Senior Manager 
Charles Kohler. Sam Aaronson will 
manage the Long Wharf focus group 
facility. Debra Caton will manage all 
pre-recruited projects. At the Chicago fa­
cility, Martha Webster has been named 
recruiting manager. At the Ft. Lauder­
dale facility, Marlene Weiss is acting 

The Vanderveer Group of Georgia, Inc. 
announces the appointment of Dr. Rich­
ard M. Farmer to senior project direc­
tor. Previously he was manager of mar­
keting research at Kimberly -Clark Corp., 
Roswell, GA. 

Minneapolis-based Winona Market 
Research Bureau, Inc. announces the 
promotion of Bruce Lervoog to vice 
president. 

for QUALITY telephone interviewing ... 

34 

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

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

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

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

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

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

Experienced, Dependable, Professional. 

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

Telephone (201) 585·1400 
Brochure available on 
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manager of CSi 's focus group facility 
located next to the Galleria Mall. 

Steven R. Burch has been promoted 
to vice president at Moran & Tucker, Inc. 

Burch 

The Orlando, FL-based Datafax Co. 
announces the appointment of Eugene 
Pilcher to general manager, and Leah 

Pilcher San Souci 

San Souci joins the company as assistant 
director of field service. 

The Boston-based Delahaye Group 
names Ken Norton as senior vice presi­
dent of marketing. Previously he was 
vice president of media and marketing 
for Bozell Jacobs Kenyon & Eckhardt, 
Poppe Tyson and McConnell & Co. In 
addition, Brad J. Bierenkoven becomes 
manager of technical and financial de­
velopment; Alison Webb has been 
named senior analyst and manager of 
quality assurance; Heidi Rothwell has 
been promoted to office manager. 
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GET MORE BANG FOR YOUR BUCK WITH ... 

TRADE-OFF'S HYBRID FOCUS GROUPS 

METHODOLOGY 

Information is gathered via two different methods: 

>ttl Qualitative group discussions 

>f21 Computer-interactive Trade-Off interviews. 

Individually, both approaches have merit. Combined, these two research tools serve to: 

~ 

~ 
@) 

Yield independent feedback in order to identify converging patterns of 
evidence. 

Provide a "high-tech/high-touch" sounding board to test theories, 
hypotheses and gut instincts. 

Quickly zero in on what buyers want--and what they're willing to give up. 

Special discussion techniques are used to help respondents elicit "authentic" replies. 
Traditional focus groups seldom require people to "pay" for what they want...thus, 
prompting "idealistic" responses. TRADE-OFF'S HYBRID FOCUS GROUPS compel 
consumers to articulate their real sacrifices, concessions, compromises and exchanges. 
This "give-to-get" discussion reveals true priorities and preferences. 

Behavior is multi-dimensional. Conventional focus groups dwell on single issues. 
The non-biased Trade-Off interview gives the participants a common experience from 
which to relate how they really weigh several factors (i.e., brand images, prices, features, 
promotional inducements, etc.) and arrive at final decisions. 

DELIVERABLES ~ 
TRADE-OFF'S HYBRID FOCUS GROUPS result in a complete summary report 
containing an executive synopsis outlining key highlights and bottom line implications. 
Optional services include: a personal presentation and/ or a summary database diskette 
of the Trade-Off results. 

!!.IIi TRA~ 
t:.t- MAOOTING -c SERVICES, INC. 

THE WEIGH TO TARGET PEOPLE'S PRIORITIES 

Circle No. 885 on Reader Card 

Call or write ... 
Harris Goldstein 

4496 Coronet Drive 
Encino, CA 91316 
(818) 508-6345 



Electronic transparency 
The Audio Visual Division ofDukane 

Corporation announces the MagniView 

400, an LCD Panel that projects high 
resolution EGA and CGA PC informa­
tion in 16 shades of color. Interfaced with 
a PC and placed on top of any transmis-

sive overhead projector, it functions as an 
electronic transparency, allowing real­
time monitor data to be projected onto 

computer instruction and other applica­
tions, the panel allows EGA PC users a 
choice of projected shades (colors). The 
MagniView 400 is compatible with IBM 
CGA, EGA and AT&T 6300 series 
computers without the use of special 
boards. For more information contact 
Michelle Wilkerson, The Dukane Corpo­
ration, 2900 Dukane Drive, St. Charles, 
IL 60174. 800-356-6540. 

PC-based analysis tool 
DataBase International, a developer of 

professional and end-user applications 
development and connectivity software 
for personal computers announces Data 
Ease Cross View, a stand-alone, PC-based 
data analysis tool. Cross View gives users 
who lack programming skills the ability 
to analyze information in a fast, free form 
fashion. CrossView works logically by 

any large screen. Users can modify pro-
identifying key patterns in large volumes 

jected images during presentations by 
of data, allowing users to quickly exam­

accessing the host computer's keyboard. 
ine the information in those patterns and 

For use in sales and financial presenta- make decisions based on it. Users can 
tions, educational and train in ro rams, 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ conshl~~manyvariab~s~ilieywam 

We mind 
your business!!! 
And services, lots of services 
We work hard so you won't have 
to. We'll do your telephone inter­
viewing, tabulating and support 
work -fast, accurate and on time -
WE PROMISE ... 
so that you can mind other business. 

Call for free brochure OSCAR 
On Site Computer Assisted Research 

C!~nt,ac TELE-RESEARCH MARKETING SERVICES 
375 S. Washington Ave., Bergenfield, NJ 07621 • ( 201) 385-8300 
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to access their required information. 
Cross View also identifies key patterns in 
data without a predefined report. 
CrossView gives users a multi-dimen­
sional view of data from any source in 
standard ASCII format. The user first 
collects data from micro, mini, or main­
frame computer programs, Cross View 
then concerts the data into an array of 
unique values by compressing it with its 
Transformation Module. The system 
requirements for CrossView include an 
IBM PC, XT, AT or PS/2 or compatibles 
with 640KB of RAM, and DOS 3.0 or 
higher. A hard disk and color monitor 
(CGA or better) are recommended. For 
more information contact Jerry Koret, 
DataEase International, Inc., Seven 
Cambridge Dr., Trumbull, CT 06611. 
203-374-8000. 
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A change in company ownership has 
been announced by Response Analysis 
Corp. RAC 's two principal founders, 
Herbert Abelson and Reuben Cohen, have 
sold shares representing controlling in­
terest in Response Analysis to the com­
pany's Employee Stock Ownership Plan. 
Both will remain active in the company. 
Under the new ownership, James H. 
Fouss will assume responsibilities of chief 
executive officer. 

Road, Cincinnati, OH, 45236. Their phone 
number remains the same 513-984-2470. 

Kennedy Research Inc. has opened an 
account office at I 0921 Reed Hartman 
Hwy. , Suite 226, Cincinnati, OH, 45242. 
ContactHelenaLawsonat513-891-2275. • 

• 

James M. Sears Assoc. , a Bergenfield, 
NJ-based market research firm, an­
nounces an affiliation with the telecom­
munications/marketing research firm 
CENTRA C. The offices of Sears Assoc. 
will be located at CENTRAC's head­
quarters: 375 S. Washington Ave. , Ber­
genfield, NJ, 07621-9925. 

• 
Consumer Verite has opened a West 

Coast office at 2700 North Beachwood 
Dr. , Los Angeles, CA, 90068. Phone 213-
465-8719. 

• 
• ADI Research Inc. has moved into 

expanded headquarters at: Kenwood 
Towers, Suite 625, 8044 Montgomery Michigan-based market research firm 

Consumer Sciences Inc., has a new 800 
number for project scheduling. Call Jane · 
A. Brown, senior project coordinator at 
800-227-0666. 

RELIABILITY 
Specializing in consumer recruiting with 
follow up confirmation of all respondents. 
90% + show-up rate. 

Spacious facility is in a country club setting. 
Facilities available for client business 
activities and personal needs. 

BROCHURE AVAILABLE 

1;. "''f 1;. MARGARET YARBROUGH 
1!1 r & ASSOCIATES 

934 Shorepoint Ct., Suite 100, Alameda, CA 94501 
(415) 521-6900 

Circle No. 887 on Reader Card 

February, 1989 

FocusFMSn.4 

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 
31955 1Oth Ave. 
South Laguna, CA 92677 

714-499-5135 
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Trade News 
continued from p.28 

nese and Europeans indicated a greater 

appreciation of the role of their voca­

tions, a recent survey shows. The survey , 

conducted by International Research As­

sociates (INRA) and the Roper Organi­

zation, asked respondents to rate 10 dif­

ferent items deemed significant to a per­

son's lifestyle. Respondents rated items 

on a scale from 1-10, where one repre-

sents the lowest level of importance and 

10, the highest. Overall, Americans placed 

their jobs eighth in importance with a 

mean score of 5.87. In sharp contrast, 

Japanese ranked their jobs as the second 

most important aspect of their lives, with 

a mean score of7.63. Europeans ranked 

it fourth with a score of 6.63. ~sing the 

same scale from 1-10, repondents were 

also asked to rate how satisfied they were 

with the different aspects of their lives. 

For Americans, job satisfaction was also 

low, ranking in seventh place. Other find­

ings based on a demographic breakdown 

of the results found: 

• Men were more likely than women to 

say they were satisfied with their jobs and 

that their jobs were important to them. 

• In general, the older people are, the 

more satisfied they are with their jobs. 

• White collar workers are considera­

bly more satisfied with their jobs than 

blue collar workers. The survey sample 

included a total of 8,000 interviews, with 

1,000 interviews carried out in each of 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ thesixEuropeancountriesandinthe~.S. 
and Japan. All interviews were con-
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ducted in person. 

Tax law less fair, survey 
shows 

The new tax law that went into effect is 

less fair than the old statute, said a major­

ity of Americans questioned in a recent 

survey conducted by the Conference 

Board. Public opinion about the tax law 

has become more negative now that it has 

been in effect for more than a year, results 

of the poll indicate. The 5,000 surveyed 

households were asked how fair they felt 

the new law was, regardless of how it 

affected them personally. According to 

the Conference Board, 53 % said they felt 

the new law was less fair than the old one, 

while 14% said it was fairer, and 33% 

said they saw little change from the old 

law. When a similar survey was taken 

after the law was passed in 1986, one­

third of the respondents said that the 

statute was less fair. 

Those with incomes above $50,000 a 

year expressed the most dissatisfaction 

with the new law. In that group, 62% said 

the new statute was less fair, 15% said it 

was fairer and 23% said they saw no 

change. Forty-six percent of the overall 

respondents in the latest survey said their 

taxes have gone up since the new law was 

implemented, while 36% said their taxes 

were the same and 18% said they were 

lower. 
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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 ~one else in the world. Experience is the Best Teacher. 

When you attend a Burke Institute seminar; you 
participate in more than an exciting, on-target 
learning experience. You learn from what we have 
learned by doing tens of thousands of marketing 
research studies for our clients for over 50 years. 
Our seminars reflect this invaluable depth of real­
life expertise, not available to you anywhere else. 

It is just one of the many reasons for the rave re­
views we have received worldwide from past par­
ticipants at more than 1000 marketing research 
seminars conducted by us during the past 13 years. 
Here are just a few verbatims from recent seminar 
evaluations: 

1. Super- best 2 day seminar I've ever had! Totally targeted 
-very well done. Best (seminar manual) I've seen in terms 
of walking away with a great memory jogger. 

Manager, ICI Pharmaceuticals 
2. Outstanding! Will recommend for the entire profess ional 

staff at Ford. Extremely helpfu l for doing my job. Excellent, 
well laid out (manual). 

Pro jecl Mwwger, Ford 
3. Fabulous seminar. Covered a wide range of difficult informa­

tion in only three days. I felt a very personalized learning ex­
perience- all due to the (speakers) vibrant, one-on-one com­
munication style. 

Presiden /, Marketing Consulting Comp~ 
4. Excellent- Covered more in formation in more detail and 

certainly more immediately useful methodology than the 
two semesters of business research methodology that I had 
just completed in an MBA program. Exciting, energetic, 
knowledgeable and effective presentation. 

Oppor/unity Analysl, Dow Chemical 
5. Fantastic! Even though I have an M.S. in stats, I have never 

had such a clear picture of how to apply stat techniques 
before. Wonderful examples to explain the theories, ideas, 
philosophies- superb (speaker)! Helped to motivate me to 
expand my use of different techniques and explore more 
possibilities. 

Mark et Research Analysl, Consumer Power Comp~ 
6. Great seminar. Concent rated- pratical- directed. Engag­

ing (speaker)- it is exciting to have direct contac t to such 
talent. 

Markel Officer, Marine Midland Bank 
7. Excellent- exactly what I was looking for. No doubt that 

(the speaker) knows material inside and out, easily accessi­
ble, applied situation in real life to what we were learni ng. 

Project Manager, Procter & Gamble 
8. I can't say enough. I am much more prepared to understand 

the analysis needs and interpret the results effec tively. Thank 
you. Nothing was a was te of time. 

Assistant Manager, AT&T 
9. Outstanding seminar. I learned a great deal and this semi­

nar tied together a great deal of information that I had been 
exposed to but never trained in. Outstanding (speaker) used 
a lot of analogies that helped with the understanding of a lot 
of concepts. This course made marketing research more in­
teresting to me. 

Market Planner, Corning Glass Works 
10. Covered exactly the kinds of issues we face in advertising 

research, and more important, the material was made very 
understandable because of the contex t in which each tool 
was described. The speaker can' t be beat. 

V.P. , Group Research Director, Leo Burnett Advertising 

BTheJ ___ ~ urKe 
Institute 

800 Broadway, Cincinnati, Ohio 45202, 800-543-8635 

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 
Chicago . . . . .... .. Mar. 29-31 
Philadelphia ..... . . Apr. 17-19 
Cincinnati .. .. .. .. May 8-10 
Atlanta .. . ..... . .. May 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 
Hawaii .. . . .. .. . . . Jan. 17-18 
Cincinnati . ... ... . May 2-3 

4. Questionnaire Construction 
Workshop 
New 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 .. . ...... Mar. 21-22 
Boston . . . ... .. ... May 4-5 
Orlando . .. . . .. . .. June 21-22 

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

9. Focus Group Moderator Training 
Cincinnati . ...... . Jan. 31-Feb. 3 
Cincinnati . .. .. ... Mar. 13-16 
Cincinnati ... . . . .. April25-28 
Cincinnati .. . ..... June 13-16 

10. Qualitative 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 . .. . ....... May 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 . .. . . . .. . May 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 .. . . ..... April24-26 
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 ..... . .. May 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 . .. .... . Mar. 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 Man­
ager or Dr. Sid Venkatesh, Managing Director, at 800-543-8635 (ext. 3775.) 

©1989 SAMI!Burke Inc., A Control Data Company 
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Ignoring research findings can 
be very costly 
by Tom Quirk 

T 
he following case history in 
which I was very deeply in­
volved vividly illustrates how a 

client's internal factors can thwart the 
results of valid research. Individuals 
involved in sales and marketing tend to 
be positive types. They look for the good 
things about the products and services 
they sell while minimizing shortcomings 
of those same products and services. These 
traits are necessary if they are to be suc­
cessful in their jobs. 

In many consumer -oriented companies, 
sales and marketing personnel have be­
come accustomed to using marketing 
research to objectively determine the 
positive/negative characteristics of their 
products and services. The cost of intro­
ducing a new product has become so 
expensive that many companies will not 
introduce a product without some type of 
evaluation by the marketing research staff. 
The researchers, in tum, feel confident 
that the numbers they present as part of 
their report will be accepted regardless of 
whether the report is positive or negative. 

Not fully accepted 
Within some industrial companies the 

credibility of the marketing research 
department has not been fully accepted. 
Marketing and sales functions are some­
times combined. Individuals holding key 
decision making positions in these areas 
may believe their personal experiences 
provide a better gauge of the marketplace 
than can researchers. Results of this 

40 

approach may prove to be very costly. 
During my career I was contacted by a 

major corporation's director of research 
to conduct six focus groups. The com­
pany wanted me to use these focus groups 
to gain an insight into which features of a 
new product would be most desirable to 
prospective customers. The meetings 
had to be held within a short period of 
time because the product was scheduled 
to be introduced within six to nine months. 

Prior to initiating the groups I met with 
personnel assigned to market the prod­
uct. They explained that the product had 
the potential of revolutionizing the in­
dustry being served. It would do every­
thing people in the industry had been 
asking for and, although it was consid­
erably more expensive than the products 
it was to replace, they already had orders 
from some of· the customers who had 
tested it previously. Further, they told me 
that the product had been in the research 
and development stage for five years and 
that company personnel believed this 
product might increase company sales by 
50% within three years. What they did 
not tell was that I was the first outsider 
called in to do any marketing research. I 
was the only researcher involved before 
the product reached the market. 

At this point I assumed the project 
would be fairly standard. After the ses­
sions with the company personnel, I pre­
pared an outline which was accepted with 
few changes. It was determined that a 
research analyst and the product manager 

would accompany me on the assignment. 
Arrangements were made to conduct six 
meetings within a one week period. 

The first meeting ran smoothly. Nine 
individuals who attended provided ex­
cellent input. Each provided some per­
sonal and operational background. Dis­
cussion then moved to the present prod­
ucts available and their strengths/weak­
nesses. Next the participants described 
the characteristics of the perfect product. 
Finally, I provided a description of the 
new product which was to be introduced 
shortly. Before I had had an opportunity 
to mention the probable price everyone in 
attendance said that they would switch to 
the new product. One man even went so 
far as to say, "Even if this product costs 
me 10% more I will make an entire shift 
immediately to this product." 

Ten times more expensive 
What these people did not know was 

that the new product was not going to cost 
10% more than existing products but 
approximately l,OOO%(ten times) more. 
I brought up cost figures toward the end 
of the meeting but they were brushed 
aside by the participants, who told me 
that I must be mistaken. Since we had 
already spent more than two hours in 
discussion I decided not to pursue the 
matter further. 

After the meeting I raised the pricing 
problem with the analyst and product 
manager. The product manager did not 

continued on p. 42 
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A 
New Era 

• 1n 
RDD Sampling 

At last: a fully configured in-house ROD system so easy to 
use that generating a sample takes less than 10 minutes, 
start to finish! With GENESYS you can actually enter your 
sample parameters in Jess time than it takes to order by 
phone. Once input. even the largest and most complex 
sample takes less than 5 minutes to final output. 

GENESYS, the culmination of 20 years of experience in 
sample design and data base management systems. has 
proven itself- in over 250,000 interviews- to 28* 
different research organizations. with an unprecedented 
array of features: 

• geographic sampling down to zip-code level 
• more than 20 exchange-level demographic estimates 
• classic epsem ROD to most dialing-efficient 
• contains all residential exchanges 
• totally updated twice a year 

GENESYS Cuts Your Sampling Costs 
Save up to 65%: Do your present ROD samples cost up 
to 30<; a piece? GENESYS Custom Sampling will instantly 
cut those costs to 10<; -even if your sample is zip- and 
demo-based! 

Save up to 80%: Depending on your current total annual 
cost for ROD sampling, a GENESYS In-house system will 
cut your sample costs anywhere from 50% to 80% per year. 

* Over 75 companies as of January 15 

Save 100%: Accept the GENESYS Challenge- and a free 
sample. Split your next sampling project 50-50. Ask your 
regular supplier for the first half. We'll supply the second 
half free . We 're that confident. Call us (215-521-6747) 
for details. 

GENESYS 
r---------------------~ 

Please return to: Dale W. Kulp , President 
Marketing Systems Group 
Scott Plaza II - Suite 630 
Philadelphia PA 19113 
(21 5)-521-6747 

Please send me more information about: 
0 GENESYS In-House Systems 
0 GENESYS Custom Sampling 
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Company __________________ ___ 

Address __________________ _ 

Phone ___________________ __ 
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From the Publisher 
continued from p. 40 

accept the comments made and said the 
price would not be a barrier once the 
product reached the market. As proof, he 
cited the orders which had been received 
from those prospects who had seen the 
product during the development stage. 

Nonetheless, I decided to spend a 
greater portion of the future meetings 
discussing how people in this industry 
saw the new product affecting their busi­
ness and the actual return they would 
receive from it. I introduced the price 
earlier in the product description so that 
participants could have a proper perspec-

tive as to cost/benefit. We spent as much 
as 25 % of the subsequent meetings on 
cost aspects. 

After each meeting the analyst, prod­
uct manager and I reviewed what had 
been said and compared it with previous 
sessions. In total, the responses had been 
consistent. The meetings had met the 
objectives of determining which of the 
new product's characteristics would have 
the greatest positive impact on prospec­
tive buyers. But also after each meeting 
there would be disagreement as to the 
negative effect the price was going to 
have on potential sales. The product 
manager continued to take the position 
that the impact would be minimal while I 

stressed the downside and used com­
ments from participants to buttress my 
point. The analyst listened but did not 
enter into the discussion. 

The sixth meeting was held on a Thurs­
day evening. It was agreed that I would 
have my report ready to present in two 
weeks. As was my custom I had listened 
to the tapes of each meeting immediately 
after each session, making notes as I went 
along. Thus the outline for the report was 
actually done by the time I had arrived 
back at my office. 

The pricing problem continued to 
concern me. I was not convinced that a 
ten-fold increase could, or would, be 
accepted by potential customers. Fur-

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ilie~ I w~convincedili~ilienegative 
comments made by participants regard-

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 inteNiews and on-going business in a private 
office environment. Only minutes from Cleveland Hopkins Airport, with excellent 

hotels, dining and other amenities 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 
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ing their inability to afford the higher cost 
was based on true economics and not 
offered to induce the manufacturer to 
reduce the price. 

Secondary sources 
Fortunately, there was considerable 

data available from secondary sources, 
both industry and government, which I 
could use to determine whether the par­
ticipants were providing me with accu­
rate operational information. In particu­
lar I wanted to investigate the cash flow 
situation since it was necessary that it be 
sufficient to support the large initial in­
vestment necessary for the new product. 

The data from the secondary data 
sources strongly supported the statements 
made by the focus group participants. 
Even in the best of economic times one 
would be hard pressed to pencil in an 
adequate return. And because of the 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ relatively high initial investment any-

CHESAPEAKE 
t~~ SURVEYS 

Welcomes You to Baltimore 
Our Services Include : 

New modem focus group fac ilit y and spacious client view ing rooms. 

Full recruiting capabilities . 

Specializing in consumer and all areas of medical and profess ional. 

Fully equipped test kitchen. 

25 WATS lines and local te lephone interview ing. 

Complete telephone monitoring system. 

Profess ionally trained interviewers for all types of interviewing. 

New one-on-one interviewing room with client viewing room attached. 
Call us for a quote on your next focus group or telephone survey. 
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FieLd Director 
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thing less could prove disastrous. I felt 
strongly that my initial concern about the 
price being too high was justified. 

My report was completed on time and 
I submitted an advance copy to the mar­
keting research department. Within a day 
after its delivery I received a call from the 
analyst who questioned me regarding the 
conclusions I had reached. However, he 
did not dispute them. Rather he indicated 
concern and said he wanted to make cer­
tain that he understood what I had writ­
ten. 

The day of the presentation arrived and 
I arrived one-half hour early. After a 
short session with the research depart­
ment manager and analyst regarding the 
presentation format we proceeded to the 
area where I was to present the results. It 
was a large room with a stage at the front. 
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The room seated 150 people comforta­
bly. At meeting-time, the room was two­
thirds full. It was the largest group to 
whom I ever gave a custom research 
presentation. 

The research manager began the meet­
ing by providing background on the 
specific project and explaining the objec­
tives of the study. Next, the analyst 
provided reasons for selecting the vari­
ous meeting locations and the demograph­
ics of those selected to attend the focus 
group sessions. 

To start the presentation on a positive 
note, I informed the audience that we had 
met the objectives of the study. I then 
described the reaction of the focus group 
participants to the various features of the 
new product and listed specific ones which 
created the greatest positive reaction and 
would be most likely to cause prospects 
to obtain more information regarding the 
product. 

Finally, I discussed the possible effect 
of the proposed price on sales. It was left 
to the end because I knew it would be 
controversial. But I also wanted to spend 
the remainder of the meeting discussing 
it, knowing the other elements had re­
ceived sufficient attention. 

First, I explained the comments made 
by participants. Second, I presented the 
information from the secondary data 
sources to provide support and credibil­
ity to my comments . I felt I was able to 
show rather concl usively that the partici­
pants would react in an actual buying 
situation as they said they would during 
the meetings. Emotionally, they liked the 
product's characteri stics but there was no 
way they could justify it economically. 
Price was going to be the major obstacle 
my client had to overcome and I was not 
convinced that the product 's strengths 
would overcome that problem. I told the 
audience that they should do specific 
pricing research to determine the optimal 
price. My research only showed the price 
was too high but not by how much. 

My presentation over, I prepared my­
self for questions. I was surprised when 
there was little immediate reaction to my 
comments about price. The initial dis­
cussion related to the physical character­
istics of the product. Members in the 
audience indicated this portion of the 
research was consistent with in-house 
observations . 

Finally, members of the audience be­
gan to question my conclusions regard­
ing the price of the product. One person 
from the development group said that the 

February, 1989 

R&D costs already incurred required a 
price substantially higher than the prod­
ucts presently on the market. A represen­
tative from the production department 
explained that there was no possibility of 
making any substantial reductions in the 
manufacturing process. Others, repre­
senting various internal groups also stated 
that the suggested price was necessary if 
the product was going to be introduced by 
the company. 

cult. I was convinced if the price was too 
high it did not make any difference what 
R&D costs were, or that the manufactur­
ing processes required a price much higher 
than anything on the market at that time. 
I on] y knew that the suggested price would 
mean that the product would not capture 
a substantial market share. 

Difficult position 

The attitude of the company's manage­
ment team was summarized by the divi­
sion marketing director who concluded 
the meeting by stating, "Look here. There 
is no way we can go to our company's 

I found my position to be rather diffi -

continued on p. 44 

"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. 

RxTAB program. Unl imi ted 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 pr int 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. 

1·800-992-0422 
sgsooo 
COMPLETE 

30-day money-back guarantee 

-.----~ ............ .. .. -. -.... ·- -
~---·---· .............. -_...~-~-~ ~-~~ 

(PA 215-794-7486) 
FREE DEMO DISK 

VIS-4 . . .. : - .•• 
- ~-

5230 Route 263, Box 590, Buckingham, PA 18912 

Circle No. 893 on Reader Card 
43 



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 
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From the Publisher 
continued from p. 43 

board of directors and tell them that we 
are going to introduce this product at a 
substantially lower price than the one we 
have used to develop our marketing plan. 
I believe the gentleman making the pres­
entation is dead wrong about the price. 
Thus we will continue using the pricing 
assumptions which were approved ear­
lier. " 

At that point the meeting adjourned. I 
left with the research department mem­
bers. The research department manager 
had me come into his office where he told 
me that he agreed with my concern re­
garding the price. However, he did not 
believe he could or should make any 
comment. Therefore, he would "bury" 
my report because the product team did 
not want it to be leaked to corporate 
management. My suggestion that a sepa­
rate pricing study be conducted would be 
ignored and the product would be intro­
duced according to the plan approved 
prior to my focus group sessions. As far 
as the company was concerned my groups 
had been a waste of money. 

It was unfortunate that marketing re-

search department personnel were so 
intimidated by members ofthe marketing 
and product staff that they were reluctant 
to express their concerns regarding the 
proposed price. Doing so might have 
made a greater impact , as insiders, than 
I create. It would have meant taking ri sks 
but they would not have been unneces­
sary ones. Certainly, it would have pro­
vided the researchers within that organi­
zation an opportunity to more fully in­
volve themselves in the deci sion- making 
process and become more creditable. 

The company introduced the new prod­
uct with a great fanfare. More than 60 
salespeople were hired and a correspond­
ing number of support personnel brought 
on board. When early sales did not meet 
expectations the company introduced a 
sales financing program. When that failed 
to work, other marketing methods were 
tried. The product struggled along for 
three or four years failing to achieve a 
substantial market share. Finally the 
product was quietly pulled off the mar­
ket, ending what was undoubtedly a dis­
appointing and losing marketing effort. 
However, as this case history proves, 
research can predict future behav.i.2.L..._ 
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Unstructured individual 
interviewing 

A U.S. Department of Commerce re­
port, "Approaches to Developing Ques­
tionnaires," includes a section on a tech­
nique which might prove especially help­
ful to those involved in Business-To-Busi­
ness research. A summarized excerpt 
from this section appears below. 

s ometimes a questionnaire de­
signer is required to develop a 
questionnaire on a topic about 

which little is known, and about which 
little information related to questionnaire 
design exists from previous surveys. In 
this situation, the development of a ques­
tionnaire can benefit from the use of un­
structured interviews with members of 
the intended respondent universe. The 
term "unstructured interview" is used here 
to describe a discussion of the proposed 
survey topics between a member of the 
target survey population and the ques­
tionnaire designer. The discussion is 
guided by a topic outline rather than a set 
of specific questions. When sufficient 
numbers of such interviews are conducted 
with respondents who are fairly repre­
sentative of the target population, the 
technique can provide ideas and insights 
about how best to structure the question­
naire before the first draft is written. 

It is a particularly valuable technique 
when there are many divergent interests 
in a survey. When there is more than one 
sponsor, initial disagreements can exist 
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about what kinds of information can and 
should be obtained. This technique trans­
fers the questionnaire design decisions 
from dependence on the tastes or prefer­
ences of the survey sponsors to reliance 
on the results of the field process em­
ployed. 

Several questionnaire design issues can 
be addressed by using this technique. 
The specific uses of unstructured inter­
viewing include: 

1) Topics previously thought to be 
important for inclusion can be discarded 
as unnecessary or irrelevant, and topics 
which had previously been neglected can 
be identified as important in fulfilling the 
objectives of the survey. 

2) A determination can be made as to 
whether the information requested in the 
survey is readily available to respondents 
and whether particular kinds of questions 
can be asked. 

3) An evaluation can be made of which 
topics might be especially sensitive to 
respondents. 

4) Assistance can be provided to deter­
mine how to phrase particular questions 
so that the vocabulary is familiar to re­
spondents and the words mean the same 
things to all respondents. 

5) Decisions can be made concerning 
the preferability of open- vs. closed-ended 
questions to obtain particular types of 
information, and a range of answer cate­
gories for closed-ended questions can be 
specified. 

6) An identification can be made con­
cerning who in business is in a position to 
respond most accurately to questions on 
the survey topics and therefore, would 
make the best respondent. 

7) Suggestions can be made concern­
ing the. optimal order of questions or 
survey topics. 

8) Insights about which aspect of a 
topic appeals most to people may be used 
to determine the best way to approach 
respondents in order to encourage their 
participation. 

METHOD 
Personnel and skill requirements 

A key concept in the successful use of 
unstructured interviewing is flexibility. 
The questionnaire designer functions as a 
researcher during this process, and must 
keep the objectives of the study firmly in 
mind while dismissing any fixed ideas 
about how to structure the questionnaire. 

Best results are achieved when several 
people, including one who serves as team 
leader/questionnaire designer, work to­
gether as team. The team should include 
interviewers as well as data processing 
and subject matter specialists if at all 
possible. This allows diverse ideas and 
insights to be used in the refinement of 
the survey instrument. 

Persons selected to conduct unstruc­
tured interviews should be experienced 

continued on p. 48 
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Interviews 
continued from p. 4 7 
interviewers and be capable of under­
standing the broad perspective of the 
research project for which the question­
naire will be designed. This type of 
interviewing requires skills different from 
those for structured interviewing (i.e., 
interviewing in which questions are read 
verbatim from a questionnaire), and only 
some interviewers on a regular field staff 
are likely to possess these skills. 

Interviewers selected for this type of 
assignment should feel comfortable 
"thinking on their feet" as they will not 
have a questionnaire script to use as a 
crutch; if they are easily flustered or 
confused, they give respondents the 
impression that they are incompetent or 
that the study is unimportant. Members 
of the interviewing team need sufficient 
experience in unstructured interviewing 
to be sensitive to the effects of wording 
changes and to recognize responses that 
indicate potential problems with ques­
tion wording or order. In addition, inter­
viewers should be able to tolerate long 

pauses while the respondent thinks or 
looks for answers, have the ability to 
probe nondirectively to get the respon­
dent's ideas, and have a thorough under­
standing of potential problems in ques­
tionnaire design which can affect the 
achievement of survey objectives. 

Some of the interviewers should be 
highly knowledgeable and skilled in struc­
tured interviewing techniques. This al­
lows informed judgments to be made 
concerning the kinds of things which can 
be asked in a close-ended format and 
what topics respondents can be expected 
to respond to within a structured inter­
view. 

Unstructured interviewing is actually a 
combined data collection and analysis 
process. In addition to the interviewing 
skill necessary for successful results, a 
"coder" who is capable of making inde­
pendent judgments is an essential part of 
the process. This person should be able to 
analyze and tabulate results of the previ­
ous day's work while the interviewers are 
in the field conducting additional inter­
views and then meet with them to explain 
how and where they are failing to meet 

WHEN YOUR 
FOCUS IS 
RECRUITING ... 
STEP BEHIND 
OUR MIRROR 
Anyone can buy expensive seats, but it takes an 
experienced professional staff to fill them. Smith 
Research has focused on recruiting qualified 
respondents for over 23 years. 

Smith Medical Market Research, a separate division, 
has specialized in medical recruiting and telephone 
interviewing nationwide since 1980. 

We offer quality recruiting for either of our two con­
venient, spacious focus facilities or at a location of 
your choice in the Chicago/and area. 
For more information on how Smith Research can 
bring your recruiting needs into focus, call Kevin 

survey objectives. The simultaneous 
conduct of these two tasks speeds up the 
questionnaire refinement process. 

Finally, sponsors or subject matter 
specialists can provide valuable insights 
in the frequent meetings held to charter 
the course for the work. 

Selection of respondents 
Respondent selection for unstructured 

interviews generally involves purposive 
rather than systematic sampling. Al­
though rigorous scientific selection pro­
cedures are not necessary, respondents 
should be members of the population to 
be surveyed and should be fairly repre­
sentative of that population. 

The characteristics of people asked to 
be respondents for unstructured inter­
views may depend on the survey topic. 
For example, in developing a question­
naire dealing with saving habits to be 
administered to a national cross-sectional 
sample, the initial round of developmen­
tal work may include interviews with 
people from a variety of demographic 
population subgroups. During additional 
interviews, however, differentclassifica-

Smith at 3121948-0440 or 8001443-8938. ~ 

Smith ResearchS SMITH MEDICAL 
MARKET RESEARCH 

1121 Lake Cook Road • Deerfield, Illinois 60015 • 150 E. Huron Street • Chicago, Illinois 60611 
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tions of saving habits may emerge, and it 
may be necessary to locate and interview 
persons who are members of specific 
categories. Thus, the "sampling" of re­
spondents is an iterative process, too-as 
is the questioning of these respondents. 

Respondents may be located by con­
tacting business or community organiza­
tions. 

Preparation 
Before embarking on this phase of a 

questionnaire design project, the team 
leader should become familiar with the 
objectives of the study and make a list of 
the data elements which are considered 
necessary to meet those objectives. These 
data elements include topics and con­
cepts which are particularly vital to the 
quality of the study, or are otherwise 
thought to be related to the survey objec­
tives. Prior to the first discussion with a 
respondent, the team leader should pre­
pare somealternative orders in which the 
topics might be discussed, as well as any 
specific words or phrases to be used in re­
lation to any particular topic. 

The team leader 's next task is to de­
velop the work sheets to be used by the 
interviewers and coders. Those serving 
as interviewers should review the materi­
als and meet with the team leader to 
discuss study concepts and objectives. 
The interviewers need to be provided 
guidance, so they will not go beyond the 
scope of the project. 

Operation 
Interviewers may begin each interview 

by explaining that they are working on a wording used by the respondent in an­
very early phase of preparing a new sur- swering the question. (Since interview­
vey. They should emphasize the reasons ers often respond to the answers of re­
f or, and importance of talking to people spondents with idiosyncratic or instinc­
before a questionnaire is prepared. tive phrases of their own, it may be more 

During this type of interviewing, the difficult to remember their own words 
interviewer should follow up on answers than those of the respondent.) Notes 
or comments that seem to have a bearing should be made (during or immediately 
on how a concept is interpreted by the after the interview) concerning the order­
respondent or how a sequence of ques- ing of the inquiries (if different from the 
tions should be ordered. The interview outline), how on topic relates to the next, 
should have a conversational flavor rather if and how they overlap, what effect topic 

than a question-and-answer format of a continued on p. 50 
formal interview. Interviewers should .---------------­
understand that their objective is not to 
collect data in the usual sense-rather, it 
is to become aware of the difficulties that 
are likely to arise when the survey is 
being conducted. 

Throughout this process, extensive 
note-taking is valuable, so that insights 
gained during an interview are not lost or 
confused with other interviews. Verba­
tim recording, by shorthand, speed writing 
or tape recorder is ideal for this purpose. 
Even abbreviated note-taking can make 
it possible for an interviewer to return to 
statements made earlier by the respon­
dent. Following up immediately on some 
statements could take the interviewer off 
the topic being pursued, but "passing re­
marks" and apparently contradictory 
statements by the respondent can provide 
additional insights on how to phrase sur­
vey questions. 

During each unstructured interview, 
the interviewer should record how each 
key inquiry was phrased, as well as the 
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Interviews 
continued from p. 49 

order has on the flow of the interview, the 
respondent's reaction to specific ques­
tions of interest, and the apparent level of 
difficulty of the inquiry for the respon­
dent. 

conducting the unstructured interviews, 
and coders should meet frequently to 

discuss what they have learned to date. 
The reason for these frequent meetings is 
to allow all interviewers to gain insights 
from the experiences of the others and to 
help one another interpret respondents' 
comments. Under the guidance of the 
team leader, changes to the topic outline 

should be made to refine ideas on how to 
present topics and sections of the ques­
tionnaire, and the order in which to pres­
ent them. As experience using the topic 

Tape recording, with the respondent's 
permission, can be useful as long as tfme 
is available to listen to the tapes and 
extract information from them. Ideally, 
the team leader, team members who are 
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outline is gained, interviewers will de­
velop their preferred question wording 
for topics. They should exchange those 
wordings during their meetings and then 
try the wording used by others in succes­
sive interviews. 

The input of the coder is beneficial in 
noting ambiguities or superficiality in the 
responses obtained in previous interviews 

which require further clarification before 
the response can be coded. Also, the 
relative frequency of responses to open­
ended questions, the range of conditions 
imposed by respondents on their answers 
(e.g., "It depends on ... "), and potential 

response sets can be obtained from the 
coders' tallies. The coders" analyses and 
the interviewers annotated transcripts are 
discussed among team members, patterns 
are identified, and suggestions are made 
concerning potential question formatting, 
sequencing, etc. 

No set number of completed unstruc­
tured interviews or days of unstructured 
interviewing can guarantee a good ques­
tionnaire. Perhaps the best indicator that 
enough unstructured interviewing has 
been done is the lack of new insights and 
ideas on question wording and order by 
team members. The responsible re­
searcher(i.e., the team leader) must judge 

whether the team has fulfilled its mission, 
and when the process of putting together 
the first draft of the questionnaire should 
be undertaken. 

Time considerations 
The process outlined here may take 

longer to complete than drafting a ques­
tionnaire without any field work. On the 
other hand, when the questionnaire is 
drafted after these procedures have been 
followed, it is likely to require far less 
modification; therefore, time required for 
unstructured interviewing may be wholly 
or partly recovered later. The exact 
amount of time involved depends on the 
number of people who are available to 
conduct interviews, the number of inter­
views completed daily by each inter­
viewer, and the iterations of the topic 
outline, question wordings, etc., required 
before members of the questionnaire 
design team are confident to construct a 
questionnaire. 
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In general, when the use of unstruc­

tured interviewing is incorporated into 

the development process, two to six weeks 

should be allowed in the time schedule. 

This includes the preparation time for the 

team leader as well as the interviewing 

time itself. It does not include comple­

tion of the initial questionnaire draft, 

which would be required regardless of 

whether or not this technique is used. 

However, drafting the questionnaire 

should be much less time-consuming, 

because the knowledge gained from the 

unstructured interviews will clarify con­

cepts and resolve most of the issues that 

are typically debated; e.g. , which words 

to use and which to avoid, how much 

detail to request of respondents, and the 

order in which to present topics. 

Cost considerations 
The monetary costs associated with the 

use of unstructured interviews are essen­

tially limited to the salaries of the person­

nel who are members of the team. De­

pending on the number of people in­

volved, the number of interviews con­

ducted, and the amount of time spent in 

analyzing the interviews, these costs could 

vary considerably. In addition, other 

expenditures may be necessary for travel 

ifthe interviewing site is not located near 

the cities of the people working on the 

project. 

One other "cost" should be mentioned 

Circle No. 900 on Reader Card 
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here: the burden on the audience sur­

veyed. Although unstructured interview­

ing places some response burden on this 

group, this investment may be more than 

repaid later if the unstructured interview­

ing results in a more efficient question­

naire than would be prepared without this 

type of field work. 

Mode of data collection 
Regardless of whether the final survey 

will be conducted face-to-face, on the 

telephone, or by mail, the use of unstruc­

tured face-to-face interviewing can pro­

vide valuable insights on how people 

respond to to the topics of the survey. 

Benefits accruing from establishing the 

relevance of specific topics to the survey 

objectives, defining key concepts, and 

identifying words which have similar 

meaning for all types of respondents will 

be equally pertinent for surveys conducted 

through any method. 

Some of the other insights gained 

through the use of this technique, such as 

the specification of question order, may 

be unique to the mode in which the data 

are collected. If the final survey is in­

tended to be conducted exclusively on 

the telephone, unstructured telephone 

interviewing could conceivably be con­

ducted. MRR 
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Cincinnati , OH 45242 Plymouth Meeting, PA 19462 Boston,MA 02111 2438 Hopkins Ave. 

513/489-9000 215/834-2080 617/482-9080 Redwood City , CA 94062 

Contact: Maribeth McGraw Contact: Maria Krieger, Ph.D. Contact: James R. Heiman 415/361-8124 
Conact: Dr. Filipe Korzenny Consumer, Health Care, Prof. , Expertise In Qual. Res. Design, High Tech,Publishing, Hisp. Focus Grps In U.S. , Abroad Focus Groups, One-On-Ones Implementation & Analysis Bus-To-Bus, Colleges Biling./Bicult. Quai./Quan. Rsch. 

Arbor, Inc. Datatactics, Inc. First Market Research Corp. D.S. Howard Assoc., Inc. 3401 Market St. 555 Presidential Blvd. 121 Beach St. 307 No. Michigan Ave. #1214 Philadelphia, PA 19104 Bala Cynwyd, PA 19004 Boston , MA 02111 Chicago, IL 60601 215/387-5300 21 5/668-1 660 617/482-9080 
Contact:Kathy Hammers/a, Ph. D. Contact: Phyllis Rosenberg Contact: Linda M. Lynch 

312/372-7048 
Contact: Dennis S. Howard, Ph. D. 25 Years Service in Industry. Prof & Cons Segments, incl. Consumer, Retail, Banking, Expert Guidance In Design, Qual! Quant Ad Hoc Research. Doctors. Applied Psych. Meth. Health Care Implementation And Analysis 

Bilingual Unlimited Research Decision Research First Market Research Corp. lnfoDirect, Inc. P.O. Box 20923 33 Hayden Ave. 121 Beach St. 
230 South Broad St. San Diego, CA 92120 Lexington, MA 02173 Boston, MA 02111 
Philadelphia, PA 191 02 619/583-6243 617/861 -7350 617/482-9080 

Contact: Luz Pereira Contact: Peg Marrkand Contact: Jack M. Reynolds 21 5/735-7 41 6 
Contact: Jonathan Brill Spec. In Hispanic Qual. Rsch. One-way Mirror Cont. Rm. Sty. Banking, Health Care,Ad 
Financial Services, Consumer, National/International Obser.Rm.15X17(15-20 viewers) Testing, Consumer, Executive 
Healthcare, Geriatric, Hi-Tech 

Brand Consulting Group DeNicola Research Fitzpatrick Research Services, Inc. 
lntersearch Corporation 17117 W.Nine Mile Rd./Ste. 1020 325 Greenwich Ave. 1 02 Foxwood Rd. 

Southfield , Ml48075 Greenwich, CT 06830 West Nyack, NY 1 0994 
132 Welsh Rd. 

313/559-2100 203/629-3323 914/353-4470 
Horsham, PA 19044 

Contact: Milton Brand Contact: Nino DeNicola Contact: Linda Fitzpatrick 215/657-6400 

Consumer,Advertising Strategy, Consumer, Healthcare, Financial Expert Moderator, Strong Contact: RobertS. Cosgrove 

New Product Strategy Research Services, Advertising Marketing Background Medical, Industrial, Business, 
Consumer,Bio-Tech,Commun. 

Burke Marketing Research, Inc. Dolobowsky Qual. Svcs., Inc. Focus Trend Research, Inc. 
Kennedy Research Inc. 800 Broadway 94 Lincoln St. 220 East 63 St. , Ste. 8N 

Cincinnati, OH 45202 Waltham MA 02154 New York, NY 10021 
405A Waters Bldg . 

51 3/852-3789 617/647-0872 212/421 -6396 
Grand Rapids , Ml49503 

Contact: Norman Ussher Contacts: Reva Dolobowsky Contact: Bonny Reiff 616/458-1461 
Contact: Mary P. Tonneberger Nat! Network of Moderators:Hi- Experts In Idea Generating Seniors, New Prod/Concepts, Adv, 
Cons. & Ind. , Telecom. , Health, Tech/Finance/Child/Older Adult Groups, In-Depth Interviews Food, Health, Taped Reports Office Systems, Chemicals, Drugs 

Consumer/Industrial Rsch Svce Doyle Research Associates, Inc. Focused Research 
Langer Associates, Inc. 600 North Jackson St. 919 N. Michigan/Ste. 3208 8247 Valley Dr. 
19W. 44th St. , Ste. 1601 Media, PA 19063 Chicago, IL 60611 Chagrin Falls , OH 44022 
New York, NY 10036 215/565-6222 312/944-4848 216/543-9340 

Contact: James D. Lewis Contact: Kathleen M. Doyle Contact: Susan Ray Stone 212/391 -0350 
Contact: Judith Langer Health Care;Agri-Bus;lnd; Specialty:Children!T eenagers 13 Yrs. Exp., Advertising, P.R. Spec. In Qual. Rsch. On Trad'l; Tele;One-On-One Concept&Product Evaluations Consumer, High-Tech. 
Mktg. & Lifestyle Issues 
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Linda LaScola Consulting New South Research SMS Research & Marketing Total Research Corporation 
3701 Connecticut Ave. ,N.W. 700 South 28th St./Ste. 1 06 Services, Inc. Slndependence Way 
Washington D.C. 20008 Birmingham, AL 35223 1042 Fort Street Maii/Ste. 200 Princeton, NJ 08540 
202/363-9367 205/322-9988 Honolulu , Hl96813 609/921 -81 00 
Contact: Linda J. LaScola Contact: Louis Wilhite 808/537-3356 Contact: Hugh J. Devine, Jr. 
Public Affairs,Healthcare, Healthcare, Financial, Media Contact: Sheila M. Sanders 10 Moderators;2 State of Art 
Telecommunications, Financial Focus Groups, Mystery Shops Since 1960, Full Service, Bus., Facilities In Princeton/Tampa 

Tourists, Intercept, One-On-One. 
Marketeam Associates Playlab Research,Division of Trotta Associates 
555 No. New Ballas Rd. The Creative Group, Inc. James Spanier Associates 13160 Mindanao Way/Ste .180 
St. Louis , M063141 31800 Northwestern Hwy. 120 East 75th St. Marina del Rey, CA 90291 
Contact: Richard Homans Farmington Hills, Ml48018 New York, NY 10021 213/306-6866 
Financial Services, HealthCare, 313/855-7812 212/472-3766 Contact: Diane Trotta 
Consumer, Pkgd Goods,Agric Contact: Dana Blackwell Contact: Julie Horner Focus Group Facs & Moderator 

Children, Youths, Teenagers Focus Groups And One-On-Ones w/20 Yrs Exp.Bus- To-Bus & Cons 
Market Research Institute Students, Parents & Teachers In Broad Range Of Categories 
7315 Frontage Rd./Ste. 200 Wade West, Inc. 
Merriam, KS 66204 Research Arts, Inc. Strategic Marketing Resources 5430 Van Nuys Blvd./#1 02 
913/236-6060 1300 lroquois/Ste. 100 12 Maymont Court Van Nuys, CA 91401 
Contact: Trish Benskin Naperville, IL 60540 Baltimore, MD 21093 213/872-1717 
Grtr Kansas City;Fu/1 Svce; 312/420-2064 301 /252-5757 Contact:Louise Kroot-1-,'aukka 
Exp:Cons! Fin/ lnd/Health Care Contact: Francesca Jaskowiak Contact: William L. Hammer Consumer!Pkg Gds/Advertising 

Qualitative Firm,5 Moderators New Product, Consumer & lndust- Heavy Exp In Fast Food 
Menendez International on Staff. Own Facility rial/Commercial, Executive 
7951 S.W. 40th St./Ste. 208 The Winters Group, Inc. 
Miami , FL 33155 Research Incorporated Strategic Marketing Services 14 Franklin St. 
305/266-0550 521 Plymouth Road/Ste. 115 P.O. Box 505 Rochester, NY 14604 
Contact: Teresa Menendez Plymouth Meeting, PA 19462 Portland, ME 04112 716/546-7480 
Hispanic/Gen Market-15 Years 800/828-3228 207/774-6738 Contact: Susan Morrison-Vega 
Qualitative/Quantative Exp. Contact: Harley Mitchell Contact: Robert W. Cuzner Info ThatWorks. Svces Inc/ 

Cons;Bus-To-Bus;lnd;New Prod! 20 Yrs Broad Based Exper. Pri/Sec Rsch, Cnsltg, TeleMktg 
Mercadotecnia Consulting Svces;Concepts/Pkg Des. Tests Nationwide. Full Service 
Div. of The Creative Group Wolf/ Altshui/Callahan,lnc. 
31800 Northwestern Hwy. Rockwood Research Corp. Taylor Research 171 Madison Ave. 
Farmington Hills, Ml48018 1751 W. County Rd. B 3990 Old Town Ave., #201 A New York, NY 10016 
313/855-7813 St. Paul , MN 55113 San Diego, CA 92110 212/725-8840 
Contact: Claudia Ruiz-Shipe 612/631 -1977 619/299-6368 Contact: Ed Wolf 
Hispanic/Black Interviews, Contact: Dale Longfellow Contact: Beth /las All Consumer/Business-To-
Grps, Surveys, Panels, Placements High Tech,Executives,Bus. -To- 30 Yrs Exp;Cons. & lnd:Commod- Business Qualitative Needs 

Bus. ,Ag,Specifying Engineers ious Faclties/Attn To Security 
Moosbrugger Marketing Research Youth Research/CSi 
901 W. Hillgrove Ave . Southeastern Institute of Thorne Creative Research Services Brookfield Commons B-22 
LaGrange, IL 60525 Research, Inc. 1 0 Columbia Place 246 Federal Rd. 
31 2/354-5090 2325 West Broad St. Mt. Vernon, NY 10552 Brookfield, CT 06804 
Contact: Mary C. Moosbrugger Richmond, VA 23220 914/699-7199 203/797-0666 
Expertise in Healthcare, Food, 804/358-8981 Contact: Gina Thorne Contact:Karen Forcade 
Agriculture,Banking Contact: Rebecca H. Day Ideation, Teens, New Product, Ad ConsultantslnMktg ToChildren 

Est. 1964, Full Service Concepts, Package Goods Fui/SvcQualitative/Quantitative 
Murray Hill Center Qualitative and Quantitative 
205 Lexington Ave. TrendFacts Research,Division 
New York, NY 10016 Schrader Rsch. & Rating Svce. of The Creative Group, Inc. 
212/889-4777 South River Rd. 31800 Northwestern Hwy. 
Contact: Susan Mender Cranbury, NJ 08512 Farmington Hills, Ml48018 
3 Rm Full Svce Facility;Effic- 609/395-1200 or 800/257-9440 313/855-7810 
ient, Beautiful, Competitive Price Contact: Jack Paxton Contact: Dr. Jim Leiman 

Pkg Goods/Retailing/Travel/ Hi- Tech,lndustraii,Financial 
Entertainment Reg/Exec. Grps. Health Care, Consumer, Retail 

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

Alabama Washington D.C. Moosbrugger Marketing Rsch. 
First Market Rsch(L. Lynch) Research Arts , Inc. 

New South Research Linda LaScola Consulting First Market Rsch(J . Reynolds) 

California Florida 
Kansas Michigan 
Market Research Institute 

Analysis Research Ltd. The Datafax Company Brand Consulting Group 
Bilingual Unlimited Research Menendez International Maine Kennedy Research Inc. 
Far West Research, inc. Mercadotecnia Consulting 
Gross Marketing Research Hawaii Strategic Marketing Services PlayLab Research 
Hispanic Marketing TrendFacts Research 
Taylor Research SMS Research & Marketing Svce Maryland Minnesota Trotta Associates Strategic Marketing Resources 
Wade West, Inc. Illinois Rockwood Research Corp. 

Doyle Research Associates Massachusetts Missouri Connecticut Fedder Research 
Decision Research 

DeNicola Research 
D.S. Fraley & Associates 

Dolobowsky Qual. Svcs. , Inc. 
Marketeam Associates 

Youth Research/CSi 
D.S. Howard Assoc., Inc. 

First Market Rsch(J. Heiman) 
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New Jersey James Spanier Associates Pennsylvania 
Schrader Rsch & Rating Svce 

Thorne Creative Research Svcs 
Arbor, Inc. South Dakota 

Total Research Corporation 
The Winters Group 

Consumer/Industrial Rsch Svce American Public Opinion Survey Wolf.Aitshui/Callahan, Inc. 
Creative Marketing Solutions & Market Research Corp 

New York North Carolina The Data Group 
Datatactics, Inc. Virginia Fitzpatrick Research Faber Marketing Research lnfoDirect, Inc. 

Services,lnc. lntersearch Corporation Southeastern lnst. of Rsch. 
Focus Trend Research , Inc. Ohio Research Incorporated 
Greenfield Consulting Group, Inc. The Answer Group Washington 
Langer Associates, Inc. Burke Marketing Research ,lnc. Rhode Island Consumer Opinion Services Murray Hill Center Focused Research 

Alpha Research Associates, Inc. 

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

ADVERTISING TrendFacts Research Total Research Corporation HEALTH & BEAUTY 
Analysis Research Ltd. 

Total Research Corporation 
PRODUCTS Trotta Associates EXECUTIVES Bilingual Unlimited Research American Public Opinion Survey 

Brand Consulting Group 
CANDIES 

Decision Research & Market Research Corp 
The Datafax Company Dolobowsky Qual. Svcs. , Inc. The Answer Group 
DeNicola Research 

D.S. Fraley & Associates Fedder Research Langer Associates, Inc. 
Dolobowsky Qual. Svcs., Inc. 

PlayLab Research 
First Market Rsch(J . Heiman) Mercadotecnia Consulting 

Doyle Research Associates First Market Rsch(J . Reynolds) PlayLab Research 
D.S. Fraley & Associates Research Incorporated Kennedy Research Inc. Research Incorporated 
First Market Rsch(J . Reynolds) Youth Research/CSi Research Incorporated Schrader Rsch & Rating Svce 
Focus Trend Research, Inc. 

CHILDREN Thorne Creative Research Svcs 
Menendez International FINANCIAL 
Mercadotecnia Consulting Burke Marketing Research , Inc. SERVICES HEALTH CARE Research Arts , Inc. Doyle Research Associates 
Research Incorporated Fedder Research Burke Marketing Research, Inc. Arbor, Inc. 
Rockwood Research Corp. D.S. Fraley & Associates Consumer/Industrial Rsch Svce Creative Marketing Solutions 
Schrader Rsch & Rating Svce PlayLab Research The Datafax Company The Datafax Company 
James Spanier Associates Research Incorporated Datatactics, Inc. DeNicola Research 
Thorne Creative Research Svcs Youth Research/CSi Decision Research Dolobowsky Qual. Svces., Inc. 
Total Research Corporation Dolobowsky Qual. Svcs., Inc. Fedder Research 

COMMUNICATIONS Fedder Research First Market Rsch(L. Lynch) 

AGRICULTURE First Market Rsch(L. Lynch) First Market Rsch(J . Reynolds) 

Consumer/Industrial Rsch Svce RESEARCH First Market Rsch(J . Reynolds) Greenfield Consulting Group, Inc. 

Moosbrugger Marketing Rsch. D.S. Fraley & Associates Greenfield Consulting Group,lnc. D.S.Howard Assoc., Inc. 
Linda LaScola Consulting lnfoDirect, Inc. 

Rockwood Research Corp. PlayLab Research 
lnfoDirect, Inc. Kennedy Research Inc. Research Incorporated 
Marketeam Associates Linda LaScola Consulting 

APPAREL James Spanier Associates 
Moosbrugger Marketing Rsch Marketeam Associates Youth Research/CSi 
New South Research Moosbrugger Marketing Rsch. Brand Consulting Group 

PlayLab Research COMPUTERS/MIS 
The Research Center New South Research 
Research Incorporated Research Incorporated 

AUTOMOTIVE First Market Rsch(J . Heiman) Rockwood Research Corp. Southeastern Institute of 
D.S. Howard Assoc., Inc. Schrader Rsch & Rating Svce Research , Inc. 

Schrader Rsch & Rating Svce Research Incorporated James Spanier Associates Strategic Marketing Services 
TrendFacts Research Total Research Corporation Total Research Corporation TrendFacts Research 

TrendFacts Research The Winters Group 

BIO-TECH CONSUMERS The Winters Group 

D.S. Howard Assoc. , Inc. Consumer/ Industrial Rsch Svce HISPANIC 
The Winters Group Consumer Opinion Services FOOD PRODUCTS Analysis Research Ltd. 

DeNicola Research American Public Opinion Survey Bilingual Unlimited Research 

BLACK Doyle Research Associates & Market Research Corp Hispanic Marketing 
Faber Marketing Research Doyle Research Associates Communication Research 

Mercadotecnia Consulting First Market Rsch(L. Lynch) D.S. Fraley & Associates Menendez International 

BUSINESS-TO-
First Market Rsch(J . Reynolds) lnfoDirect, Inc. 
D.S. Howard Assoc., Inc. Mercadotecnia Consulting HI-TECH 

BUSINESS Kennedy Research Inc. Moosbrugger Marketing Rsch. Burke Marketing Research , Inc. 

Consumer Opinion Services 
Langer Associates, Inc. PlayLab Research TrendFacts Research 
Mercadotecnia Consulting Research Incorporated 

Faber Marketing Research Research Incorporated Schrader Rsch & Rating Svce 
IDEA GENERATION Fedder Research SMS Research & Marketing Svce James Spanier Associates 

First Market Rsch(J .Heiman) Southeastern Institute of Thorne Creative Research Svcs Analysis Research Ltd. 
D.S. Howard Assoc., Inc. Research, Inc. Youth Research/CSi Brand Consulting Group 
lntersearch Corporation Taylor Research Dolobowsky Qual. Svcs. , Inc. 
Kennedy Research Inc. Thorne Creative Research Svcs GERIATRIC Fedder Research 
Moosbrugger Marketing Rsch . Trotta Associates First Market Rsch(J. Reynolds) 
Research Incorporated Burke Marketing Research, Inc. D.S. Fraley & Associates 
Rockwood Research Corp. ENTERTAINMENT Focus Trend Research, Inc. PlayLab Research 
Southeastern Institute of Research Incorporated Research Incorporated 

Research , Inc. D.S. Fraley & Associates 
Thorne Creative Research Svcs 

Strategic Marketing Services Langer Associates, Inc. 
Youth Research/CSi Research Incorporated 
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INDUSTRIAL Menendez International Research Incorporated Datatactics, Inc. 

Consumer/Industrial Rsch Svce 
The Research Center James Spanier Associates First Market Rsch(J . Heiman) 

First Market Rsch(J. Heiman) 
Research Incorporated Total Research Corporation D.S. Howard Assoc., Inc. 
Schrader Rsch & Rating Svce The Winters Group Kennedy Research Inc. 

D.S. Howard Assoc., Inc. James Spanier Associates Linda LaScola Consulting 
lntersearch Corporation Strategic Marketing. Svces POLITICAL Research Incorporated 
Kennedy Research Inc. Total Research Corporation Total Research Corporation 
Research Incorporated Youth Research/CSi RESEARCH TrendFacts Research 
Taylor Research 

American Public Opinion Survey TrendFacts Research 
PACKAGED GOODS & Market Research Corp TELECONFERENCING 

INTERNATIONAL The Answer Group Linda LaScola Consulting Rockwood Research Corp. 
Doyle Research Associates Mercadotecnia Consulting 

Research Incorporated D.S. Fraley & Associates New South Research 
TEENAGERS 

Langer Associates, Inc. Total Research Corporation 

MALES Mercadotecnia Consulting TrendFacts Research Doyle Research Associates 

Fedder Research PlayLab Research D.S. Fraley & Associates 

Research Arts, Inc. PUBLISHING PlayLab Research 

MEDICAL The Research Center First Market Rsch(J . Heiman) 
Research Incorporated 

Research Incorporated Thorne Creative Research Svcs 

PROFESSION 
Langer Associates, Inc. Youth Research/CSi Schrader Rsch & Rating Svce Research Incorporated 

Creative Marketing Solutions Thorne Creative Research Svcs Thorne Creative Research Svcs 
D.S. Howard Assoc. Inc. Total Research Corporation TOYS/GAMES 
lntersearch Corporation Trotta Associates RETAIL D.S. Fraley & Associates 
Marketeam Associates Youth Research/CSi Greenfield Consulting Group, Inc. 

Brand Consulting Group PlayLab Research 

MILITARY PARENTS First Market Rsch(L. Lynch) Research Incorporated 

Doyle Research Associates 
First Market Rsch(J. Reynolds) Youth Research/CSi 

American Public Opinion Survey Langer Associates, Inc. 
& Market Research Corp D.S. Fraley & Associates Research Incorporated 

TRANSPORTATION Mercadotecnia Consulting PlayLab Research 
Research Incorporated SOFT DRINKS, SERVICES Youth Research/CSi 

NEW PRODUCT BEER, WINE Total Research Corporation 

DEVELOPMENT PET PRODUCTS American Public Opinion Survey 
TrendFacts Research 

Brand Consulting Group Research Incorporated & Market Research Corp TRAVEL Creative Marketing Solutions Rockwood Research Corp. Mercadotecnia Consulting 
Decision Research Thorne Creative Research Svcs Thorne Creative Research Svcs Research Incorporated 
Dolobowsky Qual. Svcs., Inc. Schrader Rsch & Rating Svce 
D.S. Fraley & Associates PHARMACEUTICALS TEACHERS Total Research Corporation 
Faber Marketing Research 

The Answer Group D.S. Fraley & Associates First Market Rsch(J . Heiman) YOUTH 
Focus Trend Research , Inc. Arbor, Inc. PlayLab Research 

Greenfield Consulting Group,lnc. Consumer/ Industrial Rsch Svce Research Incorporated Doyle Research Associates 

D.S. Howard Assoc. , Inc. Creative Marketing Solutions D.S. Fraley & Associates 

Langer Associates, Inc. Datatactics, Inc. lELECCJvMJ.rAlDS PlayLab Research 

D.S. Howard Assoc. , Inc. Research Incorporated 
Creative Marketing Solutions Strategic Research Corp. 

THE DATAFAX COMPANY, INC. 

EXPERT 
MARKETING 
RESEARCH 
SERVICES 

February, 1989 

Quality Research Since 197 4 

* Full Service Research 
Quantitative and Qualitative 

* Research Design On A Consulting Basis 
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liji#l 
continued from p. 7 

major corporations started to find out 
that managing quality was essential to the 
growth of their companies, not only in 
terms of market share, but also in terms of 
profitability," Devine says. 

Concept of quality 
To start out, GTE outlined the concept 

of quality, breaking it up into five quali­
fications that needed to be met. To assure 
quality, the company must: 

• Fully meet customers' needs. 
• Fully meet customers' expectations. 
• Eliminate sources of problems for 

customers. 
• Communicate effectively with cus­

tomers. 
• Anticipate what's important to cus­

tomers. 
"We learned that quality is really 

something defined by customers and 
delivered by employees," English says. 
"To be able to deliver on these five points, 
you need to know from the customer, not 
from your own internal measurement 
system, how well you're doing, and there­
fore you have to have some way to talk to 
the customer after service delivery. " 

BCOS 
To participate in BCOS-which surveys 

more than 20,000 customers each year­
the business customer is contacted by 
telephone at a convenient time by a Total 
Research representative to respond to the 

Michael English (I) and Hugh Devine 

15 minute survey. After a screening proc­
ess to make sure the respondent is respon­
sible for making decisions regarding tele­
communications within the company, 
they are asked to grade GTE (on a scale 
of A to F) on a number of attributes and 
areas, including repair and installation 
services, account management, the sales 
force, the quality of voice and data trans­
mission, and reliability. They also pro-

------------------------------------------------------------, 

·' 
ti ·/s\ 

Talk to the right people 
in California. 

We're famous for recruiting the right people. Because 
we follow through, every step of the way. So if you're not 
talking to the right people at the right time, you're in 

the wrong place. --- ECKER 
220 South Spruce Street, Suite 100, 0 -· CONSUMER 

South San Francisco, CA 94080 (415) 871-6800 •• RECRUITING 
Circle No. 904 on Reader Card 
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vide information on company size and 
give an overall rating to GTE. 

Concerns and attributes 
One of the purposes of the Business 

Customer Expectation Study was to find 
out what kinds of concerns and attributes 
should be contained in an on-going track­
ing study like BCOS. Focus groups were 
conducted in several GTE markets, such 
as Tampa, Fla., where telecommunica­
tions managers from medium ($5,000 to 
$25,000 per month in billing) and large 
($25,000 or more per month) companies 
were interviewed. Focus groups were also 
conducted in communities where GTE 
was not the predominant provider of local 
service, such as Los Angeles-where GTE 
borders the Bell operating territory-in­
cluding customers of both GTE and the 
local Bell company in their research. 

"The purpose of the focus groups was 
to determine how customers view service 
quality," Devine says. "What is it that 
they consider service quality to be? We 
were looking to find this out in two ways. 
One was to understand customer termi­
nology; what language do they use when 
they talk about service quality? The other 
was to determine which aspects of serv-
ice quality were more important to these 
customers. 

"Based on the results of the focus 

"One thing we've learned is 
that customers speak one 
language and we speak 
sometimes within our industry 
another language. Part of 
what we're doing is trying to 
translate customer language 
into language within GTE we 
understand and can act on." 

Michael English 

groups," Devine continues, "we deter­
mined there were a variety of different 
needs that customers had. So we then 
structured a quantitative questionnaire 
for the Expectations Study and we iden­
tified from the focus group~ a long list of 
service quality attributes that needed to 
be measured quantitatively." 

Some of those attributes were: repair 
responsiveness in certain situations, hours 
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of maintenance coverage, quality of in­
coming/outgoing calls, network quality , 
and reliability. 

Conjoint exercise 
As part of the Expectations Study, ap-

. proximately 300 quantitative interviews 
were done in-person with telecommuni­
cations managers around the country, in 
which they were asked to do a full profile 
conjoint exercise in hypothetical scenar­
ios involving various aspects of telephone 
service, from the installation of a new 
office-wide phone system to adding a 
data transmission line from a branch of­
fice to a main office. 

"We tried to put people into realistic 
situations," says Devine, "and we felt, 
based on the focus groups, that seven 
different scenarios would provide people 
with enough choices. We first asked them 
to pick a scenario that made sense to 
them, and there would be a variety of 

"We could no longer 
assume we understood what 
customers needed and 
wanted and, as time went 
on, what were new, 
emerging needs and 
expectations. In order to do 
that, you have to go out and 
talk to customers, and a 
customer satisfaction 
tracking program clearly is 
the most effective way of 
doing so." 

Michael English 

things related to that particular choice. 
The attributes that were important to 
people in our focus groups were then 
given to them on full profile conjoint 
cards, so they were given the attributes 
relative to that particular choice and what 
they were doing is trading off how much 
service they required for each of those 
attributes. 

"For example, if it were timeliness, we 
would give them different choices in terms 
of how quickly they needed service if 
they were having something new installed, 
ranging from immediate service to within 

February, 1989 
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the next week, to within the next 30 as expected." 
days." 

"We wanted to know what they would 
trade off, given the situation," English 
says. "In several cases what they needed 
was very price inelastic. Price was as im­
portant as what they needed had to be 
reliably provided, done right, and on time 

Data transmission quality 
The qualitative and quantitative Busi­

ness Customer Expectation Study identi­
fied data transmission quality as an at-

continued on p. 58 
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continued from p. 57 
tribute of major importance to the cus-
tomers, especially medium and large 
customers. 

"We knew it was important," English 
says, "but we didn't understand it to be as 
important as it was shown to be in the 
research." 

It was especially important for busi­
nesses such as banks that rely heavily on 
telephone data transmission to transfer 
information, for example, from branch 
offices to the main office. In fact, in areas 
susceptible to circuit-breaking lightning 

strikes and power surges, some custom­
ers would use two or three lines as back­
ups because they· didn-., t trust their pri­
mary circuits to be reliable. 

GTE took this information regarding 
reliability needs to its network operations 
planners and engineers, who translated 
the insight into revised engineering and 
construction specifications. Many of the 
service people found that the customers 
had requested a voice grade circuit, when 
what they needed was a data grade cir­
cuit, which was better designed to deliver 
reliable transmission quality and protec­
tion against power surges. 

"We discovered that we were going to 
have to do a better job of communicating 
with our customers to understand what 
their needs are so we could better design 
a solution and, specifically, to give them 
the data transmission quality that they 
need," English says. 

"One thing we've learned is that cus­
tomers speak one language and we speak 

sometimes within our industry another 
language. Part of what we're doing is 
trying to translate customer language into 
language within GTE we understand and 
can act on." 

The strtmgthened communication with 
customers, along with technical improve­
ments-through overnight line testing and 
other efforts-led to an increase in the 
number of customers satisfied with data 
transmission quality. 

Sales force 
The focus groups and overall research 

also gave GTE valuable information on 
how their customers perceived the GTE 
sales force. Too often, the research 
showed, the customers felt that the GTE 
sales people didn't understand enough 
abouttheir industry, whether it was bank­
ing, insurance, education, or government, 
and that made it difficult, English says 
"to translate the unique characteristics 
and needs of their industry into telecom­
munications solutions." 

"So, with the key involvement of our 
marketing people, we put in place through 
BCOS a series of questions that had to do 
with how often the customers were being 
contacted by the sales force, how knowl­
edgeable the sales force was about prod­
ucts and services related to their needs, 
how timely the sales force was in re­
sponding to their problems, and how 
satisfied they were with things that the 
sales force had proposed, subsequently 
were agreed to and contracted for." 

Once again, the research led to an in­
crease in customer satisfaction. Approval 
has jumped 20% over the two years since 

Do business here ... 
• Specialists in Business Research 

• State-of-the-art focus group facility 

• Monitored telephone interviewing center 

• Technically oriented interviewers/moderators 

I• I II "'I 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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tracking began. 

Action Comment 
In addition to uncovering more perva­

sive problems through the BCOS ques­
tionnaire, there is a facet of BCOS used 
by about 1,000 respondents per year called 
the Action Comment Procedure which 
lets GTE be responsive to individual com­
plaints. During the BCOS interview, if 
the customer indicates a need or a prob­
lem that's not being met, the interviewer 
can step into the ACP. 

"The ACP is a separately prepared 
document, written up by the interviewer, 
that in effect says the customer wants to 
be contacted by GTE about this matter," 
English says. "It could be something as 
simple as they have not received their 
telephone directory, or it could be some­
thing more complex, like they have a 
service problem and could someone from 
GTE come out and talk about it." 

The Action Comment Procedure, 
through customer requests for upgrades 
and service changes, has also generated 
sales leads, says English. "As you cate­
gorize these action comments, some fall 
into the category sales leads. So here is a 
case where a program has actually gener­
ated sales leads for growth of new reve­
nue. 

"There has always been out of this 
program the identification of specific 
types of problems plaguing customers, 
say it was the delivery of directories in 
one location, for example. Those have 
been identified in a better way and acted 
upon. This year we may find something 
new that's important to them that they 
want handled differently, and that will 
enable us to better respond to what they 
need." 

Other programs 
Information gleaned from BCOS has 

lead to other ongoing programs. For 
example, in Tampa, Florida, GTE now 
holds regular business customer forums, 
where they get together with customers 
over lunch to discuss an agenda of topics 
set by the customers. In addition to keep­
ing them in touch with their clients' needs, 
the meetings let GTE keep their clients in 
touch with what GTE is doing to improve 
service and directly address their needs. 

In California, a consumer advisory 
panel, made up of people from fields such 
as business, government and education, 
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gives input on changes to billing state­
ments and other matters. 

Long term 
These and other facets of the research 

help GTE address immediate customer 
problems and concerns, resulting in 
immediate benefits. But the research may 
be most beneficial in the long term, where 
GTE is able to bring the following four 
objectives to bear, using the data as: 

1. a basis for strategic planning, some­
thing to give them an indication of what 
areas they should focus on in the develop­
ment of new programs, new products and 
new services. 

2. a basis for performance measure­
ment, to compare how well each of the 
GTE operating units around the country 
was doing in comparison to the others, 
and how they compared to the overall 
GTE average. 

3. a primary source of customer infor­
mation. "If we had specific things we 
wanted to know," English says, "we could 
add on questions for certain types of 
customers as a primary source of infor­
mation to meet other needs without hav­
ing to separately have that customer re­
interviewed." 

4. a springboard for additional intelli­
gence gathering, to find out, for example, 
how well their customers rated GTE in 
comparison to their competitors. 

Another important long term use for 
the research data has been the tracking of 
GTE 's advertising, especially in those 
markets which the company has been 
engaged in correcting years of negative 
feelings towards the local telephone serv­
ice, which, prior to purchase by GTE, had 
failed to adequately respond to customer 
needs. 

"We've learned that some of our com­
panies have what we call a positive and 
negative halo," English says. "We've 
taken the findings and conclusions and 
integrated them into the planning for 
advertising to better approach the image 
we're leaving with our customers, about 
how much we care about them. 

"It may be that we've not seen all the 
benefits or dividends from the things that 
are going on in this area, because with 
strategic planning you ' re talking long­
term. But there are things in the works 
now and I'm optimistic we will over the 
next few years have delivered much bet­
ter on those things of greatest importance 
to customers." MRR 
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Trade Talk 
continued from p. 62 

To ensure a representation of office workers from different 
occupational levels, quotas were established to recruit approxi­
mately one-third of the respondents from each ofthe following 
categories: top/mid-management; junior management, and 
secretarial/clerical. 

The interview itself sought detailed information on usual be­
havior and specific activities in the previous week: the time at 
lunch, sources of meals and spending; shopping during the 
work day, items purchased and amounts spent; commuting pat­
terns, shopping and other activities after work. 

General findings 
On average, office workers in downtowns with ample retail 

facilities spend $2,085 a year, about one-third more than their 
counterparts in downtowns with limited retail facilities. The 
differences are evident in every major category but are particu­
larly pronounced in spending after work. The amounts are 
relatively small but office workers in strong retailing down­
towns spend about twice as much after work on dinner, drinks 
and shopping as those in do~ntowns with limited retail facili­
ties. In suburban areas near major regional malls, office work­
ers spend an average of $2,055 per year, about 15% more than 
their suburban counterparts with limited retail facilities. The 
differences are most pronounced in work day retail spending 
and in dinner or drinks after work. 

Overall , food accounts for roughly half of total office worker 
expenditures: lunches, snack purchases during the work day, 
and dinner or drinks after work. Such food items account for 
48% of total spending in suburban areas near major regional 
malls and range up to 59% of the total in downtowns with 
limited retail facilities. 

Lunchtime behavior 
While there are many differences between downtown and 

suburban workers in the various retail settings, there are also 
several important common denominations in lunchtime behav­
ior. 

Lunchtime activity is concentrated within a relatively short 
time span: 70% of all office workers leave for lunch sometime 
between noon and 1:30 p.m. They are away from their desks an 
average of 51 minutes. Almost half ( 49%) take a full hour for 
lunch and just under 40% take less time. On average, downtown 
workers take somewhat longer lunch hours than their suburban 
counterparts (a mean of 54 minutes compared to a mean of 48 
minutes). 
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Three-fourths of the office workers reach their lunch des tina- ~----------------------­
tion in less than 10 minutes. Eighty percent of the downtown 
workers usually walk to lunch and 85% ofthe suburban workers 
usually drive. 

Bringing lunch from home is the single most important 
source of lunchtime meals: 31 % of the lunches eaten in the 
previous week were brought from home. The majority of 
respondents never brought their lunch from home but 45% did 
so at least once and just over 10% brought it every day. 

Other sources of lunch during the week were sit-down 
restaurants (22%),carry-outs (15%), fast food restaurants (15%) 
and company cafeterias (6%). On any given day, 7% of the 
office workers didn't eat lunch. 

60 

During the work week covered in the interviews, office 
workers ate the majority of their lunches in the building where 
they work. One-fourth ate in the building every day. Reflecting 
winter behavior, these patterns may be different in warmer 
weather. 

Work day shopping 
Overall , 38% of the office workers reported shopping during 

the work day. The patterns, however, differed greatly between 
downtown and suburban locations, and between areas with 
ample retail facilities and those with more limited shopping op­
portunities. 
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In downtowns with ample shopping facilities- Boston, Chi­
cago, Denver, San Francisco and Seattle - 45% of the office 
workers shopped during the work day. In downtowns with 
more limited shopping opportunities - Atlanta, Tampa, Dallas 
and Oakland - on the other hand, only 35% of the respondents 
shopped during the work day. 

In suburban areas, the availability of retail facilities also had 
an effect: 38% of the suburban office workers near a major re­
gional mall shopped during the work day compared to 32% of 
the workers with more limited retail facilities nearby. 

While the proportion of office workers shopping during the 
work day varied by area, the average number of shopping trips 
did not differ very much, approximately 2.5 times during the 
week. 

In one ofthe big su~rises of the study, only 60% of the work 
day shopping trips occurred during the lunch hour; 40% oc­
curred at other times during the work day. 

There are several possible explanations for this. Men, and 
those of both sexes in upper management positions, frequently 
have the flexibility to go shopping during normal work hours. 
In the survey, in fact, the incidence of non-1 unch shopping trips 
was higher among these groups than it was among women as a 
whole and those in the lower rungs of the management struc­
ture. Then, too, some office workers may eat lunch quickly at 
their desks and go out to shop at other times during the work day. 
In any event, the high proportion of non-lunch shopping trips 
reported in the survey contradicts the conventional wisdom that 
office worker retail spending is confined to the lunch hour. 

Apparel and accessories 
Apparel and accessories were the items most frequently pur­

chased during the work day shopping excursions. Nearly 20% 
of the downtown workers and just under 15% of the suburban 
workers reported purchases in these merchandise lines. Roughly 
10% of the respondents in both types of areas reported buying 
other shoppers goods (or department store-type merchandise), 
and 10% bought incidental items such as books, magazines, 
greeting cards and drug store items. Suburban workers bought 
groceries and other food stuffs during the work day more often 
than their downtown counterparts. 

Activities after work 
Office workers do a wide variety of things after work before 

they go home. During the week surveyed, 53% bought grocer­
ies; 30% had gone shopping for other things; 29% stopped for 
dinner or drinks; and 30% stopped for other activities such as a 
visit to a health club, an exercise class, movie or educational 
program. Only one-fourth of the respondents went directly 
home every night after work. 

While office workers do a lot of things after work, the major­
ity do them at locations closer to home. Only 12% oftherespon:.. 
dents stopped for dinner or drinks at places close to the office 
and a smaller proportion went shopping near their place of 
work. In both downtowns and suburban areas with ample retail 
facilities, however, these proportions were higher than they 
were in areas with more limited retail facilities. 

ISCS commissioned Floam Research Associates to direct the 
survey and data tabulations. Sampling lists were provided by 
American Business Lists, Inc. , and the interviewing was con­
ducted by AHF Marketing Research, Inc. MRR 
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TRADE TALK 

Survey investigates 
office worker retail 
spending 

T he average office worker spends about $1,900 a year 
on lunches, day time and after-work shopping and 
dinners and drinks, according to a survey conducted 

last year among suburban and downtown office workers. 
The survey by New York-based International Council of 

Shopping Centers covered 2,400 workers in eight metropolitan 
markets across the U.S. ICSC serves as the trade association of 
the shopping center industry. John Chapman, the council's 
director of research, presented the survey in Minneapolis to a 
group of Twin City retailers and retail developers. 

"With the continued interest in downtown retail development 
and mixed use projects and with the evolution of suburban 
'downtowns' with regional malls at their core, office workers 
are an increasingly important source of retail spending," says 
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By Beth E. Hoffman 

Chapman. "In the past, there has been some fragmentary 
research on their spending behavior in specific markets but no 
systematic benchmarks on things such as how much they spend, 
on what and why." 

The council hopes that the survey's findings will prove useful 
in evaluating the feasibility of retail projects in which office 
workers play a role, and in developing marketing programs to 
attract the office worker customer. 

Downtown and suburban areas 
The survey included both downtown and suburban areas. On 

the assumption that spending behavior is influenced by the 
availability of retail facilities, both downtown and suburban 
markets were classified by retail service level: those with ample 
retail facilities and those with limited retail facilities. Examples 
of cities with ample retail facilities are Boston, Chicago and San 
Francisco; cities with limited shopping are Atlanta, Tampa and 
Dallas. 

Downtowns were classified on the basis of data from the 1982 
Census of Retail Trade. In suburban areas, offices within two 
miles of a major regional mall were considered to have ample 
retail facilities. 

Telephone interviews 
Conducted by telephone in November, 1987, with office 

workers at their place of work, the interviews sought detailed 
information on their lunchtime activities, spending patterns, 
and shopping habits during the work day and after work. 

The eight metropqlitan areas in which interviews were con­
ducted are among the 30 largest in the U.S. and were selected 
to provide broad geographic diversity. In each metropolitan 
area selected, the local office of a national real estate consulting 
firm drew upon its knowledge of the local market to identify 
specific office sub-markets reflecting a broad range of settings. 
In total, nine downtowns and 16 suburban office areas with at 
least one mill ion square feet of office space were selected for the 
interviewing. 

Once telephone contact with a business was made, the inter­
viewer asked to speak with someone at a specified occupational 
level. Respondents were screened to ensure that they were em­
ployed full-time (at \east 35 hours/week) in the designated sub­
area, worked in an office facility and worked during the previ­
ous week. 

continued on p. 60 
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