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Let Herron help you 
through the maze 

There's a maze of data out there. To clear your 
path, you need professional market research from 
Herron Associates. 

For your convenience, we have two locations 
with two additional affiliate offices. Our location in 
Indianapolis, provides product reaction in the 
heart of the Midwest. Our Tampa location provides 
a unique opportunity to gather data from the South 
East; an area with continual growth and varied 
demographics. 

Each facility features: 
Separate client lounges with fully stocked 
refrigerators • Private phone areas • Centralized 
telephone banks • Fully equipped kitchens • Focus 
rooms of various size to accommodate all needs 
• Comfortable viewing rooms with one-way mirrors 

Before you begin your next business venture, 
contact Herron. With the right information, the path 
to success is clear. 

Be sure and visit us at the MRA National Conference, Booth 38 

Circle No. 300 on Reader Card 

Herron Associates, Inc. 
Market Research 

Market research . .. 
the right way 

Herron Associates, Inc. 
710 Executive Park Drive 
P.O. Box 744 
Greenwood, IN 46142 
317-882-3800 

600 North Westshore Blvd. 
Suite 702 
Tampa, FL 33609 
813-282-0866 



fwe Make House Calls & Business Calls 

Over A Million Times A Year. 

A full network of WATS 
telephone interviewing 
research centers make 
Equifax Quick Test 
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the one to call when 
you need to call. 

For over 2 decades, more 
research professionals have 
turned to Equifax Quick 
Test Opinion Centers for 
data collection. Our 4 
sophisticated WATS 
Telephone Interviewing Centers in 
Bethlehem, Pennsylvania; Greensboro, 
North Carolina; Norfolk, Virginia; and 
Cincinnati, Ohio are staffed by highly 
qualified and well trained interviewers who 
know how to stay on top of your job and get 
it done right. What's more, each center 
features private interviewing booths plus 
client monitoring rooms so you can listen 
in. In fact, we can even arrange for off-site 
monitoring if you wish. 

But that's not all. Our computer assisted 
telephone interviewing allows for 
questionnaire programming and daily 
topline results. · 

Naturally, before we can begin making 
calls for you, we need you to call us for an 
information brochure or project bids. Call 
now and we'll tell you why Equifax Quick 
Test Opinion Centers has been so well­
connected for so long. 

Call us for more information: 
212-682-1221 • 215-861-8880. 513-772-0134 

EQUIFAX 
The 
Information 
Source 

QUICK TEST 
OPINION CENTERS 

A Unit c{ Equifux Marketing Services, loc. Co!¥ight 1991, Equililx Inc. , Allanta, Georgia, 

All rights reserved. "Equifux" is a registered trademark c{ Equifux,lnc, 'The Information Source'' is a trademark c{ Equifux, Inc. 
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For starters, we'll hand you the most in-depth statistical software you can buy. Flexible software that gives 
you the power to enter, edit, manage, analyze and present data. Software to help you get your job done right. 
Then we'll hand you the support that comes with over 25 years of experience in setting the industry standard 
for documentation and training. Support you'll find only at SPSS. So if you're in the market for statistical 
software, save yourself some time. Look to SPSS, suppliers of statistical .~ 
solutions to over 2 million users worldwide. Call1(800)345-5383 
or FAX (312) 329-3668. We'll lend you rriore than an ear. •• -
.. Wefe Making It Easier To Decide. 

Statistical Software For All Leading Computing Environments. Offices in Chicago· Washington, DC · Chertsey, UK · Munich · Singapore · Stockholm · Sydney Tokyo· Vianen,The Netherlands · And Distributors Worldwide 
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Back to the future for Centrex 
Research and marketing breathe new life into a 

mature product 

0 ne of the most durable and ap­
pealing themes in literature is 
the "comeback kid," somebody 

who returns to the playing field late in the 
game and, against the odds, succeeds. For 
marketers, the equivalent success story is 
taking a mature product, one which ev­
eryone had predicted was in decline, and 
breathing new life into it. 

Even so, it still comes as a surprise 
when everything goes exactly like it says 
in the textbooks: 

• when research is instrumental in de­
fining the market and in helping to target 
the audience more effectively; 

• when investments in market intelli­
gence pay off as they are supposed to; 

• when it can be conclusively demon-
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strated that direct response and measured 
media produce directly attributable supe­
rior results; and 

• when matket share and positive per­
ceptions are directly, dramatically and 
positively enhanced by an integrated ef­
fort. 

Indiana Bell ' s repositioning of 
Ameritech Centrex represents such a case 
study. 

Centrex? 
Though you may not have realized it, 

when you 've "dialed nine for an outside 
line," chances are you 've used Centrex. 
Analog Centrex is a telecommunications 
system for businesses, first introduced 
back in 1958. At the time, it was a revo-

lutionary tool that enabled m~dium to 
large organizations to "link up" all of 
their offices on their own "system within 
a system." 

With Centrex, the "switchboard" was 
integrated into the telephone company 's 
central (switching) office. With Centrex, 
you could dial another office in the sys­
tem without dialing the whole number. 
Calls could be forwarded. Calls on one 
telephone could be picked up from an­
other phone even if they didn ' t share the 
same line. These and many other features 
were made possible by Centrex 's central 
office technology. 

By the 1970s and early 1980s, how­
ever, AT&T and other telephone compa­
nies were moving away from central of-
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fice-based equipment. Business 
decisions led them to empha­
size the sales of on-premise 
equipment, notably private 
branch exchanges (PBXs). 
Centrex technology lagged be­
hind that of PBX capabilities. 

were asked to describe their ex­
pectations and the outlook for 
their companies in a series of 
open-ended questions. They were 
also asked to respond to a series 
of self-concept measures. 

The smallest companies, those 
with fewer than three incoming 
lines, were excluded from the 
target segment Indiana Bell 
identified. Once this was done, 
the small business market which 
remained was examined. Mem­
bers of this segment were very 
different both in self-concept and 
in their expectations of future 
performance for their companies. 

Entreprenurial spirit 

By the time AT&T was bro­
ken up in the mid-1980s, Ana­
log Centrex was a mature prod­
uct, and well on the way to 
being a declining product. In 
effect, AT&T was granted an 
"exclusive" right to sell equip­
ment. The regional operating 
companies were prohibited 
from directly selling the equip­
ment needed to provide PBX 
systems to business customers. 
Their fear was that, without a 
competitive product to sell, they 
would be reduced to selling 
"lines"-in effect, access to the 
local telephone network­
rather than value-added prod­
ucts and services. 

Many of the businesses Indi­
ana Bell wanted to reach were 
managed by their founders/own­
ers; in other cases, they were not. 
In most cases however, the man-

From left, Jim Talhelm, Scott Christie, and Bob Clark agers shared an enthusiasm and 

Confused by divestiture 
Research showed that medium and 

small businesses were confused by the 
divestiture of AT&T. They wanted "one­
stop shopping" for their telecommunica­
tions services, and in many cases felt 
comfortable dealing with their local Bell 
company. They also wanted a personal 
contact, a "take-charge" person. 

Indiana Bell, one of the five operating 
companies for Midwest-based Arneritech, 
was particularly aggressive in exploring 
new ways to market products and ser­
vices to small businesses. An early inno­
vation was Indiana Bell's decision to 
allow business services to be marketed 
through a network of telecommunica­
tions agents. This allowed a "rebundling" 
of products. It enabled customers to pare 
down the number of vendors while still 
having the comfort of doing business 
with a familiar name-Indiana Bell. 

This was particularly important when 
it came to maintaining business relation­
ships with small-to-medium sized co~­
panies. As with most marketers of ~usi­
ness-to-business products and services, 
Indiana Bell recognized ·that most of the 
growth in telecommunications needs 
would come from small businesses. 

Wrenching reorganization 
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. For example, in the Midwest in the 
1980s, many larger companies had gone 
through wrenching reorganization in ~r­
der to retain their competitiveness. With 
larger organizations going through 
"downsizing" or "rightsizing," those who 
sold to business had to develop new mar­
kets. 

Meanwhile, introduction of digital 
technology allowed Centrex to catch up 
with and even leapfrog PBX technology. 
With digital Centrex, the operating com­
panies could offer greatly enhance~ ~~11-
ing features, data-handling capabilities 
and even simultaneous voice/video/data 
transmission. 

The only problem was that for one 
segment of the market, Centrex was 
viewed as limited, at best, and obsolete, 
at worst. The other segment of the market 
was largely unfamiliareithe.r with Centrex 
or its capabilities. Quantitative and quali­
tative research had been used to define 
the characteristics ofthe decision makers 
Indiana Bell wanted to reach. These atti­
tudes first turned up in a large quantita­
tive study designed to asses perceptions 
of Indiana Bell. The study also proved 
valuable in segmenting the business mar­
ket. 

Respondents were segmented bynum­
ber of lines and other criteria using prod­
uct data available from the company's 
master customer records database. They 

an entreprenurial spirit. "They are confi­
dent. They are forward-looking. When 
we were developing our marketing strat­
egy in late 1989-90, most economists 
were predicting a recession. Our pros­
pects remained confident in the future," 
notes Jim Talhelm, who was then Centrex 
business manager for Indiana Bell. 

"We needed an advertising strategy 
that reflected that forward thinking and 
that optimism for the future," adds Bob 
Clark, Indiana Bell's manager, business 
advertising. "We wanted to break down 
obsolete attitudes where they existed, 
develop a unifying theme and reposition 
the product." 

"We had a good idea where we wanted 
to go, from a creative standpoint," s~ys 
Scott Christie, senior account executive 
for Indiana Bell 's advertising agency, 
Handley Miller. "We focused on the idea 
that 'tomorrow is the best reason to learn 
about today's Centrex.' 

"We adopted a high-tech look and used 
spot color in newspaper and other print 
applications. Focus group research helped 
us to fine-tune the theme, graphics and 
tactics prior to introducing the program," 
he adds. 

Respondents selected for the focus 
groups met the product use profile which 
had been previously established. Cre­
ative executions were developed and re-

continued on p. 51 
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Developing Affinity 
Research instrumental in creating system for 
measuring reader feelings about business-to­

business publications 

I t' s no secret that consumers are 
quite fond of certain brands of 
products they use. That ' s what 

brand loyalty is all about. But can people 
feel warmly toward a trade magazine? 

They can and they do, according to the 
people at Cahners Publications and 
Simmons Market Research Bureau. Cah­
ners, a publisher of numerous trade/ 
business-to-business magazines, teamed 
up with Simmons to develop the Affinity 
Index, a method of measuring the inten­
sity of the relationship readers have with 
the publications that serve their respec­
tive industries. 

If you ' re like most people, chances are 
you come in contact with several busi­
ness-related publications. Some are tar­
geted specifically to your job and/or in­
dustry; others are more general in nature. 
And chances are one or more of those 
magazines is more valuable to you than 
the others. It could be for the industry 
news, the features, a favorite columnist, 
or the ads that keep you up to date on new 
products-for whatever reason, you like 
the magazine. 

Step beyond 
By quantifying reader feelings, the 

Affinity Index lets publications go a step 
beyond the usual methods of explaining 
their readership to advertisers: circula­
tion numbers and/or demographics. These 
measures show who gets the magazine 
and what job they have, for example, but 
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by Joseph R ydholm/managing editor 

they don ' t show how the readers feel 
about the magazine, says Martin Fleming, 
vice president, planning and research, 
Cahners Publishing. 

"Affinity is based on the notion that 
measuring the size of an audience by use 
of a circulation statement or readership 
studies provides only one dimension of 

AFFINITY 

what it is a publication provides an adver­
tiser. What' s equally important is the 
relationship that audience has with the 
publication. 

"In the past, most research has focused 
on quantity- that is, the number of read­
ers, the size of the audience- and we 
think this is the first systematic attempt to 
measure reader's attitudes towards the 
publication. The hypothesis is that the 
stronger the feelings that an audience has 
towards a publication, the greater will be 
the flow of information from the publi­
cation to the reader, both the editorial and 
the advertising." 

Determining the strength of that flow 
of information can help with a magazine ' s 
strategic planning, advertising efforts, and 

other marketing tasks , he says. 

Similar research 
Taking its cue from similar research 

done in the 1950s in Germany by Gruner 
+ Jahr AG, a publisher of several con­
sumer magazines, the Affinity Index is 
based on the idea that the relationship 
between a reader and a publication is 
multi -dimensional; readers like or dislike 
a publication for a number of reasons. 

Measuring reader feelings has been 
done on an informal basis in the U.S. , but 
it hasn ' t been standardized, Fleming says. 

"Advertisers and publishers have long 
believed that readers' attitudes towards 
some publications are stronger than read­
ers' attitudes towards others, but we re­
ally don ' t know how to measure that, and 
that 's what we have succeeded in doing." 

The system can quantify affinity by 
measuring reader responses to 16 state­
ments that encompass the various aspects 
of affinity. Sample statements include: 

• I save issues of this magazine for 
future reference. 

• Often mark up, tear out or take notes 
on articles in this magazine. 

• It helps me locate new suppliers. 
• Helps me keep up with trends in my 

profession/industry. 
• The articles in this magazine are fun 

to read. 
The statements fall into three broad 

categories: 
1. Product Information. Does the pub-
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lication, both in its editorial and its 
advertising, provide useful informa­
tion about new or updated products? 

2. Community of Interest. Does 
the publication help the reader to 
feel part of an industry and maintain 
a connection with others in their 
profession? 

3. Usefulness. Does the publica­
tion help the reader do his or her 
job better and provide a source of 
reference? 

Sixteen items 
For an Affinity survey, reader 

responses to the 16 items are 
weighted together to form an in d e x 
with an average value of 100, a minimum 
of 0, and maximum of 200. "Gruner + 
J ahr recognized that there is no one thing 
that constitutes affinity towards a publi­
cation. What the Affinity model does is 
assign weights to each item measured 
that bring it in line with what we know to 
be affinity," says Andy Yaffee, vice 
president, Custom Media Studies divi­
sion, Simmons Market Research. 

To determine a magazine's Affinity 
Index, questionnaires are mailed to a 
sampling of its readers. The three part 
questionnaires don't indicate who is 
sponsoring the research. 

The first section of the survey is the 
affinity measurement portion. Here, re­
spondents indicate their level of agree­
ment with the Affinity Index statements. 
The second asks about readership of the 
publication, for example, "How many of 
the past four issues have you read?" These 
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questions are included because one ofthe 
basic notions behind affinity is that it is a 
measure of reader involvement, Yaffee 
says. 

"So we ask the number of the past four 
issues read, and even if someone answers 
the affinity variables for a publication, if 
we find out later that ,they haven't read 
any of the last four issues, we don't count 
their responses towards the score." 

The third section gathers'demographic 
information. 

~arketsegments 

Publications receive an overall Affin­
ity Index score and a breakdown by dif­
ferent market segments. For example, 
publications typically look at readers in 
large companies versus small companies, 
or top executives versus other manage­
ment, or at people working in different 
aspects of the same field , Y affee says. 

"One of the most important aspects of 

Affinity is that you can generate different 
scores for different segments of your au­
dience, so you not only describe your 
total audience in terms of their affinity 
towards the publications they read but 
you can also describe different segments 
of your total audience. That can be the 
most profitable piece of the research from 
a strategic planning point of view be­
cause you may find that overall you do 
well, but that among one or two particular 
segments of your audience you do sig­
nificantiy worse than average or better 
than average." 

Two years of research 
To develop the system, Simmons con­

ducted two years of background research 
with nearly 10,000 readers of business­
to-business publications. Focus groups 
were held across the country with readers 

continued on p. 32 
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Retooling the focus group to 
business-to-business research 
by Daniel Oromaner 

Editor' s note: Daniel Oromaner is 
president of the Qualitative Difference, 
Inc. , Port Washington , New York. This 
article was adapted from a presentation 
made before last year' s ARF Conference. 

Although more companies are 
conducting business-to-busi­
ness focus groups each year, 

many have found the consumer group 
model cannot be directly applied to in­
dustrial work. The unique circumstances 
of business-to-business research call for 
different methods and procedures. 

There are five key areas of difference 
between industrial and consumer qualita­
tive research projects: specialized re­
cruitment, limited populations, confi­
dentiality, subject matter expertise, and 
dominant group members. 

Specialized recruitment 
Although most focus group facilities 

are located in suburban areas-where 
they are convenient for consumers to 
visit from home or on their way home­
most industrial research projects are easier 
to recruit from a downtown facility. In 
downtown areas there is a higher concen­
tration of businesses, and more opportu­
nities to recruit early morning, lunch time, 
and evening groups. In addition, some 
metropolitan areas have higher concen­
trations of certain industries-i.e., adver­
tising or media in New York, computer­
related in Silicon Valley. In selecting a 
city, you should generally pick a location 
where you will find the largest selection 
of qualified respondents. 
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Once the city has been chosen, the 
focus group facility/recruiter must be se­
lected. Since consumer research still 
dominates in most markets, care must be 
taken to select a facility that has extensive 
experience in business-to-business re­
search. Industrial recruiters must under­
stand business decision-making, organi­
zational reporting relationships, and how 
to get through secretaries to reach the 
right person. 

Business-to-business recruiters must 
also recognize that respondent specifica­
tions are critical and non-negotiable. 
Generally, there is no such thing as some­
one who is "close" to the specifications in 
industrial research. Either they are the 
decision maker or they are not, either 
they use a spread sheet program or they 
don ' t, either they understand "full duplex 
transmission," or it is out of their realm of 
expertise. 

Good business-to-business recruiters 
must also know how to get the qualified 
people TO SHOW. Consumers generally 
come to groups for the money and the 
opportunity to get out of the house and 
meet some new people. Business people 
come to focus groups to learn something 
from their peers, to have their egos stroked, 
to discover a new product or service that 
their competitors don ' t know about yet, 
to have an impact on the marketplace, 
AND for the money. 

Industrial research is also different be­
cause sometimes recruiters must reveal 
the name of the client's company or the 
type of client sponsoring the research in 
order to successfully recruit the right 
people. Owners of quick printing fran-

chises will come to groups sponsored by 
a copier manufacturer, but they probably 
won ' t come to groups sponsored by a 
competing franchiser. 

Business people often want to know 
what they will be talking about in the 
group, who will be there, and (often) who 
is sponsoring the research. They LOVE 
to learn new developments in their field , 
and to hear the experiences of their peers. 
They also appreciate the opportunity to 
network with those who are in positions 
to help their business or their career. All 
of these factors can be mentioned during 
the recruiting interview to encourage re­
luctant respondents. 

Sensitivity to the needs and lifestyle of 
busy managers, executives, and owners 
is also required. Sometimes lunch or 
breakfast groups are advised, or short, in­
depth interviews during the work day. 
Recruiters must know when these are 
appropriate alternatives to the standard 6 
p.m. and 8 p.m. focus groups. 

Limited pool of respondents 
When conducting research with some 

types of respondents (i.e. , MIS directors, 
telecommunications managers), their 
limited numbers and the sheer quantity of 
research conducted may require you to 
accept respondents who have participated 
in other focus groups within the past year, 
six months, or even 90 days. In some 
industrial categories, if there are any "vir­
gin" respondents left, it is only because 
they NEVER have and NEVER will at­
tend a focus group! 

Sometimes you personally -must re-

continued on p. 33 
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A tlan ta · Cincinnati 
(404) 551-6450 (513) 563-3505 

"Crowd Control" 
At Just 8C Per Number. 
(No Extra Charges). 

The Maritz Sampling System lets you take control of 
the crowd you need to reach ... and yo~u sampling budget! 

Your highly efficient Maritz sample costs you just 8¢ 
per number. There are no annual fees, minimum purchase 
agreements or other extra charges. · 

Our capabilities include random digit, listed and 
targeted samples. Even 
geography descriptions 
and coding of tele­
phone records are 
Included at the same 
low cost. 

With Maritz, you're 
assured of a quality 
sample. Our database 
is ootained from the 
world's largest list com­
piler. It contains over 
1.8 billion updates per 
year, from over 20 
sources -- twice as 
~any as competitive 
databases. Our dialing 
methodology is supe­
rior because we pro­
duce the random digits 
only for the last two 
digits of the number, 
not the last four. Low 

"'· utilization telephone 
block groups are auto­

matically excluded to further improve accuracy. 
Your Maritz sample can be delivered on printed dialing 

sheets, magnetic tape, PC diskettes, or we can transmit 
your sample electronically -- all at no extra charge! 

Maritz samples deliver an unbeatable value: top quality 
at a competitive price. Order today through your Maritz 
repr~sentative, or contact one of our sampling experts at 
(314) 827-3728. 
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IEJj :\1. \HIT/. :\1. \HK LTJ:'\( I HL~L. \HCII r'< 

Sampling System · 
Los Angeles New Jersey 
(213) 809-0500 (201) 292-1775 

San Francisco Agri.llnd. Division 
(415) 391-1606 (314) 827-2305 

Clricago Dallas Minneapolis New York St. Louis Automotive Group 
(708) 759-0700 (214) 387-0010 (612) 922-0882 (212) 983-7575 (314) 827-1427 Detroi t (313) 540-2200 

Los Angeles (213) 323-2882 
Member CAS RO: The Council of American Survey Research Organizations. Toledo (419) 841-2831 
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Computers knqw "how" but 
they don't knOvy "yvhat" 
by Gary M. Mullet 

Gary M. Mullet, Ph.D., is president, Gary Mullet Associates, 
Inc., a consulting and statistfcal data processing firm in subur­
ban Atlanta, Georgia. The author wishes to acknowledge Paul 
M. Gurwitz, whose article in the February 1991 issue of this 
publication treated related issues. 

Recently I tried to convince a statistical software pack­
age that when I typed "varaible" I meant "variable". 
The software, however, used what I said and ignored 

what I meant to say. Shortly after that I ran across a headline for 
some new statistical software which blared, "For people who 
aren't statistics experts." I'm not sure that one necessarily has 
to be a statistical expert to properly use statistical software, but 
as long as computers and their programs do exactly what they're 
told to do, instead of what they should have been told to do, 
oversimplification of software use can lead to trouble. Many 
times the difficulty is as easy to spot as the "varaible-variable" 
one. Many times it's not, as will be seen below. 

None of the instances which follow are meant to deride or 
belittle anyone. Instead, they are shown to illustrate just how 
easy it is to push the wrong button and ask for the wrong 
analysis. I still type "varaible" at least half the time, inadvert­
ently and incorrectly. My error brings the analysis to a screech­
ing halt and is easy to find. These examples are both more subtle 
and potentially more serious. 

Examples 
At least one data tabulation package does at-test for propor­

tions or says it does. Generally, for large enough samples 
(whatever that may be--and for proportions it's not necessarily 
anything greater than 30) the results will agree quite closely 
with the more correct Z-test or x2 -test. However, there are 
some fairly strong assumptions underlying the t-test. Even 
though these assumptions may sometimes be violated with 
impunity, strictly speaking there is no such animal as at-test for 
proportions. The program in question, however, is simple to 
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use and incorrect analyses can be performed without question. 
While a "statistical expert" is probably not necessary to tell you 
whether or not your particular analyses are all right to report, 
someone with at least a modicum of knowledge could certainly 
help .. The easy-to-use software can get an unwary analyst into 
serious difficulty. 

While we're at it, you should be aware that the assumptions 
behind the above mentioned Z-test and/or x2 -test are also quite 
stringent. For SOil)e of your analyses they, too, may be violated­
-and the computer package used might not flag the violation. It 
happens a lot in practice, because the programs do exactly as 
they are told, whether or not you really should have meant to tell 
it to do such an analysis. (If you do find cases where these tests 
shouldn't be done on your proportions, you're probably stuck 
either doing an exact test or an arcsin transformation.) 

Another variation on this theme is the analysis which was 
done on a simple paired-product preference. How was it 
decided whether or not the proportion who preferred product A 
was different than that preferring B? A dependent or paired t­
test. Why? The computer certified the methodology by 
performing the requested analysis. Quick, simple, easy-to-use 
and wrong. But at least the analysis was done without the use 
of a "statistics expert". 

Computer programs that don ' t require a "statistics expert" 
may be useful in designing conjoint studies. Just push the right 
button (usually ENTER or RETURN), and here come your 
conjoint scenarios ready to print and send to the field. Again, 
at least in a few cases, the easy-to-use computer programs have 
been the source of trouble. In one, a 32-card sort was produced 
for a study in which one of the attributes had 5-levels. With the 
other attributes at 2-, 3-, and 4-levels, the design was not a 
desired orthogonal array--but was unknowingly used anyway. 

Another conjoint study was designed for respondents to sort 
16 cards. The problem here was that one combination of two of 
the attributes didn't vary together. The pairs of levels were 
constant. To illustrate, if one of the attributes was color with 
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two levels, say, red and blue and the other was size, say, large 
and small, what the respondents saw was red-large on 8 cards 
and blue-small on the other eight. Clearly, there is no way to 
generate the utility estimates that were desired, but no one 
thought to question or check the computer generated design 
before the study was actually completed. The computer pro­
gram which did the design (and it was written especially for this 
study) performed exactly as instructed, not as it should have 
been instructed. 

A cluster analysis was run on one of the easier-to-use, among 
the easy-to-use, cluster programs. The program ran exactly as 
told, but after a couple of iterations, clusters of size 1 or 2 
popped up. What happened? Seems that for a handful of 
respondents, some, but not all, of their answers were punched 
one card column to the right of where they should have been. 
These respondents, then, were showing up as the small clusters 
since they were, in fact, very different from everyone else. The 
user of the cluster program had no idea whether or not the cluster 
made sense; after all, there were no error messages displayed. 

Another computer program was designed to generate mailing 
labels from a data base. Just tell it how many you need and 
names are selected at random and mailing labels produced. In 
this particular case the computer generated labels weren't even 
given a cursory glance--after all the computer printed them--but 
just stuck on the envelopes and dropped into the mail. The only 
problem was that, while the name, city, state, and ZIP code were 
on each label, the street and number were not. Lots of undelivered 
surveys were returned to the sponsoring organization, with the 
obvious disastrous consequences to the study. 
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In yet another case, a computer program did an analysis 
which was really unnecessary. A series of statements were 
collected on a scale where 1 =Yes, the statement applies and 0 
=No, the statement doesn't apply. No problem so far. What the 
computer was asked to do, and did, was produce correlations 
between these statements and the same set of statements re­
corded as 1 = No, statement doesn't apply and 1 = Yes, 
statement applies. The computer was all too happy to compute 
these unnecessary correlations, at no small cost. They could be 
done, therefore they were done. 

Yet another frequent happening (mentioned by Gurwitz) is to 
request the computer to run a discriminant or regression or 
factor analysis. Quick and easy, if it weren't for item non­
response. Most computer packages drop a respondent totally 
from such analyses for having only a single missing answer, 
sometimes out of 100 or so items. Several times the ultimate 
user of such analyses will be looking at their multivariate 
analyses for marketing insights only to find that the analyses 
weren't performed at all due to every respondent having at least 
one missing answer. These, at least, wave a red flag. Even 
worse are the analyses which are performed, retained and acted 
on even through the base sizes were only 10 or 15--those who 
answered everything requested in the survey. Again, the 
computers are merely following orders. 

The missing data problem can be severe, but generally 
unnoted, when discriminant based perceptual maps are drawn. 
Reliability can be a real problem when the bases for such maps 
are only 10 or 15 respondents, but the mapping algorithms 
perform anyway--quickly and easily. Also, you can get maps 
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done when the different brands shown are rated on different 
attribute lists or the attributes are scaled differently on the 
questionnaire. So-called multiple correspondence analysis 
maps have been produced from several 2-variables 
crosstabulations, rather than going back to the respondent data. 
They show all of the points required, even though the coordi­
nates were not generated as they should have been. Then there 
was the discriminant based map which used such a high 
significance level that the attribute directions were essentially 
random. The map made no sense because someone told the 
computer to use a high signifiqmce level instead of a high 
confidence level. The computer didn't balk; thus, the analyses 
which could be done were done but the analyses which shp uld 
have been done were not done. 

The mystique associated with statistical computer programs 
is not limited to those commercially available. A computer' 
program was specifically written to perform a non-standard, but 
still valuable, statistical procedure. As in most such cases, 
textbook data sets were used to test the program, which per­
formed well. Unfortunately, the degrees-of-freedom were set 
as a constant value, 4, irrespective of the number of respondents 
and/or stimuli. No one noticed this one for weeks, mainly 
because everyone believed that the printed value should b~ 
correct; after all, the computer said it and the program was easy 
to use. 

It's also easy to get in trouble, since the computer is like Ado 
Annie (it "cain 't say no"), on some harmless looking analyses. 
In one such study, a series of attribute ratings were of the variety 
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"Too Big," "Just Right" and "Too Small." These were coded 
and entered into the data file as 1, 2, and 3, respectively. Two 
products compared on one such scale showed Product A with 3 
vote for "Too Big" and 112 for "Just Right." Product B. had 23 
respondents say, "Too Big," 59 say, "Just Right" and 33 
respond with "Too Small." Obviously; the products are differ­
ent with respect to this scale. However, the computer was 
instructed to do a dependent t-test on the means which turned up 
as not significantly different. If only the computer could have 
said no! 

Computers also don't question you (or me) when you try to 
analyze dependent samples as if they were independent (or vice 
versa) as long as the data fit th.e required format for the test. 
They also don't ask if you have an overlapping sample for 
analysis--they just do as they are told. 

In one survey, the project director designed the study to test 
for order bias by using all6 pqssible rotations of the 3 brands in 
the survey. Here the sin was of omission--the CRT interview 
did not capture which rotation was used on which respondent. 
Here, too, the computer did exactly as it was told--it just wasn't 
told to do enough. An easily used CRT interviewing package 
was involved in this one. 

Conclusions 
It would be nice to say at this point that the above cases were 

all apocryphal. Alas, none of them are. This is not to say that 
you need to be totally paranoid every time you skim a computer 
generated statistical analysis, although a little paranoia may not 
hurt. The point is that the easier-to-use the statistical programs 
become, the more self-styled statistical experts seem to turn up­
-statisticians-on-a-chip, as it were. Doing the wrong thing or 
doing the right thing incorrectly, just because the computer 
programs allow it, is probably more harmful to a marketing 
research project than not doing anything at all. At least in the 
latter case, getting no answer at all is probably less harmful than 
getting the wrong answer (it sure is when I type "varaible"). 

It's also not as simple as comparing the means from the 
statistical analysis with those from your crosstabulations. If 
they agree, then the statistical analysis must have been done 
correctly; if not, the advanced analysis must be wrong--right? 
Not quite. 

In one recent study, the statistical analysis was correctly 
performed, on carefully "derotated" data and the means didn ' t 
even begin to agree with the data tabs. You guessed it--the data 
were not derotated before the tabs were done. The statistical 
analyst was questioned at length about the disagreement be­
tween the means, as well. In this case, at least, it was the easier 
analysis which the computer didn ' t question--and should have. 

Nor is a solution coming through the haze of my crystal ball. 
Both the American Marketing Association and the American 
Statistical Association have wrestled with and continue to 
wrestle with the issue of certification, but that's probably 
overkill for this type of problem. Even assuming that certifica­
tion would help, it's still a long way off. At the very least, we 
need to ask questions, lots and lots of questions--not just of our 
data but of those who ask questions of our data. Taking 
computer printouts at face value can be very risky until com put­
ers are programmed to know "what" as well as "how." 
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Discrete choice and conjoint analysis-a reply 
by Steve Herman 

Editor's note: Steve Herman is vice president of Bretton­
Clark, a New York-based research software company. This 
article was written in response to Robert Roy's October, 1990 
Data Use article "Conjoint evolves into discrete choice model­
ing." A reply by Robert Roy follows. 

A recent article in this journal announced the demise of 
conjoint analysis ("Conjoint evolves into discrete choice mod­
eling"). We believe this obituary is premature and that the 
article contained a number of significant omissions and errors. 

The author first states that the designs employed in conjoint 
analysis impose special constraints which often lead to unreal­
istic product descriptions, whereas no such constraints are 
involved in the designs used in discrete choice analysis. 

This is simply incorrect. Both conjoint analysis and discrete 
choice analysis use· fractional factorhtl designs to generate 
product descriptions. To the extent that both techniques use the 
same basic designs, they cannot differ in terms of unrealistic 
product ~escriptions. 

Moreover, detecting unrealistic product descriptions is actu­
ally a quick and relatively trivial matter. Respondents in a 
conjoint task generally require less than fifteen minutes to 
complete the entire conjoint task. Researchers and clients can 
screen the product descriptions in considerably less time. 

However, this entire discussion assumes that realistic prod­
uct descriptions are of major importance. In fact, a number of 
research studies indicate that product realism has little impact 
on the validity of conjoint studies. For example, one study 
included unrealistic combinations of engine size and gas mile­
age. Despite the fact that some combinations far exceeded the 
performance in today's market, the authors found that this had 
no deleterious effects on the results of the study. Although it is 
widely believed that unrealistic stimuli are detrimental, pub­
lished research studies consistently demonstrate that this is not 
the case. 

In fact, by modifying fractional factorial designs to increase 
the realism of product descriptions, you sacrifice some of the 
beneficial properties of these designs. For this reason, changing 
these product descriptions can actually lead to a loss of predic­
tive validity. 

However, we believe that product descriptions which involve 
"impossible" or "highly implausible" products, as opposed to 
simply unrealistic ones, can degrade the results of conjoint and 
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discrete choice studies. To date, however, there is no published 
evidence to support even this modest hypothesis, and further 
research is warranted. 

We would now like to discuss a difference between conjoint 
analysis and discrete choice analysis which Mr. Roy acknowl­
edges but glosses over. In conjoint analysis, a respondent 
typically evaluates all the product profiles required by the 
experimental design. Therefore, the researcher can measure 
each respondent 's utility function. (The utility function quanti­
fies the respondent's degree of preference for each of the 
product features being studied, as well as the levels associated 
with each of these features.) 

In discrete choice analysis, on the other hand, it is generally 
impossible to have a respondent evaluate all the scenarios 

continued on .44 
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Business intelligence: much 
more than a business-to-
business buzzword 
By Kirk W. Tyson 

Editor's note: Kirk Tyson is president 
of Chicago-based Kirk Tyson Interna­
tional. 

B 
usiness-to-business research in 
the age of time-based competi­
tion is taking on a new look. It's 

called business intelligence, and every­
one is getting into the act. 

Companies are now realizing that more 
timely and relevant information about 
competitors and other market players is 
necessary for making good strategic 
business decisions. Companies now know 
that a once-a-year analysis of their busi­
ness environment is not enough. Markets 
are becoming increasingly global, and 
the information revolution is slashing the 
time available for effective decision 
making. 

Business intelligence evolved in the 
1980s as a hybrid function of strategic 
planning, marketing research, and sys­
tems activities. It is not a function that 
replaces these activities, but augments 
them with time-based methods. Most 
companies have been developing or fine­
tuning their business intelligence func­
tion over the last several years. 

In the 1970s companies were just start­
ing to engage in strategic planning activi-
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ties on a broad scale. Competitor analy­
sis, customer analysis , and supplier 
analysis were important ingredients in 
that overall process. However, most 
companies were not organized to collect 
and analyze the information in a routine 
and systematic way. In addition, re· 
search and planning activities were sepa­
rate functions with no interaction. 

The emphasis in the 1970s was on 
developing strategies. Today's focus is 
on implementing them. Because of the 
new emphasis, strategic decisions must 
be made on an ongoing basis. Ongoing 
strategic decisions require a continuous 
stream of information. Business intelli­
gence systems provide this continuous 
stream. 

The number of companies developing 
intelligence groups has risen sharply. 
Most companies have focused on com­
petitors and have chosen to develop a 
competitor intelligence function. It is not 
uncommon today to find the job title of 
Manager of Competitor Intelligence on a 
company's organization chart. The con­
cept of business intelligence has been 
around a long time, but in the late 1980s 
it finally came of age. The intelligence 
group no longer consists of a secret file 
cabinet in the researcher's office. Com­
panies are no longer bashful about their 

intelligence activities. In fact, there is 
now a Society of Competitor Intelligence 
Professionals with almost 2,000 mem­
bers. 

Business intelligence does not require 
the knowledge and use of sophisticated 
techniques or the development of new 
skills that are not currently available 
somewhere in most organizations. Rather, 
it is focusing existing skills and tech­
niques in a direction and for a purpose 
that is new to many companies. 

Four success stories 
Let's move beyond the generalities and 

take a look at four examples that show 
how companies used intelligence to gain 
a competitive advantage. 

Construction of a New Plant: Not One 
but Five 

SITUATION: Alargeconsumerprod­
ucts manufacturer discovered that a ma­
jor competitor to several of its product 
lines was building a new plant. It was 
unknown whether the plant would pro­
duce directly competing products or, if 
so, what competitive advantage the com­
petitor hoped to gain by constructing the 
new facility. 

RESULT: Discussions with commu­
nity leaders, architects, construction per-
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New Product Strategies: Back to the 
Drawing Board 

SITUATION: Amedium-sizedmanu­
facturer of consumer electronics equip­
ment was facing declining sales and mar­
ket share because of the inroads of two 
privately held companies. Company 
management felt these two companies 
were gaining market share because of 
new product features being offered. 

RESULT: Interviews were conducted 
with customers, securities analysts, sup­
pliers, trade journal editors, and the com­
petitors themselves to uncover the prod­
uct stra~egies. As a result, the company 
determined how best to modify its own 
product design to avert further market 

share erosion. 

R&D Activities: Development of a 
Revolutionary New Product 

SITUATION: A health care equip­
ment provider was interested in knowing 
the research and development projects of 
a key competitor. 

RESULT: Interviews with competing 
R&D personnel revealed the competitor 
had several new products under develop­
ment. One of these products had the 
potential of significantly altering a key 
part of the industry. As a result, the 
company redirected the priorities of its 
R&D group to develop a similar revolu­
tionary product. 

Acquisition: A Rock Thrown in the 
Pond 

SITUATION: Employees of a large 
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manufacturer had heard rumors of a sig­
nificant competitor being acquired. If 
acquired, the competitor would have the 
additional resources it needed to become 
a national threat. It could expand its 
previously narrow product line and in­
crease the size of its sales force. 

RESULT: The rumor was confirmed 
in time for the company to prepare the 
needed marketing program to address the 
market changes. 

These examples illustrate how busi­
ness intelligence has many positive re­
sults for organizations, large and small, 
in almost every industry. What makes 
business intelligence different, however, 
is that these results were generated in 
hours and days instead of the weeks and 
months that would be required with more 
traditional research and planning meth­
odologies. 
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questioned support such measures. How­
ever, only a slight majority of those ques-

tioned-51 %-believe that air bags of­
fer better protection in a crash than just 

Poll finds Americans 
unsure of air bags, tough 
on drunk driving 

r-----------------------...., seat belts. 
Driving After Drinking, 1984-90 

By Age Group 

The survey 
found that 72% of 

Decades of technical innovations and 
governmental regulations designed to 
make the nation's highways safer have 
resulted in widespread support for stricter 
auto safety and drunk driving measures, 
yet many individuals remain confused 
about the role and value of auto safety 
devices, according to a nationwide sur­
vey conducted for General Motors and 
Prevention magazine by Louis Harris and 
Associates, Inc. 

50 

40 

30 

20 

10 

Percent 

41 

18-29 

33 

30-39 40-49 50-64 

The survey found overwhelming sup­
port among adults for the imposition of 
state laws reqi.rir-ing the wearing of seat 
belts. Overall, eighty -one percent of those 

- 1984 1990 

/?)/ 
~~UNLIMITED SINCE1979 

,__7' __ 
1

_ ... where the accent is on QUALITATIVE! 

Spacious, new facilities /; 
Moderator-designed /; 

Fresh respondents /; 
True southwestern representation /; 

Tough recruits our specialty / 

For a bid within 2 hours or more information, contact: 

Anndel Hodges or Neil _Norwood in ~marillo, Texas 

I-800-658-2656 • 3ax 806-555-4718 
Circle No. 308 on Reader Card 

18 

adults questioned 
in states without 
seat belts would 
support govern-
mental policies 
mandating seat belt 
usage. In addition, 
in states that al-
ready have seat belt 
laws, 83% of adults 
surveyed say they 
favor these laws. 

65+ Americans are 
extremely con-
cerned about the 

safety of airbags. Among those surveyed, 
18% or nearly one in five adults believe 
that air bags can cause serious injury 
when they inflate. Similarly, 35% be­
lieve that air bags can trap people in their 
cars when inflated. In addition, thirty 
eight percent of those asked say that acci­
dental inflation of airbags is a serious 
problem. Although individuals expressed 
great concern over the value of air bags, 
a significant minority of those ques­
tioned-nearly 30%-say they would be 
willing to pay an additional $500 for a car 
equipped with an air bag. 

The study found that American men 
have more confidence in the value of air 
bags than do women. According to the 
findings, 59% of the men surveyed say 
that air bags provide better crash protec­
tion than seat belts in an accident com-
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pared to only 43% percent of women who 
expressed this confidence. 

"There is no doubt that the high level of 
uncertainty about the safety of air bags 
contributes to the limited interest in 
spending more for these devices," says 
Thomas Dybdahl, of Prevention, and au-

Auto Safety Behavior, 1990 
Men vs. Women 
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thor of the report. "Greater public under­
standing of air bags and their benefits 
would likely result in greater willingness 
to pay for them.". 

The study also attempted to determine 
the impact of tougher enforcement of 
~aws relating to drunk driving on the 
behavior of drivers across the nation. One 
key finding is that one in five Americans 
admits to driving after drinking. Even 
more alarming is the fact that college 
educated, affluent professionals are al­
most four times as likely to drive after 
drinking than those without high school 
diplomas (31% vs. 8% ). 

Additionally, people with household 
incomes of above $50,000 drive after 
drinking at more than double the rate of 
those with incomes below $15,000 (32% 
vs. 15%). 

The survey found a significant differ­
ence in the behavior of men compared to 
women in the area of driving after drink­
ing. Accordjng to the report, men are 
"twice as likely" as women to drive after 
drinking. Twenty eight percent of men 
admit to this behavior compared to 14% 
of women. 

There has been a surprising drop over 
the past seven years in the percentage of 
young people who say 'they dive after 
drinking. Since 1986, there has been a 17 
point decrease (from 41% to 24%) in the 
numbers of adults aged 18-29 who say 
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driving. they sometimes drive after drinking. In 
sharp contrast, among those aged 30-39, 
there has been only a two percentage 
point decline (from 33% to 31%) in those 
saying they sometimes drive after drink­
ing. 

Americans have little tolerance for 
drunk driving, the survey found. Among 
those questioned, nearly two-thirds, or 
sixty-four percent, would like to see the 
minimum age drinking law enforced more 
vigorously. And, seventy-nine percent 
support expanded use of police road­
blocks or check points to reduce drunk 

Theextentof Americans' concern about 
enforcing drunk driving laws is most no­
table among those who support automatic 
suspension or revocation of a driver's 
license for driving when drunk, with 
eighty-nine percent of adults favoring 
such measures. 

This support is spread across the na­
tional spectrum, and is even voiced among 
those who admit to driving after drinking, 
with four out of five of these individuals 
supporting license and license plate sus-
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Michael J. Hothorn has been ap­
pointed managing director ofF ocus First 
America, Stamford, CT. 

The board of directors of Chicago-
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based Information Resources, Inc. has 
named Gian Fulgoni as chairman of the 
board, a post vacant since the resignation 
of John Malec in October, 1990. 

Luanne Cattuna has been named 
deputy director, worldwide market re­
search for the Motion Picture Associa­
tion of America, New York. 

Barry D. Davis has joined the Dallas 
office of Elrick & Lavidge, Inc. as vice 
president. 

Gail L. Jackman has been named vice 
presklent ofBethesda, MD-based Shugoll 
Research. 

Irving Roshwalb, technical director 
of Audits & Surveys, Inc., New York, has 
been promoted to executive vice presi­
dent. He had been senior vice president. 

The Heller Research Group, Port 
Washington, NY, has promoted Alan 
Levine to executive vice president, di­
rector of marketing, and Arnold Dia­
mond to executive vice president, direc­
tor of research. 

The Dallas office of Bozell, Inc. has 
named John D' Acierno senior research 
analyst, and Dyane Okland research as­
sistant. 

Bill Sidwell has been promoted to 
planning and research supervisor for 
Ogilvy & Mather, Houston. 

Elaine Herron Cravens has been 
named executive vice president and man­
ager of the Tampa, FL office of Herr on 
Associates, Inc. 

Herron Cravens Tyler Nufer 

Maritz Marketing Research has named 
Julia Tyler Nufer senior account man­
ager at its full service division in Artesia, 
CA. Previously, she was with Clorox, 
Inc. 

Market Strategies, Inc. has added three 
new staff members: Rob Klein, research 
director; Carol Hurwitz, research di­
rector, and Angela Blandina, research 
assistant. 
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Central Florida Market Research, 
Inc. a data collection and data processing 
firm, has opened offices in the greater 
Orlando metropolitan area at 1065 
Maitland Commons Blvd., Suite 204, 
Maitland, FL 32751. Phone 407-660-
1808. Fax 407-660-9674. The facility 
includes a focus group room and a 
monitored telephone center with W A TS 
and local service. 

• 
Hispanic Market Connections, Inc., 

a bilingual, bicultural market research 
firm, has moved to a new address at 5150 
El Camino Real, Suite D-20, Los Altos, 
CA 94022. Phone 415-965-3859. Fax 
415-965-3874 . 

• 
JohnP.DolanandNancy Johnson Stout 

have formed Dolan & Stout, Inc. , a firm 
specializing in providing information to 
businesses, government agencies and non­
profit organizations to be used in mar­
keting, product development and finan­
cial decision making. The address is P.O. 
Box 261236, Lakewood, CO 80226. 
Phone 303-987-0582. · 

• 
Market Strategies, Inc. has moved to 

April , 1991 

new, larger corporate headquarters at 1000 
Town Center, Suite 1600, Southfield, MI 
48075. Phone 313-350-3020. Fax 313-

350-3023. The address and telephone 
numbers for the research operations cen­
ter in Livonia remain the same. 

Seaport Surveys Inc. 
Puts New York 
In FOCUS/ 

Seaport Surveys Inc., New York's prerruer telephone, intercept, 
and recruiting operation is proud to announce the opening of our 
·state-of-the-art executive FOCUS facility. No one has earned a 
stronger reputation for recruiting executive and consumer focus 
and one-on-one groups. Now we're a complete, in-house recruit 
and focus facility! Seaport SUIVeys 52 Fulton St., NY, NY 10038 

Call us first at 212/608-3100 or 800/347-2662 . 

Circle No. 311 on Reader Card 
23 



National survey follows 
consumer use of 
financial services 

Equifax Marketing and Elrick and 
Lavidge Marketing Research have jointly 
released results from Financial Forum, a 
national survey of 13,500 households 
containing use and demand information 
for more than 100 financial services. Fi­
nancial Forum is the first survey from the 
Equifax Forum, which obtains first-hand 

information on consumers' needs and 
preferences in the marketplace. 

Financial Forum includes data on 
product usage (i.e., checking accounts, 
credit accounts, life insurance policies) 
within different stages of consumers' lives 
and lifestyle profiles. Lifestyle profiles 
detail the financial behavior of people of 
different ages, incomes, and family situ­
ations with differing financial needs. 
According to John Davis, assistant vice 
president, Consumer Forum, "The study 
results reveal how consumers use combi-

nations of financial services like those 
provided by banks, insurance c:_ompanies, 
and brokerage houses. For example, the 
data might reflect the ages or life events 
at which time consumers start or stop 
using different financial services. Then 
consumers are segmented into ZIP +4 
groups reflecting similar usage patterns 
and household characteristics." This en­
ables Equifax to generate profiles of con­
sumers who would likely be interested in 
different financial services. 

Study results are available as a mag­
netic tape data file by contacting the Fi­

--------------------------------, nancialForumHotlineat800-67P-ANEL. •••••••••••••••• 
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FREE VIdeotaping 
GuarantMCI Recruitment 

Executlvelntervlewa 

Mystery Shopping 

Also available are analytical reports and 
PC Infomark files. Infomark is a desktop 
marketing system with a variety of mar­
keting databases and mapping capabili­
ties . 

New enhancements 
for CHOICES 

Simmons Market Research Bureau 
announces enhancements to its CHOICES 
system. The Crosstab Trender provides 
users with the ability to analyze up to five 
years of Simmons data on a single screen. 
Users can calculate year-to-year differ­
ences from a base year, a prior year, and 
on an average of all the years being ana­
lyzed. Year-to-year differences that are 
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statistically significant can be flagged. 
And output can be sent directly to Lotus 
".WKS" files. Choices has always had 
English language dictionary capabilities 
which eliminate the need for card/col­
umn/punch coding. Now the dictionary 
usage has been expanded to do the search 
for you. With the Dictionary Searcher, 
users type in the subject and the system 
locates the information, eliminating mul­
tiple steps. 

In addition , Choices now has a 
workscreen which is visible throughout 
the input process, so work can be re­
viewed as it ' s being created. Logical op­
erators can be directly entered or edited 
into definitions on the screen, so users 
can view the statement as it's built. For 
more information, telephone Simmons 
MRB at 212-916-8900. 

Demosphere to distribute 
Claritas products 

Demosphere International will now 
distribute the Compass desktop market 
analysis system and PRIZM neighbor­
hood lifestyle target marketing software 

products from Claritas Corporation. 
Claritas welcomes this agreement as a 
means of complementing its primary do­
mestic sales outlets. Likewise, 
Demosphere International has, until now, 
concentrated on market segmentation 
databases for countries other than the 
United States. Demosphere's president, 
Jay Baker, was a founding partner of 
Claritas and helped develop the Compass 
software. For more information, contact 
Demosphere International, 703-241-
0500. 

Data on credit shoppers 
available 

National Planning Data Corporation 
(NPDC) has joined forces with TRW 
Target Marketing Services to offer credit 
shopper market summary (CSMS) data. 
This information is designed for site 
evaluation and target marketing applica­
tions. The data can aid in the evaluation 
of the credit profile of a market area, 
including credit shopper penetration, 
saturation and market potential. In addi­
tion, the data provide information for 

analysis of credit shopper activity to as­
sess responsiveness to new credit offers. 

NPDC has developed a CSMS report 
which can be summarized by geogra­
phies as small as ZIP codes and census 
tracts. Data for larger geographies­
counties, metro areas, Yell ow Pages di­
rectory areas, and user-defined market 
areas (such as rings and polygons)-are 
available as well. Custom reports com­
bining additional, non-credit related in­
formation with the CSMS data can also 
be provided to satisfy specific client needs. 

TRW maintains data files covering 
more than 150 million individual con­
sumers in over 80 million U.S. house­
holds. Information on credit shopper 
households is compiled from more than 
25,000 sources nationwide. Many of these 
sources are governmental bodies which 
regularly provide much of their informa­
tion to the general public. Only general 
credit information is included in this as­
semblage of data. The resulting CSMS 
information reveals nothing about indi­
viduals and is in compliance with all 
regulations governing the use of indi-

continued on p. 39 

HOW TO FIND THE BEST DEAL 
-oN A RANDOM DIGIT SAMPLE. 

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

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

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

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

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

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

(714) 731-8576 
202 Fashion Lane, 

Suite22l, 
. CA92680 Tusun, 

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

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

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

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

Add it up. The best samples. The best service. And a staff 
that's happy to help you with any sampling aspect of your 
study. Then call STS for a quote. 
•Prices subject to change without notice. Warranty is limited to amount paid by client 
to STS for the right to use the particular sample in question. Please ask for a copy of 
our detailed information booklet for exact price and warranty specifications. 
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Defining the system of needs in 
an industrial market 

by Cliff Havener 

Editor' s note: Cliff Havener is presi­
dent of Growth Resources, Inc., aM inne­
apolis-based consulting firm . 

T 
he most functional and funda­
mental means of identifying a 
market is by its systems of 

needs. By literally seeing the purchase 
decision maker' s problem through the 
decision maker's eyes, it is quite easy to 
determine: 

• what combination of product charac-

WE KNOW THAT 
THERE'S NO DRESS 
REHEARSAL FOR 
FOCUS GROUPS 

... THE 1ST 

TIME IS A 

teristics represent real value, 
• how to communicate the product for 

the maximum perception of value, and, 
once that's done, 

• how likely the respondent will be to 
buy. 

This may not be a unique point of view. 
What is unique, however, is the ability to 
precisely define a set of benefits that 
meets needs and can accurately predict 
purchase response. There are some so­
phisticated software packages that pro­
vide some insight, but they don't in cor-

A/RLHAS 

WHAT IT 

"TAKES"!! 

... AND 

EXPERT FULL SERVICE QUALITATIVE CAPABILITY ALSO AVAILABLE 

Based in the 6fh largest city in the U.S.- San Diego, California 

ANAI .. YSIF;/ 
RESEARCH l~I~IIT'ED 

Skylight Plaza. Su ite 180 • 4655 Ruffner St. • San Diego. CA 92111 

(619) 268-4800 FAX (619) 268-4892 
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porate enough context to allow the level 
of clarity and predictability that's possible 
when a perceptive mind looks at market 
needs. 

The real challenge in "need research" 
is in consumer markets, where individual 
values drive attitudes. Attitudes towards 
a subject, combined with the potential 
user's goal for that subject, form attitudi­
nal need systems. When systems of per­
ceived benefit are interfaced with need 
systems, "unmet" or partially satisfied 
needs are identified. 

However, this article is about need 
research in industrial markets, which is 
considerably more straightforward than 
in consumer markets, although it follows 
the same process. What makes it "easier" 
is that each respondent's job--not his or 
her personal values and attitudes-pretty 
well defines his or her priorities toward 
the subject. Consequently, markets are 
more homogeneous, generally speaking, 
with less individual variance from pro­
spective user to prospective user. 

The appropriate starting point is to 
segment the market by the variables that 
create different perspectives about the 
same subject. For example, we recently 
did a study designed to "find a home" for 
an electronic controller for air compres­
sors. 

Specifically, the study had to identify 
the "problems" users of compressed air 
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had with this practice, to determine those 
the controller could solve. Therefore, the 
market segmentation, based on attitudes 
and objectives about use of compressed 
air, was designed to identify different 
problems held by different groups of us­
ers. It was to differentiate need systems. 

This specific controller handled on 
centrifugal compressors, not rotary or 
reciprocating compressors. Step one was 
to identify industries with a high inci­
dence of centrifugal compressors in use. 
The next was to idet:ttify those industries 
where consumption of compressed air 

to their problem-has to be seen as the 
best solution to the problem by each pur­
chase decision contributor in order for it 
to pass through all the screens and be 
actually purchased. Each of these 
"screens" is different-each job has dif­
ferent priorities and concerns. Because of 
that, the "solution" actually must be posi­
tioned differently to the different need 
systems or points of view that make up 
the company's purchase decision pro­
cess. 

In the case of the compressor project, 
we talked to: powerhouse managers who 

were ultimately responsible for the per­
formance of the compressed air supply 
system; plant based manufacturing engi­
neers; corporate based manufacturing and 
energy management engineers; plant 
managers and plant comptrollers. The 
one job didn't interview was "purchasing 
agent," because the definition of both the 
nature of the problem and desired criteria 
for a solution came from various combi­
nations of the above jobs. 

Once we knew who to talk to, the next 
trick was tofindouthow to talk with them 

continued on p. 42 
was a m~or component of tot~ p~nt ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

energy use. The perspective that drove 
this cut is that people make greater in­
ve~tments to solve big problems than to 
solve little ones. 

Once we had a list of those industries 
that were the heaviest consumers of com­
pressed air, we then did the actual seg­
mentation based on the nature of demand 
on the compressed air being produced 
and used. It was likely that an industry 
such as textiles that uses compressed air 
continuously to drive precision equipment 
would view its operations-and hence, 
its needs-very differently from an in­
dustry that used compressed air in batches, 
on fairly coarse equipment such as air 
powered hand tools, like many plants in 
the automotive industry. · 

The focus in designing a theoretical 
segmentation is identifying those funda­
mental factors that are likely to create 
very different definitions of needs from 
one type of prospective user to another. 

The next step in the process was to 
define the purchase decision chain, that 
is, all jobs or positions in the company 
that influence the purchase decision. The 
influence may be direct, as in evaluation 
of the solution offered to the problem, or 
it may be indirect, as in the definition of 
the problem itself. Job titles will often 
change from industry to industry, even 
from company to company. The levels of 
influence of each player in these multi­
level purchase decisions will change from 
company to company. Therefore, in 
scheduling interviews within ariy com­
pany that represents a m~rket segment, 
it's critical to identify who the "players" 
are in that company, and then talk to all of 
them. 

Remember, the product-the solution 
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old, full-service research company 
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The product management/ 
marketing research partnership 
by Paul Colburn 

Editor's note: Paul Colburn is man­
ager, marketing. research, with Glaxo 
Inc., Research Triangle Park, North 
Carolina. 

D 
uring my five years at Glaxo, a 
British-based pharmaceutical 
company, the company has ex­

perienced rapid growth. It is now the 
number two pharmaceutical firm in the 
world and the fifth largest pharmaceuti-

cal firm in the United States. At Glaxo, 
the marketing research department is an 
important part of the marketing team. 
The firm has developed a strong working 
relationship between brand management 
and marketing research. This article fo-

-----------------------------------------------------------, 
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cuses on my formula for success. 

Partnership: as simple as one plus 
one 

One participant's goal is to ask market­
ing questions; the other participant is 
interested in answering these questions. 
This is the working partnership of prod-
uct management and marketing research. 
The word partnership itself suggests a 
definition of two parties allied in a cause, 
working together toward one goal, in this 
case, a business goal. The partnership 
that develops depends upon the two inde­
pendent parties understanding each 
other's needs and goals. 

Communication: as simple as one on 
one 

A major part in any partnership is com­
munication. For communication to be 
successful, a definition of the needed 
information is critical. The problem defi­
nition must create a common understand­
ing for both product management and 
marketing research. 

In addition, the definition of product 
management and mar~eting research 
within a firm must be clear. Questions 
like, "Where is the focus of marketing 
research at our company?" "What is the 
core of the needed information?" "Is the 
focus on the marketing problem, or the 
research methodology?" must be an­
swered. 
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. To paraphrase an old saying, "You are 
only as strong as your weakest part." 
Another way of saying this is, "You can­
not undet:stand the whole picture if there 
is a lack of communication among your 
individual parts." If one participant does 
not understand the true focus of a market­
ing question, communica~ion can become 
mixed: Weakness can occur in the prod­
uct management/marketing research 
partnership when there is mis-communi­
cation or inappropriately defined termi­
nology. 

For a true partnership to be successful, 
we must develop an increased under­
standing and awareness of each other's 
needs, expectations and roles. Not only is 
there a need to define what marketing 
research is, but also to gain a full under­
standing of the role of marketing research. 
This is direct understanding between two 
interdependent groups, one on one. 

Analysts don't just throw darts 
Marketing research doesn't take "shots 

in the dark" at getting information. A 
question comes from product manage­
ment, such as "Where do we want to be?" 
Then, marketing research provides the 
needed information to identify and fill 
the gap between where we want to be 
versus where we are. 

Marketing research can become the 
business function that links the customer 
to the marketer through information. The 
major uses of the information are to iden­
tify and define marketing challenges, re­
fine and check marketing actions, and 
monitor market performance. 

In short, marketing research is not a 
reckless dart thrown at a board hidden by 
uncertainty. Rather it is a concise, 
streamlined dart guided to a board by the 
hand of product management. The board 
is not a vague pool of data, but rather the 
proper target data to answer the market­
ing questions facing the product team. 

The role of marketing research 
Defining marketing research does not 

offer an understanding of the role of mar­
keting research. The role of marketing 
research can be broken down into 5 
phases: 

1. Specify the information needed to 

continued on p. 50 
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Business Intelligence 
continued from p. 17 

Business intelligence defined 
Business intelligence has many facets, 

as illustrated in this chart. It is an analyti-

cal process that transforms raw data into 

...:===============================~ relevant, accurate, and useable strategic 
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knowledge- and in short timeframes. It 
is information about a competitor's cur­
rent position, historical performance, ca­
pabilities, and intentions. It is informa­
tion about the driving forces within the 
marketplace. It is information about spe­
cific products and technologies. It is also 
information external to the marketplace, 
such as economic, regulatory, political, 
and demographic influences that have an 
impact on the market. 

Continuous monitoring and 
benchmarking of competitors, custom­
ers, suppliers, and other industry forces 
should be an integral part of the overall 
strategic management function of all 
companies. Continuous monitoring pre­
vents a company from being surprised. 
By keeping apprised of industry develop­
ments and competitive activities, a com­
pany can take appropriate and timely 
action. 

The historical problem with business 
intelligence has been that it has not been 
organized. It has been performed in a 
random, haphazard manner by employ­
ees using only the most common sources 
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of information. The employees read trade 

journals. They attend trade shows. They 

talk to t\leir salespeople or have them 

record intelligence on their call reports. 

But they have not gone beyond these 

kinds of activities or used them as a 

springboard for unearthing the more 

valuable information that is available. 

The most important reason: To avoid 
surprises. 

Holiday Inn used to advertise, "The 

best surprise is no surprise." This maxim 

also applies to business intelligence. 

Nothing is worse than to be surprised by 

a competitor's move in the marketplace, 

when the information easily could have 

A by-product of this activity will be greatly 

improved long-term, and even hort- term, 

planning. 0 

been obtained well in advance. Business 
The many benefits of a formalized intelligence can help to identify threats 

approach and opportunities in the marketplace, and 

Want more 
information from 

advertisers? 

Use the reader 
reply card. As much as 95 percent of intelligence it can help companies gain a competitive 

is available just for the asking. The advantage by decreasing reaction time. 
challenge is to build an informal network 
ili~activclyseeksoutilieinfurmationin ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

a routine and systematic manner. 

This does not imply a large mecha­

nized system or organizational empire. It 

means a formalized process for gathering 

and analyzing information. 

Effective strategic management does 
not start or stop with senior management. 

Business intelligence must not either! 

For example, the sales organization needs 

to know what the competition is offering 

and how the company's products and 

services can be differentiated. Produc­

tion and distribution managers need to 

know what new techniques competitors 

are using to improve quality, maximize 

efficiency, and reduce costs. 

Just as business intelligence is used at 

all levels, it must also be collected at all 

levels. Wherever and whenever business 

intelligence is found, it must be synthe­

sized and disseminated to those in the 

organization who need it. This process 

must become a natural part of the daily 

business routine. 

Organizing to effectively exploit busi­

ness intelligence does not require an ex­

tensive centralized staff, sophisticated 
systems and techniques, and a large bud­

get. What it does require is a small num­

ber of employees and just one coordina­

tor who makes the most of his or her time 

by utilizing others in the organization. 

The coordinator actively promotes data 

gathering, summarizes the results, pre­

pares reports and distributes information 

to those who need it. 9thers throughout 

the organization collect data and analyze 

its potential impact. 

You may ask, "Why engage in busi­

ness intelligence activities?" 
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faster than a well,oiled skateboard. 

Until now. TeenEXCEL, ICR's 
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interviewing methodology to reach 
a statistically sound, representative 
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weekly, Monday through Sunday 
basis. 

Like its parent EXCEL for 18+ 
adults, T eenEXCEL turnaround is 

faster than the proverbial hare, 
with topline data available the day 
after interviewing top (Monday) 
and full tabs in your hands two days 
later. 

With T eenEXCEL, you can 
reach teens quickly, at a fraction of 
the co t of a custom survey. 
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U.S. 12 + market, on a weekly basis. 
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reach teens for less. 
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Affinity 
continuecf from p. 9 

in a wide range of industries, with the 
goal of uncovering the variables that make 
up affinity towards a publication. These 
groups generated a list of 120 factors that 
fell into seven categories: value, edito­
rial, advertising, format, organization, 
qualitative measures, imagery, and 
psychographies. The groups were 'struc­
tured to obtain responses from readers of 
publications that prior research had shown 
had low, average, and high levels of af­
finity. 

The second phase was designed to trim 
the 120 factors to a more manageable 
number. "We realized that there was re­
dundancy on the list, so we moved to the 
data reduction stage, which was intended 
to reduce that list of 120 items to the key 
underlying constructs," Yaffee says. 

Questionnaires were mailed to 3,000 
readers ( 1 ,000 in each of three industries) 
of a wide range of magazines. to get re­
spondents in high-tech vs. low-tech in­
dustries , large vs. small companies, and a 
range of publication formats-tabloid, 
standard magazine size, etc. The result-

ing items were tested again in the final 
phase, a pilot Affinity study of over 5,000 
readers across five industries-interior 
design, electrical engineering, construc­
tion, MIS/information management, res­
taurants/foodservice. 

More reliable 
Y affee says that because Affinity is 

standardized, it offers more reliable data 
than that obtained from the usual reader 
preference studies that publications per­
form. "In a reader preference study, you 
choose the questions you're going to ask, 
and you know what you 're publication 's 
strengths and weaknesses are. What we 've 
heard from (media buyers) is th.at they 
often discount the answers they see in 
reader preference reports because they 
know that publications are only asking 
about their strengths." 

Affinity also serves as a diagnostic 
tool, Yaffee says. "We don ' t just say, 
'O.K. here's your score.' We also pro­
vide crosstabs that enable people to go 
into the data anp to look at the percent­
ages of people that agree or disagree with 
each of the statements, and to flesh out to 
the extent possible some of the questions 
that arise from the research." 

The system can be used, for example, 
by a publication in a highly competitive 
market as a "tiebreaker" of sorts to differ­
entiate itself from other industry maga­
zines. Also, publications that aren ' t nec­
essarily the biggest in their industry but 
feel they have strong reader loyalty can 
use the system to document that loyalty. 

"Affinity has really struck a chord with 
a lot of magazines who have never posi­
tioned themselves in terms of the size of 
their audience but who have positioned 
themselves in terms of the quality of the 
publication and the reader loyalty they 
generate. 

"One of the important ideas behind 
Affinity is that a publication with high 
affinity will have a better than average 
likelihood of being read thoroughly and 
of having advertising seen and advertis­
ing used. So for those publications that 
have really bought into the whole notion 
of the relationship between the reader 
and the audience rather than strictly the 
size of the audience, Affinity has touched 
on something that they 've been selling 
for a long time." 0 
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Retooling Focus Groups 
continued from p. 1 0 

search the same decision makers year 
after year. In those instances, how the 
respondents are treated by the facility and 
moderator determines if they will return. 
Some participants may also be present or 
potential customers of the (identified) 
sponsor of the research. These respon­
dents must be treated with the utmost 
consideration and respect. Sometimes you 
may have to interview all qualified re­
spondents who show up, rather than lim­
iting it to a group of six or eight, because 
these business people want to participate. 
Most industrial respondents do not want 
to be paid and sent home without partici­
pating after they 've "psyched" themselves 
up for the discussion. 

When there is a very limited pool of 
respondents, and you have interviewed 
most of them in a focus group series, 
should you then do a quantitative survey 
with the same people? If you thoroughly 
understand the respondents ' points of 
view, and they ARE the universe, why go 
further? 

When I have interviewed 50 or 60 
buyers and potential buyers of a piece of 
equipment or business-to-business ser­
vice, I generally do not recommend fol­
low-up quantitative research. There is no 
need to project from the sample; we know 
the opinions of most of the key popula­
tion. To my knowledge there is no 
equivalent situation in consumer research. 

The last consideration determined by 
the limited pool of respondents in busi­
ness-to-business research is that the group 
members may be competitors, potential 
competitors, and/or they might already 
know each other. Might this affect the 
quality of your information? Yes! Is there 
something you can do to mitigate the 
situation? Yes! 

What I have found works best when 
faced with a room full of competitors is to 
explain upfront that they will not be asked 
to divulge proprietary information, nor 
will they be pressured to answer any 
question they wish to avoid. I have found 
that if you give them the freedom to say 
no, they generally will not use that right­
. and they will freely tell you everything 
you need to know. 

Confidentiality 
Although confidentiality concerns may 

arise in consumer focus group research as 
well, they are not as common or as critical 
as they are in industrial focus groups. 

First, as was mentioned previously, 
sometimes in the course of recruiting 
business people it is necessary to divulge 
the name of the sponsoring corporation. 
In those instances, the respondents will 
not only learn of a new product idea, they 
will also know which company is devel­
oping it. 

Second, since most industrial markets 
are smaller than consumer markets (and 
there is more communication between 
them), there is more concern about re­
spondents revealing to others within the 
industry what they learned in the focus 
group. These potential breaches of confi­
dentiality may be mitigated somewhat by 
thorough security screening and the use 
of confidentiality agreements signed by 
each respondent prior to the group dis­
cussion. 

The third issue relating to confidential­
ity is quite unique to the business-to­
business marketing research arena. What 
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if a member of the client's marketing 
team hears a potential large customer say 
in a focus group discussion that he or she 
wishes a sales representative would call 
relating to the products or services dis­
cussed? Is that information used, or is a 
large sale passed up in order to com­
pletely separate the research from the 
sales function? 

What I do in this type of focus group 
situation is try to have an agreement 
upfront with my client to determine the 
sponsoring corporation's preferred reac­
tion to this temptation ~ If there is no 
agreement upfront, I will wait unti~ the 
group has concluded and then ask the 
potential customer/respondent if he or 
she would like me to pass along that 
request for a sales call. If the respondent 
wants a sales representative to call, I do 
not consider it a violation of research 
principles to pass on the information. 
Both the respondent and client benefit 
from this communication. 

However, the fourth and final point 
relating to confidentiality is th.at informa­
tion gained in the backroom of a focus 
group session should NOT be used by the 

client unless he or she is acting in re­
sponse to a group member's request. In 
other words, unsolicited sales calls should 
not be made as a result of focus groups, 
and information about customer needs 
revealed in a research discussion should 
not be used to better the client's standing 
with individual respondents. Again, 
business-to-business research often draws 
from a limited pool of respondents. If 
group members hear their focus group 
words repeated back to them in unsolicited 
and unwanted sales calls, they may cur­
tail or eliminate any future focus group 
participation. 

Subject matter expertise 
In the case of consumer qualitative 

research, either the moderator knows more 
about the subject matter than the respon­
dents, or they are on about the same level 
of expertise. Furthermore, consumers do 
not necessarily expect or need the mod­
erator to be an expert on the subject 
matter. They will gladly explain their 
actions or reactions, providing more depth 
and texture to the research. 

On the other hand, business people 

expect that either the moderator will have 
a working knowledge in their field, or at 
least have sufficient understanding so 
that the group is not bogged down by 
having to explain basic points. 

I have found that it is not necessary for 
the moderator to be an expert in the field 
(as some believe). It is easier to take a 
professional moderator and provide him 
or her with sufficient background through 
a client-prepared briefing paper on key 
issues and technical terms than to take a 
subject matter expert and teach him or her 
group management and research skills. 

In some cases, it has been necessary to 
have a technical expert in the focus group 
room during part of the discussion to 
demonstrate and/or answer questions 
about a new concept or piece of equip­
ment. That person needs to be thoroughly 
briefed in advance about his or her role, 
and should not be the idea's prime sup­
porter. 

The technical expert should be able to 
answer questions and present C<?ncepts in 
a matter-of-fact way, a hard sell approach 
might bias the results in one direction or 
the other. It is also imperative that the 
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moderator maintain control of the group 
discussion. No matter what his or her 
actual position is, the technical expert is 
in the group as an assistant to the modera­
tor, and that" relationship should be crys­
tal clear to all group members. 

I have also found that over time and 
repeated projects in an industry, the 
moderator's knowledge of the industry 
will expand to the point that less client 
involvement will be necessary to clanfy 
points either before or during a group 
session. 

Dominant group member 
Subject matter expertise also plays a 

role from the respondents' side in busi­
ness-to-business research, often encour­
aging a dominant group member. 

While it is certainly possible and com­
mon to have a respondent in a consumer 
group vie for group leadership with the 
moderator, it is generally difficult for 
such a person to establish a leadership 
position on the basis of anything other 
than personality characteristics. Not so in 
industrial research. 

Quite often a respondent will be re­
spected and thrust into a leadership posi­
tion by the other group members on the 
basis of his or her position, years ·of 
experience, or particular expertise. While 
it is important to secure the opinions and 
reactions of these individuals, it is also 
important to make sure they don ' t unduly 
influence the opinions of the other group 
members--or worse, intimidate them into 
silence! 

Certain actions can be taken by the 
moderator to minimize the possibility of 
a dominant group member, and to deal 
with one should he or she appear: 

In setting up the project, specific ques­
tions can be included in the screening 
questionnaire to select those with an ac­
ceptable level of knowledge and experi­
ence. Business-to-business focus group 
members should be as homogeneous as 
possible in their background and current 
job responsibilities. Those with much 
higher levels of experience and job re­
sponsibilities can be questioned iQ a 
separate mini-group or one-on-one inter­
view. 

No matter how diligent the recruiting 
process, there will still be intra-group 
differences in knowledge on particular 
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subjects. Thus, I always state in my intro­
duction that there are differences in back­
ground and experience among the group 
members; all opinions are valuable, and 
at times there will be disagreement, which 
is natural and acceptable. 

There have also been projects where 
because of their nature I had respondents 
with very different backgrounds and lev­
els of education around the table. For 
example, I did a study for a major finan­
cial institution where I had very highly 
paid real estate attorneys, real estate sales 
representatives, building inspectors, and 

small real estate investors all in the same 
discussion group. The income range of 
the participants was from $30,000 per 
year to $300,000 per year. In order to 
minimize any potential dominant influ­
ences, I did not ask (nor let) these people 
introduce themselves with any informa­
tion relating to their occupation or em­
ployer. All they knew was that they each 
had some involvement in the real estate 
industry, and with that limited informa­
tion they related very well. 

A technique that I also use at times i!l 
consumer research is to have participants 
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write their answers to key questions be­
fore giving them verbally. This guaran­
tees originality of response, and once a 
group member has committed himself or 
herself in writing, they will generally 
offer that answer even if it is the minority 
opinion. (I also ask them to write their 
first names on the papers, and I will check 
their responses when I am writing my 
report to make sure that what they said 
agreed with what they wrote.) 

In instances where one or two respon­
dents do disagree with the majority, I 
have found it ta be important to support 
their individuality through my words and 
non-verbal reactions, In those ins!ances, 
I stress that what each has to say is impor­
tant, and I remind the group that at the 
beginning I mentioned that there would 
be some disagreements-as there are in 
the real world. 

One of the most interesting questions 
relating to the effects of group members 
on each other is the question of education 
in the group. In consumer research, the 
participants are generally educated by 
the moderator or the materials distrib­
uted. This is a controlled education pro­
cess and it is easily considered in analyz­
ing their reactions. In business-to-busi­
ness. research, the moderator must be 
aware of how much respondent-to-re­
spondent education is taking place, and . 
its possible effects. At times, this educa­
tional process must also be controlled. 

For example, in a consumer group if a 
respondent says she doesn't like the taste 
of toothpaste XZ, the other group mem­
bers will not necessarily conclude that 
brand XZ doesn't taste good. However, if 
the telecommunications manager of one 
of our largest corporations recounts the 
problems encountered with a particular 
long distance carrier, respondents who 
have not had personal experience with 
that carrier will probably take that advice 
very seriously. 

Thus, at times it is necessary to order 
the discussion in such a way that this type 
of education does not take place until 
after key questions have been addressed. 
In addition, when group members do 
educate each other, I ask myself if it is 
something that might have happened in 
the real world. Do they normally share 
experiences with colleagues? Could this 
conversation have happened on the job, 
or at a conference? The artificiality of the 
focus group situation must be considered 
in analyzing the results of business-to-

business focus groups. 
I also recommend videotaping indus­

trial focus groups in order to help identify 
who made which comment. Often the 
respondents will have different back­
grounds and needs-it is important to 
know how each has reacted to the con­
cepts and ideas presented. When the 
groups are not videotaped, I will try to 
call on respondents by name as much as 
possible so that I can identify their com­
ments when I listen to the tapes. 

This technique also minimizes the in­
fluence of potentially dominant group 
members, as you can identify minority 
opinions, even if they are only voiced 
once. In addition, since those respon­
dents who try to dominate tend to inter­
ject similar comments over and over, you 
can differentiate that situation from hav­
i~g many respondents presenting and 
agreeing with a particular point. 

The final technique to minimize the 
potential influence of dominant group 
members is to keep group size small. 
Business people love to talk ab_out their 
occupations and their industries. The more 
knowledgeable they are, the more they 
have to say. In a group of 10-12 you will 
certainly have 3-4 who say very little 
because they are not aggressive enough, 
or feel others have more to say. There­
fore, group size should be limited to 6-8 
so the moderator can make sure that each 
participant has sufficient time to provide 
his or her input. 

Conclusion 
We have seen that special care and 

advance planning are needed for success­
ful business-to-business focus groups. 
Industrial research is different from con­
sumer research because of the demands 
of 

• specialized recruitment 
• limited pool of respondents 
• confidentiality 
• subject matter expertise 
• dominant group members 
Business-to-business focus group re-

search is generally more expensive than 
consumer focus group research because 
of additional recruiting and incentive 
costs. But the reality is, we receive the 
professional opinion and expertise of key 
business people, who often purchase 
thousands of dollars of our products. 
Therefore, if done correctly, the $40-50 
per hour that we pay them is actually a 
bargain. Most of us probably pay more to 
have someone fix the office copier! 0 
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Product and Service Update 
continued from p. 25 

vidual credit data. The data is then pro­
vided in summary form to NPDC for 
delivery to clients in standard or custom 
report formats. 

NPDC's CSMS information can be 
output as printed reports, displayed Of1 
color-shaded maps and furnished in a 
form for use with popular database man­
agement, spreadsheet, and mapping soft­
ware. The data are also accessible through 
NPDC's "MAX Online" system as an 
optional database in the company's 
"Prime Location" desktop product. For 
more information, contact NPDC at 607-
273-8208. 

Census data now ready 

CACI Marketing Systems has released 
1990 census data in readily usable for­
mats, including reports, diskettes, mag­
netic tapes, CD ROMs and PC systems. 
The census data is being released by the 
U.S. Census Bureau on a state-by-state 
basis. Because of this, CACI processes 
the data immediately to make it available 

for all businesses looking to learn more 
about their current and future markets. 
The list of available states will be updated 
weekly. 

The data that are available include: 
total population counts, by racial group, 
total population counts for ages 18 and 
over by racial group, Hispanic popula­
tion counts, Hispanic population counts 
for ages 18 and over, and housing unit 
counts. CACI will make tqis data avail­
able for any location requested: radius 
around a street intersection, census tract, 
block group, town, county or state. For 
more information, contact Eric Cohen at 
CACI at 703-218-4402. 

Monthly directory keeps 
track of corporate 
ownership changes 

A new monthly directory offering up­
to-date information on U.S. corporate 
ownership is now available on a sub­
scription basis from On Demand Data. 
Called The Corporate Tree, the 1200+ 
page directory cross references all major 
U.S. corporations to their divisions, 

groups, subsidiaries, and affiliates. It 
provides current information through the 

use of high speed printing technology. 
Editorial material is updated daily and 
incorporated monthly into the directory. 
The Corporate Tree lists over 35,000 
entries of major U.S. corporations, their 
divisions, groups, subsidiaries, and af~ 
filiates, including those listed on the New 
York Stock Exchange and Fortune 1000 
companies. The directory is available by 
annual subscription or single copy. Cus­
tom services are available. For more in­
formation, call 800-753-0037. 

When you need 
to reach 

Ethnic market segments: Diverse and 
flourishing, they represent real economic 
clout. 

But measuring perceptions and evaluating 
buying patterns in these markets demands a 
special brand of insight. ethnic markets, 

weve got 
the insight 
track. 
7b learn more about how EMR can meet your research needs, call or 
write for information about our mall and focus groups facilities: 

Ebony Marketing Research, Inc. 
193-34 85th Road, Holliswood, Jamaica Estates, NY 11423 
Phone: (7'18) 217-0842 • Fax: (718) 526-3312 
2100 Bartow Avenue, Baychester, NY 104 73 
Phone: (212) 320-3220 • Fax: (212) 320-3996 

Insight that translates to valid data. Not just 
warmed-over stereotypes. 

Experienced and incisive, we've got the 
facilities, the staff and the know-how to probe 
the segments you want to study. And to deliver 
the data you need. 

Whatever your research requirements, from 
-.focus groups to quantitative sampling, call 
Ebony Marketing Research. We'll give you a 
new perspective on ethl}ic markets. 
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Survey Monitor 
continued from p. 21 

pension for drunk driving offenses. 

Confidence in banking 
system wanes 

are more confident. However, the major­
ity (52%) remains about as confident as 
last year. 

Americans who depend on one finan­
cial institution for services are now in the 
minority. About 40% of people continue 
to use a single financial institution. But, 
according to the poll, nearly 60% use 
multiple institutions. Of those, 31% use 

. According to a recent national tele- two, 17% use three, and 11 % use four or 

phone survey conducted by Maritz Mar- more. 
keting Research, over 1/3 of A~·ericans Meeting service expectations has he-
are less confident in the U.S. banking come a critical strategy in today's com­
system now than a year ago. A few (7%) petitive marketplace. Over 90% of 
----------------. Americans say their primary financial 

institution meets th,eir expectations all or 

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

most of the time. Seven percent ·say their 
expectations are met only some of the 
time. 

Most people are satisfied overall with 
their primary financial institution. On a 
scale of 1-10, with ten being very satis­
fied, a full 1/3 rate their satisfaction a 
perfect 10. Eighteen percent rate their 
satisfaction as a 9, while 26% say it's an 
8. 

"In general, these are very favorable 
scores," says Beth Nieman, research 
manager at Maritz, "but there is signifi­
cant room for improvement. Ideally, a 
firm needs as high a score as possible to 
retain customers and continue to grow. 
Financial institutions with scores of 7 or 
below (23%) may be particularly vulner­
able to competitors." 

Interestingly, almost twice the number 
of women as men give financial institu­
tions a perfect score on customer satis­
faction. Forty-three percent of women 

rate it a 10, whereas only 23% of men do 
so. 

Economic woes increase 
coupon use 

In a recent survey by NCH Promo­
tional Services, the nation's largest cou­
pon processor, 54% of shoppers inter­
viewed said the recession has caused them 
to increase their use of coupons for gro­
cery products and health and beauty aids. 
Seventy-five percent said they intend to 
increase their use of coupons in the com­
ing year. 

Smaller churches have 
difficulty reaching teens 

About half of all churches in America 
have fewer than 100 people in the congre­
gation. A study by the Barna Research 
Group suggests that these small churches 
may be having a limited impact on the 
spiritual lives of the teenagers to whom 
they minister. The study, Today's Teens: 
A Generation in Transition, details some 
of the differences between teenagers who 
attend a church with fewer than 100 people 
and those who attend a larger church. The 
findings reveal differences in the spiri­
tual beliefs and involvement between the 
two groups of teens. 

For instance, whole 69% of the teens 
from larger churches call themselves "re­
ligious," only 48% of the respondents 
from smaller churches would use this 
term to describe themselves. In looking StatPac Gold is a well-behaved 

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

~--------------------....... toward what they 
want their adult life to 
be like, teens from 

MOST AMERICANS USE MORE THAN larger churches were 

Call Now: (612) 866-9022 

Ask for our free report on 
Designing Better Questionnaires. 

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

StatPac is a registered trademark of StatPac Inc. 
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ONE FINANCIAL INSTITUTION more likely to regard 

%Of Those Who Use: 
having a close rela-
tionship with God as 
a very important pri­
ority (62% to 49% ). 
They were also more 
likely to place a high 
priority on being part 
of a local church when 
they are adults than 
were teens from 
smaller churches 
(49% to 34%). 

Teenagers who at­
tended a church with 
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100 or more people in the congregation 
also tended to have a more active in­
volvement in the life of the church than 
did teens from smaller congregations. 

Among teenagers from smaller churches, 
only 20% read the Bible in the week 
before their interview, and only 40% had 
attended church. 

Not only were 
,...---------------------------,teens in larger 

Group, says that ministry to teens is very 
different from ministry to adults. "Teens 
form a unique subculture in our popula­
tion, with a unique set of needs, prob­
lems, and goals. Trying to reach them in 
the same way adults are reached will not 
address this unique position." 

Comparison of Teens in Churches with Fewer than 100 People 
to Teens in Churches with 100 or More People 

I I D Teens in Large Churches 
Read the Bible 33% r:J Teens in Small Churches 

in the past , • .,.,..,..,..,..,..,.. 
seven days ...................... ~i 20% 

'!\.'!\.'!\.'!\.'!\.'!\.'!\.·W 

C~l 169% 
~~lv~ .......................................................... .. 

religiOUS o'•o'•o'•o'•o'•o'•o'•o'•o'•o'•o'•o'•o'•o'•o'•o'•o'•o'•o'•o'~l48Vo ....... ,.,.,., ....... , ............................ ,., 
......... ,. .... ,. ....... ., .... J'•tl•,•tl•l'•t!'•l'•l'• ..... . 

churches more 
involved, they 
were also more 
likely to agree 
strongly with a 
number of state­
ments about ba­
sic Christian be­
liefs. For ex­
ample, 79% of 
the teens in larger 
congregations 
agreed strongly 
that, "Jesus 
Christ rose from 
the dead and re-
appeared on 
Earth after His 

Barna offers a few possible reasons 
why smaller churches may lag behind 
their larger companions in ministry to 
teens. "Many small churches are under 
the leadership of a single pastor, who is 
expected to act as leader, counselor, busi­
ness director, and teacher. The pastor is 
also expected to address the needs of 
various groups within the congregation, 
including teens. 

L...--------------------------' resurrection," 

"In many cases, that pastor has neither 
the time nor the gifts to reach out to teens 
in an effective manner. Some small 
churches also lack a sufficient number of 
teens to have an effective program, or the 
church may be relying on lay people who 
are not truly prepared toministerto today's 
teenager. Those churches often end up 
trying to reach teens the same way they 
minister to adults, because they aren't 
able to reach out in any other fashion." 

Among the teens from larger churches, 
33% read the Bible in the week preceding 
their interview, and 62% went to church. 

April, 1991 

compared to 55% 
of the teens from smaller churches. 

qeorge Barna, president of the Glen­
dale, California-based Barna Research 

MATRIXX MARKETING 
RESEARCH 

Delivers Quality Services 
(On-Time and On Budget) 

• Survey Work 

• Data Processing 

• Focus Group Recruiting/Facilities 

• Geo-Demography 

• Copy/Central Location Testing Recruiting 
and Facilities 

We provide field work only or full service as required. 
We deliver quality, on-time and on budget. For an on­
the-spot bid, 

MA TRIXX MARKETING INC. 

a Cincinnati Bell company 

RESEARCH DIVISION 
Cincinnati, Ohio 
1-800-323-8369 
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Needs 
continued from p. 27 

so as to obtain their whole view of the 
situation. Most so-called need research 
focuses too tightly, too soon, on the appli­
cation or use situation. Interviewers might 
open by asking, "How do you feel about 
how your compressors are operating 
now?" or worse, assume a benefit of this 
product and present the "solution" in 
whatever choice of words they·· and/or 
their client dreamed up without under­
standing the potential buyer's perspec­
tive. Then they might ask for a reaction to 
the "concept." 

To obtain "context," start with the 
person's job responsibilities. Define his 
or her priorities for doing the job. Deter­
mine how the person in the job sees his or 
her own career advancement, because 
when it comes to any decision, that deci­
sion will almost always be primarily 
driven by that person's perception of"how 
'to get ahead." 

Once this has been defined, then move 
to how the product application at hand 
does and does not support "doing a good 
job." For example, in the compressor 

situation, one plant manager whose num­
ber 1 priority was to increase plant pro­
ductivity had a list of eight areas of pro­
ductivity that needed to be tightened up. 
Compressed air wasn ' t on the list in any 
form. How receptive do you think he 
would be to any promise of solving com­
pressed air problems? How articulate will 
he be at describing problems with com­
pressed air? Once you know the subject is 
so low on a respondent's priorities that 
it's effectively a non-subject, end the 
interview. Whatever he might say after 
that is worth nothing. 

Another plant manager had just re­
ceived a top maqagement dir_ective to 
reduce energy costs. He'd also been told 
by the corporate energy engineer that 
compressor blow-off (oversupply that is 
exhausted into the atmosphere and thus, 
wasted) could be as much as 30% of his 
compressor energy consumption and 15% 
if his total energy cost. Now, in the con­
text of "doing a good job," how likely is 
this guy to pay attention to compressor 
issues? 

From this level, we get even more 
specific. The respondent defines the na­
ture and dimensions of the problems as he 

sees them. That's his "need profile." For 
example, assuming that blow-off is oc­
curring at the estimated level, why? Well, 
in his view, it's a combination of several 
factors: 

1. Production changes its demand for 
compressed air ignificantly, hour to hour 
and shift to shift. 

. 2. The powerhouse uses different 
combinations of compressors to supply 
different demand levels. 

3. Rotaries come up fast but are inef­
ficient for constant demand. Centrifugals 
have the opposite characteristics, etc. 

There are several more factors that 
constitute his view of "the problem" and 
often, these come from specialists like 
corporate energy engineers and manu­
facturing design engineers. 

Once the whole view of the usage/ 
problem situation is defined, then isolate 
which factors or factor interactions con­
tribute most to the essential problem. In 
the compressor situation, the essential 
problem is waste, due to blow-off. 

In this plant manager's mind, the pri­
mary cause of blow-off (key factors) was 
an inability of the powerhouse staff to 
anticipate changes in demand and then 

Our SoftWare Didn't Make 
Our President Go Bald! 
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And you won't tear your hair out either when 
you use software from Analytical Computer. 
Our PC-based interviewing, data entry, 
cross tabulation, and 
data manipulation 
software are designed to 
be easy-to-use so you 
spend your time in work 
... not in frustration. 

Easy-to-use because we provide menu 
driven screens, thorough documentation, 
comprehensive training and first rate support. 

And when you're up to your hairline in 
work, call on us for data entry,· coding, 
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programming services. 
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pull your hair, think of our President ... 
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figure out which compressors to reduce 
or increase, and by how much, relative to 
changes in demand, so that their com­
bined output fluctuated in sync with de­
mand. This synchronization, he believed, 
would eliminate blow-off caused by over 
supply yet would supply all the power 
needed up and down the demand cycles. 

The interviewing process I've just de­
scribed can be diagrammed as shown. 

The complete definition of "the prob­
lem" in this example is: "To look good in 
the context of management's directive to 
reduce plant energy costs, this plaqt man­
ager is seeking a means of instantaneously 
adjusting and balancing a bank of com­
pressors to bring it into synchronization 
with fluctuating demand, thereby reduc­
ing waste sufficiently (50% or more) that 
it will be reflected in reduced plant en­
ergy costs on the plant's operating state­
ment." 

whole problem and doesn't show this 
plant manager how his electronic con­
troller will very likely produce lower 
energy costs on the plant's operating 
statement, he's not likely to "sell" this 
prospect. 

If you, the interviewer, know what the 
product can do, and you've done the need 
research accurate I y, you should know the 
respondent's likelihood of purchasing it 
before you ever communicate the 
product's attributes to him and ask him 
how likely he is to buy. But doing so is a 
good test. If the respondent's answer 
doesn't match your expectation, you've 
missed something along the way. Now 
you get to go back and find out what it 
was. 

The combination of understanding his 
goal, his motivation, his view of the whole 
condition where the problems exist and 
his view of the major factors causing the 
problem come together to form a picture 
of"the problem" which is both complete 
and accurately emphasized. If the electronic controller could pro­

.----------------------, duce these results, what 

Job Responsibilities-­
The "Big Picture" 

Area of Application 

the plant manager would 
buy would be "sufficient 
reduction in plant energy 
costs so that it was clearly 
reflected on the plant's 
operating statement" be­
cause he's buying career 
advancement, not an 
electronic air compressor 
controller. 

Identifying groups of prospective buy­
ers who have common views of their 
problem creates true definitions of mar­
kets based on attitudes. Identifying the 
view of the problem that most highly 
values your solution creates true target 
market definition. 0 
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If the manufacturer 
doesn't understand the 

Our free booklet on research for 
business could maktD'OU the smartest 
person in your finn.Hut,not for long. 

During difficult economic times the best informed businesses (and business people) are often 
the only ones that survive. 

Since 1964, SIR has helped thousands of businesses get smart by providing custom research 
projects in virtually every industry. Accurate information can help businesses create name aware­
ness, plan advertising campaigns, desigri new products and services, identify customer concerns, 
improve package design, pick the right distributor, identify a competitor's weaknesses and pick the 
right site for new locations. 

We can't name names, but we can tell you how our clients utilized primary research techniques 
to help them achieve success. Using case studies, these stories and others are d~ed in our free 
~klet. · 

SIR, a full service custom marketing research company, serves national and regional consumer 
and business-to-business clients, providing attitude surveys, new product tests, focus group inter­
views, feasibility studies, advertising effectiveness surveys and 
customer satisfaction studies. For a free ~klet containing case 
histories as well as descriptions of various research techniques, 
call Robert M. Miller, President, or Richard G. Steele, Executive 
Vice President. Phone (804) 358-8981 or FAX (804) 358-9761. 
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Discrete choice--a reply 
continued from p. 15 

required. There are two reasons for this. First, discrete choice 
studies often employ compromise designs, which require many 
more product descriptions to be evaluated. Second, and more 
importantly, the number of product descriptions is only one 
determinant of the size of the discrete choice task. Unlike 
conjoint studies, where product descriptions are evaluated one 
at a time, in discrete choice analysis the respondents evaluate 
scenarios consisting of sets of product descriptions. 

For example, if a discrete choice study employed a simple 
orthogonal array requiring only 16 product descriptions, but 
had respondents evaluate scenarios involving four products­
i.e., select which four products they most prefer-1820 sce­
narios would normally be required. While techniques exist to 
reduce this number, these cannot reduce the number to a 
manageable level for a single. respondent. 

Therefore, even if a discrete choice study involves a rela­
tively small number of product descriptions, the number of 
scenarios that must be evaluated is generally much larger than 
a single respondent can handle. 

For this reason, discrete choice studies generally cannot 
evaluate each respondent's utility function , but must rely on a 
group-level or aggregate utility function. This has very impor­
tant consequences. 

If a market is segmented-that is , if consumer preferences are 
not identical-use of aggregate level analysis can create serious 
problems. This is a matter of great practical importance, since 
virtually all real world markets are segmented. Statisticians and 

----------------------~ econometricians refer to this problem as aggregations error. In 

RDA 
Research Data Analysis, Inc. 

470 Enterprise Court 
Bloomfield Hills, Ml48302 

(313) 332-5000 • FAX: (313) 332-4168 

FOCUS GROUP FACILITY 

In its newly-expanded facility, ADA offers a luxurious 
focus group room which comfortably accommodates up 
to twenty observers and is equipped with professional 
grade audio and video taping/editing equipment. The 
integration of a full kitchen expands the versatility of this 
room for use with various research topics. 
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layman's terms, this is what happens when you add apples and 
oranges. 

We'll use a simple example to illustrate the effects of aggre­
gation error. Suppose we are studying a product that can be 
described by two features-Brand and Price-and that there are 
two equal sized market segments, A and B. The "true" utility 
functions for each segment are shown below: 

Segment A Segment B 
Brand A: 2.0 Brand A: -2.0 
Brand B: -2.0 Brand B: 2.0 
Low Price: 1.0 Low Price: 1.0 
High Price: -1.0 High Price: -1.0 

That is, both segments feel that Brand is twice as important 
as Price, but Segment A prefers Brand A while Segment B 
prefers Brand B. While this is an artificial example, it is similar 
to the situation for "mood items" such as various beverages and 
perfumes. 

An individual-level analysis will yield the correct results, as 
each respondent's utilities for Brand and Price are recovered. 
On the other hand, an aggregate-level analysis will result in 
serious errors, as shown below: 

Aggregate-Level Analysis 
Brand A: 0.0 
Brand B 0.0 
Low Price 1.0 
High Price -1.0 
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The aggregate-level analysis averages the results of all re­
spondents, implicitly assuming they all have identical prefer­
ences and utility functions. Based on this aggregate analysis, 
the researcher would conclude that consumers are indifferent to 
Brand, and are only concerned with Price. Decisions based on 
such analyses would prove quite costly, since Brand is actually 
twice as important as Price. 

In fact, aggregate-level methods are inconsistent with basic 
marketing concepts-that the marketer should identify the 
needs of individual consumers and attempt to fill them. Aggre­
gate-level methods assume that the market is totally 
unsegmented-a situation which rarely, if ever, exists. Thus to 
the extent that discrete choice analysis is conducted at the 
aggregate level, it can result in serious errors. 

Individual-level conjoint analysis on the other hand, provides 
a powerful tool for market segmentation. By quantifying the 
preferences or utilities for each consumer, it allows the re­
searcher to discover "benefit segments"-groups of consumers 
with similar preferences. Armed with such information, the 
marketer can position the product or develop a product line to 
better satisfy consumer needs. 

Furthermore, benefit segments generally have a very weak 
relation to traditional demographic segmentation variables. 
Thus, traditional segmentation techniques do a poor job of 
capturing these segments. In addition, even if researchers 
conduct aggregate-level analyses for each demographic seg~ 
ment, serious aggregation en:ors can still occur. 

For these reasons, we feel researchers should exercise cau­
tion in applying aggregate-level methodologies. Until research 

has determined under what conditions they are preferable to 
individual-level methods, the dangers of aggregation error are 
too great to be ignored. Furthermore, they offer no advantage 
with respect to realistic product descriptions. While it is no 
panacea, we believe that individual-level conjoint analysis is 
still the standard for multi-attribute research methods. 

Robert Roy responds: 
Steve seems a tad upset. I wonder whose ox has been gored? 

Steve, you made the assertion that conjoint and discrete choice, 
" ... cannot differ in terms of unrealistic product descriptions." 
Oh really? "Cannot" is a big word. The Earth cannot revolve 
around the sun. The Copernican theory cannot be correct. And 
Galileo cannot preach such heresy. Amen. 

"Aggregate-level methods assume that the market is totally 
unsegmented .. . " Oh really? Perhaps Steve is correct when he 
says that traditional conjoint analysis, " .. .is no panacea." 
Perhaps he is incorrect in his assertion that discrete choice 
analysis is not directed towards market segments. 

... 
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Annie ·and Chris 
together again. 

With Denver's new, 
state-of-the-art focus 
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The Research Center 
Denver, Colorado 

Ann Sampogna-Reid & Chris Balthaser (303) 935-1750 
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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. 612/861-8051. 

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 / 861 -3400 
Contact: Anthony Pesaturo 
FuiiSvcQuai/Quan.Analysis./ 
Consltg&MktRes/Since 1976 

American Public Opinion Survey 
& Market Research Corp. 
1324 South Minnesota Ave. 
Sioux Falls, SO 57105 
6051338-3918 
Contact: Warren R. Johnson 
Established 1960-Full Service 
Group--:.National & lnternat'l 

Analysis Research Limited 
4655 Ruffnet St. , Ste. 180 
San Diego, CA 92111 
6191268-4800 
Contact: Arline M. Lowenthal 
All Qual. Needs: Eng. & Span. 
Recruit/Moderate/ Analysis 

Analytics, Inc. 
999 N. Elmhurst Rd. , Stes. 15 116 
Mt: Prospect, IL 60056 
7081870-1973 
Contact: Larry Kaufman 
Since 1972, moderated and 
analyzed over 2, 000 groups 

The Answer Group 
11161 Kenwood Rd. 
Cincinnati , ·oH 45242 
5131489-9000 
Contact: Maribeth McGraw 
Consumer, HealthCare, Prof., 
Focus Groups, O,ne-On-Ones 

The Atlantis Group 
342 Fourth St. 
Atlanta, GA 30308 
4041577-8000 
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. facil. 25 yrs. exper. 

Brand Consulting Group 
17117 W.Nine Mile Rd./Ste. 1020 
Southfield, Ml 48075 
313/559-2100 
Contact: Milton Brand 
Consumer,Advertising Strategy, 
New Product Strategy Research 
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Carlson Research Company 
Carlson Parkway-Box 59159 
Minneapolis; MN 55459-8211 
6121 449-2526' 
Contact: Allan Floyd 
Full Service Customized 
Business/Consumer Research 

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

Consumer Opinion Services 
12825-1 st Ave. South 
Seatt'le, 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 
3121828-9200 
Contact: Stephen Turner 
Twenty-Five Years of Leadership 
in Qualitative Research 

Cu.nninghis 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 
41 51856-9988 
Contact: Michael Green 
Catalog, Direct Mail, Bus-to-Bus, 
Space, Databases 

Doane Marketing Research 
1807 Park 270 Drive, #300 
St. Louis, MO 63146 
3141878-7707 
Contact:David Tugend 
Agriculture, Veterinarian Products 

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. Michigani Ste. 3208 
Chicago, IL 60611 
3121944-4848 
Contact: Kathleen M. Doyle 
Specialty:Children/T eenagers 
Concept&Product Evaluations 

DIRIS HealthCare Consultants 
3127 Eastway Dr. , Ste. 105 
Charlotte, NC 28205 
7041532-5856 
Contact: Dr. Murray Simon 
Specialists in Research with 
Providers & Patients 

Equifax I Quick Test Opinion Ctrs. 
5430 Van Nuys Blvd., #1 02 
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. 
2301 Hancock Drive 
Austin, TX 78756 
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 

Gilmore Research Group 
2324 Eastlake Ave. E. , Ste. 300 
Seattle, WA 98102 
2061726-5555 
Contact: Michelle Zerbetz 
Exp. Prof. Moderators to Meet 
Your Needs. 

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/Commercial, Executive 

Hispanic Marketing 
Communication Research 

1535 Winding Way 
Belmont, CA 94002 
4151595-5028 
Contact: Dr. Felipe Korzenny 
Hisp. Biling./Bicult.Foc 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 
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K P C Research MedProbe Medical Mktg. Rsch Rockwood Research Corp. Telesession Corporation 
908 S. Tryon Street 7825 Washington Ave. S. ,Ste 1751 W. County Rd. B 355 Lexington Ave. 
Charlotte, NC 28211 745 St. Paul , MN 55113 New York, NY 10017 
7041 342-1626 or 7041 379-6342 Minneapolis, MN 55435 6121631 -1977 212 I 599-1500 
Contact: Linda Dawley 6121941-7965 Contact: Dale Longfellow Contact: Michael Gorbein 
Largest Facility in Charlotte, Contact:Asta Gersovitz, Phrm. D. High Tech,Executives,Bus.-To- Focus Groups by Phone I Medical I 
Consumer and Business MedProbe Provides Full Service Bus.,Ag,Specifying Engineers Agriculture I Business-toBusiness 

Custom Market Research 
KS & R Consumer Testing Center Rodgers Marketing Research Thorne Creative Research 
Shoppingtown Mall Doreen Mole Qualitative 4575 Edwin Drive, NW Services 
Syracuse, NY 13214 Research, Inc. Canton, OH 44718 1 0 Columbia Place 
8001 289-8028 RR1 , Box 1069, Millstone Rd. 2161 492-8880 Mt. Vernon, NY 10552 
Contact: Lynne Van Dyke Sag Harbor, NY 11963 Contact: Alice Rodgers 9141699-7199 
Qualitative /Quantitative, 5161725-2160 Creative I Cost Effective: New Contact: Gina Thorne 
Intercepts, CA Tl, One-on-One Contact: Doreen Mole Product I Consumer, Etc. Ideation, Teens, New Product, 

Custom design. Strong Ad Concepts, Package Goods 
The Looking Glass Group advertising marketing back- James M. Sears Associates 
401 Henley St. , Suite 10 ground 48 Industrial West The Travis Company, Inc. 
Knoxville, TN 37902 Clifton, NJ 07012 509 Cathedral Parkway, Suite BE 
6151525-4789 Ruth Nelson Research Svcs. 201 I 777-6000 New York, NY 10025 
Contact: Dick Nye 2149 S. Grape Street Contact: James M. Sears 2121 222-0882 
Groups, In-Depths, etc. Denver, CO 80222 Business-To-Business And Contact: Jerry Travis 
Heavy Ad!Mktg.!Publ. Experience 3031758-6424 Executives A Specialty Qualitative Research and 

Contact: Christy Reid Consultation 
LaScola Qualitative Research Consumer, Tech/ lndust. , New Snell Associates, Inc. 
3701 Connecticut Ave.,N.W. Prod., Concept Test/Refinement 941 Vernal Avenue TRENDFACTS Research, Div. 
Washington D.C. 20008 Mill Valley, CA 94941 of The Creative Group, Inc. 
2021363-9367 PACE, Inc. 4151 388-8315 31800 Northwestern Hwy. 
Contact: Linda J. LaScola 28535 Orchard Lake Road Contact: Joyce Snell Farmington Hills, Ml 48018 
Public Affairs,Healthcare, Farmington Hills, Ml 48018 Consumer/exec/prof focus 3131855-7810 
Telecommunications, Financial 3131 553-4100 groups conducted nationally Contact: Brett Blackwell 

Contact: Peter J. Swetish Consumers,Retaii,Rest. ,Real Est. , 
Manhattan Opinion Center Full Service Vehicle Specialist- Southeastern Institute of Financial, Hlthcare, lndust. , Bus-Bus 
369 Lexington Ave. OEM and Aftermarket Experi- Research, Inc. 
New York, NY 10017 ence 2325 West Broad St. Paul A. Warner Associates, Inc. 
212 I 972-5553 Richmond, VA 23220 3355 Lenox Road, NE Suite 665 
Contact: Jana Warren Payne & Partners 8041358-8981 Atlanta, GA 30326 
3 Room Focus Group Facility! 70 West Madison, Ste. 1400 Contact: Rebecca H. Day 404 I 239-0101 
Quality Recruiting Chicago, IL 60602 Est. 1964, Full Service Qua/ita- Contact: Robin S. Salter 

3121443-9666 . tive and Quantitative Analysis 25 Years of Experience in 
Marketeam Associates Contact: Melanie Payne Design, Moderation & Analysis 
1807 Park 270 Drive,#300 Superior Marketing & Analytical James Spanier Associates 
St. Louis, MO 63146 Skills 120 East 75th St. Lucy Warren & Associates 
3141878-7667 New York, NY 10021 3619 29th Street 
Contact: Richard Homans PLA YLAB® Research,Division 2121472-3766 San Diego, CA 92104 
Financial Services, HealthCare, of The Creative Group, Inc. Contact: Julie Horner 6191295-0342 
Consumer,Pkgd. Goods,Agric. 31800 Northwestern Hwy. # 385 Focus Groups And One-On- Contact: Lucy Warren 

Farmington Hills, Ml 48018 Ones Understands I Meets Business 
Market Facts, Inc. 3131855-7812 In Broad Range Of Categories Needs With Quality I Experience 
676 North St. Clair Contact: Dana Blackwell 
Chicago, IL 60611 Children, Teens,Moms,Expect.Moms, Dwight Spencer & Associates Winston Stuart Ascts., Inc. 
3121280-9100 Parents, Grandparents & 1290 Grandview Avenue 2670 Nichols Canyon Rd . 
Contact: Linda Leemaster Families Columbus, OH 43212 Los Angeles, CA 90046 
20+ yrs. in consumer, industrial, 614 I 488-3123 2131851-4127 
medical, business Research, Inc. Contact: Betty Spencer Contact: Bill Smolka 

521 Plymouth Rd., Ste. 115 4'x16' Mirror Viewing Rm Seats New Prod, Adv. Pkg. Goods, Ent. 
Market Navigation, Inc. Plymouth Meeting, PA 19462 8-12. In House Audio/ Video Cons. Execs, Bus. 
Teleconference Network Div. 2151941 -2700 or Equip 
2 Prel Plaza 8001828-3228 The Winters Group, Inc. 
Orangeburg, NY 1 0962 Contact: Phyllis Santoro JaneL. Stegner & Ascts. 14 Franklin St. 
914 I 365-0123 Creative Design and Discus- 2215 Penn Ave. So. Rochester, NY 14604 
Contact: George Silverman sions--Actionable Results Minneapolis, MN 55405 7161546-7 480 
Med, Bus-to-Bus, Hi-Tech, 6121377-2490 Contact: Susan Morrison-Vega 
lndust, Ideation, New Prod. , Tel. Rhode Island Survey and Contact: Jane Stegner Info ThatWorks. Svces Inc/ 
Groups Research Service,' Inc. Bus-T o-Bus/Medicai/F ncl Svcs/ Pri/Sec Rsch, Cnsltg, TeleMktg 

690 Warren Avenue Agric. , Groups/ 1: 1 's 
Mar-Quest Research, Inc. East Providence, Rl 02914 

Sutheriand Research Grp, Ltd 
Wolf/ Altschui/Callahan,lnc. 

1315 Evamar Drive 401 /438-4120 171 Madison Ave. 
Midland, Ml 48640 Contact: Patricia Shake/ 1160-B Pittford-Victor Road New York, NY 10016 
517/ 631 -3900 First in New England. Pittsford, NY 14534 212/725-8840 
Contact: Roger H. Jennings Established in 1962 716/ 586-5757 Contact: Ed Wolf 
Hard Recruit I Qual I Quant /Con- Contact: John R. Stensrud, All Consumer/Business-To-
vention Rsch. I Gust .Satisfaction R J Research Ph.D. Business Qualitative Needs 

P.O. Box 3787 Experienced Full Service Market 
Matrixx Marketing-Rsch Div. Santa Rosa, CA 95402 Research Firm Yarnell, Inc. 
625 Eden Park Drive, Suite 600 7071 795-3780 1 Anita Drive 
Cincinnati, OH 45202 Contact: Bob Pellegrini Sweeney International, Ltd. East Hanover, NJ 07936 
800/323-8369 Full Service Qual I Quan, Most 221 Main St. 201 /593-0050 
Contact: Michael L. Dean, Ph. D. Packaged Goods & Bus to Bus Danbury, CT 06810 Contact: Dr. Stephen M. Yarnell 
Cincinnati's Most Modern and 203 I 748-1638 Information Technology/ 
Convenient Facilities Contact: Timm Sweeney Financial Services/ Modeling 

Qualitative Research. Member: 
ORCA I AMA I Advt. Club 
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STATE CROSS INDEX OF MODERATORS 
Refer to Preceeding Pages For Address , Phone Number and Contact 

California Creative Research Associates New Jersey Pennsylvania 
Dote Research Associates 

Analysis Research D. . Fraley & Associates Cunninghis Associates Creative Marketing Solutions 
Bartels Research Corp. D.S. Howard Assoc., Inc. James M. Sears Associates Hughes Marketing Communications 
Direct Marketin~ Rsch Assocs. Market Facts, Inc. Yarnell , Inc. Research , Inc. 
EquifaxiQuick est Opinion Ctrs. Payne & Partners 
Grieco Research Group, Inc. New York Rhode Island Hispanic Marketing 

Maryland Focus America Alpha Research Associates, Inc. R J Research 
Snell Associates, Inc. Hammer Marketing Resources Focus Plus Rhode Island Survey , Inc. 
Lucy Warren & Associates JRH Marketing Services, Inc. 
Winston Stuart Associates, Ltd. Massachusetts K S & R Consumer Testing Ctr. South Dakota Manhattan Opinion Center 

Colorado Decision Research Market Navigation, Inc. American Public Opinion Survey 
Dolobowsky Qual. Svcs. , Inc. Doreen Mole Qual. Rsch. Inc. & Market Research Corp 

Ruth Nelson Research Svcs. First Market Rsch (L. Lynch) ' Sources For Research, Inc. 
James Spanier Associates Tennessee 

Connecticut Michigan Sutherland Research Group, Ltd 
The Looking Glass Group T elesession Qorporation 

Access Research, Inc. Brand Consulting Group Thorne Creative Research 
Clarion Marketing and Comm. Kennedy Research Inc. The Travis Company Texas Saul Cohen & Associates, LTD. Mar-Quest Research, Inc. The Winters Group 

First Market Rsch(J . Heiman) DeNicola Research, Inc. PACE, Inc. WolfiAitschuii Callahan , Inc. 
Greenfield Consulting Group,lnc Trend Facts I Playlab 
Sweeney International, Ltd. North Carolina Virginia 

Washington D.C. 
Minnesota DIRIS HealthCare Consultants Southeastern Institute of Rsch. 
Carlson Research Company K P C Research 

LaScola Qualitative Research MedProbe Medical Mktg. Rsch Washington 
Rockwood Research Corp. Ohio Consumer Opinion Services 

Georgia Jane L. Stegner and Ascts. 
The Answer Group Gilmore Research 

The Atlantis Group 
Missouri Matrixx Marketing 

Paul A. Warner Associates, Inc. Rodgers Marketing Research Wisconsin 
Doane Marketing Research Dwight Spencer & Associates Chamberlain Rsch . Cnsltnts. Illinois Marketeam Associates 

Analytics, Inc. 

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 Play Lab 

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. Play Lab Analytics, Inc. Dote Research Associates 
D .. Fraley&Associates Research , Inc. Chamberlain Rsch.Cnsltnts. 
The Looking Glass Group BIO-TECH Consumer Opinion Services 
Market Facts, Inc. D.S. Howard Assoc., Inc. CHILDREN DeNicola Research, Inc. 
Doreen Mole Qual. Rsch.lnc. Market Navigation, Inc. Doyle Research Associates 
PACE, Inc. Doyle Research Associates First Market Rsch(L. Lynch) 
PlayLab /Trend Facts 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 Play Lab 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 PlayLab 
Winston StuartAscts., Ltd. CIGARETTES 
AGRICULTURE 

BUSINESS-TO-
Research , Inc. DIRECT 

Doane Marketing Research BUSINESS Paul A. Warner Associates, Inc. MARKETING 
Market Navigation, Inc. Chamberlain Research Cnsltnts. Direct Marketing Research Ascts. 
Rockwood Research Corp. Consumer Opinion Services COMMUNICATIONS Decision Research EDUCATION/ 
ALCOHOLIC First Market Rsch(J .Heiman) RESEARCH 

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

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

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

APPAREL/ Rockwood Research Corp. D.S. Howard Assoc., Inc PlayLab /Trend Facts 
James Spanier Associates Market Navigation , Inc. Research, Inc. 

FOOTWEAR Strategic Marketing Services Research Inc. Sweeney International, Ltd. 

Brand Consulting Group Sutherland Research Group, Ltd James Spanier Associates Winston StuartAscts., Inc. 

PlayLab /Trend Facts Sweeney International , Ltd. Sutherland Research Group, Ltd 
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EXECUTIVES Research, Inc. PACKAGED GOODS SOFT DRINKS, Southeastern Institute of R·sch 
Chamberlain Rsch. Cnsltnts. James Spanier Associates Access Research, Inc. BEER, WINE DolobowskyQual. Svcs., Inc. Strategic Marketing Services The Answer Group 
First Market Rsch(J . Heiman) Trend Facts Doyle Research Associates American Public Opinion Survey 
Kennedy Research Inc. The Winters Group D.S. Fraley & Associates & Market Research Corp 
The Looking Glass Group The Looking Glass Group D.S. Fraley & Associates 
Market Views Research, Inc. HISPANIC Doreen Mole Qual. Rsch., Inc. Greenfield Consulting Group,lnc 
Mar-Quest Research, Inc. PlayLab/TrendFacts Grieco Research Group, Inc. 
PACE, Inc. Hispanic Marketing The Research Center Play Lab /Trend Facts 
Research , Inc. Communication Research Research, Inc. Thorne Creative Research 
James Spanier Associates Thorne Creative Research Paul A. Warner Associates, Inc. 
Sources For Research , Inc. IDEA GENERATION Paul A. Warner Associates, Inc. Sweeney International , Ltd. 
Trend Facts Brand Consulting Group Winston StuartAscts., Inc. TEACHERS 
Winston StuartAscts., Inc. Decision Research D.S. Fraley & Associates 

DolobowskyQual. Svcs., Inc. PARENTS PlayLab 

FINANCIAL D.S. Fraley & Associates 
Dote Research Associates Matrixx Marketing-Research Div. 1ELECOMMUNICA110NS SERVICES PlayLab /Trend Facts D .. Fraley&Associates 

Research , Inc. PlayLab /Trend Facts Creative Marketing Solutions 
Access Research , Inc. Rhode Island Survey , Inc. Research , Inc. Cunninghis Associates 
DolobowskyQual. Svcs. , Inc. Sweenetlnternational , Ltd . Decision Research 
First Market Rsch(L. Lynch) Thorne reative Research PET PRODUCTS First Market Rsch(J . Heiman) 
Greenfield Consulting Group, Inc. Paul A. Warner Associates , Inc. 

Rockwood Research Corp. D.S. Howard Assoc. , Inc. LaScola Qualitative Research 
Marketeam Associates INDUSTRIAL Research , Inc. Kennedy Research Inc. 

Matrixx Marketing-Research Div. Thorne Creative Research LaScola Qualitative Research 

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

FOOD PRODUCTS MEDICAl- Market Navigation, Inc. 

POLITICAL Research, Inc. 
American Public Opinion Survey PROFESSION Telesession Corporation 

& Market Research Corp Creative Marketing Solutions RESEARCH Trend Facts 
Analytics, Inc. D/R/S HealthCare Consultants American Public Opinion Survey Dote Research Associates D.S. Howard Assoc, Inc. TEENAGERS D. . Fraley & Associates Marketeam Associates 

& Market Research Corp 
PlayLab /Trend Facts Mar-Quest Research, Inc. 

Chamberlain Rsch. Cnsltnts. Doyle Research Associates 
Research , Inc. Matrixx Marketing-Research Div. LaScola Qualitative Research D.S. Fraley&Associates 
James Spanier Associates MedProbe Medical Mktg. Rsch Doreen Mole Qual. Rsch. Inc. Greenfield Consulting Group, Inc 
Thorne Creative Research 
Trend Facts Trend Facts/ PlayLab The Looking Glass Group 

Paul A. Warner Associates, Inc. PUBLISHING Matrixx Marketing-Research Div. 

MILITARY First Market Rsch(J . Heiman) PlayLab 

HEALTH & BEAUTY American Public Opinion Survey D.S. Fraley &Associates Research , Inc. 

PRODUCTS 
& Market Research Corp The Looking Glass Group Rhode Island Survey , Inc. 

PlayLab/TrendFacts PlayLab /Trend Facts Thorne Creative Research 

American Public Opinion Survey Paul A. Warner Associates, Inc. Research , Inc. 
& Market Research Corp 

MODERATOR 
Thorne Creative Research TOYS/GAMES 

The Answer Group Research , Inc. D.S. Fraley & Associates 
TRAINING RESTAURANT/ Greenfield Consulting Group,lnc TRANSPORTATION Market Facts, Inc. Cunninghis Associates FAST FOOD PlayLab /Trend Facts SERVICES 

Research, Inc. NEW PRODUCT 
PlayLab /Trend Facts Sweeney International , Ltd. Thorne Creative Research 

Paul A. Warner Associates, Inc. DEVELOPMENT RETAIL 
Paul A. Warner Associates, Inc. 

HEALTH CARE Analytics, Inc Brand Consulting Group TRAVEL 
Access Research, Inc. 

Brand Consulting Group First Market Rsch(L. Lynch) Mar-Quest Research , Inc. 
Creative Marketing Solutions Research, Inc. Research, Inc. 

Chamberlain Rsch . Cnsltnts. Dolobowsky Qual. Svcs., Inc. TrendFacts/PiayLab Sweeney International , Ltd. 
Creative Marketing Solutions D.S. Fraley & Associates Paul A. Warner Associates, Inc. TrendFacts/Piaylab 
DeNicola Research , Inc. First Market Rsch(J . Heiman) 
DolobowskyQual. Svces., Inc. Greenfield Consulting Group, Inc. 

SENIORS UTILITIES D/R/S HealthCare Consultants D.S. Howard Assoc. , Inc. 
First Market Rsch(L. Lynch) Market Facts, Inc. Chamberlain Rsch . Cnsltnts. 
Greenfield Consulting Group, Inc. PlayLab/TrendFacts Research , Inc. 

D.S.HowardAssoc., Inc. The Research Center Snell Associates, Inc. YOUTH 
Kennedy Research Inc. Research, Inc. Trend Facts 

Dote Research Associates 
LaScola Qualitative Research Rhode Island Survey , Inc. D .. Fraley&Associates Southeastern Institute of Rsch. SMALL BUSINESS/ Marketeam Associates 

James Spanier Associates PlayLab 
Market Facts, Inc. Strategic Marketing. Svces ENTREPRENEURS Paul A. Warner Associates, Inc. 
Market Navigation , Inc. Winston StuartAscts., Inc. Access Research, Inc. 

Wolf/Aitschui/Callahan , Inc. 
Mar-Quest Research, Inc. 
Matrixx Marketing-Research Div. Research , Inc. 

MedProbe Medical Mktg. Rsch 
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Partnership 
continued from p. 29 

address the business issue at hand. 
2. Design the method for collecting the 

information. 
3. Manage and carry out the data col­

lection process. 
4. Check the data and complete an 

analysis. 
5. Communicate the outcome anp find­

ings and make recommendations ·"if ap­
propriate. 

These actions result in a strong partner-

ship between product management and 
marketing research. 

Marketing problem vs. research 
methodology 

The research process usually begins 
with the product manager needing an 
answer to an important marketing ques­
tion. For example, "How will a new C0£!1-

petitive product affect our brand?'' If the 
analyst immediately begins to think of 
ways to answer the question using a re­
search metho~?logy, then he/she has 
neglected an important rule. In this case, 

the analyst overlooks the business issue. 
The important point here is that the views 
of the product manager and research ana­
lystare usually different. The focus should 
always be on the marketing problem and 
not the research methodology. 

Of equal importance, the product man­
ager should understand that he or she 
needs to approach marketing research 
with concise business issues. He or she 
should avoid thinking about methodol­
ogy. An example would be a product 
manager requesting "quick and dirty fo­
cus groups" as a way to answer a market­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ing question. In this case the product 

... l\To Question .About It! 
Your Partners ... 

f:I{Jerience P/U$ 

SUEAMIDEI 
President 

MYllACONTI 
Director of 

Fbcus Group Operations 

JENNIFER 
KERSTNER 

Field Director 

ALAMIDEI 
Office Manager 

... in Southern California. 
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Ask Southern California, Inc. 
At the F&M Plaza 
1224 E. KatellaAvenue, Suite 100 
Orange, Calliornia 92667 
Call Sue .Arn.idei at 
(714) 744-2744 • FAX (714) 744-2933 

Orange County's largest focus group room; 
client observation for one-on -one interviews; 

choice of conference room or living room focus group setting; 
private client telephone booths ... and the capable 

services of MRA Certified Interviewers. 

Circle No. 334 on Reader Card 

manager has put the methodology ahead 
of the business issue . 

To form a comfortable partnership: 
subtle reminders 

There are many necessary conditions 
for a true partnership between product 
management and marketing research to 
exist. This partnership must work from 
the perspective of both functi9ns for a 
sense of equilibrium to exist. 

Product management should provide 
the means for marketing research in­
volvement in the marketing end of the 
decision process. For example, certain 
brand managers at Glaxo allow the mar­
keting research analysts to participate in 
their staff meetings. This is done to guar­
antee the analyst is proactive about cur­
rent business issues. 

Marketing research is a service func­
tion with a true focus on customer (prod­
uct management) needs. A true partner­
ship is dependent on those in marketing 
having a genuine respect for marketing 
research 's contribution to marketing de­
cisions. 

Conclusion 
Problem definition is the most impor­

tant part of a marketing research process. 
This is where the partnership between 
marketing and marketing research begins 
to pay off. It is this stage of the process 
that usually receives the least amount of 
attention. It is also this stage that mo3t 
serious problems occur. 

Improved communications between 
product management and marketing re­
search will result in true synergy and an 
improved understanding of the cus­
tomer-which is the desired result. O 
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Centrex 
continued from p. 7 

spondents were asked to evaluate 
them. However, special attention 
was paid to creative executions 
that mirrored the positive, upbeat 
attitudes and expectations of the 
target market. While the respon­
dents thought they were evaluat­
ing substance and content, their 
responses also were used to con­
firm that the tone and feel of the 
creative message were on target. 

The terms used by respondents to de­
scribe and evaluate the test materials were 
carefully monitored. When the terms 
matched up with those used to describe 
personal and business expectations, the 
moderator probed farther. In this way, it 
was possible to fine-tune the creative 
"climate" to match the respondents' ex­
pectations, and to couch the product of­
fering in ideas the target market was 
predisposed to agree with. 

"To reposition the product and gener­
ate leads, we tested a series of 'blitzes.' 
Previously, our Centrex advertising bud­
get.had been dispersed to major markets, 
mamtenance style, over a full year. Now 
we reallocated the budget, investing about 
three-quarters of the year's dollars in 
selected markets for a compressed, eight­
week period," says Indiana Bell's Bob 
Clark. 

"This gave us freedom we had not 
enjoyed before," says Handley Miller's 
Scott Christie. "We could increase fre­
quency, we could use color, and we could 
employ multi-media continuity over the 
entire eight-week advertising flight. We 
were able to 'tease' the campaign before 
revealing the full message. We devel­
oped two direct mailers, small and large 
newspaper ads, radio spots and a fulfill­
ment kit." 

Different approach tested 
According to Clark, three separate 

markets were identified, and a different 
approach was tested in each. 

In the first test market, an agent calling 
program was used as a control. The agents 
were supported by a database that had 
been developed earlier. Likely prospects 
were identified by name so that the agent 
could call directly on the decision 
maker(s). 

In the second test market, the agent 
calling program was preceded by a two­
step ?irect mail program. Again using the 
previOusly-developed database, the di­
rect mail campaign was able to personal­
ize the mailings. In the third test market, 
measured media (newspaper and radio) 
was added to direct mail and the calling 
program, in a sustained eight-week cam­
paign. 

April, 1991 

lutionary, although we tried to be 
creative every step along the way. 
Indiana Bell was willing to 
commit the time, resources and 
investment necessary to do the 
proper job," Christie emphasizes. 

"Too often, marketers give lip 
service to an integrated market­
ing/advertising process, but aren't 
willing to invest in it or listen to 
what the results tell them," he 
says. 

"Clearly, the return-on-invest­
"We had a unique opportunity to mea- ment results demonstrate that making a 

sure results," says Clark. "We wanted to well-conceived investment which is 
make certain we did so as thoroughly and properly pre-tested and evaluated will 
effectively as we could. First, we mea- pay handsome dividends." 0 
sured customer attitudes using pre- and 
post-blitz survey research in the three 
markets." 

Compared with the control market in 
which the agent calling program stood 
alone: 

• The market with direct mail showed a 
2% increase in product awareness and an 
8% increase in Centrex as the "system of 
choice." 

• The market with both direct mail and 
measured media showed a 24% increase 
in product awareness and a 25% increase 
in Centrex as the "system of choice." 
· "Because we invested time and re­

sources in building a solid database, we 
were able to track inquiries, monitor lead 
activity, and measure actual sales gener­
ated by the program," says Indiana Bell's 
Jim Talhelm. 

The control market, ·which relied ex­
clusively on agent calling, produced a 
15% response rate. This rate, standing 
alone, was about 4-5 times the response 
rate for past Centrex efforts, and well 
above the 2-3% rate often projected for 
direct response programs. The second 
test market, employing both direct mail 
and agent calling, produced a 23% re­
sponse rate. The third test market, in 
which measured media was added, pro­
duced a still-higher 28% response rate. 

"Finally, we analyzed our return on 
advertising dollars invested, and produced 
over a ten-to-one return in the test pro­
gram," Talhelm says. 

Based on this experience, Indiana Bell 
rolled the full program into other markets 
in late 1990 with equally impressive re-
sults. "Two of the state's largest markets 
produced $15.77 and $24.77 in revenue 
:espectively for each advertising dollar 
mvested. In one tri-city market, return 
has been $5.88 for each dollar invested in 
advertising. And the last market, in an 
isolated area of the state, showed a return 
of $49.01 for each ad dollar invested " 
Clark says. ' 

What is responsible for producing these 
results? "Nothing we did was truly revo-

The Sutherland Group 
Advantage ... 

• Developing strong partnerships. 

• Assisting clients in understanding 
their needs and requirements and 
defining objectives. 

• Experience to implement research 
programs that include design, 
analysis , interpretation and 
recommendations. 

• Ability to create tailor made programs 
that meet specific client needs and 
objectives. 

• Capabilities to execute any part of or 
an entire research program. 

• Expertise to give you actionable, 
measurable results that help you 
make intelligent decisions in your 
marketplace. 

"Business to Business Market Research" 

Customer Satisfaction Programs 
New ProducVConcept Development 

- Tracking Studies - Market Sizing 
- Market Share - Customer Profiling 

Call and discover what makes 
Market Research at The 

Sutherland Group so valuable. 

The Sutherland Group, Ltd. 
1160 Pittsford-Victor Road 

Rochester, NY 14534 
(716) 586-5757 

FAX (716) 586-5664 

Two Judith Drive 
Nashua, NH 03062 

(603) 888-6789 
FAX (603) 888-7890 

9176 Danby Court 
San Diego, CA 92129 

(619) 484-9317 
FAX (619) 538-6786 
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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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The following focu~ group facilities were inadvertently omitted from 
the 1990 Directory of Focus Group Facilities: 

Equifax Focus Group Center 
Mack Centre II 
1 Mack Centre Drive 
Paramus, NJ 07652 
Ph . 201 -599-0755 
Contact: Audrey Weiss 
1 ,3,4,6,7B 

The Viewing Room 
Div. of ASI Marketing Research 
2600 W. Olive Ave ., #700 
Burbank, CA 91505 
ph . 818-843-4400 
FAX 818-843-6889 
Contact: Jill Garner 
1 ,3,6,7A 

The following is a correction to the 1990 Directory of Focus Group 
Facilities: 

Gilmore/Northwest Surveys 
5322 NE Irving 
Portland, OR 97213 
Ph . 503--282-4551 
Fax 503-280-1130 
Contact: Yvonne Eby 
1 ,3,4,6,7A 
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Trade Talk 
continued from p. 54 

sure those customers are getting what they need from the 
research "service" within the company, as this passage discusses: 

"People involved with an inquiry center must view all func­
tional areas and staff groups within the organization as their 
clients or customers. This is a departure from the more limiting 
and common arrangement where the market research depart­
ment treats the marketing function as its only significant client. 
This broader perspective is difficult to achieve when a firm has 
no in-house research expertise and buys all such expertise from 
outside. For that matter, it is not particularly easy even when 
there is an internal research staff. Many market researchers are 
closely tied to the market organization and have little incentive 
to develop other clients. Additionally, the demands made of 
research staffs leave them little time to cultivate other clients. 
This problem is often compounded by the marketing function's 
resistance to sharing market data. " 

Effecting change 
Aware of these constraints, the authors begin the chapter 

"Implementing the Inquiry Center" with the acknowledgment 
that in most firms or organizations it is difficult to effect 
change-and especially a fundamental change-in the way an 
organization uses information. 

Too much stands in the way- tradition, ?ifferent learning 
styles, job boundaries, egos , budget constraints. The authors 
recommend incremental change, and call upon researchers or 
anyone within the organization who decides to champion the 
inquiry center to demonstrate the value of the concept to the rest 
of the organization. As the book states it, they must become 
"change agents." 

That' s a tall order for someone who, if he or she is like 99% 
of the rest of the people in the work force, is so swamped with 
day-to-day work that the thought of taking up the additional role 
of crusader is too much to handle. 

For those who decide to take up the challenge, the book offers 

Coming in Augu.st , 

The second annual Quirk's 
Market ing Research Review 
Researcher SourceBook, featuring 
listings for over 3,500 research 
organizations. 

. For advertisi ng information , 
contact Evan Tweed at 612-861 -
8051. 

April , 1991 

" 

plenty of assistance in determining how to best take the con­
cepts and make them work within your company. The authors 
push the reader in the right direction by providing what they call 
thinker toys-"tools or devices to focus attention on current 
practices and thinking, and to examine the reasons why they 
should or should not be continued or modified." 

For example, they offer six key questions to ask before trying 
to introduce organizational innovation that address the likeli­
hood of success, the effects of the change on personnel, and the 
benefits. The first question is, "Have top managers agreed there 
is a need for the proposed change?" 

Of further help, the book includes the statements of the policy 
of information use in Eastman Kodak and General Motors, the 
A VICTORY model-an acronym of the factors that have to be 
considered when trying to effect change-and other guidelines 
to assist the reader in implementing the inquiry center concept. 

Sections analyzing learning and the exchange of information, 
in the context of the relationship between managers and re­
searchers, provide insight to information needs and modes of 
interaction. 

The chapter "Research-Use Technology" provides a proce­
dure for increasing the value of research to managers and 
includes the seven deadly obstacles to the effective use of 
research, from post-survey regret ("I wish we had asked ... ") to 
pseudo-clairvoyance ("I could have told you that"). 

"Developing Analyses and Breaking Through Biases" dis­
cusses a number of problems related to data analysis, and in its 
appendix shows examples to enable the reader to identify and 
understand some of the mental obstacles he or she may encoun­
ter within the company. 

I can't say whether the "system" will work and what the 
ultimate rewards will be-that depends on how well your 
organization understands the "how" of information use- but 
"Hearing the Voice of the Market" presents a strong case for 
making theeffort to find out. 

"Hearing the Voice of the Market" (294 pages, $29.95) is 
published by the Harvard Business School Press , Boston, 
Massachusetts 02163. 0 

Sales ()ffices 

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

West Coast: Lane E. Weiss, 
582 Market St., Suite 611 , 
San Francisco, CA 94104 . 
(415) 986-6341. 
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by Joseph Rydholm 
managing editor 

New book's "thinker toys" promote 
effective use of information · 

D 
oes this quote hit home? "Knowledge about the 'how ' 
of information use is inadequately developed and 
poorly applied in very nearly all private and public 

sector organizations." 

context to avoid spiraling off into abstraction. 
Thus while presenting models of information use they also 

discuss the practical hindrances to their adaptation and use in 
the day-to-day setting. 

If it does, you may want to.investigate its source, a new book 
called "Hearing the Voice of the Market: Com- Inquiry center 

~----------------~ petitive Advantage through Creative Use of The main model of information use outlined in 
Market Information." the book is the inquiry center, defined as "the 

Combining a textbook's theoretical approach ideal mindset in a company for effectively and 
with a how-to book's practicality, co-authors efficiently reconciling the voice of the market 
Vincent Barabba and Gerald Zaltman have ere- ' >111{ til in , \{ h 'C llllfl~ with the voice of the firm. " The authors leave the 

ated an interesting hybrid. Barabba is currently .
1 

.!{t\~u~ l~~·or concept loosely defined in the belief that ideas 
executive director of market research and plan- ~ f;ukct l ttlc>ll l lcll i >It have a better chance of being adopted if "they can 
ning at General Motors, and he has worked in beeasilyadaptedtothereallivesofthosewhowill 
similar positions at Xerox and Eastman Kodak. \ 'in ·ntl?Bandlll.t use them." Rather, they discuss the component 
Zaltman is professor of marketing atthe Univer- Gt'~"•1kl i'.-tltutut parts, physical and psychological, that make up 
sity of Pittsburgh. the inquiry center ethic. 

In the course of outlining a system for firms The inquiry center builds on the oft-repeated 
and organizations that want to use information idea that within any company or organization 
more intelligently and creatively, the authors explore a number there are internal "customers," and that it is important to make 
of concepts and ideas, but ground them in a recognizable continued on p. 53 
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Making names 
At N ameLab, we've made product and company names like Acura, AutoZane, 

Campaq, Cycolor, 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 415-063-1639 NAMELAB® Fax 415-563-9176 
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Experience Is The Best Teacher. 
We cordially invite you to learn marketing research methods and applications from the professionals who 
have done more customized marketing research and have taught it to more people than anyone else in the world. 

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

It is just one of the many reasons for the rave 
reviews we have received worldwide from past 
participants at more than 1,600 marketing research 
seminars conducted by us during the past 16 years. 
Here are just a few verbatims from recent seminar 
evaluations: 

I. The best seminar in marketing I've ever taken. Very timely. The content is 
absolutely excellent. Speaker - excellent, engaging. It's nice to have someone 
who can help us to understand ... Finally, a marketing seminar which is both 
in-depth and practical . 

t:Jtector of Marl<et Research, Feultlesa StarchiBon Ami 

2. Fantastic - I filaly understand the stuff that good colege professors 
could not explai1 if thai" ives depended on it. Great manual. Speaker 
is realy great - I have learned more from hin in 2 days than I did in 

2 years in grad school! Marl<et Acmnstrator, arE Dhcforlea 

3. If the wealth of information, knowledge and understanding I waked fJ!N8Y 
with could be c011119rt9d to money, I would be a ...-.onai'e frpm hereafter. 
I was never more irrpressed with an instructor and a seminar as I was 
with ttis. 'Mlrkbook hi none I have 81181" been exposed to . . . somewhat 
sinlar to the Encyclopaedia Brittanica. Speaker clynarnk:, exciting, t:dant, 
showed tremendous interest in the subject as wei as each partic.,ant. 

Project Coordnator, General Foods 

4. Super - best 2 day seminar I've ever had. Totaly targeted. Best 
worl<book I've seen in terms of wal<ing'R!ly with a great memory jogger. 
Super speaker. 

5. I have listed more than 30 ideas for in1mediate inl>lementation at my 
c~any. Outstanding speaker: expert, enthusiastic, as good a listener 
as he is a teacher. 

Manager; Consumer Research, Heinz 

6. Fantastic and en-track! The manual wl be a geat adcilion to our reference 
l>rary! Priceless! So wei laid out. Speaker excelent, interesting -
on-track. ProdJct ReS1981Cher, MJctnllrlr Cotpotetlon 

7. The best (seminar) I've attended. Outstanding association of statistics 
to marketing research problems. Linked statistical bacl<ground of MBA 
to study concerns I face everyday. (The speaker) explains statistics and 
methods better in 2 days than most professors have done in a semester 
of undergrad and grad wor1<. 

SJsmss Research Analyst, Dow Cttemlc:lll 

a Fantastic! Even though I have an M.S. in slats I have never had such 
a clear pCiure d how to apply stat tectriques before. WJnderfU exaTillles 
to explain the theories, ideas, phlosophies-supelb (speaker)! ~ to 
motivate me to expand my use of different teciYliques and explore more 
possibities. 

Mat1<etng Research Analyst, Conuner Power ~ 

9. " Intensive" is an understatement! But, I sure feel I got my money's worth. 
I got everything I came for, and more. lncredbly ~ful and useful 
information. lerrific workbook. Unique instructor ... someone who can 
"do" and "teach". Wonderfuly enthusiastic. 

10. Incredi:lle- better than I expected. "Biggest Bang for the Buck" of any 
seminar I've ever attended. Fantastic. 

Mal#<&tilg Research Analyst, Depuy 

BTirke 
Institute 

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

©1991, 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 \\brkshop 
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 

SOl. Applications of Marketing Research 
New York . . . . . . . . . . Jan. 22-23 
Cincinnati . . . . . . . . . . Apr. 18-19 
\\ashington, 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 
lbronto . . . . . . . . . . . . Feb. 14-15 
Cincinnati . . . . . . . . . . June 20-21 
New York . . . . . . . . . . Aug. 20-21 

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

602. 'lbols 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 Multiwrlate Analysis 
New York . . . . . . . . . . Feb. 18-20 
Cincinnati. . . . . . . . . . May 29-31 
Cincinnati . . . . . . . . . . July 24-26 

?01. International Marketing Research 
\\ashington, D.C . .... May 14-15 
Cincinnati . . . . . . . . . . July 9-10 

?02. Business to Business Marketing 
Research 
Cincinnati . . . . . . . . . . March 25-27 

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

•Four~k Certiracate Program 
New York ........ Jan. 7-Feb. I, 1991 
C!nc!nnat! ...... Apr. 15-May 10, 1991 
Cmcmnatl . .... 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 
• Thlecommunications • 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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Boston Hdqrs. 
230 Western Ave. 
Boston, MA 02134 
(617) 254-1314 

*Re-opening 1991 

~ 

When fOB check 
itcillout, 

the answer is 
Bernett 

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

Locations Facility Kitchen tion Room moderators viewing viewing Telephone door 

BOston HQ v' v' v' v' v' v' v' Boston, MA 

So. Shore Plaza v' v' Boston, MA 

Assembly Sq. Mall v' v' v' v' Boston, MA 

Rivergate Mall v' v' v' v' v' Nashville, TN 

Aurora Mall v' v' v' v' v' v' v' Denver, CO 

Northwoods Mall v' v' v' v' v' v' Charleston, SC 

Middlesex Mall v' v' v' v' v' v' So. Plainfield, NJ 

Menlo Park* v' v' v' v' v' v' v' Edison, NJ 

Coding 
and 

Tabbing 

v' 

v' 

v' 

v' 

v' 

v' 

v' 

v' 

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

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

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

Rivergate Mall 
1000 1\vo Mile Pkwy. 
Nashville, TN 37072 
(615) 859·4484 

Aurora Mail 
14200 Alameda Ave. 
Denver, CO 80012 
(303) 341-1211 
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Northwoods Mail 
2150 Northwood Blvd. 
North Charleston, SC 29418 
(803) 553·0030 

Middlesex Mail 
Stelton & Hadley Roads 
South Plainfield, NJ 07080 
(201) 548·2900 
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