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Services: 

The Similarity is 
Unmistakable. 
Quality and Quick Test. More than just a 
similarity in letters, quality is simply the 
uncompromising standard that Quick Test 
works by. For over two decades, our ded­
ication to providing research professionals 
like you with nothing less than state-of-the­
art data collection has helped make us 
the leader. Each project is confidentially 
handled by professionals you can trust-
a highly qualified team of managers over­
seeing a well-trained support staff. Quality. 
Quick Test. You don't have one without the 
other. Find out yourself. Call today for a 
free brochure. · 

800-523-1288 
215-584-1870 

(Philadelphia office) 

212-882-1221 
(New York office) 

Albany, ,NY 
Focus groups 
Pre-recruited 
one-on-ones 

Tabulation capabilities 
Executive and professional 
interviewing 
Door-to-door interviewing 
Central location and 
other field research 

New Haven, CT 
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New York: 
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Norfolk, VA: 
(2 locations) 
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Your team needs the 
best slats if ~u 

want to win a title. 

Now more than ever, SPSS® 
market research software gives 
you the best stats in the field. 

Your team depends on you to deliver 
all the right statistics. That's why SPSS 
gives you more stats and features for 
market research than any other software. 

And now the best is even better. 
Because now, SPSS adds the power of 
SPSS Categories:M The new option 
package created especially for the infor­
mation needs of market researchers. 

SPSS Categories gives you even 
more ways to turn your raw data into 
hard facts. Like conjoint analysis. 

CAREER HIGHLI 
Screened all 19as GHrs 
likely 1o buy. soles leads 1o iden!ify 
reps who i Ho'fed SIX:c: ~ual;~;~·..~ ~~SIJmers most 
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development'~~ best openings ~~u:;:z doto with 
as fext-ond-g~ph . nfed findings lo lo Product 

ICS refXJrt. P management 
DeviSed optimu . 1987 

Promotions · m miX of advertising d. 
BoostecJ soks~SPSs onoJ'tSes I 'rect moil and 

o while CUffing ~e~/:rts 0nd graphs. 
Promoted 1o Motk . 1988 nses by 7%. 

ehng Manager. 

Correspondence analysis. Perceptual 
mapping. And greater overall ability for 
categorical data analysis than any other 
software ever made. 

All this, of course, is in addition to the 
already impressive capabil ities of SPSS. 
On mainframe, mini or micro, SPSS 
takes you all the way from data to knowl­
edge. From data entry and analysis to 
presentation graphics and tables. 

Yet you'll find the power of SPSS sur­
prisingly easy to control. For over 20 
years, we've designed software expressly 
for market and survey researchers. So 
SPSS software naturally works the way 
you work, and talks to you in plain English. 

And you're supported every step of 
the way by the entire SPSS team. With 
ongoing upgrades, documentation and 
train ing that's come through for over a 
million users. 

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

(312) 329-3308. 
And start building the stats that can 

win you a title. 

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

SPSS International BV: Avelingen West 80, P.O. Box 115, 4200 AC Gorinchem, The Netherlands 
SPSS is a reg istered trademark and SPSS Categories is a trademark of SPSS Inc . 
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Health Care Research--------------------------

Mail survey tests 

I 
n order to determine its position in 
the chiropractic marketplace, Phoe­
nix-based Activator Methods, Inc. 

commissioned a nationwide mail study 
of chiropractors. 

Specifically, says Dr. Arlan W. Fuhr, 
president of Activator Methods, the 
company sought to measure the level of 
awareness and usage of the Activator 
instrument, one of many techniques used 
in chiropractic. In addition, they wanted 
to find out which attributes chiropractors 
felt were most important in a technique. 

"We did the market survey to find out 
where we were and how we ranked," 
Fuhr says, "because if you don't know 
where you're at, you can ' t find out where 
you 're going." 

The Activator instrument is a patented 
device which uses a metered force to 
make adjustments to the patient, in con­
trast to what Fuhr calls the "more force­
ful " manipulation of chiropractic meth­
ods like Gonstead, Thompson and Diver­
sified. 

"It moves the bone a minute amount 
and activates mechano receptors which 
in tum cause muscles to contract and help 
the deranged nerve function return to 
normal," he says. 

Methodology 
The survey, conducted by Olsen Mar­

keting, Inc. , Willmar, Minn. , was sent to 
1036 chiropractors nationwide in the 
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chiropractic technique by Joseph Rydholm 
managing editor 

summer of 1986, using a random sample 
from the mailing list of a chiropractic 
magazine. Each packet contained a per­
sonali zed cover letter (which began with 
the appeal "Chiropractors across the na­
tion need your help! "), with a quarter 
affixed as an incentive, the four page 
survey, and a stamped return envelope­
all of which came in under the 1 ounce 
first-class limit. 

The questionnaire and its contents gave 
no indication of who was conducting the 
survey. "It was mailed under the name 
and letterhead of Professional Mail Sur­
veys," says Chris Olsen, president of 
Olsen Marketing. "The doctors had no 
idea who was conducting the survey, 
whether it was an association, a govern­
ment agency or one of the chiropractic 
technique developers." 

Olsen says a mail survey was chosep 
for three reasons. 

"First, it allowed us to do a more thor­
ough evaluation and study of the corpo­
rate recognition and image of Activator 
Methods. Second, it was less expensive 
than a phone survey, and third, it allowed 
us to reach busy doctors notal ways avail­
able for or receptive to phone surveys." 

To make sure the doctors wouldn't 
balk at the idea of completing the survey, 
it was designed to look open, easy to 
read, and not time consuming. 

High respon~e rate 
The survey enjoyed a response rate of 

over 30%, with 283 of the 330 returns 
qualifying for use in the study. Though 
Olsen is unable to explain the high re­
sponse rate, he speculates that perhaps 
the chiropractors responded to the cover 
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letter' s entreaty. 
Also, he says, "I think maybe the chiro­

practic doctors had never been approached 
before in this manner, so I think they were 
more open to it, their curiosity was 
piqued." 

The chiropractors were asked about 
the following topics: 

Technique 
Which technique (or combination of 

techniques) did they use most, and how 
satisfied were they with it? (Some chiro­
practors, Fuhr notes, mix treatment meth­
ods in the belief that different techniques 
are more effective in certain situations.) 

In addition, their familiarity with seven 
techniques, including Activator, was 
gauged-using a scale from "know it 
well" to "never heard of it,"- as was 
their awareness of advertising of semi­
nars for the various methods. Also, each 
of the techniques was assessed on anum­
ber of criteria, including effectiveness, 
ease of use, safety, widespread accep­
tance, and the level of research valida­
tion. 

Education and seminars 
How often did they attend seminars 

and for which techniques? How satisfied 
were they with the seminars? They were 
also asked which areas they saw as the 
most important to gather knowledge in in 
the next 12 months: technique, practice­
building (office management), or both. 

Chiropractic newsletters 
and periodicals 

Which chiropractic publications did 
they receive and read regularly, and what 

was their favorite? 

Personal statistics 
This section gathered information on 

age, number of years in practice, average 
number of patients and income per week, 
overall income, and college attended. 

(Determining which chiropractic col­
lege each respondent attended was im­
portant, Olsen says, becau e their educa­
tional background influences their opin­
ions of the various methods, as most 
colleges primarily teach the Diversified 
method, offering instruction on other 
methods only on an elective basis. ) 

Findings 
As expected, the Diversified technique 

was the most used, followed by Gonstead 
and Activator. A total of 41 % said they 
knew the Activator technique "well" or 
"moderately well ," as compared to 44% 
for Cox, and 67% for Gonstead. Activa­
tor was the most recognized technique in 
the section on awareness of advertising 
on technique seminars. 

Fuhr says he was pleased with Activa­
tor ' s third place showing, as some of the 
techniques had been around since the 
turn of the century and Activator is com­
paratively new. In fact, he says, finding 
out that Activator was number three made 
him feel a bit like Lee Iacocca. 

"It said to me: We're number three 
(overall) , but we ' re going to be number 
one, period. So it provided us with a 
goal." 

Chiropractors also rated the technique 
highly in two important attribute areas: it 
achieved the highest "ease of use" score, 

continued on p. 28 
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Research steers 

nightclub's repositioning 

N
ot long after 
it opened last 
y e a r , 

Horsefeathers night­
club in Louisville, Ky., 
achieved a moderate 
level of success. Dur­
ing the week, happy 
hour crowds kept reve­
nues at a steady level. 
But when it came to 
late night clubgoing, 
the crowds chose to go 
elsewhere. 

To change that, 
Flautt Properties, 
which also runs four 
other Horsefeathers in 
the U.S., sought the 
help of the Enterlink Co., a Houston­
based firm specializing in marketing 
research and consulting for the nightclub 
industry. 

David Townsend, president of Enter­
link, conducted computer-assisted sur­
veys and focus groups with customers 
and employees. In conjunction with the 

8 

Popular promotions such as 
Thursday night alligator races 
have helped Horsefeathers 
nightclub achieve a 250% in­
crease in monthly sales. 

research, he per­
formed a market 
analysis, reviewed 
club operations, 
suggested design 
change and guided 
increased promo­
tional efforts. 

"We brought him 
in because we felt 
like we were miss­
ing the boat 
somewhere.We 
weren't analyzing 
something right," 
says Vern Heitzen­
rader, general 
manager of 
Horsefeathers. 

"We wanted to see what he could do with 
this club because we needed something 
to happen. With his consulting, it hap­
pened." 

The club was designed to resemble a 
Ralph Lauren Polo shop, decorated with 
horse paraphernalia, polo equipment, and 

continued on p. 29 
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How to Tunnel Through 
Mountains of_.... .... _.. 

To Find The Answers You Need. 
Even the best data Is worthless-If you don't know how to use it. At The Wirthlln Group we realize that obtaining marketing data. 

in it.s<' IL Is not a goal. But learning how to use it Is. 

Thai 's \\ h~ \\e Offer Seminars. 

'lb help you turn data Into information .... And Information into decisions. 

After a/1- providlnp Decision Making Information Is our specially 

Our St•mlnar l>ro~ram 

The seminars arc developed and presented by Gaurav Bhalla whose reputation as a seminar leader is widely recognized by 
members of the marketing research community. 

" ... very thorough, clear, comprehensive. and fun." " I can use !the material! In my day-to-day work. 

·: . . maintains a good energy level. He dors a very good job of 
pctling audience parlicipal/on." 

" He gets a lot of Information across in a short period of time 
and it is information that can be put to practical use." 

"Ve11· knowledgeable but humble. As a result. he was able 
to communicate his message.'' 

" ... extremely knowledgeable. articulate. great teaching 
skills ... " 

" Very well done. very helpful. thorough. interesting. useful!" 

" The speaker makes you think and gelS partlclpaniS 
Involved In discussions. Real, live examples keep the 
seminar Interesting." 

" Dr. Bhalla Is an excellent presenter and explains things 
clearly and accurately without oversimplifying concepiS. He 
has a solid grasp of the complex and very real problems 
we deal with every day.'' 

"relevant to my job." 

''Real-world appl/caUons. Not just theory!' ' 

You will lea rn how to obta in the most actionable information. how to leverage it and how to apply It toward developing an effective 
strategy In the areas of: 

• Marketing Research • Strategy (){'velopment • Research Design and Data Analysis 

Contemporary Marketing Research Washington, D.C. July 18, 19, 20 
Techniques and Methods Los Angeles October 10, 11, 12 

Applications and Benefits of Research Chicago August 22, 23 
In Developing Marketing Strategy Washington, D.C. October 2, 3 

Applied Multivariate Techniques for San Francisco July 25, 26, 27 
Strategic Data Analysis Orlando September 6, 7, 8 

Washington, D.C. November 6, 7, 8 

Effective Analysis Techniques for San Diego August 15, 16, 17 
Interpreting Marketing Research Data Washington, D.C. November 15, 16, 17 

Questionnaire Design and Effective 

~~~ 
Chicago August3,4 

Data Collection Techniques San Francisco October 19, 20 
Washington, D.C. December 4, 5 

Plus we're so confident abou t the value of our seminar programs that we even guarantee them. If you arc not satisfied. we' ll refund 
your money. 

Join us. So you too can cut through the mountains of data and start making the right decisions. 

Simply cut out the coupon and mall. Or ca ll Ms. Marian Chirichella at 1-800-332-4621 for more information on: 

0 
• seminar program 
• corporate team discount 

The Wirthlin Group 
Decision Making Information for Intelligent Choices. 

Dr. Gaurav Shalla 
Director, Analytical and Consulting Services 
The Wirthlin Group 
1363 Beverly Road 
Mclean, Virginia 22101 
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• In-house seminar program 
• combination discount. 

r~- ----------------· I would like more information on 
I · ~ . your seminar progr-am. Please send 

I YES me yo_ur brochure and registration 
matertals. 
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I 
I 
I 
I 
I 
I 
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• 

Namr ____________________________________ __ 

Tlllr ----------------- Phonr ----------------

Company---------------------------------

Md~~ ---------------------------------
City ----------- Statr ---------- Zip----------

Or call Ms. Marian Chirichella at 1-800-332-4621. 



Health Care Research _________________________ _ 

Leaving an HMO: What does 
the member remember? 

M
ost health maintenance organizations conduct peri­

odic research with members who have ended their 
coverage with a particular plan. Typically, this is 

is covering XYZ HMO completely, and they're not covering 

ABC HMO completely and I just can't afford to keep paying 
out of my pocket, so I have to switch."' 

done to determine if any pattern of dissatisfaction has caused Most surveys with members who have terminated their 
this exodus, says Lynne Cunningham, vice president for health coverage with one health plan are conducted by mail and 
care research, KCA Research Inc. response rates vary considerably. To solicit information from a 

"The HMO is trying to find out why someone made the more randomly selected sample of health plan members who 
switch, in the hopes not so much that they can get that person had changed coverage, KCA recently completed a telephone 

back but that they can plug the hole so that they don't lose more survey for one of its HMO clients. 

people for the same reason." Cunningham says a telephone survey was undertaken be-

Results of . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . cause the client 

most surveys :::.:::.:::.: ::.: ::.:::.:::.:::.:::.:::.: ::.:::.:::.:::.:::.:::.:::.:::.: ::.:::.:::.:::.: ::.:::.:::.:::.: ::.:::.:::.:::.:::.:::.: ::.: ::.:::.:: :.: ::.:::.:::.:::.: ::.:::.:::.:::. wanted the informa-

show that many ··. ·· ... :· .. ·.:::::.::::::.::::::.::::::.::::::.:::::: .. tion quickly. 
ofthemembers "Mail surveys 

who have ·:::\·<:~:·{:~:·{:~:.. usually take two 

sw~chedp~ns ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ mailings w gct e~ did so because 

they: 
• c h an g e d survey, we got a 

employers and better response rate 
the new em- and we got more 
ployer didn't 1.:::.::!::.:::::.::::..:.~:.::::::..:::;::::::::..::::::.:::::::~::.:;::2..:::::::.::::::.:::::.::::..:.~:.::::::..:::;::::::::..::::::.:::::::~::.:;:::.:::::::::::::.:::::.:;::2..:::::::.::::::.:::::.::::..:.~:.::::::..:::;::::::::..::::::.::::.:J random responses 

offer the HMO; than we typically would get from a mail survey. To use an ex­
•moved out of the geographic area covered by the HMO; 
•switched to a less expensive plan; 
•selected a plan with more comprehensive coverage because 

of a family status change, i.e. marriage or birth of a child. 
"Reasons for leaving are very consistent with what we hear 

in patient- or member-satisfaction research," Cunningham 
says. "You leave because you can't get the access you want, you 
can't get an appointment, you can't see the doctor you want to 
see. Another reason that we're hearing more and more these 

days is that the cost has gone up. People will say 'My employer 

10 

ample, if you had just switched toothpaste brands, and six 
weeks later you get a letter (from your former brand) asking 
why you switched, how much incentive do you have to re­
spond? But if I call you Tuesday evening in the middle of 
dinner, you're probably morelikely to respond." 

The client is a group practice model HMO which provides 
care at a series of centers throughout a major metropolitan area. 
Members are seen at these centers by physicians who only see 
HMO participants. The doctors do not have separate fee-for-
service private practices in othw locations. 

Circle No. n9 on Reader Card~ 
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~urvey "' 
wNetwork 

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 
~~:::;;;;;:~::;:::::=~ @ 

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

Data entry Questionnaire preparation 

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

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

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

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

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

3. How many surveys do you conduct per 
month? 

§ 1-2 
3-5 
6-10 § 11-25 

26-50 
Over 50 

4. How do you enter your data? 

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

5. How do you prepare your Questionnaires? 

§ Word processing 
Computer software product 
Other ________ _ 

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

§Yes 
No 
Need more information 

Name ____________ _ 
Title ___________ _ 
Company ___________ _ 
Address ____________________ _ 

Phone _____________ _ 

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

994 • 
Form Number 80556-5-72 • • SURVEY NETWORK™ ----- -

------------------------------------------- Ji - II - I - I - , -
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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 Apple0 ) Macintoshcz) or IBMC3) PS/ 2 
series 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 
11300 Rupp Drive 
Burnsville, MN 55337 
800-24 7-0604 

1 Apple is a registered t rademark of Apple Computer Inc. 

2 Macintosh is a trademark of Apple Computer Inc. 

s IBM is a regis tered trademark of Internat ional Business Machines Corp. 

NATIONAL . M 
COMPUTER 
SYSTEMS 

NCS Mark Reflext~ MP-80556-32 o, 1988, 1989, National Computer Systems, Inc. All rights reserved. Printed in U.S.A . 
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KCA called members who had "voluntarily terminated" their 
coverage during 1988. These potential respondents had stayed 

with the same employer but selected a different health plan. 
Specific result of the survey are proprietary but the recollec­

tion of health plan switching produced an intriguing pattern. 
300 members who had terminated their coverage were con­

tacted. The following results are interesting and may produce a 
pattern which will be repeated in surveys with other members 
who have changed health plan coverage. 

•Six percent do not have any current health plan coverage. 
•40 percent reported switching to a variety of other HMOs. 
•12 percent report still belonging to the client HMO. 

Perhaps the most amazing finding of the survey i~ that over 
40 percent of the survey participants did not remember switch­
ing health plans in the past year. When these people were 
specifically told that health plan records showed they had 

KCA 
switched, almost three fourths still denied making a change. 

Upon further probing with this group it was found: 
•Over 80 percent said no one else in their household had 

changed health plans in the last year. 

•Over 80 percent said they had never belonged to an HMO. 
•Only three fourths of the respondents who remembered they 

had switched health plans in the last year said this switch was 
from the client health plan. 

Cunningham says these results surprised everyone. "We 
were flabbergasted. It wasn't as if we had a list that we knew was 
going to have some inaccuracies in it,. we had a list from the 
client of people they knew had switched. 

"If you had switched from Aetna to Prudential, for example, 

I would not at all have been surprised at those results, but the 
client in this case was a staff model HMO, which means that you 
go to the HMO's clinic for your care, and if you go anyplace else 
(it isn't covered), so it's not as if you can go to your regular 
doctor and not remember that your health insurance has 
changed." 

While neither KCA nor the client HMO can explain why so 
many respondents knew so little about the status of their health 
plan, Cunningham hopes that making other HMO's aware of 
the survey's findings will enable an explanation to be found 

through further research. MRR 

KCA Research performs qualitative and quantitative 
marketing research and assists with market based planning 
studies. Offices are located in Sacramento, California and 
Alexandria, Virginia. 

June/July, 1989 

When JOU check 
itcillout, 

the answer is 
Bernett 

Research. 

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

Boston Hdqrs. 
230 Western Ave. 
Boston, MA 02134 
(617) 254-1314 

Assembly Square Mall 
133 Middlesex Ave. 
Somerville, MA 02145 
(617) 623-2330 

Aurora Mall 
14200 Alameda Ave. 
Denver, CO 80012 
(303) 341-1211 

South Shore Plaza 
250 Granite Ave. 
Braintree, MA 02184 
(617) 849-1692 

Rivergate Mall 
1000 Two Mile Pkwy. 
Nashville, TN 37072 
(615) 859-4484 

Menlo Park Mall 
Parsonage Rd. 
Edison, NJ 0883 7 
(201) 548-2900 

65 Northwoods Mall 
2150 Northwood Blvd. 
North Charleston, SC 29418 
(803) 553-0030 
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Ill 
Understanding conjoint 
analysis in 15 minutes 

by Joseph Curry 

Joseph Curry is a vice president of Sawtooth Software, a 
company that writes and markets microcomputer software for 
marketing research. Since 1978, Curry has been involved in the 
development of microcomputer software systems for interac­
tive interviewing and data analysis. 

C on joint analysis is a popular marketing research tech­
nique that marketers use to determine what features a 
new product should have and how it should be priced. 

Conjoint analysis became popular because it was a far less 
expensive and more flexible way to address these issues than 
concept testing. 

The basics of con joint analysis are not hard to understand. I'll 
attempt to acquaint you with these basics in the next 15 minutes 
so that you can appreciate what conjoint analysis has to offer. 
A simple example is all that's required. 

Suppose we want to market a new golf ball. We know from 
experience and from talking with golfers that there are three 
important product features: 

Average Driving Distance 
Average Ball Life 
Price 

We further know that there is a range of feasible altemati ves 
for each of these features, for instance: 

AVERAGE DRIVING 
DISTANCE 
275 yards 
250 yards 
225 yards 

AVERAGE BALL 
LIFE 
54 holes 
36 holes 
18 holes 

Obviously, the market's "ideal" ball would be: 

AVERAGE DRIVING 
DISTANCE 
275 yards 

AVERAGE BALL 
LIFE 
54 holes 

PRICE 

$1.25 
1.50 
1.75 

PRICE 

$1.25 

and the "ideal" ball from a cost of manufacturing perspective 
would be: 

14 

AVERAGE DRIVING 
DISTANCE 
225 yards 

AVERAGE BALL 
LIFE 
18 holes 

PRICE 

$1.75 

assuming that it costs less to produce a ball that travels a shorter 
distance and has a shorter life. 

Here's the basic marketing issue: We'd lose our shirts selling 
the first ball and the market wouldn't buy the second. The most 
viable product is somewhere in between, but where? Conjoint 
analysis lets us find out where. 

A traditional research project might start by considering the 
rankings for distance and ball life in Figure 1. 

AVERAGE AVERAGE 
DRIVING BALL 

RANK DISTANCE RANK LIFE 
275 yards I 54 holes 

2 250 yards 2 36 holes 
3 225 yards 3 18 holes 

Figure I 

This type of information doesn 't tell us anything that we 
didn't already know about which ball to produce. 

Now consider the same two features taken conjointly. Fig­
ures 2a and 2b show the rankings of the 9 possible products for 
two buyers assuming price is the same for all combinations. 

BUYER I AVERAGE BALL LIFE 

4 holes 36 holes 18 holes 

AVERAGE 275 yards I 2 4 
DRIVING 250 yards 3 5 7 
DISTANCE 225 yards 6 8 9 

Figure 2a 

Quirk's Marketing ResearchReview 
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REASONS WHY 

A-CROSS 
IS THIS YEAR'S 

# 

CROSSTABULATION 
PACKAGE 

fastest selling crosstab program-in just 
1 year! 

#1 with superfast, supereasy "Point & 
Pick" operation. Everything's on the 

screen: your actual tables as you create them, 
plus pop-up windows, prompts and selections. 

#1 with research companies: SAMI!Burke, 
SRI International, Winona, J.D. Power, 

Walker, Consumer Pulse, Elrick & Lavidge .. . 

#1 with market research departments: 
Procter & Gamble, General Mills , Gillette, 

Polaroid, American Express, Clorox, Sears .. . 

#1 in features: unlimited cases, weights, 
ranks, conditionals, nets, stats, multi­

tasking, the works. 

#1 in connections: Lotus 1-2-3, word pro­
, cessors, laser printers, Ci2, QUERY ... 

#1 and only crosstabulation pro&ram ever 
nominated for the PC Magazine Award 

for Technical Excellence. 

CALL US FIRST AT 800/4ACROSS 
FOR A FREE DEMO DISKETTE 

rA-CRO~~rawberry Software, Inc. 
() 42 Pleasant St., Watertown, MA 02172 
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BUYER 2 

AVERAGE 275 yards 
DRIVING 250 yards 
DISTANCE 225 yards 

AVERAGE BALL LIFE 

54 holes 

1 
2 
4 

Figure 2b 

36 holes 

3 
5 
7 

18 holes 

6 
8 
9 

Both buyers agree on the most and least preferred ball. But 
as we can see from their other choices, Buyer 1 tends to trade­
off ball life for distance and whereas Buyer 2 makes the 
opposite trade-off. 

The knowledge we gain in going from Figure 1 to Figures 2a 
and 2b is the essence of conjoint analysis. If you understand 
this, you understand the power behind this technique. 

Next, let's figure out a set of values for driving distance and 
a second set for ball life for Buyer 1 so that when we add these 
values together for each ball they reproduce Buyer 1 's rank or­
ders. Figure 3 shows one possible scheme. 

BUYER 1 AVERAGE BALL LIFE 
54 holes 36 holes 18 holes 
50 25 0 

275 yards (I) (2) (4) 
100 150 125 100 

AVERAGE 
DRIVING 250 yards (3) (5) (7) 
DISTANCE 60 110 85 60 

225 yards (6) (8) (9) 
0 50 25 0 

Figure 3 

Notice that we could have picked many other sets of numbers 
that would have worked, so there is some arbitrariness in the 
magnitudes of these numbers even though their relationships to 
each other are fixed. 

Next suppose that Figure 4a represents the trade-offs Buyer 
1 is willing to make between ball life and price. Starting with 
the values we just derived for ball life, Figure 4b shows a set of 
values for price that when added to those for ball life reproduce 
the rankings for Buyer 1 in Figure 4a. 

BUYER I AVERAGE BALL LIFE 
54 holes 36 holes 18 holes 
50 25 0 

$1.25 I 4 7 
PRICE 1.50 2 5 8 

1.75 3 6 9 

Figure 4a 

BUYER I AVERAGE BALL LIFE 
54 holes 36 holes 18 holes 
50 25 0 

$1.25 (I) (4) (7) 
20 70 45 20 

PRICE 1.50 (2) (5) (8) 
5 55 30 5 

1.75 (3) (6) (9) 
0 50 25 0 

Figure 4b 
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We now have in Figure 5 a complete set of values (referred 
to as "utilities" or "part-worths") that capture Buyer 1 's trade­

offs. 

AVERAGE AVERAGE PRICE 
DRIVING BALL 
DISTANCE LIFE 
275 yards 100 54 holes 50 $1.25 0 
250 yards 60 36 holes 25 1.50 5 
225 yards 0 18 holes 0 1.75 0 

Figure 5 

Let's see how we would use this information to determine 
which ball to produce. Suppose we wereconsideringoneoftwo 
golf balls shown in Figure 6. 

DISTANCE 
LIFE 
PRICE 

DISTANCE 
BALL 
275 
18 
$1 .50 

Figure 6 

LONG-LIFE 
BALL 
250 
54 
$1.75 

The values for Buyer 1 in Figure 5 when added together give 
us an estimate of his preferences. Applying these to the two golf 
balls we're considering, we get the results in Figure 7. 

BUYER 1 
DISTANCE LONG-LIFE 
BALL BALL 

DISTANCE 275 100 250 60 
LIFE 18 0 54 50 
PRICE $1 .50 5 $1.75 0 

105 110 

Figure 7 

We'd expect Buyer 1 to prefer the long-life ball over the 
distance ball since it has the larger total value. It's easy to see 
how this can be generalized to several different balls and to a 
representative sample of buyers. 

These three steps-- collecting trade-offs, estimating buyer 
value systems, and making choice predictions--form the basics 
of conjoint analysis. Although trade-off matrices are useful for 
explaining conjoint analysis as in this example, not many 
researchers use them nowadays. It's easier to collect conjoint 
data by having respondents rank or rate concept statements or 
by using PC-based interviewing software that decides what 
questions to ask each respondent, based on his previous an­

swers. 
As you may expect there is more to applying conjoint analysis 

than is presented here. But if you understand this example, you 

understand what conjoint analysis is and what it can do for you 

as a marketer. MRR 

June/July, 1989 

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

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

•Demos • Executive Interviewing 

~~ 
"Datn Collection Specialists" 

Seattle ( 206 ) 726-5555 
2324 Eastlake Ave. E., Ste. 300 

Seattle, Washington 98102 

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

Hilton uses research in creation 
of vacation promotion 

W 
ith "9 to 5" becoming more 
like "9 to whenever I can get 
out of the office," and the 

pressure increasing to achieve self-actu-
alization while raising kids, doing the 

dishes, and picking the dog up at the vet, 

it's getting more difficult to step out of 
the fast lane and relax. 

The two-week vacation, considered 

almost a Constitutional right by most 
Americans, is quickly becoming an en­

dangered species. And according to a 
recent nationwide survey commissioned 
by Hilton Hotels Corp., even weekends 

are no longer a time to take it easy. 
Hilton used the survey, which ques­

tioned 1000 adults on their weekend lei­

sure and work habits as a part of Om­

niTel, a weekly national telephone omni­
bus service of R.H. Bruskin Associates, 

as a basis for creating the Hilton Bounce­

Back Weekend, a program offering con­

sumers an affordable chance to leave 
their stress and responsibilities behind 

and spend a weekend at any of the more 
than 250 participating Hilton Hotels and 
Resorts across the country. 

"We suspected, just from our own 

personal experience, that the work week 
was being extended into the weekend," 

says Robert E. Dirks, vice president, 
marketing, Hilton Hotels Corp. "People 
really don't use weekends the way they 

were meant to be used. So we thought we 

would do some research to see if our 
hunch had any validity." 

It was right on target. Weekends, it 

turns out, don't live up to their name for 

18 

* 

BotmceBack 
WEEKEND 

most people. Instead, they are a chance to 

catch up on all the various chores there 
didn't seem to be time for during the 
week. 

According to the survey: 
•The average adult spends nearly a full 

weekend day ( 14 hours)- about twice as 

much time as they would prefer to spend­
cleaning, doing laundry, running errands, 

grocery shopping, paying bills, and doing 
household repairs. 

• 90 percent of Americans feel no more 

energetic at the end of the weekend than 
they do on Friday.So much for relaxa­

tion. 

Most of the respondents, especially 
women, indicated that the best way to 

relax would be to get away for the week­

end and leave household responsibilities 
behind. But they indicated that family re­

sponsibilities and other time commitments 

stood in their way. Cost was also seen as 
a barrier. 

Brainstorming 
Once the results were in, Hilton as­

sembled teams from its ad agency, 

McCann-Erickson, its public relations 
firm, Burson-Marsteller, and its market­

ing department and held brainstorming 
sessions. It all came down to one ques­
tion: "How do you recharge yourself af­

ter the work week?" 

As an answer to that question, Hilton 

introduced the BounceBack Weekend 
program in March. 

"We decided to position our weekend 

leisure program as an emotional end­

benefit, versus a program like our com­
petitors have based on price strategy alone. 
And that's where we got into the stress 

concept and the problems of having the 
work week tied into the weekend," Dirks 

says. 
In conjunction with the BounceBack 

Weekend, Hilton enlisted stress expert 
Peter G. Hanson, M.D., to write "The 
Hilton BounceBack Guide," a booklet 

containing tips on reducing stress levels. 
The guide, available upon check-in or 

by calling the Hilton BounceBack Hot­
line, offers useful common sense advice, 

continued on p. 34 
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Work With The 
Experts In 
Customer 

Satisfaction 
Measurement 

Custom Research Inc. brings 15 years of market measure, 
ment experience to your Service Quality project. We've 
worked in dozens of markets- probably including yours. 

In short, we translate Ron Zemke's concepts and principles 
about Service Quality into real,world, customer,based 
measures. 

CRI uses a planned - not a canned - approach in its 
Service Quality measurement. We work with you to adopt 
our system to your market and your company's unique situa, 
tion. We've done it hundreds of times. We can do it for you. 

And ... we practice what we preach. Through a "partner, 
ing" arrangement, we guarantee our clients' satisfaction. 

If youre planning a project to 
measure and monitor the quality of 
your company's service, contact us 
for a no,obligation proposal. 

Consumer, business, services, and medical marketing research worldwide. 
Minneapolis New York Chicago San Francisco 

r---------------------, 
I'd like to know more about how CRI 
measures Service Quality. 

Name ~ 

Company 

Address---~ ___ .........._ ________ _ 

City ____ State ___ Zip ______ _ 

Telephone __________ Ext. ___ _ 

Return to: Jeffrey Pope, Partner 
Custom Research Inc. 
Dept. 0 6 
P.O. Box 26695 
Minneapolis, MN 55426-0695 

or 
Phone: (612) 542-0814 

We'll forward your inquiry to the appropriate CRI office. 

L--··•••••••••••••••••J 
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Thanks a lottery 
One of every two American adults than that, and a surprising 24% "only cope with in the course of a lifetime. So 

(49%) have, at some time in the past, when the jackpot is way up in the mil- why not consider an altemative-creat­
purchased a ticket for the weekly million lions." ing more multi -million dollar prizes, to 
dollar lotteries that are held by many Obviously, the reference is to the 20, be shared by more people? 
states in the U.S. Of these purchasers, 30,50 and even 100 million dollar jack- That 's the question posed to a national 
25% say they buy a ticket "just about pots that have been occurring in recent sample of over 1,000 adults in a recent 
every week;" 11% about every other months. Any one of those prizes would OmniTel study, the continuing omnibus 
week; 17% once a month; 23% less often probably be more than most people could service of R.H. Bruskin Associates. 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Specifically, the question was: ''Some 
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·~ 
Talk to the right people 

in California. 
We're famous for recruiting the right people. Because 
we fol low 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, e -· CONSUMER 
South San Francisco, CA 94080 (415) 871-6800 •• RECRUITING 
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states are considering a change in their 
method of selecting winners when the 
jackpot exceeds 10 million dollars. In­
stead of one set of six winning numbers 
there would now be two sets; that is, a 
person would have two chances to win. 
First they'll draw one set of six numbers , 
followed by a second drawing of another 
six winning numbers. The result would 
be more winners splitting the jackpot. 
Would this make you more interested in 
buying lottery tickets, less interested, or 
wouldn't it make any difference to you?" 

If this were to happen, 45 % of all lot­
tery ticket buyers indicate that they would 
be even more interested in buying tickets, 
only 8% say they would be less inter­
ested, and 47% indicated that it wouldn't 
make any difference to them. 

Consumers rate quality of 
foreign and U.S. goods 

A recent survey of 1,001 adult heads of 
households conducted by Opinion Re­
search Corp. reveals that most affluent 

continued on p. 42 
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Victor Matera has been promoted to 
director of marketing research for Hilton 
Nevada Corp. 

Matera Burke 

William J. Burke has been promoted 
to corporate vice president of Fitch 
RichardsonSmith, Worthington, OH. He 
is head of the company 's market strategy 
& research group. 

Total Research, Princeton, NJ, an­
nounces the following staff additions/ 
changes: Paul Prekopa has joined the 
firm as a senior research analyst. Previ­
ously, he was project director at Brown, 
Koff & Fried, a New York City market 
research firm. Joanne Mechling has also 
joined the firm as a senior research ana­
lyst. Previously, she was project director 
at The Data Group, Inc. Plymouth Meet­
ing, PA. John Morton has been pro­
moted to senior vice president, director of 
advanced statistical research. Lisa Marie 
Howell has been promoted to senior re­
search analyst. 

James Storbeck has joined Catherine 
Bryant & Associates, Clemmons, NC, as 
project director. Julie Giese has joined 

June/July, 1989 

the firm as a research assistant. Rita 
Lewis has been promoted to lead inter­
viewer. 

Shirley Black has joined Field Re­
search Corp., San Francisco, as a re­
search director. Previously, she was vice 
president at the Research Spectrum. Also, 
John Taggart has joined FRC as sys­
tems/operations manager. 

Stanley Arasim has joined Wilming­
ton, DE-based Franklin/Lake as vice 
president of marketing research services. 
Previously, he was with ICI Americas. 

Linda S. Hayes has joined Thomas 
Dunker & Associates, San Francisco, as 
project manager. Previously, she was a 
marketing research consultant at Addison 
Design Consultants , San Francisco. 

continued on p. 36 

Who•s Talking About You? 
Because quality research depends on 
flawless data collection, you can't 
afford to take the interviewing 
process for granted. Your project 
deserves top-notch Interviewers -
like Diane cruickshank at Nordhaus. 

Diane's an exceptional interviewer 
who knows how to get the most out 
of every call. And her work is tightly 
monitored lvia audio and videol and 
validated to ensure consistent quality. 

Diane's an Important part of a 
Nordhaus telephone operation that 
features 137 lines and 40 CATI 
terminals. With a computer team that 
can turn around complete tabs in as 
little as two hours. And that's just 
part of the full range of advanced 
research services at Nordhaus. 

(515) 827-2400 

When It COllieS to 
telephone Interviewing, 
Nordhaus clients care 
who does the talking ­
and the listening. 

NoPdhaus Research, Inc. 
THE ESTABLISHED LEADER 

20300 w. Twelve Mile Rd. 
southfield, Michigan 48076 
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New South Research, Birmingham, 
AL, has added a fully equipped test kitchen 
to its facility. Telephone 205-322-9988. 

• 
Thomas Dunker & Associates has 

moved to larger quarters at 1951 Webster 
Street, Suite 101 , San Francisco, CA 
94115. Telephone 415-346-1104. 

• 
Atlantic Marketing Research Com­

pany, Inc. recently opened its Connecti­
cut office in the greater Hartford area, at 

172 Barstow Lane, Tolland, CT 06084. 
Telephone 203-875-0720. 

• 
BRX Inc. announces that it will be 

conducting business under a new name, 
BRX/Global, Inc., Marketing Research 
and Consulting. 

• 
Northwest Certified Surveys/ 

Gilmore Research has moved to 2324 
Eastlake Avenue East, Suite 300, Seattle, 
WA, 98102. Telephone 206-726-5555. 

Maritz Marketing Research Inc. has 
opened a new office at 388 Market St., 
San Francisco, CA, 94111. Telephone 
415-391-1606 . 

• 
Catherine Bryant & Associates has 

relocated to larger quarters at 6000 Mar­
ket Square Court in Clemmons, NC. Tele­
phone 919-766-8966. 

• 
SPSS Inc. has opened a sales office in 

the Washington, D.C. area at Twinbrook 
Metro Plaza, 12300 Twinbrook Pkwy. , 
Suite 600, Rockville, MD, 20852. 

Philadelphia's Ultimate 
Location For Focus Groups! 

22 

4 Conference/Viewing Rooms. Includes 
768 sq. ft. multi-purpose research facility. 

3 Easy ways to get here ... 
by plane. train and car!!! 

2 Comfortable client lounges with 
private telephones and televisions. 

1 Fully-equipped test kitchen. 

BLAST OFF 
your next project with 
Group Dynamics! 

Our qualitative research 
service is ideally located to 
meet the widest range of 
demographic and geo­
graphic specifications. 

• Easy access from : 
- Philadelphia lnt 'l. 

Airport (30 min.) 
- Amtrak 's 30th Street 

Station (8 min.) 
- Pennsylvania Thrnpike 

(20min .) 

• Lodging, dining and 
entertainment within 
walking distance. 

~-----,------, 

PA 

GROUP DYNAMICS IN FOCUS 

Call Group Dynamics at 215/668-8535 
for a free brochure. 

ATLANTIC CITY 
90mm 

WILMINGTON 
45 m1n 

555 City Avenue, Suite 580 • Bala Cynwyd, PA 19004 
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Verbatim analysis 
Grimberg Research announces there­

lease of the Intelligent Verbatim Ana­
lyzer Version 4.0. This package features 
computerized code book construction and 
coding, a report generator that can dis­
play verbatims by data or content, pop-up 
menus, and context-sensitive help. For 
more information, contact Grimberg 
Research at 703-760-9820. 

Market area 
inspection tool 

National Planning Data Corp. (NPD) 
announces the Prime-Location system, 
which links satellite aerial photographs 
with database capabilities to add a visual 
dimension to demographic analysis. The 
system combines interactive computer­
ized street network databases (adopted 
from the U.S. Census Bureau's DIME 
and TIGER files), with high resolution 
satellite imagery, creating "overlays" that 
allow for manipulation of research data. 
For example, a user designing a market­
ing campaign can identify the locations 
of stores and customers by typing in an 
address or pointing to a section on the 
screen. 

Prime-Location features: a user­
friendly mouse interface; a wide array of 
support databases, including updated 

demographic and boundary files for cen­
sus tracts, ZIP codes, counties and cities; 
custom reporting; and integrated statisti­
cal analysis, charts, and mapping. For 
more information, contact NPD at 607-
273-8208. 

New version of 
mapping package 

Strategic Locations Planning, Inc. 
(SLP) introduces a new version of its 
desktop mapping package with improved 
display, printing and analysis capabili­
ties. 

Atlas*Graphics 3.0provides users with 
a variety of analysis features, including 
the ability to assign data values to points 
(e.g. store locations) and lines (e.g. roads). 
The ability to control the color, size, and 
type of a point or line on a map, based on 
its underlying data value, reflects a new 
trend in desktop mapping. This type of 
analysis lets the user compare the size or 
importance of one branch office to an­
other, for example. Users can also assign 
a symbol to a data point representing the 
location of a customer, and link the size 
or color of the point to a database. 

In analyzing traffic patterns, for ex­
ample, Atlas can highlight segments of 
roads and highways to show usage, ca­
pacity and growth trends. City planners 
and transit officials can use this feature to 

,.. MOrketeam 
ASsoctates 

analyze shifts in population and road usage 
to determine their priorities and allocate 
resources according] y. 

Version 3.0 also now supports the 16-
color Video Graphics Adapter. Previ­
ously the program supported only the 
Enhanced Graphics Adapter, Color 
Graphics Adapter, and Hercules Graph­
ics Cards. For more information, contact 
SLP at 408-985-7400. 

West Coast Field Services 

• Four great Focus Group 
Facilities 

• Professional Recruiting 
• Moderators available 

O S..ttleOiftct 
Seattle / Tacoma SMSA '--·"~--"" 

CALL 
(509) 482-5299 

Circle No. 788 on Reader Card 

Extensive experience in recruiting all types of health care professionals 
for focus groups, or other pre-recruits. 

Schedule your next project at MARKETEAM in St. Louis or Cleveland for 
quality recruiting and service for your health care research needs. 

June/July, 1989 

Call Valerie Bess, Director, Field Operations 
314-569-1324 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 
Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone 
numbers. Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact 
publisherfor listing rates:Quirk'sMarketingResearchReview,P.O. Box23536,Minneapolis,MN 55423. 612/861-8051. 

ADI Research, Inc. Creative Marketing Solutions, Inc. DTW Marketing Research Group Focused Research 
8044 Montgomery Rd ., Suite 625 P.O. Box 568 395 Pleasant Valley Way 8247 Valley Dr. 
Cincinnati , OH 45236 Langhorne, PA 19047 West Orange, NJ 07052 Chagrin Falls , OH 44022 
513/984-24 70 215/357-3655 201 /325-2888 216/543-9340 
Contact: Michael L. Dean, Ph.D. Contact: Larry Schwarz Contact: Richard Wetzel Contact: Susan Ray Stone 
Cincinnati's most modern and Experienced Specialists in Healthcare:MD, RN, RPh, Pts,Hosp; 13 Yrs. Exp., Advertising, P.R. 
convenient facilities . Qualitative Research Techniques Full Service Quan/Qua/, Facility Consumer, High-Tech. 

Alpha Research Associates, Inc. Creative Research Associates, Inc. Elrick and Lavidge, Inc. D.S. Fraley & Associates 
P.O. Box 28497, North Station 500 N. Michigan Ave. 1 0 S. Riverside Plaza, #1730 1205 East Madison Park 
Providence, Rl 02908 Chicago, IL 60611 Chicago, IL 60606 Chicago, IL 60615 
401 I 861 -3400 312/ 346-9160 312/726-0666 312/536-2670 
Contact: Anthony Pesaturo Contact: Stephen Turner Contact: Melanie S. Payne Contact: Diane S. Fraley 
FuiiSvcQua//Quan.Analysis./ Twenty-Five Years of Leadership Have Senior Moderators in Full Qual. Specialty:Child/T een I 
Consltg&MktRes!Since 19 76 in Qualitative Research CHGO I A TL I SF I St. Louis In-Home/Observational Rsch 

American Public Opinion Survey & The Datafax Company Faber Marketing Research Lynn Greenberg Associates 
Market Research Corp. 2600 Maitland Ctr. Pkwy/Ste. 170 222 So. Elm St. 36 Country Ridge Road 

1324 South Minnesota Ave. Maitland, FL 32751 Greensboro, NC 27401 Scarsdale, NY 10583 
Sioux Falls , SD 57105 305/660-8878 800/334-0867/NC-919/378-1181 914 /723-3121 
605/338-3918 Contact: Nancy McAleer Contact: J. Albert Faber Contact: Lynn Greenburg 
Contact: Warren R. Johnson Consumers, Physicians, Tourists, Industrial/Consumer/Bus-To-Bus Strateg ic Qualitative Marketing/ 
Established 1960-Full Service Executives,Ads, 13 Yrs. Exp. /New Prod;24 Yrs Exper Research Consulting 
GrourNational & lnternat'l 

Analysis Research Limited 
The Data Group/IRI Far West Research, Inc. Greenfield Consulting Group,lnc. 
2260 Butler Pike 1315 23rd Avenue 1560 Broadway 

4655 Ruffner St. , Ste. 180 Plymouth Meeting , PA 19462 San Francisco, CA 94122 New York, NY 1 0036 
San Diego, CA 92111 215/834-2080 415/564-8923 212/730-1890 
61 9/268-4800 

Contact: Maria Krieger, Ph.D. Contact: Cliff Levy Contact: Andrew Greenfield Contact: Arline M. Lowenthal 
All Quai.Needs:Eng.&Span. Expertise In Qual. Res. Design, Product!Pkging Advg & Social Quai./Quan. Rsch, New Product 

Recruit/Moderate/ Analysis Implementation & Analysis Concepts / 30 Yrs. Prof. Exp. Dev., Fine Svcs, Toys/Games. 

The Answer Group Datatactics, Inc. Fedder Research Gross Marketing Research 
11161 Kenwood Rd . 555 Presidential Blvd. 1560 N. Sandburg , #3708 10711 Baile Ave. 
Cincinnati , OH 45242 Bala Cynwyd, PA 19004 Chicago, IL 60610 Chatsworth , CA 91311 
513/489-9000 21 5/668-1 660 31 2/ 440-051 0 818/831 -1905 
Contact: Maribeth McGraw Contact: Phyllis Rosenberg Contact: Curt Fedder Contact: Ronald P. Gross 
Consumer, Health Care, Prof., Prof & Cons Segments, incl. Male Moderator/Client Marketing 24 Yrs Exp/Creative/lnsightful 
Focus Groups, One-On-Ones Doctors. Applied Psych. Meth. Background/Expert Analysis Fresh/Practical/Clear Results 

Arbor, Inc. Decision Research Findings International Corp. Hammer Marketing Resources 
3401 Market St. 33 Hayden Ave. 1641 S.W. 87thAvenue 12 Maymont Court 

Timonium, MD 21093 Philadelph ia, PA 19104 Lexington , MA 02173 Miami, FL 33165 301 /252-5757 
215/387-5300 61 7/861 -7350 305/ 266-9798 Contact: William L. Hammer 
Contact:Kathy Hammers/a, Ph.D. Contact: Peg Marrkand Contact: Orlando Esquivel New Product, Consumer & lndust-
25 Years Service in Industry. One-way Mirror Con f. Rm. Sty. Bi-Lingual/Cultural Serving Major rial/Commercial, Executive 
Qual/ Quant Ad Hoc Research. Obser.Rm.15X17(15-20 viewers) Markets with Ofcs in Puerto Rico. 

Hispanic Marketing 
Brand Consulting Group DeNicola Research, Inc. First Market Research Corp. Communication Research 
17117 W.Nine Mile Rd ./Ste. 1020 325 Greenwich Ave. 121 Beach St. 1535 Winding Way 
Southfield , Ml48075 Greenwich , CT 06830 Boston,MA 02111 Belmont, CA 94002 
313/559-2100 203/629-3323 617/482-9080 415/595-5028 
Contact: Milton Brand Contact: Nino DeNicola Contact: James R. Heiman Conact: Dr. Filipe Korzenny 
Consumer,Advertising Strategy, Consumer, Healthcare, Financial High Tech,Publishing, Hisp. Biling.!Bicult.Foc Grps Any-
New Product Strategy Research Services, Advertising Bus-To-Bus, Colleges where In U.S./Quan. Strat. Cons . 

Consumer/Industrial Rsch Svce Dolobowsky Qual. Svcs., Inc. First Market Research Corp. D.S. Howard Assoc., Inc. 

600 North Jackson St. 94 Lincoln St. 121 Beach St. 307 No. Michigan Ave. #1214 

Media, PA 19063 Waltham MA 02154 Boston , MA 02111 Chicago, IL 60601 

215/565-6222 617/647-0872 617/482-9080 312/372-7048 

Contact: James D. Lewis Contacts: Reva Dolobowsky Contact: Linda M. Lynch Contact: Dennis S. Howard, Ph.D. 
Health Care;Agri-Bus;lnd; Experts In Idea Generating Consumer, Retail, Banking, Expert Guidance In Design, 

Trad'l; Tele;One-On-One Groups, In-Depth Interviews Health Care Implementation And Analysis 

Consumer Opinion Services Doyle Research Associates, Inc. First Market Research Corp. lnfoDirect, Inc. 
230 South Broad St. 12825-1 st Ave. South 919 N. Michigan/Ste. 3208 121 Beach St. Philadelph ia, PA 19102 

Seattle, WA 98168 Chicago, IL 60611 Boston, MA 02111 215/735-7416 
206/241 -6050 31 2/944-4848 617/482-9080 Contact: Jonathan Brill 
Contact: Jerry Carter Contact: Kathleen M. Doyle Contact: Jack M. Reynolds Financial Services, Consumer, 
Consumer, Business Groups and Specialty:Children/T eenagers Banking,Health Care,Ad Healthcare, Geriatric, Hi-Tech 
One-On-Ones Concept&Product Evaluations Testing, Consumer, Executive 
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lntersearch Corporation 
132 Welsh Rd. 
Horsham, PA 19044 
215/657-6400 
Contact: RobertS. Cosgrove 
Medical, Industrial, Business, 
Consumer, Bio-Tech, Commun. 

K C A Research 
701 Howe Avenue, Suite H58 
Sacramento, CA 95825 
916 / 920-2841 
Contact Lynne Cunningham 
Experts: Health Care and Senior I 
Adult Care Givers. 

Kennedy Research Inc. 
405A Waters Bldg. 
Grand Rapids , Ml49503 
616/458-1461 
Contact: Mary P. Tonneberger 
Cons. & Ind. , Telecom. , Health, 
Office Systems, Chemicals, Drugs 

Langer Associates, Inc. 
19 W. 44th St. , Ste. 1601 
New York, NY 10036 
212/391 -0350 
Contact: Judith Langer 
Spec. In Qual. Rsch. On 
Mktg. & Lifestyle Issues 

LaScola Qualitative Research 
3701 Connecticut Ave .,N.W. 
Washington D.C. 20008 
202/363-9367 
Contact: Linda J. LaScola 
Public Affairs,Healthcare, 
Telecommunications, Financial 

Marketeam Associates 
555 No. New Ballas Rd. 
St. Louis, MO 63141 
Contact: Richard Homans 
Financial Services, HealthCare, 
Consumer,Pkgd Goods,Agric 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg, NY 1 0962 
914 I 365-0123 
Contact: George Silverman 
Telephone Focus Groups for 
High-Level Respondents. 

Market Research Institute 
7315 Frontage Rd ./Ste. 200 
Merriam, KS 66204 
913/236-6060 
Contact: Trish Benskin 
Grtr Kansas City;Fu/1 Svce; 
Exp:Cons/Fin/ lnd/Health Care 

Market Views Research, Inc. 
1215 Hightower Trail , D-150 
Dunwoody, GA 30350 
404/992-1289 
Contact: Dan Brown 
Advertising, Decision Makers 
Marketing Quality Circles 

Martin Research Inc. 
P.O. Box 8595 
Roanoke, VA 24014 
703/342-1970 
Contact: Frank Martin, Ill 
Focus group facilities in Norfolk, 
Roanoke, Winston-Salem 

MedProbe Medical Mktg. Rsch 
7825 Washington Ave. S. ,Ste 745 
Minneapolis, MN 55435 
612/941-7965 
Contact:Asta Gersovitz, Phrm. D. 
MedProbe Provides Full Service 
Custom Market Research 

June/July, 1989 

Menendez International 
7951 S.W. 40th St./Ste. 208 
Miami, FL 33155 
305/266-0550 
Contact: Teresa Menendez 
Hispanic!Gen Market-15 Years 
Qualitative/Quantative Exp. 

Mercadotecnia Consulting 
Div. of The Creative Group 

31800 Northwestern Hwy. 
Farmington Hills, Ml48018 
313/855-7813 
Contact: Claudia Ruiz-Shipe 
Hispanic/Black Interviews, 
Grps, Surveys, Panels, Placements 

Moosbrugger Marketing Research 
901 W. Hillgrove Ave. 
LaGrange, IL 60525 
312/354-5090 
Contact: Mary C. Moosbrugger 
Expertise in Healthcare, Food, 
Agriculture,Banking 

Murray Hill Center 
205 Lexington Ave. 
New York, NY 10016 
212/889-4777 
Contact: Susan Mender 
3 Rm Full Svce Facility;Effic­
ient, Beautiful, Competitive Price 

New South Research 
700 South 28th St./Ste. 106 
Birmingham, AL 35223 
205/322-9988 
Contact: Louis Wilhite 
Healthcare, Financial, Media 
Focus Groups, Mystery Shops 

PlayLab Research,Division of 
The Creative Group, Inc. 

31800 Northwestern Hwy. 
Farmington Hills, M148018 
313/855-7812 
Contact: Dana Blackwell 
Children, Youths, Teenagers 
Students, Parents & Teachers 

Reid Qualitative 
2149 S. Grape Street 
Denver, CO 80222 
303/758-6424 
Contact: Michael Reid 
Consumer, Tech/ lndust. , New 
Prod. , Concept Test/Refinement 

Research Arts, Inc. 
1300 lroquois/Ste. 100 
Naperville, IL 60540 
312/420-2064 
Contact: Francesca Jaskowiak 
Qualitative Firm,5 Moderators 
on Staff. Own Facility 

Research Incorporated 
521 Plymouth Road/Ste. 115 
Plymouth Meeting, PA 19462 
800/828-3228 
Contact: Harley Mitchell 
Cons;Bus-To-Bus;lnd;New Prod! 
Svces;Concepts! Pkg Des. Tests 

Rockwood Research Corp. 
1751 W. County Rd. B 
St. Paul , MN 55113 
612/631-1977 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus. ,Ag,Specifying Engineers 

Southeastern Institute of 
Research, Inc. 

2325 West Broad St. 
Richmond, VA 23220 
804/358-8981 
Contact: Rebecca H. Day 
Est. 1964, Full Service 
Qualitative and Quantitative 

Schrader Rsch. & Rating Svce. 
South River Rd. 
Cranbury, NJ 08512 
609/395-1200 or 800/257-9440 
Contact: Jack Paxton 
Pkg Goods/Retailing/Travel! 
Entertainment Reg/Exec. Grps. 

SMS Research & Marketing 
Services, Inc. 

1 042 Fort Street Maii/Ste. 200 
Honolulu , Hl96813 
808/537-3356 
Contact: Sheila M. Sanders 
Since 1960, Full Service, Bus., 
Tourists, Intercept, One-On-One. 

James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
212/472-3766 
Contact: Julie Horner 
Focus Groups And One-On-Ones 
In Broad Range Of Categories 

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus, OH 43212 
614 I 488-3123 
Contact: Betty Spencer 
4'x16' Mirror. Viewing rm seats 8-
12. In house audio! video equip. 

Strategic Marketing Services 
P.O. Box 505 
Portland, ME 04112 
207/774-6738 
Contact: Robert W. Cuzner 
20 Yrs Broad Based Exper. 
Nationwide. Full Service 

Taylor Research 
3990 Old Town Ave. , #201 A 
San Diego, CA 92110 
619/299-6368 
Contact: Beth /las 
30 Yrs Exp;Cons. & lnd:Commod­
ious Faclties/Attn To Security 

Thorne Creative Research Services 
10 Columbia Place 
Mt. Vernon, NY 10552 
914/699-7199 
Contact: Gina Thorne 
Ideation, Teens, New Product, Ad 
Concepts, Package Goods 

TrendFacts Research,Division 
of The Creative Group, Inc. 

31800 Northwestern Hwy. 
Farmington Hills, Ml48018 
313/855-781 0 
Contact:Dr. Jim Leiman 
Hi-Tech,lndustrai/, Financial 
Health Care, Consumer, Retail 

Total Research Corporation 
51ndependence Way 
Princeton, NJ 08540 
609/921 -8100 
Contact: Hugh J. Devine, Jr. 
10 Moderators;2 State of Art 
Facilities In Princeton/Tampa 

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

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

Paul A. Warner Associates, Inc. 
3355 Lenox Road, NE Suite 665 
Atlanta, GA 30326 
404 I 239-0101 
Contact: RobinS. Salter 
25 Years of Experience in Design, 
Moderation & Analysis 

Lucy Warren & Associates 
3619 29th Street 
San Diego, CA 921 04 
61 9/295-0342 
Contact: Lucy Warren 
Understands I Meets Business 
Needs With Quality I Experience 

The Winters Group, Inc. 
14 Franklin St. 
Rochester, NY 14604 
716/546-7 480 
Contact: Susan Morrison-Vega 
Info ThatWorks. Svces Inc/ 
Pri!Sec Rsch, Cnsltg, TeleMktg 

Wolf/ Altschui/Callahan,lnc. 
171 Madison Ave. 
New York, NY 10016 
212/725-8840 
Contact: Ed Wolf 
All Consumer/Business-To­
Business Qualitative Needs 

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

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

Alabama 
New South Research 

California 
Analysis Research Ltd . 
Far West Research, inc. 
Gross Marketing Research 
Hispanic Marketing 
K C A Research 
Taylor Research 

Trotta Associates 
Wade West, Inc. 
Lucy Warren & Associates 

Connecticut 
DeNicola Research , Inc. 
Youth Research/CSi 

Colorado 
Reid Qualitative 

Washington D.C. 
LaScola Qualitative Research 
Martin Research Inc. 

Florida 
The Datafax Company 
Findings International Corp. 
Menendez International 
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Georgia Maryland New Jersey Pennsylvania 
Market Views Research, Inc. Hammer Marketing Resources DTW Marketing Research Group Arbor, Inc. 
Paul A. Warner Associates , Inc. Schrader Rsch & Rating Svce Consumer/Industrial Rsch Svce 

Massachusetts Total Research Corporation Creative Marketing Solutions 
Hawaii New York The Data Group 

SMS Research & Marketing Svce 
Decision Research Datatactics , Inc. 
Dolobowsky Qual. Svcs., Inc. Lynn Greenberg & Associates lnfoDirect , Inc. 

Illinois 
First Market Rsch(J . Heiman) Greenfield Consulting Group, Inc. lntersearch Corporation 
First Market Rsch(L. Lynch) Langer Associates, Inc. Research Incorporated 

Creative Research Associates First Market Rsch(J . Reynolds) Market Navigation , Inc. 

Doyle Research Associates TMurray Hill Center Rhode Island 
Elrick and Lavidge, Inc. Michigan James Spanier Associates 

Alpha Research Associates, Inc. Thorne Creative Research Svcs Fedder Research Brand Consulting Group The Winters Group D.S. Fraley & Associates Kennedy Research Inc. Wolf/Aitschui/Callahan, Inc. South Dakota D.S. Howard Assoc., Inc. Mercadotecnia Consulting 
Moosbrugger Marketing Rsch. PlayLab Research North Carolina 

American Public Opinion Survey 
Research Arts , Inc. TrendFacts Research & Market Research Corp 

Faber Marketing Research 

Kansas Minnesota 
Martin Research Inc. Virginia 

Market Research Institute MedProbe Medical Mktg . Rsch Ohio 
K C A Research 
Martin Research Inc. 

Maine 
Rockwood Research Corp. ADI Research, Inc. Southeastern lnst. of Rsch . 

The Answer Group 
Strategic Marketing Services Missouri Focused Research Washington 

Marketeam Associates Dwight Spencer & Assocsiates 
Consumer Opinion Services 

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

ADVERTISING BIO-TECH D.S. Fraley & Associates Thorne Creative Research Svcs 

Analysis Research Ltd. D.S. Howard Assoc., Inc. 
Lynn Greenberg & Associates Trotta Associates 

Brand Consulting Group Market Navigation, Inc. 
PlayLab Research 

The Datafax Company MedProbe Medical Mktg . Rsch Research Incorporated ENTERTAINMENT 
DeNicola Research, Inc. The Winters Group Youth Research/CSi 

D.S. Fraley & Associates 
Dolobowsky Qual. Svcs. , Inc. 

CIGARETTES 
Langer Associates , Inc. 

Doyle Research Associates BLACK Research Incorporated 
D.S. Fraley & Associates Mercadotecnia Consulting Paul A. Warner Associates, Inc. Total Research Corporation 

First Market Rsch(J. Reynolds) Paul A. Warner Associates , Inc. EXECUTIVES 
Lynn Greenberg & Associates COMMUNICATIONS Decision Research 
Market Views Research, Inc. BUSINESS-TO- RESEARCH Dolobowsky Qual. Svcs. , Inc. 
Menendez International Elrick and Lavidge, Inc. 
Mercadotecnia Consulting BUSINESS D.S. Fraley & Associates Fedder Research 
Research Arts , Inc. Consumer Opinion Services PlayLab Research First Market Rsch(J . Heiman) 

Research Incorporated Elrick and Lavidge, Inc. Research Incorporated First Market Rsch(J . Reynolds) 

Rockwood Research Corp. Faber Marketing Research 
James Spanier Associates Kennedy Research Inc. 
Youth Research/CSi Market Views Research, Inc. Schrader Rsch & Rating Svce Fedder Research 

James Spanier Associates First Market Rsch(J .Heiman) COMPUTERS/MIS 
Research Incorporated 

Thorne Creative Research Svcs D.S. Howard Assoc. , Inc. 
Total Research Corporation lntersearch Corporation First Market Rsch(J . Heiman) FINANCIAL 
Paul A. Warner Associates , Inc. Kennedy Research Inc. D.S. Howard Assoc., Inc SERVICES 

Market Views Research, Inc. Market Navigation , Inc. 
ADI Research, Inc. 

AGRICULTURE Moosbrugger Marketing Rsch. 
Research Incorporated 
Total Research Corporation Consumer/ Industrial Rsch Svce 

Consumer/Industrial Rsch Svce Research Incorporated The Datafax Company 
Market Navigation, Inc. Rockwood Research Corp. 

CONSUMERS 
Datatactics, Inc. 

Moosbrugger Marketing Rsch. Southeastern Institute of Decision Research 
Rockwood Research Corp. Research , Inc. Consumer/ Industrial Rsch Svce Dolobowsky Qual. Svcs., Inc. 

ALCOHOLIC 
Strategic Marketing Services Consumer Opinion Services Elrick and Lavidge, Inc. 
TrendFacts Research DeNicola Research, Inc. Fedder Research 

BEVERAGES Total Research Corporation Doyle Research Associates First Market Rsch(L. Lynch) 

Wolf/Aitschui/Callahan, Inc. 
Trotta Associates Faber Marketing Research First Market Rsch(J. Reynolds) 

First Market Rsch(L. Lynch) Greenfield Consulting Group, Inc. 

CANDIES First Market Rsch(J. Reynolds) LaScola Qualitative Research 
APPAREL D.S. Fraley & Associates lnfoDirect, Inc. 
Brand Consulting Group D.S. Fraley & Associates 

D.S. Howard Assoc., Inc. Marketeam Associates 
PlayLab Research PlayLab Research 

Kennedy Research Inc. Moosbrugger Marketing Rsch 
Research Incorporated New South Research 

AUTOMOTIVE Youth Research/CSi 
Langer Associates , Inc. 

The Research Center 
Mercadotecnia Consulting 

Research Incorporated 
ADI Research, Inc. Research Incorporated 
Schrader Rsch & Rating Svce CHILDREN SMS Research & Marketing Svce 

Rockwood Research Corp. 
Schrader Rsch & Rating Svce TrendFacts Research ADI Research, Inc. Southeastern Institute of James Spanier Associates Paul A. Warner Associates , Inc. Doyle Research Associates Research , Inc. Total Research Corporation 

Fedder Research Taylor Research TrendFacts Research 
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Paul A. Warner Associates, Inc. IDEA GENERATION PACKAGED GOODS SOFT DRINKS, 
The Winters Group ADI Research, Inc. The Answer Group BEER, WINE Wolf/Aitschui/Callahan , Inc. Analysis Research Ltd . Doyle Research Associates 

Brand Consulting Group D.S. Fraley & Associates American Public Opinion Survey 

FOOD PRODUCTS Dolobowsky Qual. Svcs ., Inc. Langer Associates, Inc. & Market Research Corp 

American Public Opinion Survey Fedder Research Mercadotecnia Consulting D.S. Fraley & Associates 

& Market Research Corp First Market Rsch(J . Reynolds) PlayLab Research Mercadotecnia Consulting 
Doyle Research Associates D.S. Fraley & Associates Research Arts, Inc. Thorne Creative Research Svcs 
D.S. Fraley & Associates Lynn Greenberg & Associates The Research Center Paul A. Warner Associates , Inc. 
lnfoDirect, Inc. PlayLab Research Research Incorporated 

Mercadotecnia Consulting Research Incorporated Schrader Rsch & Rating Svce 
TEACHERS Moosbrugger Marketing Rsch. Thorne Creative Research Svcs Thorne Creative Research Svcs 

PlayLab Research Paul A. Warner Associates , Inc. Total Research Corporation D.S. Fraley & Associates 
Research Incorporated Youth Research/CSi Trotta Associates PlayLab Research 
Schrader Rsch & Rating Svce Paul A. Warner Associates , Inc. 

Research Incorporated 
James Spanier Associates INDUSTRIAL Youth Research/CSi 
Thorne Creative Research Svcs 

Consumer/ Industrial Rsch Svce lB..ECXJvlvl.l.lDS Paul A. Warner Associates , Inc. PARENTS 
Youth Research/CSi First Market Rsch(J. Heiman) Creative Marketing Solutions 

D.S. Howard Assoc ., Inc. Doyle Research Associates Datatactics, Inc. 

GERIATRIC 
lntersearch Corporation D.S. Fraley & Associates Elrick and Lavidge, Inc. 
Kennedy Research Inc. PlayLab Research First Market Rsch(J . Heiman) 

Research Incorporated Market Navigation, Inc. Research Incorporated D.S. Howard Assoc., Inc. 
Research Incorporated Youth Research/CSi Kennedy Research Inc. 

HEALTH & BEAUTY Taylor Research LaScola Qualitative Research 

PRODUCTS 
TrendFacts Research PET PRODUCTS Research Incorporated 

Total Research Corporation 

American Public Opinion Survey INTERNATIONAL 
Research Incorporated TrendFacts Research 

& Market Research Corp Rockwood Research Corp. Wolf/Aitschui/Callahan, Inc. 

The Answer Group 
Research Incorporated Thorne Creative Research Svcs 

D.S. Fraley & Associates 
MALES 

TELECONFERENCING 
Langer Associates , Inc. PHARMACEUTICALS Rockwood Research Corp. 
Mercadotecnia Consulting Fedder Research The Answer Group 
Playlab Research Arbor, Inc. TELEPHONE FOCUS Research Incorporated MEDICAL Consumer/Industrial Rsch Svce 
Schrader Rsch & Rating Svce 

PROFESSION 
Creative Marketing Solutions GROUPS 

Thorne Creative Research Svcs Datatactics, Inc. Market Navigation , Inc. 
Paul A. Warner Associates , Inc. ADI Research, Inc. DTW Marketing Research Group 

Creative Marketing Solutions D.S. Howard Assoc ., Inc. TEENAGERS 
HEALTH CARE DTW Marketing Research Group Market Navigation, Inc. 

MedProbe Medical Mktg . Rsch ADI Research, Inc. 
ADI Research, Inc. D.S. Howard Assoc, Inc. 

Research Incorporated Doyle Research Associates 
Arbor, Inc. lntersearch Corporation James Spanier Associates D.S. Fraley & Associates 
Creative Marketing Solutions Marketeam Associates Total Research Corporation PlayLab Research 
The Data fax Company MedProbe Medical Mktg. Rsch The Winters Group Research Incorporated 
DeNicola Research, Inc. Thorne Creative Research Svcs 
Dolobowsky Qual. Svces., Inc. 

MILITARY POLITICAL 
Youth Research/CSi 

DTW Marketing Research Group 
Fedder Research American Public Opinion Survey RESEARCH TOYS/GAMES First Market Rsch(L. Lynch) & Market Research Corp 
First Market Rsch(J . Reynolds) Mercadotecnia Consulting American Public Opinion Survey Greenfield Consulting Group, Inc. 
Greenfield Consulting Group, Inc. 

Paul A. Warner Associates , Inc. & Market Research Corp PlayLab Research D.S.Howard Assoc., Inc. 
lnfoDirect, Inc. LaScola Qualitative Research Research Incorporated 
K C A Research NEW PRODUCT Mercadotecnia Consulting Youth Research/CSi 
Kennedy Research Inc. 

DEVELOPMENT New South Research 
LaScola Qualitative Research Total Research Corporation TRANSPORTATION Marketeam Associates Brand Consulting Group 
Market Navigation, Inc. TrendFacts Research 

SERVICES MedProbe Medical Mktg . Rsch Creative Marketing Solutions 

Moosbrugger Marketing Rsch . Decision Research PUBLISHING Total Research Corporation 
New South Research Dolobowsky Qual. Svcs., Inc. TrendFacts Research 
Research Incorporated D.S. Fraley & Associates First Market Rsch(J . Heiman) 

Paul A. Warner Associates , Inc. 
Southeastern Institute of Faber Marketing Research D.S. Fraley & Associates 

Research , Inc. First Market Rsch(J. Heiman) Langer Associates, Inc. 
TRAVEL Strategic Marketing Services 

Greenfield Consulting Group, Inc. Research Incorporated 
TrendFacts Research 
The Winters Group D.S. Howard Assoc., Inc. Thorne Creative Research Svcs Research Incorporated 

Langer Associates, Inc. Schrader Rsch & Rating Svce 

HISPANIC Menendez International RETAIL Total Research Corporation 

The Research Center Brand Conswlting Group Analysis Research Ltd. Research Incorporated First Market Rsch(L. Lynch) YOUTH 
Findings International Corp. Schrader Rsch & Rating Svce First Market Rsch(J. Reynolds) Doyle Research Associates Hispanic Marketing James Spanier Associates Langer Associates, Inc. D.S. Fraley & Associates 

Communication Research Strategic Marketing. Svces Research Incorporated PlayLab Research 
Menendez International Total Research Corporation Paul A. Warner Associates, Inc. Research Incorporated 

Youth Research/CSi Strategic Research Corp. 

HI-TECH SENIORS Paul A. Warner Associates , Inc. 

TrendFacts Research K C A Research 
Wolf/Aitschui/Callahan , Inc. 
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Chiropractic 
continued from p. 7 

and 148 respondents said it was safest to 
use, 50 more than the next closest tech­
nique. 

Not only is the Activator instrument 

and 44.) 

Increased validation 
Activator's rankings in the "scientific 

research" and "published paper" attrib­
utes showed a need for increased valida­
tion of the Activator method's effective-

The Activator Instrument (above) uses a metered 
force to make adjustments to the patient. 

safer for the patients, Fuhr says, it is also 
less taxing for chiropractors to use. Other 
methods require them to make adjust­
ments manually by exerting tremendous 
pressure with their thumbs and hands, 
which can result in a chronic muscle 
fatigue that leaves many doctors worn 
out by the time they reach their 40s. 
(Indeed, 73% of the respondents to the 
mail survey were between the ages of 25 

ness through publication of articles in 
recognized scientific and chiropractic 
journals. 

This need for validation was applied to 
the profession as a whole, as the doctors 
expressed their desire for continued sci­
entific research of all chiropractic treat­
ments and their effects on patients. 

"We found that the doctors were very 
interested in information aboutchiroprac-

tic and in scientifically documented re­
search about chiropractic," Olsen says. 

As a result, in 1987, Fuhr formed the 
National Institute of Chiropractic Re­
search, a non-profit organization created 
specifically to increase the level of chiro­
practic research. Since then, he says, great 
strides have been made. 

"It really spurred us on. We've had five 
published papers in blind, peer-reviewed 
indexed journals. , We've got a major 
association with Arizona State Univer­
sity and the Harrington Arthritis Research 
Center." 

Communication with students and 
faculty 

The survey results also pointed out the 
need for increased publicity efforts, fo­
cusing·on communication with the chiro­
practic college faculties, students, and 
practicing doctors about the Activator 
method and the scientific research stud­
ies. 

To this end, Activator Methods re­
placed their 4-page quarterly newsletter 
with a 12-page, bimonthly publication 
called Activator Update. Fuhr began to 
publish the results of the survey in the 
newsletter to show chiropractors where 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~fue~chniq~~oodinfueey~~fue 

Nothing Else Tells 
You So Much About 
the Medical and 
Healthcare Market. 
Market shares. Leading products. 
Fastest-growing companies. All this 
and more.ln the all-new 1989 Medical 
& Healthcare Marketplace Guide. 

There's no other way to keep up with a market 
that changes so quickly. It's the essential guide to the 

multi-billion dollar American healthcare industry. 

• Complete profiles of over 5500 companies, including subsidiaries, affiliates and 
international firms in the US market; both public and privately held companies. 

• Analyzes competitive activity throughout the industry. Segments markets by 
company size, revenue, product line and share of market. 

• Organized to let you examine the industry in a minimal amount of time. 

• And many more valuable features for anyone interested in the healthcare market. 

• All for just $450. 
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profession. 
"I think that did a great deal for us. It let 

people know where we were, and it gave 
(the chiropractors) the confidence to stay 
with (us) or join (us)." 

Another goal , Fuhr says, is to increase 
Activator Method's presence in the cur­
ricula of chiropractic colleges. Progress 
has already been made in this area, he 
says, noting that five years ago, only one 
college was teaching Activator as an 
elective, and now eight are doing so. 

Further research 
Now that the findings of the first study 

have been acted upon, another mail study 
similar to the first one is in the planning 
stages. 

"We may change a few questions, but 
overall it will be very much the same," 
Olsen says. "We're going to see how 
much and in what areas the company's 
corporate image has changed, how effec­
tive the advertising, public relations, and 
direct mail have been." 

"We're going to see if the perception 
has changed," Fuhr says. "What ' s our 
market share? Are we changing it? Is it 
static? How are we doing now?" MRR 
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Nightclub 
continued from p. 8 

brass curios, surrounded by light pine 
wood and touches of green. In the begin­
ning, the club was advertised as "The den 
of your dreams" because of its plush, 
cozy surroundings-which went well 
with the more relaxed pace of happy hour 
but not with the more hectic late-night 
scene. 

"We had tried to put something in that 
the market didn ' t want," Heitzenrader 
says. "David came in and changed it to 
what the market wanted. He said ' You 
need to be a dance club.' " 

Using information obtained from the 
customer research and market analysis, 
the club has repositioned itself in the mar­
ketplace. Monthly sales figures have risen 
more than 250%. 

"Our goal was to increase the happy 
hour business, the base that we already 
had, and bring in new people for late 
night, to let them know that it wasn ' t just 
a happy hour place, it was also an ener­
getic, high-energy dance club that could 
be fun late night," Heitzenrader says . 

HORSEFEATHER S LOUISVILLE WEEKLY SALES 

(SPECIAL EVENTS DELETED) 

Meeting that goal wasn't as difficult as 
it might have been because the biggest 
problem facing the club was a lack of 
awareness on the part of late night cus­
tomers, rather than a negative image, 
which is a difficult obstacle for a club to 
overcome. 

"The good news was, they hadn ' t al­
ienated the market," Townsend says. 
"People hadn ' t come to the club and not 
liked the product and gone someplace 

else. They just had never given it a try. 
Because of the name or the advertising or 
the image, the late night market just didn't 
think it was a place for them." 

Conducting the customer survey 
To get a representative sample of cus­

tomers (frequent and infrequent, 
weeknight and weekend) and dayparts 
(happy hour, transition and late night), 
Townsend typically conducts the com-
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room, a spacious observation room, private client offices and 
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the maximum return. At Rockwood Research we bend over 
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puter survey at least three successive 
nights , either Wednesday-Thursday-Fri­
day or Thursday-Friday-Saturday. 

At the door, cards redeemable for a free 
drink were handed out, explaining that a 
survey was being performed and inviting 
the patron to take part. Those that did 
were seated at a computer to take the 54-
question survey. 

At Horsefeathers, approximately 800 
customers participated. Along with sup­
plying ZIP code and other demographic 
information, customers answered ques­
tions about their perceptions of 

Horsefeathers' food, music, service, and 
decor, their specific likes and dislikes 
about the club, their awareness of promo­
tions, and how they initially found out 
about the club. 

They also provided information on 
club-going habits: Why do they go out? 
How often do they go out? How much do 
they spend? What types of promotions do 
they enjoy most? What radio stations do 
they listen to and when? What is the most 
effective way of hearing about a club? 

Similar questions were also asked in 
the focus groups. The responses were 

broken down by age, sex, daypart prefer­
ence and club-going frequency (for 
Horsefeathers and clubs in general). 

Strengths and weaknesses 
The customer research identified the 

club's strengths and weaknesses, accord­
ing to its various customer segments, 
resulting in design and music format 
changes. It also aided redevelopment of 
the club 's in-house, direct mail , and radio 
advertising. 

A large percentage of frequent custom­
ers indicated that they went to Horsefeath­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ersmainlytomeet~iendsandrelaxafter 
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work, choosing to go elsewhere to dance. 
Some cited dissatisfaction with music 
selection and DJ performance. These 
findings were important because they 
indicated that if the right changes were 
made, these frequent customers would 
probably attend the club more often and 
stay longer. 

Male respondents said they went to 
clubs primarily to meet new people, while 
a large percentage of females indicated 
that they went to clubs for dancing. This 
made it clear, Townsend says, how im­
portant the music, sound system, and 
light show were to Horsefeathers ' female 
target market. Catering to this segment of 
the market is crucial, he says, because if 
a club can attract women, the men will 
follow . 

Radio and direct mail 
Overall, radio advertising and direct 

mail were cited as most the most effective 
promotional tools. Awareness of 
Horsefeathers' radio advertising was 
much higher than in most surveys Enter­
link has done and the club's billboard 
campaign also proved effective. 

32% of the respondents said they first 
heard about the club through word of 
mouth, which is about half of the typical 
response, Townsend says, indicating that 
either the club 's radio, billboard and 
newspaper advertising had been ex­
tremely effective, or that the word of 
mouth was not very good. Townsend 
ventures that a combination of the two 
reasons is probably the most likely expla­
nation. 

Analyzing the research data, the pro­
motion efforts of the club's competitors, 
and past Horsefeathers promotions re-
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~ulted in a barrage of new in-house pro­
motions, mail-outs, and flyers for events 
like the Monday night "Eats and Grins" 
comedy show, Ladies ' Night on Wednes­
day featuring lobster on the buffet, and 
Thursday night alligator races. Other 

Townsend 

promotions to increase repeat business 
were also undertaken, such as Bounce 
Back cards, which are given out on a 
Saturday night, for example, entitling 
customers to reduced drink prices the 
following Wednesday. 

Responsive to radio 
The research showed that two impor­

tant groups-females and 21 to 25 year­
old customers-were most responsive to 
the club's radio ads. Coupled with the 
information supplied by customers in that 
age group on their radio station prefer­
ences and listening habits, the club was 
able to make its radio advertising hit the 
right audience. 

"We were spread out through the mar­
ket on the radio and weren't using one 
particular station, and that station came 
up as being most popular with the people 
we wanted, so we started to use it and it 
brought us success," Heitzenrader says. 

One trap that nightclub management 
can fall into, Townsend says, is the belief 
that radio is the antidote for sluggish 
sales. Often they invest in a massive ad 
campaign when they should be taking a 
hard look at the concept behind the club. 

"You can spend a lot of money on radio 
and get people to come down to the club," 
he says, "but if the product 's not right, 
you 're just throwing dollars away. In the 
surveys we do, asking people how they 
heard about a club, the majority of the 
people say 'word of mouth.' Less than 
10% say the radio. But what the radio can 
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"Hot Mix" do is start the word of mouth up. If some­
body hears about lobsters on the buffet at 
happy hour, for example, they ' re proba­
bly going to talk about that at work. Radio 
is necessary, but it's definitely not the 
cure-all , especially in the club business." 

Once they felt they "had the product 
right," the club took a new approach to 
the content of the radio ads. Previously, 
the spots had focused on upcoming pro­
motions, but more recent spots have 
emphasized the music, to show that 
Horsefeathers is a place for people who 
love to dance. 

This idea was further conveyed by a 
promotion called the Hot Mix, which 
began this spring. From 10 p.m. to 2 a.m. 
every Saturday night, radio station WDJX 
broadcasts four hours of uninterrupted 
dance music live from the club with no 
advertising, except for occasional voice­
overs on upcoming club promotions. Sales 
doubled on the first night and the promo­
tion continues to do well. 

In addition to enticing people to the 
club, Townsend says, the Hot Mix has 
helped reposition the club in the eyes and 
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ears of the market. Hearing the Hot Mix, different, and it gives those under the 
even those who don't go to the club get a drinking age a chance to hear non-stop 

tors." 

definite idea of what kind of a place dance music. Design changes 
Horsefeathers is-and isn't. "Radio stations also like it because it's In response to customer comments and 

"One of the problems we had with tough to sell air time between 10 p.m. and also to accommodate increased late-night 
Horsefeathers was the club's name," 2 a.m. on a Saturday night, and if they've business, design changes were made to 
Townsend says. "Some people in the got a client that's going to buy it every maintain the comfort level of happy hour 
market thought it was a country-western Saturday for three months, they get pretty while adding space for dancing. 
place. By hearing the radio show, they interested." Stand-up drink rails were installed in 
know immediately that we don't play It also has another benefit: it locks out the front of the club to alleviate a problem 
country and western music!" the competition from advertising on that caused by people congregating near the 

Townsend says that along with increas- station during that time period. dance floor, which is located near the 
ing club sales in the other markets he's "They can't run ads, so if somebody is back of the club. 
worked in, theHotMixconceptfrequently driving around looking for a place to go, "If you walked in the front door, even 
brings the radio station's ratings up, all they're going to hear about is our club, if there were a hundred people there you 
because the show is something new and theywon'thearaboutanyofthecompeti- wouldn't see any of them," Townsend 
--------------------~--------~------------~~------~~ 
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says. "It looked like the place was dead. 
People would walk in, look around and 
walk out. So by putting the rails in the 
front, we now have people in the front of 
the club interacting, so when you walk in 
now you see some people." 

Employee survey 
Townsend also conducted computer­

ized interviews and focus groups with 
employees, because he believes that if the 
staff is happy and enthusiastic, and they 
can communicate that feeling to custom­
ers, it can do a great deal towards giving 
the club a positive feel and ensuring a 
lengthy lifespan. 

"The key to longevity is having a great 
staff that's really involved in promotions 
and marketing and can make the place 
feel different and be different, without 
repainting, changing the name, or mov­
ing the dance floor. Every club that I've 
ever seen that had a long life had this­
employees that were involved, that knew 
their customers and would tell them about 
upcoming promotions, and really get the 
customers excited about coming to the 
place." 

The employees were asked what they 
liked most/least about their jobs, what 
their level of job satisfaction was, and 
how they rated relations with manage­
ment. While most employees were happy, 
some cited a need for increased commu­
nication with management, adding that 
they felt their ideas on promotions and 
service were being overlooked. 

"Party Squad" 
To increase management/employee 

communication and give employees a 
stake in the club's success, Townsend in­
troduced what he calls the Party Squad, a 
small group of creative-minded employ-
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ees who are shown basic brainstorming 
techniques, given a budget, and then put 
in charge of organizing a promotion from 
start to finish. Managers are also involved, 
but it is a group decision-making process; 
a manager has no more say than a bar­
tender. 

In addition, the group is given 10% of 
any increase in sales to do with as they see 
fit. They can divide it up among the 
employees, for example, or put into an 
employee party fund. Not only does the 
Party Squad concept totally involve the 
employees, Townsend says, but because 
they create and implement the promo­
tion, it gives them a strong sense of 
ownership of the promotion and a real 
interest in its success . 

"Employees have to feel like they 're a 
part of the place and that they make a 
difference," Heitzenrader says. "Our 
people work real hard but they have a 
great time. A lot of them were here when 
it wasn' t a very successful club, and to 
see it tum around and know they were a 
part of it is great. " 

Another reason this concept can be 
successful, Townsend says, is that em­
ployees are often of the same age and 
income levels as the target customer, so 
they have insight into what promotions 
their peers might find fun and exciting. 

Aggressive approach 
Heitzenrader says that the employees 

and management have responded to 
Townsend's aggressive approach to pro­
motions. 

"His philosophy is that you need to 
have at least one promotion a week that 
lets you own that night in your city. 
Because of the Hot Mix, we own Satur­
day night now without a doubt-we 've 
got a line until 2 o 'clock in the morning. 
We 've taken that philosophy and gotten 
very aggressive with it and said 'We want 
to own two or three nights a week.' And 
right now we own two nights for sure, and 
there is a third that (gives us) as heavy a 
market share as anyone else." 

Heitzenrader credits careful planning, 
based on analysis of the research results 
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and cooperation between Townsend, the 
employees and management for the club's 
resurgence. 

"We 're where we are right now be­
cause we created a marketing plan with 
realistic time frames and executed it very 
well. I think one of the problems with the 
club before was that plans weren't made 
far enough ahead of time to make things 
happen." 

The research confirmed feelings that 
staff and management already had about 
the direction the club should take, he 
says. "But until it comes out on a piece of 
paper, you 're just not sure." MRR 
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Hilton 
continued from p. 18 

from the importance of exercise to the 
value of planning leisure activities ahead 
of time instead of fitting them in when 
you can. 

"It is important to counterattack stress 
with pre-planned weekend breaks," 
Hanson says. "We must all learn how to 
balance the demands of work and home 
between the week and the weekend. And 
when we can no longer tolerate stress, we 
must be able to escape for a fun and 
relaxing diversion." 

Here is a break down by age group of 
how Americans spend their weekends: 

Ages 18-24 
Typically this group spends almost 14 

l/2 hours with friends, exercising, going 
to entertainment events and pursuing 
hobbies and interests. Those in the 18-24 
range say they have more energy than any 
other age group at the end of the work 
week, but they report feeling less ener­
getic after the weekend. 

"This group works hard and plays 
hard-they spend more weekend time on 
both leisure activities and chores than 
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any other age category and spend fewer 
hours on real relaxation and sleep," 
Hanson says. 

Ages 25-34 
This group spends 12 1/2 hours doing 

chores on the weekend, spending 6 of 
those hours cleaning, running errands 
and cooking- more than any other group. 

Ages 35-49 
More time is spent in this group gro­

cery shopping, paying bills and doing 
laundry. 

Ages 50+ 
This group spends almost 7 1/2 hours 

relaxing by visiting friends, reading, and 

"We must all learn how to 
balance the demands of work 
and home between the week 
and the weekend. And when 
we can no longer tolerate 
stress, we must be able to 
escape for a fun and relaxing 
diversion." 

Peter G. Hanson 

pursuing hobbies. Working at their job 
and cleaning are the two tasks that take up 
the most weekend time for them. 

And, the research shows, your defini­
tion of a chore can change depending on 
your age group. For example, many of 
those in the 18 to 24 age group consider 
gardening and cooking to be chores, while 
these same tasks are viewed as relaxing 
hobbies by those in the 50+ age group. 

21 percent of the men said they felt 
very energetic at the end of the work 
week, while on 11 percent of the women 
felt this way. But at the end of the week­
end, 18 percent of women reported they 
felt more rested, as compared to 17 per­
cent of the men. 

The survey showed that women spend 
2 l/2 hours more on chores each weekend 
than men. 

Single men report having the most 
energy left on Friday night, but they also 
report being the most exhausted by the 
end of the weekend. They spend more 
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time than any other group pursuing their 
interests--exercise, entertainment, ca­
reers-and less time doing chores. Among 
all the groups, single men do the least 
amount of housework. 

"It's unbelievable. It's already 
exceeded our projections. 
We've nearly met our initial 
forecast for the entire year of 
what this program might 
deliver to us, and we're only a 
little over halfway through it. 
It re-verifies one thing: pay 
attention to research." 

Robert E. Dirks 

"The only thing they don't seem to 
catch up on is R&R," says Hanson. 

Over 65% of parents want to get away 
for the weekend. They would also like to 
spend more time on the weekend with 
their children, but they say that family 
obligations, time commitments, and cost 
prevent them from vacationing more often 

with their children. 
Parents report averaging almost six 

hours per weekend playing with their 
kids. 92% ofthese parents consider this a 
relaxing andenjoyableactivity, and would 
spend two more weekend hours doing it if 
they had a chance. 

People with children spend 66 percent 
more weekend time cleaning, 43 percent 
more time cooking, and 52% more time 
doing laundry than those without chil­
dren. Married women do the most chores 
of all the groups surveyed, up to 30 per­
cent more than single women. 

Exceeded projections 
The program has been very successful. 

Comparing the BounceBack Weekend 
results thus far to those from a program 
the company ran last year, Dirks says, the 
company is 96% ahead in reservations. 

"It's unbelievable. It's already ex­
ceeded our projections. We've nearly 
met our initial forecast for the entire year 
of what this program might deliver to us, 
and we're only a little over halfway 
through it. It re-verifies one thing: pay 
attention to research." MRR 
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Names of Note 

continued from p. 21 

Ardith (Art) Rivel has joined Chris­
tensen & Associates, Scottsdale, AZ, as a 
senior vice president. Previously, he was 
senior vice president for Yankelovich 
Clancy Shulman. 

Patrick M. Baldasare, president and 
CEO of The Response Center, Philadel­
phia, has been named Entrepreneur of the 
Year in the Service Sector by the Phila­
delphia Commercial Development Cor­
poration. 

Baldasare Glazier 

John Glazier has been named senior 
account manager at the new San Fran­
cisco office of Maritz Marketing Re­
search. Previously, he was director of 
sales and marketing with Sales Resources 
Co. 

Sharon Lewis has joined W olfl 
Altschul/Callahan Inc., New York City, 
as a project director. Previously, she was 
an analyst at Shifrin Research. 

Steve Seidmon has joined Decision 
Research Corp., the market research 

division of Temple, Barker & Sloane, 
Inc. Lexington, MA, as research consult­
ant and director of DRC's Entertainment 
Division. Previously, he was vice presi­
dent for research at MTV Networks. 

Doran J. Levy, Ph.D., has joined Min­
neapolis-based Strategic Directions 
Group, Inc. as executive vice president. 
Previously, he was president of Market 
Structure Research, Inc. 

Michael A. Hardin has been promoted 
to senior vice president-general manager 
for Elrick and Lavidge, Inc. the market­
ing research company of Equifax Inc. In 
addition, Raymond N. Beard, Larry G. 
Gulledge, and Roger L. Bacik have been 
promoted to senior vice president. 

Nielsen Marketing Research, Chicago, 
has promoted to following: Michael Spin­
dler to vice president, national client 
sales and service; Ed Case to vice presi­
dent-director of retailer services. In addi­
tion, Tom Richardson has joined Nielsen 
as vice president-manager of retail infor­
mation applications. Previously, he was 
withJewelFoodsandSuperYalu. Wayne 
Levy has joined as vice president-direc­
tor of product development. 

Nielsen also announces the promotion 
of George Ackerson, formerly Nielsen 
client services manager, to executive vice 
president, national sales, for Logistics 
Data Systems, a company acquired by 
Nielsen in December of 1988. 

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

facility 
• Located in the center of Chicago's prestigious 

North Shore suburbs 

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

-----~.__.1~--~~I ...... Oj~l 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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Mail surveys still 
a viable research technique 
by Tom Quirk 

M y first experiences in questionnaire writing took 
place in the 1960' s when, as director of research at 
Miller Publishing Co., I had the responsibility 

for providing research for 18 trade publications. At that time 
W A TS service was not available and our audiences were too 
scattered to use local field services for local telephone or per­
sonal interviewing services. It was necessary for us to rely on 
mail surveys for most of our primary data collection. 

At the time, we were conducting more than 50 surveys 
annually, ranging in size from double postcards to multi-page 
documents. Although we had considerable lead time for most of 
them, there were a number which were sent out within a day or 
two after the decision had been made that they were needed. 

Although there has been less emphasis placed on the use of 
mail surveys, they nevertheless are an important part of the 
research mix and are often the most effective and efficient 
method of obtaining data. Based on my experience I believe 
there are certain aspects of this type of research which require 
special attention. 

The most persistent criticisms of mail survey techniques re­
lated to the non-respondent bias factor. It seemed that whenever 
the results of a study using this technique were presented, the 
first question asked related to the response rate. Even those who 
had no knowledge or direct experience with research believed 
there was some specific response percentage which legitimized 
the results. It was a number which had been given to them from 
"on high" and had to be equaled or exceeded in order for the 
results to be valid. It is the type of question which is rarely asked 
when the results are obtained using other techniques. 

Those who have the responsibility of presenting research 
findings do not want to get bogged down in controversy regard­
ing the validity ofthe results . There are a number of ways which 
response rates can be enhanced to the point that this question 
becomes moot. Each involves careful list selection. The re-
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searcher must know as much as possible about the list which 
he or she is using. It will have as much to do with questionnaire 
development as with delivery rates. 

The most obvious questions relating to any list involve de­
liverability. It is critical that the list be current and that the pro­
vider of the list make a sampling available for testing. Some list 
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• 
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confirmation letters and much more. 

To learn more contact: 

ECF Systems Development 
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(Demonstration Disk Available) 
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houses promise a 95-plus percent delivery rate, but this is not 
sufficient because in the mail rooms of many companies, mail 
addressed to individuals no longer employed is simply dis­
carded. 

Other areas of consideration regarding lists include: 
1. The updating of the list. The high mobility of our popula­

tion makes it imperative that any list used be updated fre­
quently. 

2. The breakdown of categories in the list. The more infor­
mation available about the people on a list, the easier it will be 
to target your mailing. 

3. The availability of special programs. These allow custom 
selections by state, ZIP code, random selection, etc. 

Specific information regarding the types of individuals on 
the list is important for the development of the questionnaire. If 
one is to achieve a high response rate it is important that each 
of the respondents find that the survey applies to himself or 
herself. Every individual receiving the survey should see ques­
tions which are directly applicable to them. We want everyone 
to get into the questionnaire and feel that it was designed for 
them.lfthe researcher does not do this then it is possible that the 
response rate will be adversely affected and that the non-re­
spondents will be different than the respondents. Projecting the 
results to the entire universe may not be valid in that situation. 

One example ofthis problem which I recall occurred when an 
editor of one of our publications, Feedlot Management, decided 
to conduct his own editorial survey on the use of horses in cattle 
feedlots. It was a postcard-sized questionnaire with three ques-
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tions: 
1) Do the individuals have horses for use in their feedlot? 
2) How many? 
3) How are they used? 
Over 80% of the respondents indicated they were using 

horses in conjunction with their cattle feedlot operations. The 
editor was excited because he believed that he had discovered 
something concerning thi s type of operation which had been 
previously mentioned in articles relating to management prac­
tices. He was ready to report the results at the time our research 
department became aware of his survey. We were asked to 
review the data. 

First, we found the response rate to have been less than 10%. 
We also discovered problems with the sampling technique. We 
were able to convince the editor that he should delay reporting 
the results until we had done a follow-up survey to determine if 
the initial results were valid. 

Our questionnaire was approximately one page in length. We 
started with some general questions which would be applicable 
to all cattle feedlot managers. After asking for this information 
the questions relating to horses were presented. The survey 
ended with open-ended questions concerning editorial inter­
ests. The survey was mailed to a properly selected sample of the 
circulation. 

The response rate for our questionnaire exceeded 50%. Less 
than 10% of our respondents indicated ownership of horses as 
compared to the 80+% in the earlier survey. The initial survey 
had elicited responses primarily from those who saw the ques­
tionnaire as being applicable to them. By providing a question­
naire which was much more inclusive, the results were dramati­
cally changed. 

There were many advantages to learning the questionnaire 
writing process as I did. Preparation is more critical because 
once the commitment is made regarding the questionnaire and 
the sample, it is difficult to correct errors. Although custom­
mail questionnaires have declined in importance they can still 
be valuable data collection tools when used properly. MRR 
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Trade News 
continued from p. 20 

Americans are favorably impressed by 
the quality of German and Japanese prod­
ucts; in fact, more Americans rate these 
countries' products as superior in quality 

than do so for American goods. 
A further reflection for the high regard 

for Japanese products is thatJapan is seen 
as being unfairly blamed for America's 

economic problems by much of the 

American public. 
The more upscale segments of the U.S. 

population have a particularly favorable 
impression of German and Japanese 

goods. College-educated consumers, and 
those with annual incomes of $50,000 or 

Country's products are of superior quality 

Consumers earning $50,000 
or more annually 

Japan Germany 

Excludes those having no opinion 

United 
States 

College-educated 
consumers 

Japan Germany 

Excludes those having no opinion 

Qualllty ratings of U.S. 
and foreign products 

Germany 

United States 

Japan 

Korea 

~Superior 

.. Poor 

Negative 

17% 

Taiwan 
69%~~~~~~~~~ 

42 

~Good 

mmJ Not very good 

United 
States 

more, are much more likely to believe 
that the products of Germany and Japan 

are of superior quality than they are to 

bestow the same laurels on American 
manufacturers. About one third of upper­

income consumers designate German and 
Japanese products as superior in quality, 
only one-fifth believe U.S. goods to be in 

the same class. Among college-educated 

Americans, the results are even less fa­
vorable for U.S. manufacturers: German 
and Japanese products are deemed to be 
of superior quality by 29% and 37%, 

respectively. U.S. products are rated this 
highly by only one college graduate out 
of ten. 

Among American consumers overall, 

the preference for foreign products is less 

pronounced than among the more afflu­
ent segment of the public; nevertheless, 
Japanese (25%) and German (21%) prod­

ucts do rank ahead of American goods 
(20%) in terms of ratings for superior 

quality. 

Korean and Taiwanese products con­

tinue to suffer from an image of cheap­
ness and shoddy quality. Virtually no one 
rates the goods of these countries as being 
of generally superior quality, while more 

than half rate their quality as not very 

good or poor. 

The praise that Americans lavish on 

Japanese products may help to explain 

one aspect of the U.S. public's attitude 
towards trade with Japan. A majority of 

Americans (54%) believe there is truth in 

the statement that the U.S. is blaming 
Japan for its own economic problems. At 

the same time, there is a large proportion 

(42%) who accept the idea that Japanese 

companies are competing unfairly. 
Americans' opinions on this issue are 

divided along generational lines. The 
belief that Japanese companies are com­

peting unfairly with their American 
counterparts is held by 48% of people 

aged 60 or older, compared to 35% of the 

under 30 age group. While 40% of senior 
Americans believe that Japan is being 

blamed unfairly for the United States' 
own economic problems, about two-thirds 
( 63%) of young Americans believe Japan 

is a scapegoat for America's economic 

woes. MRR 
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Corrections 

The facilities below were inadvertently omitted from the 
1989 Telephone Interviewing Facilities Directory: 

Campos Market Research 
216 Blvd. of the Allies, 3rd Fir. 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 
30 20 30 30 

MarketWise, Inc. 
821 Baxter St., Ste. 302 
Charlotte, NC 28202 
Ph. 704-332-8433 
Fax 704-332-0499 
10 0 10 0 

Research Interviewing Center 
1 Cascade Plaza, 21st Fir. 

44 

Akron, OH 44328 
Ph. 216-762-2141 
Fax 216-796-3369 
32 32 32 0 

In Touch Research, Inc. 
1710 Highway 6 So., Ste. D. 
Houston, TX 77077 
Ph. 713-497-2828 
Fax 713-497-4059 
16 0 16 16 

In addition, please note the change in the following listing 
from the the 1989 Telephone Interviewing Facilties Direc­
tory: 

New Directions Marketing Research, Winter Park, Fla., has 
a new fax number: 407-740-7575. 
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Trade Talk 
continued from p. 46 

making it too verbal, you also risk getting wrong answers, 
because you're asking the respondent to diagnose his behavior 
himself. The Greeks already knew that the most difficult job is 
to know one's self." 

He cites an example from one of his early studies for Chrysler 
Corp. Based on interviews it had conducted, the car maker was 
convinced that men made the car buying decision. But when the 
company began to question the research findings, it consulted 
Dichter. Instead of asking the respondents to tell him who made 
the decision , Dichter asked each one to to describe exactly what 
had happened when they bought their last car. 

"A typical answer was 'We got intoouroldcar, we went from 
one dealer to another, we compared trade-in allowances, we 
took a test drive and we bought the car.' And I would stop them 
and ask How come you're saying 'we' all the time? I thought 
you made the decision. And they would say 'Oh, I forgot, my 
wife was along.' " 

Based on this, Dichter recommended that Chrysler address 
their advertising more prominently to women. It did, and sales 
took off. 

" It is the motivational researcher's job to uncover the ' why,' 
because we don 't even know why ourselves, and if we did we 
would probably repress it," he says. 

He expected repression of a different sort to hinder the Soviet 
consumer interviews, but though some respondents were ini­
tially hesitant to participate because of fear of government 
surveillance, most spoke freely. 

Dichter and his colleagues had a list of possible participants 
for the research , but they also depended upon word of mouth 
to gather subjects, asking participants to recommend people 
who might be willing to take the survey. It wasn ' t a strictly 
scientific approach, but given the political climate, the enormity 
of the country, and a host of cultural and bureaucratic barriers, 
he says, it was difficult to apply the same sampling standards 
used for a Western-style public opinion survey. 

The interviews typically lasted about 30 minutes, depending 
on each respondent' s level of talkativeness. To familiarize the 
Soviet interviewers with his style of questioning, Dichter 
brought with him an interviewing guide already translated into 
Russian. 

"I'm more inclined to conduct the interviews in a free 
rambling way. We use a guide instructing the interviewer to 
lead the conversation but not to interfere. When the respondent 
gets off the subject we don 't stop him, because often you get the 
most valuable information from these asides." 

The most surprising findings came in the area of the Soviets' 
perception of advertising, particularly Western advertising, and 
the existence of brand consciousness. 

"I expected that they would be rather hostile vis-a-vis western 
advertising, calling it frivolous and so on, but we found a great 
deal of admiration for it. They said it was sort of a glimpse into 
heaven, a door half open. They said 'There are all these things, 
we wish we could get them.' It 's a very fertile ground for 
modem advertising." 
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Those interviewed had very few criteria to determine the 
quality of a product, Dichter says. Some brand names were 
well-known, and frequently, a product's perceived quality was 
dictated by its country of origin. Tests were performedplacing 
labels which said, for example, "Made in Switzerland,'"'Made 
in USA," "Made in USSR," or "Made in Germany," beneath 
various products. While the study isn ' t finished yet, Dichter 
says, "Made in USA" had a very high preference, while "Made 
in USSR" didn't. 

Though this type of test yielded clear-cut answers, Dichter 
also used a number of projective tests, similar to a Rorschach 
test, where respondents were required to project themselves 
into a situation by explaining what was happening in a picture. 
For example, one image featured a sun half visible over the 
horizon. The respondent was asked: Is it rising or setting? 
Which country is it in? 

"That's a better way of asking 'What are you satisfied or 
dissatisfied with in your communist country? ' " 

The use of this kind of open-ended question put him at odds 
with a member of the Soviet sociological institute that assisted 
during the interviewing. 

"We use a lot of open-ended questions in motivational 
research to get free flow of associations from the people. He 
didn ' t understand this because he only knew about quantitative 
research. He wanted yes and no answers. He finally came 
around, but he kept wondering about the picture of the sun on 
the horizon, asking 'How can you tabulate responses to it?' " 

Along with occasional professional difficulties, Dichter also 
experienced cultural problems. Upon arrival in Moscow, it took 
him two hours to check in to his hotel , despite having reserva­
tions and paying the necessary bribe. The hotel was miserable, 
he syas, a huge Pentagon-like fortress with seven guarded 
entrances. 

He speaks of corrupt taxi drivers who tell you to get out of 
their cab if you question the steepness of their flat fare rate. They 
are part of an underclass, he says, who survive by illegal means, 
by, as the Russians say, "Doing things the left way." For 
example, a chauffeur for a top government official will run side 
trips to make extra money while waiting for his passenger to 
return, or he will siphon gas from the car and sell it. 

Dichter says he thinks the Soviets are hopeful that Gorbachev 
will be their salvation, but some are not convinced he will last. 
"The reaction commonly was 'What good is perestroika if we 
still can't buy the things we need? '" 

Gorbachev's changes also apparently haven't quelled Soviet 
interest in America. Dichter's hotel room was broken into, but 
instead of taking money, the burglars made off with several 
interior photos of an American supermarket which Dichter had 
brought with him. 

"I went to a supermarket near my office and took photographs 
so that I could show them (to people in the USSR), and before 
I could do that, they were stolen!" 

Though some Soviets have decided to stick it out and wait for 
things to improve under Gorbachev, Dichter says nearly every­
one he spoke with wanted to know if he could help them get to 
America. "That always came at the end of the discussion," he 
says. "They would always say 'By the way ... "' MRR 
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by Joseph Rydholm 
managing editor 

Uncovering the soul of 
the Soviet consumer 

C onducting consumer research in America presents its 
own set of difficulties, such as time constraints, budget 
concerns, and getting the right information from the 

right people. But imagine trying to do research in the Soviet 
Union, where until very recently capitalism was officially con­
sidered a dirty word and where "shopping" is little more than 
extended waits in several lines. 

These were just some of the obstacles faced by Dr. Ernest Di-
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chter, a pioneer in the field of motivational research, when he 
visited the Soviet Union this spring to investigate Soviet citi­
zens' reactions to consumer goods and advertising, to uncover, 
as he puts it, "the soul ofthe Soviet consumer." It was one of the 
first of what will undoubtedly be many journeys into Soviet 
research as the U.S.S.R.'s nascent capitalism blossoms under 
Mikhail Gorbachev's perestroika. 

Dichter was asked to do the research as part of a joint venture 
between an Austrian communi-
cations company, M D Enter­
prises, and a Soviet publishing 
company, V neshtorgizdat. 

"MD hit on the idea of estab­
lishing a center in Moscow to fa­
cilitate East-West trade," Dich­
ter says. "They called and asked 
if I'd like to be a consultant." 

Born and educated in Vienna, 
Dichter emigrated to the U.S. in 
1938 and began conducting his 
psychological research in mar­
keting and communication. Over 
50 years and 6500 studies later, 

Dichter 

he has established himself as an expert in motivational research. 
In addition to guiding his company, Ernest Dichter Motiva­
tions, Inc.-which is headquartered in Peekskill, New York, 
with branches around the world-he is professor of marketing 
at the Westchester Campus of Long Island University. 

The work of a motivational researcher is devoted to uncover­
ing the hidden reasons why consumers make decisions­
reasons hidden especially to the consumers themselves. It is a 
difficult task, Dichter says, because to get at the "truth," you 
must ask the right questions in the right manner. 

"When you want to know why, you run a number of risks ," 
he says, "because by asking people for the reasons behind their 
actions, you can get erroneous, rationalized answers. And by 

continued on p. 45 
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We Cordially Invite You 
... to learn marketing research methods and applications from the professionals who have done more customized marketing 
research and have taught it to more people than ID!YOne 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- bes t 2 day semina r I've ever had! Tota lly ta rge ted 
-very well done. Bes t (seminar manua l) I've seen in terms 
of walking away with a great memory jogger. 

Ma nager, ICI Pharmaceuticals 
2. Outstanding! Will recommend for the entire profess iona l 

staff at Ford. Extremely helpful for doing my job. Excellent, 
we ll la id out (manua l). 

Project Manager, Ford 
3. Fabulous seminar. Covered a wide range of difficult informa­

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

Presiden t, Marketing Consulting Comp_@)' 
4. Excellent- Covered more information in more deta il and 

certa inly more immediately useful methodology than the 
two semes ters of business resea rch methodology that I had 
just completed in an MBA program. Exciting, energe tic, 
knowledgeable and effecti ve presentation. 

Opportun ity Analyst, Dow Chemical 
5. Fantastic! Even though I have an M.S. in stats, I have never 

had such a clear pictu re of how to apply s tat techniques 
before. Wonderful examples to expl ain the theories, idea , 
philosophie - superb (speaker)! Helped to motivate me to 
expand my use of different techniques and explore more 
possibilities. 

Market Research Analyst, Consumer Power Comp..@J' 
6. Great seminar. Concentrated - pratical - directed. Engag­

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

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

(the speaker) knows materia l in ide and out , eas ily access i­
ble, applied situation in real li fe to what we were learning. 

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

the ana lys is needs and interp re t the results effectively. Thank 
you . Nothing was a was te of time. 

Assistant Manager, AT&T 
9. Outstanding semina r. I learned a great deal and thi s semi­

na r tied together a great deal of in formation that I had been 
exposed to but never trained in. Outstanding (speaker) used 
a lot of analogies that helped with the unders tanding of a lot 
of concepts. This course made marketing research more in­
teres ting to me. 

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

resea rch, and more important, the material was made very 
understandable because of the context in which each tool 
was desc ribed. The speaker ca n' t be beat. 

V.P. , Group Research Director, Leo Burnett Advertising 
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The Burke Institute 
Schedule of seminars April-September 1989 

1. Practical Marketing Research 
Philadelphia .. ...... Apr. 17-19 
Cincinnati ..... . .. . May 8-10 
Atlanta . ........... May 22-24 
Toronto ... . ....... June 19-21 
Boston . ..... .. . ... July 12-14 
Washington D.C. ... July 31-Aug. 2 
Orlando .. . .. .. . . .. Aug. 14-16 
Cincinnati . ........ Sept. 11-13 
Los Angeles . . .. . ... Oct. 2-4 

2. Marketing Research for Decision 
Makers 
Cincinnati . ... . . ... Aug. 22-23 

3. Questionnaire Construction 
Workshop 
Chicago . ......... . April4-5 
Boston .... . .. . .... May 2-3 
New York . .. .. .. ... July 18-19 
Cincinnati . . . ...... Sept. 18-19 

4. Questionnaire Design: Applications 
and Enhancements 
Chicago . . ..... . .. . April6-7 
New York ... .. ..... July 20-21 
Cincinnati . .. . .. .. . Sept. 20-21 

5. Computer-Assisted Questionnaire 
Design & Data Collection 
Cincinnati . ... . . .. . Sept. 22 

6. Focus Groups: An Introduction 
Boston . ..... . .. ... May 4-5 
Orlando .. . .. . . .... June 21-22 
Washington D.C. . . . Aug. 10-ll 
Cincinnati . .. .. .. . . Sept. 20-21 

7. Focus Group Moderator Training 
Cincinnati ... . .. .. . Apr. 25-28 
Cincinnati .... . .... June 13-16 
Cincinnati .. .. ..... July 11-14 
Cincinnati ... .. .. . . Aug. 8-11 
Cincinnati .. .. . ... . Sept. 5-8 

8. Writing Actionable Marketing 
Research Reports 
Cincinnati ..... . ... May 11-12 
Toronto .... . . .... . June 22-23 
Washington D.C. . . . Aug. 8-9 
Cincinnati . .. .. . ... Sept. 28-29 

9. Effective Oral Presentation of 
Marketing Information 
Cincinnati . .. . .. ... June 7-9 
Cincinnati ... . .. . .. Oct. 2-4 

10. Managing Marketing Research 
Chicago .... . ... . . . April12-13 
Cincinnati . .. . . .. . . June 20-21 
Orlando .. . .. . ..... July 25-26 
Cincinnati . .. . . .. .. Oct. 2-3 

11. Applications of Marketing Research 
Philadelphia ........ April20-21 
Atlanta . . .......... May 25-26 
Washington D.C .. .. Aug. 3-4 
Cincinnati . . .. .. ... Sept. 14-15 
Los Angeles ... . ... . Oct. 5-6 

12. Product Research 
Chicago . .. .... .... May 16-17 
Cincinnati ......... Aug. 28-29 

13. New Product Forecasting 
Cincinnati ... . ... . . Aug. 30-31 

14. Advertising Research 
New York . .. . . ..... May 18-19 
Chicago ... . .. .. ... July 20-21 

15. Positioning and Segmentation 
Research 
New York . ......... May 16-17 
Chicago . .......... July 18-19 

16. Customer Satisfaction Research 
Chicago .. .. . ..... . May 18-19 
Orlando ........... July 27-28 
San Francisco . .. ... Sept. 28-29 

17. Tabulation & Interpretation of 
Marketing Research Data 
New York ......... June 5-6 
New York . . .. . . .. . Aug. 14-15 

18. Tools and Techniques of Data 
Analysis 
Chicago ......... . . Aprill7-19 
New York .... . . . .. . June 7-9 
New York ........ .. Aug. 16-18 
Cincinnati . .. . .. ... Sept. 25-27 

19. Practical Multivariate Analysis 
New York . .. . ... ... April24-26 
Cincinnati .... ... .. June 26-28 
Chicago .. .... . .. .. Aug. 21-23 
San Francisco . ... . . Sept. 25-27 

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

21. Practical Conjoint Analysis 
Chicago .. . . .. . . ... Aug. 24-25 

22. Planning Market Strategy & Tactics 
Using Actionable Research 
Cincinnati ......... May 25-26 
Cincinnati . .. .. .... Aug. 24-25 

23. Effectively Selling Marketing 
Research Services 
Cincinnati . .. . .. ... July 17-18 
Cincinnati ....... . . Oct. 5-6 

Four Week Certificate Program 
Cincinnati . .. . . . ... Sept. 11-0ct. 4 

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 Dr. David Pierce, Vice President, or Dr. Sid Venkatesh, 
Managing Director, at 800-543-8635 x3775. 

Circle No. 806 on Reader Card 



7 
e of it 

4 

8 89 9 

Maritz CustomerCare® 
Can Increase Your 

Studies prove the top half 
of companies in quality 
ratings can grow twice as 

Profits! tions on a daily basis. It employs 
research, training, communication 
and motivation programs to close 

fast ... charge 9% more than competitors 
.. . and gain 6% market share yearly! 

These incredible statistics come from the Strategic 
Planning Institute, using the Profit Impact of Market 
Strategy (PIMS) database of 450 business units. Cus­
tomerCare from Maritz Marketing Research can put 
your company on the path to results like these. 

For ten years, we've been a leader in customer satis­
faction research, working with clients in the automotive, 
telecommunications, entertainment, travel and other 
fields. Using CustomerCare, Maritz can identify, measure 
and track satisfaction-and also implement programs to 
influence satisfaction. 

CustomerCare is a systematic service quality pro­
cess that helps your company meet customer expecta-

St.Louis Atlanta Chicago 
(314) 827-1427 (404) 256-4080 (312) 759-0700 

New York Minneapolis Agri./Ind. 
(201) 292-1775 (612) 922-0882 (314) 827-2305 

Dallas 

performance gaps. 
CustomerCare is backed by the resources of Maritz 

Inc., a world leader in performance improvement. Expe­
rience, expertise, convenience, consistent quality and 
service excellence are all part of choosing Maritz. 

Let Maritz Marketing Research put your company 
on the path to sustained growth. Call the office nearest 
you or for more information, contact Marsha Young, 
Director of Customer Satisfaction, Maritz Marketing 
Research Inc., 1395 N. Highway Drive, Fenton, MO 
63099, (314) 827-1898. 

~ MARITZ' 
l!IIJ MARKETING RESEARCH INC. 

San Francisco Automotive Group 
(214) 387-0010 (415) 391-1606 Detroit (313) 540-2200 

Los Angeles (213) 323-2882 
Los Angeles Toledo Toledo (419) 841-2831 
(213) 809-0500 (419) 841-2831 
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