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Retaining heat 
Research and a strong marketing program keep 

by Joseph Rydholm/ 
managing editor 

T he U.S. ski industry has had its 
ups and downs in recent years­
courtesy of uneven snowfalls, a 

fluctuating economy, and fewer people 
taking up the sport. In many regions, 
these and other factors have tightened 
markets, increased competition, and 
forced ski areas to step up their marketing 
efforts to lure people to the slopes. 

For example, in 1986-7 Colorado's 
Copper Mountain saw a 20 percent de­
cline in business from one of its main 
market segments, what it calls "front 
range" day skiers-younger people who 
come up from the Denver, Boulder, and 
Colorado Springs areas to ski for the day. 
At the same time, Copper Mountain's 
competitors, which had come on strong 
with special promotions, did excellent 
business. Some of the decline was attrib­
utable to these promotions, but through 
its research, Copper Mountain uncov­
ered another culprit: an image problem. 

Research conducted after the '86-7 
season found that though Copper Moun­
tain was well-respected as a "skier's 
mountain" because of its challenging 
variety of runs, skiers felt that it lacked 
the exciting nightlife and similar ele­
ments offered by other resorts. 

"Our research showed us that the pub­
lic, especially the active, single skier with 
a high disposable income, dido 't feel that 
Copper Mountain was the 'in' place to 
ski. It dido 't have the chutzpah of some 
of the other areas," says Kelley Davidson, 
vice president of marketing, Copper 
Mountain. 

Using this information, Copper Moun­
tain and Atlanta-based Austin-Kelley 
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Advertising designed an advertising and 
marketing campaign around the theme 
"White Hot" to position the resort as an 
exciting place to be. Now in its third 
season, the campaign is still going strong. 

Chairlift interviews 
Copper Mountain conducts an average 

of 3000 one-on-one interviews per sea­
son, for which an interviewer accompa­
nies a skier on a chairlift ride to solicit his 
or her impressions of several service ar­
eas- from the performance of the park­
ing attendants to the ski conditions-and 
to find out about the respondent's skiing 
habits and preferences (how often they 
ski, where they ski and why, etc.). 

"If they say they're skiing less, we 
want to find out why, to learn more about 
the conflicts and challenges they have to 
overcome to go skiing. And what we're 
seeing over the years more and more is 
that people just do not have the time. 

Often, the theory is that people don't 
have the money, but it's basically the 
time," Davidson says. 

The respondents are also asked about 
their awareness of advertising for Copper 
Mountain and for other ski areas. "If they 
do have awareness, we dig a little deeper 
to get some specifics on where they saw 
the advertising, etc. And we also make 
references to competitors' advertising to 
get recall and to get ratings of their favor­
ite ads," Davidson says. 

"People have been extremely respon­
sive to participating in the surveys over 
the years, not only to the one-on-one 
surveys but any time we do a mail survey, 
we get about a 70% return. The skiing 
experience is something people enjoy 
talking about. They like sharing their 
thoughts, attitudes and perceptions of it. 

"We stay very close to our research 
because we've learned a lot from it. We 
do a half-dozen to a dozen focus groups a 
season, enough to give us an authentic 
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Copper Mountain's business hot 
cally in the research was, what is it that 
you like about Copper Mountain versus 
some of the other areas, like Breckenridge, 
Vail, or Aspen? It came out that Copper 
Mountain was a great skier's mountain, 
but it wasn't an exciting place to go. It 
wasn't like Vail, for example, where there 
were neat bars and nightclubs." 

Concepts tested 
During the focus groups concepts for 

the White Hot campaign were tested 
against Copper Mountain's existing 
campaign, "Share Our Secret," which 
played offthearea'sreputation as a skier's 
mountain. When the two were presented 
to the respondents as concept statements 
without any accompanying visuals or 
graphics, the "Share Our Secret" cam-

~~ ~~~···-~M-~ "~ ' ~~~~~~~~~~~~~~~~~~~~~~~~-c~ominuedonp.40 

WHITE HOT TIME. 
baseline. We uncover elements that we 
can respond to during the season from the 
focus groups and we also test some of our 
advertising, our campaign themes, and 
some new products that we're consider­
ing to find out what the market reception 
is." 

Focus groups 
To delve deeper into perceptions of 

Copper Mountain and other ski areas, 
focus groups were held in 1987 with a 
number of skiers who had taken the lift 
survey. They were separated into two age 
groups, over 35 and under 35. Both groups 
said they were interested in great skiing, 
but those over 35 were concerned with 
things such as the availability of baby­
sitting and ski instruction, while those 
under 35 were more interested in enter­
tainment options at Copper Mountain, 
says Lisa Durand, manager of research, 
Austin-Kelley Advertising. 

"The under 35 group wanted to know, 
'Is it fun? Are there things to do that 
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COPPER MOUNTA 

would make me want to spend some time 
there? What can you do to entice me to 
stay overnight instead of doing it as a one­
day commute?' 

"One of the things we asked specifi-

N 

Colorado's 
Copper 
Mountain 
has used 
the White 
Hot tagline 
throughout 
its TV, radio 
and print 
advertising 
to position 
the resort as 
an exciting 
place to be. 
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Ill 
Optimizing the advertising message 
for Second City Bus Service byRobertRoy 

Editor's note: Robert Roy is vice president and general manager of 
the Chicago office of Total Research Corporation . This article is a 
sequel, if you will, to his October, 1990 Data Use article , "Conjoint 
evolves into discrete choice modeling," which told the story of Ed 
Goodride, acting director of the Second City Bus Service, and his 
efforts to use data analysis to climb the corporate ladder. Ed has 
succeeded in moving up a rung and now he's set his sights on going 
further-- with the help of his trusty research analyst. 

The People: 
Ed Goodride: Was the acting director of Second City Bus 

Service, but thanks to low-life politics and a well-applied study 
utilizing discrete choice modeling, Ed is now the full director. 

Research Analyst: Never identified by name in the previous 
article, we now know he responds to "Ned Dweeb." 

' Ed. Goodride.· ' Ned. Dweeb ' · Sal! Dumluck · 

Sally Dum luck: The valedictorian of her high school class, 
she was known as "Little Sally Dumluck," but the addition of 
50 pounds ended that. 

The Situation: 
Ed Goodride has spent the last several weeks congratulating 

himself on becoming the director of Second City Bus Service. 
As director, he has discovered that an advertising agency was 
awarded the Second City account a year or so ago. On one hand, 
Ed was pleased to learn of the existence of the agency, but on 
the other hand he was wondering what the ads should attempt 
to communicate. 

(Actually, Ed didn ' t really use or think of the word "commu­
nicate." His comment was more on the order of, "Yo, what 
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should the ad say? 'Bada-bing, bada-bang! ' " These pithy 
comments were made to Ned Dweeb, who, as we all know, is 
housed in the third basement of the bus company building.) 

Taking "Mister" Goodride's comments as a directive, Ned 
started his research exploration with a few well-designed focus 
groups. Out of those focus groups came a list of attributes that 
could be used in an advertising campaign: 

•Fast 
•More productive time 
•Inexpensive 
•Climate Controlled 
•Near your destination 
•Safe 
•Comfortable 
This list was presented during an oral report to management 

(Ed Goodride). Whereupon, Ed responded, "Let's go! " 
"But Sir," mumbled Dweeb, "let's go with what? I've been 

reading that advertising theory says that people can ' t assimilate 
a message that contains seven items." 

"They can't what?! " Ed exploded. 
"What I mean, Mr. Goodride, is that we should limit our 

advertising message to at most three statements." 
"Well, fine, fine, Dweeb, let's find out which are the most 

important, and then let ' s go!" 
So, off went Dweeb to measure the impact/importance of 

each potential advertising statement. Dweeb interviewed enough 
people of the right type (we won't bother with the sampling stuff 
right now). It seems that while he was in the third basement, 
Dweeb had nothing better to do than to read past issues of the 
Marketing News. By some strange turn ofluck, he read an issue 
dated September 13, 1985 containing an article written by John 
Morton that described a new technique to help evaluate adver­
tising. This got Dweeb' s attention. It was an application of 
conjoint analysis that included measuring what is termed "inter­
action" effects. The output from this measurement technique is 
a score for each attribute. In Dweeb' s study, these scores for the 
seven attributes were obtained: 

Safe 
Inexpensive 
Fast 
Comfortable 
More productive time 
Climate controlled 
Near your destination 

Main Score 
1.00 
0.73 
0.54 
0.51 
0.46 
0.35 
0.29 
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Dweeb realized that "safe" has about three times the impact 
of "near your destination." Also, our boy Dweeb realized that 
"inexpensive" is about twice as effective as "climate con­
trolled." With this information in hand, he was about to 
approach Ed Goodride and recommend an advertising platform 
that emphasized safety, economy, and speed. That is, he was 
about to when Sally Dumluck put her head through the door. 
(When we say "through the door," we actually mean that her 
head penetrated the door!) 

"Hiya, Ned! Whatcha up to?" Sally said. While she extracted 
herself from the door, Ned explained the situation. Sally 
replied, "Yeah, that's great stuff. Sleazeball--1 mean 'Mister ' 
Goodride--should like that. Did you say you were going to 
recommend the use of the three top scoring attributes?" 

Adjusting his pocket protector, Ned nodded and said, "Yes." 
"But Neddie, John Morton pointed out that we had to pay 

attention to interactions as well as the main score for each 

attribute." 
A little bit surprised and ashamed, Ned said, "Oh?" 
"Sure, doll , let me show you." Sally looked through the 

output and came up with Exhibits A and B. 
"Neddie, in Exhibit A, the main score for each attribute is 

shown but so are the interaction effects. You might think that 
the best two-attribute message would be 'safe' and 'inexpen­
sive.' But look, doll, the best two-attribute message is actually 
'safe' and 'fast' !" Dweeb had to admit that Sally had a point 
when she wrote this: 

Safe/Fast 1.0 + .54 + .19 = 1.73 
Safe/Inexpensive 1.0 + .73 - .14 = 1.59 
"Ms. Dumluck, I see what you mean! The main core for 

'safe' (1.0) and the main score for 'fast' (.54) when added 
together along with the interaction of safe and fast (.19) gives 
us a score of 1.73. But when we do the same thing for 'safe' and 
'inexpensive', the total is 1.59. So we do have to look at the 
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interactions as well as the main scores for each attribute! And 
that's why you put together Exhibit A, eh?" 

"You got it, Tootsie," said Sally. 

Cgm[acabh~ E~1s 
Main 
~ _s.m_ ~ ..f.i.IL ~ ~ ~ IllillniUil1.n 

1.00 Safe -. 14 + . 19 -. 19 + . 12 +.10 -.06 
0 .73 Inexpensive -. 14 -. 12 -.02 + .05 .00 + . 16 
0 .54 Fast + . 19 -. 12 .00 +.10 -.08 -. 19 
0 .51 Comfortable -. 19 -.02 .00 -. 10 + .23 + .09 
0 .46 Time + .12 + .05 +.10 -. 10 -. 15 + . 13 
0 .35 Climate + .10 .00 -.08 + .23 -. 15 -. 12 
0 .29 Destination -.06 + . 16 -. 19 + .09 + . 13 -. 12 

.EXl:lJ..I!.II. 

IDJ!:[il~liQ D Eff~IS 
MiliDE~IS Benefit Benefit Benefit Total 

JlliilliJ...l.. lh:n~fh Z B!:D!:fil J ..JLL ...lLL .lLl... l.!nrutla 

Safe (1.00) Fast (0.54) Time (0 .46) + . 19 + . 12 + . 10 2.41 
Safe (1.00) Inexpensive (0 .73) Time (0.46) -. 14 +.12 + .05 2.22 
Safe (1.00) Inexpensive (0.73) Fast (0.54) -. 14 + . 19 -. 12 2.20 
Safe (1.00) Fast (0 .54) Climate (0.35) + . 19 + . 10 -.08 2. 10 
Safe (1.00) Fast (0.54) Comfortable (0.51) + . 19 -. 19 .00 2.05 
Safe (1.00) Inexpensive (0.73) Climate (0.35) -. 14 + . 10 .00 2.04 
Safe (1.00) Comfortable (0.51) Climate (0.35) -. 19 + .10 + .23 2.00 
Safe (1.00) Inexpensive (0.73) Destination (0.29) -. 14 -.06 + . 16 1.98 
Safe (1.00) Time (0.46) Destination (0.29) + . 12 -.06 + . 13 1.94 
Safe (1.00) Inexpensive (0 .73) Comfortable (0 .51) -. 14 -. 19 -.02 1.89 

"Golly, Ms. Dumluck. I think I understand Exhibit B, too. 
Now ,just let me figure this out. Let's see, hmm ... We still have 
the main effects for each benefit, right?" 

"That's right, Dweeb-boy. By-Research, I think you've got 
it!" 

"Okay, I'm on a roll. And I see you still show the interaction 
effects for the first and second benefits. So, 'safe' is still 1.00 
and 'fast' is still .54, and their interaction is +.19,just as before." 

"Oh, Dweebie, you're so cute when you 're right," Sally said 
as she patted Ned on the head. 

"But now, you 've added the interaction effects on the first 
and third benefits (safe and time [+.12]), along with the inter­
action of the second and third (fast and time [+.10]). Now, the 
main effects and the interactions sum to 2.41; and you 've done 
this for other benefits combinations, too. Say, you really were 
the high school valedictorian, weren't you?" 

"Of course, Neddie dear, did you think I was just another 
drop-dead bod with no brains?" Sally replied batting her 
eyelashes as she sashayed out the door. 

Saved by Sally, Ned Dweeb met with Ed Goodride and 
recommended the advertising platform of safe, fast, and pro­
vides more productive time. "What do you think, Mr. Goodride?" 
Ned timidly asked. 

"Bada-bing, Bada-bang! This should get me in good with the 
boys upstairs. Glad I thought of it," Ed said through a haze of 
cigar smoke. 

Walking rather than taking the elevator to the third basement, 
Ned mused, "'Bada-bing, Bada-bang '? Dang, I've got to look 
that up in the Marketing News!" 

The ad agency produced the ads, ridership increased, and Ed 
Goodride redefined the meaning of sleaze. 

A few days later, Ned Dweeb was walking down an alley in 
the Chicago Loop and saw written on the wall: 

If conjoint is your main attraction 
you'Ll maximize your satisfaction 
by showing the gang (bada-bing, bada-bang) 
the benefits of interaction. 

Credits: 
Original Analytic Thought: John Morton 
Limerick: Bob Bisciglia 
Artwork: Karen Cullen 
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A fresh approach 
Research helps Grant/Jacoby develop new advertising 

by Pamela F. Nagel 

Editor's note: Pamela Nagel is account 
research manager for Chicago-based 
Grant/Jacoby advertising. 

I f you're planning to update the 
image of an old line brand, you 
need to find out a few things first. 

For example, what does the manufacturer 
know about the brand and its competi­
tion? What do consumers want from the 
category? What do consumers believe 
about the brand? And what is the com­
petition saying? 

Answers to these basic questions pro­
vide the foundation for developing stra­
tegically sound advertising messages. Our 
agency's work for the canned vegetable 
division of Stokely USA, Inc. is a case in 
point. Based in Oconomowoc, Wiscon­
sin, Stokely USA processes, packages 
and markets a broad range of food prod­
ucts including vegetables, fruits, and 
juices. 

Originally known as Oconomowoc 
Canning Co., its name was changed to 
Stokely USA in 1983, after it acquired 
the Stokely brand name, to reflect the 
import£tnce of the branded grocery busi­
ness in the company's strategic develop­
ment. Prior to Oconomowoc Canning's 
purchase of the brand name, advertising 
for the Stokely brand had been inconsis­
tent. And for the past several years Stokely 
products were advertised only via retail 
flyers and free standing inserts, counting 
on trade deals to move product. 

In March, 1990, when Grant/Jacoby 
was given the assignment to develop an 
advertising campaign for Stokely USA, 
we knew we were in for a challenge. 
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Stokely 
USA 

What made this assignment especially 
exciting was the fact that Stokely had 
recently refocused its mission to revive 
the brand and its managers were eager to 
break new ground. 

During the next six months, we at Grant/ 
Jacoby used our Strategic Development 
system. Through this comprehensive, 
systematic process we used research to 
guide the strategic thinking that lead to 
our current campaign for Stokely USA. 

Grant/Jacoby's immersion in the 
canned vegetable category for Stokely 
USA began with a collaborative agency/ 
client review of internal research, pub­
lished category information and com­
petitive advertising. From Mediamark 
Research Inc. we learned that more than 
90% ofU .S. households purchase canned 
vegetables. However, consumers on the 
whole have very little brand loyalty, of­
ten switching between a few brands within 
an acceptable set. 

We also knew from primary research 
that while consumers want fresh taste, 
they don't believe canned vegetables can 
taste as good as fresh. Our claim would 
have to link Stokely with fresh taste but 
not overpromise. And it would have to be 
supported in a believable way. 

In further discussions with our client 
we learned that Stokely cans have a white, 
"Flavor Guard" lining. Stokely pays a 
premium for the lining to help preserve 
the natural taste of its vegetables. Na­
tional competitors don't have this white 

lining. And while some regional com­
petitors do, they don't talk about it in their 
advertising. 

Brand equity 
In the mid-1970s a campaign had run 

for Stokely which took place in the town 
of Stokely USA. But since then only 
sporadic advertising had been run. So we 
needed to examine Stokely's brand equity 
and ultimately determine ways to lever­
age it to our advantage. If consumer held 
certain perceptions about Stokely vs. the 
competition we would have to account 
for them in our marketing efforts. 

Grant/Jacoby and the people from 
Stokely became intrigued by the poten­
tial range of images which could be asso­
ciated with the entire brand name, Stokely 
USA. We all felt there might be a re­
newed opportunity to link it with fresh 
taste, the key category attribute. But 
without consumer input we'd be operat­
ing blind. Our next steps would be criti­
cal. 

Focus groups 
We conducted several focus groups 

and through a series of projective tech­
niques consumers told us about their im­
ages of Stokely vegetables and "a place 
called Stokely USA."In halfofthegroups 
we exposed a written concept of Stokely 
USA and the people who lived there. We 
then asked consumers to select from about 
50 pictures of people and places that best 
matched the concept. 

In the other half, consumers chose pic­
tures that best repre ented their view of 
Stokely USA based solely on the name. 

continued on p. 42 
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for Stokely USA 

Corn . And h r n Stok ly USA ... 

In testing, consumers said that this spot--known as "Corn Demo"--had both uniqueness and broad appeal. 
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Advertising Research---------------------------

The value of verbatims 
by Tim Huberty 

Editor's note: Tim Huberty is advertis­
ing research manager with Minneapolis­
based Fallon McElligott advertising 
agency. 

A few years ago, this agency did 
an advertisement for a local 
marketing research company. 

The ad asked a very simple question: 
"Are you spending too much money on 
research to find out that you're spending 
too much money on research?" The que"-

14 

tion was a good one that becomes more 
relevant with each passing day. 

Even those people who believe they 
are not spending too much money on 
research are often not getting full value 
for their research dollars. Marketing re­
searchers often spend thousands and 

thousands of dollars to dredge up an­
swers to all sorts of problems plaguing 
their businesses. Ironically, for just a few 
dollars more, they could add a "third 
dimension" to their numbers. By tacking 
on a few well-placed open-ended ques­
tions, the value of their information could 
grow significantly. 

Marketing researchers are trained to 
study numbers. Academic research 
courses often focus too heavily upon 
sample sizes and statistical significance, 
ignoring common sense consumer re­
sponses. Rather than building grid upon 
grid, chart upon chart, training field people 
to follow up with a well placed, "Why do 
you say that?" can often make the differ­
ence between good research and great 
research. 

Furthermore, without exception, we 
have found that the research audiences, 
be they clients or creatives, relate more 
easily to words and sentences, rather than 
cold, unfeeling numbers. Verbatims have 
personality; they capture the essence of 
the human soul. Unfortunately, research 
people hide behind safe numbers while 
research audiences crave to hear from 
real people using real words to describe 
real reactions to real products. 

In this article, I will share how verba­
tims have helped increase the value of 
marketing research dollars for both Fallon 
McElligottandourclients. We have found 
that asking open ended questions and 
carefully probing for consumers insights 
has helped us in virtually every type of 
research we do, including focus groups, 
telephone studies and personal interviews. 
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Focus groups 
Reporting the results of focus groups is 

often difficult, especially to those who 
did not personally observe the groups. 
Usually, the presenter gets up, and with 
the aid of a few bullet points, attempts to 
convey what took place during the group 
sessions. Simultaneously, he or she at­
tempts to valiantly express how various 
participants were trying to express them­
selves. 

A few years ago, quite accidentally, 
this focus group moderator decided that 
he was fed up with listening to focus 
group tapes. Out of desperation, I began 
hiring a typist to transcribe the tapes. 

continued on p. 44 
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Advertising Research ________________________ _ 

Are you penalized for testing 
commercials in "rough" form? 
by Harvey Magier 

Editor' s note: Harvey Magier is presi­
dent of New York-based Consumer Out­
look, Inc. This article is adapted from a 
presentation made last July before the 
ARF Copy Research Workshop. 

M any advertisers initially test 
their commercials in a 
"rough" fomat-animatics, 

photomatics and ripomatics-to identify 
the most viable candidates and provide 
insights for executional refinements. But 
do "rough" commercials accurately re­
flect the impact of their "finished" coun­
terparts? More specifically, 

• Do finished and rough commercials 
elicit similar patterns of response? 

• Are finished commercials more apt to 
create positive attitudes for the adver­
tised brand or service? Are they more 
motivating, relevant or newsworthy than 
rough executions? 

• To what extent does a finished format 
enhance perceptions of the commercial 
presentation? Is this format more enter­
taining, empathetic or likable than rough 
commercials? 

To answer these questions, we com­
pared the performance of rough and fin­
ished commercials using normative data 
derived from Consumer Outlook's Audi­
ence Response Profile (ARP) copy test­
ing system. 

Methodology 
ARP provides a comprehensive profile 

of all possible reactions to the advertising 
message and commercial presentation. 
The technique consists of personal, one-
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on-one interviews among target audience 
respondents in geographically dispersed 
markets. Each respondent is shown two 
exposures of a single test commercial and 
asked: 

• five ARP open-end communication 
questions, and 

• to rate 52 standardized ARP state­
ments via a six-point "agree strongly" to 
"disagree strongly" scale 

The 52 statements are categorized into 
11 discrete evaluative factors. Four of 
these relate to the critical advertising 
message: 

• motivation 
• relevant news 
• reinforcement 
• motivation 
The remaining seven factors cover the 

array of reactions to the execution itself: 
• entertainment 
• empathy 
• realism 
• uniqueness 
• not complex 
• good taste 
• mood 
This analysis is based on mean factor 

data developed from the ARP rating bat­
tery. Comparable samples of finished and 
rough commercial tests were drawn from 
Consumer Outlook's ARP normative 
base. They were matched in terms of 
equal representation across ten broad 
product categories (e.g., household prod­
ucts, beverages, services, etc.) and fur­
ther balanced by client, within category. 
This yielded matched samples of 186 
commercials per format-each repre-

senting approximately 10,000 respon­
dents. 

Findings 
Factor correlations 

Do the inter-relationships between 
factors differ by commercial format or 
are they relatively constant? If they differ 
substantially, how can rough commer­
cials serve as a valid barometer of con­
sumer reaction? 

The following chart shows the correla­
tion of the factor "relevant news" to the 
remaining ten ARP factors, for finished 
and rough commercials. 

Correlation of "Relevant News" To 
The Remaining Ten ARP Factors 

Product Factors 

Motivation 
Reinforcement 
Credibility 

Executional Factors 

Entertainment 
Empathy 
Realism 
Uniqueness 
Not Complex 
Good Taste 
Mood 

"Relevant News" 
Finished flQu.gh 

.69 

.74 

.57 

.53 

.61 

.60 

.18 

.30 

.59 

.36 

.69 

.71 

.50 

.52 

.58 

.55 

.22 

.22 

.54 

.32 

For both finished and rough commer­
cials, "reinforcement" is the factor most 
highly correlated to "relevant news"­
"uniqueness" is the lowest. In general, 

continued on p. 51 
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Survey of ad agencies 
shows effects of Gulf war 

One-third of independent advertising 
agencies worldwide say advertisers have 
pulled ads off the air and out of print 
because of the Persian Gulf war, accord­
ing to a recent survey of independent 
advertising agencies conducted by 3AI 
(Affiliated Advertising Agencies Inter­
national), the world's largest network of 
independent advertising shops. 

The survey also. showed that advertis­
ers in Europe, Asia, South America, 
Canada and Australia are more likely to 
cancel ads than those in the United States. 

Conducted in late January, the survey 
polled independent agencies around the 
world on the Persian Gulf war's effect on 
advertising. More than 50 of 3AI' s 90 
member agencies participated in the sur­
vey. 

•••••••••••••••• 
ACG 006\ 
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SOLUTIONS 
•••••••••••••••• 
Chromalloy PIIZI 
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314· 728·3403 
JIAX: 31.t·7211.UD3 

Contact 
V.L.S1v111 or 
K.A.Kirdenetz 

We Offer Qualitative 

& Quantitative 

SIMCH: 

"About 30 percent of our U.S. mem­
bers said advertisers had pulled ads be­
cause of the war," said Patricia Parker, 
president, 3AI. "In Europe, Asia, South 
America, Canada and Australia, the fig­
ure was significantly higher--40 per­
cent." 

3AI member agencies cited various 
reasons for ad cancellations, including 
advertisers' concerns over depressed 
consumer spending during war time and 
weak sales in the tourism, automobile 
and export businesses. 

Others, such as Christer Delding, me­
dia and print production manager, Thor 
& Co., Stockholm, Sweden, said, "Some 
companies with TV advertising are pull­
ing spots because they do not want to be 
connected with the war." 

Parker noted that many agencies which 
hadn't seen an impact on advertising were 
witnessing an increasing uneasiness 

FREE VIdeotaping 
Guaranteed Recruitment 

Executive Interviews 

Mystery Shopping 
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among advertisers, particularly with re­
spect to the war's long-term economic 
impact. 

To a lesser extent, advertisers are de­
veloping new ads and changing existing 
ones because of the war. Again, this trend 
is more pronounced in Europe, Asia, 
South America, Canada and Australia, 
where 27 percent of the agencies said 
advertisers were creating new ads, com­
pared to 19percentin the U.S. Another20 
percent of independent agencies world­
wide said they had received war-related 
copy changes from advertisers. 

"Some clients are questioning the ap­
propriateness of humor in advertising," 
noted Phil Karsh, co-chairman, Karsh & 
Hagen, Denver. Other agencies have no­
ticed heightened advertiser sensitivity to 
the use of war themes. 

Interestingly, only six percent of the 
agencies worldwide said advertisers were 
creating ads that commented on the war. 

As for returning to regular ad sched­
ules, agencies in the U.S. are much more 
confident than others. "In the United 
States, 79 percent of the agencies said 
advertisers either already have returned­
or will return in one month-to normal ad 
schedules. Only 11 percent expect adver­
tisers to refrain from resuming normal ad 
schedules until the war's end," said Parker. 
"That compares to Europe, Asia, South 
America, Canada and Australia, where 
4 7 percent of the agencies don't envision 
a return to normalcy until the war ends." 

Parker added that agencies outside the 
U.S. are also less likely than their U.S. 
counterparts to continue traveling. More 
than half of the agencies said they or their 
clients had changed travel plans, com­
pared to 31 percent of the agencies in the 
United States. 

continued on p. 26 
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Mountains of· l•,fennalien.-···-
To Find The Answers You Need. 

])a/a. 
Even the best data is worth less-if you don't know how to use it. At The Wirthlin Group we realize that obtaining marketing data, 

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

That's Why We Offer Seminars. 

To help you turn data into information .... And information into decisions. 

After all-providing Decision Making Information is our specialty. 

Our Seminar Program 

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

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

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

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

" .. . extremely knowledgeable, articu late, 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 can be put to practical usc:· 
··very well done. very helpful, thorough, interesting, useful!" 

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

"relevant to my job." 

"Real-world applications. Not just theory!' ' 

You wi ll learn how to obtain the most actionable information. how to leverage it and how to apply it toward developing an dfective 
strategy in the areas of: 

• Marketing Research • Strategy Development • Research Design and Data Analysis 
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Applications and Benefits of Research in 
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Betty Grudzinski has been promoted 
to research development manager of the 
Miami Herald Publishing Co. In addi­
tion, Riley Kirby has been promoted to 
research applications manager. 

John H. Costello, president of Nielsen 
Marketing Research USA will assume the 
additional title of chief operating officer. 
William G. Jacobi has been named 
president and chief operating officer of 
Nielsen Media Research. 

Charles A. Sena has joined Audits & 
Surveys Inc., New York, as vice president 
in the firm's Marketing Divi sion. 
Previosuly he was with SAMI/Burke. In 
addition, Elizabeth P. Lou has been 
promoted to vice president-survey data 
processing. And Sharon Samet has been 

promoted to vice president-field opera­
tions. 

Jerry Ice has been appointed vice 
president, marketing and business devel­
opment for Herron Associates, Green­
wood, IN. 

Ice Bruckman 

Carol Bruckman has been promoted 
to senior vice president/director of re-

search at Cramer-Krasselt in Chicago. 

CACI Marketing Systems, Fairfax, VA, 
has appointed Paul Davies managing 
director. 

Marketeam Associates, St. Louis, has 
named David M. Tugend vice president, 
client services. 

RobertS. Bengen has been named di­
rector of marketing research for Samsonite 
Corporation. 

Rich Houghton has been appointed 
director of operations at Attitude Mea­
surementCorporation, Southampton, PA. 
Also, Kristin Petersen has joined the firm 
as a project director. 

continued on p. 27 
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When a deadline is just around the 
corner, you can't waste time with 
clumsy software. StatPac Gold puts 
you in control of your survey or mar­
keting research project from sample 
selection to final report preparation. It 
has everything from basic tabs to 
advanced statistics with graphics. Fast, 
reliable, user-friendly and comprehen­
sive. You be the judge. 
For a test drive, call (612) 866-9022. 
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Marketdata, New York, has a new fax 
number, 516-791-7759. 

• 
Tucson-baed Nordensson Lynn Ad­

vertising and NLS Public Relations have 
added a full-time research division. 

• 
Trinet, Inc. has sold its national data­

base business to American Business In­
formation, Inc. Trinet will continue sell­
ing its focused business directory and 
local list products under the new corpo­
rate name of Contacts Influential, Inc . 

• 
ACG Research, St. Louis, has remod­

eled its focus group facility. For more 

information, contact Vicki Savala at 314-
726-3403. 

• 
CSi has opened a new qualitative re­

search center in downtown Boston: Fo­
cus on Boston, at 400 Atlantic A venue, 
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adjacent to the Boston Harbor Hotel. more information. 
Telephone: 617-338-9636. Fax: 617-338-
9236. Paul L. Bolden is managing direc- + 
tor. 

• 
The Question Box has changed its name 

to Ask Southern California, Inc. The 
firm will remain at the same location . 
Contact Sue Amidei at 714-7 44-27 44 for 

Margery Isis Schwartz, formerly of 
Eastern Airlines and Market Segment 
Research, has formed her own marketing 
research company, Aspen Research, 
Inc., at401 Miracle Mile, Ste. 411, Coral 
Gables, FL, 33134. Telephone: 305-444-
9788. Fax: 305-444-9670. 

For all your telephone 
interviewing needs: 
• Consumer 
• Industrial 
• Executive 
• Medical 

• National and Local coverage 
• Complete CRT Interviewing Services 
• 90 Stations 
• Computerized Least-Cost Routing 
• Off-premise monitoring 
• Conveniently located in suburban 

Philadelphia 
• In-house computer generated sample 

For your next WATS project: 
Call Tom Ramsburg or Barbara Felderman 

(800) 888-1190 • (215) 359-1190 
FAX: (215) 353-5946 

TMR, Inc. 
700 Parkway, Broomall, PA 19008 
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Produce consumers profiled 

"Fresh Trends 1991: A Profile of the 
Fresh Produce Consumer," a series of 
three reports on today's fresh fruit and 
vegetable consumer, is now available 
from the Produce Division of Vance Pub­
lishing Corporation. Each report includes 
a narrative overview of results from the 

1991 survey and demographic variation 
in responses, as well as comparisons of 
data from four previous surveys. Taken 
as a representative sampling of the 
American population, "Fresh Trends 
1991" reveals a consumer interest in fresh 
produce that continues to build. 

The survey results are based on a sam­
pling of 1,390 U.S. households. The 
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households, part of the roughly quarter­
million in the panel of Chicago-based 
Market Facts Inc., completed the survey 
questionnaire by late October. Survey 
results were compiled and analyzed jointly 
by Market Facts and Vance Research 
Services. 

The reports include computer tabula­
tions that segment responses by gender, 
age, household income, respondent oc­
cupation and education, marital status, 
household size, geographic region and 
market size. For more information, call 
913-451-2200. 

New X-Windows platform 

The Washington Operations of 
Grumman Data Systems introduce an X 
Windows-based applications develop­
ment platform, Decision Support X Win­
dows (DSX), for geographic information 
and related data in marketing and sales 
operations. 

DSX is nonhardware-specific, so it can 
run on any commercial, ruggedized, or 
military hardware product that supports 
X Windows version 11, C development 
language, a commercial relational data­
base management system (RDBMS), a 
UNIX or VMS operating system, and 
TCPIIP or DECnet network protocol. 

DSX is a family of five integrated 
software components that provides the 
graphic, geographic information man­
agement, and relational database capa-
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bilities common to most decision support 
systems. DSXBase serves as the back­
bone of the system by performing initial­
ization , window management and 
pulldown menu duties. High-level com­
mands of all components, as well as site­
specific application commands, are se­
lected from the same pulldown menu. 
DSXDraw is the interactive drawing ca­
pability for creation, manipulation, and 
retention of color graphic displays. 
DSXGeo is the integrated geographic 
information management and map dis­
play capability. DSXDatabase is for in­
teractive graphic display and manipula­
tion of relational database representa­
tions. The DSXToolkit manages user 
interface software tools (buttons, pop-up 
windows, etc.) with which custom color 
graphic man-machine interfaces can be 
developed. 

DSX meets many requirements of de­
cision support applications without addi­
tional software development. Adminis­
trative tools allow efficient tailoring of 
each DSX component for custom appli­
cations. For more information, contact 
Thomas Fagre, Grumman Data Systems, 
6862Elm St., McLean, VA, 22101. Tele­
phone: 703-556-7400. 

MarketPlace:Households 
canceled 

Lotus Development Corporation and 
Equifax Inc. announced the cancellation 
of Lotus MarketPlace: Households, a CD­
ROM database product of names, ad­
dresses, and marketing information on 
120 million U.S. consumers, originally 
scheduled for shipment this month. The 
companies said the decision to cancel the 
product came after an assessment of the 
public concerns and misunderstanding of 
the product, and the substantial, unex­
pected additional costs required to fully 
address consumer privacy issues. 

C.B. (Jack) Rogers, Jr. , Equifax presi­
dent and CEO, said: "Equifax is a tech­
nology leader and, equally important, a 
pioneer in the area of consumer privacy 
protection in the information industry. 
While we remain committed to using the 
most sophisticated technology available, 
we are equally committed to maintaining 
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the delicate balance between legitimate 
information needs of business and con­
sumers ' privacy concerns." 

cost and complexity of educating con­
sumers about the issue is beyond the 
scope of Lotus as a software provider. 

"Unfortunately, Lotus MarketPlace: 
Households is at the apex of an emotional 
firestorm of public concern about con­
sumer privacy," said Jim Manzi, Lotus' 
president and CEO. "While we believe 
the actual data content and controls built 
into the product preserved consumer pri­
vacy, we couldn ' t ignore the high level of 
consumer concern. After examining all 
of the issues, we have decided that the 

"Technology is radically changing the 
way we work, and, more importantly, 
how we use information. Balancing the 
advantages of easier access to informa­
tion with the individual's right to privacy 
is only the first of many new issues our 
industry will grapple with in the coming 
years," Manzi said. 

continued on p. 48 
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TeleFocus®-a better way to run focus groups. 
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groups by phone-you can. 
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attitude stud ies, or basic product research , at a 
significant savings over face-to-face groups. Call us 
at (212) 599-1500. 

TeleFocus. 
Invite the nation to your next focus group. 

TeleFocus is a registered trademark of TeleSession Corporation, NY, NY.© 1990 ZZ0-102F 
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Survey Monitor 
continued from p.1 8 

Women perceive "glass 
ceiling" in workplace 

toward their job when compared to men. 
An active hypothesis in American 

business holds that women unable to move 
into upper management will be less posi­
tive towards such things as promotion 
opportunities and performance evalua­
tion. Indeed, ISR found that: 

companies which examined attitudes to­
ward a variety of issues related to the 
"Glass Ceiling" effect. The Glass Ceiling 
effect maintains that women promoted 
into managerial ranks are generally 
blocked from top management positions. 
ISR's conclusion: While there is evi­
dence of a Glass Ceiling effect, women 
still maintain a more positive outlook 

• women in upper management are less 
likely to hold positive attitudes toward 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ theirjobascomparedtowomeninsupe~ 

International Survey Research Corp 
(ISR) has released results from a survey 
of 50,000 employees in 18 major U.S. 
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Carolyn Hilron 
Field Director 

CHESAPEAKE SURVEYS 
305 W. Chesapeake Ave., Suite Ll9 • Towson, MD 21204 

( 301) 296-4411 

Circle No. 213 on Reader Card 

"'think my puformanc~ on th~ job is ~valuated fairly." 

~-----------------. 

71 

Lower Ma.n.a.ge.ment Uppa Ma.nag~ment 

visory or lower management positions. 
The results also indicate that as women 

are promoted to higher levels of man­
agement, they become more cynical about 
the fairness of company management and 
less optimistic about their opportunities 
for advancement. 

These beliefs are also evident in 
women's broader views of management 
practices: women in upper management 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~1 aremorelikelytoreportthatthe~supe~ 
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visor "shows favoritism" and less likely 
to believe that management supports equal 
employment opportunities. They are less 
likely to believe that their "promotion 
prospects are good" or that training op­
portunities are available to increase their 
eligibility for a better job. 

"'b~lieve my promotion proepe:cb ue good." 

Lower Mmagtment Upper Management 

A similar pattern of results is found 
when women at differing levels of educa­
tion are compared: women with more 
education are less likely to hold positive 
attitudes toward their job as compared to 
women with less education. This finding 
may be due to the fact that women with 
higher education are more likely to be 
promoted to higher levels of manage­
ment-positions where the Glass Ceiling 
effect is likely to be operative. 

Despite evidence of the Glass Ceiling 
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effect, ISR reports that women are much 
more positive about their jobs as com­
pared to men. While the difference be­
tween men and women is seen at all levels 
of management, it is particularly pro­
nounced at lower levels of management 
where women are much more likely to 
feel positively about their job. At upper 
levels of management, the differences 
between the job attitudes of men and 
women is less apparent. On the issues of 
management 's supportforequalemploy­
mentopportunities and fair decisions, the 
differences between male and female 
attitudes at the highest levels of manage­
ment blur into insignificant variation. 

ISR concludes that as women are pro­
moted upward, they adopt a more nega­
tive outlook toward their employer, one 
which more closely resembles their male 
colleagues. However, despite perceptions 
of a Glass Ceiling on promotion opportu­
nities, women in general are still more 
likely than men to hold positive attitudes 
toward their job. 

Names of Note 
continued from p. 22 

Jonathan Reed has joined Jefferson 
Davis Associates, Inc., a Cedar Rapids­
based marketing research firm, as a re­
search analyst. 

The Vanderveer Group , Ft. Washing­
ton, P A, has announced a reorganization 
of senior management. Gary Silverman 
has been named chairman of the board. 
Marc J ulius has been named president, 
market research and consulting, Frank J. 
Smith, president, physician communica­
tions, and Gail E. Keppler, chief oper­
ating officer. Together, Julius, Smith and 
Keppler will form the office of the presi­
dent, responsible for the day-to-day op­
erations of the company. 

Linda Krannich and Gary Sande have 
been promoted atRockwoodResearch, St. 
Paul. Krannich was named data process­
ing supervisor, Sande was named senior 
spec writer/system manager. 

Tanya Mahon has been promoted to 
account manager, client services, with 
Cincinnati-based MATRIXX Marketing , 
Inc. In addition, Julie A. Holbein has been 
named senior account manager, client 
services. 

March, 1991 

Michael H. Mallace has joined the 
Phoenix office of Winona Market Re­
search Bureau, Inc. as account director. 

First, Inc., Wellesley, MA, has been 
named chairperson of the Qualitative 
Research Consultants Association Pro­
fessionalism Committee. The 
committee's mission is to consider pro­
fessional issues facing qualitative re­
searchers in the United States and Canada. 

Stephen Kotvis has been named di­
rector of marketing for the Mass Mer­
chandising Division of MPSI!Retail Sys­
tems, Minneapolis. 

Good 
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Big Apple, when you can 

have the whole pie? 

TeleFocus~-a better way to run focus groups. 
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attitude studies, or basic product research, at a 
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Principles of rapport-focus 
group moderation 
by David Farlow 

Editor's note: David Farlow special­
izes in the qualitative aspects of research 
design and methodology with a special 
emphasis on moderating focus groups 
with Answers Research, Solana Beach, 
California. 

T 
he main objective of focus 
groups is to gain a greater un­
derstanding of the market by 

eliciting the perceptions, opinions, and 
feelings from each of the individual group 
members about the subject of interest. As 
a moderator, I am always looking for 
more effective ways to elicit this infor­
mation. Once I know I have a good dis­
cussion guide and have properly selected 
the focus group participants, the quality 
of the information that I get is very de pen-

WE KNOW THAT 
THERE'S NO DRESS 
REHEARSAL FOR 

FOCUS GROUPS 

... THE 1 ST 

TIME IS A 

dent upon the amount of rapport I de­
velop with the participants. 

This article will show you how to use 
extremely effective communication 
techniques for developing rapport so that 
you can obtain the information you need 
from focus groups. We will look at two 
very powerful methods, neurolinguistic 
programming and analytical persuasion, 
and discuss some common sense tech­
niques for putting people at ease. 

In the mid-1970s, Richard Bandler and 
John Grinder developed a model of hu­
man experience and communication 
called neurolinguistic programming 
(NLP). Since that time NLP has been 

A/R LHAS 

WHAT IT 

"TAKES"!! 

. . . AND 

EXPERT FULL SERVICE QUALITAT IVE CAPABILITY ALSO AVAILABLE 

Based in the (jth largest city in the U.S.- San Diego, California 

ANAI~YSIS/ 
RES EARCI-Il ... Ii\IrrED 

Skylight Plaza. Suite 180 • 4655 Ruffner St . • San Diego, CA 92111 

(619) 268-4800 FAX (619) 268-4892 
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used effectively in a wide variety of fields, 
including sales, management, negotia­
tion, education, psychotherapy, creativ­
ity, decision making, etc. 

Bandler and Grinder developed NLP 
by systematically analyzing exceptional 
communicators so that their methods 
could be taught to others. The first people 
they modeled were in the fields of indi­
vidual and group psychotherapy. It was 
in group therapy where some powerful 
techniques were discovered that apply 
directly to moderating focus groups. 

How does group psychotherapy apply 
to moderating focus groups? For psycho­
therapists to be effective, they must be 
excellent communicators. They must 
develop trust and rapport with their cli­
ents, creating an environment where their 
patients feel safe to express how they 
feel. As moderators, we want to create 
this same type of environment so that 
each focus group participant feels com­
fortable enough to express his or her 
opinion and have it accepted. 

Analytical persuasion 
Techniques forpersuadingpeople have 

always been with us. Robert Cialdini, an 
experimental social psychologist, in his 
book Influence discusses the principles 
of analytical persuasion. These principles 
operate at the unconscious level and have 
been used with great success by people in 
the sales profession. With skillful use of 
these principles, people will react in cer­
tain predictable patterns, unaware that 
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these principles are being used to influ­
ence them. These same principles can be 
used when moderating focus groups to: 

in the reception area, have someone from 
the facility direct or escort them to the 
meeting room. Meet the participants at 
the entrance to the meeting room and 
invite everyone to help themselves to the 
refreshments. After everybody is in the 
room, join them in eating or drinking for 
a few minutes before you start the discus­
sion. 

•Establish rapport 
•Encourage robust discussions 
•Elicit deeper and more meaningful 
responses 

•Ultimately get the information you 
need 

The rule of reciprocation 
Establishing preliminary rapport 

After the focus group participants have 
arrived and processed the necessary forms 

At this point, you have already invoked 
several principles of persuasion and es­
tablishing rapport. First, by providing 

... No Question About It! 
Your Partners ... 

fYferience P/U$ 

SUE .Al'tUDEI 
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Director of 
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KERSTNER 
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them with refreshments you invoke the 
rule of reciprocation, which says that we 
should repay, in kind, what another per­
son has provided us. This means that they 
feel they have an obligation to somehow 
repay you for providing them with re­
freshments. This is a powerful persua­
sion tool. 

To use this rule to its greatest advan­
tage with a focus group, the participants 
should see you, the moderator, as the 
benefactor of the refreshments. There are 
several ways to do this. One is by inviting 
them to help themselves to the refresh­
ments. You can also coordinate with the 
facility personnel to say to the partici­
pants that, "the moderator has some re­
freshments waiting for you," to strengthen 
the association. Also remember that the 
rule of reciprocation is working in your 
favor because you are paying them. 

You may or may not be able to use the 
suggestions above because of the logis­
tics and physi­
cal environ­
ment of the fo­
cus group fa­
cility. But the 
main goal is to 
somehow asso­
ciate yourself 
as the benefac­
tor of the re­
freshments. 

At this point, Farlow 
you may be 
wondering if you are biasing the group to 
an extent that they will give you the 
answers they think you want to hear rather 
than their honest opinions or perceptions. 
The objective of using these techniques is 
to create a very safe environment for the 
participants to express their opinions. 
Later in this article, I will discuss how to 
set up this environment using the "team 
effect" and by asking questions in such a 
way that any biasing effect you may have 
on the group will be minimized. 

Using association with the luncheon 
technique 

You've also associated yourself with a 
very pleasant activity, eating and drink­
ing. Research has shown that people 
become fonder of people and things they 
experienced while eating. This is known 
as the "luncheon technique." It was dis-
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covered by Gregory Razran in 1938 and 
has its roots on Ivan Pavlov's famous 
conditioning research with dogs. 

People usually associate a good and 
favorable feeling when they eat, and if 
you are with someone while they are 
eating, the good and favorable feeling is 
associated with you. If this seems a little 
farfetched and you don't believe it works, 
just remember that Pavlov's dogs didn't 
believe it would work either and they still 
salivated. This is unconscious behavior 
and people are not aware of what is hap­
pening. 

The principle of similarity 
By eating with the participants, you 

now have something in common. You are 
like them. People tend to like people who 
are like them. This is the principle of 
similarity. The more we are like the 
people we want to influence-in almost 
any area including physical appearance, 
speaking style, body language and vo­
cabulary-the more they will like us and 
ultimately cooperate with us by answer­
ing the questions we ask. 

Preliminaries 
Start the discussion by introducing 

yourself. Tell the participants that they 
are being video or audio taped and ob­
served. I also tell them the reasons for 
taping the discussion, which will appeal 
to their interests or egos. 

For example, "Some of you may have 
noticed the mirror behind me. There is a 
person behind it who is taping this discus­
sion. The reason why this discussion is 
being taped is because what you say is 
very important to us. Some very impor­
tant decisions will be made based upon 
what you have to share with us and we do 
not want to lose any of your valuable 
input. Another reason for taping is be­
cause I want to give you my complete 
attention during the time we have to­
gether. The reason we have a one way 
mirror is because the camera man doesn't 
want to disturb you and it makes people 
more comfortable." 

Encouraging shy participants 
One of the problems during focus 

groups is that some people will be swayed 
by the group and not voice their opinions. 

Once you have established rapport and 
created a safe environment this problem 
is minimized. However, there is another 
tool of persuasion called the team effect 
that can elicit more participation from a 
shy respondent. People will generally do 
more for a team than they will do for 
themselves. If a participant feels that he is 
part of a team, then he will be more 
willing to speak up for the team's point of 
view. 

This team, however, is not composed 
of the other focus group participants. The 
team that empowers a shy individual is 
the team of all the other people who are 
just like him who are not in the focus 
group. How do we get the participant to 
feel like he is part of that team? Here is 
one way of phrasing it: "What we are 
looking for during this discussion are 
your opinions, perceptions, and feelings. 
There are no wrong answers. Your opin­
ions are very important to us. The reason 
I say that is because each of you represent 
a much larger number of people out there 
who are just like you. It is very important 
that we understand the opinions and per-
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ceptions of these people and you are the 
ones that already know what those opin­
ions are. So remember that when you 
express your opinion, you are really 
speaking for a great many people whose 
opinions are very important." 

Ground rules-the power of 
"because" 

Ground rules are necessary to achieve 
your objectives in the limited amount of 
time you have with the group. They let 
everyone know what is expected so that 
there are no surprises. One useful tech-

nique when reviewing the ground rules 
with the group is the use of the word 
"because." Simply stated, use the word 
"because" when you are giving the rea­
son for the ground rule. 

The word "because" has a tremendous 
amount of power. Ellen Langer, a Harvard 
social psychologist, demonstrated the 
power of the word "because" in an ex­
periment. When she asked people wait­
ing in line to use the library copying 
machine: "Excuse me, I have five pages. 
May I use the Xerox machine because 
I'm in a rush?" 94% of the people com-

plied. When the request was "Excuse me, 
I have five pages. May I use the Xerox 
machine?" only 60% of those asked com­
plied. The third request was "Excuse me, 
I have five pages. May I use the Xerox 
machine because I have to make some 
copies?" What was absolutely amazing 
was that this request was honored 93% of 
the time-almost as much as the first 
request, even though all she did was state 
the obvious, and use the magic word 
"because." 

You may want to go back to the section 
in this article called Preliminaries and see 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ how often the word ''because'' is used. 
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Here are some examples of how I use the 
word "because" when I am reviewing the 
ground rules: 

"Please, no side conversation because 
we want to get everybody's opinion and 
we'll have a difficult time hearing it if 
more than one person is talking." 

"There may be times when I have to cut 
someone short because we have a limited 
amount of time to cover all the topics and 
I want to make sure I get you out of here 
on time." 

You get the picture. Use "because" 
whenever you can because it works! 

Establishing a positive environment 
Immediately before discussing the 

subject at hand, have the participants 
introduce themselves to the rest of the 
group. As part of their introduction, have 
each participant tell the group the most 
positive thing that happened to them that 
day. Set the example by telling the group 
your most positive thing, then pick for 
your first few introductions people who 
look like they had a pretty good day. 

As you go around the room, some 
people will "forget" to mention the most 
positive thing. Remind them to mention 
it, and make sure everybody participates, 
but not to the point where they get an­
noyed. Remember the objective is to 
create a positive environment. The mood 
that you as a moderator want to set up is 
upbeat and playful. Some people may say 
they have not had anything positive hap­
pen to them all day. If you get that re­
sponse, ask them, "What could have been 
positive for you today?" 

The purpose of this is to cause them to 
think about something pleasant. People 
who are thinking about pleasant things 
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are generally more cooperative and sup­
portive of other group members. The 
final outcome of this process is that people 
will feel more comfortable with you and 
the rest of the group. Comfortable people 
are more likely to participate in more 
robust discussions. This process also gives 
you a feeling for the group members so 
that when you start the discussion you 
can direct your questions accordingly. 

Mir roring 
After establishing rapport with the 

group and getting them into a positive 
state of mind, you want to maintain rap­
port as the discussion progresses. There 
are a number of ways to do this. 

One of the most effective ways is an 
NLP technique called mirroring. This is 
simply matching a person's behavior. 
The easiest way to do this is to match the 
person's body posture. If the person 
leans back in their chair, you lean back in 
your chair; if the person has her hands 
under the table, you have your hands 
under the table. 

You do not want to be blatant about this 
by matching every move he or she makes 

at exactly the same time. Do it elegantly, 
so that the person is unaware of what you 
are doing. There are two ways to do this . 
One is to wait a few seconds before you 
mirror them. This will eliminate a lot of 
rapid gestures that you would not want to 
mirror. The other is to wait until you 
speak before mirroring them. It is a very 
natural thing for people to change body 
position when they begin to speak. 

When most people first learn about 
mirroring, they feel uncomfortable about 
doing it because they think people will 
notice what they are doing. Unless you 
are blatant about it, people will not no­
tice. They will feel drawn to you and not 
know why. If someone does comment on 
it, admit it and tell them that you are doing 
it so they will feel more comfortable in 
the group. Then keep doing it. In the years 
I have been mirroring people, no one has 
ever said anything about it. 

Another reason people feel uncomfort­
able about it is because they feel sneaky 
and manipulative. I view mirroring as a 
way of showing the utmost respect for the 
person by going out of my way to com-

continued on p. 50 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 
Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone numbers. 
Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact publisher for listing 
rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, MN 55423. 612 I 861-8051. 

Access Research, Inc. 
8 Griffin Rd . No. 
Windsor, CT 06095 
2031688-8821 
Contact: Robert C. Platkin 
Group Health/Pens. PIC, Ale. 
Bev/Food, 15 min Airpt. 

ADI Research, Inc. 
(See Matrixx Marketing) 

Alpha Research Associates, Inc. 
395 Smith Street 
Providence, Rl 02908 
401 1861-3400 
Contact: Anthony Pesaturo 
FuiiSvcQuai/Quan.Analysis./ 
Consltg&MktRes/Since 1976 

American Public Opinion Survey 
& Market Research Corp. 
1324 South Minnesota Ave. 
Sioux Falls , SD 571 05 
6051338-3918 
Contact: Warren R. Johnson 
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Grou,r-National & lnternat'l 

Analytics, Inc. 
999 N. Elmhurst Rd., Stes. 15 116 
Mt. Prospect, IL 60056 
7081870-1973 
Contact: Larry Kaufman 
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analyzed over 2,000 groups 

The Answer Group 
11161 Kenwood Rd. 
Cincinnati , OH 45242 
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Contact: Maribeth McGraw 
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Focus Groups, One-On-Ones 

The Atlantis Group 
342 Fourth St. 
Atlanta, GA 30308 
40415 77-8000 
Contact: Charles Bazemore 
The difference is in the moderat­
ing and the reports 

Bartels Research, Corp. 
145 Shaw Ave. , Ste. C-1 
Clovis, CA 93612 
Contact: Laura Wasserman 
Quai/Quant. Rsch. , FIG Rctg. 
Mod. tacit. 25 yrs. exper. 

Brand Consulting Group 
17117 W.Nine Mile Rd ./Ste. 1020 
Southfield , Ml 48075 
3131559-2100 
Contact: Milton Brand 
Consumer,Advertising Strategy, 
New Product Strategy Research 

Carlson Research Company 
Carlson Parkway-Box 59159 
Minneapolis, MN 55459-8211 
6121449-2526 
Contact: Allan Floyd 
Full Service Customized Busi­
ness/Consumer Research 
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Chamberlain Research Consultants 
12 East Olin Ave. 
Madison, WI 53713 
6081258-3666 
Contact: Sharon Chamberlain 
Full-service marketing research. 
Business & consumer studies 

Clarion Marketing and Comm. 
340 Pemberwick Road 
Greenwich, CT 06831 
203 I 531 -3600 
Contact: Thomas L. Greenbaum 
Clarion Offers Unique Approach 
To Groups; Call to Find Out Why 

Saul Cohen & Associates, L TO. 
Suite 1 02, 30 Eliot Lane 
Stamford, CT 06903 
2031322-0083 
Contact: Saul Cohen 
Specializing in All Qualitative 
Methodologies 

Consumer Opinion Services 
12825-1st Ave. South 
Seattle, WA 98168 
2061241-6050 
Contact: Jerry Carter 
Consumer,Business Groups and 
One-On-Ones 

Creative Marketing Solutions, Inc. 
P.O. Box 487 
Lahaska, PA 18931 
2151357-3655 
Contact: Larry Schwarz 
Experienced Specialists in 
Qualitative Research Techniques 

Creative Research Associates,lnc. 
500 N. Michigan Ave. 
Chicago, IL 60611 
3121 828-9200 
Contact: Stephen Turner 
Twenty-Five Years of Leadership 
in Qualitative Research 

Cunninghis Associates 
43 Middleton Lane 
Willingboro, NJ 08046 
6091877-5971 
Contact: Burt Cunninghis 
37 Years Exp. , Moderator & 
Moderator Training 

Decision Research 
99 Hayden Ave. 
Lexington, MA 02173 
6171861 -7350 
Contact: Peg Marrkand 
Over 25 Mods. Avail. , Bus/Cons 
Grps. , Offcs: NY,LA,SF,Atlanta 

DeNicola Research, Inc. 
Two Landmark Square 
Stamford, CT 06901 
2031967-3595 
Contact: Nino DeNicola 
Consumer, Healthcare, Financial 
Services, Advertising 

Direct Marketing Research Assoc 
4151 Middlefield Rd. , Suite 200 
Palo Alto, CA 94302 
4151856-9988 
Contact: Michael Green 
Catalog, Direct Mail, Bus-to-Bus, 
Space, Databases 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St. 
Waltham MA 02154 
6171647-0872 
Contact: Reva Dolobowsky 
Experts In Ideation & focus 
groups. Formerly with Synectics. 

Doyle Research Associates,lnc. 
919 N. MichiganiSte. 3208 
Chicago, IL 60611 
31 21944-4848 
Contact: Kathleen M. Doyle 
Specialty:Children/T eenagers 
Concept&Product Evaluations 

Equifax I Quick Test Opinion Ctrs. 
5430 Van Nuys Blvd., #102 
Van Nuys, CA 91401 
213 I 872-1717 
Contact: Louise Kroot-Haukka 
Consumer/Pkg Goods/Advertising 
Heavy Experience in Fast Food 

First Market Research Corp. 
1111 W. 6th Street, Suite 220 
Austin, TX 78703 
800 I FIRST-TX (347-7889) 
Contact: James R. Heiman 
High Tech,Publishing, 
Bus-T o-Bus, Colleges 

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
6171482-9080 
Contact: Linda M. Lynch 
Consumer, Retail, Banking, 
Health Care 

Focus America 
1140 Ave. of the Americas, 9th Fl 
New York, NY 10036 
2121302-1808 
Contact: David Schreier 
Mid-Manhattan Loci State of the 
Art Fac. I 15 Seat Viewing Room 

Focus Plus 
79 5th Avenue 
New York, NY 10003 
2121807-9393 
Contact: Elizabeth Lobrano 
Impeccable Cons. & B-B 
Recruiting/Beautiful Facilities 

D.S. Fraley & Associates 
1205 East Madison Park 
Chicago, IL 60615 
3121536-2670 
Contact: Diane S. Fraley 
Full Qual. Specialty:Child/Teen I 
In-Home/Observational Rsch 

Greenfield Consulting Group,lnc. 
274 Riverside Ave. 
Westport, CT 06880 
2031221 -0411 
Contact: Andrew Greenfield 
Quai./Quan. Rsch, New Product 
Dev., Fine Svcs, Toys/Games 

Grieco Research Group, Inc. 
743 North Avenue 66 
Los Angeles, CA 90042 
2131 254-1990 
Contact: Joe Greico 
Marketing and Advertising 
Focus Groups 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Park, MD 21146 
301 1544-9191 
Contact: William L. Hammer 
New Product, Consumer & Indust­
rial/Commercia/, Executive 

Hispanic Marketing 
Communication Research 

1535 Winding Way 
Belmont, CA 94002 
4151595-5028 
Contact: Dr. Felipe Korzenny 
Hisp. Biling./Bicult. Foe Grps Any­
where In U.S./Quan. Strat. Cons . 

D.S. Howard Assoc., Inc. 
307 No. Michigan Ave. #1214 
Chicago, IL 60601 
3121372-7048 
Contact: Dennis S. Howard,Ph.D. 
Expert Guidance In Design, 
Implementation And Analysis 

Hughes Marketing Communications 
341 Farnum Road 
Media, PA 19063-1605 
2151 566-6542 
Contact: Warren B. Hughes 
Moderate Focus Groups; In Depth 
Interviewing. 

JRH Marketing Services, Inc. 
29-27 41st Avenue 
New York, NY 11101 
7181786-9640 
Contact: J. Robert Harris, II 
Experience Counts: Check out the 
rest but USE THE BEST 

Kennedy Research Inc. 
405A Waters Bldg. 
Grand Rapids, Ml 49503 
6161458-1461 
Contact: Mary P. Tonneberger 
Cons. & Ind., Telecom. , Health, 
Office Systems, Chemicals, Drugs 

K P C Research 
908 S. Tryon Street 
Charlotte, NC 28211 
7041 342-1626 or 7041 379-6342 
Contact: Linda Dawley 
Largest Facility in Charlotte, 
Consumer and Business 
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K S & R Consumer Testing 
Center 
Shoppingtown Mall 
Syracuse, NY 13214 
800/ 289-8028 
Contact: Lynne Van Dyke 
Qualitative /Quantitative, 
Intercepts, CA Tl, One-on-One 

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

Manhattan Opinion Center 
369 Lexington Ave. 
New York, NY 10017 
212 I 972-5553 
Contact: Jana Warren 
3 Room Focus Group Facility! 
Quality Recruiting 

Marketeam Associates 
1807 Park 270 Drive,#300 
St. Louis, MO 63146 
314/ 878-7667 
Contact: Richard Homans 
Financial Services,HealthCare, 
Consumer, Pkgd. Goods,Agric. 

Market Facts, Inc. 
676 North St. Clair 
Chicago, IL 60611 
312/280-9100 
Contact: Linda Leemaster 
20+ yrs. in consumer, industrial, 
medical, business 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg, NY 1 0962 
914 I 365-0123 
Contact: George Silverman 
Med, Bus-to-Bus, Hi-Tech, 
lndust, Ideation, New Prod., Tel. 
Groups 

Mar-Quest Research, Inc. 
1315 Evamar Drive 
Midland, Ml 48640 
517/ 631-3900 
Contact: Roger H. Jennings 
Hard Recruit I Qual I Quant /Con­
vention Rsch. I Gust .Satisfaction 

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

Matrixx Marketing-Rsch Div. 
625 Eden Park Drive, Suite 600 
Cincinnati , OH 45202 
800/323-8369 
Contact: Michael L. Dean, Ph. D. 
Cincinnati's Most Modern and 
Convenient Facilities 

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

RR1 , Box 1069, Millstone Rd. 
Sag Harbor, NY 11963 
516/725-2160 
Contact: Doreen Mole 
Custom design. Strong 
advertising marketing back­
ground 

Ruth Nelson Research Svcs. 
2149 S. Grape Street 
Denver, CO 80222 
303/758-6424 
Contact: Christy Reid 
Consumer, Tech/lndust. , New 
Prod., Concept Test/Refinement 

PACE, Inc. 
28535 Orchard Lake Road 
Farmington Hills, Ml 48018 
313/ 553-4100 
Contact: Peter J. Swetish 
Full Service Vehicle Specialist­
GEM and Aftermarket Experi­
ence 

Payne & Partners 
70 West Madison, Ste. 1400 
Chicago, IL 60602 
312/443-9666 
Contact: Melanie Payne 
Superior Marketing & Analytical 
Skills 

PLA YLAB® Research,Division 
of The Creative Group, Inc. 

31800 Northwestern Hwy. # 385 
Farmington Hills, Ml 48018 
313/855-7812 
Contact: Dana Blackwell 
Children, T eens,Moms,Expect.Moms, 
Parents, Grandparents & 
Families 

Product & Consumer Evalu­
ations 
28535 Orchard Lake Road 
Farmington Hills, Ml 48018 
313/ 553-4100 
Contact: Paul Johnson 
Expert Moderators on Staff. 
State of the Art Facility 

Research, Inc. 
521 Plymouth Rd., Ste. 115 
Plymouth Meeting, PA 19462 
215/941 -2700 or 
800/828-3228 
Contact: Phyllis Santoro 
Creative Design and Discus­
sions--Actionable Results 

Rhode Island Survey and 
Research Service, Inc. 

690 Warren Avenue 
East Providence, Rl 02914 
401 /438-4120 
Contact: Patricia Shake/ 
First in New England. 
Established in 1962 

R J Research 
P.O. Box 3787 
Santa Rosa, CA 95402 
7071 795-3780 
Contact: Bob Pellegrini 
Full Service Qual I Quan, Most 
Packaged Goods & Bus to Bus 

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

Rodgers Marketing Research 
4575 Edwin Drive, NW 
Canton , OH 44718 
216/ 492-8880 
Contact: Alice Rodgers 
Creative I Cost Effective : New 
Product I Consumer, Etc. 

James M. Sears Associates 
48 Industrial West 
Clifton , NJ 07012 
201 I 777-6000 
Contact: James M. Sears 
Business-To-Business And 
Executives A Specialty 

Snell Associates, Inc. 
941 Vernal Avenue 
Mill Valley, CA 94941 
415/ 388-8315 
Contact: Joyce Snell 
Consumer/exec/prof focus 
groups conducted nationally 

Southeastern Institute of 
Research, Inc. 

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

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

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus, OH 43212 
614 I 488-3123 
Contact: Betty Spencer 
4'x16' Mirror Viewing Rm Seats 
8-12. In House Audio/ Video 
Equip 

Jane L. Stegner & Ascts. 
2215 Penn Ave. So. 
Minneapolis, MN 55405 
612/377-2490 
Contact: Jane Stegner 
Bus-To-Bus/Medicai/Fncl Svcs/ 
Agric. , Groups/ 1:1's 

Sutherland Research Grp, 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. 
221 Main St. 
Danbury, CT 06810 
203 I 7 48-1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
ORCA I AMA I Advt. Club 

Telesession Corporation 
355 Lexington Ave. 
New York, NY 10017 
212 I 599-1500 
Contact: Michael Gorbein 
Focus Groups by Phone I Medical I 
Agriculture I Business-toBusiness 

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 

The Travis Company, Inc. 
509 Cathedral Parkway, Suite 8E 
New York, NY 10025 
212/ 222-0882 
Contact: Jerry Travis 
Qualitative Research and 
Consultation 

TRENDFACTS Research, Div. 
of The Creative Group, Inc. 

31800 Northwestern Hwy. 
Farmington Hills, Ml 48018 
313/855-7810 
Contact: Brett Blackwell 
Consumers,Retaii,Rest. ,Real Est. , 
Financial, Hlthcare, lndust. , Bus-Bus 

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

Lucy Warren & Associates 
3619 29th Street 
San Diego, CA 92104 
61 9/295-0342 
Contact: Lucy Warren 
Understands I Meets Business 
Needs With Quality I Experience 

Winston Stuart Ascts., Inc. 
2670 Nichols Canyon Rd. 
Los Angeles, CA 90046 
213/851-4127 
Contact: Bill Smolka 
New Prod, Adv. Pkg. Goods, Ent. 
Cons. Execs, Bus. 

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

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

Yarnell, Inc. 
1 Anita Drive 
East Hanover, NJ 07936 
201 /593-0050 
Contact: Dr. Stephen M. Yarnell 
Information Technology/ 
Financial Services/ Modeling 
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STATE CROSS INDEX OF MODERATORS 
Refer to Preceeding Pages For Address, Phone Number and Contact 

California Illinois Missouri Matrixx Marketing 
Rodgers Marketing Research 

Bartels Research Corp. Analytics, Inc. Marketeam Associates Dwight Spencer & Associates 
Direct Marketing Rsch Assocs. Creative Research Associates 
EquifaxiQuick Test Opinion Ctrs. Dote Research Associates New Jersey Pennsylvania Grieco Research Group, Inc. D . . Fraley & Associates 
Hispanic Marketing D.S. Howard Assoc., Inc. Cunninghis Associates Creative Marketing Solutions 
R J Research Market Facts, Inc. James M. Sears Associates Hughes Marketing Communica-
Snell Associates , Inc. Payne & Partners Yarnell , Inc. tions 
Lucy Warren & Associates Research, Inc. 
Winston Stuart Associates, Ltd . Maryland New York 

Colorado Hammer Marketing Resources Focus America Rhode Island 
Focus Plus Alpha Research Associates, Inc. 

Ruth Nelson Research Svcs. JRH Marketing Services, Inc. 
Massachusetts K S & R Consumer Testing Ctr. Rhode Island Survey, Inc. 

Connecticut Decision Research Manhattan Opinion Center 
South Dakota Dolobowsky Qual. Svcs., Inc. Market Navigation , Inc. 

Access Research, Inc. First Market Rsch (L. Lynch) Doreen Mole Qual. Rsch. Inc. American Public Opinion Survey 
Clarion Marketing and Comm. Sources For Research, Inc. & Market Research Corp 
Saul Cohen & Associates , LTD. Michigan James Spanier Associates 
DeNicola Research , Inc. Sutherland Research Group, Ltd Texas Greenfield Consulting Group,lnc Brand Consulting Group T elesession Corporation 
Sweeney International , Ltd. Kennedy Research Inc. Thorne Creative Research First Market Rsch(J . Heiman) 

Mar-Quest Research, Inc. The Travis Company 

Washington D.C. PACE, Inc. The Winters Group Virginia Product & Consumer Evaluations WolfiAitschuii Callahan, Inc. 
LaScola Qualitative Research TrendFacts I Playlab Martin Research Inc. 

Martin Research Inc. North Carolina Southeastern Institute of Rsch . 

Georgia 
Minnesota K P C Research Washington Carlson Research Company Martin Research Inc. 

The Atlantis Group MedProbe Medical Mktg . Rsch Consumer Opinion Services 
Paul A. Warner Associates , Inc. Rockwood Research Corp. Ohio Jane L. Stegner and Ascts . 

The Answer Group Wisconsin 
Chamberlain Rsch. Cnsltnts. 

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

ADVERTISING AUTOMOTIVE Trend Facts Sweeney International , Ltd. 

Analytics, Inc. Matrixx Marketing-Research Div. 
Yarnell , Inc. Trend Facts I PlayLab 

Brand Consulting Group PACE, Inc. CANDIES 
Yarnell , Inc. 

Chamberlain Research Cnsltnts. Product & Consumer Evaluations 
DeNicola Research , Inc. Trend Facts D.S. Fraley & Associates CONSUMERS DolobowskyQual. Svcs. , Inc. Paul A. Warner Associates , Inc. PlayLab Analytics, Inc. Dote Research Associates 
D . . Fraley &Associates Research , Inc. Chamberlain Rsch.Cnsltnts . 
Market Facts, Inc. BIO-TECH Consumer Opinion Services 
Doreen Mole Qual. Rsch. lnc. D.S. Howard Assoc., Inc. CHILDREN DeNicola Research, Inc. 
PACE, Inc. Market Navigation, Inc. Doyle Research Associates 
PlayLab/TrendFacts Doyle Research Associates First Market Rsch(L. Lynch) 
Product & Consumer Evaluations MedProbe Medical Mktg . Rsch D.S. Fraley & Associates D.S. Fraley&Associates 
Research, Inc. Yarnell , Inc. Market Facts, Inc. D.S. Howard Assoc., Inc. 
Rockwood Research Corp. Matrixx Marketing-Research Div. Kennedy Research Inc. 
Southeastern Institute of Rsch. BLACK PlayLab Rodgers Marketing Research James Spanier Associates 

JRH Marketing Services, Inc. 
Research, Inc. 

Thorne Creative Research Sweeney International , Ltd. Rhode Island Survey , Inc. 
Paul A. Warner Associates, Inc. Paul A. Warner Associates, Inc. Trend Facts I Play Lab 
Winston StuartAscts., Ltd. CIGARETTES 
AGRICULTURE 

BUSINESS-TO-
Research , Inc. DIRECT 

Market Navigation, Inc. BUSINESS Paul A. Warner Associates, Inc. MARKETING 
Rockwood Research Corp. Chamberlain Research Cnsltnts. Direct Marketing Research Ascts . 

Consumer Opinion Services COMMUNICATIONS 
ALCOHOLIC Decision Research EDUCATION/ First Market Rsch(J .Heiman) RESEARCH 
BEVERAGES D.S. Howard Assoc. , Inc. 

D.S. Fraley & Associates NOT -FOR-PROFIT 
Greenfield Consulting Group, Inc. 

Access Research, Inc. Kennedy Research Inc. James Spanier Associates The Winters Group 
Trend Facts Market Facts, Inc. 
WolfiAitschuii Callahan, Inc. Mar-Quest Research, Inc. COMPUTERS/MIS ENTERTAINMENT 
APPAREL/ 

Payne & Partners 
First Market Rsch (J. Heiman) D.S. Fraley&Associates Research , Inc. 

FOOTWEAR 
Rockwood Research Corp. D.S. Howard Assoc. , Inc PlayLab IT rendF acts 
James Spanier Associates Market Navigation , Inc. Research, Inc. 

Brand Consulting Group Strategic Marketing Services Research Inc. Sweeney International , Ltd. 

PlayLab/TrendFacts Sutherland Research Group, Ltd James Spanier Associates Winston StuartAscts., Inc. 
Sweeney International , Ltd. Sutherland Research Group, Ltd 
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EXECUTIVES Product & Consumer Evaluations PACKAGED GOODS SOFT DRINKS, 
Research, Inc. 

Chamberlain Rsch . Cnsltnts. Southeastern Institute of Rsch Access Research , Inc. BEER, WINE 
Dolobowsky Qual. Svcs., Inc. James Spanier Associates The Answer Group American Public Opinion Survey 
First Market Rsch(J. Heiman) Strategic Marketing Services Doyle Research Associates & Market Research Corp 
Kennedy Research Inc. Trend Facts D.S. Fraley&Associates D.S. Fraley&Associates 
Market Views Research, Inc. The Winters Group Doreen Mole Qual. Rsch., Inc. Greenfield Consulting Group,lnc 
Mar-Quest Research, Inc. PlayLab/TrendFacts Grieco Research Group, Inc. 
PACE, Inc. 

HISPANIC The Research Center PlayLab /Trend Facts 
Product & Consumer Evaluations Research, Inc. Thorne Creative Research Research, Inc. Hispanic Marketing Thorne Creative Research Paul A. Warner Associates, Inc. James Spanier Associates Communication Research Paul A. Warner Associates, Inc. Sources For Research , Inc. 
Sweeney International , Ltd. IDEA GENERATION 

Winston StuartAscts., Inc. TEACHERS 
Trend Facts D.S. Fraley&Associates 
Winston StuartAscts. , Inc. Brand Consulting Group PARENTS 

Decision Research PlayLab 

FINANCIAL DolobowskyQual. Svcs., Inc. Doyle Research Associates 
TELECOMMUNICATIONS D.S. Fraley & Associates D.S. Fraley&Associates 

SERVICES Matrixx Marketing-Research Div. PlayLab/TrendFacts 
Creative Marketing Solutions Research , Inc. 

Access Research , Inc. 
PlayLab !Trend Facts Cunninghis Associates 
Research, Inc. Decision Research DolobowskyQual. Svcs., Inc. Rhode Island Survey , Inc. PET PRODUCTS First Market Rsch(J . Heiman) First Market Rsch(L. Lynch) Sweeney International , Ltd. 

Greenfield Consulting Group, Inc. Thorne Creative Research Rockwood Research Corp. D.S. Howard Assoc., Inc. 
LaScola Qualitative Research Paul A. Warner Associates, Inc. Research , Inc. Kennedy Research Inc. 
Marketeam Associates Thorne Creative Research LaScola Qualitative Research 
Matrixx Marketing-Research Div. 

INDUSTRIAL 
PlayLab/TrendFacts 

PACE, Inc. PHARMACEUTICALS Research, Inc. 
Payne & Partners First Market Rsch(J. Heiman) Southeastern Institute of Rsch . 
Product & Consumer Evaluations D.S. Howard Assoc., Inc. The Answer Group Wolf/ Altschul/Gallahan, Inc. 
The Research Center Kennedy Research Inc. Creative Marketing Solutions Yarnell , Inc. 
Rockwood Research Corp. Market Navigation , Inc. D.S. Howard Assoc., Inc. 
Southeastern Institute of Rsch Mar-Quest Research, Inc. Market Navigation, Inc. TELECONFERENCING James Spanier Associates Sweeney International , Ltd. MedProbe Medical Mktg. Rsch Rockwood Research Corp. TrendFacts Trend Facts PlayLab /Trend Facts Paul A. Warner Associates, Inc. Yarnell , Inc. 
Winston StuartAscts., Inc. James Spanier Associates TELEPHONE FOCUS 
The Winters Group INSURANCE 

The Winters Group 
GROUPS Wolf/Aitschui/Callahan , Inc. 

Yarnell , Inc. TrendFacts/PiayLab POLITICAL Market Navigation, Inc. 

RESEARCH 
Research, Inc. 

FOOD PRODUCTS MEDICAL Telesession Corporation 

American Public Opinion Survey PROFESSION American Public Opinion Survey Trend Facts 

& Market Research Corp & Market Research Corp 
Analytics , Inc. Creative Marketing Solutions Chamberlain Rsch . Cnsltnts. TEENAGERS 
Dol'e Research Associates D.S. Howard Assoc, Inc. LaScola Qualitative Research 
D. . Fraley & Associates Marketeam Associates 

Doreen Mole Qual. Rsch.lnc. 
Doyle Research Associates 

PlayLab /TrendFacts Mar-Quest Research, Inc. D.S. Fraley&Associates 

Research , Inc. Matrixx Marketing-Research Div. 
PUBLISHING 

Greenfield Consulting Group,lnc 
James Spanier Associates MedProbe Medical Mktg. Rsch Matrixx Marketing-Research Div. 
Thorne Creative Research Trend Facts/ PlayLab 

First Market Rsch(J. Heiman) PlayLab 
Trend Facts 

MILITARY D.S. Fraley&Associates Research, Inc. 
Paul A. Warner Associates , Inc. PlayLab/TrendFacts Rhode Island Survey , Inc. 

American Public Opinion Survey Research , Inc. Thorne Creative Research 
HEALTH & BEAUTY & Market Research Corp Thorne Creative Research 

PRODUCTS 
PlayLab /Trend Facts TOYS/GAMES Paul A. Warner Associates , Inc. 

American Public Opinion Survey RESTAURANT/ Research, Inc. 
& Market Research Corp MODERATOR FAST FOOD TRANSPORTATION The Answer Group 

D.S. Fraley & Associates TRAINING PlayLab IT rend Facts SERVICES Greenfield Consulting Group,lnc Cunninghis Associates Sweeney International , Ltd. Market Facts, Inc. RETAIL 
PlayLab /Trend Facts 

NEW PRODUCT 
Paul A. Warner Associates, Inc. 

Research , Inc. Brand Consulting Group 
Thorne Creative Research DEVELOPMENT First Market Rsch(L. Lynch) TRAVEL 
Paul A. Warner Associates, Inc. Research, Inc. Mar-Quest Research , Inc. 

Analytics, Inc TrendFacts/PiayLab Research, Inc. 
HEALTH CARE Brand Consulting Group Paul A. Warner Associates , Inc. Sweeney International , Ltd. 
Access Research , Inc. 

Creative Marketing Solutions TrendFacts/Piaylab 
DolobowskyQual. Svcs. , Inc. 

Chamberlain Rsch. Cnsltnts. D.S. Fraley & Associates SENIORS UTILITIES Creative Marketing Solutions First Market Rsch(J . Heiman) 
DeNicola Research, Inc. Greenfield Consulting Group, Inc. Research , Inc. Chamberlain Rsch . Cnsltnts. 
Dolobowsky Qual. Svces., Inc. D.S. Howard Assoc., Inc. Snell Associates , Inc. 
First Market Rsch(L. Lynch) Market Facts, Inc. Trend Facts YOUTH 
Greenfield Consulting Group, Inc. PlayLab/TrendFacts 

SMALL BUSINESS/ Doyle Research Associates D.S.HowardAssoc. , Inc. Product & Consumer Evaluations 
Kennedy Research Inc. The Research Center 

ENTREPRENEURS 
D.S. Fraley & Associates 

LaScola Qual itative Research Research , Inc. Play Lab 

Marketeam Associates Rhode Island Survey , Inc. Access Research , Inc. Paul A. Warner Associates, Inc. 

Market Facts, Inc. Southeastern Institute of Rsch. Research , Inc. Wolf/Aitschui/Callahan , Inc. 

Market Navigation, Inc. James Spanier Associates 

Mar-Quest Research, Inc. Strategic Marketing . Svces 

Matrixx Marketing-Research Div. Winston StuartAscts., Inc. 

MedProbe Medical Mktg . Rsch 
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Copper Mountain 
continued from p. 7 

paign scored the highest. But when the 
White Hot concept was paired with an 
illustration, it elicited a strong positive 
reaction. 

"People looked at the visual and said, 
'Oh, look at all that powder! I won't be 
dissapointed if I go to ski there.' The 
White Hot concept made people excited 
about the mountain and showed that it 
was a great place to go skiing," Durand 

says. 
Copper Mountain has used the White 

Hot campaign each year since its intro­
duction in 1987-88 season, adapting the 
theme to suit the target audience and 
medium used. "Our goal was to make 
sure that everywhere you turned, Copper 
Mountain was going to be identified with 
White Hot, from TV and radio, to print 
spots, lift tickets, off-site brochures, ev­
erywhere that there was Copper Moun­
tain, it was White Hot," Durand says. 

For example, one print ad bearing the 
White Hot tagline shows a skier sending 

up a snowy wake as she hurtles down a 
powder-covered slope near majestic 
mountain peaks. A television spot featur­
ing Denver Broncos quarterback John 
Elway sending up the r ' n' b classic "(I'm 
a) Soul Man" with "(I'm a) Snow Man," 
finishes with the "Copper Mountain is 
White Hot" tagline. 

"By taking the White Hot tagline and 
using it with upbeat, driving music in our 
TV spots and carrying that theme through 
our print, it has really positioned Copper 
Mountain as the place for the person that 
has the active lifestyle. It's the place to be 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ en~g~ed," Davhlsonsays. 
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To further enhance its image with the 
younger, cutting edge skier, the resort has 
also opened its arms to ski boarders, who 
use a single board rather than two skis to 
"surf' down the slopes. "All the other 
resorts were discouraging people from 
ski boarding," Austin-Kelley's Lisa 
Durand says, "but research is telling us 
that the skier population is hrinking, so 
since we can't increase the size of the pie, 
let's increase our share of it, so Copper 
Mountain decided to encourage people to 
come and ski board." 

Three segments 
The younger skier is just one of the 

three main market segments that Copper 
Mountain serves, Davidson says. The 
second market is the adults from 25-49 
who come to the resort for an extended 
stay. "They have an active lifestyle, 
they're the kind of person that wants to 
get out and experience rather than veg­
etating on their vacation. They want to be 
physical and have a sense of accomplish­
ment. That's the kind of person that stays 
six or seven days with us." 

The third market, skiers who have come 
to ski at neighboring areas such as Key­
stone or Breckenridge, are targeted with 
a specific campaign to encourage them to 
ski Copper Mountain while they're in the 
area. "We may not get the lodging rev­
enue from them but if we can get them to 
ski with us, we may get lift ticket and food 
and b_everage revenue," Davidson says. 

Joint marketing 
That campaign is one part of the joint 

marketing efforts of the Ski The Summit 
Association, formed 12 years ago to link 
the Copper Mountain, Keystone and 
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Breckenridge areas. Through 
co-op advertising, an inter­
changeable lift ticket that gives 
skiers access to all three areas, 
and free shuttle buses, the group 
is able to offer skiers an attrac­
tive variety of options. 

"Our attitude is that we can 
do more collectively than we 
can individually. Whether ski­
ers are sleeping at Copper or 
Keystone or Breckenridge, we 
know that they 're going to ski 
all three resorts. That gives us a 
better marketing position 
against places like Vail , Steam­
boat, and the Utah and Califor­
nia resorts because right here 
just a few minutes apart we have 
four mountains run by three re­
sorts for them to ski, and they 
can do it with one ticket." 

WE STILL DIG COPPER. 

awareness levels for the White 
Hot theme, the number of front 
range day skiers has jumped each 
year, and the promotional efforts 
done in conjunction with the ads 
have generated a high number of 
inquiries. 

"The campaign has proven it­
self. We saw an increase in all of 
our revenues, in our skier days, 
our lodging room nights. And 
the theme is continuing to carry 
us right now. We're one of the 
few ski resorts that is perform­
ing very well this season. A lot 
of the other areas are down 20-
30percent. We 'reeven with skier 
days with last year and we are up 
in budget and revenues. 

High awareness 
F11m1 muwr 1o h~t"fld-.·r .... l.nplwr ~1ouruain h;p.lalways ll4.'t'll the• h;mJ,:o\H of t'IY•U't fn1 

"I think we '11 fine-tune (the 
campaign), but we'll continue to 
use White Hot because the re­
search showed us that the moun­
tain, our actual hard product, is 
the most important thing to ski­
ers. It 's the element we provide 
for their experience and it's a 

The White Hot campaign has 
been quite a success, Davidson 
says. Copper Mountain 's ongo­
ing research has shown high 

~~~~·.~~~,.~~3 ,fu',\,.~t',:,~~·~:::~~~l'. 1f~l~~~l~~~i~c1~~;l~~l~:~~l~s~l:~~:;;' S.',':~:!~~~:~,l11•:•l~lt~ 1~;,1t~t 
l•.ortl.lt Lop1•·t .\hmt.un .lu•t ;;, rnmut<·, ln>tu ~(COPPER MOUNTAIN'I!ESORT 
llt ·11wr. /ltWIIU~tl.ulfllot "'"If m1o ,\00 / ,,..., X.'l,\1> , " 

Unlike other resorts, Copper Mountain welcomes ski boarders. 
white hot product." 0 
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Stokely 
continued from p. 12 

After comparing their choices, with and 
without exposure to the written concept, 
we knew we were on to something. 

In all the groups, regardless of the 
order exposed, consumer perceptions 
were remarkably consistent: 

"Stokely USA is a farming commu­
nity." "It's made up of people with strong 
moral values, but they're open to new 
ideas." "They're hard working, family­
and community-oriented ... the kind of 
people you'd enjoy knowing." 

For consumers, these images translated 
directly into the types of vegetables they'd 
expect from Stokely USA. "They'd be 
fresh, wholesome ... the kind of foods 
you'd feel good about serving your fam­
ily." 

These findings convinced us that 
working with the theme of Stokely USA 
could help create positive perceptions for 
the brand. But strategically we knew that 
whatever we did had to be unique to 
Stokely. Inanycase, ame-too"heartland" 
campaign was out of the question. 

The Grant/Jacoby creative department 
came up with a variety of different 
storyboards embracing this position. Then 

Room for Rent 
Ideal Twin Citie_s 

focus group location. 

Thousands of 
fresh respondents nearby. 

Private client offices. 

State-of -the-.art audio, 
video equipment. 

Experienced staff. 

Recruiting and screening. 

Moderating and analysis. 

Call today. 

Stokely 
USA 
through a series of discussions with our 
client about key brand issues we narrowed 
the field to two. The next question was, 
how would consumers react to each 
campaign? 

Animatic research 
Animatic research would help us de­

cide which of the two executions best met 
our objectives relative to each other, and 
on an absolute basis against other adver­
tising in the category. We selected Video 
Storyboard Tests, New York, to conduct 
the research because of its basic method­
ology, extensive bank of normative data 
and reasonable cost. 

Both executions fared well among 
consumers for communication, but one 
clearly stood out when compared to the 
norms. "Com Demo," as it was called, is 
a lighthearted spot set on a farm in Stoke I y 

USA in which actor Sterling Robson ex­
plains Stokely's philosophy on picking 
com at the height of freshness, canning it 
immediately, and preserving that fresh­
ness with each can' s special white liner. 

The spot significantly exceeded cat­
egory norms for many key measures. 
What made these results so unusual was 
that typically, when an execution scores 
well on uniqueness it is less likely to have 
broad appeal. This one had both. Our 
position supported by Stokely's white 
Flavor Guard lining was seen not only as 
unique but also of wide importance. 

Diagnostic information further con­
firmed the execution's competitive 
strength. Consumers were quite taken 
with Sterling Robson, th • primary 
spokesperson for Stokely canned veg­
etables and with what he had to say. 
Grant/Jacoby selected Sterling because 
he's a down to earth kind of guy but with 
his own unique style. He tells our product 
story with the conviction we'd expect 
from a farmer who grows vegetables in 
Stokely USA. 

Extensions of the campaign came right 
from the tone of the original spot. Four of 
the extensions were, "Mabel Hays and 
her husband on peas from Stokely USA," 
"Sterling with a word and a song about 

Rockwood Research 
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Stokely USA," "Erle Hug with an expla­
nation of Stokely's new Gold 'N White 
com," and "Charlotte Tressler with a 
poem about Stokely tomato juice." 

The remaining question became, "But 
will the campaign move product off the 
shelves?" 

Tracking methods 
While Stokely began planning for test 

markets Grant/Jacoby began developing 
advertising tracking methods. The first 
wave of research would provide a bench­
mark measurement of brand equity prior 
to any advertising. Successive waves 
would gauge movement based on adver­
tising exposure. 

Ideally we would have liked to com­
pare the findings with actual sales data, 
but our client has not obtained the data 
yet. Instead, we're paying close attention 
to claimed past three month purchase and 
attitudinal shifts. 

So far the news looks good. With the 
introduction of television advertising, 
unaided purchase recall of Stokely veg­
etables increased significantly. Stokely 
also achieved significant improvements 
in attitudes toward our primary message 
as well as strong improvements for all 

other key attitudinal measures. 0 

Unique and relevant 
Grant/Jacoby knew it was on the right 

track with the Stokely USA campaign 
when tests of the storyboards for the 
"Com Demo" spot found that consumers 
felt it had both a unique message and 
relevance (or broad appeal). 

"If you can find a message that is both 
unique and relevant, I think you have a 
good message," says Dave Vadehra, 
president of Video Storyboard Tests, 
the New York-basedfrrrn that conducted 
the tests of the Stokely campaign. "The 
two very rarely work together, because 
the more generic the message, the more 
relevant it is. If you want a unique 
message, you have to settle for a mes­
sage that is less relevant and less generic. 
'Fresh milk' is a very relevant message, 
but the problem with a generic, relevant 
message is, it's never persuasive and 
it's never unique, because you can't 
buy milk that is not fresh, or detergent 
that doesn't make your clothes 'whiter 
than white.' The problem with most 
advertising is that the commercials are 

category generic rather than brand spe­
cific," he says. 

Citing the example of a detergent 
maker that began touting the leak- and 
spill-resistance of its packaging in its 
ads, Vadehra says that creating a unique 
position for a product or service in the 
market requires advertising that com­
municates unique product benefits. "If 
you go through the list of benefits for a 
detergent, a leak -proof carton is prob­
ably the 30th most important reason, 
but since the other 29 have become 
generic, relevant messages, you have 
to find a unique positioning. You can't 
do it by making your message 'whiter 
than white' or 'brighter colors.' All 
detergents offer those benefits. The 
only way you can do it is, for example, 
by presenting a leak -proof carton. That 
makes it unique. And you will often 
find that people buy that brand because 
it doesn't leak. That is the benefit." 

-1 oseph Rydholm 
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Fallon McElligott 
continued from p. 15 

With these transcribed tapes, I 
soon discovered that I had a 
ready source of "footnotes" 
when preparing my presentation 
and final report. More impor­
tantly, when presenting the re­
sults, I found that clients could 
much more readily relate to the 
actual words participants were 
uttering. 

comments during a focus group 
presentation to drive home the 
differences between perception 
and reality to the salespeople 
sitting comfortably in the pre­
sentation: 

"The manufacturer of your 
card needs to be in tune with the 
graphics standards of every 
network that he's required to 
put embossing work on. Some 
vendors don't have the camera­
ready or the standards of what 
we need to put on the back." 

Another example in which 
we used verbatims to forcefully 
communicate focus group find­
ings was for our own client, the 
A veda Corporation. Once again, 
the people "behind the lines" 
did not have the benefit of per­
sonally observing every group. 
Therefore, hearing the results 
"straight from the horses' 
mouths" (in the horses' own 

A few case studies: I was 
moderating groups for a client 
of one of the agency's subsidiar­
ies, McCool and Company. The 
client, Data Card Corporation, is 
the largest manufacturer of 
plastic cards and related sys­
tems in the world. A series of 
groups were conducted in two 
markets among Data Card's 
customers and non-customers. 
The product managers knew 
what their customers and non­
customers were saying, but it 
took the impact of verbatim ••t.t:1t:Llb~~~_.:..~ ____ .....:, _ _:__2~ words) proved to be much more 
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helpful-and enlightening for develop­
ing long range marketing plans. Again, 
the key is in allowing consumers to express 
themselves in their own words: 

"If you take care of your carpeting and 
you clean it every year, it's not going to 
wear out in 10 years. It's going to last 20. 
The same thing happens to your skin . And 
in 20 years, if you clean your carpet every 
year, it' s still going to look better than 
your mother' s did in 10 if she never 
cleaned it. It' s the same thing with your 
skin. It' s just taking care of what you've 
got and doing the most with what you 
have." 

Telephone studies 
In this day of computer-assisted inter­

viewing, many researchers have com­
pletely forgotten the value of a well­
placed probe after one of the countless 
rating statements which make up too many 
telephone interviews. Writer of telephone 
studies often times think that unless an 
answer can be given in a one-word syl­
lable, it 's not worth asking. However, we 

have found that the learning starts when 
probing for the why after consumers tell 
us the what. 

Using verbatims certainly works when 
conducting tracking studies. A few years 
ago, we were conducting periodic track­
ing for Penn Racquet Sports. For this 
study, we had always asked the typical 
tracking questions-brand awareness, 
brand usage, advertising awareness, etc. 
However, one wise account person sug­
gested that we go beyond asking simple 
advertising awareness, and probe for what 
respondents remembered specifically 
about the ads. At the same time, inter­
viewers were instructed not to be satis­
fied with simple answers. They were told 
to tap into the emotions behind the an­
swers. Indeed, as the following verbatim 
suggests, the Penn tennis ball advertising 
was working-at a wider range than we 
had initially suspected. 

"Their ads show the balls bouncing to 
the same height. The conditioning and 
the quality control make an excellent 
ball. They are a lively and very durable 
tennis ball. They last a long time." 

This past fall , we began running a new 
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advertising campaign aimed at buyers 
and planners for one of our media clients. 
As with most of the agency's advertising 
campaigns, we knew that we were going 
to conduct a benchmark wave before the 
campaign began. However, rather than 
simply collect awareness levels, we de­
cided to add a few probes at the end of the 
"typical" tracking interview. In this case, 
instead of simply asking media buyers 
and planners how likely they would be to 
recommend the publication to their cli­
ents, we also decided to ask them why 
they would (or would not) recommend 
the publication. This "benchmark" track­
ing data became immediately usable, let­
ting our client to know the current per­
ceived strengths and weaknesses of the 
publication: 

"/' m very likely to recommend it. It 
contains independent articles and is very 
well written. Its audience is different from 
other publications. It certainly has a place 
for my financial and credit card needs 
which is the area I would certainly use 
them." 

"/' m very unlikely to recommend it. 
/' m notjustfamiliar with the magazine./ 
haven't been exposed to it. No one's ever 
tried to sell me on it and I don' t know if 
I've even purchased one." 

Personal interviews 
At Fallon McElligott, we have taken 

advantage of verbatims in conducting 
"communications checks" for several 
years. A "communications check" is the 
agency's means of measuring if a cam­
paign is on strategy. We conduct these 
communications checks for several of 
our clients, positioning them as a means 
of collecting qualitative information with 
a quantitative sample. Although a quanti­
tative sample of 75 one-on-one personal 
interviews is most often used, most of the 
questions are open ended and demand a 
heavy amount of coding. However, we 
feel this opportunity of "getting inside 
consumers' heads" is well worth the time 
and money. Answers to these upfront 
open-ended questions enable us to probe 
for what is working in each execution, 
why it is working and how it is working. 
The extensive use of consumer verbatims 

provides both agency and client with a 
thorough understanding of how consum­
ers actually feel about the executions. 

A few years ago, we produced a rather 
controversial television campaign for a 
retail financial client. This series of seven 
commercials featured a comedy troupe 
taking a rather irreverent look at bankers 
and their habits. The client was con­
cerned about how such a campaign "would 
play back home." We realized that simple 
numbers would not be rea suring enough 
for a campaign like this. Thus, interview­
ers were told to probe extensively so that 
we could also feel what respondents were 
feeling. The research must have been a 
success as the campaign went on to win 
several awards, including a Gold Lion at 
Cannes. 

"It's a cute commercial. It makes you 
laugh so you're more apt to watch it. It 
might be worth checking into since they're 
making it easier to bank." 

"/thought it was cute, entertaining. It 
was not honest at all. It's convenient to 
bank there, but they have terrible cus-
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tomer service. The commercial was nice. 
Go to the bank and they are rude." 

At the same time, verbatims are also 
extremely valuable in communicating to 
creatives what is right-and not wrong­
about an execution. At Fallon McElligott, 
the role of adverti sing research is to iden­
tify problems, but never to propose solu­
tions. Thus, we go out, talk to consumers, 
"get inside their heads" and return to tell 
thecreatives what's working-and what's 
not. 

Last fall, we tested several rough mock­
ups of a proposed campaign for one of our 
clients. During the one-on-one interviews, 
we collected our share of pre- and post­
exposure measurements, but, once again, 
focused most heavily on what consumers 
were feeling. We discovered that we had 
a "clutter busting" campaign-but con­
sumers had problems remembering who 
the sponsor was: 

"It was right to the point. It caught my 
interest and was short and direct and a 
subject that interests me immensely. But 
you need more information. I felt that 
after watching the commercial, I wanted 
to know much more about what as said." 

"Wow! Powerful stuff I often think 
about that kind of stuff, but I don't think 
I could ever pull it off Actually, it made 
me think of my parents and all the hard­
ships they went through. Yes, I thought 
about my parents. My father died when 
he was only 60. That ad really makes you 
appreciate what we have now, doesn't 
it?" 

Ironically, neither respondent was able 
to name the sponsor of the ad. But we 
used the intensity of the consumer verba­
tims to convince the client to stick with 
the campaign, while the creatives did 
their own fine tuning. After further "fine 
tuning," the ads were produced and have 
gone on to perform admirably in the mar­
ketplace. 

As noted, verbatims are much more 
valuable in communicating to creatives 
what people are feeling about the ads­
and why they are feeling that way. At the 
same time, they can be significantly more 
important than column after column of 
numbers. For some reason, creatives have 
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a natural aversion to numbers, but they 
can readily relate to words. 

A few weeks ago, the results of an 
internal communication check were be­
ing presented to a creative group. One 
writer reacted quite negatively; in fact, he 
went bonkers. As one table of numbers 
followed another, his behavior became 
much more irrational. Finally, realizing 
that lives could be in danger, I began 
soothing him by reading verbatims. After 
two, he quieted down. By five, he was 
downright contrite. By seven, he was 
shaking his head, saying, "Well , they 
sure are stupid, but if that 's the way they 

feel, I guess that 's the way we gotta go." 
That little story, more than anything 

else, conclusively demonstrates the true 
value of verbatims. Numbers have their 
purpose and should not be ignored. How­
ever, they often provide only a small 
glimpse of the big picture. Verbatims are 
the words of people, the reason the re­
search is being done in the first place. A 
few well-placed open-ended questions 
will add a valuable "third dimension" to 
your research and enable you to get every 
penny possible out of your research bud­
get. 0 
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broad socio-economic universe. 

Convenient to airport, high­
ways, hotels, restaurants. 

All services- focus groups, 
mall intercepts, in-store 
sampling, taste tests 

For more information 
related to your project, 
call Joyce Klostermann 
at (314) 241-8111 . 

MOrketeam 
Associates 515 North 6th Street, Suite 3 7 4 

St. Louis, MO 63101 
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Product and Service Update 
continued from p. 25 

System offers computer access to data 
collection agencies 

No one can dispute the significant impact that PC's have had 
on the data collection industry. Both CATI and CAPI inter­
viewing are now quickly becoming the norm instead of the 
exception. In addition, research companies are using personal 
computers for such diverse applications as modeling and analy­
sis to presentation preparation. 

While personal computers have increased our productivity 
and quality, the power and utility of PC 's utilizing electronic 
communications has not yet been fully exploited. The ability to 
connect PC 's using telephone lines presents the opportunity to 
share information in new and exciting ways. Not only can data 
be exchanged between the multiple offices in large field agen­
cies, but users of these agencies now have the ability to become 
part of the electronic networks. 

The Sherlock System, developed by Equifax/Quick Test, is 
a dial-in bulletin board designed to allow users to access to 
information from a multi-location data collection agency. Us­
ers can dial into Sherlock using any PC and virtually any 
communications software. Once logged into the system, users 
have the following options: 

Leave Specifications for a Bid 
Users type in the specification for a bid which is then 

broadcast over the mall network. The bids are calculated in the 

Market Potential Soles Forecasting Demographic Analysis 
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local markets and the user is contacted by phone or fax with a 
complete bid within 1 hour. 

Leave a note 
Users type in messages such as postponements, specification 

changes etc. The messages are automatically routed to the 
appropriate field locations. 

Retrieve Job Status 
Users retrieve cumulative job status reports for any jobs 

currently in the field. The reports can be run by location or 
summarize for the entire job. Termination points to be tracked 
are defined by the user to duplicate the exact pencil and paper 
status form that they currently use. In addition, the computer 
calculates incidence by market as defined by the user. 

Retrieve Data Files 
Users can download files to their own PC. These files can 

either contain raw data or finished tables. Once the data is 
brought back to the user's PC it can be processed as usual. That 
is, the raw data can be passed through a tabulation system and 
the finished tables can be printed out. 

Electronic Brochure 
Users can find out about specific mall locations. The data 

include facility address, anchor stories, hotel recommenda­
tions, restaurant recommendations, directions from airport and 
demographics. If the user is connected to a printer, the informa­
tion can be printed directly from the screen. 

How It Works 
The Sherlock System is made up of a multitude of custom 

business program and communication systems. First, the 
system uses an electronic mail system that allows messages to 
be sent to any and all mall sites with the push of a button. In 
addition, job statu is tracked using proprietary data base 
management programs that have been developed over the past 
3 years. Finally, the system uses an unattended communica­
tions package which polls each location every night to retrieve 
data and job status reports. 

Security 
Data security is always a concern when users are allowed to 

dial in to a central computer. To eliminate the risk of unautho­
rized access to data, the Sherlock System use two levels of 
security. The first password users need to know gets them into 
the main system. In order to retrieve data on a specific study, 
users need to know a second password which i user-assigned 
and linked to the job number. Users can change the password 
assigned to their jobs as often as they would like. 

The Future 
Currently in development is an entire system that provides 

user specific capabilities. For example, one manager wanted to 
use Sherlock to keep track of two salespeople. Now the 
sale people simply dial into Sherlock in the morning and report 
on the prior day's activities as well as outlining their current 
day's agenda. When the manager calls into Sherlock to retrieve 
his daily job status reports, he also checks the information 
entered by his salespeople. Of course, no other user is allowed 
access to this manager's data. 

For more information, contact David Schafer at 508-872-
1800. 
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Association of Business Publishers 
studies advertising effectiveness 

The Association of Business Publishers (ABP) has recently 
released business-to-business advertising study results. In­
cluded in the report is information on advertising effectiveness 
as it relates to frequency, continuity, concentration, color, and 
spreads. The purpose of the report is "to help both advertisers 
and agencies to analyze the advertising effectiveness of the 
specialized business press and to get the most out of their 
advertising investments." 

The ABP report includes information on a number of studies 
which show that specialized business publication advertising 
reaches more people than any other promotional or sales effort­
including one-on-one sales calls. One example used is a study 
conducted by a major U.S. manufacturer who found that prod­
uct advertising reached 68% of the buying influences at plant of 
an important prospect while sales calls reached only 11 %, direct 
mail reached 8%, and trade shows reached 0%. 

Another study referred to by ABP conducted by Cahners 
Research of 9,200 prospects and 53 different manufacturers 
found that 60% of those who had requested product information 
as a result of advertising did not know that "this company" 
manufactured "the product advertised" before seeing the adver­
tisement. A somewhat similar study conducted by Technical 
Publishing analyzed the responses to 37 ads run in eight 
publications over a two year period and found that 67% of the 
respondents had been unaware of the advertised products 
before seeing the ad. 

A portion of the ABP report dealt with the importance of 
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frequency in an advertising campaign. Citing another Cahners 
Research study which analyzed "Remember Seeing" scores for 
3,117 advertisements from 696 companies, ABP reported that 
the scores increased in direct proportion to increased advertis­
ing frequency. Running less than three ads in a 12 month period 
resulted in an index of 81, while running 12 to 17 increased the 
index to 112. Running 24 or more increased that index again, 
to 143. 

Increasing frequency, without changing advertising materi­
als, can result in more product inquiries and sales. The ABP 
report provides two specific examples of product advertise­
ments which did not change over a period of time and where 
inquiries continued throughout their lifetime. Another study 
reported that the higher the exposure rate to a single product 
advertisement the higher the sales. According to the ABP report 
advertisers and agencies, having seen their ad dozens of times 
in the process of producing and trafficking it, can get bored and 
believe it is necessary to produce an new advertisement. They 
have reached the saturation point but do not realize that their 
target audience has not. 

The report also provides information regarding the effect of 
advertising continuity. Two studies showed that publication 
advertising recall dropped by more than 50% three weeks after 
exposure. Another study analyzed a company's advertising in 
a single publication over a seven-year period. The company ran 
a total of 36.5 pages of advertising during a three year period. 
Then it stopped advertising. At the end of those first three years , 
68% of the magazine readers said they were familiar with the 
company. Four years later, without additional advertising sup­
port, only 44.9% recognized the company. 

TESTING 

40,000 NATIONALLY DISPERSED HOUSEHOLDS CAN BE SCREENED FOR 
YOUR PRODUCT USAGE, AND FOLLOW-UP PRODUCT TESTS CAN BE 
CONDUCTED BY MAIL OR TELEPHONE INTERVIEW. 

THE PEOPLE PANEL 
DIVISION OF MARKETING EVALUATIONS/TVQ 

14 VANDERVENTER AVENUE 
PORT WASHINGTON, NEW YORK 11050 

516-944-7775 
"WE GIVE OUR FIRST PRIORITY TO DOING THE JOB RIGHT" 
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Principles of Rapport 
continued from p. 33 

municate at his or her level-very much 
like I would learn a few phrases in a 
foreign language if I were traveling to 
another country. 

There are also other ways to mirror 
people. You can match facial expres­
sions, breathing, voice tone or tempo, or 
their choice of words. Dr. Albert 
Mehrabian of UCLA's psychology de­
partment determined that 55 % of mean­
ing is conveyed nonverbally with body 
language; 38% is conveyed from how we 
speak, i.e., tone, volume, inflection, speed, 
etc.; only 7% of meaning is conveyed by 
the words. The best way to start is to 
match body posture and as that becomes 
an unconscious behavior for you, begin 
to add the other ways of matching, one at 
a time, and find out which ones work best 
for you. 

The principle of similarity, again 
The reason why matching and mirror­

ing work so well is because of the prin­
ciple of similarity. When you match or 
mirror a person, he perceives that you are 
like him and will start to like you. The 
process is unconscious and is one of the 
most powerful ways of creating and 
maintaining rapport. 

better than BrandY?" rather than, "Why 
did you pick Brand X over BrandY?" Or, 
"What makes you say that?" rather than, 
"Why?" Phrasing questions in this man­
ner is particularly useful when probing 
with a follow up question. 

Sometimes when the moderator asks a 
question the participant gets stuck and 
says "I don't know." Since most of the 
questions in a focus group are asked to 
elicit an opinion, people almost always 
have an answer which is more useful than 
"I don't know." Sometimes they have a 
hard time expressing it. 

One way of assisting a participant to 
access a more useful answer is to say, "I 
understand that you don't know, but if 
you did know, what, in your opinion, do 
you think it would be?" This question 
may look pretty silly as you read it, but in 
many cases this will remove the mental 
block that people have towards answer­
ing a question. What does this phrase 
accomplish? First of all, we are agreeing 
with them that they don't know. This 
maintains rapport. Next we pose a ques­
tion which allows them to access the part 
of the mind that thinks it "knows" and 

participants are usually much freer with 
their opinions. Most people find it easier 
to recall information from an imagined 
past rather than having to imagine infor­
mation from a real, but uncertain, future. 

Concluding the focus group 
At the conclusion of the session, you 

have all the information you need and all 
you have to do is dismiss the group. Do 
you still need to maintain rapport? Abso­
lutely! And the reason is not so much for 
the group's benefit as it is for your ben­
efit. When you conclude a focus group 
discussion, thank the group for their input 
and let them know how helpful they have 
been. 

One of the things I like to do after the 
group has been dismissed is to personally 
thank those participants who made a real 
contribution to the discussion. I do this 
because it causes me to appreciate what 
these people have done to make the dis­
cussion successful. Also maintaining 
rapport with the group will keep you 
sharp for the next group if you have back­
to-back sessions. 

permit it to give a response which does Summary 
not have any right/wrong association with I have discussed a few powerful tech-
it, i.e., an opinion. niques during this article that I have found 

Many times clients want to know what to be extremely useful. I hope they will 
feature or pricing schedule will cause be as useful for you. Upon first learning 
people to buy their product. Many mod- of these techniques, most people are fas-

"What" versus "why" questions erators will ask a direct question such as, cinated. Some are skeptical. The only 
Another NLP technique is to ask "what" "What would make you purchase this way to see if they will work for you is to 

questions rather than "why" questions. product"? Sometimes people get stuck or try them. 
The reason for this is that when you ask they may give answers that don't give Some people are turned off by the 
"why" questions people feel defensive much information. When thi happens, techniques because they perceive them 

d h t d "d 'f "(d ~ d try aski'ng, "I want you to 1·magi·ne that 1·t as manipulative rather than influential. an ave a en ency to ex1 y e1en , 
1 . . t'f ) h h 'd "Wh " I·s two weeks from now and you have The techniques can most certainly be exp am, JUS 1 y w at t ey sa1 . at 

questions get the focus onto the product already purchased Brand X, what was it used to manipulate. Or they can be used 
to influence. My belief is that the differ-

rather than the person. For example, ask, that caused you to buy Brand X"? When ence between being manipulative and 

_''W~h_a_t_w~a_s _i_t_a_b_o_u_t_B_r_a_nd~X~t_h_a_t_w_a_s~_t_h_e_q_u_e_s_ti_o_n_i_s _p_h_rn_s_e_d~in~ili_i_s _w_a_y_,_t_h_e_ be~ginfluenti~ isadi~renceof~ti­
tude. We cannot not have an effect on 

R.I. SURVEY & RESEARCH 
Since 1962 

• Comprehensive testing for commercials, concepts, products 

• Focus room facilities 

RI. Survey & Research, Inc. 
690 Warren Avenue 
East Providence, RI 02914 

• Complete interviewing service 

401-438-4120 
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people. Everything we do somehow af­
fects others. I perceive manipulation as 
affecting others in a self-serving manner 
without consideration for them. I per­
ceive influencing as affecting others while 
making a conscious decision to create 
situations where everybody benefits. 

My attitude as a moderator is to create 
an environment where it is safe for the 
participants to share their perceptions, 
opinions and feelings and have them feel 
that their input is valued. When I do that, 
everybody wins because the participants, 
my client and I all get what we want from 

the focus group. 0 
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Testing 
continued from p. 17 

the executional factors exhibit a lower 
correlation to relevant news than do the 
product factors. However, across all fac­
tors, there are only minor differences in 
correlation between rough and finished 
commercials on relevant news. This pat­
tern holds true when we compare each of 
the factors versus each other. 

In summary, the patterns of factor cor­
relations for rough and finished commer­
cials are similar. Thus, the relationship 
between factors is relatively constant, 
and not affected by commercial format. 
However, while consumer patterns of 
response are similar, this does not neces­
sarily imply that they react as favorably 
to both formats. 

Relative ratings 
Are the levels of consumer response 

similar for both formats or do finished 
commercials engender more favorable 
reactions? The following chart compares 
the percent mean differences for the 
product related factors-those measur­
ing consumer reaction to the strategic 
product communication. The percent 
mean differences are calculated by divid­
ing finished mean ratings by rough mean 
ratings. 

Bars to the right show that finished 
commercials received higher mean fac­
tor ratings than rough commercials; bars 
to the left show that finished commer­
cials receive lower mean factor ratings 
than rough commercials. The broken lines 
at plus and minus seven percent show the 
difference generally needed for signifi­
cance at the 90 percent level of confi­
dence for a typical sample size of 100 
respondents. 

PRODUCT FACTORS 

(%Mean Difference "Finished" vs. "Rough'') 

Motivation 

Reinforcement 

Relevant News 

Credibility 

-15 -10 10 15 
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Finished commercials received higher 
rating levels than rough on all product 
factors. However, these differences are 
not significant. Finished and rough com­
mercials generate almost identical mean 
rating levels on the factors of credibility 
and relevant news. Importantly, relevant 
news has been found to be the one factor 
most predictive of on-air recall levels and 
persuasion scores. Thus, while finished 
commercials do enjoy a marginal advan­
tage to rough, this advantage is relatively 
narrow and not significant on the critical 
product factors. 

Now, looking at the executional fac­
tors-that is, the factors which relate to 
commercial presentation-we see a wider 
variation than found for the product fac­
tors. 

EXECUTIONAL FACTORS 

(%Mean Difference "Finished" vs. "Rough'') 

Mood 

Entertainment 

Empathy 

Good Taste 

Real ism 

Not Complex 

Uniqueness 

-15 -10 -5 0 5 10 15 

Finished commercials enjoy a signifi­
cant advantage on the emotionally re­
lated factors of "mood" and "entertain­
ment," plus a marginal advantage on 

• Finished commercials do not create 
meaningfully stronger positive attitudes 
toward the brand-and are at parity to 
rough on the critical factor of relevant 
news. 

• Finished commercials are signifi­
cantly more emotionally involving and 
entertaining than rough executions. 

• Although rough commercials are per­
ceived as somewhat more unique than 
their finished counterparts, they're viewed 
as equally realistic. 

There are a number of implications 
suggested by these results. 

• Rough commercials can be used with 
confidence to determine consumer reac­
tion and response to the strategic product 
message; the incremental value of a fin­
ished format is marginal in terms of its 
effect on product-related perceptions. 

• The fact that finished executions are 
more emotionally involving than rough 
does not usually create a problem--cli­
ents typically test pools of commercials 
with similar formats. However, in those 
instances where rough executions must 
be evaluated vs. finished, consideration 
should be given to weighting the rough 
commercial data to reflect these differ­
ences. 

• Rough executions relying heavily on 
emotion or imagery should be in a format 
the closely approximates finished, e.g. 
ripomatic or photomatic. This is particu­
larly true for executions using "star" tal­

ent or with a strong action orientation. 0 
"empathy." The presence of"real" people r---------------­
and the ability to show live action in 
finished commercials probably accounts 
for this enhanced consumer emotional 
involvement. 

The fact that rough commercials are 
more apt to be considered unique is not 
surprising, given the consumer unfamil­
iarity with this format. Yet, the rough 
format does not appear to influence per­
ceptions of commercial "realism." 

Conclusions and implications 
Based on these findings, we can con­

clude that: 
• Rough and finished commercials 

evoke similar patterns of consumer re­
sponse-that is, virtually identical factor 
correlations, within format. 
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Please note the following correction to the 1991 Directory of 
Focus Group Facilities: 

Add the contact name Ralph Rhoades to the listing for 
Tucson-based Field Market Research. 

Please add the following facilities to the 1990 Directory of 
Telephone Interviewing Facilities: 

Epley Marketing Services, Inc. 
Brenton Financial Center, Suite 370 
150 First Avenue N.E. 
Cedar Rapids, lA 52401 
Ph. 319-363-6101 
Contact: Sharon Ayers , Mktg. Coor. 

15 15 9 0 

Hispanic Marketing Research & Communications, Inc. 
4550 NW Loop 410, Suite 140 38 20 12 12 
San Antonio, TX 78227 
Ph. 512-736-2000 
Fax 512-736-2004 
Contact: Dr. Naghi Namakforoosh, Pres. 

Quirks ________ _ 

MARKEfiNG RESEARCH 
Revieu.' 

Put it in writing! 
Do you have a successful research project 

that you would like to see profiled as a case 
history in an upcoming issue of Quirk's Market­
ing Research Review? Or perhaps you'd like to 

tell your peers about your experience with a 
particular research technique ... 

At QMRR, we're always looking for interest­
ing, marketing research-related stories. No 

matter what the industry or application--from 
pharmaceuticals to lodging, new packaging to 
customer satisfaction--if it involves research, 

we want to cover it! 

If you have a story idea in mind, or if you 
would like more information about our editorial 

policies, please contact Joseph Rydholm, 
managing editor at 612-861-8051 or at the 

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

Minneapolis, MN 55423 

Please add the following facilities to the 1991 Directory of 
Focus Group Facilities: 

Hispanic Marketing Research & Communications, Inc. 
801 Nolana, Suite 310 
McAllen , TX 78504 
Ph. 512-687-3500 
Contact: Dr. Naghi Namakforoosh, Pres. 
1 ,3,6,7B 

Hispanic Marketing Research & Communication , Inc. 
4550 N.W. Loop 410, Suite 140 
San Antonio, TX 78229 
Ph. 512-736-2000 
Fax 512-736-2004 
Contact: Dr. Naghi Namakforoosh, Pres. 
1 ,3,4,5,6,7B 

Lexington Opinion Research 
131 Prosperous Place, Suite 19B 
Lexington, KY 40509 
Ph. 606-263-4999 
Fax 606-263-2838 
Contact: Alice M. Greene, Field Dir. 
1 ,3,6,7B 

Lockney & Associates 
1 Wildwood Drive 
Parkersburg, WV 26101 
Ph. 304-863-8004 
Contact: Linda Long 
1 ,2,3,4,5,6,7A 

Nancy Low & Associates, Inc. 
5454 Wisconsin Ave. , Ste. 1500 
Chevy Chase, MD 20815 
Ph . 301 -951-9200 
Fax 301 -986-1641 
Contact: Patricia Kaufman , Fac. Mgr. 
1 ,3,6,7A 

Research Data Analysis 
450 Enterprise Ct. 
Bloomfield Hills, Ml 48302 
Ph. 313-332-5000 
Fax 313-332-4168 
Contact: Leanne Schuster, Proj. Dir. 
1 ,3,6,7C 

Three Cedars 
533 N. 86th Street 
Omaha, NE 68114 
Ph . 402-393-0959 
Contact: John Lee, V.P. 
1 ,2,3,4,6,7C 

Please note the following correction to the January 1991 
SourceBook Supplement: 

The Answer Group 
4665 Cornell Rd., #150 
Cincinnati , OH 45241 
Ph. 513-247-2200 
Fax 513-489-9130 
Contact: Lynn Grome 

Quirk's Marketing Research Review 



Trade Talk 
continued from p. 54 
consumers to analyze shopping habits; and to the beach on a hot 
July day to talk with young girls about feminine hygiene 
products. 

"We were pitching an account and we new that teenagers 
would be very important to us as a target audience. It was July, 
and it seemed like the best place to reach teenaged girls was at 
the mall or at the beach, so that's where we went to find them 
and talk about their lives and their goals, what their concerns 
and preferences are. 

"People think that doing research among teens is difficult, but 
I just haven't found that to be the case. If you get them in a 
comfortable situation, they're willing to tell you anything. 
They're aware of the world, and they're very willing to share 
their opinions and be taken seriously by adults. I've really 
enjoyed the research that I've done with them." 

Her personal touch with consumers also appears to have 
given her a friendly relationship with her agency's creative 
staff--something not often found at ad agencies, where the 
research and creative camps typically maintain a state of 
mutual distrust caused by their skirmishes in the research vs. 
creativity wars. 

"We have a close-knit clan here and one thing that has been 
good for me is that I think the creative team feels I'm sensitive 
to their issues. Part of my job does include taking rough work 
out to the consumer for input either before the commercials are 
made into animatics or before they're produced in a final 
manner. Often times creative people are reluctant to have 
researchers take their work to consumers because it's easy for 
them to feel threatened or to feel like they're going to have to 
change everything because somebody in New Jersey said they 
didn't get it. 

"But we try to sit down and talk about the best way to 
approach consumers with their work. And I think they're far 
more receptive to listening to my interpretation because they 
have come to see me as the representative of the consumer 
rather than someone they don't really know very well. They 

would much rather have me taking their work to consumers than 
a stranger, so to speak." 

When she tests storyboards with consumers, she prefers to do 
so in a one-on-one interview. "I find that when you present 
storyboards in a focus group it is more difficult to get a diversity 
of opinion or to get the shy consumers to speak up when there 
is someone who is quite vocal about how they feel about 
something. So I feel that it's worth it to take the time to do it on 
an individual level." 

The creatives often observe these sessions to learn first hand 
how consumers feel about their work, Cohen says. "They want 
to come and hear what these people have to say. There is a 
constant communication between the back room and myself. I 
don't wear an earphone because I find them distracting but (the 
observers) are free to interject at any point with questions or 
anything they want probed and I will usually convene to the 
back room after every interview." 

While testing is often done in conjunction with clients, Cohen 
says that t~e agency itselflikes to pre-test ideas and executions 
with consumers before going back to the client with work. "We 
want to get a feeling for how the work has been received by 
consumers and see if we can head off at the pass any potential 
problems, especially problems in communication. Those are 
things that can often trip you up and they're so easy to fix or 
adjust before you go to the client with the work." 

As an account planner-a relatively new addition to the list 
of ad agency job descriptions-Cohen says she has the freedom 
to "float around" between the creative department and account 
management. 

"One thing that I have found about account planning is that 
it is less a defined discipline and more something that every­
body practices in their own way. I've adapted to a particular 
way of working with the people here at the agency. We're a 
medium-sized agency with about 250 people and we're used to 
working in relatively small groups. People tend to work across 
disciplines, whereas in a large agency people tend to be some­
what more focused on someone's job description. Here I've 
found that the boundaries are a bit more flexible." 0 

Sales Sffices INDEPENDENT FOCUS GROUP MODERATORS 

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. 

March, 1991 

A Connecticut-based (Fairfield County) Market Research company is searching for an established 
professional to join a core group of exceptional moderators, each of whom has a high degree of 
autonomy. 

Each member of this group does exceptional work for his/her clients and is supported by an 
experienced, first-class administrative team and a Field Service department that is without peer. 

This is a great opportunity for someone who loves working as a moderator but who doesn't love the 
drudgery of running a small business. 

A very attractive and diverse compensation package is available. 

Letters of inquiry should be addressed to: 

Mr. Patrick Cahill 
Senior Vice President 
THE GREENFIELD CONSULTING GROUP/PULSE INC. 
274 Riverside Avenue 
Westport, CT 06880 
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Up close and personal 

W hen Allison Cohen conducts research, she likes to 
get personal with the respondents. The philosophy 
at Ally & Gargano, the New York ad agency where 

she works, is that the more the creative staff knows about its 
target audiences, the better the creative process will be. As 
senior vice president and director of account planning, part of 
Cohen's job is to uncover the feelings of those target audiences 
and pass them on to her co-workers. 

"I really have been positioned as someone who can help the 
creative team find out information to make their job of devel­
oping advertising easier. I like to put the emphasis where 
possible on helping them find out up front what it is they need 
to know before they start making the ads." 

Along with the traditional qualitative and quantitative meth­
ods, Cohen uses on-site interviewing when it's appropriate to 
the project, whether she's researching for a new business pitch 
or for a client's ad campaign. 

"One of the agency's goals is to develop consumer focused 

by Joseph R ydholm 
managing editor 

strategies that result in consumer focused adverti ing. To do 
that, I like to talk to consumers where they are, or where they're 

thinking about using the particular ,....-----------. 
product or service that we're inter­
ested in. I find that you get fre h 
insights that way and people are 
either clo e to the decision-mak­
ing process or the usage occasion 
so it's easier to get the kind of 
information we're after rather than 
having it be historical and based on 
memory." 

The quest for that information 
has sent her-with video camera 
often in tow--on a variety of eth-

Cohen 

nographic missions to: the living rooms of chocoholics to 
chronicle their sweet obsession; the kitchens and cupboards of 

continuued on p. 53 

Making names 
At NameLab, we've made product and company names like Acura, AutoZane, 

Compaq, Cycolar, Geo, Lumina, Sequa and Zaprnail 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 N.AMELAB® Fax 415-563-9176 
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Experience Is The Best Teacher. 
Learning from experience is a real experience in learning. When you attend a Burke Institute seminar, you participate 
in more than an exciting, on-target learning experience. You learn from the experienced professionals who have done 
more customized marketing research and have taught it to more people than anyone else in the world! 

We cordially invite you to take advantage of our 
vast experience by attending one of our marketing 
research seminars. You will benefit from our: 

• Practical Experience gained from doing 
numerous studies in all aspects of marketing 
research - positioning and segmentation, 
market structure analysis, competitive image 
assessment, copytesting, new product forecast­
ing, concept screening and testing, product 
testing, test marketing , pricing and promotion 
assessment, tracking, distribution analysis, 
claim justification, and customer satisfaction., 

• Industry Experience from working with 
companies representing consumer goods and 
services, industrial products, business to 
business services, pharmaceutical and health 
care organizations, advertising agencies, 
financial institutions, publishing and broadcast­
ing, public utilities, and telecommunications. 

• Training Experience exemplified by our 
seminar leaders who bring a wealth of practical 
know-how gained through years of working in 
the real world of marketing research, supported 
by impressive academic credentials and 
teaching experience. 

• Communications Experience obtained from 
dealing with professionals at all levels in an 
organization, ranging from technically oriented 
researchers to decision oriented manangers. 

• Consulting Experience which is available to 
you even after the completion of a seminar to 
answer your technical questions. 

• Thchnical Experience resulting from being on 
the cutting edge of information technology and 
analytical developments. 

• International Experience which has taken us 
around the globe with seminars in 25 countries 
and operations in 20. 

• Administrative Experience from having 
conducted over 1,600 seminars during the past 
16 years and having counseled tens of thousands 
of participants on the program best suited to 
their needs. 

These are just some of the reasons for the 
superlative evaluations we receive from our 
participants. Please call us toll-free. We will be 
glad to send you a copy of some verbatims from 
recent seminar evaluations. 

A Division of BASES Burke Institute , Inc. 
800 Broadway, Cincinnati , Ohio 45202 (800-544-7373) 

©1990, The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through August 1991 

101. Practical Marketing Research 
New York .. .. . . .... Jan . 7-9 
Toronto . . . . . . . . . Feb. 11-13 
Chicago . . . . . . . . . Mar. 18-20 
Seattle . . . . . . . . . . . . Apr. 1-3 
Cincinnati . . . . . . . . . . Apr. 15-17 
Los Angeles . . . . . . . . May 13-15 
New York . . . . . . . . June 3-5 
Washington , D.C. .... July 1-3 
Cincinnati .......... July 29-31 
Boston . . . . . . . . . Aug. 26-28 

104. Questionnaire Construction Workshop 
New York .. . ..... .. Jan . 14-15 
Chicago . . . . . . . . . . . Mar. 5-6 
Cincinnati . . . . . . . . . . Apr. 23-24 
Boston ............ June 11-12 
Cincinnati . . . . Aug . 5-6 

105. Questionnaire Design: Applications 
and Enhancements 
New York .......... Jan . 16-17 
Chicago . . . . . . . . . . . Mar. 7-8 
Cincinnati . . . . . . . . . . Apr. 25-26 
Boston .......... June 13-14 
Cincinnati . . . . . . . . Aug. 7-8 

201. Focus Groups: An Introduction 
Los Angeles . . . . . May 16-17 

203. Focus Group Moderator Training 
Cincinnati . . . . . . . . . . Feb. 5-8 
Cincinnati . . . . . . . . . . Apr. 2-5 
Cincinnati . . . . . . . . . . May 21-24 
Cincinnati . . . July 16-19 

301. Writing Actionable Marketing 
Research Reports 
New York .. . .... Jan . 24-25 
Chicago . Mar. 21-22 
Cincinnati . . . . . . . May 7-8 
New York . . . . . . . . . . June 6-7 
Cincinnati . . . . . . . . . . Aug. 1-2 
Boston ............ Aug. 29-30 

302. Effective In-Person Presentation 
of Marketing Research Results 
Cincinnati . . . . . . . . . . July 23-25 

401. Managing Marketing Research 
New York . . . ...... Jan . 31-Feb. I 
Cincinnati . . . . . . . . . . May 9-10 
Cincinnati . . . Aug . 21-22 

501. Applications of Marketing Research 
New York ... . ...... Jan . 22-23 
Cincinnati . Apr. 18-19 
Washington, D.C. . . . . May 16-17 
Cincinnati . . . . . . . . . . Aug . 19-20 

502. Product Research 
New York . . . . . . . . . . Apr. 8-9 
Cincinnati . . . . . . . . . . July 11-12 

503. New Product Forecasting 
New York . . . ·. . . . . . . Apr. 10-11 

504. Advertising Research 
New York . . . . . . . . . . Feb. 28-Mar. I 
Cincinnati .......... June 27-28 

505. Positioning and Segmentation 
Research 
New York . . . . . . . . . . Feb. 26-27 
Cincinnati .. . ....... June 25-26 

506. Customer Satisfaction Research 
Toronto . . . .. Feb. 14-15 
Cincinnati .......... June 20-21 
New York . . . . . . . . . . Aug. 20-21 

601. Tabulation & Interpretation of 
Marketing Research Data 
Boston . . . . . . . . . . Mar. 11-12 
Cincinnati. . . . . . . . . . Apr. 29-30 
Cincinnati .. .. ...... Aug . 12-13 

602. Tools and Techniques of Data 
Analysis 
New York .. ... ... .. Jan . 28-30 
Boston . . . . . . . . . . . . Mar. 13-15 
Cincinnati. . . . . . . . . . May 1-3 
New York .... ... ... June 17-19 
Cincinnati .......... Aug . 14-16 

603. Practical Multivariate Analysis 
New York .......... Feb. 18-20 
Cincinnati . . . . . . . . . . May 29-31 
Cincinnati . . . . . . . . . . July 24-26 

701. International Marketing Research 
Washington , D.C. . . . . May 14-15 
Cincinnati .......... July 9-10 

702. Business to Business Marketing 
Research 
Cincinnati . . . . . . . . . March 25-27 

901 Getting Value From Your In-Market 
Data 
Cincinnati .... May 16-17 

*Four-Week Certificate Program 
New York ........ Jan . 7-Feb. I, 1991 
Cincinnati ...... Apr. 15-May 10, 1991 
Cincinnati ..... July 29-Aug . 22, 1991 

Please call Lisa Raffignone at 800-544-7373 (ext. 3775) for schedule information for the 
following seminars which are also currently offered by the Institute: 

• Introduction to Marketing Research 
• Marketing Research for Decision Makers 
• Focus Groups : An Applications Workshop 
• Pricing Strategy and Research 
• Using Multivariate Analysis: A P.C. Based Workshop 
• Experimental Designs for Marketing Research 
• Industry Specific Seminars 

• Healthcare • Financial Institutions 
• Pharmaceutical • Public Utilities 
• Telecommunications • Automotive/Transportation 

• Planning Marketing Strategies and Tactics Using Actionable Research 
• Effectively Selling Marketing Research Services 
• Negotiating Marketing Research Contracts 
• Strategic Market Simulation 
ALL OF THE ABOVE SEMINARS ARE AVAILABLE FOR IN-HOUSE PRESENTATION. 

Please look over the list of our current seminars. Then call us toll-free. 
We will help you select the best seminar or other educational 
opportunity to meet your specific needs. Please call Lisa Raffignone, 
Marketing Manager, or Dr. Sid Venkatesh, President, at 800-544-7373 
(ext. 3775) or 513-852-3775. 
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I
f only your next telephone survey 
sample were half as discriminating 
as you are. 

If, for example, the sample could 
discriminate between working phone 
numbers and disconnects, your next 
research survey would be easier to digest 
. . . and easier on the waste line. 

Well, here's a tasty tidbit for you. 
After nearly 2 years in development, 

SSI is pleased to · announce its new 
Sample Screening Service. Our secret 
recipe for success that identifies discon­
nected numbers in random digit samples 

DISCRIMINATING 

so you don't e to dial them. 
Overall, our new screening service 

sifts out over half the disconnects in any 
given sample. And that can add up to big 
savings of time, effort and dollars. 

Since it can cost $.69 or more to dial 
a disconnect, it's easy to see how the 
cost savings mount up. But the other 
benefits of our Screening Service are 
equally appetizing. You reach more 
working phones with fewer dials. Staff 
morale improves. And your study gets 
completed faster. 

It's a little like having your cake and 

eating it , too. 
So remember to be discriminating the 

next time you order a random digit 
research sample. Call us and ask for our 
new Sample Screening Service. 

Survey 
Sampling, 
Inc.® 

Partners with survey researchers since 19n. 

One Post Road, Fairfield, Connecticut 06430 (203) 255-4200 Fax (203) 254-0372 
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