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The road to success 
Transportation companies, large and small, are 
busy gathering market data 
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Prior to deregulation in 1980, mar­
keting was considered the step­
child of the transportation indus­

try. You bought your rights to deliver 
goods from Point A to Point B. Rates 
were immaterial. Reliable transporta­
tion-that's all customers looked for. 
Today, people still want the basic . But 
they want faster service, lower rates, 
and stati tical data to back up tran it 
time. They want electronic data inter­
change of real-time information. The 
ophi tication needed to market trans­

portation services is probably tenfold 
over what it wa ten years ago." 

Those words, from Guy Denniston, 
senior vice president of sales and mar­
keting with Daylight Transport, a Los 
Angeles-based motor carrier, neatly sum 
up the predicament faced by transporta­
tion companies. Twelve years ago, mar­
keting-and e pecially marketing re­
search-wa virtually unnecessary and 
commonly nonexistent. Today, with 
profit margins shrinking and competi­
tion expanding, marketing research is a 
neces ary weapon in the fight for sur­
vival. 

So how are transportation companies 
coping with this need for marketing 
research? Surprisingly well. Transpor-
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tation firms use a wide range of formal 
and informal market research tech­
niques, from face-to-face information 
exchange to the most sophisticated uses 
of computer databases. 

Actively engaged 
While the larger firm s now have a 

wealth of market re earch tools at their 
disposal, their smaller counterparts are 
making do with smaller budgets and 
Jess sophi ticated market research ac­
tivities. Still, even these middle-market 
and smaller firms are actively engaged 
in research activities. 

Right-0-Way Transportation, Inc. is 
a $75 million dollar global freight for­
warder based in Tustin, California. 
Right-0-Way offers everything from 
same-day domestic delivery to five- to 
seven-day service around the globe, by 
air and surface. 

"Since deregulation , we are free to go 
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after any opportunity that exists to move 
shipments from Point A to Point B," 
says Rick Rowland, director of quality. 
"Second, third and fourth day delivery 
is our domestic niche, but we can get as 
creative with our services as we want to 
be." 

And developing new and innovative 
transportation services is a primary goal 
of Right-0-Way's marketing research 
effort. 

When the firm sought to explore cus­
tomer surveys, a relatively new market­
ing research technique for the firm, 
Right-0-Way hired Just Marketing, a 
Scotts Valley, California-based firm that 
specializes in serving the transportation 
industry. They developed a written ques­
tionnaire, which was mailed to all cur­
rent Right-0-Way customers. 

The questionnaire asked Right-0-
V>(ay customer to list the types and 
quantities of products they had shipped 

in the past and the types and quantities 
of products they had shipped in the past 
and the types and quantities of goods 
they planned to move in the future. The 
questionnaire also asked customers to 
comment on the quality of service they 
received from Right-0-Way. 

The name and address of the cus­
tomer was printed on each question­
naire. This way, Right-0-Way makes 
sure that a sales rep follows up with 
each respondent. 

"From a quality tandpoint, we meet 
with customers to find out how we can 
improve our service," says Rowland. 
"And if the survey shows that a 
customer's transportation needs are ex­
panding or changing, our sales rep will 
try to gain that new business." 

In addition, Right-0-Way uses a com­
pilation of the survey information to 

continued on p. 26 

Daylight Transport's 
centralized customer 
service department, 
called the Customer 
Satisfaction Group, 
averages between 800 
to 1 000 calls a day from 
current and potential 
customers. 
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~usiness-to-Business ~esearch~~~~~~~~~~~~~~~~~~~~~~~ 

N ashville-based soft­
ware developer 
TCS Management 

Group has an impressive list 
of customers that includes 
American Express, British 
Airways, Sears, Amtrak, and 
Citicorp. These companies, 
and dozens of others, use the 
company's software product, 
the TeleCenter System, to de­
termine in advance exactly 
how many people should be 
on duty at any given time in 
their reservation center, or­
der center, or customer ser­
vice center. 

Using a set of advanced 
mathematical models , the 
TeleCenter software auto­
matically considers past in­
coming call patterns, special 
seasonal factors, and upcom­
ing promotions to develop 
detailed hour-by-hour fore­
casts of future calling patterns 
and staffing needs. The pro­
gram then prints detailed em­
ployee work schedules. 

Use of the TCS software 
allows companies to have the 
right number of people on 
duty at any given hour of the 
day or night-and thereby 
optimize the delivery of good 
service to customers with the 
high costs of staffing their 
call center. 

Users forum 
In a time of corporate cut-
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Right 

TeleCentor System software helps companies predict how 
many incoming calls they are likely to receive on any given 
day. It also prints detailed work schedules so that the right 
number of staff are on duty to receive calls. 

backs and economic down­
turn, TCS Management 
Group executives were not 
sure how many users of the 
TeleCenter software would 
pay their own way to fly to 
Na hville to attend the 
company's first-ever Users 
Forum, a special two-day edu­
cational event exclusively for 
TeleCenter System custom­
ers. 

To be held at Nashville's 
Opry land Hotel, the forum 
would provide an opportu­
nity to bring customers from 
around the world in contact 
with each other-and with the 
TCS Management Group 
staff. This kind of event, 
which is growing more com­
mon in the software world, 
requires lining up special 
speakers, preparing a series 
of detailed workshops and 
presentations, and making 
myriad arrangements to 
house, feed, and entertain the 
attendees. 

While the company was un­
derwriting the costs associ­
ated with planning the meet­
ing and preparing the presen­
tations, customers were re­
sponsible for paying a fee to 
attend and for their own travel 
expenses. Since it was the first 
event of its kind undertaken 
by the company, there was 
uncertainty over how many 
people would actually 
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come-and just what their concerns 
might be once they were pre ent. 

"Ten weeks before our scheduled 
meeting, we weren't sure whether we 
would have 40 people or 140 people 
coming to Nashville for our Users Fo­
rum," says Jim Gordon, CEO of TCS. 
"While we were relatively confident 
that most of our customers were happy 
with us and our software, we felt it was 
a critical time to find out for sure. If 
people had serious complaints or con­
cerns, we wanted to know before they 
got up in a session with a hundred other 
customers and told them about it! 

"In the past we had used our own staff 
to conduct satisfaction surveys among 
our customers, but we'd grown to a 
point where there wasn't time to 
do our own survey and do it 
well." 

Three objectives 

reached the right person and so that 
TCS could keep its records up to date 
for mailing its quarterly newsletter, spe­
cial announcements, and sending out 
software updates. 

The second objective was important 
in terms of surfacing concerns that par­
ticular users might have-and also in 
getting an overall reading on how cus­
tomers were feeling about the software, 
the level of support provided to them, 
and the company behind the software. 
Accomplishing this objective would 

choosing to automate a previously 
manual function with a relatively ex­
pensive software-driven system. A solid 
reference from one manager to another 
can make--or break-a pending sale. 
Therefore, TCS executives felt it was 
important not only to gauge the satis­
faction level among the day-to-day us­
ers of their software, but also among the 
individuals managing those users. Ac­
cordingly, the research team was in­
structed to interview both the primary 
user of the software and his/her man­
ager at each company on the list. 

The third objective was ultimately 
the stimulus to do the project sooner 
rather than later. It also meant trying to 
reach someone at virtually every orga-

nization that was using the soft­
ware, rather than using a more 
traditional random sample ap­
proach; TCS staff needed to 
know how many people to plan 
for, as they were required to tell 
the hotel how many rooms and 
meals would be needed, and 
they wanted to make the event 
an unqualified success. 

Tight timeline 

Instead, TCS turned to an in­
dependent research firm, Nash­
ville-based Prince Marketing, for 
assistance, Gordon says. "We 
wanted someone who could do 
the work quickly a well a ob­
jectively and professionally. 
When Dan Prince, president of 
Prince Marketing, assured me 
his firm could design, conduct, 
and interpret the survey in 21 
days or less, I said, 'Let's do it!' 

To meet the objectives-and 
the tight timeline-Prince Mar­
keting opted for a telephone 
survey rather than a mail sur­

Users Forum participants enjoyed dinner and entertainment aboard Opryland's vey. Using TCS Management's 
General Jackson Showboat on the Cumberland River in Nashville. 

Three objectives were set for the cus-
tomer survey: 

1. Update the TCS database of soft-
ware customers, 

2. Measure the level of satisfaction 
among software users and their manag-

assist in product and promotional plan­
ning-both critical to the fast-chang­
ing, highly competitive industry of 
which TCS Management is a part. 

most current list of customers, 
interviewers were able to 

·' 
quickly reach the right individuals, eas-
ily redirecting the call in cases where 
the list was wrong or someone had 
changed responsibilities. 

To keep the interview short and easy, 
ers, Many involved respondents were asked to rate on a 

3. Determine the likeiihood of atten- A fact of business-to-business mar- seven-point scale how easy it was to use 
dance at the upcoming Users Forum. 

The first objective was required so 
that researchers would know they had 
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keting for many companies is the reality 
that a number of people are involved in 
any major buying decision, such as 

the TeleCenter System software, how 
useful the reports and information pro­
vided by the system were, and how 
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satisfied they were with the overall level objectives and provided an added ad- company staff for immediate follow VP· 
of customer service they receive. In vantage to the company. As the inter- "I believe this step stimulated addi­
each case, comments and explanations viewers learned the people's likelihood tiona! participation in our forum," Gor­
werewelcomedand ~~~~~~~~~~~~~~~~~~~~~~~~~don says. 
noted. 

Respondents were Good·reading 
asked, "Would you In all, 315 customers were 
recommend the surveyed, of which 161 were 
TeleCenter System users and 154 were managers. 
to a colleague?" and The survey provided a very 
why or why not. good reading on likely atten-
They were also asked dance levels. Based on the sur-
if they were aware vey , Prince Marketing pre-
that TCS Manage- dieted that at least 115 people 
ment Group was would attend. TCS staff were 
planning to hold a delighted that a total of 139 
special users meet- arrived at the meeting-from 
ing to which they a far away as Australia. 
were invited, "The research results were 
whether or not they gratifying to us in all areas," 
ora representative of 1 • unsatisfactory says Gordon. Company ex-
theircompany would 7- very satisfactory ecutives were pleased to hear a 

N/A - does not apply to me d 1 f · · & db k be attending, and great ea o positive 1ee ac , or can't answer 7 

whether or not they A three dimensional depiction of respondents' scores on the three key measures of but they were most interested 
would like additional customer satisfaction shows how "overall customer service" is TCS Management in looking at the relative differ-

Group's strongest point and that "ease of use" of the software is the area in which , 
information about customers seek the most improvements. ences between customers per-
theupcomingUsers ~~~~~~~~~~~~~~~~~~~~~~~~~ ceptions of overall customer 
Forum. of attending the meeting and their inter- service, usefulness of information, and 

According to TCS' Gordon, the Prince est in receiving additional information, ease of use (see chart). 
Marketing team accomplished the three the research firm faxed particulars to continued on p. 33 
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DATA USE Ill 

Secrets of effective data use 

by Rich V o~druska 

Rich Vondruska, Ph.D., is director of research & consult­
ing at Dimension Research, Inc., Lisle, Illinois. 

I
t is difficult, but very rewarding, to distance ourselves 

occasionally from the day-to-day detail s of the market­
ing research profession, and to consider the "big" issues. 

Marketing re earch occupie a unique po ition between the 
more academic world of re earch, and the more practical 
world of business. In a sense, marketing researchers have a 

sort of "dual citizenship" in both worlds. Since the agendas 
of research and business are very different, it is sometimes 

problematic having allegiance to both worlds. In this context, 

the topic "data use" is a omewhat ambiguous topic. On the 
one hand, it acknowledges that, in the world of business, if 

DATA is not USEful, it is of little value. On the other hand, 

Figure 1 illustrates my own viewpoint on how data hould 

be construed. In Figure I, phenomenal reality is represented 

by the Oriental 

symbol of whole­

ness- Yin and 

Yang. For those 
unfamiliar with 
this symbol , a 
brief explanation 

is in order. The 

ancient Chinese 

believed that the 
world originated 

with two oppo­
site yet compli­

mentary Figure 1 
it implies that statistical and analytical tool can be employed "forces." Yin is 
to transform "raw DATA" into something that is USEful. symbolized by the large black area of the symbol, and Yang 

However, usefulness is a judgmental term. It implies that 

"someone" determines that "something" i useful. Who is the 
"someone," and what is the "something?" 

The nature of data 
Before one can use data effectively, it helps to have a 

rudimentary grasp of the nature of data. In marketing re­
search, we often think of data as the conglomeration of 
numbers obtained from a survey. Unlike mere numbers, 

however, data is inherently meaningful. It assumes meaning 
to the extent that it relates to an aspect of phenomenal reality. 

More colloquially put, phenomenal reality is "where the 
things of interest (phenomena) are happening." In marketing 

research, that phenomenal reality is usually the marketplace. 

April , 1992 
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what business people are 
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Calo Research Services 
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track record in reaching 
decision makers is excep­
tional. Why? Because our 
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ness. To get to the right people. 
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And to respect their time. 
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tomline from decision makers, 
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by the large white area. Within each area, there is a small dot 
of the opposite color. This dot represents the interdependence 
of Yin and Yang, despite their separateness. These two 
"forces" also have connotative as well as denotative aspects. 
Yin is characterized as female, passive and dark. Yang is 
characterized as male, active and light. 

What the Yin-Yang symbol is intended to reflect, for 
current purposes, is the idea that the many phenomena we 
investigate have a "completeness" that is resistant to an 
analysis designed to break it into components. Although 
dividing the whole is sometimes the only way to gain under­
standing, that whole must eventually be reconstituted in our 
theories about the phenomena. The significance of this view­
point is not patently obvious if one construes data using only 
more traditional Western thought, which emphasizes compo­
nential aspects (e.g., computer flow charts). 

The Yin-Yang symbol also captures the subtle complexity 
of the phenomena under investigation. It suggests a "har­
mony of opposites." If data reflected only chaos, there would 
be no reason to collect it in the first place. The "pie wedge" 
removed from the symbol represent the act of measurement 
to obtain data. 

It should be made clear that we are not talking here about 
drawing a sample from a population of consumers. In sam­
pling, we expect to obtain a representative group of respon­
dents-a sort of microcosm of the population. Notice that 
what we obtain i not a microcosm of the symbol (i.e., a 
complete, but smaller Yin-Yang symbol), but rather incom­
plete information in the form of a piece of data. 

For the purposes of the following discussion, any complex 
black and white .figure could suffice. Here the "surplus 
meaning" of the Yin-Yang symbol merely enriches the 
process. Imagine that you did not know what the entire 
symbol looked like. You had only the piece of data. What 
could you conclude about the entire symbol? For one, you 
could conclude that it has both white and black areas. For 
another, you could conclude that it is pos ible to have a circle 
of white surrounded by black. You might also note the arc of 
the edge of the piece. Something you might be able to infer, 
but not nece sarily conclude, is that the arc is part of a larger 
circle. Likewise, you might be able to conjecture that a small 
black circle might also exist. 

By "slicing" things slightly differently the next time you 
collect data, you might get the black circle. Or, you might get 
a portion of the "S" shaped curve that divides the main 
regions of black and white. In other words, data can never 
give us the "full picture." We mu t use our mental faculties 
to interpret that data for it to become useful. A key point to be 
made here is that we sometimes concentrate on the piece of 
data rather than on how it fits into the whole. 

Theories are developed to explain or account for phenom­
ena. In any particular discipline, there i an implicit under­
standing of what "counts" as a phenomenon of interest. For 
example, the behavior of free-falling bodie would consid­
ered appropriate for tudy by physicists, but not by marketing 
researchers. In marketing research, the primary phenomenon 
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of study is purchase behavior. 
The bane of marketing research is the theory-less "one­

shot" study. Anyone who continually does one-shot studies 
is simply wasting ammunition. A one-shot marketer is trying 
to grab the proverbial gold ring on the carousel. A one-shot 
researcher is using skills and training in a mostly opportunis­
tic way. Approached correctly, the field of marketing re­
search can grow in sophistication to encompass issues bor­
dering on a better understanding of human behavior itself. 
Approached poorly, it will never be more than a way for 
marketers to help protect t~eir interests in risk-laden situa­
tions. 

In this context, it should be noted that many of the activities 
related to marketing research are actually tangential to the 
purchase behavior per se. For example, advertisements are 
often tested to determine their effectiveness in communicat­
ing key ideas, but testing is not typically tied to the purchase 
behavior. Only in recent years, with the advent of scanner 
technology, has it even been feasible to ask whether or not 
advertising can produce a measurable effect on purchase 
behavior. There is no doubt, of course, that advertising (and 
other promotional activities) can help establish the precondi­
tions for a particular purchase behavior (e.g., awareness of a 
new product). 

Data in marketing research 
From whatever angle one approaches the topic of "data 

use," there are certain premises that are tacitly assumed. 
From the purely academic perspective, the major premise is 
that the "goal" of marketing research is an explanation of the 
dynamics of the marketplace. What is sought is understand­
ing rather than knowledge about a specific situation .. The 
practical applications of this understanding need not be 
immediate, but application ought to be within the realm of 
possibility. The academic perspective can be seen as a "long­
term" one. The main reason it can be viewed so is that there 
is no reason to believe that the bases of consumer behavior 
will change radically over time. Specific products and ser­
vices may change, but not the underlying principles govern­
ing behavior. In this vein, marketing research can be viewed 
as a special member of the family of behavioral sciences­
special because of its direct ties to practical concerns. The 
cross-fertilization of the behavioral sciences over the years is 
evident to even the casual observer. Through this dynamic 
process, models of the marketplace are being molded, chis­
eled, and hewn into powerful conceptual frameworks. 

From a business perspective, the major premise is that the 
goal of marketing research is to provide information for 
decision making. Marketing research, per se, holds no pre­
eminent position in the array of information used to reach 
decisions. Obviously, the overriding goal for a decision 
maker is to seek good decisions and avoid bad decisions. This 
"short-term" perspective might be labeled hedonic empiri­
cism. In this context, the " long-term" view i precluded by 

One toll-free telephone number puts you in touch 
with all of our facilities: 
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the immediacy of the need for information. 
It must not be concluded, however, that either of these two 

very different perspectives is the "superior" one. Both per­
spectives have adaptive advantages, as well as attendant 
dangers. "Long-term" academic researchers are often criti­
cized for being out of touch with the realities of the market­
place (the "ivory tower" criticism). "Short-term" marketers 
are often accused of doing research that is motivated by the 
fear of being judged solely responsible for a "bad" intuitive 
decision. They are merely eeking a place to "point a finger" 
if the consequences of their decisions don ' t pan out as 
expected. With apologies to comedian Flip Wilson, it is as 
though they want to be able to say, "There earch made me do 
it!" 

Synergistic relationships 
It is often overlooked that most marketing research situa­

tions are of the form of a synergistic relationship between 
researcher and marketer. In this sense, marketing research is 
not "done" in the ense that a statistical analysis is "done." 
Rather, marketing research emerges as a joint function of the 
needs of the marketer and the skills of the researcher. One 
might argue that marketing research is more of a transition 
than a product or service. To the extent that marketers see 
research as a product, they will de-emphasize the understand­
ing that can be gained. To the extent that researchers see 
marketing as a service, they will de-emphasize the important 
role it has in the non-academic world. The.optimal situation 

place. They will not only find opportunities with a "long­
term" view, but also will seize opportunities by dealing with 
"short-term" competitive threats with information rather 
than emotion. 

Fueled by imagination and insight, the contribution of both 
marketers and researchers should lead to those "competitive 
advantages" that are so sought after in the world of business. 
So how does one go about finding such "gems" in the data? 
In some sense, what we seek is information rather than 
insight, but I would contend that the two go together more 
often than not. 

Broad generalizations contribute little, and preoccupation 

continued on p. 48 
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is a dialogue between marketer and researcher that ensures t-----------------------
mutually satisfactory transactions. 

Without such dialogue, the analysis of a data set is often 
divorced from the original questions the survey was intended 
to address. From an objective standpoint, any statistical 
textbook could be consulted to determine the "proper" analy­
sis. But the main questions might not be addressed even in the 
objectively "proper" analy i . "Proper" data is not necessar­
ily useful data. Since the de ign of the survey and analysis of 
the data are inevitably interwoven, this dialogue between 
marketer and researcher should precede questionnaire devel­
opment. 

There can be no "magical" statistical solutions if the prior 
steps have not insured that the "proper" analyses can be 
performed. Worsening the situation is the widespread avail­
ability of statistical software. This encourages untrained 
individuals to apply statistical test in an indiscriminate 
manner. The expectations generated in the minds of the 
owners of these statistical packages are oftentimes unrealis­
tic. Owning a "statistical cookbook" does not make a person 
a "chef." And not even the greatest chef can make chocolate 
mousse from headcheese. 

It is a lucky marketer who works with a researcher who is 
aware of the validity, and business necessity, of the "short­
term" view. And it is an equally lucky researcherwhoseclient 
appreciates that the "long-term" view can pay dividends in 
the future. Working together, thi s "team" of the marketer and 
researcher can address any challenge offered by the market-
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~usiness-to-~usiness~esearch~~~~~~~~~~~~~~~~~~~~ 

Surviving the competitive 
warfare 

by Arup K. Sen 

Editor's note: Arup K. Sen is presi­
dent of Marketing Decisions Group, 
Inc., Clarence, New York. 

"War belongs to the province of busi­
ness competition, whi-ch is also a con­
flict of human interest and activities." 

-Karl von Clausewitz 

K arl von Clausewitz, a great Prus­
s ian general, wrote a book en­
titled "On War" which de­

scribes the strategic principles behind 
most successful wars. The key point in 
his book was that two ingredients are 
necessary to be successful in a war: 
strategy and tactics. To survive the in­
tensely competitive environment of the 
'90s, firms must be cognizant of not 
only their own strategies and tactics but 
also those of their competitors. 

Marketing today for a company is not 
just being customer-oriented, it is being 
competitor-oriented as well. Firms must 
assess the strengths and weaknesses of 
their competitors, develop their strate­
gies and tactics based on that informa­
tion and then launch their marketing 
attack. In short, marketing is the war 
where the enemy is the competition and 
your success is determined by the num­
ber of customers you win over. 

The fierce competition engendered 
by the limits on corporate growth is 
forcing organizations into aggressive 
new postures. The victory belongs to 
the side that does a better job of market­
ing research. Every organization should 
know how it compares with its competi­
tors with regard to its overall image, its 
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specific brands and the products it of­
fers to the marketplace. If a company 
can determine its position in this com­
plex and competitive environment, it 
can target its advertising, marketing, 
and product strategies more accurately 
and effectively, thus using a rifle ap­
proach rather than a shotgun approach. 

Continued monitoring of the progress 
over time is essential to measure the 
effectiveness of these strategies and to 
signal any necessity to regroup. Several 
research techniques and analytic proce­
dures exist to arm an organization with 
self evaluation and competitive intelli­
gence. 

The research procedures discussed in 
this article apply to both business-to­
business market research as well as con­
sumer market research. The particular 
issues and attributes will differ based on 
the needs of the organization, but the 
primary objectives of the research should 
be to identify the position of the com­
pany and its products as well as the 
competitors in the market place. 

Unfortunately, knowing the positions 
which various competitive alternatives 
have in the market does not necessarily 
explain purchase preference or product 
success. It is necessary to also evaluate 
the relative consumer importance placed 
on all key product or service attributes. 

This research plan is very actionable, 
systematic, and is designed to commu­
nicate results effectively. In order to 
accomplish the objectives as discussed, 
this analysis will proceed as follows: 

1. First and foremost it is imperative 

that the number of attributes be reduced 
to a manageable size so that brands, 
products, and companies can be evalu­
ated more exactly and with greater un­
derstanding. 

2. Next, the extent to which these 
dimension are important to the overall 
image of each brand, product, and com­
pany, must be determined. 

3. Finally, a graphical display of the 
competitive environment of these di­
mension i ought. 

A brief description of each step of the 
complete analysis is as follows: 

I. Factor analysis 
While factor analysis in marketing 

research has been around since the 
1940s, the advent of the computer has 
made the extensive computations easy 
to carry out and the methodology more 
practical to use. 

The objective of factor analysis is to 
examine the commonality across the 
various rating cales and the attributes 
used in such a rating process. This is 
accomplished by: 

-reducing the existing set of at­
tributes to a manageable size, e.g., three 
factors rather than 15 attributes, and 

--comparing the existing brands and 
products in question with the ideal on 
each of the factors. 

This process allows for a new set of 
variables which is easier to work with 
and perhaps even easier to understand. 

continued on p. 34 
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Air bags are 
accepted despite 
lingering questions 

Consumer awareness and acceptance 
of air bags in automobiles has increased 
significantly over the past few years, 
yet many Americans remain nervous 
about their technological safety, ac­
cording to a nationwide survey on auto 
afety in America. The urvey, con­

ducted for Prevention . magazine and 
General Motors by Louis Harris and 
Associates, found that 44 percent of 
American adults would pay an extra 
$500 for a car equipped with an air bag, 
compared to only 29% in 1990. 

However, despite their willingness to 
pay more for the safety device, a large 
number of Americans questions, 38%, 
think that accidental air bag inflation is 

•••••••••••••••• 
ACG 00~ 
RESEARCH 
SOLUTIONS 
•••••••••••••••• 
Chromalloy Plaza 
Sulte1750 
120 South Central 
81. Loula, Mluourl 
83105 
•••••••••••••••• 
314· 728·3403 
P'AX: :u•-7ae..ao:J 

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

& Quentitltlve 

SII'VICH: 

a serious problem. A significant pro­
portion of consumers (35%) also be­
lieve that air bags can trap an individual 
in his or her car when inflated. In addi­
tion, while two-thirds of adults believe 

air bags provide better protection in a 

crash than seat belts alone, twenty per­
cent of individuals mistakenly think air 
bags will take the place of seat belts. 

"De pite the enormous efforts to edu­
cate consumers about the safety of air 
bags, and the key role these devices can 

Pe op le willing to p y extr for a ir bags 
By sex, 1990- 1991 

Men 

46% 

Wom en 

0% 10% 20% 30% 40% 50% 60% 

Pe r centage 

- 1990 ~ 199 1 

FREE VIdeotaping 
Guaranteed Recruitment 
Experienced Moderators 

Executive Interviews 

Mystery Shopping 

play in saving lives, many individuals 
still perceive them as dangerous," says 
Richard Porter, publisher of Preven­
tion. "The proven safety value of air 
bags must be reinforced with the con­
sumer." 

The survey found that consumers have 
responded to the use of other safety 
measures in cars such as wearing seat 
belts. According to the study, sixty-five 
percent of adults now say they always 

buckle up in the front seat of a car, up 46 
points over 1984, when just 19 percent 
said they always wore seat belts. 

Americans are also strongly in favor 
of laws mandating seat belt u age. Of 
those adults questioned, four out of five 
(80%) support mandatory seat belt laws, 
including 68% of those living in states 
without such laws. 

continued on p. 36 
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Darryl Goldberg ha been named 
associate director of research at 
Johnston, Zabor & Associates, a mar­
keting and communications research 
firm in Re earch Triangle Park, NC. In 
addition, Matthew Mercurio has joined 
the firm as research supervisor. 

Joyce Caldwell has been named data 
collection director at Quality On Time 
Interviewing, Lenexa, KS. 

Michael Halberstam has been ap­
pointed president of Interviewing Ser­
vice of America, Van Nuys, CA. 

Barbara Mcintyre-Ross has been 
promoted to account manager, client 
service atNFO Research, Inc., Toledo, 
OH. 

Mcintyre-Ross Hemker 

Ruth Hemker has joined Minneapo­
lis-based Leon Tyler Marketing Re­
search, Inc. in client services. Previ­
ously she was research director for First 
Bank Systems. 

Fort Lee, NJ-ba ed Sigma Validation 
ha been endorsed by the Board of the 
Qualitative Research Consultants As­
sociation as one way ~o identify prob­
lem respondents. 

Jim Ploog has joined Chamberlain 

April, 1992 

Research Consultants, Madison, WI, as 
statistical analyst. 

Pat Dougherty has been named man­
ager, market research at Meadox 
Medicals, Oakland, NJ. 

Alan Seraita has been promoted to 
senior vice president, director of maga­
zines, at the Syndicated Studies divi­
sion of Simmons MRB. 

Will Gordon has been named princi­
pal, Decision Research, San Francisco. 

Frank Girardi Jr. has been named 

vice president, professional services, 
Genesys Software Systems Inc. 

Toni Shields has been named vice 
president, marketing and client service 
atBAI, a Tarrytown, NY -based research 
and consulting firm. In addition, Bob 
Skolnich has been named executive 
vice president. 

Nicholas Mannino has been named 
senior account executive at VF Infor­
mation Service, Langhorne, PA. 

continued on p. 40 
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TMR, Inc. has opened a telephone 
market research facility in Parsippany, 
NJ. The facility will conduct domestic 
and international telephone surveys on 
consumer and business products and 
services using CATI software. Joe 
Calvanelli will head up the operation. 
The facility is located ~t Two Sylvan 
Way, Parsippany, NJ, 07054. Phone 
201-829-1030. 

• 
Due to business growth and an in­

crease in new customers, DataStat, Inc., 
a public opinion and market research 

survey company based in Ann Arbor, 
Michigan, has moved into larger offices 
at 3975 Research Park Drive, Ann Ar­
bor, MI, 48108. The company special­
izes in large-scale surveys and in the 
collection of telephone interview and 
mai I survey data. Contact Sherry Marcy 

at 313-994-0540 x 144 for more infor­
mation. 

• 
Group Dynamics In Focus, Inc. has 

opened a new focus group facility in . 
New Jersey. The new facility, known a 
Group Dynamics/Cherry Hill, expands 

GIVE YOUR COMPANY THE EDGE! 
Gain the information that drives your product program. 

Attract new customers and build repeat sales-
MAXIMIZE YOUR COMPANY DOLLARS! 

Do EASILY all of your survey research with 

Raosof~M SURVEY, 
a POWERFUL and EASY TO USE NEW statistical database 

for survey analysis-presented at COMDEX/Fall '91. 

For Everyone!-easy design-forms based entry-mouse or pushbutton­
one-stroke analysis-graphs-Sample Size-easy Query, reports, and 
mailmerge-hot-key interrupt entry for phones-Summary~ tats-More! 

w For PC's: Ask for a FREE Demo! 30-day unconditional guarantee 
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the facilities presently available in the 
BaJa Cynwyd, PA office. The new fa­
cility will be managed by Debbie 
Rosenthal, formerly with Shugoll Re­
search. For more information, contact 
Merle Holman at 215-668-8535. 

• 
Atlanta-based Superior Research 

will open a new focus group facility in 
the Tampa, Florida area in May. For 
more information, call Rhoda Davis or 
Debbie Hunter at 404-394-4400. 

DON'T MISS THE 
MAY ISSUE OF 

QMRR! 

In it you'll find the 1992 
edition of the 

Telephone Research 
Facilities Directory 

an easy and convenient 
way to get information on 

facilities in the United 
States and Canada. 
The most complete . 
directory of its kind 

exclusively from 
Quirks _________ _ 

MARKID1NG RESEARCH 
Review 
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New version of Compass 
available 

specialized data for retail sales paten- rectory of Leading Private Companies, 
tial, health care data, Yellow Pages di- including Corporate Affiliations, pub­
rectory areas, and crime data. These lished by National Register Publishing 
databases are maintained on MAX 3D, Company (NRPC). The Directory is a 

A new version of Compass market- Claritas/NPDC'son-linemarketingsys- business and professional reference 
ing software has been rele~sed by tern. For a free demo diskette, call 800- source that provides in-depth informa-
Claritas/NPDC. Campa allows users 876-6732. tion about major privately owned com-
to integrate, analyze, and map small- parries and their subsidiaries, divisions 
area demographics, PRIZM lifestyle Reference book compiles and affiliates. The 1992 edition intra-
segmentation, media databases, prod- duces a simple numerical order format 
uct-usagedata,streetmappingfiles,any private companies and that shows, at a glance, not just the 

of 60 specialized databases, and their their affiliations existence of subsidiary companies, but 
own customer or prospect data. It runs the exact relationship of each operating 

customized or pre-designed reports and Numerical coding of corporate affili- unit to other units, and to the parent 
maps for strategic planning, site loca- ations, a larger size and new format, a company. The 1992 edition contains 
tion, media planning, direct mail, sales new name, CD-ROM and online avail- listings for over 7,000 parent compa­
planning, and other consumer market- ability, and first-time listings for more nies and their more than 15,000 subsid­
ing functions. than 800 companies are the biggest iaries. Beginning in April, the Directory 

ThenewCompa 5.0offer asimpli- changes in the 1992 edition of the Di- continued on p. 40 
fled menu and pre-designed applica- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
tions that follow the logic of precision 
marketing. The menu is organized by 
four key marketing que tions: 

• Who are my targets? 
• What are they like? 
• Where can I find them? 
• How can I reach them? 
Compass 5.0 also runs a number of 

reports and maps faster, provides map 
exporting to other software packages in 
Hewlett Packard Graphic Language 
(HPGL) format, and provides batch pro­
cessing to create and store reports or 
maps for hatched printing later. It is 
available with complete street mapping, 
using the TIGER files from the Bureau 
of the Census. Polygon definition and 
finer zoom capabilities allow for greater 
precision in map and area definition. 

By mid-year 1992, Compass 5.0 will 
provide pay-as-you-go access to addi­
tional databases via modem including 

April, 1992 

NEw ORLEANS ... 
Hygeia Marketing Associates' 

upscale focus group facility! 

• RECRUITING-medica£ 
executive and consumer 

• UNIQUE-the ONLY facility in 
New Orleans-walk to 
convention center, French 
Quarter, hotels and restaurants 

• FACILITY -two focus group 
rooms with viewing areas, and an 
adjacent, comfortable client 
lounge 

H..... The Lykes Center • 300 Poydras Street, 17th Floor 
New Orleans, LA 70130• (504) 524-1311 
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sccurately adllrtsses the ·rmrrK•~tUJrp· .,;l'l,ftN,-.·~ 

represtmts an important at¢ challenging role jf»':the research professional. This 
challenge is further enhanced by the wide variety of appropriate alternative 

research designs available for virtually every marketing issue. In some cases, the difficulty increases 
when marketing management specifically requests a particular design which may be considered less 

than optimal. 
For instance, a marketing manager 

may ask the researcher for help in un­
derstanding the causes of a specific con­
sumer behavior by conducting a survey 
only among a particular population. For 
example: 

• Interview consumers who responded 
to a promotion in an attempt to under­
stand its success/failure. 

• Interview heavy users of a product 
to understand what drives their con­
sumption. 

• Interview consumers after trial of 
a new product formulation to determine 
acceptance/rejection of the product. 

One-shot studies 
The above examples use a design 

which is often referred to as "one-shot 
studies," involving the collection of data 
from only one sample group of respon­
dents. 

This design may be appealing be­
cause of its simplicity and low cost, but 
it lacks a control cell for comparison of 
the key measures. Subsequently, such 
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an approach may yield very little in­
sight about the behavior under study. · 

For example, the maker of a major 
brand of ground coffee wants to deter­
mine consumer acceptance of a new 
formulation (i.e., the mixture of 
Columbian, African, and Asian coffee 
beans). Let's assume that marketing 
management directs a one-shot study 
by testing the product with a sample of 
consumers. Furthermore, the findings 
indicate that 60% of the respondents 
rated that product "excellent" overall. 

The following key question still re­
mains unanswered: are consumers posi­
tive to this new coffee? 

By restricting the sample population, 
we have not determined if consumers 
are positive or negative to this new 
coffee mixture. In order to accomplish 
this, we must compare the 60% "excel­
lent" new product rating to a relevant 
control cell product, which might be the 
current mixture. 

Popular designs , 
A product test which easily incorpo-, 

rates an overall rating measure with a 
control product can be executed in sev­
eral ways. The two most popular de­
signs are the monadic and the 
protomonadic. 

In the monadic design, two equiva­
lent but different respondent samples 
are interviewed. Each respondent tests 
either the control product (i.e., current) 
or the new formulation test product, but 
not both. 

The protomonadic design involves 
interviewing only one set of respon­
dents, with each respondent testing both 
the control product and the new formu­
lation test product, but in a sequential 
format. The first product is tested and 
evaluated, followed by the testing and 
evaluation of the second product. (In 
practice, half ofthe respondents test the 
new formulation product first with the 
current second, while the other half of 
the sample tests the products in reverse 
order. This rotation eliminates any or­
der bias, i.e., preference for the first 
product tested, regardless of which one.) 

Both research methods are very strong 
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designs since the scores for both the 
test and control products are attrib­
uted to the actual product differ­
ence. 

Let's refer back to our hypotheti­
cal example where 60% of the re­
spondents rated the test product as 
"excellent." The examples at right 
illustrate two different control cell 
results which would totally alter our 
conclusions. 

Although the situations may be 

Situation 1 

Control (current) 
Product Measure 

60% excellent 

Test Product 

60% excellent 

Conclusion: The test product is at parity with the 
current. If the new formulation is less expensive to 
produce, then it should be introduced. 

ext~me, they exempli~ two vastly ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
different conclusions with the same 
pos~only results (i.e., 60% ''excel- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
lent" rating). 

The control oell design is regu­
larly used for the type of product 
testing described above. However, 
some research projects without a 
lengthy history or an acceptable 
methodofproductte tingmay Jacka 
control cell. Regardle s of accept­
ability, acontrolcell isjusta impor­
tant when conducting a promotion 
test because without thi control 

Situation 2 

Control (current) 
Product Measure 

80% excellent 

Test Product 

60% excellent 

Conclusion: The test product fails to exceed the current and 
should, in most cases, be eliminated from consideration. 

continued on p. 35 ...._--:---------------------------~ 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? 1/H/R Research Group can help - with the 
highest quality, lowest prices, and best service available anywhere. 

• 75line national coverage • MRA certified interviewers • Project bids in one hour 

• 50 Ci2/CATI stations • Highest quality • On/off premise monitoring 

• On time results • Low prices • State-of-the-art technology 

What makes 1/H/R the best? Some say it's our on-going training program or our great supervisors ... But, 
what seems to make our clients even happier are the really competitive prices. We're growing, so we can 
afford to bid very aggressively. 

If you're tired of the same old song and dance, give 1/H/R Research Group a call. We'll make sure your job 's 
done right and at a cost you can live with. 

1/H/R Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy.- Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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Transportation 
continued from p. 7 

develop its overall marketing plans. It 
analyzes overall trends in its customer 
base and identifies customer needs by 
geographic region and city. Right-0-
Way then develops packages of trans­
portation services to meet those needs. 

"We have a broad menu of services to 
offer," says Rowland. "Marketing re­
search enables us to home in on what 
specific customer groups need today 

and tomorrow." 

Transborder business 
Right-0-Way is heavily committed 

to international shipping, especially 
transborder business with Canada. 
Therefore, much of its marketing re­
search effort reaches outside U.S. bor­
ders. 

Rowland was manager of Right-0-
Way's transborder services in 1985 
when the U.S.-Canada Free Trade 
Agreement (Ff A) was passed. Basi-

cally, the Ff A specifies three schedules 
for phasing out tariffs and duties over a 
ten year period starting in 1989. By 
studying the Ff A and communicating 
directly with ~anadian and U.S. gov­
ernmentofficials, Rowland and his staff 
found out which indu trie and product 
markets would open up first. 

"We identified what types of prod­
ucts would be moving across the border 
and determined how best to tap those 
markets," says Rowland. "Our Ff Are­
search showed that, initially, there would 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ beagreatdealofmovementofelectron-
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Ask Southern California, Inc. 
At the F&M Plaza 
1224 E. KatellaAvenue, Suite 100 
Orange, Calliornia 92667 
Call Sue Amidei 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. 
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ics and computers from the ¥idwe t 
into the Toronto area. So we identified 
which companies on both sides of the 

"Our FTA research 
showed that, initially. there 
would he a great deal qf' 
nzo\ ·enzent f~t' electronics 
and conzputers .fi·onl the 
Midwest into the Toronto 
area. So we identified 
1-rhich conzpanies on hoth 
sides f~l the horder were 
n1ost likely to engage in 
this trade. We vrent 
aggressil'ely qfter those 
accounts. del'eloping 
transportation serl'ices to 
nzatch their needs." 

border were most likely to engage in 
this trade. We went aggres ively after 
those accounts, developing transporta­
tion services to match their need ." 

Rowland admits that Right-0-Way 
had a di tinct advantage when tapping 
the trans border market. "Our sister com­
pany, Right-0-Way Canada, has of­
fices in every major Canadian airport 
city. We've been able to coordinate 
marketing research on both ends and 
come up with programs that take advan­
tage of everything we know north of the 
border." 

Domestically, Right-0-Way taps a 
wealth of external sources for research 
and sales purposes. The company pur-
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Any research com_pany can 
rank promotional anernatives. 

But Bellomy Research also 
accurately predicts each alternatives' 

. impact on. share of market. 
Introducing Plus Power 1M 

only from Bellomy Research 
Traditional promotion tests from most 
research companies rank alternative 
offers In essentially the same manner. 
That's where Bellomy Research goes 
beyond most research companies. 
Promotion tests with PlusPowerTM 
analysis put the next generation of 
latent variable modeling to work for 
you. PlusPower™ gives you the most 
useful and predictive Information on 
promotional alternatives, and their 
ultimate Impact on market share and 
source of promoted volume. 

Bellomy promotion tests with PlusPowerrm 
simultaneously structure and segment 
the marketplace to provide accurate 
dlsaggregate estimates of each offer 
and consumer purchase behavior. 
So when Mike Relsslng executed this 
promotion test, he not only learned 
which premium Is 'most appealing', but 
also which one will really Increase 
market share ... whlch will have Mike's 
client selecting his promotional offer 
with much greater confidence. 
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Put PlusPowerTM to work on your next 
promotion test. Show your marketing 
managers which premium alternative 
has the most potential, and also from 
which source It will attract Its 
promoted volume. 
Call Lacy Bellomy, John Sessions, or 
Mike Relsslng today. 

108 cambridge Plaza Dr. 
Winston-Salem, NC 27104 
Toll Free 1-800-443-7344 

BellomY.: Local (919) 765-7676 
Research FAX (91 9) 765-8084 



chases manufacturing guides on com­
puter disk from Database Publishing 
Company in Newport Beach, Califor­
nia. "From these disks, we can identify 
companies in a particular ZIP code or 
group of ZIP codes by SIC code and 
find out what they ship and where they 
ship. So if we want, for example, to go 
after freight lines between Los Angeles 
and New York, we can identify which 
companies to target. The disks give us 
direct leads." 

Mail and telephone 
Jean McClymonds, president of Just 

Marketing, also serves as the research 
chairperson for the Sales and Marketing 
Council of the American Trucking As­
sociation. When transportation firms 
are looking for basic trends in custom­
ers' shipping preferences, they will more 
than likely use mail surveys or tele­
phone interviewing a their research 
tools, McClymonds says. 

"One of my larger clients sendsoutan 
annual survey to approximately 20,000 

OPINION RESEARCH CORPORATION 

28 

For information, call Judi Lescher at 
1-800-999-0213. 
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businesses, customers and non-custom­
ers alike. It asks respondents to rate the 
major carriers on a number of service 
criteria and to indicate the importance 
of various transl?ortation factors such as 
price, dependability, on-time perfor­
mance and so on. 

"It's a blind survey in the sense that 
they don't tell respondents who's con­
ducting the survey. The survey goes out 
under the name of a market research 
company, but they collect the data and 
do the analysis." 

Transportation firms find such sur­
vey very revealing, McClymonds says. 
"They learn a lot about their reputation 
as well as the perceived value of current 
services and prospective new services." 

For smaller, more specific research 
efforts, the firms often switch from the 
mail to the telephone. "Generally speak­
ing, these telephone interviews can be 
completed in a matter of minutes," 
McClymond ay . "And companies can 
discover some very valuable informa­
tion about specific aspects of their mar­
ket and/or services." 

In-house databases 
To obtain names for their mail and 

telephone surveys, mo t transportation 
firms use their own in-house databases, 
augmenting them with subscriber lists 
from major trade publications or list 
brokers with an emphasis on the trans­
portation and purchasing industries. 
They generally select names from across 
various standard industrial classifica­
tions (SIC), sorting by size of company, 
number of employees, or geographi­
cally, depending upon the survey's ob­
jectives. 

In addition, today many of the trans­
portation companies conduct smaller 
urveys of their current customers, both 

by phone and mail. In some cases, these 
surveys will be very sophisticated. In 
others, they're much more informal. 

Sometimes, a customer survey will 
serve as one part of a larger market 
research project, McClymonds says. 
Several years ago, for example, a client 
conducted a survey regarding the 
strengths and weaknesses of its cus­
tomer service department. It surveyed 
both customers and employees, and held 
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DENVER'S EXCEPTIONAL 
FOCUS GROUP AND 

CENTUL LOCATION FACILITY 

T 
he Research 
Center is Denver's 
exceptional focus 

group and central location 
source featuring out­
standing facilities and the 
highest quality recruiting 
and interviewing. 

fta focus group suite 
is a tastefully decorated, 
contemporary and private facility 
located in an easy-to-find, high­
profile building. The viewing room 
seats 17 comfortably. The conference 
room is 18' x 20' and features wash­
able writing surface, oak rails and a 
bleached oak conference table. 1/2" 
video player and monitor are built-in 
and available at no additional charge. 

fta 
ceabal 
locatioa 
faci6ty 
is 24' x 24' and 
accommodates 
up to 50 
participants. 
The room is 
wired to provide 
audio and video feeds to the focus 
group viewing room. It features a 
raised platform and podium for the 
moderator and includes a built-in 
easel and wet bar. 

Allnia Sampoga•Beid 
aad Chris Balthasar 
manage The Research Center. They 
have over twenty years combined 
experience recruiting focus groups 
and central location tests in the 
Denver market. Their goal is to 
provide clients with the highest 
quality recruiting and the best 
facilities in Denver. 
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All recruiting for focus 
groups is conducted from 
The Research Center's 
41Wiaa talaphoaa 
baak (equipped with CRT 
and ACS Query interviewing 
software). The Research 
Center uses a duplicate 
number database system to 
help insure the highest 
quality recruiting. 

The Research Center 
550 South Wadsworth Suite 101 

Denver, Colorado 80226 
(303) 935-1750 

FAX (303) 935-4390 



focus group sessions at its shipping ter­

minals. 
In addition to surveying current cus­

tomers, transportation firms will survey 
departing accounts to determine why 
they lost their business. "Many compa­
nies will conduct a telephone survey of 
lost business. Basically they 'II ask, 'Why 
did you leave us?' In many cases, the 
customer might have had a decline in 
business due to the recessi<?n, or they 
went out of business altogether. And in 
others, it may have been due to unsatis-

factory service. We believe it' the lat­
ter that clients should pay particular 
attention to." 

The competition 
When researching the competition, 

some companies obtain the publicly 

published financial records of other 
major transportation carriers. However, 
most firms agree that the best source of 
competitive information is their own 
sales force. 

"Salespeople talk to customers every 

day," says McCiymonds. "They hear 

things and they feed it back. Companie 
can synthe ize that data and get a sense 
of what's going on. But you have to be 
careful, because there are laws that limit 
what kind of contacts you can have with 
customers and what type of information 
you can get from them." 

One client takes its competitive in­
formation gathering very seriously, 
keeping extensive files on its major 
rivals, McCiymonds says. Each oftho e 
files is assigned to an account manager, 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ whobecomesthein-housespecialiston 
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that particular carrier. 
"Everyone gathers information and 

forward it to the appropriate special­
ist," says McCiymonds. "The file is 

updated every six months. Those files 
are condensed into competitor fact 
sheets, which are put into a three-ring 
binder and made available to anyone in 
the marketing or sales departments." 

At some companies, market research­
er are free to examine the wealth of 
operational data kept in internal data­
bases. "This data can help a company 
identify its major customers or major 
shipping lanes. Through computer over­

lay programs, they are able to access 
shipment activity and spot trends that 
are very telling." 

New markets 
Transportation firms also use their 

databases to help identify new markets. 
By tapping external and internal data­

ba es, they can look at the demograph­
ics and business activity of territories 
they're not erving and make an accu­

rate determination of whether it makes 
sense to open a terminal in that locale. 
"When a company is considering a new 
territory, it should look at trends in 
population, retail sales, and number of 
businesses over a six- , nine- , and 
twelve-month period." 

One major transportation firm uses 
its own "interline activity reports" to 
gauge whether new markets should be 
entered. "When a transportation firm 
handles a shipment and the final desti­

nation is outside its own service area, it 
will hand the shipment off to another 
carrier. If you track this activity closely 
and see that you're turning a lot of 
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business over to another carrier in a 
particular area, you should consider 
moving in. " 

McClymonds says that many larger 
firms now subscribe to general com­
mercial database such as Trinet, which 

covers various industries by SIC codes. 
It helps them profile communities and 
subsequently provides actual lead for 
their salespeople. 

Others are using more transportation­
specific databases uch as TranSearch , 
a freight flow database. It models move­
ment between various points through­
out the U.S. , estimating tonnage by SIC 
code for commodities moving within 
certain lanes. 

"Let 's say you want to examine ship­
ping activity between Salt Lake City 
and Portland. TranSearch will give you 
the major commodities, listed in de­
scending order. And, it gives you names 
of companies involved in those indus­
tries." 

Well-defined niche 
Daylight Transport, a $40 million a 

year less-than-truckload (L TL) carrier 
of motor freight, ha carved itself a 
well-defined niche in the transportation 
industry. Daylight specializes in expe­
dited over-the-road delivery, coast-to­
coast and Texas. It delivers faster than 

most surface carriers with a rate struc­
ture that is less expensive than airfreight. 

search techniques are best described as 
informal , but Denniston is planning to 
incorporate more formal research tech­
niques in the immediate future. "We ' re 
in the proces of developing a detailed 
mail survey that we hope to introduce in 

the second quarter of '92. We ' re also 
planing quarterly focu s groups and 

"This data can help a con1JJany ident{fy its 
n1a,jor custonzers or n1a,jor shipping lanes. 
Through con1puter overlay ]Jrogran1s, they 
are ahle to access shi]Jn1ent activity and SJJOt 
trends that are very telling." 

"Most of our competitors take six or 
seven days to the East Coast, we do it in 
four," says Daylight 's Guy Denniston. 
"That 's our little niche, o the markets 
we go after are the ones where we can 
shave off coast-to-coast transit time." 

To date , Daylight 's marketing re-

roundtable di scussions with key cus­
tomers. We ' ll tell them where we ' re 
heading and ask them what they need 
and how we can better serve them." 

The task of Daylight ' s current mar­
keting research effort is to cost-effec­
tively identify industries and compa-

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 aren't happy, you 
don't pay. 

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

We automatically ship you lOo/o 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, 

Suite 221. 
. CA 92680 Tustm, 

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 0 County 0 City 

National 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 fo r a copy of 
our detailed information booklet for exact price and warranty specifications. 
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nies that can take advantage of its unique 
services. "We're not a hundred million 
dollar company that has a lot of money 
to spend on outside market research and 
fancy databases. Ours is a roll-up-your­
sleeves-and-do-the-basics kind of com-

welfare, but I don't think they realize 
that we're using this information for 
marketing planning purposes." 

Another source of information is the 
company's Customer Satisfaction 
Group, a centralized customer service 

"In the.fi·eight.{orVt'arding inclustry, rvou hal'e 
to he .fl e~ri hIe or you' re not going to e. r is t. 
Marketing research is critical to gathering 
i1~{orn1ation ahout fJolitical an(/ geoJJolitical 
(/e\'eloJJnlents in the Unitecl States, C anacla, 
an(l EurOJJe." 

pany," says Denniston. 
Thus, Daylight's primary method of 

market research is talking face-to-face 
with customers. Denniston and the rest 
of the firm's sales and marketing man­
agement team spend substantial time in 
the field with sales reps, talking to cus­
tomers and gathering information. "Our 

customers see our concern for their 

DON'T MISS THE 
MAY ISSUE OF 

QMRR! 

In it you'll find the 1992 
edition of the 

Telephone Research 
Facilities Directory 

an easy and convenient 
way to get information on 

facilities in the United 
States and Canada. 
The most complete 

directory of its kind, 
exclusively from 

QWms ________________ _ 
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department. It averages 800 to 1000 
calls a day from customers and poten­
tial customers, handling requests, an­

swering questions and resolving com­
plaints. Once a week, the group meets 
with marketing representatives to share 
information. "They tell us what type of 
calls they're getting, what problems are 

coming up, and what customers are 
asking for. They keep us tuned to th~ 
problems and service requests they re­
ceive," Denniston says. 

The firm pays close attention to the 
service requests from prospective cli­
ents. "We may discover that something 
we aren't offering is keeping us from 

getting more accounts. Recently, one 
prospect asked if we had electronic bill­
ing, something akin to money transfer. 

We're not quite set up to do that yet, so 
we lost that account. That's a hurdle we 
have to overcome, something to look at 
in the future." 

In addition to gathering marketing 
research on customers, Daylight gath­
ers competitive information. Denniston 
feels its important to see what the com­
petition is doing and to determine how 
Daylight can do it better. Again, the 
sales force i the primary source of 
information. 

"Customers are open with that type of 
information. If a competitor comes out 
with a new product or service, they'll 
tell us. Then we'll try to take that idea a 

step further, refine it, and offer some­
thing better." 

Denniston is also an avid reader of 
transportation industry trade journals, 
as well as specific customer trade jour­
nals. "I'm looking for trends. I'll ana­
lyze the shoe industry or maybe the 
textile industry, looking for changes in 
their distribution patterns or transporta­
tion needs. Then we ' ll move to fill that 
new niche, staying ahead of the compe­
tition. We have a lot of flexibility be­
cause of our small size and flat organi­
zational structure." 

Looking forward 
The transportation industry's continu­

ing investment in marketing research i 

testament to the importance the leading 
transportation companies place on such 
information gathering techniques. And 
although smaller carriers might not have 
the extensive resources to devote to thi 
activity, they nevertheless recognize its 
importance. 

Rick Rowland feels thatRight-0-Way 
has gone a long way to improving its 
marketing research function since the 
industry was deregulated. However, he 

says that increased competition and a 
growing emphasis on global trade re­
quires him to be on the lookout for new 
sources of marketing information. 

"In the freight forwarding industry, 
you have to be flexible or you're not 
going to exist. Marketing research is 
critical to gathering information about 

political and geopolitical developments 
in the United States, Canada, and Eu­
rope. We 've grown dramatically inter­
nationally and the bulk of our growth in 
the next two to five years will be in 
international business." 

Daylight's Guy Denniston also has 
no misconceptions about the competi­
tive nature of the transportation indus­
try and Daylight' need to keep up in the 
area of marketing research. "We're a 
small fish in big pond. To survive, we 
can't just meet the customer's expecta­
tions, we have to exceed them. Through 
marketing research, we have to find the 

little angle or niche where we can ex­
ceed the expectations of the customer. 
And we have to differentiate ourselves 
from the competition." 0 
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Schedule 
continued from p. 1 0 

current base of customers-and that it to listen. 

"It was flattering to learn that 34% of 

can now use thi information to attract 
new ones. 

those surveyed gave us the highest pos- 2 + 2 > 4 
sible rating for customer service (a 7 on Looking back on the research, Gor­
a 7 point cale) and to hear comments don says: "This was one of the rare 
like, 'terrific service' or 'very respon- times when two plus two really did add 
sive.' Still, we were very interested in up to more than four. Doing the research 
suggestions for improvement, such as in the way we did, at the time we did, 
shorter response time and longer oper- gave us a good indication of likely at­
ating hours for our telephone support tendance, identified areas of strength 
staff. and priorities for improvements, and 

"We pride ourselves on being a cus­
tomer-driven, not technology-driven, 
company. The positive feedback cre­
ated tremendous esprit de corps for the 
whole staff. At the same time, you can't 
deal with problems and concerns if you 
don't know about them. We were able 
to identify these concerns ahead of our 
national meeting and develop appropri­
ate responses. All in all, the survey told 
us we're on the right track-and that 
alone justified our investment in the 
research." 0 Customers often come in on Satur- showed our customers we care enough 

day, fur example, whenilieirofficeis ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
quiet, and use our software to consider 
possible scenarios and develop new 
employee staffing· plans. They want to 
be able to reach one of our people when 
they have a specific question about how 
to best do something. They don't want 
to have to wait until Monday, when 
they'll be busy with other things," Gor­
don says. 

QUALITY 
"The e are the issues we ' re address­

ing now. We have redeployed some of 
our people, expanded Saturday cover­
age, and instituted a beeper ystem to 
increase our responsivenes ." 

The company prides itself on the level 
of after-sale support it offers to its cus­
tomers-and views the e new initia­
tives a part of its commitment to im­
prove the way it serves them. 

Users receptive 
"Ease of use" received the lowest 

scores relative to two other key mea-
ure of cu tomer satisfaction, with 60% 

of respondents providing a ranking of5, 
6, or 7. These scores and the verbatim 
comments on ease of use parallel com­
ments heard through other sources, 
Gordon says, and dovetail with current 
software development priorities. "Us­
ers were extraordinarily receptive to the 
enhancements and changes we intro­
duced during our U ers Forum," he 
says. 

Eighty-four percent aid they would 
recommend the TCS system to col­
leagues. No one said they would not 
recommend the sy tern. The 16% who 
declined to answer did o primarily be­
cause they said they were new to the 
software or to to their job. Company 
officials were extremely pleased with 
the results of this question , since it pro­
vides further that evidence the company 
is doing what it needs to do to satisfy its 
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• 
IS a 

SYSTE.M 
not a 

"Quality, quality, quality! " 
Unfortunately, the word "quality" 
has been used so much recently 
that it's begun to lose meaning ... 
it's becoming a buzz word , 
a slogan. 

DataSource hasn 't lost sight of 
the meaning of quality. Our 
highly client-focused system of 
data collection is founded upon 
understanding project specifica­
tions , delivering results that 
match or exceed expectations 
and total employee commitment 

to process improvement. The 
benefits to you-faster turn­
around , greater accuracy and 
better value. 

With our business/professional 
interviewing staff and their spe­
cialized training , you'll experi­
ence the difference between a 
slogan and a System. Call 
Teresa Young , Marketing 
Manager, at 800/800-8370 for 
more information about our busi­
ness/professional data collection 
capabi I ities . 

DataSource· 
800/800-8370 

Tampa Phoenix Indianapolis Ft. Wayne Cincinnati 
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Competitive Warfare 
continued from p. 16 

For example, you may find out that 
consumers really use only three basic 
dimensions to evaluate your company, 
brand or products. These may be such 
broad factors as customer service, price/ 
value relationship, and company repu­
tation. 

Using factor analysis you,. will dis­
cover that the 15 or 20 attributes in the 
original data have overlapping mean­
ings and that they reduce to three or four 
underlying fundamental dimensions. 

II. Multiple regression analysis 
The purpose of this statistical proce­

dure is to identify how well the at­
tributes of each brand and product, as 
well as the ideal, predict and/or affect 
the overall competitive position. Fur­
thermore, this analysis ranks the impor­
tance of each of these factors in the 
prediction of overall brand and product. 

The primary function of the multiple 
regression technique is to be able to 
profile each of the major brands or prod­
ucts and the extent to which those di-

mens ions, both individually and in com­
bination, affect it overall position in 
the market. In addition, it identifies 
which dimensions are uniquely impor­
tant in describing each particular brand 
or product. 

Let's look at three factors: customer 
service, price/value relationship, and 
company reputation. Applying this tech­
nique, we could determine that price/ 
value relationship is considered most 
important among the three factors as 
well as the degree of its importance. 
This information helps in formulating 
the marketing strategy and advertising 
message. 

III. Perceptual mapping 
Perceptual mapping is another step in 

this overall analysis which will further 
simplify this task by taking consumer 
judgments of overall similarity or pref­
erence and converting these results into 
easy-to-interpretspatial maps. This tech­
nique will how the spatial relation­
ships among the brands, companies and 
products on major dimensions identi­
fied as important. 

Perceptual mapping is a technique 

for vi ually portraying consumer per­
ception of competitive brands. By con­
solidating data on brand perceptions in 
a two-dimensional space, perceptual 
mapping allows for: 

-Identification of the cluster of 
brands that are perceived to be similar/ 
competitive versus dissimilar/non-com­
petitive. 

-Identification of perceived 
strengths and weaknesses of a particu­
lar brand compared with the competi­
tion. 

Based on this comparative analysis, 
marketing strategies can be developed 
to enable: 

A) Repositioning of a brand based on 
an assessment of the opportunities and 
vulnerabilities of the current position 
and 

B) Identifying new product opportu­
nities based on any evident "gaps" in 
the current marketplace. 

With this series of statistical tech­
niques the researcher is armed with with 
ammunition to predict product, brand, 
company position and to model the 
market for new and/or repo itioned 
products.O 

ACCORDING TO A RECENT SURVEY, 
9 OUT OF 10 EVALUATORS 
OF STATPAC GOLD IV 
BECOME USERS. 
Professional's choice for survey & marketing research. 
User-friendly, comprehensive & dependable. 
Camera ready tables & graphics. Basic & advanced 
statistics. CRT & telephone interviewing. Easiest 
to learn. Guaranteed. 

StatPac Inc. 
3814 Lyndale Ave. S. 
Minneapolis, MN 55409 
Tel: (612) 822-8252 
Fax:(612) 822-1708 

tat Pel 
The Right Choice for Survey & Marketing Research. 

CALL TODAY 
FOR A TEST DRIVE. 
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Control Cell 
continued from p. 25 

group for comparison, we fail to have 
sufficient data to provide accurate as­
sessment of the promotion. 

Stairstep to disaster 
Selecting an appropriate control prod­

uct is not always as straightforward as 
using the current formulation. Let's as­
sume that marketing management con­

to be used to test the latest cost reduc­
tion formulation. One method entails 
the creation of an original formula to 
test against each new cost reduction 
formula , rather than testing the new 
product against its predecessor. Another 
approach involves testing the new cost 
reduction formula versus one or two 
competitors in the category who deliver 
similar overall benefits to the consumer. 

Summary 
In brief, a control cell product is 

needed in order to answer absolute 
questions that marketing management 
often requires such as "How good is 
this new product or promotion?" 

Without a control cell, we cannot 
convert our survey answers (i.e., 60% 
"excellent") to insights about con­
sumer acceptance of our product. 

The selected study design must be 
able to answer the key questions 
asked: 

• What have I really learned? 
• Howconclusiveistheevidence? 0 

tinues to reduce the cost of the co~e ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
product formulation (e.g. , adding infe-
rior coffee beans at the expense of supe­
rior ones). If we continue to use each 
subsequent "current" product, i.e. , al­
ready cost-reduced, as the control cell, 
then we could experience a phenom-

While product testing of the 
"current" versus the "cost 
reduction formulation" is 
appropriate to test one new 
formula, some control is 
needed to avoid this 
stairstep to disaster when 
many new cost reduction 
formulas are involved. 

enon known as the "stairstep to disas­
ter." 

The "stairstep to disaster" process 
occurs because each new product for­
mulation is only slightly inferior, which 
fails to be significantly less preferred 
than the current product. However, if 
several small degradation steps are 
taken, the resulting product (i.e., at the 
bottom of the stairstep) can be quite 
inferior to the original formulation. 

While product testing of the "cur­
rent" versus the "cost reduction formu­
lation" is appropriate to test one new 
formula, some control is needed to avoid 
this stairstep to disaster. when many 
new cost reduction formulas are in­
volved. Several approaches exist for 
creating an appropriate control product 

April , 1992 

, 
• ~ • 

Whatever your question, 
we can help you 
find the answer. 

Custom Research 
ICR has. a broad range of experi­
ence researching specialized 
populations, in both the con­
sumer and business markets. 
From needs assessment to ques­
tionnaire design, through imple­
mentation and 

EXCEL Omnibus 
EXCEL, our national telephone 
omnibus study, interviews 2000 
diff~rent adults every week. You 
can add as many questions as you 
want, or qS few as one. You get 
the answers you need, in less 

than a week, all for a 
analysis, we'll make 
sure all your questions 
are answered. ICR 

fraction of the cost of a 
custom survey. 

ICR Survey Research Group • 605 West State Street • Media, PA 19063 
Phone (215) 565-9280 • FAX (215) 565-2369 
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Survey Monitor 
continued from p. 18 

Popularity of athletic 
shoes keeps rising 

Almost three out of four Americans 
aged 13-7 5 (72 percent) bought athletic 
footwear in 1991 , compared to 67 per­
cent in 1988, according to a new na­
tional survey conducted by the Athletic 
Footwear Association (AFA). The per­
cent of the population that wear athletic 
footwear declined over the same period 
from 87 to 84 percent, the survey found. 

The popularity of athletic footwear, 
however, continued to climb among 
those who wear them: 

• The average number of pairs owned 
by wearers rose from 2.7 in 1988 to 2.9 
in 1991. 

• The percent of wearers who own 
four or more pairs climbed from 20 to 
25 percent over the 1988-1991 period. 

• The average amount wearers said 
they spent for their last pair of athletic 
footwear rose from $30.10 to $42.60. 

• The most wearers said they would 

be willing to spend climbed from $42.00 
to $61.10. 

"Perhaps the most dramatic changes 
involve prices people said they paid and 
were willingtopay," says Gregg Hartley, 
executive director of the North Palm 
Beach, Florida-based AF A. "Respon­
dents from every segment we 've bro­
ken out so far said they paid more in 
1991 than 1988 and are willing to pay 
even more. 

"We interpret this as evidence that 
footwear manufacturers have been ex­
tremely successful in increasing the 
value of their products. They've done 
this by offering technological, struc­
tural and design improvements and by 
successfully meeting fashion and lifes­
tyle needs," Hartley says. 

Total retail sales of athletic footwear 
in 1988 were$9.7 billion on 377 million 
pairs, according to the Sporting Goods 
Manufacturers Association (SOMA). 
The SOMA estimates that 1991 figures 
will be $12.4 billion on 395 mi ll ion 
pairs. 

Among other findings: 

When your Business Research 
demands ilie best in ilie 

Research Business. 
New York's 

most dependable 
FIELD SERVICE! 

Featuring ... 

•Focus 
•Intercept 
• Recruiting 
•Telephone 

BAPOKT 
UKVBYS 

34 Cliff St., New York 10038 212/608-3100 800/347-2662 
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Teenager (ages 13-17) are the 
most enthusiastic buyer of athletic foot­
wear. Ninety-five percent of all teens 
wear sneakers and 97 percent of that 
group bought a pair in the last year. 
Thirty-one percent of teen wearers own 
more than four pairs. This group spent 
$54.20 for the last pair and is willing to 
go as high as $76.10. 

• The adult market declined in terms 
of percent of total population wearing 
athletic footwear, from 87 percent in 
1988 to 81 percent in 1991. But the 
percent of adult who bought shoes in 
the past year increased, as did the per­
centage owning four or more pair (from 
18 to 24 percent of wearers) and the 
amount spent for the last pair (from 
$29.80 to $40.20). 

Among blacks aged 13-75, 79 
percent wore athletic footwear in 1991 
and 75 percent of that number bought a 
pair in the past year. Thirty-three per­
cent of black wearers own four or more 
pair and they are willing to spend about 
as much per pair as are teenage wearers 
($76.20). 

Survey profiles 
shopping habits 

Shopping in America ranges from 
stopping for bread on the way home to 
buying a new car. Nearly half (46%) of 
American go hopping more than once 
a week, according to results from a 
national telephone urvey conducted by 
Maritz Marketing Research, Inc. Al­
most two of ten Americans ( 18%) shop 
everydayoreveryotherday, while27% 
shop two or three times each week. 

For almost all ages, men shop on a 
daily basis more often than women. 
One-fourth of men 18-34 years old shop 
daily,comparedto 17% ofwomen.Simi­
larly, 39% of men 35 or older, and just 
20% of women, shop every day. "A 
possible reason," suggests Beth Nieman, 
research manager at Maritz, "is that 
men make shorter, fill-in trips like go­
ing to the store for milk, whi le women 
consolidate their shopping into longer, 
less frequent trips. " 

The average amount of weekly house­
hold shopping expenditures, as esti­
mated by 37% of Americans, ranges 
between $5 and $1 00. 1 ust over one-
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quarter (26%) spend between $101 and 
$200, while 10% pay $201-$400. Only 

pared to 61 % of married men. Con- than frequency of use. 
versely, the number of women who • Singles in 1990nowconsumemore 

MORE MEN THAN WOMEN SHOP ON 
A DAILY BASIS 

Percent of people who shop every day by age and sex 

15 

10 

18-24 25-34 35 -44 

4% of households spend over $400 
weekly. 

Weekly household expenditures as 
estimated by men are significantly 
higher than women's estimates. Men 
believe the household spends an aver­
ageof$192 per week, while women say 
it's only $153. 

Who's responsible for spending all 
that money? Significantly more women 
say they spend all or most of it than men 
(65% compared to 32%). Five percent 
of men don't spend any money on house­
hold shopping. 

Women still do the majority of gro­
cery shopping (78%). But, according to 
one-third of men, they do all or most of 
the shopping for household food. This 
number declines as family size increases. 
Eighty-two percent of men in one-per­
son households handle the majority of 
food shopping, as do 85% of women. 
But, in households of two persons, the 
number of men drop to 30%; and in 
families of four or more, it shrinks to 
18%. 

Overall, 69% of men say they do all 
or most of the shopping for their clothes 
and personal care items. Marriage sig­
nificantly affects this number. Eighty­
one percent of unmarried men do the 
majority of their own shopping, com-
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• Men 

~ Women 

45-54 55 -64 65+ 

hop for the majority of their own clothes 
and personal care i terns increases after 
marriage from 89% to 95%. 

Women make up a large segment of 
the market for durable good . Forty-one 
percent say they do all most of the 
shopping for major purchases like ap­
pliances, furniture or cars. Interestingly, 
older women are more likely than 
younger women to handle this type of 
hopping. Fifty-one percent of females 

45 or older do the majority of such 
shopping, compared to 31% under the 
age of 45. 

More main meals include 
a microwaved item 

A a part of its National Eating Trends 
Service, The NPD Group, Inc., Port 
Washington, New York, tracked micro­
wave usage habits among t.he 2,000 
households that participate in the panel. 
Results from the study were reported 
reported in a recent issue of the 
company' newsletter, NPD Insights. 
Some highlights include: 

• In 1990, 20% of all main meals 
included a microwaved item, up from 
6% in 1984. 

• Americans are not microwaving 
more often than they did in 1984. Growth 
has stemmed from new users rather 

microwaved food and beverages than 
families. 

• Microwave items having the great­
est growth since 1984 are: microwave 
popcorn, poultry, frozen vegetables, 
soup. 

• Leftovers are not as important to 
microwave use as one might expect. 
Only 20% of all microwaved items were 
leftover dishes in 1990, the same as 
1984 . 

OPINIONS/ 
unlimited 

What Makes Us Different, 
Makes Us Better 

Moderator-Designed • 
Spacious Facility 

True Southwestern • 
Representation 

Systematic Tracking of • 
Past Participation 

Exceptional Client Service • 

Tough Recruits Our Specialty • 

Opinions Unlimited: 
Different and Proud of It! 

50 Station WATS • Moderator-Designed Focus 
High Traffic Regional Mall/CRT 

For a two hour bid or more information, 
contact: Anndel Hodges or Neil Norwood 

1-800-6S8-26S6 
Circle No. 922 on Reader Card 

39 



Names of Note 
continued from p. 21 

CSi Testing Centers named Gary Pe­
ters as mall manager at its Northshore 
Shopping Center location in Boston. In 
addition, Patrick Bucco has been named 
mall manager, and Judy Mammolite 
has been named administrative man­
ager atthe CSi location in Wayne Town 
Center, Wayne, NJ. 

Market Facts Inc., Washington, DC, 
has named Pam Koger-Jesup tudy 
director and Mary Bannon a ociate 
study director. 

Customer Satisfaction Research In­
stitute, Lenexa, KS, has named Robert 
Cicerone to director, TQM services. 

Bruno & Ridgway Research, 
Princeton, NJ, has named Mary Lynne 

ave mone on osta e 
ave mone on osta e 
ave money on posta e 

Zip+4 can save up 30°/o on postage costs. For informa­
tion on how you can take advantage of these savings 
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..................... vveanswertoyou 
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Fordham, Brad Cox, and George 
Hausser a research managers. 

Joe Calvanelli will head up the new 
telephone research facility ofTMR, Inc. 
in Parsippany ~ NJ. 

Calvanelli Carlson 

Jody Carlson has joined Creamer 
Dickson Basford as enior vice presi­
dent/director of research and strategic 
planning. Previously she was vice presi­
dent/associate research director at 
Young & Rubicam. 

Mala Subramaniam has been named 
director, marketing research and infor­
mation, Blue Cross and Blue Shield of 
New Jersey. 

Sherry Marcy has been promoted to 
vice president, sales and marketing at 
DataStat, Inc., Ann Arbor, MI. 

Product and Service Update 
continued from p. 23 

will be available on CD-ROM discs 
through Dialog OnDisc from Dialog 
Information Services, and on-1 ine 
through Dialog File 513. For more in­
formation write: NRPC,3004Gienview 
Road, Wilmette, IL 60091 . 

Surveys provide data on 
physicians who manage 
home health care 

Business Mailer Inc. (BMI) an­
nounces the availability of a new data­
base that profiles physicians who man­
age home health care patients. In 1991, 
BMI surveys indicated that more than 
31 ,000 doctors across all specialties 
treated home health care patients, and 
studies show that home health care is 
growing at a rate of 30 percent per year. 

BMI's data on home health care wa 
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compiled from self-administered sur­
veys that were distributed to doctors 
who received the 1992 Physician 's Desk 
Reference. BMI asked doctors to indi­
cate the number of home health care 
patients they treat, the ages of their 
patients, the types of home health care 
they prescribe, and the payer mix per­
centage (Medicare/Medicaid) of their 
patients. Response data and trend re­
ports are expected to be available in 
April. 

This new database from BMI is de­
rived from the company's Treatment 
Oriented Profiles (TOP/s) database, 
which is a physician targeting and pro­
filing tool. TOP/s identifies doctors 
based on a variety of practice character­
istics, including the diseases they treat, 
the numbers of patients they treat for 
each disease, and the methods of treat­
ment they use. TOP/scan provide mar­
keters with data on more than 250,000 
physicians and their patient volume, 
and prescribing patterns for more than 
200 diseases and 750 drugs. For more 
information, call 800-888-8717 (Mid­
west), 800-524-2751 (East Coast), or 
800-242-5478 (West Coast) . 

Update of forecasting 
software 

Delphus, Inc. has released a new ver­
sion of 4CAST/2, a business forecast­
ing and graphical data analysis package 
for market planners and financial ana­
lysts. In addition to the existing comple­
ment of statistical forecasting proce­
dures, Version 4.0 enhancements in­
clude a new user interface, context­
sensitive help screens and additional 
graphics features to display "hi-lo-close" 
plots for stock market and commodity 
prices data. 

The new features in version 4.0 in­
clude: 

• Completely menu-driven with pull-
down menus and pop-up windows, de-
signed in a manner to follow the natural 
steps of a forecasting process. 

• Multi-color, split-screen VGA 
graphics with cursor to track historical 
data, forecasts, and model output. 

• Automated and interactive Box­
Jenkins models for seasonal and non­
seasonal data. 

In addition to the new Box-Jenkins 

modeling capability, the program of­
fers a range of statistical forecasting 
tools. These include models for expo­
nential smoothing, seasonal decompo­
sition, long-term trending, structuring 
product promotions, life-cycle analy­
sis, pricing studies, multiple and 
stepwise regression as well as a variety 
of data analysis tools for transforming, 
relabeling and adjusting data. In addi­
tion, there is a simple programming 
language to perform ad-hoc analyses 
for procedures not contained in the 
menu-driven system. Version 4.0 runs 
on IBM or close compatible, requires 
640K RAM, a hard disk, and DOS 2.1 
or beyond. For more information phone 
201-267-9269. 

~-----------------------------

Open-Ended Verbatim Responses 
Transcribed from Research Surveys 
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Inquiries: 800-747-1110 
In New York: 212-879-0560 

Stephanie Tudor 

WeAre 
Known For: 

• Accuracy 
• Quality 
• Dependability 

1202 Lexington Ave.,# 200 • New York, NY I 0028 

Circle No. 902on Reader Card 

/ " 

When the only maker of instant film decided to look 
at new markets, the picture we provided made it a snap. 
Just because some hotshot scientists and engineers come up with a terrific 
idea for a new product doesn't mean everyone will rush out to buy it. 

In fact, without properly testing a product's consumer accept· 
ability before market introduction, the investment of millions of dollars 
and months of retooling could be lost. 

We were asked to help the world's only manufacturer of instant 
film and cameras avoid this kind of catastrophe. We developed a nation-

wide survey that provided the necessary information to get them focused 
on the right market for their product. 

When the development of primary marketing information plays a 
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Focus Group Research _____________________ _ 

How not to recruit for a 
focus g'roup: reconstruction of 
an actual interview 
by Jim Schwartz 

Editor's note: Jim Schwartz, Ph.D., is 
market research manager at Newsweek 
magazine. He gratefully acknowledges 
the editorial comments of Gene 
Waggaman and] ohn Wittenbraker dur­
ing the writing of this article. 

Critical to the success of every 
focus group is the recruitment 
of properly screened respon­

dents. Intentional mis-recruitment is dis­
honest and unethical. If it does occur 
and is revealed, all data received from 
improperly screened respondents must 
be considered invalid. In addition, the 
effect of these respondents on other 
group participants must be considered, 
since their comments may undermine 
the validity of the entire findings. A 
case study of an improper recruitment 
follows. 

Recruiter: Hello, Dr. Schwartz. I'm 
Alice from ZYX Field Service. We are 
conducting a focus group with frequent 
travelers like you and would like to offer 
you an honorarium of $100 to partici­
pate. Would you like to participate? 

Questions: How did she know my 
title? How does she know I'm a frequent 
traveler? From what list did she get my 
name? 

Comment: Not mentioning her last 
name is, I believe, unprofessional. The 
amount she offered is quite nice. If it is 
convenient for me to participate, why 
shouldn't I? 
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Jim Schwartz: Perhaps. First tell me 
when and where it will be. 

Rec: There are two choices of one 
and a half hour each--at either 6:15 
p.m. or 7:45p.m., on Tuesday, October 
9 at (location) . 

JS: O.K. I'll attend the 7:45p.m. ses­
sion. Thank you for calling. 

Rec: No , no, wait. Before you go I 
have to ask you a few questions. First; 
are you or is anyone in your household 
employed by a market research com­
pany? A market research department? 
Hotel? Motel? Airline? Advertising 
agency? Car rental company? 

Comment:· This is indeed a "strange" 
recruitment interview. She has already 
given me the information for attending 
and offered me $100. Now she wants to 
ask me some questions? If I tell her that 
I work for a market research department 
she will disqualify me. Actually, I feel 
that this particular screening criterion is 
often unnecessary. To see what tack she 
will take next, I will say "no" to all of the 
above. I can always tell her at the end of 
the interview I've changed my mind. 

JS: No. 
Rec: Have you participated in any 

focus group in the past 12 months? 
JS:No. 
Comment: I have moderated and ob­

served groups during my career, but 
have never been recruited to be a par­
ticipant in one. 

Rec: Please tell me which of the fol­
lowing frequent visitor programs you 

are an active member of Hotel A? 
JS: Yes. 
Rec: Hotel B ? 
JS: Yes. 
Rec: Hotel C? 
JS: Yes . 
Rec: Hotel D ? 
JS: Yes . 
Rec: Hotel E? 
JS:No. 
Rec: Hotel F? 
JS: Yes . 
Rec: Please tell me how many days in 

the last 12 months you have stayed at 
hotels in each of the following chains. 
Hotel A? 

JS: Three. 
Rec: Hotel B? 
JS: Six. 
Rec: Hotel C? 
JS: None. 
Rec: Hotel D? 
JS: Two. 
Rec: Hotel E? 
JS: None. 
Rec: Hotel F? 
JS: None. 
Rec: Try and think about Hotel F 

again. Can you stretch your answer to 
"at least twice" in the last twelve months? 
Try and stretch. 

Comment: This is quite remarkable. 
She is now asking me to lie. She must be 
desperate to recruit people. All right, I'll 
accommodate her. 

JS: If you want me to say "two," I'll 
say "two." 
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Rec: Good. Now, please tell me how 
many different hotels in each of these 
chains you have stayed at during the 
last 12 months. Hotel A? 

JS: One. 
Rec: Hotel B? 
JS: One. 
Rec: Hotel C? 
JS: None. 
Comment: This query is unneces-

sary, because I just told her I have not 
stayed at a Hotel C even one day in the 
last 12 months. The script should have 
called for a skip here. I wonder if it did. 

Rec: Hotel D? 
JS: One. 
Rec: Hotel E? 
JS: None. 
Comment: If she has a well designed 

screener with appropriate skip patterns, 
she is not following it properly. 

Rec: Hotel F? 
Comment: I now know this chain is 

particularly important to this project. I 
actually have not stayed at any of their 
properties, but I want to find out what 
she wants here. 

JS: Is "none" OK? 

What You'll Learn at 
*" Consumer Outlook XII: w hy it's more necessary than ever to understand all facets 

of consumers' lives, whatever the economy. 

Where in the U.S. household markets are growing fastest. 

How you can link "soft" attitudinal and psychological research 
to "hard" marketing effort. 

How brands serve businesses, and how they serve the consumer. 

When-in the consumer's quest for a balance between quality and 
price-discounting is worthwhile. When it's foolish. 

Whether technology truly has gone beyond people's capability to 
use it, and what this portends for products of the future. 

How Americans spend their leisure time and money, now that 
tourism has become the world's number-one industry. 

The kinds of true diversity that exist within the black consumer 
market. 

Where children get their money; how they spend and/ or save it. 

How you can find and tap into nontraditional affluent markets. 

American Demographics' 
12th Annual Conference 
on Consumer Trends and Markets 
June 7 I 8 & 9 I 19921 New York Hilton 

800-828-1133 Fax 607-273-3196 Rec: No. Try and stretch. Try and 
think if you have stayed in at least two 
different Hotel F hotels in the past 12 
months. r-----------------------~~~~~==~=------------------------

JS: OK. If that is what you want (I'll 
lie for you), two. 

Rec: If you had an eleven-day trip to 
schedule, please tell me how many days 
you would stay at each of these chains. 

JS: (Let me see if she will spill her 
beans here.) Does this question matter? 

Rec: No , it doesn't. Can I help you 
with this? Let's mark down six for Hotel 
B, three for Hotel E, two for Hotel A, 
and zero for the others. 

Comment: It i fa cinating to ee the 
irrelevancy of reality to her and her ease 
in supplying the answers for me. 

Rec: OK, that completes the inter­
view. You will get a card in the mail 
confirming the date, time and with di­
rections. Let me confirm your address, 
etc. 

Observations 
Research is a service industry. It in­

volves a high degree of trust among its 
varied segments. The field services are 
the pillar responsible for recruiting and 
interviewing. If they cannot be relied 
upon to execute their responsibilities 
proper I y, the entire research industry is 

continued on p. 52 
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S TRATEGIC M ARKETING A NALYSIS: R ESOURCES & T ECHNIQUES . . . . 
SMART disk ™ introduces the world of 

desktop market analysis. It shows how 
to find and understand information to 
predict consumer behavior. 
Even if you have a desktop marketing 

system, or (especially) if you are thinking 
about getting one, you need SMART disk 
from American Demographics. 
SMARTdisk contains a considerable 

amount of data, but it is NOT a desktop 
marketing system. Instead, SMART disk 
is an interactive, self-tutorial program. 
SMART disk gives an overview of major 
consumer trends that will affect every 
marketer in the 90's. 

(. tAAR k£)" 
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With SMART disk anyone with a com­
puter can become a demographics 
expert and a marketing wizard. 

System requirements: 
Macintosh with 2 MB RAM and 

Hypercard 2.0™ ffiM PC -compatible 
with 2MB RAM and Windows 3.0™ 

Getting started: 
Call today to order your SMART disk 
at the Special Introductory Price of 
$149 (regular $189). Special pricing is 
available for more than one (1) copy 
of this valuable tutorial. 

/Af*Rif'.4~~ 
• DEMOGRAPHiCS • 

800-828-1133 FAX 607-273-3196 
P.O. Box 68 Ithaca, NY 14851 

'Ill .. 
~ ~ .,. .;:, 

0 c> 
'-.,. ~' 

C'~ c."-
sAND 1t. 

American Demographics SMARTdisk is a trademark of American Demographics, 
Inc. Macintosh and Hypercard are registered trademarks of Apple Computer, Inc. 
IBM PC is a registered trademark of International Business Machines Corporation. 
Windows is a registered trademark of Microsoft Corporation. Q•J • 92 
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QUALITATIVERESEARCH/FOCUSGROUPMODERATORS 
Listed below are n~mes of _companies sp~cializing in focus groups. Included are contact personnel, addresses and phone 
num?ers. Co~~ames are hst_ed,alphabet_Ically and are al~o classified by state and specialty for your convenience. Contact 
publisher for hstmg rates: Qmrk s Marketmg Research Review, P. 0 . Box 23536, Minneapolis, MN 55423. 612 I 861-8051. 

ADI Research, Inc. 
(See Matrixx Marketing) 

Alpha Research Associates, Inc. 
395 Smith St. 
Providence, Rl 02908 
4011861 -3400 
Contact: Anthony Pesaturo 
Full Svc. Quai./Quan. Analysis/ 
Consltg. & Mkt. Rsch.!Since 1976 

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

The Answer Group 
4665 Cornell Rd., Ste. 150 
Cincinnati, OH 45241 
5131489-9000 
Contact: Lynn Grome 
Consumer,HealthCare,Prof. , 
Focus Groups, One-On-Ones 

Brand Consulting Group 
17117 W.Nine Mile Rd./Ste. 1020 
Southfield, Ml48075 
3131559-21 00 
Contact: Milton Brand 
Consumer,Advertising Strategy, 
New Product Strategy Research 

Brittain Associates, Inc. 
3400 Peachtree Rd., Suite 1015 
Atlanta, GA 30326 
4041365-8708 
Contact: Rhonda Davidson 
10 Years Moderating For 
Financial Services Industry. 

Chambel1ain 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 
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Consumer Opinion Services 
12825-1 stAve. South 
Seattle, WA 98168 
2061241-6050 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones 

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

Creative & Response Rsch Svces. 
500 N. Michigan Ave. 
Chicago, IL 60611 
312/828-9200 
Contact: Stephen Turner 
Twenty-Five Years of Leadership 
in Qualitative Research 

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

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. Michigan/Ste. 3208 
Chicago, IL 60611 
312/944-4848 
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-To-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 Fir. 
New York, NY 10036 
212/302-1808 
Contact: David Schreier 
Mid-Manhattan Loci State of the 
Art Fac. I 15 Seat Viewing Room 

Focus On Kids 
327 Papin Avenue 
St. Louis, MO 63119 
3141963-1 902 
Contact: Alan Burns, Ph. D. 
Kid/Mom Specialist; New 
Concepts/Products/Advertising 

Focus Plus 
79 5th Avenue 
New York, NY 10003 
212/807-9393 
Contact: Elizabeth Lobrano 
Impeccable Cons. & B-B 
Recruiting/Beautiful Facilities 

D.S. Fraley & Associates 
1205 East Madison Park 
Chicago, IL 60615 
312/536-2670 
Contact: Diane S. Fraley 
Full Qual. Specialty:Child/T een I 
In-Home/Observational Rsch 

Gilmore Research Group 
2324 Eastlake Ave. E. , Ste. 300 
Seattle, WA 981 02 
206/726-5555 
Contact: Carolyn McKernan 
Exp. Prof. Moderators to Meet Your 
Needs. 

Grieco Research Group, Inc. 
743 North Avenue 66 
Los Angeles, CA 90042 
213/ 254-1990 
Contact: Joe Greico 
Marketing and Advertising 
Focus Groups 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Pk. (BaVD.C.), MD 21146 
301 1544-9191 
Contact: Bill Hammer 
23 Years Experience - Consumer, 
Business & Executive 

Hispanic Marketing 
Communication Research 

1535 Winding Way 
Belmont, CA 94002 
415/595-5028 
Contact: Dr. Felipe Korzenny 
Hisp. Biling./Bicult.Foc Grps Any­
where In U.S./Quan. Strat. Cons . 

Horowitz Associates 
2 East Avenue 
Larchmont, NY 1 0538 
9141834-5999 
Contact: Howard Horowitz 
CableNideo Marketing-Program­
ming-Advertising Strategy 

Johnston, Zabor & Ascts., Inc. 
P. 0 . Box 12743 
Rsch Tri Park! NC 27709 
8001544-5448 
Contact: Jeffrey M. Johnston 
Comp. Capabilities. New Prod/ 
Svce/Cust Satis/Comm Rsch. 

JRH Marketing Services, Inc. 
29-27 41st Avenue 
New York, NY 11101 
718/786-9640 
Contact: J. Robert Harris, II 
Experience Counts: Check out the 
rest but USE THE BEST 
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Keeffe Research Matrixx Marketing-Rsch Div. Rockwood Research Corp. Strategic Research, Inc. 
24 Liberty St. Cincinnati, OH 1751 W. County Rd. B 4600 Devonshire Common 
San Francisco, CA 9411 0 8001323-8369 St. Paul, MN 55113 Fremont, CA 94536 
4151647-2265 Contact: Michael L. Dean, Ph. D. 612/631-1977 415/797-5561 
Contact: Jeffrey Keeffe Cincinnati's Most Modern and Contact: Dale Longfellow Contact: Sylvia Wessel 
Auto, Tobacco, Cons. Prod, Pkg. Convenient Facilities High Tech, Executives,Bus.-To- 400 Groups, Hi-Tech!MedicaV 
Gds., Advtg., New Prod. Bus.,Ag,Specifying Engineers FinanciaVTransportation Svcs. 

Meadowlands Consumer Ctr, Inc. 
Kennedy Research Inc. The Plaza at the Meadows Rodgers Marketing Research Sweeney International, Ltd. 
405A Waters Bldg. 700 Plaza Dr., 2nd. Fir. 4575 Edwin Drive, NW 221 Main St. 
Grand Rapids, Ml 49503 Seacaucus, NJ 07094 Canton, OH 44718 Danbury, CT 06810 
6161458-1461 201 1865-4900 2161 492-8880 203 I 748-1638 
Contact: Mary P. Tonneberger Contact: Andrea C. Schrager Contact: Alice Rodgers Contact: Timm Sweeney 
Cons. & Ind. , Telecom. , Health, Qual. Expertise-Ideal Location Creative/Cost Effective: New Qualitative Research. Member: 
Office Systems, Chemicals, Drugs Spacious Focus Suites Product/Consumer, Etc. QRCAIAMA!Advt. Club 

KS & R Consumer Testing Center Medical Marketing Research, Inc. Pamela Rogers Research Telesession Corporation 
Shoppingtown Mall 6608 Graymont Place 2525 Arapahoe Ave., #E4-174 355 Lexington Ave. 
Syracuse, NY 13214 Raleigh, NC 27615 Boulder, CO 80302 New York, NY 10017 
8001 289-8028 9191870-6550 3031494-1737 212 I 599-1500 
Contact: Lynne Van Dyke Contact: George Matijow Contact: Pamela Rogers Contact: Michael Gorbein 
Qualitative /Quantitative, Specialists in Health Care Environmental Issues-Healthy Focus Groups by Phone/MedicaV 
Intercepts, CA Tl, One-on-One Research; MDs, RNs, Pts. Food I Products I Packaging Agriculture/Business-toBusiness 

LaScola Qualitative Research MedProbe Medical Mktg. Rsch. James M. Sears Associates Thorne Creative Research 
3701 Connecticut Ave.,N.W. 7825 Washington Ave. S. ,# 745 481ndustrial West Svces 
Washington D.C. 20008 Minneapolis, MN 55435 Clifton, NJ 07012 1 0 Columbia Place 
202/363-9367 612/941-7965 201 / 777-6000 Mt. Vernon, NY 10552 
Contact: Linda J. LaScola Contact:Asta Gersovitz, Phrm. D. Contact: James M. Sears 9141699-7199 
Public Affairs, Healthcare, MedProbe Provides Full Service Business-To-Business And Contact: Gina Thorne 
Telecommunications, Financial Custom Market Research Executives A Specialty Ideation, teens, New Product 

Ad Concepts, Package Goods 
Leichliter Associates Ruth Nelson Research Svcs. Southeastern Institute of 
252 E. 61 st St. , Ste. 2C-S 2149 S. Grape Street Research, Inc. The Travis Company, Inc. 
New York, NY 10021 Denver, CO 80222 2325 West Broad St. 509 Cathedral Parkway, Ste. 8E 
2121753-2099 303/758-6424 Richmond, VA 23220 New York, NY 10025 
Contact: Betsy Leichliter Contact: Christy Reid 8041358-8981 2121 222-0882 
New Ideas, New Solutions, Call For Consumer, Tech/lndust. , New Contact: Rebecca H. Day Contact: Jerry Travis 
Consultation. Offcs. in Chicago Prod., Concept Test/Refinement Est. 1964, Full Service Qualitative Qualitative Research and 

and Quantitative Analysis Consultation 
Lubavs Qualitative Research PACE, Inc. 

2116 Aberdeen 31700 Middlebelt Rd., Ste. 200 James Spanier Associates Venture Marketing Ascts, Inc. 
Kalamazoo, Ml49008 Farmington Hills, Ml 48334 120 East 75th St. 3845 Viscount, Stes. 3 & 4 
6161381-7239 313/ 553-4100 New York, NY 10021 Memphis, TN 38118 
Contact: Aija Lubavs Contact: Peter J. Swetish 212/472-3766 Contact: Lawrence Berry 
Moderator/In-Depth Interviewer Full Service Vehicle Specialist- Contact: Julie Horner Hispanic, Medical, H&BA, 
Marketing & Psychology OEM & Aftermarket Experience Focus Groups And One-On-Ones Food, Business-To-Business 
Experience In Broad Range Of Categories 

Research In Marketing, Inc. (RIM) Lucy Warren & Associates 
Manhattan Opinion Center 508 Central Avenue Dwight Spencer & Associates 3619 29th St. 
369 Lexington Ave. Highland Park, IL 60035 1290 Grandview Avenue San Diego, CA 92104 
New York, NY 10017 7081433-8383 Columbus, OH 43212 6191295-0342 
212 I 972-5553 Contact: Larry Hammond 614 I 488-3123 Contact: Lucy Warren 
Contact: Jana Warren Unsurpassed Quality, Competitive Contact: Betty Spencer Understands/Meets Business 
3 Room Focus Group Facility/ Pricing 4'x16' Mirror Viewing Rm. Seats Needs With Quality/Experience 
Quality Recruiting 8-12. In House AudioNid. Equip. 

R J Research Youth Research/CSi 
Market Navigation, Inc. P.O. Box 3787 JaneL. Stegner & Ascts. 65 East India Row, Apt. 7F 
Teleconference Network Div. Santa Rosa, CA 95402 2215 Penn Ave. So. Boston, MA 0211 0 
2 Prel Plaza 7071795-3780 Minneapolis, MN 55405 617/720-6060 
Orangeburg, NY 1 0962 Contact: Bob Pellegrini 612/377-2490 Contact: Karen Forcade 
914 I 365-0123 Full Service Quai./Quan., Most Contact: Jane Stegner Consultants in Marketing to 
Contact: George Silverman Packaged Goods & Bus to Bus Bus-T o-Bus/Medicai/Fncl. Svcs./ Children and Teens 
Med, Bus-to-Bus, Hi-Tech, lndust, Agric., Groups/ 1:1's 
Ideation, New Prod., Tel. Groups 

Turn to the next page for state 
and specialty cross indexes. 
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STATECROSSINDEXOFMODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Doyle Research Associates New Jersey Matrixx Marketing 

Analysis Research Ltd . 
D.S. Fraley & Associates 

Cunninghis Associates 
Rodgers Marketing Research 

Equifax/Quick Test Opinion Ctrs. 
Leichliter Associates 

Meadowlands Consumer Center 
Dwight Spencer & Associates 

Grieco Research Group, Inc. 
Research In Marketing , Inc. 

James M. Sears Associates Pennsylvania Hispanic Marketing Maryland Keeffe Research New York Creative Marketing Solutions 

R J Research Hammer Marketing Resources 
Focus America Rhode Island Strategic Research, Inc. Focus Plus 

Lucy Warren & Associates Massachusetts JRH Marketing Services, Inc. Alpha Research Associates, Inc. 
Dolobowsky Qual. Svcs. , Inc. Horowitz Associates, Inc. 

Tennessee Colorado First Market Rsch (L. Lynch) K S & R Consumer Testing Ctr. 
Ruth Nelson Research Svcs. Youth Research/CSi Leichliter Ascts . Venture Marketing Ascts., Inc. 
Pamela Rogers Research 

Michigan 
Manhattan Opinion Center 

Texas Market Navigation , Inc. 
Connecticut Brand Consulting Group Sources For Research, Inc. First Market Rsch. (J. Heiman) 
Clarion Marketing and Comm. Kennedy Research Inc. James Spanier Associates 

Sweeney International, Ltd. Lubavs Qualitative Research T elesession Corporation Virginia 
PACE, Inc. Thorne Creative Research Southeastern lnst. of Research, Inc. 

Washington D.C. The Travis Company 
Minnesota Washington LaScola Qualitative Research North Carolina MedProbe Medical Mktg. Rsch Consumer Opinion Services 

Georgia Rockwood Research Corp. D/R/S HealthCare Consultants Gilmore Research Group 
Brittain Associates, Inc. Jane L. Stegner and Ascts. Johnston , Zabor & Associates 

Missouri 
Medical Marketing Research, Inc. Wisconsin 

Illinois Chamberlain Research Consultants 

Creative & Response Rsch Svcs. Focus On Kids Ohio 
The Answer Group 

SPECIALTY CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

ADVERTISING Keeffe Research Focus On Kids ENTERTAINMENT 
Analysis Research Ltd. 

Matrixx Marketing-Research Div. Johnston , Zabor & Associates 
D.S. Fraley & Associates 

Brand Consulting Group 
PACE, Inc. Matrixx Marketing-Research Div. 

Sweeney International, Ltd. 
Youth Research/CSi 

Chamberlain Research Cnsltnts. BIO-TECH Dolobowsky Qual. Svcs., Inc. CIGARETTES ENVIRONMENTAL 
Doyle Research Associates Market Navigation, Inc. 

Pamela Rogers Research 
D.S. Fraley & Associates Medical Marketing Research, Inc. Keeffe Research 

Johnston , Zabor & Associates MedProbe Medical Mktg . Rsch. EXECUTIVES 
PACE, Inc. COMMUNICATIONS 

Chamberlain Rsch. Cnsltnts. 
Rockwood Research Corp. BLACK RESEARCH Dolobowsky Qual. Svcs., Inc. 
Southeastern Institute of Rsch . JRH Marketing Services, Inc. 

D.S. Fraley & Associates First Market Rsch. (J . Heiman) 
James Spanier Associates 

BUS.-TO-BUS. James Spanier Associates Kennedy Research Inc. 
Sweeney International, Ltd . PACE, Inc. 
Thorne Creative Research Chamberlain Research Cnsltnts. COMPUTERS/MIS James Spanier Associates 

AGRICULTURE 
Consumer Opinion Services 

First Market Rsch (J . Heiman) Sweeney International, Ltd. 
First Market Rsch. (J.Heiman) 

Market Navigation, Inc. 
Market Navigation, Inc. Kennedy Research Inc. 

James Spanier Associates FINANCIAL SVCS 
Rockwood Research Corp. Research In Marketing, Inc. 

Strategic Research , Inc. Brittain Associates , Inc. 
Rockwood Research Corp. 

ALCOHOLIC BEV. James Spanier Associates 
Sweeney International, Ltd. Dolobowsky Qual. Svcs., Inc. 

First Market Rsch (L. Lynch) 
Research In Marketing , Inc. Sweeney International, Ltd. CONSUMERS LaScola Qualitative Research 

APPAREL/ CANDIES Chamberlain Rsch . Cnsltnts. Matrixx Marketing-Research Div. 

Consumer Opinion Services The Research Center 

FOOTWEAR D.S. Fraley & Associates 
Doyle Research Associates Research In Marketing , Inc. 

Brand Consulting Group CHILDREN First Market Rsch. (L. Lynch) Rockwood Research Corp. 

Research In Marketing, Inc. D.S. Fraley & Associates Southeastern Institute of Rsch. 
Doyle Research Associates Kennedy Research Inc. James Spanier Associates 

AUTOMOTIVE D.S. Fraley & Associates Rodgers Marketing Research Sweeney lnt'l. Ltd. 

Thorne Creative Research 
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FOOD PRODUCTS 
Doyle Research Associates 
D.S. Fraley & Associates 
Keeffe Research 
Leichliter Associates 
Pamela Rogers Research 
James Spanier Associates 
Thorne Creative Research 
Trend Facts 

HEALTH & BEAUTY 
RODUCTS 
The Answer Group 
D.S. Fraley & Associates 
Pamela Rogers Research 
Thorne Creative Research 

HEALTH CARE 
Chamberlain Rsch . Cnsltnts. 
Creative Marketing Solutions 
Dolobowsky Qual. Svces. , Inc. 
D/R/S HealthCare Consultants 
First Market Rsch (L. Lynch) 
Kennedy Research Inc. 
LaScola Qualitative Research 
Market Navigation, Inc. 
Matrixx Marketing-Research Div. 
Medical Marketing Research, Inc. 
MedProbe Medical Mktg. Rsch . 
Research In Marketing, Inc. 
Southeastern Institute of Rsch. 
James Spanier Associates 

HISPANIC 
Analysis Research Ltd . 
Hispanic Marketing 

Communication Research 

IDEA GENERATION 
Analysis Research Ltd. 
Brand Consulting Group 
Dolobowsky Qual. Svcs. , Inc. 
D.S. Fraley & Associates 
Leichliter Associates 
Matrixx Marketing-Research Div. 
Sweeney International, Ltd. 
Thorne Creative Research 

INDUSTRIAL 
First Market Rsch. (J. Heiman) 
Kennedy Research Inc. 
Market Navigation, Inc. 
Strategic Research, Inc. 
Sweeney International , Ltd. 

MEDICAL 
PROFESSION 
Creative Marketing Solutions 
D/R/S HealthCare Consultants 
Matrixx Marketing-Research Div. 
Medical Marketing Research, Inc. 
MedProbe Medical Mktg. Rsch. 
Research In Marketing, Inc. 
Strategic Research, Inc. 

April , 1992 

MODERATOR 
TRAINING 
Cunninghis Associates 

NEW PRODUCT 
DEVELOPMENT 
Brand Consulting Group 
Creative Marketing Solutions 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
First Market Rsch . (J . Heiman) 
Leichliter Ascts. 
Research In Marketing, Inc. 
Southeastern Institute of Rsch. 
James Spanier Associates 
Strategic Marketing. Svces. 
Youth Research/CSi 

PACKAGED 
GOODS 
The Answer Group 
Doyle Research Associates 
D.S. Fraley & Associates 
Keeffe Research 
Thorne Creative Research 

PARENTS 
Doyle Research Associates 

PET PRODUCTS 
Rockwood Research Corp. 
Thorne Creative Research 

PHARMACEUTICALS 
The Answer Group 
Creative Marketing Solutions 
D/R/S HealthCare Consultants 
Johnston, Zabor & Associates 
Market Navigation, Inc. 
Medical Marketing Research, Inc. 
MedProbe Medical Mktg. Rsch . 
Research In Marketing, Inc. 
James Spanier Associates 

POLITICAL RSCH 
Chamberlain Rsch. Cnsltnts. 

PUBLIC POLICY 
RESEARCH 
LaScola Qualitative Research 
Leichliter Ascts. 

PUBLISHING 
First Market Rsch. (J. Heiman) 
D.S. Fraley & Associates 
Thorne Creative Research 

RETAIL 
Brand Consulting Group 
First Market Rsch. (L. Lynch) 
Research In Marketing, Inc. 

SENIORS 
Keeffe Research 
Research In Marketing, Inc. 

SOFT DRINKS, 
BEER, WINE 
Grieco Research Group, Inc. 
Thorne Creative Research 

TEACHERS 
D.S. Fraley & Associates 

TEENAGERS 
Doyle Research Associates 
D.S. Fraley & Associates 
Matrixx Marketing-Rsch. Div. 
Thorne Creative Research 
Youth Research/CSi 

TB.E<XMvii«:AlDS 
Creative Marketing Solutions 
Cunninghis Associates 
First Market Rsch . (J . Heiman) 
Horowitz Associates, Inc. 
Kennedy Research Inc. 
LaScola Qualitative Research 
Southeastern Institute of Rsch. 

TELECONFERENCING 
Rockwood Research Corp. 

TELEPHONE 
FOCUS GROUPS 
Market Navigation, Inc. 
Medical Marketing Research, Inc. 
T elesession Corporation 

TOYS/GAMES 
Youth Research/CSi 

TRANSPORTATION 
SERVICES 
Sweeney International, Ltd. 

TRAVEL 
Sweeney International, Ltd. 

UTILITIES 
Chamberlain Rsch . Cnsltnts. 

YOUTH 
Doyle Research Associates 
D.S. Fraley & Associates 
Youth Research/CSi 

Quirk~ Marketing Research 
Review offers you a chance to 

make history ... 

...a case history, that is. 

As a QMRR reader, you know that in each issue we present 
case history examples of successful research projects, 
examining the goals behind the project, its methodologies 
and how the research results were used to launch a new 
product, improve service, or fine-tune an advertising 
campaign, for example. 

We're currently planning the next several issues of QMRR 
and we're looking for research projects to profile. If your 
company or organization has a research project that would 
make an interesting case history, we want to cover it! 

The story development process is simple: a QMRR writer 
conducts the necessary interviews by phone and then 
writes a draft of the story. Be«;,ause the case histories may 
touch on sensitive information, we allow interviewees to 
read a draft of the story before it goes to press. Please 
contact Joseph Rydholm, managing editor, for more 
information or to discuss a story idea. 

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

Minneapolis, MN 55423 
612-861-8051 
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Data Use 
continued from p. 15 

with minutiae is equally counterproductive. Useful data 
should satisfy both the marketer and the researcher. The real 
challenge to those in marketing research is finding the right 
"level of focus" for the wisest "data use." 

Vondruska' s Postulates 
What we need is a principled way in which analysis can be 

approached to maximize ob~aining the desired information. 
The "level of focus" notion leads directly to Vondruska 's 
Postulates, which are as follows: 

Postulate 1: Lower levels of phenomenal organization are 
easier to detect than higher levels of phenomenal organiza­
tion. 

Postulate 2: Higher levels of phenomenal organization are 
easier to imagine than lower levels of phenomenal organiza­
tion. 

9bviously, the converse of each postulate is implied as 
well (e.g., it is difficult to detect organization at higher 
levels). What do I mean by "organization?" Simply that the 
world is not merely a collection of disjointed atoms in space. 
Hydrogen molecules organize into stars; people organize into 
market segments. We see patterns. We see constancy. We 
understand. 

Admittedly, the postulates are a bit abstract. So an illustra­
tive analogy seems in order. Consider the following (famil­
iar?) high school math formulas: 

Ellipse: x2 l =1. a2 + b2 

Parabola: l =4px. 

Hyperbola: x2 l =1. (i1 - b2 

In terms of the postulates, these formulas can be considered 
at a "low" level of organization. They are useful unto them­

selves, but no relationship between the formulas is implied. 
Now consider the illustration of the conic sections in Figure 2. 
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Ellipse 

(Plane I intersects 
only one nappe) 

Figure 2 

Parabola Hyperbola 

(Plane ll.1S parallel to (Plane ill intersects 
line of cone throuqh verte•l upper and lower nappes) 

By re-conceptualizing ellipses, parabolas, and hyperbolas at 
a "higher" level of "organization," we now see something 
new. Despite their distinct formulas, we see them as members 
if the family of plane figures. As the philosopher Ludwig 
Wittgenstein contended, sometim~s things are related by 

. family resemblance rather than common attributes. If we do 

not know that, we will not look for uch resemblances. 
The point here is that the same type of mental processes 

prevail when we work with data. Recasting the postulates in 
terms of the phrase "He cannot see the forest because of the 
trees" may help to explain them further. 

Sometimes we can easily detect the " trees," but we miss 
imagining the "forest." And at other times, we get clobbered 
by " trees" as we dash through the "forest" of our precon­
ceived notions. 

The true power of these postulate is that they apply not 
only to marketing, but to most investigative endeavors. The 
proper " level of focus" for most meaningful investigations 
usually lies between the extremes of high and low levels of 
organization. Often, more than one "focus" is needed to 
thoroughly understand an array of data. Some, of course, will 
be more useful than others for particular purposes. 

Facts vs. ideas 
Facts "need" ideas, and ideas "need" facts. Examples of the 

need for both measurement and theory abound in the history 
of science. The astronomer Johann Kepler spent many years 
of his life pursuing a mathematical/theoretical framework 
that would provide an account of planetary orbits. He im­

mersed himself in the mysteries of mathematics in his attempt 
to bring order to astronomical phenomena. His driving intu­
ition was that the perfection of mathematics must be hidden 
in the universe itself. 

One of Kepler 's contemporaries, the lesser known Tycho 
Brahe, approached the problem of determining the nature of 
the planetary orbits in a different way. He measured. He 
collected data. Night after night, he sat at his telescope and 
dutifully recorded the positions of the observable planets. But 
to his eye, no patterns emerged from the data. It was only 
when he and Kepler shared their different perspectives did 

the true usefulness of the data become apparent. Kepler is 
credited with the discovery that planets orbit the Sun in an 
elliptical pattern, but Tycho Brahe had no small contribution 
to that discovery. 

Kepler's discovery of the elliptical orbits of the planets 
would not have been possible without the painstaking data 
collection of planetary positions by Tycho Brahe. The key is 
that Kepler had to consider the facts in his discovery. He 
would have much preferred the orbits to be perfect celestial 
circles, but the evidence mitigated against that theory. On a 
more mundane level, research realities such as these are 
encountered in marketing research on an everyday basis. 

Hypothesis-driven research 
It is not enough merely to subject data to rigorous analysis. 

The most useful data is gleaned from an analysis in which one 
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already has a suspicion of what is sought. Hypothesis-driven 
research also yields the greate t insights from analysis. I have 
a personal rule that I apply to any analysis. After I have 
applied all of the "right" statistical tools, I look for "patterns" 
in the data. When I start to scour statistics manuals to find a 
procedure that will give me interesting results, I stop. This is 

a sure sign that I have "tortured" the data into confessing all 
of its ecrets. Alas, ometimes there are no further secrets. 

Higher level statistical analyses do not typically uncover 
relationships that are not at all apparent at lower level . They 
simply "formalize" those relationships in a more elegant, and 
sometimes more useful way. A good example of this is 
hierarchical log linear analy is. Although there is the poten­
tial in this procedure for detecting very high level interactions 
between variables, the e complex interactions are often im­
possible to interpret- for all practical purposes. 

Obviously, there is a big difference between knowing what 
one ultimately wants to accomplish through marketing re­
search and actually accompli hing it. Ambiguity in research 
design is especially common in the non-academic world. 
Invoking another astronomical analogy, it is as though many 
marketers fail to realize that even though they can see the 
planet Jupiter, that does not mean that they can get there 

directly. It takes a long time to get to Jupiter-and when you 
finally get there it will be in a new location! Both theoretical 
knowledge and technical knowledge are required to reach 
distant goals. Only then can the improbable become the 

possible. 
There is a les on to be learned here. Straightforward 

thinking does not always produce the desired result. Some 
research problems have solutions that possess a property that 
is denoted in the German language by the word "umweg." 
There is no suitable direct translation, but the idea is that only 

a roundabout approach will work. All direct approaches fail. 
Most puzzles and games incorporate this "umweg" principle. 
Indeed, Nature herself seems to have an immense ense of 
humor with regard to thwarting direct approaches. 

Of course, marketing research is not exempt from this 

"umweg" principle. An analysis plan which is too traightfor­
ward often founders on the rocks of perplexing findings. 
Luckily, by understanding the nature of data, we are still able 
to tease out the actionable information needed for practical 
marketing solutions. 

Prediction vs. assessment 
Behavior itself is governed by a multitude of factors, some 

of which are only measurable after the fact. This is a major 
reason why customer satisfaction research enjoys its current 
popularity. Marketers realize that although it might be impos­
sible to predict behavior in the marketplace, they can deter­
mine the characteristics of products that succeed, and prod­
ucts that fail. If these characteristics are interpreted at the 
proper level of abstraction, they may be applied to future 
products with a degree of confidence heretofore not possible. 

If Using a CATI System is 
Your Worst Nightmare ... 

Wake Up To ACS-QUERY! 

April, 1992 

ACS-QUERY is the only computer-aided interviewing software that 
requires NO COMPUTER CODE. . 

Text can be written in ANY word processor and much of the logic 
is assigned AUTOMATICALLY. So, once the questionnaire is typed 
by you or your client, you're half way there. 
ACS-QUERY is CONVERSATIONAL - it asks you questions and 
your answers are the logic. 
And, when you have to make last minute changes, ACS-QUERY's 
LONE RE-ARRANGER module updates the logic automatically. 
ACS~QUERY has comprehensive on-line SAMPLING, sophisticated 
QUOTA CONTROLS, labeled DATA REPORTS, and complete 
SURVEY MANAGEMENT features. 
And all of them are EASY-TO-LEARN and USE. 
So, next time you're having nightmares about computerizing 
your phone center - or about using the system you currently 
have - Wake Up to ACS-QUERY. Enjoy worry-free days . . . 
and pleasant dreams! 

Call or write for a FREE demonstration disk TODAY! 

Analytical Computer Service, Inc. 
434 Sandford Avenue, Westfield, NJ 07090 • (908) 232-2723 
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Some marketers use the argument that looking at "after the 
fact" measures such as customer satisfaction is like looking 
in the rearview mirror whi le driving a car (after Marshall 
McLuhan's comments). This is specious thinking, because 
we do not really have a front window in marketing research. 
Nor do we have the "crystal ball" that all marketers seem to 
covet. What we do have is the ability to learn from our 
mistakes, and to see products and services through the eyes 
of the consumer. Every projection is a gamble of sorts. Useful 
data allows us to hedge our bets. It does not provide a sure 
thing. 

Another way to characterhe customer satisfaction re­
search is in terms of a feedback mechanism. In much the same 
way that the thermostat on a climate control system detects 
deviations from some acceptable range, a good customer 
satisfaction survey provides information about problems in 
the marketplace. It should also provide a feel for one's 
competitive position in the marketplace. This is the best way 
to use customer satisfaction data. The worst way to use it is 
as a yardstick to set "goals" for employee performance. This 
is because customer satisfaction has an intuitively asymptotic 
aspect to it. 

In plain English, 1) you can only please people so much; 2) 
some people will never be completely satisfied; 3) the more 
you please people, the more they expect. So if your "goal" is 
to improve overall customer satisfaction by 5% each year, 
you are doomed to failure once the "performance curve" 

Room for Rent 
Ideal Twin Citie.s 

focus group location. 

Thousands of 
fresh respondents nearby. 

Private client offices. 

State-of-the-.art audio , 
video equ1pment. 

Experienced staff. 

Recruiting and screening. 

Moderating and analysis. 

Call today. 

starts to level off (asymptote) over time. 
Also, note well that simply because a survey is repeated 

over time (i.e., a tracking study) does not mean that it fulfills 
the requirements of a good customer satisfaction survey. 
What is monitored is as important as the monitoring itself. 
The acid test for any customer satisfaction program is how 
well it can detect the problems that detract from the quality of 
a product or service. If the program does that, it wi ll make a 
difference to the bottom line as well. 

Implications for theory and action 
To obtain a complete perspective on the myriad of different 

activities that constitute the field of marketing research, we 
must "take a step backward to admire the work." What we 
then see is a lattice of interrelated activities leading toward a 
dual goal-to better understand the con umer, and to better 
compete in the marketplace. 

Ifl have given a plausible account of the nature of data, then 
it follows that we sometimes must proceed with marketing 
decisions based on incomplete information. Looking on the 
bright side, however, informe~ decisions are almost always 
superior to those made in a vacuum. So although we may be 
tempted to look to data for crystal clear answers, a ll data can 

ever really provide us with is prudent guidance for our 

theories and our actions. Therein lies the main secret to 

effective data use. 0 

Rockwood Research 
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1751 West County Road B • St. Paul, MN 55113 
Phone: 612-631-1977 • Fax: 612-631-8198 
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S ometimes conducting a research 
survey can be more of a workout 
than you planned. Particularly 

when you reach people who are fre­
quently surveyed. Some complain and 
simply refuse to play ball. Others join 
in so eagerly that you begin to doubt the 
value of their responses and their abil­
ity to keep team secrets. 

Survey Sampling offers a refreshing 
solution . . . The Protected Sample. 

The phone numbers in every Random 
Digit Super Sample we ship are put on 

REFRESHING 

ice for 12 months. Which means we 
don't deliver the same number twice in 
any given year-to you or anyone else. 
So you won't get stale, over-surveyed 
respondents in your next order. Even in 
frequently surveyed markets like Des 
Moines, where last year alone, we pro­
tected over 50% of the available records. 

Overall, we protect over 30 million 
records a year-and guarantee no reduc­
tion in statistical efficiency. 

So you can look forward to fresher, 
more cooperative contacts, and be con-

fident that your competition won't pick 
up confidential information. 

Now isn't that a refreshing idea? Why 
not call today and put our Protected 
Sample .in your next game plan. 

Survey 
Sampling, 
Inc.® 

Partners with survey researchers since 19n. 

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

TRI­

STATE 

AREA. 

WE 

FOCUS 

ON 

QUALITY 

SCHLESINGER 
ASSOCIATES 

We offer total data collection services encompassing all 

aspects of quantitative and qualitative research. 

• 
Complete focus groups facilities 

One-on-one· s 

Central location interviewing 

Mall intercepts 

Door-to-door interviewing 

Executive/ Medical In-depth interviewing 

Central location taste tests 

Telephone interviewing 

Mystery shoppers 

In-store merchandising and distribution 

Product testing 

Store audits 

Couponing and demonstrations 

CALL 
OR WRITE FOR 

OUR 
BROCHURE 

Levinson Plaza, Suite 302, 2 Lincoln Hwy.,Edison, NJ 08820 
908·906·1122 FAX 908·906-8792 
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Focus Group Recruiting 
continued from p. 43 

endangered. 
Recruitment is the foundation of a 

good focus group. Every focus group 
recruiter should. be provided with a clear, 
professionally crafted recruitment form 
and instructed in its proper use. As I 
later learned, the recruiter who called 
me had such a form. Unfortunately she 
did not follow it. She did not just slightly 
deviate from the script; this was a case 
of gross mi conduct on the recruiter's 
part. If she had felt the script was defi­
cient in some way, she, through her 
supervisor, should have worked with 
the moderator who arranged for the 
focus groups to be conducted at her 
facility to improve it. 

She made a cardinal error in offering 
me a significant honorarium prior to my 
having met the screening criteria. Hav­
ing been offered such an incentive, a 
typical respondent, being only human 
and perhaps too easily enticed by money, 
might be tempted to not let the opportu­
nity pass quickly. However, this re­
cruiter compounded the error not only 
by encouraging me to lie, but even feed­
ing me the "correct" answers. 

Though perhaps tired or exasperated 
by the difficulties of locating properly 
qualified respondents, she, by her ac­
tions, threatened the validity of the en­
tire project. False or biased recruiting 
procedures inevitably lead to group par­
ticipants who provide defective infor­
mation. The long and short of it is that a 
script must be properly followed, and 
the incentive for participation must never 
be offered before other screening crite­
ria have been correctly met. 

Outcome 
Did I participate in the focus group? 

Did I accept the honorarium and give 
the sponsor biased information? No. 
After some reflection and discussion 
with colleagues I decided the best way 
to extricate myself from this project, so 
I would not further compound possible 
error, was to try to reach the study's 
sponsor. I would have preferred speak­
ing to the moderator, but had no idea of 
his or her identity. I suspected the spon­
sor was Hotel F, with the most likely 
alternative being that chain's leading 
competitor. Calling Hotel F's corporate 
headquarters, I spoke to the market re­
search director and asked her to confirm 
that her company was sponsoring the 
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focus group to which I had been invited. 
Although shocked that I called, she said 
"Yes." I then described the fashion in 
which I had been interviewed. She said 
that, as a result of my experience, the 
entire project was endangered, and might 
have to be cancelled. My invitation to 
attend the group was, of course, with­
drawn. 

I emphasized to this researcher that 
my purpose in calling was not to get the 
recruiter fired. It was simply to have 
her, as the sponsor, realize the faulty 
procedure used for my recruitment, and 
then decide how best to proceed. What­
ever steps she took, I suggested, should 
include additional education for this 
particular recruiter. 

Suggestions for avoiding mis­
recruitment 

Recruiting proper respondents is of­
ten a difficult and time consuming task. 
Here are several suggestions which may 
help reduce the likelihood of mis-re­
cruitment. 

First, and most obviously, a proper 
recruitment form must be prepared. As 
with every questionnaire, it should be as 
simple as possible. No "nice to know" 
questions should be included. To mini­
mize the interview's length, questions 
requiring skips should be clearly noted. 

Trade Talk 
continued from p. 54 

Second, the screening criteria that 
determine a participant's eligibility 
should be kept to a minimum. For ex­
ample, in this particular study, was it 
truly necessary that employment at ad­
vertising agencies, market research com­
panies/departments, airlines or car rental 
companies, of either the person phoned 
or anyone in the household, serve as a 
criterion for rejecting a possible partici­
pant? I understand a client's interest in 
minimizing the possibility that a direct 
competitor, in this case an employee of 
a hotel or motel chain, benefit from 
proprietary research. However, I be­
lieve the longer list of exclusions is 
unnecessary, and denies a sponsor the 
opportunity to receive data from many 
talented people. 

This opinion enables me to believe 
that my response to the question about 

For example, if a call to confirm partici­
pation is made the day before a focus 
group, an interviewer other than the 
original one should be used. And the 
confirmation form could contain a 
couple of validation questions. Alterna­
tively, respondents could be rescreened 
by another person when they arrive at 
the focus group facility. 

Last, flexibility in the research pro­
cess is necessary. For example, little is 
gained by being rigid about the number 
of participants recruited if unusual dif­
ficulties are being encountered. A group 
of five completely qualified respondents 
providing accurate information is far 
more valuable to a project sponsor than 
a group of ten respondents that includes 
some who are marginally or improperly 
qualified. Quality, not quantity, is the 
operative principal. 0 

employment in a market research de- r--------------­
partment, while inaccurate, was not un-
ethical. (Some researchers, of course, 
will disagree with me.) 

Third, the pressures recruiters face 
must be recognized by clients and re­
duced as much as possible. For ex­
ample, recruiters should be provided 
with adequate time to recruit. About 
two weeks may be optimum. 

Fourth, quality control checks should 
be built into the recruitment process. 

Eorrec Liot rs 
• The technique of Commercial Anthropology, which 

was featured in the article "Projective technique 

aims to uncover consumer attitudes" on page 26 of 

the March issue of OM RR, is a registered trademark 

of Doreen Mole . 

• The telephone number for Raosoft , Inc. listed in 

the Product & Service Update section on page 52 of 

the March QMRR should read 206-52.5-4025. 

monthly payment" on the "advance." What a deal!) 

they're having to come up with what I would call product line 
strategies or pricing line strategies. We're seeing a lot more 
providers who have the same product but with different 
pricing schemes, such as a lower annual fee but higher 
interest rates. We're seeing a trend toward a number of 
organizations dropping enhancements and/or charging fees 
for optional enhancements such as road assistance, life insur­
ance, etc. 

Card marketing efforts may become more complex as well, 
if grace period explanations and arcane finance charge calcu­
lations make their way into ad copy, Moore says. "It's going 
to be a lot harder to communicate with the consumer if you're 
one organization and you're trying to sell against somebody 
else. It's a lot easier to say, 'Ourannualfeeis 20dollars a year, 
theirs is $35' or, 'Our interest rate is 13%, theirs is 17%.' " 

Pent-up demand 
When consumers finally figure out which card(s) to use, 

Moore believes there will be a lot of purchasing going on. 
"There's a lot of pent-up demand. I think when consumer 
sentiment changes toward the economy, a lot of purchases 
will be made that have been put off. Obviously if you need a 
new refrigerator you have to go out and get one but there are 
a lot of purchases that have b~en delayed. And until the 
consumer feels right about it or feels secure, I don't care how 
much people advertise trying to lend money, consumers just 
aren't going to go for it. 

"Pricing is not a one shot deal. You have to keep refining 
and re-tuning your pricing strategy to meet the competition 
and meet the changes in the economy, whether it has to do 
with consumer borrowing or changes in interest rates. It's a 
continuous effort to re-price. It ' s much more complicated 
today." 

(Recently, I experienced first-hand the lengths-or should 
I say, depths-some card issuers will go to to make up for lost 
annual fee revenue. Hoping to save a few bucks by replacing 
a card that carried a fee, I mailed back an application for a new 
card that was fee-free. Soon, a cheerful representative from 
that company called to give me the good news: I had been 
accepted, but I would only be issued a card if I took a 
minimum $2000 cash advance. Just as I began to respectfully 
decline the generous offer-and pick my jaw up off the 
floor-the woman excitedly told me the amount of my "low 

April, 1992 

"There will always be a group who overspends but I think 
consumers are much more conservative in the '90s. If they 
aren't unemployed they have a friend who is unemployed or 
who is concerned about losing their job. We've seen a lot of 
consumers really cutting back on borrowing until they have 
that security of the paycheck. They just aren't spending like 
they did in the '80s." 0 
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by Joseph Rydholm 
managing editor 

Pick a card, any card 

The credit card .wars are heating up, and the proof is in 
my mailbox. If it's not an offer for a new card telling 
me I've been pre-approved, then it's a missive from 

a card I already carry, telling me about some new service 
they're offering for only pennies per month. 

Increased competition has sent card issuers scrambling to 
find ways to get new card holders and keep current ones 
happy, rendering the "plain old charge card" a thing of the 
past. It's been replaced by a beast loaded with services, 
options, and enhancements. 

How did this come about? First, in the mid-80s the so­
called affinity cards sprang up, some with pretty wacky 
affiliations. For example, why just use a run of the mill Visa 
card when you can use one affiliated with your favorite 
football team or radio station? (I half-expect the Resolution 
Trust Corporation to issue their own card, designed for debt­
prone consumers, with a slogan like, "If we can handle the 
S&L failure, we can handle yours!") 

Then, in 1990, AT&T helped make annual fees an issue in 
credit card choice by unveiling its no-annual fee Universal 
card. Its success stunned a skeptical industry. More recently, 
rumblings from Washington, D.C. about capping credit card 
interest rates drew consumer attention to what they were 
paying for interest. All of these events have forced card 
issuers to find new ways to differentiate their cards from the 
competition. 

Savvy users 
With more choices available, and a recession staring them 

in the face, savvy card users are more value oriented, says 
Anne Moore, president of Synergistics Research Corp., an 
Atlanta-based financial research firm. 

"Some of the enhancements that were added to credit cards 
in the eighties were gimmicks or frills that went along with 
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the excesses of the times. But in the '90s consumers are much 
more value oriented. They want enhancements that really 
give them value, peace of mind, or olve a problem for them, 
and those they're willing to pay for. But they aren't looking 
for the gimmicks and the frills and the niceties. They're 
looking for real world helpful things. 

"Consumers are much more attuned to comparison shop­
ping, whether it's for clothes or food or bank services. The 
media has done a very good job of educating consumers on 
the various deals. Whether it's for credit cards or mortgage 
rates or CDs, there are comparison charts in the newspaper 
and on TV, so the consumer is aware that they better compari­
son-shop to get the best deal." 

Synergistics is looking at these issues and more in a study 
called "Credit Cards: Strategies for a Price-Sensitive Mar­
ket." Findings will be based on interviews with 800 consum­
ers who are the financial decision makers in their households 
and who have used a card in the past year. Of the 800 
respondents, 200 will be affluent consumers with household 
incomes of $75,000 or more. Study results will be available 
soon. 

The study asked respondents about credit card related 
issues such as the type of card used, pricing, grace period, 
other services used, satisfaction with the service performance 
of the card issuer, and attitudes on interest rates. 

Grace periods 
Moore says that future points of differentiation for credit 

cards may include grace periods (some issuers are shrinking 
them) and how finance charges are computed (one cycle, two 
cycle, etc.). 

"The big thing is pricing. From the provider point of view, 

continued on p. 53 
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Experience Is The Best Teacher: 
Learning from experience is a~ experience in learning. When you attend a Burke Institute seminar, you participate 
in more than an exciting, on-target learning experience. You learn from the experienced professionals who have done 
more customized marketing research and have taught it to more people than anyone else in the world! 

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

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

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

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

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

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

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

• International Experience which has taken 
us around the globe with seminars in 25 countries 
and operations in 29. 

• Administrative Experience from having 
conducted over 1,700 seminars during the past 
17 years and having counseled tens of thousands 
of participants on the program best suited to 
their needs. 

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

B:rhekt 
mJlitclie 

BBI Marketing Services, Inc. 
Cincinnati Corporate Headquarters 

50 E. Rivercenter Boulevard 
Covington, Kentucky 41011 

(800-544-7373 or 800-543-8635 ext. 6135) 
©1992 , The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through December 1992 

101. Practical Marketing Research 
Cincinnati ........... ............. Mar. 2-4 
Boston ... .......................... Mar. 23-25 
Chicago ........................... Apr. 20-22 
Cincinnati ........................ May 4-6 
New York ....................... June 15- 17 
Toronto .............. ............. July 6-8 
Cincinnati ....... .. ............... Aug. 3-5 
New York ............. .......... Aug. 31 -Sept. 2 
Cincinnati ...... ..... .. ........... Sept. 21 -23 
Atlanta ... ......................... Oct. 12-14 
San Francisco .................. Nov. 2-4 
Chicago ..................... ...... Nov. 23-25 
Cincinnati ........................ Dec. 14-16 

104. Questionnaire Construction Wor kshop 
Cincinnati ........................ Mar. 9-11 
Chicago .................. .. ....... Apr. 27-29 
Cincinnati .................. .. .... June 1-3 
Toronto ........................... July 13-15 
Cincinnati ........................ Aug. I 0-12 
Boston .. ........................ .. . Sept. 28-30 
Los Angeles .. .. ................ Nov. 9-ll 

lOS. Questionnaire Design: Applications and 
Enhancements 
Cincinnati .............. .. ........ Mar. 12-13 
Chicago .. .. ....... .. .............. Apr. 30-May I 
Cincinnati ...................... .. June 4-5 
Toronto .......... .. ...... .. ....... July 16-17 
Cincinnati ................ .. ...... Aug. 13-14 
Atlanta ............................ Oct. 1-2 
Los Angeles .................... Nov. 12-13 

201. Focus Groups: An Introduction 
New York .. .. ................ .. . May 21-22 
San Francisco .... .. .... .. .... .. Nov. 5-6 

203. Focus Group Moderator Training 
Cincinnati ........................ Apr. 14-17 
Cincinnati ........................ June 22-25 
Cincinnati ........................ July 21 -24 
Cincinnati ............... .. .... .. . Sept. 15-18 
Cincinnati ........................ Oct. 20-23 
Cincinnati .............. .. .. .... .. Nov. 17-20 

301. Writing and Presenting Actionable 
Marketing Research Reports 
Cincinnati .............. .......... Apr. 6-8 
Cincinnati ........................ June 8-10 
Cincinnati .......... .. .. .. ........ Aug. 24-26 
Chicago ....................... .. .. Oct. 6-8 
Cincinnati ........................ Dec. 7-9 

401. Managing Marketing Research 
Cincinnati .... .. ...... .. .......... Apr. 9-10 
Cincinnati .............. .. ........ June 11 - 12 
Cincinnati .. .............. .. ...... Aug. 27-28 
Cincinnati ........................ Dec. 10-11 

SOl. Applications of Marketing Research 
Cincinnati ........................ Mar. 5-6 

ew York .............. .. ....... June 18- 19 
Cincinnati .......... .. ............ Aug. 6-7 
Atlanta .................... .. .... .. Oct. 15-16 
Cincinnati .................... .. .. Dec. 17-18 

S02. Generating and Evaluating New 
Products and Services 
Cincinnati ........................ May 7-8 
Cincinnati .................... .. .. Sept. 24-25 

S04. Advertising Research 
New York ...... .. .. ........ .. ... July 23-24 
Cincinnati ............ .. ...... .. .. ov. 19-20 

SOS. Positioning and Segmentation Research 
New York ................ ....... July 21 -22 
Cincinnati ........................ Nov. 17-18 

S06. Customer Satisfaction Research 
Boston ............ .. .... .. .... .. ... Mar. 26-27 
New York ................... .. .. May 19-20 
Cincinnati ........................ Nov. 2-3 

601. How to Summarize, Interpret and 
Explain Marketing Research Data 
Chicago .................... .... .. . Apr. 23-24 
Cincinnati ........ .. .............. July 27-28 

ew York .......... .. ........... Sept. 3-4 
Cincinnati .......... .. ..... .. ..... Oct. 26-27 

602. Tools and Techniques of Data Analysis 
Cincinnati ...................... .. Mar. 30-Apr. 2 
Chicago .. ...... .. ...... ... ........ May 11-14 
Cincinnati ........................ June 29-July 2 
Cincinnati .. ...................... Aug. 18-21 
Boston .. .. ...................... ... Oct. 6-9 
Cincinnati .................... .... Nov. 30-Dec. 3 

603. Practical Multivariate Analysis 
Cincinnati ........................ Apr. 13-15 
Cincinnati .. .............. .. .. .. .. May 27-29 
Cincinnati ............ .. .. .. .. .... July 29-31 
Boston .... .. .......... .. ...... .. ... Sept. 9-1 1 
Cincinnati .. ...................... Oct. 28-30 

701. International Marketing Research 
Toronto .... .................... .. . July 9-10 

702. Business to Business Marketing Research 
Cincinnati .............. .. ...... .. Nov. 4-6 

Four-Week Certificate Program 
Cincinnati ............... Aug. 3 - Aug. 28, 1992 

2 Week Segments 
Cincinnati ............ ... Mar. 2-Mar. 13 
Cincinnati .......... ..... Mar. 30-Apr. 10 
Chicago .. .. .... .... .. .... Apr. 20-May 1 
Cincinnati ........ .. .. .. . Nov. 30-Dec. II 

Please call Lisa Raffignone at 800-544-7373 (ext. 6135) for schedule information for the following 
seminars which are also offered by the institute: 
• Introduction to Marketing Research 
• Marketing Research for Decision Makers 
• Focus Groups: An Applications Workshop 
• Effective In-person Presentation of Marketing information 
• Qualitative Marketing Research with Children 
• Using Multivariate Analysis: A P.C. Based Workshop 
• Experimental Designs for Marketing Research 
• Industry Specific Seminars 

• Healthcare • Financial Institutions 
• Pharmaceutical • Public Utilities 
• Telecommunications • Automotive(fransportation 

• Planning Marketing Strategies and Tactics Using Actionable Research 
• Interviewing Executives and Professionals 
• industrial Marketing Strategy 

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. 6135) or 800-543-8635 (ext. 6135) or 
606-655-6135. 
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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. 

Please see us at the MRA convention in Chicago. 
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Herron Associates, Inc. 
Market Research 

Herron As!)ociates, 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 
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