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THE 
CUTTING 

EDGE 
· GENESYS, the first commercially available 

in-house RDD system, continues to push the 
boundaries of market research innovation. 

The same commitment we've applied to 
providing the most accurate and reliable statistical 
samples in the industry, we're now bringing to 
increasing interviewer productivity. 

NO COMPROMISE SAMPLING. Increasing 
sample and interviewer productivity doesn't have to 
result in statistical compromises - a trade-off that 
can ultimately damage the integrity of the study. 
Since its introduction in 1988, GENESYS has 
pioneered techniques that increase productivity 
without sacrificing quality sampling procedures. 

A case in point is our recently introduced 
Business Purging Methodology. A revolutionary 
improvement, GENESYS Plus provides the desired 
higher dialing efficiency while retaining the nearly 
one million households that other purging methods 
eliminate. 

THE NEXT GENERATION. The future is near. 
In development over the last year and a half, the next 
generation of GENESYS products will bring you: 

• A major enhancement to the industry's best 
B1.1siness Purging system 

• Dial-up access to GENESYS 
• A new GENESYS option providing true epsem 

RDD samples with a minimum 80% hit-rate 

In other words, an array of tools that will provide 
sampling quality and interviewing efficiency beyond 
your wildest dreams! 

To find out more, give us a call at (215) 521-67 4 7 
and join us on the cutting edge. 
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GENESYS 
SAMPLING SYSTEMS 

Marketing Systems Group 
Scott Plaza II • Suite 630 • Philadelphia, PA 19113 

GENESYS and GENESYS Plus are trademarks of the Marketing Systems Group 
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Announcing a Quick 
Change Right Before 

Your Eyes 

Locations: Boston, MA • Albany, NY 
• New York, NY • Moorestown, NJ • 
Philadelphia, PA • Bethlehem, PA • 
Norfolk, VA • Durham, NC • Greens­
boro, NC • Nashville, TN • Atlanta, GA 
• Melbourne, FL • Orlando, FL • 
Tampa, FL • Oklahoma City, OK • 
Austin, TX • San Antonio, TX • Cor­
pus Christi , TX • Houston, TX • De­
troit, MI • Cincinnati, OH • Chicago, 
IL • Minneapolis, MN • St. Louis, MO • 
Denver, CO • Santa Fe, NM • Phoenix, 
AZ • Seattle, WA • San Francisco, CA • 
Sunnyvale, CA • Los Angeles, CA • 
London, England 

A Unit of Equifax Marketing Services, Inc. 
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QUICK TEST 
IS NOW EC{UIFAX 

Tile 
1Hformatio1l 
Source 

America's most sophisticated data collection company 
now has an even more sophisticated corporate name. 
Quick Test Opinion Centers will now be known as 
Equifax, the information source. But while we're 
beginning to change our signs there won't be any 
change in the terrific way we serve you. Over 50 Eqm­
fax data collection facilities will be at your service as 
usual with one quick and easy call. Whtch means from 
shopping mall interviewing to WATS telephone inter­
viewmg, your single source for state-of-the-art data 
collection will still be us. Equifax. One powerful name 
now carrying on the Quick Test Tradition. 

Philadelphia office 

215-564-1670 
FAX: 215-568-3279 

Boston office 

508-872-1800 
FAX: 508-875-4719 

New York sales office 

212-682-1221 
FAX: 212-867-3212 

Los Angeles office 

818-995-1400 
FAX:'818-995-1529 

Copyright 1990, Equifax Inc., Atlanta , Georgia. All rights reserved. "Equifax" 
is a registered trademark of Equifax, Inc. "The Information Source" is a 
t rademark of Equifax, Inc. 
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Your team needs 
tbe best stats if you 
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 198s GHrs 
likely to buy. soles leads to identjfy 

.reps, who the~oc~ S~uo/ified /:J:ers most 
m Previous Year. OSed 31% more soles pe to com, IXlny 

· reo I than 
Entered and anal J986 

SPSs to spotfi ht 6:sted customer-surve d 
development ~rese openings for ne: oto with 
as text-and · ph . nfed findings to to Product 

-gro ICS report. P management 
Devised optimum . 1987 
~otipns using SmPSstx of advertising, direct m ., 
1..1\J!,J:)rea sol analyses at and 

es 23% while cutfi· , reports and groph 
ng expe b s. 

Promoted to Morken 1988 nses y 1%. 
ngMonoger. 

Correspondence analysis. Perceptual 
mapping. And greater overall ability for 
categorical data analysis than any other 
software ever made. 
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And you're supported every step of 
the way by the entire SPSS team. With 
ongoing upgrades, documentation and 
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million users. 

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

1-312-329-3308. 
And start building the stats that can 

win you a title. 

Best in the final analysis. 
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It watches like a hawk 

Focus groups aid positioning of 
new boiler control technology 

by Joseph Rydholm/managing editor 

I 
ntroducing any new product can 
be difficult, but when that prod~ct 
is very different from anythmg 

else on the market, the process can be 
especially tough. Proper positioning can 
make or break the product' s chances of 
success. 

This was just one of the issues facing 
the Cleaver-Brooks Co. in late 1988 as 
the Milwaukee-based manufacturer of 
boilers and boiler control technology sat 
poised to unveil "The CB-Hawk," an 
innovative new boiler control system it 
developed in conjunction with Hon­
eywell. 

Steve Connor, general sales manager, 
Cleaver-Brooks, says that several fea­
tures set the computer-based system apart 
from others on the market. 

"The Hawk replaces normal electro­
mechanical pressure and/or temperature 
controls with state of the art, solid state 
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sensors that continually monitor boiler 
and burner operation. By glancing at the 
unit 's LCD display, the operator can tell 
exactly what mode of operation he 's in , 
what the pressure and temperature are," 
he says. 

Because the unit is programmed to 
"know" the characteristics of the boiler it 
is attached to, if a problem occurs, it will 
shut down the boiler, provide a fault 
history, and show a diagnosis. 

A communications interface called the 
CB-Hawk Link lets the operator monitor 
boiler operation on-site or remotely, us­
ing a computer and modem. Connor says 
that the integration of all these features 
into one system is what makes the Hawk 
so different. 

Focus groups 
Because of the Hawk 's features and 

benefits-many of them previously un-

available in such a product-Cleaver­
Brooks held focus groups with prospec­
tive buyers from a variety of industries 
and applications, such as hospitals, manu­
_facturing plants, schools and universi­
ties. 

"The main reason for the focus groups 
was to determine how we were going to 
position the product," Connor says. "We 
were looking for prospective buyers' hot 
buttons. What features did they respond 
to? Rate control? Local and remote 
communications? Advanced diagnostics? 
What was important to them?" 

Curtis Gorrell , vice president, account 
supervisor, at the Milwaukee office of 
Starmark, Inc., a marketing communica­
tions firm that assisted Cleaver-Brooks, 
says that determining the product 's target 
audience was also an important goal of 
the research. 

"We had made a number of assump­
tions about whom the buying influences 
could be. But these assumptions were 
based on what we knew about the boiler 
room and what we knew about the hierar­
chy of buying based on our experience 
with boilers. With a control product and 
with all of the different people it could 
impact- facility managers, building 
owners, deve lopers-people that we 
weren ' t as used to dealing with in the 
marketplace, we had to test our assump­
tions, and the focus groups were the best 
way to determine how these different 
audiences were motivated in terms of 
features and benefits. 

"We knew the product had a whole 
series of features and benefits, but it 's 
one thing for us to have an opinion , it 's 
another thing for a customer to tell you 
what really is important." 

Quirk's Marketing ResearchReview 



To ascertain the importance of the 
various features and benefits, respondents 
were asked to rate their choices. Discus­
sions were used to elicit opinions and 
clarify any questions about the product's 
operation. 

"We not only probed their initial opin­
ions, but we also gave them some things 
to react to and ideas to talk about. That 
was nece sary in this instance because 
the product was so new. Some of the 
things we brought up as features and 
benefits were simply never available 
before," Gorrell says. 

April, 1990 

Cle~tiarooks· r> ~· , __ , 
Linked with observers 

In addition, the moderator was linked 
viaearplugtoCleaver-Brooks,Honeywell 
and Starmark observers in an adjacent 
room. 

"We had the ability to ask (the modera­
tor) to probe a certain issue or to modify 
the way she was asking a question so that 
the experts who were watching could 
help the moderator guide these people 
through the technical data. Particularly 
with the engineering group, there were 

minutes of the discussion when I just 
didn't know what they were talking about, 
and I've been working on this account for 
years! The probing was definitely an aid 
in getting to the results and it was set up 
in such a way that there was no compro­
mising, at least in our opinion, the valid­
ity of the findings." 

Two audiences 
Two target audiences emerged from 

continued on p. 42 
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To Find The Answers You Need. 
Even the best data is worthless-if you don't know how to usc it. At The Wirthlin Group we realil'.r that obtaining marketing data. 

in itself. is not a goal. But learning how to usc it is. 

That's Why We Offer Seminars. 

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

After all-providing Decision Making Information is our specially. 

Our Seminar Program 

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

" ... very thorough, clear, comprehensive. and fun:· 

·: .. maintains a good energy level. He does a vct;v good job of 
getting audience participation." 

"Vel')' knowledgeable but humble. As a result, he was able 
to communicate his message." 

. . ex tremely knowledgeable, articulate. great teaching 
skills ... " 

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

" I can usc !the material! in my day- to-day work. 

" He gets a lot of information across in a short period of time 
and it is information that ca n be put to practica l usc." 

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

" The speaker makes you think and gets par ticipants 
Involved In discussions. Real. live examples keep the 
seminar Interesting." 

"relevant to my job." 

"Real-world applications. iVot jusltheoo!" 

You will learn how to obtain the most actionable information. how to leverage it and how to apply il toward developing an effective 
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• Marketing Research • Strategy Development • Research Design and Data Analysis 
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Jan. 23 - 25 
April10 -12 

Applications and Benefits of Research In Developing 
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Effective Analysis Techniques for Interpreting 
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Questionnaire Design and Effective Data 
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San Diego 
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March 20-22 
June 4-6 

March 5,6 
May 30, 31 

Plu we're so confident about the va lue 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 mail. Or ca ll Ms. Marian Ch irichella at 1-800-332-462 1 for more infor·mation on : 

• seminar program 
• corporate team discount 

The Wirth lin Group® 
Decision Making Information for Intelligent Choices. 
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Combining banner points­
is the variance correct? 

by Gary M. Mullet 

Gary M. Mullet is a visiting professor in the Management 
College at Georgia Institute ofTechnology. His previous mar­

keting research experience includes several years with Sophis­

ticated Data Research and Burke Marketing Research. He has 

also taught at the University of Michigan and the University of 
Cincinnati. A reformed theoretical statistician, he is the author 

of several articles on statistics as applied to marketing research 
and is an active presenter at meetings of various professional 

societies. 

M 
ost of us have learned a lesson that bears repeating, 
especially since we just celebrated Valentine's Day 
a few months ago: Don't take your significant other 

for granted. An equally important lesson-which some have 
yet to learn-is: Don't take your data tabulation package for 
granted. 

While Dear Abby, Dear Ann, and Dr. Ruth can help us with 
the former lesson, the example below, which shows why our 
data tabulations are not always what they seem to be, should 

help with the latter. 
In what follows, I won't be talking about straight data 

tabulation-vanilla tab, as it's known to some. Most tab pack­
ages perform equally well on such tasks. However, frequently 
analysts require weighting or pooling of a particular group of 
banner points. It's here that taking our tab package for granted 

may cause problems. 

The problem 
Here's what happened. While looking at some tabs recently 

(and I don't even know what the tab package was, so I can't say 

April , 1990 

if the one you use is guilty), three particular banner points were 
ofinterest-"Brand A," "Brand B," and "Brand A & Brand B." 

In other words, tabs were requested for Brand A, alone, Brand 
B, alone (these were independent cells), and, in this case at least, 
the combination of Brand A and Brand B. That is, the last 
banner point was to consider the two sets of brand information 
as if they came from a single sample of 250 respondents. The 
usual statistics were asked for-mean, variance, and standard 

error-and the results are shown below. 

Brand A Brand B Brand A & Brand B 

n 100 150 250 

Mean 4.5 7.0 5.75 

Variance 13.067 15.467 14.267 

Standard 

Deviation 3.615 3.933 3.774 

Standard 

Error .361 .321 .341 

Brands A and B were not the only two considered in the 
survey. Thus, the "Brand A & Brand B" column is not the same 
as the total column, which usually is shown first in the tabula­
tion. Instead, it was a specially created banner point, created 
with a specific purpose by the analyst. 

It's pretty plain what was done. The two cell sizes were 
merely added to come up with the total of 250. For each of the 
other three statistics, a simple arithmetic mean was found. That 

is, the two values were merely added and divided by two, for 
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each statistic on the table. The individual cell standard errors 
were correctly calculated by taking the square root of the 
variance divided by the cell size (or the standard deviation 

divided by the square root of the cell size). 

If you recall back to when you first took basic statistics (or 

vice versa), you know that the standard error is used to either test 

the significance of the mean or for establishing confidence 

intervals. That's all right for either the "Brand A" column or 

"Brand B" column alone; for the combined or pooled column, 

with the exception of the sample size, every number is incorrect. 

Thus, not only is the mean wrong, so are any inferences based 
on this mean using the printed standard error. (The mean would 

be O.K. if the two cell sizes were the same; the other numbers 
are still incorrect.) 

It's also interesting that no one questioned the above table; 

the rationale for accepting it at face value was that if a computer 

printed it, it must be correct. Simple algebra would confirm that 

either the combined variance is incorrect or the combined 

standard deviation must be (or both, as is the case). Since the 

standard deviation is the square root of the variance, we can ' t 

generally find numbers such that if we add them and divide the 

sum by two and then take the square root (the pooled variance 
converted into a standard deviation), we'll get the same result 

as if we take the square roots first, then add and divide by two 

(the pooled standard deviation). This comes from basic algebra, 

and common sense, not statistics. 

First, we'll see what the correct numbers should be. Then 

we'll show just enough theory and formulae to see why they 

aren't correct as is. The correct numbers for the combined 
column are: 

n 

Mean 

Variance 

Standard Deviation 

Standard Error 

Brand A & Brand B 

250 

6.00 

? 

? 

? 

Why all the uncertainty? Because the weighted mean is the 

only number that can be accurate] y computed from the statistics 
given for the original two banner points shown, i.e., Brand A 

and Brand B. It comes from taking each sample size times its 

respective mean and dividing the total by the new total sample 

size. That is: 

[1 00{4.5) + 150(7.0)]/250 = (450 + 1 050)/250 = 1500/250 = 6 

In other words, the sample mean rating for all 250 of the 

observations combined is 6.00. Intuitively, this is appealing, 

since the Brand A folks contribute 450 to the total and the Brand 

B sample contributes another 1050. Thus the sample mean 

behaves well. 

Quirk's Marketing ResearchReview 



Now, as you also probably recall from your introductory 

statistics course, the sample variance is calculated by taking the 

squared difference between each individual observation and the 

sample mean, adding these all up and dividing by the sample 

size minus one. Specifically, 

8
2 
=I(X -Xf I (n-1) ( 1) 

=I(X-6)2 /249, for the numbers above 

See the problem? Without another pass through the data by 

the tab package, we cannot calculate the combined sample 

variance. The individual variances were calculated by using the 

above formula for each of Brand A and Brand B; the first time 

4.5 was used for the sample mean and the second time 7.0 was. 

So far so good. But is there any way that we can get the variance 

for our total sample of 250 from the summary data shown? 

Probably not, unless we go through the data with our tabulation 

package again. Hence, we can't accurately determine the 

combined standard deviation or standard error, either. 

To further emphasize the point, again consider two independ­

ent cells. The first shows a mean of I and a variance of 3. The 

second shows a mean of 11 and a variance of 3. Although 

intuition (and the tab package used for our original example) 

would say that the combined variance is also 3, a moment's 

reflection should convince you that it will be much larger than 

that. Why? Because the individual variances of three are found 

by taking squared deviations from the respective means of 1 and 

11. The combined variance will have to be found by taking 

squared deviations from the new mean of 6, assuming equal cell 

sizes. Clearly, things don't add up if we merely average the 

variances. It is safe to say that the variance correctly calculated 

from the combined sample will be larger, possibly by several 

order of magnitude, than the "average variance." 

Conclusion 
We've seen that it's imperative for the analyst to know and 

understand what goes on inside the data tabulation package 

used when banner points are combined. Otherwise, you could 

be faced with an array of statistics which are incorrect and these, 

in tum, could lead to incorrect statistical conclusions from the 

data. This, in tum, can cause either a real loss of dollars or a 

significant opportunity cost. 

Here the combination was relatively simple; the banner 

points were simply to be pooled into a combined sample. It gets 

more difficult to be sure that the tabulation is done correctly 

when weighted banner points are produced. Another layer of 

the onion is when sums or differences are to be found. Finally, 

although here we were involved with independent cells, clearly 

such is not always the case. Dependent cells require even more 

special handling. 

The moral is: don't accept the printouts at face value; probe, 

dig, and probe some more into the underlying computations.O 

April , 1990 
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With Your PC and the Power of FiViS. 

Manage your facility's scheduling, respondents, 
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~usiness-to-~usiness ~esearch ~~~~~~~~~~~~~~~~~~~~~~ 

Uses and misuses of business-
to-business focus groups 
by Alan Zimmerman 

Editor's note: Alan Zimmerman is 
founder and principal of Radley Re­
sources, a Westfield, New Jersey research 
company specializing in business-to­
business research. His 25 years in vari­
ous international and domestic market­
ing positions include vice president of 
marketing with E.F. Hauserman , a mov­
able wall and office furniture manufac­
turer, and marketing executive for 
Westinghouse Furniture Systems. 

J im Carroll, marketing manager 
for American Lighting (name 
and company changed to pro-

tect the innocent) had heard a lot about 
focus groups. He wasn't sure what ex­
actly constituted a focus group, but other 
managers at the parent company talked 
about focus groups and he liked the sound 
of them. 

Jim decided to convene his own focus 
groups to discuss some potential new 
product prototypes coming out of R&D. 
Since his research budget was practically 
nonexistent, he decided to do all the work 
himself. Jim felt the people with the most 
valuable opinions on new products were 
dealers who sold these products to elec­
trical contractors. Acting quickly, he and 
his assistants chose two target cities for 
the research. He called several dealers in 
Atlanta and Chicago and convened a 
meeting at his factory. 

Jim thought this would be a good op­
portunity to improve the selling atmos­
phere with these dealers. He chartered the 
company plane to pick up each group and 
fly them to his headquarters. The night 
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before the meeting he hosted a large 
banquet and arranged for the president of 
the company to make a speech about the 
importance of the new products to the 
success of American Lighting. 

The focus groups were held the next 
day. Jim decided he needed some techni­
cal expertise in the room so he invited 
each new product manager to make a 
presentation of their prototypes. A typi­
cal presentation began with the product 
rationale followed by the solutions to 
customer problems provided by the new 
product and the potential sales to be real­
ized by each. 

After each presentation, Jim asked the 
assembled group, "Well, what do you 
think?" Both groups were highly enthusi­
astic about all of the new products pre­
sented. Jim felt very good and ordered 
full speed ahead on development. 

The products went quickly through final 
prototype stages, pilot manufacturing, and 
full scale production and were introduced 
with advertising to electrical contractors, 
sales training, and dealer training pro­
grams. A year later, one product was 
highly successful, one showed marginal 
results, and three were in the doldrums. 

Now Jim was faced with finding out 
what went wrong. "I don't understand it. 
We used the focus group technique that 
everyone talks about, but the products 
didn't sell. How could this be?" 

What went wrong 
The succinct answer is: Jim did about 

everything wrong that he could possibly 
do. Let's look at what he called a focus 
group and see what mistakes were made. 

First, he violated a very basic rule of 
business-to-business focus groups: Never 
put together a group of individuals who 
ee themselves as competitors. Individu­

als who work for competing firms can 
make an effective group, but these indi­
viduals have to see themselves as profes­
sionals, more loyal to their profession 
than their company. So, for instance, 
architects who compete with one another 
or data communications managers work­
ing for competing firms who tend to iden­
tify with their professional duties can 
make an effective focus group. Directors 
of marketing from competing firms or 
competing dealers in the same geographic 
area will generally not make an effective 
group if the discussion can give one a 
competitive advantage over the others in 
the room. 

A second error is using a focus group 
occasion as a selling situation. The 
speeches by the president as well as the 
use of the company plane and the wining 
and dining of subjects were mistakes. All 
of this tends to color the responses. Some 
participants will react by being very kind 
and telling the organizers what they want 
to hear. Others will work hard to show 
their independence and be more critical 
than they otherwise would be. In either 
case, their true feelings are not being 
elicited. 

The third mistake is using the "own­
ers" of the new products to present the 
products. This has the effect of chilling 
any true reactions. It's only human nature 
for respondents not to want to "insult the 
baby with the mother in the room." This 
ituation can also frequently lead to con-
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J 
ust as measurement 
is critical when ex­
ploring the frontiers 
of space, Maritz be­
lieves it is also criti­

cal in your service quality 
process. 

Measurement identi­
fies specific factors that 
determine satisfaction, 
then ranks them in terms 
of importance to consum­
ers. It also pinpoints your 
customers' expectations 
and determines your per­
formance over time. 
Measurement produces hard 
numbers that eliminate 
guesswork from cru cia l 
marketing decisions. 

Although the need for 
measurement is clear, the 
implementation process is 

~ 

challenging. Maritz has a 
long-standing reputation 
as a premier partner in 
customer satisfaction 
measurement. We work 
with you to formulate a 
plan tailored to your spe­
cific needs. 

In an increasingly 
competitive marketplace, 
the decision to conduct 
customer satisfaction re­
search is a sound one. So is 
your decision to contact 
Maritz. 

Call us today for a free 
brochure. Or write Marsha 
Young, Director of Cus­
tomer Satisfaction, Maritz 
Marketing Research Inc., 
1297 North Highway 
Drive, Fenton, Missouri 
63099. (314) 827-1898. 
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frontation between the inventors or spon­
sors of the new product and the respon­
dents. 

Another error that's easy to spot in 
Jim's organization of the focus group is 
that he didn't develop a discussion guide. 
His very general question , "What do you 
think?" is not designed to elicit specific 
comments in specific areas. Respondents 
tend to be lazy and can take the easy way 
out without sharply honed, probing ques­
tions. 

Mr. Carroll 's experience may seem 

like an extreme case but in our experience 
in the business-to-business arena it is all 
too common. Generally speaking, mar­
keting people in industrial areas have not 
had much exposure to marketing research. 
When they have, it is usually consumer­
oriented and relates more to large cale 
attitude surveys or focus groups that probe 
feelings which are usually not appropri­
ate for business-to-business markets. A 
few firms organize what they call "focus 
groups" with employees for discussing 
sensitive issues, but the atmosphere is not 

right to get at real feelings. 

Getting the best results 
Many business marketers use the term 

"focus group" without any real under­
standing of the requirements for develop­
ing useful information. To produce the 
best results from focus groups, the organ­
izers must create a non-judgmental at­
mosphere. It is best if the respondents are 
randomly recruited and don't know each 
other. In many cases it is difficult to 
recruit indi victuals who are not acquainted, 
especially in business-to-business mar-

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~kct ~gmen~. B~ rnndom recruitment 
establishes a better atmosphere than 
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HERE'S WHAT THEY'RE SAYING ABOUT 

SAWTOOTH SOFTWARE 

Ci2 for Computer Interviewing 
'The primary benefit of the Ci2 System is the ability to design 
virtually any type of question desired . . . The Ci2 System is well 
suited for serious questionnaire development:' 

-Scott M. Smith, Journal of Marketing Research 

"Ci2 is a package to get excited about. The program is so smooth it is 
difficult to find a criticism:' -Jim Patterson, Capital PC Monitor 

ACA for Adaptive Conjoint Analysis 
'Typically when a software package is as comprehensive as ACA, it 
suffers in user friendliness. I did not find this to be the case with the 
ACA System. The user's manual was thorough and clearly written 
... I recommend it highly to anyone involved in consumer research:' 

-Dan Toy, OR! MS Today 

"The [ACA] market simulator makes it quick and relatively simple 
to change product specifications, add or delete products and seg­
ment respondents. The market simulator is one of the 'deliverables' 
that the client takes away from the project. It allows marketing 
managers to fine tune their product mix by asking a variety of 'what­
if?' questions:' -Michael McKinzie, Imprints 

APM for Adaptive Perceptual Mapping 
" .. . the APM System greatly decreases the time required for the 
planning, execution, and analysis of a perceptual mapping 
study ... Sawtooth Software [has] created a remarkable system:' 

-Joel Huber, Journal of Marketing Research 

CCA for Convergent Cluster Analysis 
"I ['vel never before been able to do cluster analysis so easily. I'm 
going to run out of superlatives:' 

-Martin Stefflre, Sandpiper Services 

For more information or a free demo disk, call or write: 

i(i Sawtooth Software 
1007 Church Street, Suite 302, Evanston, IL 60201 312/ 866-0870 
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having one respondent recruit another. 
Respondents must be put at ease when 

they arrive at the groups. We always 
assure focus group members that "no 
salespeople will call" and we strongly 
urge our clients not to call and recrimi­
~ate with participants after the groups. 
We do, however, ask respondents if they 
wish to be contacted by the company. If 
so, focus groups can sometimes be a 
valuable source of sales leads. 

We believe focus groups are uniquely 
applicable to many business-to-busine s 
markets. Since large, quantitative studies 
are not meaningful in market segments of 
only a few major customers, speaking to 
a select few of the most important buyers 
can yield important qualitative as well as 
quantitative information. Most business 
markets operate on the 80/20 rule, mean­
ing the largest percentage of purchases 
are made by a small number of all buyers. 

Focus groups are the recommended 
method for research when: 

• A firm needs to learn about a new 
field. 

• A company wants to assess the reac­
tion to new products, services or advertis­
ing concepts. 

• A firm wants to fully understand how 
customers think about buying or specify­
ing decisions or how they perceive sup­
pliers. 

• Buyers need to see a demonstration 
of the product in order to react to it. 

• Very large products (yet small enough 
to fit in a conference room) must be 
shown to buyers. 

• A manufacturer wants its customers 
to have hands-on experience with a prod­
uct. 

• Confidentiality is critical, such as for 
a new advertising campaign or a new 
product prototype. 

Quirk's Marketing ResearchReview 



Introducing 

Focus Group 
Facilities 

Omnibus I 
Syndicated 
Research 

Since 1986, Quirk's 
Marketing Research 

Review has provided 
the most complete and 
up-to-date directories 

for the marketing 
research industry ... 

for 1990 

Telephone 
Interviewing 

Facilities 

RESEARCH 

SourceBook 

Permanent Mall 
Research 
Facilities 

ljuirl.!:r 

MARKETING RESFARCH 
, ,111111 ~ 1,.,,1 ( """ ' W "'"''''" ,,..,,..,,~ I?J.)I 'if!U ' 

Data Processing 1 
Software I 
Statistical 
Analysis 

... and in 1990, QMRR 
will introduce the 
Research SourceBook , 
listing more than 4,000 
providers of services 
and products for 
marketing research 
buyers. 



In these cases, many clients decide to 
use focus groups to get a good reading on 
a particular problem. 

Recent projects 
Here are some examples of how busi­

nesses have successfully used focus 
groups recently: 

• A multiproduct firm wished to deter­
mine whether a unified sales force han­
dling all its product lines would be seen as 
an advantage by its target segment. We 
arranged focus groups with specifiers in 

New York, Chicago, and Los Angeles. 
Respondents were shown samples of 
potential product offerings and advertis­
ing. The end result was a clear rejection 
of the proposal. Specifiers were far more 
concerned with a salesperson's expertise 
in any particular line. As respondents saw 
it, this outweighed the small inconven­
ience of dealing with several salespeople 
from the company. The firm decided 
against implementing this costly and 
potentially de-stabilizing reorganization. 

• One firm was contemplating the in-

traduction of a new and very different 
office furniture system. We held focus 
groups in New York, Chicago, and Los 
Angeles with independent interior de­
signers and facility mangers of large 
corporations. To do this, the firm devel­
oped a large prototype of the system and 
shipped it from facility to facility. The 
firm also provided a videotape and a 
small scale mock -up. The moderator gave 
a 45-minute presentation so that the re­
spondents would fully understand the new 
concept. While the product was generally 
well-received, there were some aspects 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ili~requ~edred~ignandiliefirm~~ 
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ceeded to do that, thereby postponing a 
multimillion dollar investment in its plant. 

• Another firm was planning to intro­
duce a new landscape lighting product 
line. Focus groups held in Atlanta and 
northern New Jersey with electrical con­
tractors, lighting consultants, landscape 
architects, and homeowners gave this firm 
invaluable information for designing 
advertising, promotion, and distribution. 
First-year sales were well above expecta­
tions as a result of the information devel­
oped. 

• A large telephone company wished 
to determine customer perceptions of a 
new service to be provided on corporate 
premises. Four focus groups were held in 
New York and Chicago with telecommu­
nications managers representing major 
corporations. The sponsoring firm found 
out that the need for this service was 
limited to a very small number of heavy 
users. This segment was easily identified 
from only four focus groups and the client 
developed a targeted marketing program 
to reach this small number of important 
customers . 

• Another client was marketing a 
computer-based electronic presentation 
system. The client had to decide whether 
to proceed full speed with this product or 
de-emphasize it. Focus groups were held 
with people responsible for the selection 
and purchase of this equipment. One of 
the most important findings from this 
research was that the respondents were 
not the current customers of the research 
sponsor. In addition, the product was 
perceived to perform significantly worse 
than its major competitor. These facts 
convinced the client to reevaluate any 
further investment in the product line.O 
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Americans plan to 
save in 1990 

America may be changing into a nation 
of savers rather than spenders, according 
to a new Maritz AmeriPoll. The nation­
ally representative telephone survey dis­
closed that 50% of respondents are plan­
ning to save more money in 1990 than 
they did in 1989. 

Fifty-two percent of male respondents 
said they will stash away more money 
this year than last, as did 4 7% of female 
respondents. Of all those surveyed, 32% 
indicated they would maintain their cur­
rent saving level. Only 14% of people 
said they are planning to save less money 
in 1990 than in 1989. 

April, 1990 

Getting out of debt may also be a new 
priority for many Americans. A large 

ALMOST HALF OF AMERICANS ARE 
PLANNING TO SAVE MORE MONEY IN 1990 

Dont Know 
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number of respondents ( 41%) told inter­
viewers they expect their overall debts to 
decrease this year. Twenty-three percent 
of people anticipate their debts will in­
crease, while indebtedness for three of 
ten Americans is expected to remain about 
the same this year. More males than 
females said they expect to decrease their 
debts. More women suspect their liabili­
ties will remain about the same. 

In general, Americans are optimistic 
about the state of the economy. The sur­
vey discovered that 43% of respondents 
rate current economic conditions as good, 
while 5% rate them very good. One­
quarter of the population said conditions 

continued on p. 38 

17 



NFO Research, Inc. , Greenwich, CT, 
has appointed Nile M. Rowan vice presi­
dent--director of product marketing. In 
addition, Diane M. Gerold has been pro­
moted to vice president-marketing for 
the company's San Francisco marketing 
group. 

Rowan Ross 

and Research Dept. of DDB Needham 
Chicago. 

F rancine H. Ross has been appointed 
corporate vice president, director of 
marketing research for Combe Incorpo­
rated, makers of personal health and 
beauty aid products. 

Heather Thiessen and Sal Oropesa 
have each been promoted to the position 
of supervisor in the Strategic Planning 

Total Research Corp. , Princeton, NJ, 
announces the following hirings and 
promotions. Jim Hennessey has been 
promoted to seniorprojectdirector. Clare 
A. Rechel has been named project direc­
tor. Previously she was a senior con­
sumer research analyst at Supermarkets 
General Corp. Janna Walsh has been 
named associate research director of the 
health care group. Lisa Jorgensen has 
been named research assistant. Beth Lee 
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HOW TO FIND THE BEST DEAL 
ON A RANDOM DIGIT SAMPLE. 

Whether you're in academic or 
market research, Scientific Tele­
phone Samples can help. With the 
best service and the most accurate 
computer-generated random digit 
telephone samples available 
anywhere. 

At just 5¢ a number, plus ship­
ping and a small set-up fee, our 
prices could be about a third the cost 
of another service. And our set-up 
fee is just $25 for one area and $10 
an area after that. We can even give 
you same-day service for just 3¢ extra ......... ~"" 
a number. 

Our sampling methodology is accurate, reliable, and 
technically sound. We guarantee it-if you aren't happy, you 
don't pay. 

Our standard shipping turnaround is just 24 hours. And 
on most projects if you call us by 9 A.M. Pacific Time (Noon 
Eastern), we can send it the same day for our same-day rate 
of8¢. 

We automatically ship you 10% extra per area, just in 
case. Free. It's our way of making your job easier. 

What's more, we've simplified your sample management 

(714) 731-8576 
202 Fashion Lane, 

Su\te22l, 
. CA92680 Tustm, 

by randomly shuffiing the numbers 
within each replicate. So you won't 
need to work out complicated distri­
bution schemes-just open the packet 
and begin. 

We can provide random digit 
samples based on almost any type 
of geographic coverage and with 
a variety of sampling frames, 
including: 

0 Zip code 0 Exchange/Working 
blocks 0 State 0 County 0 City 

National 0 ADI 0 Census Regions 
0 Census Divisions 0 PMSA/CMSAJMSA 0 Weighted in 
proportion to number of listed households in area 
0 Unweighted so everyone has equal chance of being selected 
regardless of population 0 Your desired cut-off or efficiency 
level 0 Customized sample design specifications (e.g., single 
stage, multi-stage, stratified, etc.) 

Add it up. The best samples. The best service. And a staff 
that's happy to help you with any sampling aspect of your 
study. Then call STS for a quote. 
•Prices subject to change without notice. Warranty is limited to amount paid by client 
to STS fo r the right to use the particular sample in question. Please ask for a copy of 
our detailed information booklet for exact price and warranty specifications. 
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has been named manager of client serv­
ices. And Lynn Spitzer has been named 
senior methodologist. Previously she was 
a systems engineer at IBM. 

Catherine Bryant & Associates, a 
Greensboro, NC area marketing research 
and consulting firm, announces the fol­
lowing promotions. Julie Giese to proj­

ect director, Gina Gorelli to research as­
sistant and traffic coordinator, Shelbie 
Redmond to manager, coding operations, 
and Bobbie Sapp to manager, technical 
services operations. In addition, Patsy 
Robertson has been promoted to admin­
istrative assistant, supporting both the 
Survey Research divi sion and the Tech­
nical Services division. 

Victor S. Mordowitz has joined 
Stamford, CT -based Electronic I nforma­
tion Systems, Inc. as vice president of 
engineering. 

Rhona Stokols has joined Roure, Inc. 
as director, market and con umer re earch. 
Previously she was a fragrance industry 
research consultant. 

Stokols Neuwirth 

Sherri Neuwirth has been promoted 

to senior vice president and general 
manager of the Paramus, NJ, office of 
Elrick and Lavidge, Inc. In addition, Gary 
Dispensa has been appointed to the new 
position of quantitative information serv­
ices director in the Chicago area office. 

Toni Gabbe has joined Interviewing 
Services of America, Van Nuys, CA, as 
national marketing director. 

Southfield, MI-based Nordhaus Re­
search Inc. has named Tim Taylor vice 
president, David Steinberg senior proj­
ect director, and Philip Hamner project 
director. 

April , 1990 

Michele M. Carroll has joined San 
Francisco-based /tel Rail Corp., a rail car 

leasing firm , as director of marketing 
research. 

Carroll Kaufman 

Gaye Kaufman has been named re­
earch director for NKH&W Marketing 

Communications, Inc., Kansas City, MO. 

Walker: Research and Analysis has 

named Wesley H. Jones, Ph.D. as vice 

president, marketing sciences. Previously 

he was with E.I. Dupont Co. In addition, 

Becky Desai has been named project 

director and Kent Gordon has been 

named vice president of the company's 

western region client serv ice office. 

Yourdon, Inc., a part of Eastman Kodak 

Co. 's Integration and Systems Products 

Division, has named John M. Baker 

vice president of research. 

Katheryn A. Silverthorn has joined 
the Gardena, CA-based Automotive 

Research Group of Moritz Marketing 

Silverthorn Wheelock 

Research as an account manager. Previ­
ously she was with Nissan Motor Corp. 
as a market analysis speciali st. In addition, 

William R. Wheelock has joined Maritz 
as director, telecommunications market­
ing. Previously , he was with AT&T. 

Nicholas G. Starker has joined Qual­
ity Controlled Services as an account 

Starker 

representative in the Chicago area. 

When critical marketing decisions 
depend on accurate data, 

Marketeam comes through. 
To be sure you have on-target input when major dollars are at stake, 
count on reliable information from Marketeam. From strategically 
located facilities in America's heartland, we provide the data- and 
analysis- you need. How can we help you make right decisions? 

• Full data collection services: • Downtown & suburban sites 
Phone interviews, mall inter- in St. Louis & Northeast Ohio 
cepts, taste tests, in-home • Top professional staff 
testing, store audits • Experience in packaged goods, 

• Modern focus group facilities health care, financial 

For complete information, call Dave Tugend at (314) 878-7667. 

MOrketeam Associates 
1807 Park 270 Drive, Suite 300, St. Louis, MO 63146 Phone (314) 878-7667 
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Romania needs help 
with its research! 

According to a release from the Roma­
nian embassy in New York, The Council 
of the National Salvation Front of Roma­
nia would like to set up "as soon as 
possible" a National Institute for Public 
Opinion Research, to perform surveys 
for the government on a wide range of 
political and social matters, and a similar 
institute, independent of the government. 

Therefore, the release says, the Minis­
try of Foreign Affairs of Romania would 

like to receive information regarding the 
structure and operation of such an insti­
tute; offers for hardware/software for data 
collection, storage, and processing; 
sample questionnaires and other descrip­
tive materials for the implementation of 
such an institute. 

"The setting up of such Survey Insti­
tutes is urgently required," the release 
states. "They must be created with a view 
to properly and democratically prepare 
the first national free elections in Roma­
nia, as well as for making other important 
political decisions. Priority will be given 
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to the offers that are received immedi­
ately, that have the most attractive finan­
cial conditions, the shortest time of im­
plementation, and the highest level of 
performance." 

Interested parties should submit offers 
to The Minister of Foreign Affairs, Piata 
Victoriei No.1, Bucharest, Romania, c/o 
The Office of the Economic Counselor, 
573-577 Third Ave., New York, NY 
10016. 

New release of Conjoint 
Designer 

Bretton-Clark has released Version 3 
of Conjoint Designer, which adds new 
functions, including the ability to pre­
view analysis results, and a "Lotus-like" 
user interface with on-line help. Also 
available are new, inexpensive starter 
kits for all Bretton-Clark software. These 
include manuals and working copies of 
the programs that are restricted to small 
problems. For more information, call212-
575-1568. 

Classify by ZIP Plus 4 

PRIZM Plus 4, a new system offered 
by Claritas Corp. allows classification of 
the small ZIP Plus 4 postal areas in terms 
of Claritas' PRIZM market segmentation 
system. The system defines nearly nine 
million postal ZIP Plus 4 areas by PRIZM 
cluster type. An average of six house­
holds live in these areas. Examples of 
areas covered by one ZIP Plus 4 include 
one side of a street between two intersec­
tions and one floor of an apartment build­
ing. For more information, call 703-683-
8300. 

continued on p. 40 
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If you need to talk to people who are really hard to 

track down, there's an easy way to reach them. Just 

reach for your phone and call Radley. We specialize 

in finding hard-to-reach respondents for focus groups, 

personal interviews and telephone surveys. Whatever 

IBM is a registered trade mark of International Business Machines. 

you need to know to make more intelligent business­

to-business marketing decisions, rely on Radley. We 

make it easier. ~- Radley Resources Inc. I• The Business-to-Business 

Call 1_800_828_2226. ~ Research Specialists. 
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Portable electronic 
interviewing device goes 
where the respondents are 

by Marsha Kuykendall 

A s survey costs continue to rise 
and the number of willing re­
spondents dwindles, finding 

cost-effective ways of gathering infor­
mation from consumers is becoming a 
key concern among marketing research­
ers nationwide. 

Americom Research , a Tennessee­
based research technology 
company, has taken up the 
challenge with the introduction 
of a new piece of electronic 
interviewing technology called 
the OpinionPole. The Opinion­
Pole houses a computer in a 
portable kiosk that can be placed 
attended or unattended in high­
traffic locations such as malls 
or department stores to conduct 
surveys and gather respondent 
data. 

OpinionPole uses a special 
software package called Poll­
Maker that allows all types of 
survey questions to be format­
ted. The package offers color 
graphics, animation, and sound 
pre se ntation s des igned to 
stimulate user interest. Results 
can be tabulated within a few 
days of interview completion. 

"People like using Opinion­
Pole, and sample sizes are 
generally large," says Gene 
Telser, Americom 's senior vice 
president of research. "The 
system can be used by any 
business for collecting respon­
dent data from virtually any 
site, for presenting information 
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to consumers, or a combination of the 
two. It 's also ideal for sub-group analysis 
to determine differences between differ­
ent groups. 

"OpinionPole puts you right where you 
want to be-at the time and place where 
people are shopping for the products about 
which the survey is being conducted. 

When you're trying to survey hard to 
reach people, like frequent airline travel­
er , the OpinionPole can be where they 
are-at the airports." 

The system offers multilingual options, 
touch-screen as well as tandard key­
board formats, and can edit and present 
digital maps, using Census Bureau 1990 

cartographic data, that can de­
termine within a block where a 
respondent lives. 

Mike McClain, operations 
vice president of Low Country, 
Inc., a Burger King franchisee 
with six locations in middle 
Tennessee, found the mapping 
capability helpful in a recent 
customer survey, which placed 
OpinionPoles for one week in 
three of Low Country 's Burger 
Kings. The study received a 20 
percent customer response rate. 

"I found the results to be very 
informative, accurate and some­
thing I feel I can be used to 
evaluate our operation," 
McClain wrote in a letter to 
Americom shortly after the sur­
vey'scompletion. The device's 
24-hourcapability was helpful , 
since more than 40 percent of 
respondents completed the poll 
before 9 a.m. or after 5 p.m. , 
hours generally considered off­
hours and more costly using 
conventional surveying tech­
niques. 

A recent article in Campaigns 
& Elections, a national politi­
cal trade magazine, cited the 
OpinionPole as a promising 
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political tool of the 90s, based on there­
sults of an OpinionPole survey conducted 
by U.S. Rep. Bart Gordon, 0-Tenn., and 
a Gallatin, Tenn. newspaper, The News 
Examiner. 

Gordon's office used the OpinionPole 
to gather constituent input during one 
week last fall. Kiosks were placed in 
three locations- two in grocery stores 
and one in a discount store-in one of 
Gordon's county districts. Results, ac­
cording to Kent Syler, Gordon's admin­
istrative assistant and former campaign 
manager, exceeded expectations. 

"With three machines in Sumner 
County, we got over 1,100 responses. 
Our office averages about 500 constitu­
ent letters per week from our 17 -county 
area. So, in just one week, we received 
over twice as many responses from the 
machines," says Syler, noting that over 
85 percent of respondents said "yes" when 
asked if the OpinionPole was a good way 
of keeping in touch with their congress-

man. 
Steve Rogers, executive editor of The 

News Examiner, ex pre ed surprise at the 
high response rate and quality of data 
garnered by the survey. "We just wanted 
to see if, and how, people would respond 
to this kind of polling," Rogers explains 
as the reason the newspaper co-authored 
the survey with Gordon's office. "From 
our analysis, we got a pretty good per­
spective, which surprised me until I actu­
ally thought about it. We didn't choose 
country clubs--everybody buys grocer­
ies. So, we got a good cross-section of 
people. We also got information we could 
use for our own marketing purposes and 
could pass on to some of the retailers in 
the area." 

The device's video capabilities were a 
major attraction, according to Rogers. 
"Everybody is attuned to video," he says. 
"People weren't scared to walk up and 
use it. I think you're going to see busi­
nesses use this type of device more and 

more. It's a good marketing tool." 
Syler also views OpinionPole as a "great 

campaign tool" for quickly determining 
how a candidate is doing or how constitu­
ents are responding to specific ad cam­
paigns. "Its graphic abilities can give you 
an edge over telephone interviews," he 
adds. "You can actually throw a graphic 
of the ad up on the screen with a question 
underneath. The whole idea is to jog the 
constituents' memories, so they know 
exactly what you're talking about." Gor­
don's office is currently developing a 
second OpinionPole survey and has ex­
pressed interest in using the device dur­
ing the congressman's next political 
campaign. 

The Tennessee State Museum is another 
recent beneficiary of the new technology. 
"We wanted to find out who was coming 
to the museum, where they were coming 
from, and why they were coming," 
explains the museum's public relations 
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Look at it this way. You can't afford to perceive 
your product or service differently than your 
customer does. More than ever before, your 
customers are demanding satisfaction. So are 
your employees. If you don't provide it, 
your competitors will. 

Our Satisfaction Measurement programs 
are custom-designed to help you assess 
your service quality, your customers and 
your competitive environment. 

We've been doing Satisfaction Measurement 
for over 15 years. Call us. We'll help you go 
the distance. 

Marketing Research 
Services, Inc. 

15 East Eighth St./Cincinnati, Ohio 45202/(513) 579-1555 
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Cultivating communication 
In-depth interviews with dealers yield many 
benefits for farm equipment manufacturer 

T he Gehl Company knows the 
value of communication. 
Through its dealer council, 

which consists of 16 dealers chosen from 
around the country, the West Bend, 
Wisconsin-based agricultural equipment 
manufacturer is able to keep abreast of 
changing market conditions, industry and 
product trends. 

The company's primary market is dairy 
farmers, but it also markets to livestock 
and swine producers, manufacturing a 
wide range of equipment including ma­
nure spreaders, machinery for cutting and 
baling hay, and skid loaders. 

The role of the dealer council, says Joe 
Ecker, Gehl 's director of marketing, is to 
improve communication between the 
company and the dealers, thereby 
strengthening the relationship. 

"We look to the council to provide 
Gehl management with the collective and 
representative judgments of its dealers 
concerning market 
conditions, current 
market trends, and 
any needs or prob-
lems that may arise 
between the com­
pany and the deal­
ers," Ecker says. 

"It's important to 
us to be responsive 
to our dealers be­
cause we feel very 
strongly that our 
dealers are the key to 
our success or fail­
ure." 
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GEHU 
In existence since 1978, the dealer 

council meets once a year with Gehl 
management. To choose the dealers who 
participate, Gehl sales staff around the 
country assemble a list of qualified deal­
ers in their area. This list is then submit­
ted to the regional sales managers for 
further review. 

Many criteria 
There are many criteria for qualifica­

tion, as Gehl seeks to strike a balance 
between large and small operations, those 
that are established and those that are just 
beginning, and those operating in a range 
of different farming and ranching condi­
tions. The goal is to make the council as 
representative as possible of the Gehl 
dealer universe. 

"About 85 % ofthe dealers have a trac­
tor franchise , such as John Deere or Ford 
New Holland. That's just one of the fac­
tors that goes into determining the mix of 
the dealer council. From a research stand­
point, and from a mix standpoint, they are 
chosen on a geographical basis as well as 
on a volume basis so we get a mix of high 
volume and low volume dealers, as well 
as a mix of the (equipment) lines they 
represent," Ecker says. 

Once a dealer has been chosen to serve 
on the council , he sends out form s to 
dealers in his area which the dealers can 
use to indicate any concerns/interests they 
would like Gehl to know about and would 
like to see discussed at the dealer council 
meeting. 

Ecker says that each year four or five 
dealers are held over to serve another 
term on the council to provide continuity 
and allow the company to follow up on 
actions based on the previous year 's 

council. 

One-on-one 
interviews 

Each December, 
the council meets for 
three days at Gehl 
headquarters. To set 
the agenda for the 
annual meeting, and 
to make sure it is 
productive for both 
sides, a Gehl repre­
sentative performs an 
in-depth, one-on-one 
interview with each 
of the dealers at their 
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dealership in late summer or early fall. 
"We feel that doing the interview in the 

dealer's bailiwick gives him a comfort 
zone and allows him more freedom to 
talk. We're looking for objective infor­
mation, and we know that if I went out to 
do the interview, or if someone else from 
Gehl went out, that the dealers might not 
be as candid as we would like them to be," 
Ecker says. 

So Gehl retain Bruce Symonds, presi­
dent of the Bruce K. Symonds Co., a St. 

Paul based marketing consulting firm, to 
perform and supervise the interviews. 

Symonds, who helped Gehl create the 

dealer council, says the interviews last 
about two hours, but the whole process, 
which includes a photo session (to show 
other dealers at the council meeting what 

their fellow members' facilities look like) 
and a tour of the dealer's facility, takes 
half a day. 

The interview covers several areas, in­

cluding: 

• Dealership history and description. 
• Local market information, including 

information on local farming and ranch­
ing trends and how this will affect future 
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farm equipment design and usage. 
• Dealer suggestions for product de­

sign changes and/or new equipment. 
• Dealer council discussion priorities 

in the areas of parts, service and war­
ranty; credit and retail finance; advertis­
ing and marketing; dealer sales and serv­
ice training. 

• The effectiveness of sales promo­
tions and suggestions for improving fu­
ture efforts. 

• Sales information by product type. 
• Opinions on recent Gehl changes in 

product line and marketing support. 
• Projections for future sales potential. 

• Competitive activities and their ef­
fect on business. 

Whenever possible, Symonds says he 
tries to interview the dealers at a restau­

rant or motel room, away from the dis­
tractions of their office and the constant 
phone calls. He says it's important to be 
a good listener. 

"I want them to be able to tell me 
anything, and I always tell them that this 
is for their benefit. The more open they 
can be, the better." 

Symonds says the one-on-ones offer 

some advantages over traditional focus 
groups. "In focus groups, it can be very 
difficult to control the conversation. Some 
people are more talkative than others, 

you hear from the more aggressive people, 
the others you don't hear anything from. 
But when we interview them one-on-one, 
we're able to draw out the quiet people 

and get some good input from all of 
them." 

The survey topics change each year, in 
response to market trends/developments 
and shifts in dealer interest. If Gehl is 
considering operational changes such as 
a new marketing program, for example, 

or a change to a product line, it may want 
to use the interviews to test reactions to it. 

After compiling the results from the 
interviews, Symonds meets with Gehl 
management to discuss the findings and 
set the agenda for the upcoming council 
meeting. 

Review priorities 
Ecker says that through the dealer coun­

cil, the dealers provide Gehl with five to 
fifteen priorities to work on in the coming 
year. After the dealer council session 
Gehl management meets to review the 
priorities set by the dealers. 

"We bring together all of the disci­

plines that are affected by the priorities, 
address them, discuss them, and deter­
mine which ones we feel we can act on 
reasonably soon, and those that will have 
to be dealt with in the future because of 
budgeting constraints, etc. We feel that it 
is extremely important to respond to the 
dealer priorities as quickly as possible 
and to follow up throughout the year. 
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"It is really a guideline to help us run 
the business and improve our position 
with the dealer. Many things have come 
out of the dealer council. They have given 
us a lot of guidance." 

Pushed for finance company 
For example, during the early years of 

the council, dealers pushed for Gehl to 
create a captive finance company so that 
dealers could complete sales to farmers 
without forcing the farmer to go to his 
local bank for financing-an extra stage 
in the deal-making process that often 
resulted in lost sales. 

"It took us time to set up Gehl Finance, 
because it was a very big step on our part, 
but eventually we did it. There isn't any 
doubt that (the dealers') constant requests 
for it enabled us to show our financial 
people that it was a must. It has proven to 
be a valuable instrument for the com­
pany." 

Ecker says that the dealer council has 
given important guidance on product 
quality, product mix, warranty changes, 
and advertising programs. For example, 
through the co-op advertising program, 
Gehl and its dealers share the cost oflocal 

THE 
ROCKWOOD 

GEHW 
advertising. 

"The council has helped us develop 
and enrich our co-op advertising pro­
gram over the last five years and we 
intend to do more with it. The interviews 
give us information on what frequency, 
content, and level of participation works 
best. And they let us know how the deal­
ers feel about our responsiveness to their 
requests." 

Ecker 

Three-day meeting 
The annual three-day council meeting 

allows for interaction between the deal­
ers and Gehl management. On the first 
night, Symonds and the council chairman 
host a get-acquainted meeting, during 
which the issues to be discussed with 
company management are decided. The 
following day, meetings with manage­
ment give the dealers a chance to learn 
about the company's plans for products, 
training, marketing and a host of other 
issues. 

The morning ofthe third day is devoted 
to a closed-door meeting of the dealer 
council, with no Gehl management pres­
ent, during which the dealers finalize and 
prioritize the requests they will make to 
the company. 

Recognizes value 
Ecker says that throughout the coun­

cil's existence, even during the agricul­
tural recession of the 80s, Gehl has stood 
by the council, because it recognizes its 
value. 

"It's not necessarily an inexpensive 
way to get this information, but we feel 
very strongly about our dealer council. 
We feel that it is one of the best commu­
nication tools that we have." 0 

DIFFERENCE Your room with a view 
Where you conduct your focus 
group interviews does make 
a diHerence. 

At Rockwood Research the difference is: 
• Thousands of fresh respondents 

within a few miles of our offices. 
• An ideal Twin Cities location. 
• An experienced professional staff. 
• Modern, state-of-the-art facilities. 

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

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

Rockwood Research 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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Researching the researchers 

by Tom Quirk 

0 ur first-ever survey of the qualified readers of Quirk's 
Marketing Research Review reveals some interesting 
information regarding their background and involve­

ment in the marketing research process . (A qualified reader is 
defined as a person who has research purchasing responsibility 
within a company or organization that purchases, rather than 
provides, commercial research. ) 

The suggestion to undertake this study on the users of 
marketing research products/services and their buying habits 
came from Monica Smith, a member of the research department 
at the Xerox Company in Rochester, New York. She also 
provided assistance in developing the questionnaire. For this I 
wish to extend my thanks. 

The two-page questionnaire, with cover letter and reply 
envelope, was mailed to 500 of our qualified readers in early 
January, 1990. The names were selected at random from the 
current mailing list. No financial incentive was included nor 
was any follow-up mailing made. 

As of March 10, we had received 271 returns, of which 263 
(52.6%) were usable. I appreciate the high level of cooperation. 

The respondents represented the wide range of industries and 
organizations existing within the country; slightly more than 
two-fifths (41.8%) work at manufacturing companies, while 
the remainder work in the service sector. 

A high percentage (64.7%) of the respondents have research­
related job titles such as market analyst, research manager, or 
research director. Those without research-related titles are 
more likely to have marketing titles (26.2%) such as marketing 
director or product manager. Beyond these two categories there 
were a wide range of titles for other individuals who also have 
marketing research responsibility. 

Although marketing re earch titles are the norm for those 
who have research buying responsibility, the location of these 
individuals within a separate marketing research department is 
not as common. Among the survey respondents , less than two­
fifths (39.2%) are located within a marketing research depart-
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ment; slightly more than that are located either within a market­

Researcher Location In Organization, By Department 

Marketing/ 
Sales 

(13.7%) 

Sales 
Department 

(1.9%) 

Other 
(8.4%) 

ing department (27 .4%) or a combined marketing/sales ( 13.7%) 
department. 

Providers of marketing research products/services bemoan 
the relatively high turnover of their client base, and the results 
of the job tenure section of this study confirm their feelings. 
Almost one-fourth (24.0%) have had two years or less of 
involvement with marketing research within their present or­
ganization, while more than half (57 .0%) have had the market­
ing research function for five years or less. We hope, at some 
later date, to determine what might cause this situation. 

As might be expected from the earlier information relating to 
job titles , when asked to break down the percent of their work 
time that involves marketing research, the majority of the 

continued on p. 36 
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Contact: Susan Mender High Tech,Executives,Bus.-To- 207 / 774-6738 

3 Rm Full Svce Facility;Effic- Bus. ,Ag,Specifying Engineers Contact: Patrick Murphy 
ient, Beautiful, Competitive Price 20 yrs Broad Based Exper. 

Rodgers Marketing Research Nationwide. Full Service 

PACE, Inc. 4575 Edwin Drive, NW Strategic Research, Inc. 28535 Orchard Lake Road Canton, OH 44718 4600 Devonshire Common Farmington Hills, Ml 48018 216/ 492-8880 Fremont, CA 94536 
313/ 553-4100 Contact: Alice Rodgers 415/376-1924 
Contact: Peter J. Swetish Creative I Cost Effective: New Contact: Sylvia Wessel 
Full Service Vehicle Specialist- Product I Consumer, Etc. 400 groues Hi-Tech/Medical! 
OEM and Aftermarket Experience Financia '/Transportation Svcs. 

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

Arizona 
Huelskamp & Associates 

California 
Direct Marketing Research Assocs. 
Grieco Research Group, Inc. 
Hispanic Marketing 
K C A Research 
RJ Research 
Strategic Research , Inc. 
Lucy Warren & Associates 
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Colorado 
Reid Qualitative 

Connecticut 
Saul Cohen & Associates , L TO. 
DeNicola Research, Inc. 
Greenfield Consulting Group, Inc. 
Sweeney International, Ltd. 

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

Florida 
Menendez International 

Georgia 
Michelson & Wender, Inc. 
Paul A. Warner Associates, Inc. 

Hawaii 
SMS Research & Marketing Svce 

Sutherland Research Group, Ltd 
1160-B Pittford-Victor Road 
Pittsford, NY 14534 
716/ 586-5757 
Contact: John R. Stensrud, Ph.D. 
Experienced Full Service Market 
Research Firm 

Sweeney International, Ltd. 
246 Federal Road, Suite B22 
Brookfield, CT 06804 
203 I 775-8507 
Contact: Timm Sweeney 
Qualitative Research. Member: 
ORCA I AMA I Advt. Club 

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 

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

lucy Warren & Associates 
3619 29th Street 
San Diego, CA 92104 
619/295-0342 
Contact: Lucy Warren 
Understands I Meets Business 
Needs With Quality I Experience 

Weiss Marketing Research 
27 Manor Hill Road 
Summit, NJ 07901 
201 /273-3952 
Contact: Debra R. Weiss 
Strong Client Side. New Products 
Background 

The Winters Group, Inc. 
14 Franklin St. 
Rochester, NY 14604 
716/546-7 480 
Contact: Susan Morrison-Vega 
Info That Works. 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 

Yarnell, Inc. 
1 Anita Drive 
East Hanover, NJ 07936 
201 /593-0050 
Contact: Dr. Stephen M. Yarnell 
Information Technology/ Financial 
Services/ Modeling 

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

Maine 
Strategic Marketing Services 

33 



Maryland Missouri Sutherland Research Group, Ltd Rhode Island 
Thorne Creative Research 

Hammer Marketing Resources Marketeam Associates The Winters Group 
Alpha Research Associates, Inc. 
Rhode Island Survey , Inc. 

Massachusetts New Jersey 
Wolf/Aitschui/Callahan , Inc. 

Decision Research Cunninghis Associates North Carolina South Dakota 
Dolobowsky Qual. Svcs., Inc. James M. Sears Associates K PC Research American Public Opinion Survey 
First Market Rsch(L. Lynch) Weiss Marketing Research Martin Research Inc. & Market Research Corp 

First Market Rsch(J. Reynolds) Yarnell , Inc. 
Texas Ohio Michigan New York ADI Research, Inc. 
First Market Rsch(J . Heiman) 
Performance Focus Brand Consulting Group Focus America The Answer Group 

Kennedy Research Inc. Focus Plus Cleveland Field Resources, Inc Virginia PACE, Inc. Lynn Greenberg & Associates Rodgers Marketing Research 
Product & Consumer Evaluations K C A Research 

JRH Marketing Services, Inc. Dwight Spencer & Associates Martin Research Inc. 

Minnesota K S & R Consumer Testing Center Southeastern Institute of Research 
Market Navigation, Inc. Pennsylvania Carlson Research Company Murray Hill Center Washington Concepts In Marketing Research Sources For Research , Inc. Creative Marketing Solutions 

MedProbe Medical Mktg. Rsch The Data Group Consumer Opinion Services 

Rockwood Research Corp. 
James Spanier Associates Datatactics, Inc. 

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

ADVERTISING MedProbe Medical Mktg . Rsch COMMUNICATIONS EXECUTIVES 
Brand Consulting Group 

The Winters Group 
RESEARCH Saul Cohen & Associates, L TO. 

Yarnell , Inc. 
Saul Cohen & Associates, L TO. Saul Cohen & Associates, L TO. Concepts In Marketing Research 
Concepts In Marketing Research BLACK D.S. Fraley & Associates Dolobowsky Qual. Svcs. , Inc. 
DeNicola Research, Inc. 

JRH Marketing Services, Inc. Sources For Research , Inc. Elrick and Lavidge, Inc. 
Dolobowsky Qual. Svcs., Inc. 

Paul A. Warner Associates , Inc. James Spanier Associates First Market Rsch(J. Heiman) 
Doyle Research Associates First Market Rsch(J . Reynolds) 
D.S. Fraley & Associates BUSINESS-TO- COMPUTERS/MIS Kennedy Research Inc. 
First Market Rsch(J . Reynolds) 

BUSINESS Saul Cohen & Associates , L TO. Market Views Research, Inc. 
Lynn Greenberg & Associates First Market Rsch(J . Heiman) 

PACE, Inc. 

Menendez International Saul Cohen & Associates, L TO. Product & Consumer Evaluations 
D.S. Howard Assoc ., Inc Sources For Research, Inc. PACE, Inc. Concepts In Marketing Research Market Navigation , Inc. Sweeney International , Ltd. Product & Consumer Evaluations Consumer Opinion Services Research Incorporated 

Research Arts , Inc. Decision Research Strategic Research , Inc. FINANCIAL Rockwood Research Corp. Elrick and Lavidge, Inc. Sutherland Research Group, Ltd 
Southeastern Institute of Research First Market Rsch(J .Heiman) Sweeney International, Ltd . SERVICES 
James Spanier Associates D.S. Howard Assoc. , Inc. Yarnell , Inc. ADI Research , Inc. 
Sweeney International, Ltd. Greenfield Consulting Group,lnc. Cleveland Field Resources, Inc 
Paul A. Warner Associates , Inc. Kennedy Research Inc. CONSUMERS Saul Cohen & Associates , LTD. 

Moosbrugger Marketing Rsch. Concepts In Marketing Research Concepts In Marketing Research 
AGRICULTURE Rockwood Research Corp. Consumer Opinion Services Datatactics, Inc. 
Market Navigation, Inc. Sources For Research , Inc. DeNicola Research , Inc. Dolobowsky Qual. Svcs., Inc. 
Moosbrugger Marketing Rsch . Strategic Marketing Services Doyle Research Associates Elrick and Lavidge, Inc. 
Rockwood Research Corp. Sutherland Research Group, Ltd 

First Market Rsch(L. Lynch) First Market Rsch(L. Lynch) 
Sweeney International , Ltd. 

First Market Rsch(J . Reynolds) First Market Rsch(J . Reynolds) 
ALCOHOLIC Yarnell , Inc. 

D.S. Fraley & Associates Greenfield Consulting Group, Inc. 

BEVERAGES CANDIES D.S. Howard Assoc ., Inc. LaScola Qualitative Research 

Wolf/Aitschui/Callahan, Inc. Kennedy Research Inc. Marketeam Associates 
D.S. Fraley & Associates Rodgers Marketing Research Moosbrugger Marketing Rsch 

APPAREL SMS Research & Marketing Svce PACE, Inc. 

CHILDREN Thorne Creative Research Product & Consumer Evaluations 
Brand Consulting Group 

ADI Research, Inc. 
The Research Center 

AUTOMOTIVE Saul Cohen & Associates , L TO. DIRECT Rockwood Research Corp. 

Doyle Research Associates MARKETING 
Sources For Research , Inc. 

ADI Research, Inc. 
D.S. Fraley & Associates Southeastern Institute of Research 

PACE, Inc. Direct Marketing Research Assocs. James Spanier Associates 
Product & Consumer Evaluations Lynn Greenberg & Associates 

Paul A. Warner Associates, Inc. Research Arts , Inc. Paul A. Warner Associates , Inc. 
Rhode Island Survey , Inc. ENTERTAINMENT The Winters Group 

BIO-TECH D.S. Fraley & Associates Wolf/Aitschui/Callahan, Inc. 

D.S. Howard Assoc. , Inc. 
CIGARETTES Sweeney International, Ltd. Yarnell , Inc. 

Market Navigation , Inc. Paul A. Warner Associates , Inc. 
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FOOD PRODUCTS Rhode Island Survey , Inc. PARENTS Saul Cohen & Associates, L TO. 
Sweeney International , Ltd . Saul Cohen & Associates, L TO. D.S. Fraley & Associates American Public Opinion Survey 

Grieco Research Group, Inc. 
& Market Research Corp Thorne Creative Research Doyle Research Associates 

Thorne Creative Research 
Saul Cohen & Associates , L TO. Paul A. Warner Associates , Inc. D.S. Fraley & Associates 

Paul A. Warner Associates, Inc. Doyle Research Associates 
INDUSTRIAL PET PRODUCTS D.S. Fraley & Associates 

TEACHERS Moosbrugger Marketing Rsch. Concepts In Marketing Research Saul Cohen & Associates , L TO. 
D.S. Fraley & Associates James Spanier Associates First Market Rsch(J . Heiman) Rockwood Research Corp. Thorne Creative Research D.S. Howard Assoc., Inc. Thorne Creative Research 
TELECOMMUNICATIONS Paul A. Warner Associates , Inc. Kennedy Research Inc. 

Weiss Marketing Research 
Market Navigation , Inc. PHARMACEUTICALS Creative Marketing Solutions 
Strategic Research , Inc. 

The Answer Group 
Cunninghis Associates HEALTH & BEAUTY Sweeney International, Ltd . 

Saul Cohen & Associates , L TO. 
Datatactics, Inc. 

PRODUCTS Yarnell , Inc. Decision Research 
Creative Marketing Solutions Elrick and Lavidge, Inc. American Public Opinion Survey 

MEDICAL 
Datatactics, Inc. First Market Rsch(J . Heiman) & Market Research Corp D.S. Howard Assoc. , Inc. D.S. Howard Assoc., Inc. The Answer Group PROFESSION Market Navigation , Inc. Kennedy Research Inc. Saul Cohen & Associates , L TO. 

ADI Research , Inc. MedProbe Medical Mktg. Rsch LaScola Qualitative Research 
D.S. Fraley & Associates 

Saul Cohen & Associates , L TO. James Spanier Associates Sources For Research, Inc. 
Thorne Creative Research 

Creative Marketing Solutions Weiss Marketing Research Southeastern Institute of Research 
Paul A. Warner Associates , Inc. 

D.S. Howard Assoc, Inc. The Winters Group Wolf/Aitschui/Callahan , Inc. 
Marketeam Associates Yarnell , Inc. 

HEALTH CARE MedProbe Medical Mktg . Rsch POLITICAL 
ADI Research , Inc. Strategic Research, Inc. RESEARCH TELECONFERENCING 
Saul Cohen & Associates, L TO. 

American Public Opinion Survey Rockwood Research Corp. 
Concepts In Marketing Research MILITARY & Market Research Corp Creative Marketing Solutions 

American Public Opinion Survey Cleveland Field Resources, Inc TELEPHONE FOCUS The Datafax Company 
& Market Research Corp LaScola Qualitative Research GROUPS DeNicola Research, Inc. 

Paul A. Warner Associates , Inc. Weiss Marketing Research Dolobowsky Qual. Svces., Inc. Datatactics, Inc. 
First Market Rsch(L. Lynch) 

MODERATOR First Market Rsch(J. Reynolds) PUBLISHING 
Market Navigation , Inc. 

Greenfield Consulting Group,lnc. TRAINING Saul Cohen & Associates , L TO. TEENAGERS 
D.S.Howard Assoc., Inc. Cunninghis Associates First Market Rsch(J. Heiman) 

ADI Research , Inc. K C A Research D.S. Fraley & Associates 
Saul Cohen & Associates , L TO. Kennedy Research Inc. NEW PRODUCT Thorne Creative Research 
Doyle Research Associates LaScola Qualitative Research 

DEVELOPMENT D.S. Fraley & Associates Marketeam Associates RETAIL Research Arts , Inc. Market Navigation , Inc. Brand Consulting Group 
Brand Consulting Group Rhode Island Survey , Inc. MedProbe Medical Mktg . Rsch Saul Cohen & Associates , L TO. 
Saul Cohen & Associates , L TO. Thorne Creative Research Moosbrugger Marketing Rsch. Creative Marketing Solutions 
First Market Rsch(L. Lynch) 

Performance Focus Dolobowsky Qual. Svcs., Inc. First Market Rsch(J . Reynolds) TRANSPORTATION Product & Consumer Evaluations D.S. Fraley & Associates 
Paul A. Warner Associates , Inc. 

SERVICES Southeastern Institute of Research First Market Rsch(J . Heiman) 
Strategic Marketing Services Greenfield Consulting Group,lnc. 

SENIORS Sweeney International, Ltd. 
Weiss Marketing Research D.S. Howard Assoc., Inc. Paul A. Warner Associates, Inc. 
The Winters Group Product & Consumer Evaluations Saul Cohen & Associates , L TO. 

The Research Center K C A Research 
TRAVEL HISPANIC Rhode Island Survey , Inc. Weiss Marketing Research 
Saul Cohen & Associates, L TO. Sources For Research , Inc. 

Hispanic Marketing 
Southeastern Institute of Research SMALL BUSINESS I Sweeney International , Ltd. 

Communication Research 
James Spanier Associates 

ENTREPRENEURS Menendez International 
Strategic Marketing. Svces YOUTH 

Saul Cohen & Associates, L TO. 
Doyle Research Associates IDEA GENERATION PACKAGED GOODS Sources For Research , Inc. 
D.S. Fraley & Associates 

ADI Research , Inc. 
The Answer Group 

SOFT DRINKS, 
Research Arts, Inc. 

Brand Consulting Group 
Saul Cohen & Associates, L TO. Strategic Research Corp. 

Saul Cohen & Associates, L TO. 
Concepts In Marketing Research BEER, WINE Paul A. Warner Associates , Inc. 

Decision Research 
Doyle Research Associates American Public Opinion Survey 

Wolf/Aitschui/Callahan, Inc. 
Dolobowsky Qual. Svcs. , Inc. 

D.S. Fraley & Associates & Market Research Corp First Market Rsch(J. Reynolds) 
Research Arts , Inc. 

D.S. Fraley & Associates 
The Research Center 

Lynn Greenberg & Associates 
Thorne Creative Research 
Paul A. Warner Associates , Inc. 
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From the Publisher 
continued from p. 31 
respondents said they spend most of their time with marketing 
research projects. Almost half (47.5%) stated they spend 75% 

Level of Education Attained 

Master's Degree 
(50.6%) 

(263 respondents) 

Doctorate 
(5.3%) 

Bachelor's 

or more of their time in this area, with another 13.7% spending 
between 50% and 74% of their time in this function. 

The respondents tended to have personally worked on a wide 
range of research projects during the past year. The question­
naire provided a list of project types, and more than half of the 
respondents said they had c0nducted advertising studies (66.5% ), 
customer satisfaction studies (63.1 % ), new product concept 
studies (62.7%), tracking studies (62.0%), or market segmenta­
tion studies (58.9% ). And between one-third and one-half had 
involvement with pricing (39.9%), promotion/merchandising 

Types of Research Projects Conducted in the Past Year 
(263 respondents) 

Sales Force 1-:-------. 
Polling 

Distribution/ -t;;;::;;;;;~=~ 

Dealer Studiest!!!§~~~L Service Issues 

Sales 
Forecasting 

Promotion/ 

Merchandising .t:;:::;:::;:::;:::::=::::::=::::;:: 
Pricing 

Market 

Segmentation {:::=;:;;;;::;=:;:;:=::;:;=:;;;;:;;;~;;::=::;~ 
Tracking Studies 

New Product )iiiBBiii~7u7.~rwm~i3 
Concepts 
Customer 

Satisfaction -t==~=======;::::::::::::::=~ 
Advertising 

20 40 60 80 

Those involved in the marketing research function are well- (39.9%), sales forecasting (3S.4%), or service issues (33.8%). 
educated. Over half (55.9%) have a graduate degree, and an 

There are many different research products/services avail­
additional38.0% have a bachelor's degree. The most common 

able to researchers and our respondents reported using a wide 
major, as might be expected, was business. 
--------------------- - ---, variety of them within the past year in the areas of quantitative, 

... 
'.~ . 
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.\ 
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You Don't Have to 
be a Genius to do 
Conjoint Analysis 

Leading Conjoint Software 
Since 1985 

Brettan-Ciark 
516 Fifth Ave., Suite 507, NY, NY 10036 

212-575-1568 

.' :.,.. · . ... ·· .. . ;:·-,".., ':~ --- · 

Circle No. 218 on Reader Card 

qualitative, data processing/software, and field services. I be­
lieve this is an indication of the research buyer ' s increasing 

Types of commercial research products/services used during 
the past year (263 respondents) 

QUANTITATIVE 
52.9% Full Service 
39.2% Syndicated Studies 
34.6% Secondary (Exclud­
ing Demographic) 
24.7% Multi-Client Studies 
17.9% Panels 
12.2% Omnibus Studies 
10.3% Single-Source 
Scanning Services 

QUALITATIVE 
63.9% Focus Groups 
40.7% One-on-Ones 

DATA PROCESSING/SOFT­
WARE 
40.7% Statistical Analysis 
36.5% Software Packages 
35.7% Data Processing 

FIELD SERVICE 
65.8% Telephone Interviewing 
49.8% Mail Surveys/Lists 
38.4% Personal Interviewing 
22.1% Mall Intercepts 

degree of sophistication in customizing the methodology for 
each project. 

More than half (52.9%) of the respondents used full service 
research during the past year, while more than one-third used 
syndicated studies (39.2%), secondary studies-excluding 
demographic (34.6% ), or demographic information (34.6% ). 
Other quantitative information sources listed include multi­
client studies (24.7% ), panels ( 17.9% ), omnibus studies ( 12.2%) 
and single source scanning services (10.3 %). 

Qualitative re earch continues to play a major role with 
researchers. The importance and use of focus groups in the 

Quirk's Marketing ResearchReview 



research process is shown by the fact that 
almost two-thirds (63.9%) used this 
method during the past year. One-on­
ones also are important-more than two­
fifths (40.7%) of the respondents said 
they had used that method during the 
year. 

Collection of raw data is still an impor­
tant part of the research function. Tele­
phone interviewing (65.8%) was the field 
service used most frequently in the past 
year, followed by mail surveys/lists 
(49.8%), personal interviewing (38.4%) 
and mall intercepts (22.1 % ). 

More than two-fifths (40.7%) of the 
respondents used outside statistical analy­
sis services during the past year. The use 

Percent of Work Time Which 
Involves Marketing Research 

Less than 
25 Percent 

(27.4%) 

of in-house processing and data analysis 
is also evident in the fact that more than 
one-third (36.5 %) purchased or leased 
software packages during the year. And 
almost the same percentage (35.7%) used 
outside data processing services over the 
last twelve months. 

Price and quality of research products/ 
services are apparently important consid­
erations when selecting suppliers, accord­
ing to our respondents. Competitive bids 
are the rule rather than the exception for 
the most widely used types of research. It 
may reflect both the need to control costs 
as well as the ability to select the best 
product/service for the specific research 
project. 

Among those respondents who indi­
cated use of specific types of research 
during the last year, 83.5% normally 
obtain competitive bids on full service 
studies, focus groups (74.7%), telephone 
interviewing field service (68.2%), per­
sonal interviewing field service (55.4% ), 
mail surveys/lists (54.2%), and mall in­
tercepts (53.4%). The services for which 
between one-quarter and one-half of the 

April, 1990 

Who Decides Which 
Research Company Is Used? 

I Usually 
Recommend 

(4.2%) 

Not Involved 
(4.2%) 

fifths of the respondents say they share 
the responsibility for determining the 
methodology (39.2%) and the research 

Length of Time Employed 
by Present Organization 

One 
Year 

or Less 

Two 
Years 

or Less 

Three 
Years 

or Less 

46.4% 

Five 
Years 

or Less 

respondents normally obtain bids are 
omnibus studies ( 46.9% ), one-on-ones 
(46.5 %), demographic information 
(33.0%), data processing (30.9%), statis­
tical analysis (29.9%), software pack­
ages (28.1 %) and secondary informa­
tion--excluding demographic (25.3%). 

When asked about their influence in 
determining the research methodology 
used and the research provider chosen for 
each project, the respondents indicated 
that they play a very important role. Over 
half say they usually have final authority 
on the methodology used (52.1 %) and the 
company chosen (50.9%). About two-

company (41.8%) with others. This find­
ing points out the central role our readers 
play in this part of the information gath­
ering process. 

This study is the first of several we plan 
to conduct to better understand how the 
marketing research process functions 
within organizations and to learn more 
about the people who have responsibility 
for it. If you have any suggestions for 
future survey topics, please let us know .0 

There's nothing trivial 
in the pursuit 

of your customers 
Qualitative marketing research isn't a guessing game. It's zeroing in on valid, 
reliable information that can make or break your business. And that requires 
dependable, top-notch recruiting and a productive work environment. That's 
where Concepts In Marketing Research (CIMR) can help. 
No matter whether your product is high finance, high tech, high fashion or high 
fiber. Orwhetheryourcustomersare blue collar, white collar, gold collar or 
plaid collar. CIMR 's professionals can recruit even the hardest-to-reach 
respondents from a base of more than 2 .5 million urban, suburban and rural 
middle Americans. 
And we offer a spacious, well-equipped downtown facility, conveniently located 
just 15 minutes from Minneapolis/St. Paul International Airport. An environ­
ment that's comfortable for you, and more important, one that's conducive to 
productive qualitative research sessions. All to help in your pursuit of those who 
keep your business in business-your customers. 
...,.. Focus group facilities ...,.. In-depth interviewing ...,.. Recruiting 
...,.. Project design and analysis ...,.. Field coordination 
...,.. Consumer, executive and medical experience 
TolearnmoreaboutCIMR'scapabilities, call uscollectat 612/228-5667, or 
writetousatP.O. Box 64931, St. Paul, MN 55164-0931. 

I I 
Concepts in 

elM~ Marketing Research, Inc. 
, P.O. Box 64931 

..... ____ __. St. Paul , MN 55 164-0931 
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Survey Monitor 
continued from p. 17 

are neither good nor poor. On the other 
hand, only 18% of people believe condi-

MANY PEOPLE EXPECT TO REDUCE 
THEIR DEBTS THIS YEAR 

Don't Know 

tions are poor, with 5% classifying them 
as very poor. The poll shows only slight 
differences between how men and women 
rate the economy. 

When asked to compare their feelings 
about the national economy now with last 
year, 28% said they feel more positive. 
Another 38% told interviewers their feel-
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DATA COLLECTION 
HAS NEVER BEEN 

EASIER! 
ACS·QUERY 

PROGRAMS Questions AUTOMATICALLY 
SAMPLE Management 
Manual or AUTO DIALING 
TRACKS Call DISPOSITIONS 
QUOTA Control 
AUTOMATIC CALLBACK Scheduling 
LABELED Reports 
ON SCREEN Monitoring 

FREE Interface Between 
ACS-QUERY and A-CROSS 

Available! 
A-CROSS 

MENU DRIVEN CROSS TABS 
See Tables AS YOU WRITE 
UNLIMITED Respondents 
30 Columns x 100 Rows 
NETS, STATISTICS 
9 LEVELS Of Ranking 
Data DICTIONARY 
ASCII or LOTUS.WKS Output 

CALL OR WRITE: 
Analytical Computer Software 
434 Sandford, Westfield, NJ 07090 

(201) 232-2723 

Circle No. 219 on Reader Card 

ings have not significantly changed; 
whereas 25 % said they are feeling more 
negative. A greater percentage of men 
than women feel more positive about the 
economy this year. 

Survey finds TV quality 
has declined 

According to a new survey by the Barna 
Research Group, almost half of all Ameri­
can adults believe the overall quality of 
television programming is worse today 
than it was five years ago, and many 
believe it will continue to decline in the 
next five years. Forty-four percent said 
television programming is worse than 
five years ago, while 26% felt it was 

Quality of television programing now, as 
compared to five years ago 

better than in 1985, and another 26% felt 
it had not changed significantly. 

The perception of TV 's quality hinged 
greatly on who was answering the ques­
tion. Women were more likely than men 
to feel that TV programming was not as 
good as in 1985 (50% to 36% ). In addi­
tion, young people were more positive 
toward the quality of television program­
ming today than were older people. While 
only 24% ofthe 18 to 24 year-old respon­
dents felt TV had gotten worse since 
1985, 41 % of the 25 to 44 year-old felt 
television quality had declined during 
thi s time. Forty-nine percent of the people 
between the ages of 45 and 64 felt this 
way, and 64% of the respondents who 
were 65 or older said the quality of pro­
gramming had dropped in the past five 
years. 

The presence of cable television in the 

household did not seem to make a differ­
ence in how people felt about the quality 
of television, but the presence of a pay 
channel did. Among people who sub­
scribed to one or more pay channels (such 
as HBO , The Disney Channel , or 
Showtime) , 33% feltthe quality of televi­
sion is higher today than five years ago, 
while 23 % said it is not much different, 
and 41 % felt it is worse (compared to 
22% better, 30% the same, and 45% worse 
among basic-cable only households, and 
22% better, 26% the same, and 46% worse 
among non-cable households.) 

Respondents were divided on the pos­
sibility of televi sion programming qual­
ity improving by 1995. Thirty-two per­
cent were optimistic, saying they felt it 
would improve in the next five years. 
Twenty-six percent felt there would 
probably not be much change in the 
quality, and 33% felt the situation would 
only get worse. 

Not only were pay channel subscribers 
more positive toward the quality of pro­
gramming right now, but they were also 
more optimistic about the near future. 
Forty-one percent of the surveyed pay 
subscribers felt TV programming quality 
would improve over the next five years, 
while 23% didn ' t foresee much change, 
and 28% said it would decline (compared 
to 27% better, 28% the same, and 34% 
worse among basic-only and non-cable 
households). 

The respondents were not as negative 
about news reporting and the coverage of 
newsworthy events. Forty-eight percent 
said news coverage had gotten better since 
1985, while 17% feltitwas notas goodas 
five years ago, and 31 % had not noticed 
much difference. 

Public is increasingly 
critical of advertising 

According to a recent study by Opinion 
Research Corp. , the public opinion is 
increasingly critical of advertising. In 
1987, a clear majority (72%) ofthe public 
found advertising to be at least fairly 
believable. Now , that majority has 
dropped to 62%. More than a third (35%) 
of the population considers advertising to 
be fairly or very unbelievable, up from 
26% in 1987. 
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Furthermore, more than four out of ten 
(44%) people think advertising has be­

come more deceptive in the last four or 
five years, with about the same propor-

Advertising's Credibility 
Takes a Bad Turn 

51 53 72 

1973 1978 1987 

62 

1989 

c:J Believable ~ Unbelievable 

tion (43 %) saying advertising's level of 
deception has not changed. Of those who 

think advertising is as deceptive as it was 
a few years ago, 33% of them find adver­
tising to be at least fairly unbelievable 
anyway. A scant 6% think advertising 
has become less deceptive during the 
same time, and only one in twenty-five 
(4%) believe advertising is not deceptive 
at all. These results seem to suggest that 
the claims companies make in their ad­
vertising have not lived up to the experi­
ences of the nation's consumers. 

quality of advertising has not changed in 
recent years already think advertising is 

annoying. 
The clearest trend in people's attitudes 

toward advertising appears in its per­
ceived goal. In 1964, when Opinion 
Research first assessed this issue, 37% 
saw advertising as a useful source of 

100 

80 

60 

40 

Is Advertising Informative 
or Persuasive? 

17 

1964 1973 1978 1987 1989 

Ulnformative ELL::! Persuasive 

information; now, fewerthan one in five 
( 17%) see most advertising as a source of 
information to help them decide what to 
buy. Today, a more sophisticated and 
better educated population thinks differ­
ently. The vast majority (80%) of the 
public sees advertising as a deceptive 
persuader. These proportions are the most 

COMPARING THE MEDIA 

100%-r------------------------------------------------------~ 
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60% -L----~--------~----------~--------~----------~----~ 
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- Most Believable ~ Most Entertaining m:E3 Most Annoying E::3 Most Informative 

Along with a loss of credibility, adver­
tising is also losing ground on the issue of 
quality. A 1987 study found that 41 % of 
consumers felt the quality of advertising 
had gotten better in the preceding four or 
five years; now only 35% feel the same 
way, with 26% saying advertising has 
gotten worse. The criticism runs deeper 

than the above data indicate: a clear 
majority (53 %) of those who say the 
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extreme in a quarter of a century. 
While comparing advertising in spe­

cific media-television, newspapers, 
magazines, radio, and the mail-televi­

sion is chosen overwhelmingly as the 
most entertaining and interesting of 
choices (79% ). However, nearly half of 
consumers think television advertising is 
also the most annoying (47%), with mail 
advertisements (23%), and radio adver-

tising ( 13%) taking second and third place, 
respectively. 

Television and newspapers share the 
honor of being considered the most be­

lievable (34% and 31 % respectively) and 
the most informative (television, 32%; 
newspapers, 30% ). The public gives its 
lowest appraisal to mail advertising, a 
medium which seems to be used more 

frequently with each passing month. Mail 
advertising is considered most believable 
by only 3%, and is also considered to be 
among the least informative advertising 
media. 

Finally, A Stat Package 
That Knows Who's Boss. 

StatPac Gold is a well-behaved 
software package for surveys and 
marketing research. It's fast, 
accurate, reliable, user-friendly 
and comprehensive. Basic tabs 
and advanced statistics with 
graphics. Compare. Nothing else 
comes close. 

Call Now: (612) 866-9022 

Ask for our free report on 
Designing Better Questionnaires. 

StatPac Inc. 
6500 Nicollet Ave. S. 
Minneapolis, MN 55423 

StatPac is a registered trademark of StatPac Inc. 
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OpinionPole "lightning speed" at which results were 
continued from p. 25 obtained, the large sample size and low 

cost. But added one reservation-Opin-
officer, Paulette Fox. Survey results, ionPole's self-selection, which refer to 
which garnered a I 0 percent response the type of person that responds to a 
rate over a two-week period, provided specific type of survey method. 

Product & Service Update 
continued trom p. 22 

New health care 
omnibus program 

that information, while enhancing the "All surveys, i.e., telephone, mail, or 
museum's mailing list. "People seemed mall, have self-selection. The Opinion-
willing to give their names and addresses, Pole is not different," says Rissmann. Total Research Corp. introduces a new 
which gives us an ideal mailing source "I'd like to experiment more with the omnibus research program that will 
for our membership solicitation, a list of OpinionPole, to find out what type of monitor the attitudes and opinions of 
people we know are interested in the person responds to its methodology. primary care physicians with results on 
museum." Overall, however, I think it holds real both a monthly and quarterly basis. The 

The OpinionPole is new methodology, promise for the future. new service, Synergy, will track physi-
and even Americom is learning from each K -mart officials were less reserved in cians' product awareness and usage, test 
new application. "What we're learning theirenthusiasmofOpinionPole'spoten- product and promotion concepts, meas­
from the data already accumulated is that tial. In return for allowing the Opinion-
there is clearly a consistency over many Pole to be placed in its stores, K-Mart was ure demand, and monitor the impact of 
environments," says Telser. allowed to conduct its own survey at the current events. 

One client who would like to experi- end of Northern Electric's survey. More The new research service will be of-
ment more with the medium itself is than 850 completed responses were gath- fered in two forms. The fir t i Synergy­
Northern Electric, a national electronic ered during the two-week period. Stat, a monthly urvey of 100 primary 
appliance manufacturer, which recently "We were very impressed with the care physicians. This is a research vehicle 
used the OpinionPole to test consumer response rate for that period of time," for clients who want to pose a short series 
reaction to two new product ideas. says Christal Renaud , K-Mart Corp. of proprietary questions. 

For this study , OpinionPoles were consumerresearchprojectmanager. "The The second is Synergy-Pulse, a quar-
placed for a two-week period in two K- customer reactions were very positive terly service designed to provide a de­
Mart stores-one in Chicago, one in and our employees weren't irritated by tailed analysis of current topics in the 
Johnson City, Tenn.-where Northern (OpinionPole 's) presence." K-Mart is 
Electrl·c applt'ances are sold. George Rt'ss- c rrently .d . . th 0 . . health care industry. Three hundred phy-u const enng usmg e ptnton-
mann, Northern Electric marketing re- Pole again for further consumer polling, sicians will be interviewed each quarter 
search manager, was impressed with the says Renaud. 0 and the results will be syndicated to sub­
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ scribing companies. The first study will 

Two New Tools for Easier 
Forecasting & Market Analysis 

ForeProfit, ® complete easy-to­
use package of analytic, forecasting 
and market analysis techniques. Irs 
almost like having an MBA in your 
PC. Includes Moving average, expo­
nential smoothing, regression (OLS, 
GLS, TSLS), linear programming, 
graphics output, comprehensive 
data editor. $250.00 for complete 
package including a 250-page 
manual. 

Soothsayer,@ an artificial 
intelligence-based, high-speed 
analyzer, takes a series of numbers 
and looks ahead. It gives an objec­
tive basis for whars likely to happen 
based on past experience. Just 
give it a series of numbers from 
the keyboard or from any ASCII file 
and it produces a forecast using a 
sophisticated analytic routine. 
$69.00, ready to produce fast, 
easy projections. 

Both run on any MS-DOS computer, 
512K or more, floppy or hard drive. 

motion call or write: 

Loon Valley Software, Inc. 
0 Summit Avenue, Suite 38 
Paul, MN 55102-2699 

SOFTWARE 2)227-5552 
(800) 828-0136 
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examine physicians' attitudes toward the 
changing face of pharmaceutical compa­
nies ' sales practices. 

Directory lists non -official 
worldwide data sources 

Euromonitor's new International Di­
rectory ofNon-Official Statistical Sources 
provides information on over 1,000 titles 
published by various associations, com­
panies and non-official bodies in the U.S., 
Canada, Japan, Australasia, India, the 
Middle East, South America, and Africa. 

The major producers of non-official 
statistics included in the directory are 
trade associations, professional bodies, 
research organizations, trade journals and 
periodicals, financial institutions and 
statistical databank companies. 

Whereas official sources often carry 
only raw stati tics, non-official sources 
are able to deal with sectoral breakdowns, 
market and products, end-user statistics, 
and consumer profiles, as opposed to 
totalized figures in official publications. 
Contact Euromonitor in London, Eng­
land via phone at 01-251-8024, or via fax 
at 01-608-3149. 
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Menendez International has relocated 
its offices to 8931 SW 85th Street, Mi­
ami,FL33173. Telephone305-598-2829. 
Fax 305-598-4899. 

• 
A new custom marketing research firm, 

Research Plus, has opened at 1821 
Walden Office Square, Schaumburg, IL 
60195. Telephone 708-303-5655. Herb 
Hupfer and Carolyn Heimbach are the 
principals. 

• 
Jill L. Siegel is the new owner and 

president of Olchak Market Research. 
She has purchased the 20 year-old field 
service from its founder, Rhoda Olchak, 
who will remain as a consultant to the 

Siegel 
company. The company is located in the 
greater Washington, D.C. area. 

• 
Charles Schwartz, a demographer spe­

cializing in marketing research and infor­
mation systems, has formed Demomet­
rika. The company performs demo­
graphic and statistical analysis of market 
research data ranging from market demo­
graphics to consumer preference map­
ping. The company's address is P.O. Box 
66689, Los Angeles, CA 90066. Tele­
phone 213-390-6380. 

April , 1990 

MarketVision Research, Inc. has 
opened a new division, MarketVision 
Consulting, which will have offices in 
Cincinnati, and Charlotte, NC. The firm's 
primary focus will be the implementation 
of customer satisfaction research pro­
grams. Ronald W. Miller has been named 
president. He will work out of the Char­
lotte office. For more information, con­
tact Donald McMullen at 513-733-5600. 

to form Erdos & Morgan/MPG. The com­
pany is headquartered at 116 East 27th 
St. , New York, NY 10016. 

• 
Randy Thaman and Dave Disher, both 

senior vice presidents of Marketing 
Research Services, Inc., have contracted 
to purchase the company from its founder 

• 
ACG Research Solutions has opened 

a new focus group facility in Clayton, 
MO. ACG is located at 120 South Cen­
tral , Suite 1750, St. Louis, MO 63105. 
Telephone 314-726-3403. Fax 314-726-
2503. 

• Disher and Thaman 

Erdos & Morgan, Inc. and Market- Edward D. Horgan, for an undisclosed 
ing Projects Group (MPG) have merged amount. 

The MacFarlane Options. 
Alternatives for Business Marketing Research 

• Start with three excellent international directories. MacFarlane is agent 
in North America for the International Directory of Published Market Re­
search (MARKETSEARCH), International Directory of Market Research 
Organisations, and FINDEX The Directory of Market Research Reports, 
Studies and Surveys. 

• If secondary data is what you need, MacFarlane can compile the data to 
meet yeur specific project requirements. 

• Or select from an array of multiclient studies. These industrial and 
business studies were conducted by MacFarlane and its European cor­
respondents and offer an international selection of existing research. 

•If a specialized "proprietary" study is needed, MacFarlane's expertise 
can provide a total package from design through final report. 

The professionals at MacFarlane can help you analyze competitive situ­
ations, pinpoint marketing opportunities, evaluate products, ventures, or 
sales and marketing effectiveness, or conduct business-to-business focus 
groups. Call or write for information on the MacFarlane Options. 

MacFarlane & Company Inc. 
The Business Marketing Specialists. 

SUITE 450/0NE PARK PLACE/ATLANTA, GA 30318 U.S.A. 
TEL 404/352-2290-TELEX 4611041 COMTEL ATL-FAX 404-352-2299 
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Hawk 
continued from p. 7 

the first group, each with its own set of 
concerns and interests. "We found we 
had two distinctly different audiences 
and each audience had some unique rea­

sons for interest in the product, and we 
never would have assumed that that would 
be the case," Gorrell says. 

The first segment, made up of people 
such as building owners, developers, and 

office complex managers, were interested 
in operational efficiency issues such as 
,cost savings and return on investment. 

The second segment, the boiler opera­
tion/maintenance personnel, were inter­

ested in ease of use issues, and also in the 

operational and functional benefits. Both 

segments shared a fundamental interest 
in safety. 

"We thought we might be talking to 

more than one audience but we found we 

really had two different types of market­
ing messages to convey because there 

were two distinctly different reasons for 
different types of people to want this 
product," Gorrell says. 

Other changes made 
Subsequent focus groups separated the 

two segments to better investigate their 
individual needs and viewpoints. And 

based on the results of the initial meeting, 
other changes were made. 

Frank Pleticha, vice president of the 

AdFacts research division of Starmark, 
says that the results of the first group led 

to a rigorous screening procedure for the 
second set of groups (preceded, he says, 

by "a ton of phone calls" to get respon­

dents who fit the requirements). 

"I think our screening process was much 

more rigorous and we ended up with 
better groups as a result of what we learned 
in our first pilot group. Initially we had a 
mix, some people would respond to some 

issues and some to others, and it was very 
hard to get a reading on what the group 

was telling us, which is when we realized 
we had two different audiences and we 
should treat them as such." 

The screening questionnaire asked 

about the technology of the boilers the 

respondent was currently working with, 

to assess the respondent's level of famil i­

arity with boiler technology, his ability to 
articulate his thoughts and views, and to 

42 

uncover thoughts and perceptions towards 
that technology. 

"We needed to know how what their 

unmet needs were and how this new 

product would potentially fill those needs. 
And there was the overall question of 

how do we position this thing so that it is 
seen by the marketplace as filling the gap, 

but at the same time it's not seen as some 

kind of frightening Star Wars thing that 
makes outlandish claims," Pleticha says. 

Changes were also made in the method 
of presenting and discussing the product. 
In the first group, the product was ex­
plained verbally, which posed problems, 

Gorrell says, because of its new technol­
ogy. 

"One of the things we learned in our 
control group was that it was confusing to 

try and talk about (the product) without 

any representation of the product itself. 
Respondents would say, 'I don't under­
tand how this can be,' and, 'What are we 
talking about?"' 

Succeeding groups used a detailed slide 

show to explain the product's features. A 
prototype of the Hawk, placed in a cabi­

net with no identifying markings, was 
also used to give respondents a concrete 
idea of what the product looked like and 

how it worked. Representatives from 
Honeywell and Cleaver-Brooks were on 
hand in addition to the moderator to an­

swer specific technical questions and 
clarify any respondent misperceptions. 

"Not only did the respondents see the 

slide show and ask all the technical ques­
tions, but with the prototype, they were 

able to walk up to this thing and kick its 

tires so to speak and play with it, look at 

the buttons, and ask questions," Pleticha 
says. 

Pricing was also discussed, after the 
slide show and the unveiling of the proto­
type, using four questions: 

I.What would you expect this product 
to cost? 

2. What price would be so high that you 
feel you would be getting cheated? 

3. What price would be so low that you 
would question the product's quality? 

4. What price would you be willing to 
pay? 

Respondent fears 
As in the first group, the second group 

respondents expressed fear about the 
product because of its advanced capa­
bilities, Pleticha says. 

"The depth of the fear and resistance to 
it were just incredible. In the early min­
utes of the group, that really came out in 
a powerful way. Wekindofsensedgoing 
in that there would be a little hesitation, 
but in the three groups we did it was 
overwhelming. It smacked us in the face. 
We knew this thing had to come across as 
looking friendly," he says. 

Some of those fears surrounded the 
Hawk's ability to allow off-site boiler 
monitoring through the communications 
module. 

"Many of these guys came from an 
environment where, by golly, if you had 
a ten hour shift, you walked around those 
boilers for ten hours and you had your eye 
right up to the gauge. They said, 'You're 
going to tell me that I can be a mile away 
at a different location and this thing is 
going to give me accurate readings and 
it's going to shut the boiler down if the 
pressure gets too high?' 

"They also asked, is this the type of 
thing that would work so well that I'd 
have to fire my good friends that I've 
worked with for the last three decades 
because it would take their jobs away?" 

The people who had had experience 
with computer microprocessor-based 
technology grasped the product concept 
very readily and embraced it enthusiasti­
cally, says Steve Connor. 

"Those that had not been exposed to 
this kind of technology gradually came to 
see the benefits, but they remained a little 
hesitant. There were also some people 
that you could tell ten minutes into the 
presentation were afraid of it. It wasn't 
for them. That was very helpful because 
we knew that the product wouldn't just 
sell itself. We weren't going to have a 
market that was lining up outside our 

Quirk's Marketing ResearchReview 



door to buy the product. It would have to 
be sold," he says. 

Strong image 
Uncovering this fear made it clear that 

the product would have to have a strong 
image that communicated safety. The 
first step in creating that image was the 
product's name. 

Analysis of competitive ads showed 
that other manufacturers tended to use 
technological-sounding names, Pleticha 
says. "Most of the ads simply showed a 
black box sitting on a table with a caption 
like, 'Here it is! The XG47R.' But to 
make this product successful, we knew 
we couldn't use that approach. We had to 
do something that would really make 
people stand up and stop dead in their 
tracks and take notice." 

Steve Connor: "Because the (respon­
dents) put an emphasis on safety, we 
knew we had to give it a name that con­
notes a rugged piece of equipment, a state 
of the art system that gives you a feeling 
of security." 

Enter "The CB-Hawk," and the slogan 
"No other control watches your boiler 
like a hawk." To create a striking image 
that would reinforce the product name 
across all aspects of the promotional 
campaign, Starmark used wildlife artist 
Lisa Bonforte's painting of a red-tailed 
hawk. 

Information from there earch wa used 
directly in the creation of the promotional 
materials. 

"Everything we talked about (in th~ 
promotional materials) relative to the 
features, functions and benefits-en­
hanced safety and control, advanced di­
agnostics and communication capabili­
ties-was tied to and confirmed by the 
focus groups," Connor says. 

Rhonda McCusker, Cleaver-Brooks 
marketing communications manager, says 
that she used the focus groups to clear up 
a number of issues related to the design 
and content of the advertising and prod­
uct brochure. 

"We were introducing a product that 
not only was new to the marketplace but 
very new for Cleaver Brooks. We had 
never entered the controls market per se 
so we needed to look at which markets 
were out there. I wanted to specifically 
know how to prioritize or position this 
product, and from the focus groups we 
needed to know what features and bene­
fits would turn our buyer on. We had a list 
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of 10 or 12 features and benefits but we 
weren't sure how to prioritize them," she 
says. 

Very successful launch 
Connor says the Hawk had a very suc­

cessful launch in terms of sales and over­
all awareness. And Starmark's extensive 
communications program earned it an 
award in the "Top 10 Case Studies" 
competition sponsored by the St. Louis 
chapter of the Business/Professional 

Advertising Association. The competi­
tion, based on a program's ability to 
produce measurable results, solicited 
entries throughout the U.S. and Canada. 

While the focus groups were being 
conducted, Cleaver-Brooks performed 
field tests of the boilers with sample 
customers, so that by the time of the 
product's unveiling at the annual show of 
the American Society of Heating, Refrig­
eration and Air Conditioning Engineers 
(ASHRAE), it could point to successful 
field installations. "This helped cut down 
the anxiety for the first time buyer," Pleti­
cha says. 

Videotaped segments of the focus 
groups were shown to the Cleaver-Brooks 
sales force to give them an indication of 
the kind of reactions and potential objec­
tions they might encounter in the field. 

To further increase awareness, Cleaver­
Brooks has also made the Hawk standard 
equipment on a number of its boilers. 

"Some of the operators were leery at 
first," Connor says, "but it's been amaz­
ing the number that have come back to us 
and said, 'Hey, what's it going to cost to 
put one of those Hawks on my other 
boiler?'" 0 

Consumer Opinion Services, Inc. 
''We Cover the Northwest'' 

Mt. Vernon Mall 
Everett Mall 
Lakewood Mall 

Seattle 

Vancouver Mall 
Three Rivers Mall 

• Spokane 
Northtown Mall 

• Boise 

Call (206) 
241-6050 

Boise Towne Square 

Seattle - Portland - Spokane - Boise 
Over 25 Years in Data Collection 

Mall Intercept • Focus Groups • Central Telephone • CRT Interviewing 
Audits • Pre-Recruits • Executive • Medical • Demos • Door to Door 

12825 - 1st Avenue South, Seattle, Washington 98168 • (206) 241-6050 
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The f ollowing focus group facilities were 
inadvertently omitted from the 1989 Direc­
tory of Focus Group Facilities: 

Strategic Marketing Services, Inc. 
148 Middle St. 
Portland, ME 04101 
Ph. 207-774-6738 
1,3,4,6,7B 

FacFind, Inc. 
2101 E. Rexford Rd. , Suite 123 
Charlotte, NC 28211 
Ph. 704-365-8474 
Fax 704-365-8741 
1,3,4,6,7B 

The Customer Center 
3528 Vest Mill Rd. 
Winston-Salem, NC 27103 
Ph. 919-722-8868 
1,2,7C 

Research Options 
521 Plymouth Rd., Suite 107 
Plymouth Meeting, PA 19462 
Ph. 215-828-2390 
Fax 215-828-2498 
1,3,4,7B 

Phoenix Systems, Inc. 
525 W. 22nd St. 
Sioux Falls, SD 57105 
Ph. 605-339-3221 
1,3,7B 

Dallas Focus 
511 E. John Carpenter Fwy., Suite 100 
Irving, TX 75062 
Ph. 214-869-2366 
Fax 214-869-9174 
1,3,4,6,7B 

ACG Research Solutions 
120 So. Central Ave., Suite 1750 
St. Louis, MO 63105 
Ph. 314-726-3403 
1,3,6,7B 

American Financial Group 
3033 Campus Dri ., Suite A400 
Plymouth, MN 55441 
Ph. 612-557-0386 or 
800-343-8891 
1 ,3,6,7B 
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Peters Marketing Research, Inc. 
12400 Olive Blvd. , Suite 225 
St. Louis, MO 63141 
Ph. 314-469-9022 
1,3,6,7B 

Jilt, 

Please make the fo llowing correction to the 
1989 Directory of Focus Group Facilities: 

The fax number for First Market Research 
Corp. , Boston, is 6 17-482-4017. 

The f ollowing listing was inadvertently 
omitted from the 1989 Directory of Perma­
nent Mall Research Facilities: 

Brewer Research 
Pioneer Plaza 
1173 N. Circle Dr. 
Colorado Springs, CO 80909 
Tel. 719-597-9869 
Stat.-4 1 ,2,3,4 

Coming in 
May 

Headquarters: Quirk's Marketing 
Research Review, 6607 18th Ave. 
So. , Minneapolis, MN 55423. Phone 
& fax (612) 861-8051. 

West Coast: Lane E. Weiss, 582 
Market St. , Suite 611 , San Francisco, 
CA 94104. (415) 986-6341. 
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Trade Talk 
continued from p. 46 
More detail 

Tourville says that though some of the information contained 
in the Purchasing Study may also be found in other sources, 
such as government reports, the study offers more detail than 

those sources while providing users with a broad overview of 
the industry. 

"What's odd about this business is that there are many 
comprehensive dollar figures available for the industry, but 
they're not very detailed. Our study supplements that informa­
tion. Other surveys may do an in-depth analysi of a very 
narrow topic, but that 's all they do. We cover a wide range of 

Don't just read us, write for us! 

Quirk's Marketing Research Review welcomes submission 
of informative, objective articles written by knowledgeable 
industry sources on all aspects of marketing research. In 
addition, we encourage readers to contact us with successful 
research projects to profile as case histories. 

Each issue features articles and case histories on various 
research topics as well as those relating to a specific 
directory/editorial emphasis. Upcoming issues will focus 
on: 

Telephone Interviewing (May) 
Syndicated/Omnibus Research (June/July) 

Packaging Research (October) 

Please contact Joseph Rydholm , managing editor, at 612-
861-8051 , or at the address below, to discuss ideas or to 
obtain manuscript guidelines. 

April , 1990 

Quirk's Marketing Research Review 
P.O. Box 23536 

Minneapolis, MN 55423 

products and services." 
The services covered in the study change from year to year as 

the industry changes. Tourville says users also request areas 
they would like to see examined. "We ' ll notice just by the types 
of phone calls we're getting and the types of advertising we're 
seeing elsewhere that something is becoming a hot topic. " 

An example of such a topic is facilities management, where 
an outside firm will buy an institution 's data processing equip­
ment, hire its data processing employees, and charge the insti­
tution a monthly fee to handle its data processing. 

"We began to see a sprinkling of ads about it, and we had 
requests from advertisers for information on it in a study a 
couple of years ago. We also saw that the number of S&Ls who 
were going the facilities management route was still small , but 
it was doubling every year." 

Jack Davis, president, Hagen Marketing Systems, uses the 
study to keep his client, Computer Power, a mortgage servicing 
company, up-to-date on market trend . 

"I use the study because it 's timely and accurate. They do the 
leg work and present the data in a form we can use and 
understand. I use a lot of secondary data from a variety of 
sources to keep my client abreast of early indicators that show 
potential changes in market direction. It' s important from a 
competitive point of view and from a research point of view to 
get that data as soon as possible. 

"(Computer Power) is involved in residential mortgage origi­
nations, and the study' s trend data shows us over time what's 
going on in the various segments of that market. As the thrift 
industry goes through all its changes, it' s important for us to 
have a way to monitor those changes."O 

Classified Ad 

PRESIDENT 

A NATIONAL DATA COLLECTION COMPANY 

THE FIELD AGENCY DIVISION OF A NATIONAL RESEARCH 
COMPANY SEEKS A PRESIDENT. 

QUALIFICATIONS: FIVE TO TEN YEARS EXPERIENCE WITH 
MAJOR RESEARCH SUPPLIER OR FIELD AGENCY WITH 
HANDS-ON SELLING AND MANAGEMENT EXPERIENCE. 

OBJECTIVES: STRONG SALES AND FINANCIAL MANAGEMENT 
KNOW-HOW TO LEAD COMPANY TO NEXT PLATEAU--PUBLIC 
FUNDING OR MERGER. 

EQUITY: OPPORTUNITY FOR INVESTMENT. 

SEND LETTER WITH SALARY HISTORY MARKED 
CONFIDENTIAL TO: 

MR. C. TROY SHAVER, JR. 
OPPENHEIMER MANAGEMENT COMPANY 

TWO WORLD TRADE CENTER, 34TH FLOOR 
NEW YORK, NY 10048-0669 
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by Joseph Rydholm 
managing editor 

Study tracks trends in S&L industry 

A long with its many activities on behalf of the savings 
institution industry-from lobbying, economic analy­
sis , and legal consulting-the United States League of 

Savings Institutions, a trade organization founded in 1892, also 
provides its members with extensive industry research. One 
part of that effort is the annual Purchasing Study sponsored by 
Savings Institutions magazine, the League 's publication for its 
members. 

Performed since 1972, the study examines the use of various 
products and serv ice in four areas: management, lending, 
savings/checking, and data processing. In each of the areas, 
respondents provide purchasing histories and predictions for 
future purchasing for the products and services. 

For example, the report on Savings/Checking looks at the 
level of use of ATMs, and which institutions offer passbook 
and/or statement sav ings accounts, etc. The Lending report 
examines the number of institutions that currently offer or plan 
to offer education loans, bi-weekly mortgage loans; those that 
issue credit cards, either as an issuer or as an agent; and the types 
of real estate owned by property type. 

Many uses 
The study has many uses-as material for Savings Institu­

tions articles, U.S. League clinics and seminars, and as a 
reference source for many financial institutions-but Glenn 
Tourville, assistant marketing director, Savings Institutions, 
says that the survey was created to provide Savings Institutions 
advertisers with detailed, quantitative information on the mar­
ket. 

"It's also very valuable to our advertising sales representa­
tives because it gives them information on several aspects of the 
market that they can pass on to advertisers. It 's sort of the GNP 
of the savings and loan industry." 

The results of the latest study, the 1988-89 year, are based on 
1760 interviews with institution managers who are directly 
responsible for the institution 's operations in the four areas 
surveyed. Interviews were conducted with 440 respondents for 
each of the four sections, and those segments were broken down 
by the assets of each institution . 

continued on p. 45 

Making names 
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At N ameLab, we've made product and company names like Acura, AutoZone, 
Compaq, Cycolar, Geo, Lumina, Sequa and Zapmail by constructional linguistics. 

The result of a NameLab project is a report presenting and analyzing registrable 
names expressing your marketing ideas. We quote costs accurately in advance and 
complete most projects within four weeks. 

For information, contact NameLab Inc., 711 Marina Blvd., San Francisco, CA 94123. 
Voice 415-563-1639 NAME LAB® Fax 415-563-9176 
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Experience~TheBe&Teacher. 
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 im}'one else in the world. 

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. Our seminars reflect this invalu­
able 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 1200 marketing research 
seminars conducted by us during the past 14 years. 
Here are just a few verbatims from recent seminar 
evaluations: 

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

Manage r; ICI Pharmaceuticals 

2. Outstanding! Will recommend for the entire professional 
staff at Ford. Extremely helpful for doing my job. Excellent, 
well laid out (manual). 

Project Manager; Ford 

3. Fabulous seminar: Covered a wide range of difficult informa­
tion in only three days. I felt a very personalized learning ex­
perience- aU due to the (speakers) vibrant, one-on-one 
communication style. 

Presiden I, Marketing Consulting Comm!!!Y 

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

OpportunityAnalys t, DowChemical 

5. Fantastic! Even though I have an M.S. in stats, I have never 
had such a clear picture of how to apply stat techniques 
before. Wonderful examples to explain the theories, ideas, 
philosophies- superb (speaker)! Helped to motivate me to 
expand my use of different techniques and explore more 
possibilities. 

Market R esearch Analyst, Consumer Power Comp.JmY 

6. Great seminar: Concentrated- practical- directed. Engaging 
(speaker)- it is exciting to have direct contact to such talent. 

Market Officer; Marine Midland Bank 

7. Excellent- exactly what! was looking for: No doubt that 
(the speaker) knows material inside and out, easily access­
ible, applied situation in real life to what we were learning. 

Project Manager; Procter & Gamble 

8. I can't say enough. I am much more prepared to understand 
the analysis needs and interpret the results effectively. Thank 
you. Nothing was a waste of time. 

Assistant Manager; AT&T 

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

Market Planner; Corning Glass Works 

I 0. Covered exactly the kinds of Issues we face in advertising re­
search, and more important, the material was made very un­
derstandable because of the context in which each tool was 
described. The speaker can't be beat. 

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

EThel ..... ~ urKe 
Institute 

800 Broadway, Cincinnat~ Ohio 45202, 800-543-8635 
© 1989, The Burke Institute 

The Burke Institute 
Partial schedule of seminars January 1990-September 1990 

101. Practical Marketing Research 
Atlanta .. . . ... .... .. Jan. 8-10 
Boston . ............ Jan.29-31 
Cincinnati .. ... .... .. Feb. 5-7 

2~~1~k·:::::::::: :~~~Jt~ar: 2 

Detroit ........ . ... . April2-4 
San Francisco ...... . . April30-May 2 
Cincinnati ..... . ..... May 14-16 
New York ........... June4-6 
Chicago . . ... . ...... June 25-27 
Cincinnati ... .. .... .. July 16-18 
New York ..... . ... .. Aug. 8-10 
Cincinnati ......... .. Sept. 5-7 
Boston ...... .. ..... Sept. 24-26 

102. Introduction to Marketing Research 
Cincinnati ... . .... .. . Mar. 5-6 

104. Questionnaire Construction 
Workshop 
New York ......... .. Feb.27-28 
Cincinnati .. ..... . ... Mar: 26-27 
Chica~o . . ....... ... April17-18 
DetrOit . . ... . .... .. . May 23-24 
NewYork ........... June l2-13 
Los Angeles .. . ... ... . July 31-Aug.l 
Cincinnati .. . ...... .. Sept.ll-12 

105. Questionnaire Design: 
Applications and Erihancements 
New York ........... Mar: 1-2 
Cincinnati . .. . .... . .. Mar: 28-29 
New York .. .... .. ... June 14-15 
Los Angeles .......... Aug. 2-3 
Cincinnati .. .. .. ... .. Sept.13-14 

201. Focus Groups: An Introduction 
New York ... ........ Feb. 12-13 
Boston ............. Mar:6-7 
Chicago ... . ...... . . Aprilt9-20 
Boston .... .. ... ... . Sept.27-28 

202. Focus Groups: 
An Applications Workshop 
New York .. . ...... . . Feb. 14-15 

203. Focus Group Moderator Training 
Cincinnati .. . ........ Jan. 30-Feb. 2 
Cincinnati . .. .. ... .. . Feb. 20-23 
Cincinnati ........... Mar.l3-16 
Cincinnati . .. ........ April3-6 
Cincinnati ...... . .... May 8-11 
Cincinnati .. ...... .. . June 19-22 
Cincinnati .. . ..... . .. July 10-13 
Cincinnati .... .... .. . Aug. 14-17 
Cincinnati .. . . ....... Sept. 18-21 

204. Qualltative Marketing 
Research with Children 
New York .... . ...... Feb. 16 

301 . Writing Actionable Marketing 
Research Reports 
Los Angeles .......... Jan. 10-11 
Chicago . . . .. ... . ... Feb. 1-2 
Cincinnati ... . ..... . . Mar: 19-20 
San Francisco ... .. ... May 3-4 
New York ... . ...... . June7-8 
Detroit ... . ..... . ... Aug. 21-22 
Cincinnati ........... Sept.20-21 

302. Effective Oral Presentation 
of Marketing Information 
Cincinnati . . ..... .. .. Jan. 22-24 
Cincinnati ...... . .... Mar: 21-23 

401 . Managing Marketing Research 
Boston . ... ... ... ... Feb. 1-2 
New York . . . . ... . . . . June28-29 
Cincinnati . ...... .. .. Sept. 26-27 

501. Applications of Marketing Research 
Atlanta .. .. . . . ... .. . Jan. 11- 12 
New York ........ .. . Mar: 29-30 
Cincinnati ........... May 17-18 
New York .. ... .... . . June26-27 
Cincinnati ....... ... . Sept. 24-25 

502. Product Research 
Cincinnati . ... ..... . . Feb. 6-7 
Cincinnati . ... ... .... May 8-9 
New York . ..... .. . .. July 10-11 

503. ~~~~~-c~~~~~~~~- 8_9 
New York . . . .. ... ... Aug. 21-22 

504. Advertising Research 
New York ........... Jan. 25-26 
Cincinnati . ... .... . . . May 24-25 

505. Positioning and 
Segmentation Research 
New York . ... . . . .... Jan.23-24 
Cincinnati . .. ........ May 22-23 
New York ....... . ... Aug. 21-22 

506. Customer Satisfaction Research 
Cincinnati ........... Jan. l8-19 
Los Angeles . . .. .. .... Mar: 15-16 
Cincinnati .... .. .... . May 3-4 
New York .. . ........ July 12-13 
Cincinnati .... .. ..... Aug. 23-24 

507. Pricing Strategy & Tactics 
Cincinnati ... . . .. .. .. Feb. 22-23 

601. Tabulation & Interpretation 
of Marketing Research Data 
Chicago . ... .... ... . Feb. U-13 
Boston . .. .... . .... . Mar: 12-13 
Cincinnati . . . ... .... . April23-24 
New York .... .. .... . June 18-19 
San Francisco .. .. . . .. Aug. 6-7 

602. Thols and 'Thchniques 
of Data Analysis 
Chicago .... .. ... . .. Feb. 14-16 
Boston .. .... .. ..... Mar: 14-16 
Cincinnati ... .. ...... April 25-27 
New York ........... June20-22 
San Francisco .. ... . . . Aug. 8-10 
Detroit . . . ......... . Aug.29-31 
Cincinnati ..... .. .. .. Sept.17-19 

603. Practical Multivariate Analysis 
New York .... ... .. .. Feb. 7-9 
Chicago .. . . .. ... ... Mar: 19-21 
Cincinnati ........... April 18-20 
Boston ........ . .... June 12-14 
New York ..... . .. .. . July 25-27 
Los Angeles .. .. . . .... Sept. 11-13 

70 l. International Marketing Research 
Cincinnati .... .. .. . . . Mar: 29-30 

901. Four-Week Certificate Program 
New York ........ .. . June4-27 
Cincinnati .... .. ... .. Sept. 5-25 

Sign Up For These Or Other Seminars 

Please look over the list of our current seminars. Then call 
us toll-free. We \\!ill help you select the best seminar or other 
educational opportunity to meet your specific needs. Please 
call Lisa Raffignone, Marketing Manager, or Dr: Sid Venkatesh, 
President, at 800-544-7373 (ext. 3775). 
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Find out what hundreds of researchers already knovv ... 

Focus Suites is like no other facility you've ever tried. 

• The expertise of our professional recruiters is unsurpassed in this industry. 

• We have three separate, totally private 3-room suites. 

• These extraordinary suites are available for the same cost or less than that 
of an ordinary facility. 

Call today for a competitive bid on your next qualitative research project. 
Once you've tried us, you'll never be satisfied with an ordinary facility again. 

The Right People ... The Right Price ... The Right Place 

One Bala Plaza, Suite 622, 231 St. Asaphs Road , 
Bala Cynwyd, PA 19004 (215) 667-lllO 
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