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Business-to-Business Research
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Georgia-Pacific Papers

On the wings
of an eagle

point, what it would be like if Ford

merged with GM. Two huge com-
panies selling a range of competing
products in the same markets would
gradually have to coalesce into a uni-
fied whole, despite years of established
business relationships and modes of
operation.

That scenario gives you some idea of
what the 1990 merger of Georgia-Pa-
cific Corporation and Great Northern
Nekoosa Papers was like. For the Com-
munication Papers Division of Atlanta-
based Georgia-Pacific, the $3.8 billion
takeover of Nekoosa meant that the
former competitors now had to
work together and find a way to §
incorporate product lines, sales
forces, and customer bases.

G-P's Communication Papers
Division is a $1.2 billion unit of
Georgia-Pacific Corporation, a
company that makes a host of
products from gypsum wallboard
to bathroom tissue. The Commu-
nication Papers Division produces
a variety of uncoated, free sheet
business and writing papers. The
merger also affected the opera-
tion of Hopper Paper Company, a
G-P unit that produces cover, text
and specialty papers, because
Nekoosa had a similar line of pa-
pers.

] ustimagine, from a business stand-

Research with
business
customers drives
Georgia-Pacific
Corp.’s massive
reorganization

effort

by Joseph Rydholm
Managing Editor

Status quo

Immediately after the merger the best
course of action for the time being was
to preserve the status quo, says Frank
Murray, marketing director for G-P’s
Communication Papers Division. Early
research found that “there was a fair
amount of nervousness in the market-
place about which direction the newly
merged company would take in terms
ofits product lines, distribution approach
and relationships. The desire within the
industry was very much one of ‘keep it
the same.” Given all of the other things
that were on the plate for the manage-
ment of the two companies, such as
putting the systems of the compa-
nies together and the personnel
issues involved, the easiest and
most prudent thing at the time
seemed to be to preserve as much
as possible a separateness and
acquiesce to the industry’s de-
sire.”

But as time wore on it became
clear that something needed to be
done to address the redundancies
caused by the merger. That ‘some-
thing’ took the form of what Geor-
gia-Pacific Papers called Project
Eagle, a wide-ranging reorgani-
zation program thatbeganin early
1992.

“The Project Eagle task force
was intended to look at our busi-
ness-to-business relationships

Quirk's Marketing Research Review



' Suddenly, the competition doesnit stack up!

with our merchant business distributors
and ask the question, what relationship
should we have? As a result of the
merger, from a manufacturing and sup-
plier point of view, we could see our-
selves as a much more full-line, one-
stop shopping supplier, but the mer-
chant customers didn’t see us that way.
They saw us as a patchwork of brands
and products, which was resulting in
poorer service. We needed to put in a
process toresolve those issues,” Murray
says.

“How we had thought of ourselves
internally was at variance with how our
customers saw us. Thatrequired actions
on our part to realign our organization,
to rationalize our product line, and re-
think our distribution relationships. And
all of that’s being done in a market
where we’ve undergone a large merger
and where ourresearch indicated there’s
afairamount of anxiousness about what
the future looks like.”

Host of questions

A key element of Project Eagle was a
research effort designed to determine
how to structure the future operation of
both the premium papers and the “ev-
eryday use” business paper sides of the

April, 1993
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company.

The research conducted for Project
Eagle was three-pronged:

» Focus groups were held in four
cities with printers and designers who
were major users of Hopper and Nekoosa
premium papers.

« In addition, one-on-one interviews
were conducted with senior manage-
ment of the key merchant distributors of
G-P’s papers.

» Quantitative studies were used to
survey office paper buyers as well as
printers and designers.

Most questions centered on the value
that respondents saw in a number of
restructuring possibilities: Would there
be value in a focused sales force that
sold only premium papers? Would there
be value in having shipments come from
one location instead of two? Or in being
able to sort and amalgamate products
by putting the two brands together?

As with any business-to-business re-
lated project, when manufacturers talk
to anyone who is part of the production
and distribution chain, respondents may
fear that what they say will come back
to haunt them, that they may be pun-
ished for their candor. The company
knew thatindependent research was the
best route, Murray says. “We decided

that we wouldn’t be able to answer the
questions we had within the walls of
Georgia-Pacific and that if we talked to
people directly there would be so much
interviewer accommodation and posi-
tioning that it wouldn’t be fruitful. So
we decided to go with research ap-
proaches that would get at those issues
independently.”

Two types of paper

What the research showed was that
the merger had left the new Georgia-
Pacific Corp. with two separate busi-
nesses. “They weren’t Georgia-Pacific
and Great Northern Nekoosa businesses,
they were different types of paper busi-
nesses,” Murray says.

The first type was the premium cover
and text papers used primarily by de-
signers and specialty printers. They
come in a variety of colors and textures,
tend to be relatively high priced, or-
dered in small quantities, and require
fast turnaround and a high level of ser-
vice.

The second—and biggest—is the
uncoated white papers business that in-
cludes office copier paper and other
commonly used business paper items. It

continued on p. 26
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Making contacts

lens manufacturer Wesley-Jessen

Corp. has brought many innova-
tions toits industry. Founded in 1945 by
two optometrists, Dr. Newton K. Wesley
and Dr. George Jessen, it was the first
U.S. company to make contact lenses.
More recently, it introduced the
DuraSoft line of colored contact lenses.
The innovations don’t stop at the prod-
uct line. Through research and a total
quality management (TQM) initiative,
Wesley-Jessen (now a division of
Schering-Plough Corp.) is working to

In its history, Chicago-based contact

raise the service standards in an indus-
try that historically hasn’t paid a lot of
attention to customer satisfaction.

“The key finding that came out of our
initial qualitative research (back in 1990)
was that the contact lens industry as a
whole was rated poorly,” says Jim
Moritz, director of total quality man-
agement, Wesley-Jessen. “Even today,
in our own research results, the leader
still only satisfies their customers two
out of three times.”

TQM effort

To improve the level of service,
Wesley-Jessen began a TQM effort af-
ter talking to its customers to determine
the service attributes to measure in an
ongoing survey effort. With the help of
Minneapolis-based Lakewood Re-
search, the company held focus groups
across the U.S. with opticians, optom-
etrists, and ophthalmologists working
independently and in retail chain loca-
tions. “The basic purpose was to get a
laundry list that we could include on the
questionnaires,” says Gary Ballman,

{ DuraSoft

Colors

|\ DuraS
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Contact lens manufacturer Wesley-Jessen focuses
on customer opinion with ongoing research

director, Lakewood Research. “In terms
of results, the consensus was that ser-
vice quality standards in that industry
aren’t terribly high. Optometrists want
their manufacturers just to do the basic
core things right.”

The information gathered from those
focus groups helped in development of
a questionnaire that is sent to W-J cus-
tomers. (Some telephone follow-up is
used but mail is the main vehicle for
the survey). In the mail survey
respondents are asked to rate
contact lens companies on
each of the service at-
tributes. They also
answer some mar-
keting and seg-
mentation
questions.
“We try
not to add too
many extra ques-
tions because you
want the survey to be
easy to fill out and return.
But if you're going to survey
your customers on customer sat-
isfaction then marketing is another
area that you might ask them about;
what product do you want that’s miss-
ing in the industry, etc. We also ask a
few questions on the trades: are you a
chain location, are you an optometrist,
optician or ophthalmologist? We get a
little segmentation, some marketing and
some service characteristics.

“We feel the customer research is one
of the smartest things we’ve done,”

April, 1993

Moritz says. “Getting quantitative and
qualitative data on what’s important to
the roughly 30,000 doctors that we deal
with told us what our strengths and

weaknesses were and where
we needed process im-
prove- ment. And

what

done over
the past two and a half years
ispayveryclose  attention to the 26
service characteristics that the doctors
have said are the most important to
them.”

we have

Ordering system

For Wesley-Jessen, product quality
has never been a problem area. Instead,
in the early research customers ex-
pressed dissatisfaction with the product
ordering system. “The doctors basically
tore apart our ordering process by say-
ing it doesn’t work, so we spent a great
deal of money and time to fix it. Now we
are perceived as having one of the best
order processes in the industry. The
research directed us right to the activ-
ity and results that were needed in
order for us to enhance our per-
formance in the minds of our
customers.”

The customers
phone their orders
in to the
company’s
Chicago pro-
cessing center,
which handles 5,000
orders a day and over a
million per year. “We ship
over 75,000 different SKU’s
based on those 5,000 phone calls.
Of those orders approximately 75-
80% want them delivered the next day,
so try taking 5,000 orders a day of
75,000 different contact lenses and
somehow get them there by 10 o’clock
the next morning. The logistics are ex-
tremely challenging.”

Recently, the company switched to
an automated picking system to increase
the efficiency of the order-filling pro-
cess. “The automated system can pick

continued on p. 32
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Quadrant analysis

by Norman Frendberg

Editor’s note: Norman Frendberg is president of Con-
sumer Insights, Rochester, New York.

uccessful products and services usually deliver one or
more consumer needs. Both manufacturers and ser-
vice providers face the questions: “Whathuman needs
are being met?” and “Which features should be emphasized
when designing products and advertising?”’ The answers to
both queries are critically important since future sales
volume depends upon these issues.
Studies are frequently conducted to select the
“best” product/concept/advertising from sev-
eral choices, where “best” is defined
as the highest scorer on both of
two dimensions. For ex-
ample, the “best” at-
tributes to empha-
size in positioning
new products are
those that are per-
ceived as both im-
portant to the con-
sumer and not ad-
equately provided
by existing prod-
ucts.
If we developed a comprehen-
sive list of the human needs a product could
satisfy, some of them would be perceived as more
important than others, while some needs would be met by
products currently on the market. The human needs that
represent the most direct opportunity are those which are
concurrently most important to consumers and perceived as

x\?‘&\(\g
S\®)
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lacking in existing products.

The relevant data includes two respondent evaluations for
each of the appropriate human needs. One evaluation is an
importance rating and the other rates the brand used most
often. Quadrant analysis is one way to simultaneously
analyze the two dimensions of brand rating and importance.

This analysis is accomplished by plotting the importance
and brand rating scores for each attribute on one graph. One
axis represents the importance measure, while the other axis
illustrates the brand rating. By plotting the coordinates of
importance and brand rating for each attribute, we are able

to visually depict their relationship. This visualization

will enable us to both analyze the data and

communicate insightful evaluations to
management.

Let’s continue with
aquadrant analysis
example based on
importance and
brand rating. The
data used to create
this plot come from
two questions such
as the following:

Don*a e

1. I'm going to read you a
list of statements that you might
consider when buying fresh melons. As I
read each one, please tell me if that statement is

“extremely important,” “somewhat important,” ““slightly
important” or “not at all important” to you when selecting
fresh melons.

LExT3

2.Now, I'm going to read the same list of statements. This

Quirk's Marketing Research Review



time, please tell me how well you feel each statement
describes “Brand X” fresh melons, which you told me you
purchase most frequently. Does this statement [read first
statement] describe “Brand X melons “completely,” “very
well,” “somewhat” or “not at all”’?

Table 1 below shows the hypothetical attribute scores on
both measures: importance of fresh melons and “Brand X”

fresh melon ratings.

Table 1
Attribute Importance Rating of Brand X
(% extremely important) (% describes completely)
(Base) (200) (200)
Tastes good 80% 80%
Feels good 40% 40%
Looks good 80% 20%
Sounds good 20% 40%
Smells good 10% 60%

Table 1 provides the data to create the following quadrant
plot for our hypothetical melon study:

Quadrant Analysis
High Rating
for Brand X
(% excellent)
L]
° tastes
smells good
good
Low High
Importance Importance
(% extremely
® important)
looks
L] L ] od
sounds feels 80
good good
Low Rating
for Brand X

The attributes with the highest “extremely important”
scores are located on the right half of the map, while those
with the lowest “excellent” association are located on the
bottom half. The quadrant on the lower right side of the map
could be referred to as the “direct opportunity quadrant,”
since it represents those attributes that are perceived as very
important, but lacking in the current brand.

This plot facilitates the analysis and communication of the
results to marketing management, i.e., it identifies “feels
good” and “looks good” as offering special opportunity

April, 1993

because they are considered important and rated low for the
existing brand.

The data and corresponding quadrant analysis are not
always as straightforward as the previous melon example.
Occasionally, the attribute measures are highly correlated,
i.e., those attributes that are rated high on importance also
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score high for the brand rating. This situation results in a
quadrant map that may look like this:

MarketVision, Exhibit 2a

. . High Rating
An Award Winning forbrand X
Leader in

a 2 e tastes good
Business-to-Business R
Research * Teslugpad
Low Hi
Importance Impori‘:nce

As a recipient of the U.S. Chamber of smells good (% extremely
Commerce’s Blue Chip Enterprise . important)
Award, MarketVision has been Sounds. good
recognized for excellence in quality
and customer service. That’s why

MarketVision understands business-to-
business research from your point of
view. Our extensive experience in
various business and industrial
segments, along with our reputation
for developing innovative ways to
obtain actionable information from
hard-to-reach business respondents,
are reasons why MarketVision is the
right choice to receive your next RFP.

Please call us today at 513-791-3100
to receive a copy of “MarketVision
Business-to-Business Success Stories.”

MarketVision Research; Inc.

Cincinnati Charlotte Orlando

MarketVision
Research; Inc.

MarketVision Building
4500 Cooper Road
Cincinnati, OH 45242-5617
513/791-3100

FAX 513/791-3103
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Low Rating
for Brand X

The map in Exhibit 2a is less useful in the creation of
actionable marketing insights. However, with a slightly
different calculation method, we are able to use quadrant
analysis even when there is a high correlation between the
measures.

The calculation method changes only for the brand rating.
The new “describes completely” percentage for a particular
attribute is calculated only among those respondents who
rated that attribute “extremely important.” Using the melon
example—40% of the 200 (or 80) rated “feels good” as
“extremely important.” Among that 80, we would calculate
the percent who rated “Brand X as “describes completely”
on “feels good.”

Thus, the new calculation approach for each attribute is as
follows:

» Importance—among total sample percent rating at-
tribute “extremely important.”

 Brand rating—among only those rating the attribute
“extremely important” and percent rating “describes com-
pletely.”

The resulting quadrant map will appear more like Exhibit
2b, which is more useful in generating marketing insights.
Furthermore, this exhibit may enhance the market

Quirk's Marketing Research Review
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Customer surveys yield some
unanticipated benetfits

by John M. Cole

Editor’s note: John M. Cole, Ph.D., is president of
Pacesetter Surveys, Inc., San Mateo, California.

he past decade has brought American businesses to a

much clearer understanding of the importance of

customer perceptions and the measurement of cus-
tomer satisfaction. Beginning with Tom Peters’ book, "In
Search of Excellence," emphasis has crystallized on the need
to listen to customers closely and regularly, and to collect
data on the customer’s thoughts. The primary vehicle for
measuring customer perceptions in a formal sense is the
customer survey. Surveys are now widely used to measure
customers’ ever-changing satisfaction levels as well as to
gauge projected future needs for products and services.
Survey data has become a management tool that provides
both the direction for change as well as a form of accountabil-
ity for change.

Pacesetter Surveys has been conducting customer surveys
since 1985, primarily with companies that sell to other
companies. Over this eight-year period, survey data has
brought a number of facts to light that were not originally
foreseen as major benefits of the survey process. The focus of
this article is to relate some of these unanticipated findings
that have provided unexpected and often highly significant
benefits to my clients.

Customer satisfaction—The basic stuff

Most companies conducting customer surveys want to
know how their customers perceive their products, services,
and people. Satisfaction scales are used, and customers
indicate their levels of satisfaction on such things as the
salesperson’s understanding of the business, the quality and
reliability of the product, and the effectiveness of the toll-free
telephone support center. Customer satisfaction surveys typi-
cally provide data that helps a company evaluate how their
different departments, product groups, or regional centers are
performing relative to each other, or relative to customer

14

expectations. The following survey-derived information has
taken my clients beyond their original expectations and in
most cases, has provided substantial added value.

1.Finding management “blind spots.” As arule, manage-
ment reacts to survey results in a fairly predictable way; they
acknowledge a few “surprises,” but generally contend that
the data confirms and quantifies information that they al-
ready know. Since most organizations want to appear “‘con-
nected” to their customers and to be very customer oriented,
there is a general reluctance to admit openly that certain
aspects of the data were unexpected. This attitude can result
inareduced sense of urgency and a failure to deal with the fact
that there are issues that need attention and that management
may in fact be out of touch with customers.

One way to deal with the problem is to have managers take
the same survey as their customers, with instructions to
indicate how well they (the managers) think their company is
performing. A subsequent comparison of these managers’
survey scores with those of their customers can point out
areas of major discrepancy. When these disparities exceed
some value, say 20%, one can say that there is a major “blind
spot” that needs special scrutiny.

An example of the blind-spot phenomenon recently oc-
curred in a company that was convinced that they had major
quality problems. The organization had been listening atten-
tively to complaints about quality and were ready to un-
dertake a major re-organization of their quality department.
Survey results from managers documented the belief that
quality was perceived to be a major problem. Survey results
from customers, however, showed high overall levels of
satisfaction with quality, but low satisfaction with product
delivery and availability. The comparison of managers vs.
customer survey data indicated major “disconnects” on these
issues. As a result of the blind-spot analysis, the direction of
the change effort was focused on the appropriate area rather
than on inappropriate ones.

2. The decision to purchase a competitor. A Fortune 500

Quirk's Marketing Research Review



manufacturing firm conducted a customer survey that compar-
ed customer satisfaction with their own performance vs. that

of their competitors. Since customers typically bought from Accurate Data’ QUICkl)’- oo
multiple vendors, they were in a position to rate the client At a competitive Price

company performance as well as that of their competitor. As
a result of the analysis, a very interesting fact came to light;
arelatively small competitor with only four to five customers
was doing an outstanding job in all aspects of product and
service. In fact, their ratings were the highest of any of the
vendors listed. To make matters even more interesting, this
company was for sale. My client now had valuable, propri-
etary information and was in a somewhat advantageous
position to consider a decision about the possible acquisition
of that competitor.

3. Survey data as advertising copy. J.D. Power & Asso-
ciates does it with owner satisfaction data for new car
buyers...why not take similar advantage of the area of
strength pointed out in your company’s customer survey
data? While most organizations assume that the value of For more information on becoming an “enthusiastically
customer survey data is to point out areas of deficiency, satisfied” client of CClI, or for an estimate on your next
survey results are often quite positive. It is not uncommon for telephone study, call Mike Mermelstein at 202/223-4747.
90+% of customers surveyed to report high levels of overall
satisfaction. For example, a nationally known consultin i i
firm surveyed custom:rs over a threc):/-year period. The§ V[\Eommunlcatlons "cenler’ Inc.

ashington, D.C. 202/223-4747
found that 96% of their clients were totally satisfied and m Louisville, KY 502/452-1095
would choose that company again should a need arise. This Indianapolis, IN 317/781-9009
information, which had been obtained by an independent

continued on P. 45 Circle No. 805 on Reader Card

&,
your choice is CCI

Accurate data, fast turn-around and competitive pricing are
more than just marketing promises... they're our daily
operational commitments to clients.

HOW MUGH CAN YOU SAVE
AT A NICKEL A NUMBER?

PLENTY.

If you buy random digit samples, our remember little niceties. Like a 100%
standard price of a nickel a number can guarantee. Professional advice. 24 hour
really add up to big savings. Like 37% to service. An aggressive discount policy.
68% over your current sampling supplier. Free record coding and sampling reports.

The best part is there's no sacrifice of “scENTIFIC NO contracts to sign. Even an 800 number.
quality or service. Ask around. We even TELEPHONE Call STS now at 1-800-944-4-STS.
SAMPLES
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Researchers can 1
from ethnograph

by Sally Ringo

o O methodology?
One, because if it is respectfully used,
ethnography can enable us to study con-
sumers—and delve with much greater
depth—into the meaning of their be-
havior. And two, we can do this with a
heightened degree of our own objectiv-
ity. As qualitative researchers we con-

own search through the vast body of
literature on the topic. For those of us
not fortunate to have taken anthropol-
ogy courses in college, one must begin
a rigorous self-taught course in the ba-
sics. Begin here.

Three key aspects
Essentially, ethnography studies three

Tacit meamng is somewhatmore shp-

pery and falls into the realm of qualita-
tiveresearch. Tacit meaning relies upon
inference and intuition. Great tacit ex-
plorers are those who appreciate the
unspoken modes of communication as
well as those who successfully tie bits
and pieces of general knowledge to-
gether in synthesis. To explore tacit-




DENVER'S EXCEPTIONAL

FOCUS GROUP AND

CENTRAL LOCATION FACILITY

he Research
Center is Denver’s
exceptional focus

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

The 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.

Annie Sampogna-Reid

and Chris Balthaser

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.

The

central
location
facility

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.

All recruiting for focus
groups is conducted from
The Research Center’s
40-line telephone
bank (equipped with CRT
and ACS Query interviewing
software). The Research
Center uses a duplicate
number database system to
help insure the highest
quality recruiting.
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550 South Wadsworth Suite 101
Denver, Colorado 80226
(303) 935-1750
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FOCUS
ON

BOSTON

“Prepare To Be Pampered’

Professionally designed focus
group facilities in downtown
Boston next to the Boston Harbor
Hotel on Rowes Wharf.

Two Large Viewing and
Conference Areas

 Professional
» Technical

» Financial
» Health Care

Paul L. Bolden
Managing Partner

Terri-Lyn Hawley
Client Services Manager

400 Atlantic Avenue
Boston, MA 02110
Phone (617) 338-9636
Fax (617) 338-9236
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ness is to expose the answer to “why” a
behavior is performed in all its glorious
ramifications. Tacitness, too, conveys
some of the complexities of human be-
havior.

Dick Tracy

The gentleman above chose the hat
because he thought he looked like Dick
Tracy in it—not the Dick Tracy those of
us on the dark side of forty recall, but the
new Dick Tracy, Warren Beatty. And
what meaning does the symbol “War-
ren Beatty” carry in our culture? (This
istacit cultural knowledge). The stud of
Hollywood, who our dapper shopper
would like to emulate when he logs off
his computer (he’s anewly coined CPA
in a moderately-sized firm in a moder-
ately-unsophisticated Southern city) on
Friday night to hit the streets for ro-
mance and adventure.

Tounderstand the real meaning of the
man’s hat purchase, the ethnographer
would examine the words: like, hat,
Dick Tracy, Warren Beatty, romance,
clothes, symbol, and so on. A technique
called domain analysis would be the

next step in this inquiry into the mean-
ing of the hat purchase.

Tacit can also be explained by saying
it is behavior that a newcomer to a
culture would not quickly understand.
Ethnography is, then, essential for in-
ternational marketresearch and any stud-
ies that examine new markets.

Here is another example of tacit
knowledge. Body language is used a
great deal by respondents in group and
one-on-one interviews, hence the one-
way mirror. When a group of people
who share a similar culture—say, su-
permarket deli managers—issue a
group-wide but silent message by roll-
ing their eyes and scrunching up their
faces, great tacit knowledge as been
shared. This body language appeared in
afocus group after the moderator asked
respondents if their customers had ever
dispensed soup from self-serve con-
tainers, a seemingly straightforward
question. This reaction occurred across
the entire set of six groups but was
explained in the first. The rolled eyes

continued on p. 42

THE
ROCKWOOD
DIFFERENCE

Rockwood sharpens the focus
of your group interviews

Are your focus group situations out of focus? At Rockwood
Research we offer a clear, sharp difference:

B An experienced, professional staff of recruiters and moderators.

B Thousands of fresh respondents within a few miles of our offices.

B An ideal Twin Cities location.

B Modern, state-of-the-art facilities, including a large focus group
room, private client offices and high-
quality recording equipment.

Where you conduct your focus
group interviews does make a
difference. Call us today to dis-
cover the Rockwood difference.

N\

Rockwood Research

1751 West County Road B « St. Paul, MN 55113 « 612-631-1977
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Business world names its
20 hottest topics for 1992

Health care insurance and costs. Home
remodeling and home centers. The
Americans with Disabilities Act. Fit-
ness and exercise trends. Biotechnol-
ogy in the food industry. What do these
five topics have in common?

They were the five major concerns
among American business executives
in 1992. Accordingly, they were desig-
nated the most popular business topics
of the year on FIND/SVP’s Business
Barometer. Published by the New York
City-based consulting and research firm
FIND/SVP, the Business Barometer is
a monthly ranking of the 20 subjects
most on the minds of its 11,000 execu-
tive clients.

According to Andrew Garvin, presi-
dent of FIND/SVP, health care in the
United States has been a significant
concern for all American businesses,
and its appearance at the top of the list
came as little surprise. Client compa-
nies from all sectors of industry, from
small to large, are directly affected by
rising health care and insurance costs.

FIND/SVP fielded numerous ques-
tions on other firms’ health care plans,
health care in the United States and
abroad, federal policies, statistics on the
uninsured, and how to contain health
care and insurance costs for their own
companies. The topic has been hot for
some time now, but interest skyrock-
eted during the presidential primaries
and after the election of Bill Clinton,
Garvin says.

Home remodeling/home centers was
the second most popular topic in 1992,
which was also one of the hottest topics
the year before. Its continued popular-
ity is attributed to the recession, since a
large percentage of Americans either
cannot afford to buy a new home, or in
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the current economic climate, won’t
take the risk on this kind of investment.
Instead, it’s becoming quite common to
refurbish, redecorate, repair and main-
tain existing homes. If the trend contin-
ues, markets as varied as furniture, tex-
tiles, doors, and carpentry will be af-
fected positively. The trend also invigo-
rates the do-it-yourself market, which
has become a growth market in the
1990s. FIND/SVP has examined an ar-
ray of related issues, primarily prod-
ucts, trends, and leading home centers.

Third on the hot-topic list was the
Americans with Disabilities Act. This
is a federal civil rights law that guaran-
tees unbiased treatment of the disabled
in the workplace. Initial ADA regula-
tions went into effect in July for firms
with more than 25 employees; those
with fewer workers have until July 1994
to comply. The law affects all compa-
nies, and aside from information on

specific rules and regulations of the
ADA, other key issues include training
programs, personnel policies, job de-
scriptions, and safety procedures and
practices.

Fitness and exercise trends was an-
other hit of 1992, ranked fourth. The
fitness craze that began a few years ago
has not yet died down, and FIND/SVP
president Garvin expects that trend to
continue. In-line skating in particular
took off this year, while golf seems to be
the rising sport of the *90s. It appears
the next wave will include exercise
machines, like innovative stair-climb-
ing equipment.

Fifth most popular was biotechnol-
ogy, especially in the food industry.
The continued application of bioengi-
neering techniques, such as gene splic-
ing or cell manipulation, yield higher
quality products like leaner pork prod-

continued on p. 36

ACG A&\
RESEARCH
SOLUTIONS

Chromalloy Plaza
Suite 1750

120 South Central
St. Louis, Missouri

PHONE: 314-726-3403
FAX: 314-726-2503

Contact Vicki Savala

We Offer Both,
Qualitative &
Quantitative
Services:

FREE Videotaping
Experienced Moderators

Centrally Located
Focus Group Facility for
Business & Consumers

Segmentation Studies
Attitude/Image Studies
Tracking Studies

Executive Interviews
Mystery Shopping
Litigation Research
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President
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I P -

OPINION

unlimited

What Makes Us Different,
Makes Us Better

Results You Can Trust
Service You Can Rely On
Firm Budgets and Deadlines *
On-Site/Remote Monitoring

CATI using Gi2 or any *
DOS-Based package

Experienced (i2 *
Programers on Staff

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

1-800-658-2656
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William Moult has been named chief
executive officer of ASI Market Re-
search, New York City.

John Vanderhoof has been promoted
to field research director at Chamber-
lain Research Consultants, Madison,
WI.

Ken Benjamin has joined Healthcare
Communications, Inc.,aPrinceton, NJ-
based health care promotion research
firm, in the newly created position of
senior vice president/planning, research
& development. Bill Moos has joined
the company as vice president/market-
ing. In addition, Tybe Marks has been
promoted to client services specialist
and Erika Perzi joins HCI's Client
Services Department as advertising rate
card coordinator.

Karen Predow-James has been
elected to the board of directors of Mar-
ket Facts, Inc.

Luker

Predow-James

Richard Luker has joined Chilton
Research Services, Radnor, PA, in the
new position of account executive.

Simmons Syndicated Studies has
named Anna Fountas president.

Vice President

Director -

Dunlap “Scotty” Scott, previously
of Gikas International and Quality Con-
trolled Services, has joined Consumer
Pulse, Inc. as director of the Consumer
Pulse of Denver operations.

Village Marketing Research,
Skippack, PA, has added Peg Bauder
and Jane Genuardi as research assis-
tants.

Troy, NY-based Maplnfo Corp., a
developer of desktop mapping software,
has promoted Randy Drawas to vice
president, marketing communications.

Aaron Grossman has become a part-
ner in the New York City based re-

-
Grossman Cleary

search firm Newman-Stein, Inc.In addi-
tion, Cate Cleary has been promoted to
vice president.

Walker: Research & Analysis, L.P.
has anew president, Thomas King, and
anew management team: Linda Tessar,
v.p., custom research west; Lee
Markowitz, marketing sciences direc-
tor; Kimberly Graham Lee, v.p., new
product development; Santina

continued on p. 44
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RESEARCH COMPANY NEWS———

Market Segment Research, Inc. has
opened a new office in Manhattan at
369 Lexington Ave., 2nd Floor, New
York,NY 10017.Phone212-867-9116.
Fax 212-557-3085.

4

Chicago-based Information Re-
sources, Inc. has entered a letter of
intent to acquire Panel Pazar Arastirma
A.S. (“Panel”), a provider of retail audit
information services based in Istanbul,
Turkey. Terms were not disclosed.

2

Research 100, Princeton, NJ, has
formed a new business division to ser-
vice clients who are targeting the 50-
plus consumer segment. Called
S.M.A.R.T. (Specialized Marketing and
Research Targets), the division will fo-
cus on senior consumers. Candace
Stephenson Corlett will be president of
the division.

4

Perception Research Services has
moved to new offices at One Executive
Dr., 1st Floor, Ft. Lee, NJ, 07024.

2

Leibowitz Market Research, Inc.
has added two new focus group rooms
to its facility in Charlotte, NC. This
addition expands the facility to four
rooms, a one-on-one room, a multi-
purpose room, test kitchen, client
lounges and observation rooms. For
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more information call Teri Leibowitz at
704-357-1961.

L 2
Greenleaf Ascts., Inc. has moved to
Watermill Center, 800 South St.,
Waltham, MA 02154. Phone 617-899-
0003.
L 2
HWEvaluations has relocated to
1180 East Broadway, Ste. 6, Hewlett,
NY 11557. Phone 516-374-4908.
@

Village Marketing Research has
opened an office at The Courtyard at

Skippack Village, 3900 Skippack Pike-
Box 1407, Skippack, PA 19474.

2

Walker: Research & Analysis, L.P.
has relocated two of its client service
offices and opened a new client service
office. The San Francisco office has
been moved to 1990 North California
Blvd., Ste. 350, Walnut Creek, CA
94596. Phone 510-906-1510. Fax 510-
938-9399. The Princeton, NJ office has
been moved to 103 Carnegie Center,
Ste. 315, Princeton, NJ 08540. Phone
609-452-1822. Fax 609-452-2284. The
new Chicago-area office is located at
Riverwalk, 2150 E. Lake Cook Rd., Ste.
60C, Buffalo Grove, IL 60089. Phone
708-465-9414. Fax 708-465-9543.

“They didn’t just tell me how my
customers felt about our service, they
showed me how to improve it.”

“I see.”
No... LR’

Asalisﬁed customer is a repeat customer. ICR’s Customer Satisfaction research gives
you the information you need to improve the quality of your products and services
in ways that are truly meaningful to your target market.

IC R We do more than excel.

T T ———
AUS Consultants * ICR Survey Research Group
605 West State Street * Media, PA 19063 ¢ (215) 565-9280  FAX (215) 565-2369
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Newsletter for health

care promotions

Healthcare Communications, Inc.
(HCI), a Princeton, NJ-based promo-
tion research organization, is now of-
fering The HCI Communicator, a free
newsletter for the pharmaceutical and
related health care industries that fo-
cuses on current and long-standing phar-
maceutical promotion issues. To obtain

Volume 1, Number 1 and add your
name to the mailing list, call HCI at
609-452-0211.

Reports summarize

opinions on trade shows
Trade Show Bureau has released the
research reports, “The Power of Trade
Shows: An Examination of Attitudes
and Perceptions toward Trade Shows

e.tc&, Latino & Asian

Erlich
Transcultural
Consultants

® Focus Group Moderating and
Reporting Services

@ Simultaneous Translation
® In-depth Individual Interviews
® Quantitative Studies

® Computer Tabulations

Transcultural Consultants

Contact: Andrew Erlich, Ph.D.

Phone (818) 226-1333

Qualitative & Quantitative

Research

® |nstrument Translation
into Familiar, Readily
Understandable Language

@ Careful and Insightful
Analysis and Interpretation

® Highly Experienced
Research Staff

FAX: (818) 226-1338
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among Decision Makers” covering six
industries: computer/high tech, food and
beverage, gift and apparel, hospitality/
service, manufacturing, medical. The
data is part of a research study con-
ducted by Simmons Market Research
Bureau with over 1,000 purchasing de-
cision makers. The report format in-
cludes a narrative style summary, sup-
port charts and graphs, plus a complete
set of tables for each question of the
telephone surveys. Profiles of trade show
attendees by job title, function, pur-
chasing authorization, and their compa-
nies’ size in number of employees and
annual sales revenue are also included.
The primary questions answered by the
research are: What are attendees’ cur-
rent perceptions and attitudes about trade
shows? How important are trade shows
to business decision makers? How sat-
isfied are these buyers with trade shows
compared to other purchasing informa-
tion sources? For more information and
prices call 303-860-7626.

New magazine for users
of GIS

Business Geographics, a bimonthly
magazine devoted to uses of geographic
information services (GIS) and
geodemographics in business, is now
available free to qualified recipients.
The magazine is a response to a major
trend toward improving the use of geo-
graphic information by numerous in-
dustries. It is published by GIS World,
Fort Collins, CO. For more information
call 303-223-4848.
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Simmons data on buying
habits of computer

professionals

Simmons Market Research Bureau,
Inc. (Simmons MRB) now offers
CompPro, a comprehensive study of
computer professionals. The study pro-
vides information on all print media
habits, purchase influence and the deci-
sion-making process for the computer
equipment in companies with 100 or
more employees. The computer profes-
sionals in these business establishments
number 517,982. For all of these pro-
fessionals, information is now avail-
able on arange of products and services.
The study reports on 150 computer prod-
uct categories, the 57 manufacturers
who produce the bulk of the hardware
and software and 98 specific brands.
Formore information call 212-916-8900
or write Simmons MRB, 420 Lexington
Ave., New York, NY 10170.

Microsoft Windows format. Designed
for sales and marketing professionals in
the consumer packaged goods industry,
pcDataServer for Windows provides
marketers with access to volumes of
scanner data and information for devel-
oping marketing and brand strategies.
Users can retrieve scanner data, view
and analyze current marketing informa-
tion and perform competitive analysis
through linked report and graph win-
dows. For more information call Lisa
Gundlach at 617-890-1100.

SRI releases updated

VALS

VALS 2+, an enhancement to VALS
2marketresearch typology, is now avail-
able from Menlo Park, CA-based SRI
International. Although the key dimen-
sions of VALS 2—self orientation and
resources—remain the same, the VALS
questionnaire and classification algo-
rithm have changed. The original VALS

continued on p. 44

Statistical power...

without tears!

Profile your best segments in minutes with

KnowledgeSEEKER

« Saves time - automatically recodes and

Nows partitions data to find the best segments
. Non-buyer c S dalc St seg S5
ndi study of

Sy dicated y [ ]r === « Eliminates guesswork - uses CHAID/CART
warehouse clubs now Low Med Hi technique to reveal multidimensional
available Income Income Income relationships;

The M.E.A.L.S. division of Bruskin/ Smg[,e Ma"lied » Control and interaction - Interactive
Goldring now offers Warehouse Club Separ'd Divorced features enable you to refine the analysis

Shopper Close-up, a new syndicated
study which will provide suppliers and
retailers demographic and purchasing
information about warehouse club shop-
pers. The study will also probe shopper
awareness and issues such as product
satisfaction, brand identity, and unmet
product needs. Users of the study will
be able to identify warehouse club mem-
bers by business or personal use, age,
sex, income, and geographic region.
Data on the frequency of shopping at
clubs, which clubs are visited, purchas-
ing patterns, amount of purchases, and
categories of items bought, such as gro-
ceries, beverages, distilled spirits, fur-
nishings, and apparel are also available.
For more information call Peter
Berlinski at 908-572-7300.

Analyze scanner data in

Windows

Information Resources, Inc. has an-
nounced a Windows-based marketing
program—pcDataServer for Windows,
a PC-based application that provides
marketing decision support in the

April, 1993

Satisfaction Guaranteed

to achieve optimum results.

Call now! 1-800-387-7335

® FirstMark Technologies Ltd 613/723-8020 Fax: 613/723-8048

Circle No.811onReader Card

“My research company applies
multivariate analyses to give me
information I can really use.”

“I See‘”
Na IR

Today’s marketing strategies can't be formulated with yesterday’s methods. ICR’s
Advanced Research Technologies Group provides state-of-the-art Multivariate
Analytic techniques, to help you get the most from your research data.

IC R We do more than excel.

AUS Consultants ¢ ICR Survey Research Group
605 West State Street * Media, PA 19063 * (215) 565-9280 ¢ FAX (215) 565-2369
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Georgla-racijic Fapers

continued from p. 7

is characterized by longer lead times,
lower prices and larger orders.

“The dimensions and dynamics of
the sales of the two different types of
papers are very different. That caused
us to look at organizing our company
into two distinct business groups, one of
which would sell premium cover and
text papers (under the Hopper, Nekoosa,
Proterra, and Velorum brand names)
and the other part of the division would
be our uncoated free sheet division and
would become known as Georgia Pa-
cific Papers,” Murray says.

“We would then be able to manage
our manufacturing facilities more in
line with the needs of each of these
individual businesses rather than trying
to put in a ‘one size fits all’ approach
when one size really doesn’t fit any-
body. That’s what came out of those
research findings.”

“Our learning indicated that we
needed to focus ourselves against those

mﬂ )

two businesses and divide our product
line and sales force accordingly,” says
Frank Perkowski, director of marketing
services, Georgia-Pacific Papers.

Benchmarks

The telephone interviews with print-
ers and office paper buyers lasted ap-
proximately 20-25 minutes and con-
sisted of a range of questions designed
to get a benchmark on awareness of
Georgia-Pacific as acompany and of its
brands and also those of competitors;
respondents also rated the brands on

key dimensions that were important to
them.

“The second phase of research was to
figure out, now that we have these two
businesses, how do we position our-
selves?” says Perkowski. “What’s our
competitive edge? Where are our weak-
nesses? If we have gaps in the product
line, what products do we need to de-
velop? If we have redundancies, which
products should be deleted, which
brands should we maintain or discon-
tinue?

“We looked at the key dimensions
that were important to them in terms of
suppliers and we asked them to rate
each of the suppliers against those crite-
ria. We also got into questions about
what would convince them to choose
one supplier over another, what promo-
tional programs or concepts they would
find interesting. One of the things that
came out of there was that there seemed
to be an opportunity to encourage trial
and repeat purchase through promo-
tion. We had never done anything like
that so that gave us some rationale for

=

GROUP DYNAMICS IN FOCUS

WHICH LOCATION IS IDEAL FOR YOUR NEXT QUALITATIVE PROJECT?

BALA CYNWYD, PA

¢ "City" Consumers

¢ Founded In 1981

¢ Expertise in Medical/Health Care Recruiting

* 800 Sq. Ft. All Purpose Room With Observation
* 4 Focus Group Rooms Seating 15 Observers

¢ 8 Minutes From Amtrak Station

VOORHEES, NJ

e "Suburban" Consumers

* On-Site Phone Room Recruiting

¢ Commercial Test Kitchen

¢ 2 Multi Level Observation Rooms
Seating 25 In Comfort

¢ 20 minutes To Downtown Philadelphia

* Designed By Qualitative
Consultants (Opened 1992)

BOTH FACILITIES:

OWNER/OPERATED FOR PERSONAL SERVICE ¢ 35 MINUTES FROM PHILADELPHIA AIRPORT « FREE PARKING
CALL 800-220-1011 FOR BROCHURES AND INFORMATION
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doing things like offering rebates and
holding sweepstakes with end users of
our products.”

High recognition

The research showed low awareness
levels for many of G-P’s brand names.
But the Georgia-Pacific name had high
awareness and recognition among a
broad array of customers and external
groups. “As a result, an identity was
developed that would leverage the Geor-
gia-Pacific name and create ‘Georgia-
Pacific Papers’ as a superbrand,”
Perkowski says.

“What emerged from those studies
were some pretty clear findings. In the
case of the basic everyday papers, what
was important to customers was that
there was a reputable company behind
these papers. That gave them confi-
dence in the paper. We discovered that
Georgia-Pacific had a good image with
printers and large companies that buy

“What emerged from those
studies were some pretty
clear findings. In the case of
the basic everyday papers,
what was important to
customerswas that there was
areputable company behind
these papers. That gave them
confidence in the paper. We
discovered that Georgia-
Pacific had a good image
with printers and large
companies that buy paper.”

paper. So instead of marketing our-
selves under six or seven different
brands, it was clear we should focus on
Georgia-Pacific and make sure that we
communicate to these people that G-P
isabig company and that we have all the
resources to make quality paper and the
clout to get the paper to them economi-
cally.

“Looking at ourselves relative to the
competition we found an opportunity to

April, 1993

position ourselves as a state-of-the-art
paper company. Users want to make
sure that the paper is consistent and that
a quality control system is in place.
Nobody was positioning themselves that

’

way.

Premium papers

For the premium papers, the objec-

tives of the research were to understand

* e
e
-
«

We Cover The Northwest

We’ve been collecting data and keeping clients
happy in the Northwest for over 30 years. Call us.

Consumer Opinion Services

We answer to you

12825 1st Ave. South - Seattle, WA 98168
206/241-6050 ask for Jerry, Dorothy or Greg Carter
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omnibus and full custom capabilities
to save me big dollars!”

“I see.”
“No... KR
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is uniquely positioned to provide you with the best of both custom and
mnibus worlds. The cost-efficiency of an omnibus study, the overall precision
and reliability of a full custom survey: our services are tailored to your specific needs.

IC R We do more than excel.

AUS Consultants * ICR Survey Research Group
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the buying process for text, cover and
premium offset papers; to assess indus-
try impressions of Hopper and Nekoosa;
and to assess the feasibility of consoli-
dating Hopper and Nekoosa brands.
“In the research,” says Jim Miller,
director of marketing, Hopper Papers,”
we really went through the whole chain
of the buying influence from the dis-
tributors—who are the initial custom-
ers—to their customers, who are the
printers and designers. We wanted to

get a good feeling for how Hopper and
Nekoosa were perceived right now, not
only by them as customers but their
impression of how their customers see
Hopper and Nekoosa. We got a lot of
input about current perceptions of the
products and some insights into how we
might improve them in the future.

“In the focus groups we looked at
aided and unaided brand recognition
and got some perceptions of the quality
and value and so on that were put in the

Sers

Sorkin-Enenstein
Research Service, Inc.

500 North Dearborn Street,
Chicago, lllinois 60610
Telephone (312) 828-0702

SERS’ VOLUMETRIC AND PERCEPTUAL
SHIFTS RESEARCH WILL HELP YOU
ANSWER THESE QUESTIONS

AND MANY MORE!

WILL MY NEW PRODUCT/SERVICE SUCCEED?

e How many will try it? Who are they?

* How many will continue to buy it? Why?

e How much will they buy?

* How much will the market pay?

* What is its competitive position in the market? Why?

Using the perceptions of the market, SERS determines
the impact on a product category of a new concept,
trial and repeat purchase. We identify the relative
share of a new product and/or cannibalization of

existing products.

By measuring VOLUMETRIC PERCEPTUAL
AND BEHAVIORAL SHIFTS, SERS develops
the foundation to answer these important questions.

Please send me information:

Name (Mr., Ms.)

Company

Address

City
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brand name. We wanted to elicit feel-
ings about those brands and the compa-
nies that make them, both at the printer
level and the designer level. Designers
had more recognition of Hopper, which
has been a cover and text brand for a
number of years. The Nekoosa brands
were more familiar to many of the print-
ers; that’s more how they’ve been mar-
keted, as printer house brands.”

The research found that the Hopper
and Nekoosa brands were looked at as
established brands with solid reputa-
tions, but there was a near consensus
that the product lines needed a shot of
vitality.

Quantum Leap

To give the premium papers some of
that vitality, G-P began Quantum Leap,
its code name for efforts to redesign the
premium paper line. “The name Quan-
tum Leap is appropriate because the
scope of the change we’re making is
tremendous. We're literally changing
every product line we have, eliminating
overlapping products, coming out with
new products at the same time, chang-
ing colors and making all of our product
lines compatible,” Miller says.

“The research told us we needed to
completely upgrade our products from
a color standpoint so we have launched
new products that will reflect a whole
new color system. Under the Coloractive
system, all of our products are designed
color-wise to work together from a de-
sign standpoint to help buyers simplify
their color selection process while at the
same time offering them a greatamount
of choice.

“It’s all been driven by market re-
search. Premium papers is a fashion
type business, you're dealing with col-
ors and textures and your buyers are
graphic designers so it’s important that
we keep on top of trends in color. We
want to make sure we stay on top of that
so we're forming panels of designers in
three major markets for ongoing input
on color selection, promotional materi-
als, everything involving our business
from our customer’s standpoint.”

Designers & printers cooperate
One surprise from the research, Miller

Quirk's Marketing Research Review
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says, was the degree of cooperation
between designers and printers in choos-
ing colors and papers.

“It’s very much of a team effort be-
tween the graphic designer, who may
have some thoughts about the colors
they need, and the printer,

company but also give them a different
image,” Perkowski says.

Frank Murray: “Using the logo and
the new packaging to make a product
line go from two competing products
down to one, we end up with amore full
product line, top to bottom, to offer the

marketplace. We can truly now be a one
stop shopping center.”

The new packaging includes a new
logo, which adapts the existing Geor-
gia-Pacific “Blue Tree” logo into amore
high-tech image. Accompanying the

logo is the new name “Geor-

whom they consult to deter-
mine the reliability of the prod-
uct, how it runs on the press,
and pricing. Together they
come to adecision on the prod-
uct they’re going to buy. The
research revealed a lot more
cooperation than we might
have guessed.”

New logo
Another product of Project
Eagle was new packaging for

==
Cm—
am—
-
v

Georgia-Pacific Papers

gia-Pacific Papers,” which will
be used on all business and
printing paper products. New
black and white packaging for
the paper products was also
created to give the Georgia-
Pacific products a distinctive
image.

“The packaging is unique,
which will separate G-P from
the pack, while the logo offers

“amodified version of the well-
known G-P corporate tree in a

Georgia-Pacific and Hopper
papers which uses a similar
design for both the Hopper and
Georgia-Pacific names. “The
packaging program had a two-

GeorgiaPacific .4

new high-tech, highly profes-
sional, paper-oriented configu-
ration,” Perkowski says.

In designing the logo, says
Bob Wages, president of

fold objective, we wanted to
make these two businesses ap-
pear to be part of the same

April, 1993

Project Eagle's research resulted in new packaging, which includes
anew logo (top) that adapts the existing Georgia-Pacific “Blue Tree”
logo (bottom) into a more high-tech image.

Wages Design in Atlanta, a
great deal of in-the-field re-
search was done. “We decided

29



on black and white because it’s dis-
tinctly different from the colors used by
G-P’s competitors. Even the way the
colors are used is different. Visit any
merchant warehouse and you will see
that most paper companies used color

tops and white bottoms on their cartons.
We flipped it; the top will be white and
the bottom black, giving the overall
carton a striking look in warehouse and
office environments.”

4
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Structure distribution

An important part of Project Eagle
was to determine how to structure dis-
tribution of the company’s products.
Key to that effort was obtaining an
estimate of paper usage on a market-by-
market basis. “We set out thinking that
surely someone had crossed this bridge
before,” says Steve Fowler, manager,
marketing research, Georgia-Pacific.
Unfortunately, no one had. Industry sta-
tistics weren’t detailed enough and at
that time there were no private sources
offering the information they sought.
So, G-P turned to a consulting firm to
compile information on the sales, mar-
ket share, product lines carried, etc., of
the merchants it works with.

“Once we had an estimated tonnage
share for each of the merchants,” says
G-P’s Frank Murray, “we took a look at
our own requirements to move the tons
that we manufacture and used that as a
guiding principle to figure out how to
go to the marketplace and create a busi-
ness-to-business distribution network
where we didn’thave everybody selling
our paper in one form or another but we

ACGORDING T0 A REGENT SURVEY,
9 OUT OF 10 EVALUATORS

OF STATPAG GOLD IV
BECOME USERS.

Professional’s choice for survey & marketing research. 25
User-friendly, comprehensive & dependable.

Camera ready tables & graphics. Basic & advanced " trig s

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

The Right Choice for Survey & Marketing Research.

CALL TODAY
FOR A TEST DRIVE.
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had enough people selling it so that we
could move all of our capacity. We
would have some selectivity, if you
will, and yet assure ourselves of suffi-
cient market access to move all the

“Through market research
we wanted to bring
objectivity and remove
emotional and historical
baggage from business
decisions that are going to
affect how and with whom
we do business in the future.
We used market research as
the equalizer in our decision
making processes.”

tons.”

Driven by research
The decisions around all of these

April, 1993

moves that Georgia-Pacific Papers has
made were driven by market research,
Murray says. “Through marketresearch
we wanted to bring objectivity and re-
move emotional and historical baggage
from business decisions that are going
to affect how and with whom we do
business in the future. We used market
research as the equalizer in our decision
making processes.

“What Project Eagle provided to
Georgia-Pacific was a greater under-
standing of the marketplace, our stand-
ing in it and a methodology for extend-
ing the appeal of our products and ser-
vices,” Murray says. “Key to this strat-
egy is the positioning of Georgia-Pa-
cific as a superbrand, which would ex-
tend the user’s positive image for G-P
across our entire product line, as well as
differentiate our products from all oth-
ers in the marketplace.

“In final judgment will this project be
successful? We won’tknow the answer
to that for several years. Any cake this
big takes a long time to bake. But we
feel very proud and positive about the
progress we’ve made to date.” [J

Business to Business

MARKETING

RESEARCH

American Business Information is the
leading compiler of business informa-
tion with a comprehensive database
of 10 million businesses. Our tele-
phone verified information includes:
name of key executive, franchise
information, phone numbers, SIC
codes, and much more. Our services
include:
» Market Potential Analysis
Analyze your market potential by SIC,
Size of Business, Zip Codes, or any
combination.
* Customer Profiles
Profile your customers to help you
zero-in on your best prospects.
e List Enhancements
Add to your customer file by overlay-
ing SIC Code, Phone Number,
Employee size, and other information.

For more information, contact:
Jeff Ferris, Marketing Research Division

American Business Information, Inc.
P.O. Box 27347 » Omaha, Nebraska 68127
Phone: (402) 593-4646 « Fax: (402) 331-6681

Dept. # 08-203
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Contacts
continued from p. 9

an order based on a UPC code and bring
the lenses to the operator as opposed to
the operator going to the lenses. That
seriously cuts down on pulling errors
and speeds up the process of getting the
lenses packaged and sent out.”

Quadrant analysis

One aspect of working with Lake-
wood Research that has been helpful,
Moritz says, is the research company’s

use of quadrant analysis, in which at-
tributes measured in the research are
displayed as dots on a diagram showing
both their importance to customers and
the customers’ appraisal of the
company’s performance in meeting ex-
pectations. (Formore on quadrant analy-
sis, see this month’s installment of “Data
Use” on page 10.) The quadrants are
typically divided into sections of high
importance-high performance, high
importance-low performance, low im-
portance-low performance, etc. “The
quadrant analysis allows you to become

In 1939 we began

looking for answers.

We’ve never stopped.

Anticipating what's ahead. That's been the attitude that has
kept us in a leadership position in the research services
industry for decades. We’ve built a reputation by building on
existing ideas and introducing new ones that have helped shape
an industry and create a new level of customer confidence.

We’'ve never been comfortable applying yesterday’s solutions
to today’s problems when there’s a better way.

If you’re looking for answers to your data collection, data
processing and field management needs, look to DataSource.

W

DataSource
800/800-8370

3939 Priority Way S. Drive * P.O. Box 80432 « Indianapolis, IN 46280-0432

Circle No.821 on Reader Card

32

very focused very quickly. It allows
management to see which dots are in the
highimportance-low performance quad-
rant and put together a plan to get out of
that quadrant. Period.”

As an example, Moritz cites the at-
tribute “easy to place orders.” “That dot
showed up in our original external re-
search three years ago in the high im-
portance-low performance area, so we
made the kinds of process changes in-
ternally that allowed us to fix it so that
doctors perceived that it was easy to
place an order when you dealt with W-
J and thus move the dot over into the
high importance-high performance
quadrant.”

An added benefit of quadrant analy-
sis is that it helps with the politics of
determining which service areas and
processes within the company would be
addressed by the TQM initiative, Moritz
says. “When you start a major TQM
effort, as we did three years ago, a lot of
the executives want their processes
worked on. The research helped us with

RN NETREREN S AN SIS E SR Y L S e
“This year we’re going to go
back and test the service
characteristics to see if
they’re still the things that
are most important to the
doctors. We want to make
sure we stay on top of
things.”

that because it defined for us what the
one or two key processes were that we
had to fix immediately in order to get
our customers to perceive a major dif-
ference in service levels. That way
people (within the company) don’t feel
like they’ve been overridden or passed
over, or that TQM isn’t working as hard
in their functional area.”

Identify errors

Another important pillar in construct-
ing a TQM process is employee in-
volvement. W-J has programs in place
to involve both the front-line employ-
ees—those who deal face to face with
the customers— and those in manage-
ment positions in the TQM process.
“The people who do the front-line work
are almost always the most tuned in to
the process. So without their input and

Quirk's Marketing Research Review



their willingness to identify errors that
occur in the process then you can’t
improve the process. Their involvement
is absolutely critical.”

Upper-level employees are involved
through Lakewood’s Quality Consor-
tium, in which they rate the company’s
performance in the categories of the
Malcolm Baldrige quality program, in-
cluding leadership, quality of product,
customer satisfaction, etc. “It’s a good
internal listening mechanism,” Moritz
says.

On the right track

The ongoing research shows that the
company’s efforts are working, Moritz
says. “In 1990 when we did our qualita-
tive research, W-J was ranked dead last
in overall customer satisfaction out of
seven major competitors in contact
lenses. In 1992 we moved into second
place, with the goal of course of being
number one in ’93. The research is
telling us that we’re on the right track.
Listening to internal and external cus-
tomers is absolutely critical to any suc-
cessful TQM effort.

“Even though we’ve made these dras-
tic improvements, the industry as a

whole still has along way to go in being
perceived by their customers as meet-
ing or exceeding their expectations ev-
ery time they do business with us. Some
of it is logistical; when you’re dealing
with so many orders and you’ve got to
get that product out the next day, it’s a
nightmare. A lotofitis justthe industry’s
inattention to customer satisfaction over
the last 20 years or so. Recently it all
came to a head and now everybody’s
scrambling to get caught up.”

As the service levels in the industry
rise, expectations may change,
Lakewood’s Gary Ballman says. “Ex-
pectations are rising; we see that in lots
of industries. As certain manufacturers
become more sensitive and begin to do
better, the bar for performance stan-
dards is raised throughout the indus-
try.”

So while Wesley-Jessen works to sat-
isfy its customers, the company plans to
keep checking with them to make sure
it’s using research to measure the right
attributes. “This year we’re going to go
back and test the service characteristics
to see if they’re still the things that are
most important to the doctors. We want
to make sure we stay on top of things,”
Moritz says. [
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Understanding the mature

consumer

by Leslie Harris

Editor’s note: Leslie M. Harris is
chairman and chief executive officer of
Consumer Sciences Inc., Brookfield,

Connecticut.

B nior population is projected to
reach 76 million—one quarter

of the total U.S. population.

By the year 2010, our senior popula-
tion is expected to reach 96 million—
one third of our total population.

Between the years 1990 and 2020, the
50 and older population is projected to
increase by 76%.

In the 1980s, 100% of the growth in
the mature market was among those
over 65. In the next 10 years, it is esti-
mated that 85% of the growth will be in
the ages 50 to 65.

Marketers and researchers no longer
canrely on the concept of a single senior
group. Attempting to identify only one
senior market (as in the 1980s) no longer
provides a true understanding of the
senior population. Today the senior
population, which forms an estimated
$900 billion market, is too diverse in
terms of its stage of aging and other
lifetime and environmental events.

Today’s senior is living amore active
and more positive life. Seniors who
constitute this market want to live their
lives to the fullest. They are open to
buying new products, planning and en-
gaging in new activities. Our maturing
seniors demonstrate a declining interest
in materialism. They place a higher
priority on value than on price.

y the year 2000, America’s se-
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They are an active part of an informa-
tion-driven society, reading newspapers,
magazines, and books extensively. They
spend a lot of time on self-improvement
activities and in volunteer work helping
others. They try to expand their knowl-
edge of the society they live in and
desire equally to contribute to that soci-
ety. They want to continue to be produc-
tive citizens and for society to recog-
nize them as such. They vote at a higher
rate than any other age group and are
more concerned with social issues than
are those under 50.

* Many of the 50- to 64-year-olds
have college degrees.

« Eighty-four percent read their daily
newspaper.

« Seventy percent are magazine read-
ers; more than half of the households
have cable TV, and 56% own a VCR.

* Spending foreducation has increased
as the population of 50-plus couples
with younger children has risen.

* 50-plus women are returning to the
work force in part-time positions, and
there is a general trend toward learning
new skills, both in vocational schools
and colleges.

Success with seniors

The greater the level of maturity (age
plus lifetime experience and economic
status), the greater the likelihood the
50-plus population will seek to define a
product’s attributes using their individu-
alized perceptions of need and desire.

Knowledge of the changing levels of
maturity and the feelings, fears, wants,

hopes, and dreams of the seniors can
result in the ability to develop more
predictive segmentation strategies and
in the successful marketing of your
company’s products and services to the
senior market.

The importance of maturing America
is reflected even more in terms of per
capita income and in spending for lei-
sure activities. Per capita discretionary
income (money left after the costs of
food, shelter, and the other basic neces-
sities have been paid) for the 50- to 54-
year-old age group is $4,899; $5,759
for those 55t0 59; $6,188 for those 60 to
64; and $6,280 for 65- to 69-year-olds.

Mature Americans enjoy an average
of 39 leisure hours per week. A majority
(55%) believe it is a right they deserve.
Travel ranks among the top leisure ac-
tivities formen and women 50 and over.
About one half of 50-plus individuals
buy hobby-related equipment or sup-
plies in an average three-month period
and nearly 27 million subscribe to pub-
lications related to a hobby or to leisure
time.

With greater financial well-being, and
better health and emotional stability,
people over 50 are more active and
affluent than ever before. They enjoy
stronger economic status, with attitudes,
interests, and consumer behavior that is
changing the meaning of aging to the
American manufacturer.

Motivational factors
Traditional segmentation, based on

demographic correlation with lifestyle
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patterns, has proven less effective in
trying to understand the senior market
than it has with younger age groups.
The more mature market can more ac-
curately be classified by motivational
factors which are influenced by various
psychological and sociological factors.
Those who are less mature are more
influenced by peer group values. Con-
versely, with increasing levels of matu-
rity, peer group influence wanes.

When trying to understand the ma-
ture market, current thinking is to con-
sider multiple factors such as cognitive
age along with chronological age and
other social and physiological factors.

In cognitive age analysis, the focus is
on understanding how older customers
think about themselves; when used in
conjunction with chronological age and
other factors this method has been found
to be an effective means of segmenting
the 55-plus population into more mean-
ingful sub-segments.

Older adults who are cognitively
young are often very much the same as
middle-aged consumers in their buying

continued on p. 46
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Now you can learn more from any

group meeting!
The EXPRESS 300 electronic polling system - the fastest way to get an honest appraisal
from any group on any issue. Cut through group politics, bias, intimidation, respondent
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» » Testing/certification  Rate events * Town halls * Personne! interviews and screening * *

« Market research * Strategic planning * Evaluate presentations or speeches * Voting * Ad testing ¢

Survey Monitor

continued from p. 21

ucts and vitamin-enriched fruits and
vegetables. Food and Drug Administra-
tion approval is not yet necessary for
bioengineered foods nor are products
required to be labeled as such. This
relatively unregulated state has ignited
much controversy in both the food and
restaurant industries. The big question
is, “Will people buy it?”” The answer is
being seriously considered by food com-
panies, restaurants, advertising agen-
cies and even investment firms.

Other topics on the 1992 Business
Barometer were, in order of popularity:
women’s health issues, Total Quality
Management, corporate downsizing, the
1992 election, multinational food mar-
keting, the Clean Air Act, the recession,
the North American Free Trade Agree-
ment, frozen foods, warehouse clubs,
home equity loans, cellular phones,
Eastern Europe, alternate methods of
distribution, and children’s television.

The Business Barometer is based on
areview of approximately 7,000 ques-
tions asked of FIND/SVP’s consultants
each month by 11,000 business execu-
tives from more than 1,700 client com-
panies

Nightmare on Main
Street — Americans’
biggest fears

Americans are spooked by more than
just things that go bump in the night. A
lot more, like public speaking, financial
problems, heights, and deep water, ac-
cording to a nationwide survey of 1,000
adults, The survey, conducted by
Bruskin-Goldring Research, Inc., of
Edison, N.J., asked about the things of
which nightmares are made. The re-
sults were compared to a similar survey
the company conducted in 1973.

Speaking before a group is the top
terror, frightening 45% of American
adults; financial problems scared us most
after that, along with fear of heights,
both at 40%. A third get the shivers
when they think of deep water. Those
are the highest ranking fears, followed
by dread of death, sickness, insects, and
loneliness. Women showed higher per-
centages of fear than men in both the
1992 and the 1973 survey.

Over half the women (54%) and
slightly more than a third of men (34%)
fear speaking before a group. Twenty
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years ago this was the most common
fear of both men and women. It is still
the most dreaded among women, but
has dropped to second place among
men, who now fear financial problems
most. More respondents from the North
Central regional (55%) than the North-
east (37%) say this is one of their fears.

Financial problems, which worry one
in four of the respondents, has jumped
from fourth to second since the 1973
survey. The rise reflects the impact of
current economic conditions. This is
one of the few concerns which is almost
equally shared among men (38%) and
women (42%). Nearly half of the
younger respondents (18 to 34 years
old) are likely to have financial worries
compared with respondents aged 50 to
65 (33%) or over 65 (16%). Respon-
dents from the lowest and highest in-
come brackets (under $15,000 and more
than $40,000, respectively) worry less
(36%) about money than those with
household incomes between $15,000
and $20,000 (51%), while 46% of those
with incomes between $20,000 and
$40,000 cite this fear. Again, respon-
dents from the North Central region
(46%) are more afraid than those from
the Northeast.

Towering heights give the creeps to
40% of adults. More women (50%) than
men (29%) say they are afraid of heights.

Deep water scares 33% of respon-
dents. Women again lead men, 45%
compared with 19%. Regionally, people
from the South are most afraid (42%);
respondents from the West least con-
cerned (23%).

Fear of sickness and death has in-
creased since 1973, when 19% of re-
spondents cited these fears. Now 31%
of adults are afraid of dying and 28%
fear sickness. Older respondents (65+)
fear death less than 18- to 24-year-olds
(37%). Women again take a slight lead
(34%) over men (23%). The tables are
turned when the subject is sickness.
Respondents aged 65+ are more afraid
(25%) than 18- to 24-year-olds (13%)
of falling ill.

It may only be a bug, but 24% of
adults say they are afraid of insects.
Again, this concern is more common
among women than men, as is loneli-
ness. Over a quarter of the women re-
sponding feared being lonely, while 18%
of the men said they worried about this.
Flying, driving or riding in a car, dogs,
darkness, elevators, and escalators are
less common fears.
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Consumers heed Mom’s
advice, eat more fresh

produce

U.S. consumers are saying Mom was
right. They report they are eating some
fresh fruits and vegetables more often,
notably broccoli, lettuce, carrots, apples,
bananas and grapes. Why?

The appetite for lettuce, at least, is
being inspired by year-round availabil-
ity, the appeal of romaine and other
leafy varieties, and the convenience of
today’s packaged salad mixes. Perceived
nutritional value and consistent satis-

faction with taste and quality in part are
also working in favor of all those items.

Additionally, anational nutrition edu-
cation program underwritten by the fed-
eral government’s National Cancer In-
stitute appears to be working. That pro-
gram, also endorsed by the U.S. Depart-
ment of Health and Human Services, is
called “Five a Day...For Better Health.”
About 5 million households have moved
toward the recommended five daily serv-
ings of produce in the past year, a con-
sumer study shows.

The new study, called Fresh Trends
1993, was released by The Packer, a
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business newspaper serving the fresh
produce industry, and Vance Research
Services, a unit of Vance Publishing
Corp. of Overland Park, Kan. The study
reports that while one in five consumers
is eating a specific fruit or vegetable
more often because of its taste, health
and nutrition concerns are driving con-

sumers to buy a particular fresh produce
item more frequently.

According to a telephone interview
poll of 1,002 U.S. households, more
than 40% of respondents volunteered
health- or nutrition-related comments,
including such answers as “[I eat the
item] to get the potassium,” and “[I’m
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using the item because I'm] doing a
little more Chinese cooking—it’s
healthier.”

Among those eating produce for a
specific health reason—yvitamin or min-
eral intake, calorie control, fiber, cho-
lesterol concerns or cancer prevention—
broccoli is the overwhelming food of
choice. In all five areas, it is among the
top four fruits or vegetables linked to
better health. Apples and carrots also
made each list.

Previous Fresh Trends studies have
determined that perceived quality is the
top reason consumers select an item in
a store. The new survey finds that 34%
of consumer households offer some
complaint about quality. These include:
the product is under- or overripe; shelf
life is too short; and the product is not
fresh enough. Thirty-seven percent of
consumers offered no complaints.

About one in four overall complaints
involves price. When asked specifically
what supermarkets could do to encour-
age produce consumption, 40% of con-
sumers mention price; quality-related
comments are next, but only half as
important as price.

One in six households believe that
growers and producers themselves can
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help lower prices. Nearly the same per-
centage mention improved quality and
reduced chemical usage as concerns.
Forty-five percent say there’s nothing
growers can do to help encourage fresh
produce consumption, or don’t know
what such strategies might be.

Other findings from the survey in-
clude:

« taste ranks third, behind quality and
price, among general complaint catego-
ries;

15 million Americans who are aware
of the “Five a Day” program have not
responded to its call. Americans aver-
age 3.5 servings a day of fruits and
vegetables (fresh or processed).

« Less than half of all consumers
(42%) bought pre-cut or pre-mixed con-
venience produce in the 12 months pre-
ceding the study. Among those who
have, however, there is afavorable level
of allegiance to those products. Salad
mix is the item purchased most often.

« Kiwifruit remains far and away the
item tried most for the first time. Man-
goes, carambola (star fruit), and green
cauliflower follow. Kiwifruit and man-
goes also are the top “ethnic or spe-
cialty” items purchased at least occa-
sionally by consumers.

Fresh Trends 1993 polled 1,002 U.S.
households in the Consumer Mail Panel
of Chicago-based Market Facts Inc. The
survey involved a 24-question personal
interview, with most questions open-
ended and unaided. The sample and
results were weighted to be nationally
representative of the U.S. population
for househould size, population den-
sity, age, income and geographic re-
gion.

Games people play

Inlight of Americans’ concerns about
health and physical fitness, people are
spending more of their free time partici-
pating in sports and recreational activi-
ties, according to a recent study.

The study by the Sporting Goods
Manufacturers Association examined
“frequent” participation, and found that
afew activities are enjoying rising popu-
larity with America’s sporting public.
Six athletic disciplines or equipment
usage registered significant levels of
double digit growth from 1989 through
1991. The stair-climbing machine came
in first, up by a whopping 240%; next
was the cross-country ski machine, up
127%, closely followed by in-line skat-
ing, which rose by 124%. Beach volley-
ball came in fourth, with growth of
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112%. Basketball and treadmill use ran
at a distant fifth and sixth, with in-
creases of 62% and 55% respectively.

The SGMA , a trade association, de-
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outdoor/recreational pursuit 15 to 25
days a year, depending on seasonality.
The association’s Sports Participation
Index is derived from a syndicated
15,000-household tracking study con-
ducted by American Sports Data, Inc.

Data on floppy or
telecommunicated

(315) 458-9327

Circle No. 828 on Reader Card

With 5,500,000 people living in the
San Francisco Bay area..

And 350,000 working within 10 blocks of us..
And 14 years of experience...

Of course we are
great business
recruiters/interviewers.

» 4 Focus Group Suites with separate reception and client offices
» Computerized interviewing at our respondents’ offices

» Extensive, custom-designed business/medical database

» 80 WATS equipped lines for national/international capabilities

Permanent full-fime business and professional recruiters/
interviewers with the education and sophistication to speak
hi-tech, medical jargon and business lingo.

Call for obr-brochure and references —
you will be impressed!

Fleischman Field Research

220 Bush smd Solh 1300 1655 North Main Street,
104 Suite 320

Phonoz 415 398-4140 llr Walnut Creek, CA 94596
Fax: (415) 989-4506 Fax:{510) 942-2610

Circle No. 831 on Reader Card

41



Ethnography

continued from p. 18

meant “What a stupid question, every-
one knows that consumers are too un-
sanitary to let near an open vat of soup
in a grocery store.” And, as in so many
subcultures, persistent, culture-wide
rumors add life to established tacit
knowledge, such as the one about false
teeth that were found in a vat of self-
serve soup in some legendary, never-
named supermarket. Whether it was

true or not didn’t matter. A strong tribal
belief was shared by super deli employ-
ees across the country that would even-
tually impact soup vat manufacturers.
The scrunched up faces—expressing
tacit knowledge—portended the doom
one might suffer if she caught some-
thing unsavory from those unsanitary
grocery store customers. The behavior
expressed a tacit understanding shared
by the deli employees and possibly not
understood by members of the general
public, including clients and researchers.
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Enhance skills

Another excellentreason for learning
and using the principles of ethnography
is so that qualified researchers can con-
tinue to enhance their skills and rein-
force their own professionalism in the
midst of the unqualified. The explosive
growth in the use of focus groups has
been both good and bad for the research
industry. On the good side, clients have
gained an intimacy with their customers
that surveys just cannot provide. Such
insights arrive when groups are skill-
fully moderated by someone who ap-
preciates tacitness, even if they are not
familiar with the term or the concept.
Sometimes these people are referred to
as “non-linear thinkers” and their hall-
mark is a deep curiosity about most
things and their ability to synthesize
seemingly unconnected ideas.

On the bad side, too many groups are
moderated by dreadfully unqualified
people who lack training, interviewing
experience, objectivity, sensitivity, vi-
sion, communication skills, and mar-
keting knowledge. Horrifically, these
people claim to be moderators. For ex-
ample, a poor moderator might refuse to
admit that he did not know the reason
for the extreme reaction to a simple
question about self-served soup. The
skillful tactician is driven more by the
need to understand, the deep curiosity
great inquisitors have. A major failing
of unskilled or untalented moderators is
their lack of appreciation for tacit un-
derstanding of the distinct cultures stud-
ied in focus groups and depth inter-
views.

Cultural domains

Besides illustrating the effect that tacit
knowledge has on cultural norms or
behavior, ethnography also studies so-
cial situations and the behavior that
occurs in them. Social situations can be
any place where people come together
for any reasons—shopping, transporta-
tion, work, worship, whatever. Every
social situation has nine things in com-
mon, or nine major dimensions. They
are: space, actors, activities, objects,
acts, events, time, goals, and feelings.
The relationships within these dimen-
sions coalesce to form “domains” which
can best be described as “a category of
cultural meaning that includes other
smaller categories.”
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“Descriptive questions” identify the
major dimensions and examine the rela-
tionships among them in a studied so-
cial situation. Very simply, the descrip-
tive questions ask, for example, “What
is the space (we study)?” “Who are the
actors?” “Whatacts are involved here?”
“What objects are used?” “What activi-
ties are taking place?” “In what larger
event are they taking place?” “What is
the time frame?” “What are the actors’
goals?” and “What feelings are being
shown?”

Details need to be recorded by trained
observers who show a healthy respect
for tacit knowledge to document this
data collection. These observations
eventually develop into “domain analy-
sis” with the goal to discover cultural
patterns in the social situation. It is the
patterns of behavior and expressions of
inferences that give life to each subcul-
ture, that make each category of hu-
mans unique.

Various qualitative methods should
be applied to study events and develop
assumptions about consumer behavior.
Transcripts from focus groups can be

studied as social situations and elements
of the conversation can be run through
domain analysis. There are many more
analytical techniques that can be ap-
plied, but they are too involving and
numerous to mention here.

Essentially, ethnography aids the re-
searcherin developing a question frame-
work which results in a cascading list of
further assumptions to test. Eventually,
a grounded theory about the market
event emerges which sheds light on the
reasons people do the things they do.
And, after all, isn’t that what we re-
searchers are all about?

Curious?

If your curiosity is piqued, begin your
literature search, speak with anthropolo-
gistsand consider co-managing a project
with academic and government re-
searchers, some of whom happen to be
qualified anthropologists. Here is a short
list of books that have helped me scratch
the surface of this intriguing subject.
“Research Methods in Cultural Anthro-
pology” by H. Russell Bernard (Sage
Publications, Newbury Park, Calif.)

covers a great deal of territory and is
splitinto three major subject categories:
Part I: Preparing for field research; Part
II: Collecting data; and Part I1I: Analyz-
ing data. The textbook is a survey of
various types of methods and does not
go very deeply into explaining how to
execute them.

James P. Spradley has written a set of
books that go into great detail on how to
conductethnographic studies. They can
be used to guide your searches. One
book, “Participant Observation” (Holt,
Rinehart, Winston), shows the student
how to do fieldwork using the method
of participant observation. Its compan-
ion volume is “The Ethnographic Inter-
views.” The fourth book to begin your
ethnographic library is possibly already
on your shelf. Anselm Strauss and Juliet
Corbin’s “Basics of Qualitative Re-
search: Grounded Theory Procedures
and Techniques” (Sage) gives the reader
advice on how to make sense of the
mountains of data collectable in any
qualitative research study. Building a
theory, grounded in the data, is—or
should be—the goal of qualitative re-
search and ethnography. [
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Product & Service Update

continued from p. 25

(Values and Lifestyles) program was
introduced in 1978. VALS is the first
system for psychographic market seg-
mentation (i.e., defining people and
groups by their values and demograph-
ics). The major changes included in
VALS 2+ are: revision of the masculine
scale resulting in a balancing of both
masculine and feminine interests; intro-
duction of a trend-conscious scale; Ja-
pan-VALS has been introduced into the
U.S. framework; within the overall
VALS framework, individual groups
will exhibit additional behaviors based
on the influence of the new scales. For
more information call 415-859-5815.

CD-ROM database

profiles biz affiliations

Corporate Affiliations Plus, a new
database on CD-ROM from Reed Ref-
erence Electronic Publishing, provides
profiles on over 100,000 companies. It
will serve as the information link be-
tween more than 16,000 major domes-
tic and foreign corporations and their
140,000 subsidiaries. The database will
also provide comprehensive financial
and personnel profiles for each com-
pany to formulate basic data on sales,
revenues, net income, net worth, assets,
and liabilities. The database combines
data from the Directory of Corporate
Affiliations—U.S. private, U.S. public,
and international public and private—
and the Corporate Finance BlueBook,
with Reed Reference Electronic
Publishing’s Plus System software.
More than 156,000 records on corpora-
tions and their subsidiaries, affiliates,
divisions and joint ventures will be ac-
cessible for searches of company data
such as:

« Complete corporate linkage—*‘who
owns whom’

» Key personnel, as well as the
company’s legal firm, auditor, transfer
agents, and other outside service firms

« description of each business—its
sales, revenues, net income, net worth,
assets and liabilities

« Contact information including ad-
dresses, phone numbers, FAX numbers,
and SIC codes

For more information call 800-323-
3288.

Names of Note

continued from p. 22

Sullivan, v.p., corporate social respon-
sibility measurement; and Karen
Connolly, manager, marketing & plan-
ning. In addition, Terry Erickson will
serve as director of the San Francisco
client office. Account Group Manager
Robert McMahon will head the Princ-
eton client service office. And Mary
Smith, account executive, will head
Walker's new Chicago client service
office. (See this issue's "Research Com-
pany News" section for more informa-
tion on the new offices.)

Lisa Painchaud has been named di-
rector of media/marketing services for
CRE, Inc., an Indianapolis-based ad/

Painchaud

marketing communications agency. In
addition to overseeing the agency’s
media department, she will direct the
newly formed marketing services de-
partment, which will offer market re-
search as one of its services.

Ron Arden has joined the Stamford,
CT-based research firm Leferman As-
sociates as vice president for client ser-
vice.

Ira Povlin has joined Spagna Dunn
Research, Inc. as executive vice presi-
dent. Povlin has served as president of
Market Facts, New York and been a
member of that company's board of
directors. He will be responsible for his
own account group at Spagna Dunn.
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Customer Survey Benefits

continued from p. 15

survey research firm, was used to consid-
erable advantage in the company’s ad-
vertising literature as well as their mar-
keting strategy.

4. Pay for performance. Increas-
ingly, customer satisfaction data is be-
ing used as a basis for calculating pay-
for-performance bonuses. This is most
often done to provide incentive to cus-
tomer service personnel for delivering
outstanding customer service (as de-
fined by customer survey scores). It is
also being done for top-level executives
where the tie between what they do and
how their performance affects customer
satisfaction is much less clear. In the
case of customer service personnel, the
amount of bonus compensation tied to
survey results is a few hundred dollars
per quarter. In the case of executive
level managers, the amount can be much
greater.

5. Loyalty driver/market damage
assessment. Most customer surveys stop
short of asking customers about the
likelihood that a negative product or
service experience might cause them to
switch to a competitor (market dam-
age). Conversely, aspects of product or
service that are most apt to cement a
long-term relationship (loyalty) are sel-
dom explored. Often, considerable value
might be derived from knowing this
information. Information on loyalty/
market damage can underscore the im-
portance of certain areas of deficiency,
help to establish proper priorities, and
actually predict the number of customers
that might defect and the cost of those
defections if identified problems are not
corrected.

6. Performance reviews. The em-
phasis today is for all employees to
recognize thatdirectly orindirectly, they
are serving their customers. The phrase
is often heard, “If you are doing any-
thing that doesn’t have a positive im-
pacton your customer, stop doingit.” In
spite of this, customer satisfaction data
is used infrequently in the individual’s
performance appraisal or review.

Although few of my clients are using
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customer data as a basis for evaluating
job performance, those that are have
found real value. One limiting factor is
that survey data often indicates satisfac-
tion with a group rather than a particular
individual. Even with this limitation,
survey data has relevance and encour-
ages teamwork and creates a common
commitment to customer satisfaction.
In conclusion, customer surveys
should be viewed from a broad perspec-

tive rather than just as a customer “re-
port card.” When designing your sur-
vey, look for ways to detect “blind
spots,” loyalty drivers, and potential
competitive threats or opportunities.
Similarly, explore ways to use your data
as a basis for providing employees with
feedback on their performance, or for
rewarding them monetarily for a job
well done. Invest the extra time on this
front-end of your survey project to ensure
that optimal benefits are derived. [
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Senior Market
continued from p. 35

and lifestyle characteristics. In cogni-
tive analysis, the seniors who feel and
act middle-aged can be responded to
differently than the seniors who think of
themselves as older.

Older adults who are cognitively
young are not likely to act out the tradi-
tional stereotype. They think of them-
selves as 10 to 15 years younger than
their chronological age. They think of
themselves as “just beginning”: They
don’t want to be considered homebod-
ies; they are mobile; they enjoy travel-
ing; they are alert and affluent. They
dine out frequently and spend time read-
ing best-selling books, shopping for new
clothes, and buying gifts for their grand-
children.

Advertising viewed positively

The mature consumer’s view of ad-
vertising is generally positive. They are
pragmatic consumers who favor adver-
tising that appeals to their intelligence.
They will rejectadvertising that attempts
to persuade by hyperbole rather than by
providing information. Seniors want to
be seen as active individuals.

« Fifty-eight percent think advertis-
ing that promises a money-back guar-
antee to be most believable.

« Fifty percent think advertising state-
ments that offer the approval of a health
or medical group to be most believable.

« Sixty-eight percent think those ad-
vertisements which carry celebrity ad-
vertisements to be least believable.

« Sixty-three percent think those ad-
vertisements showing interviews with a
hidden camera to be least believable.

» Sixty-two percent think those ad-
vertisements describing the product or
service as new and improved to be least
believable.

Seniors approved of these ads:

*K Mart stores showing people of
varied ages shopping together. Seniors
are satisfied with K Mart advertising.
They want to be included as part of the
total market along with the middle and
younger ages.

» Michelob’s commercial with the tag
line “The night belongs to Michelob.”
The tag line enables the seniors to per-
ceive for themselves how the product
might be, and how they would like to
associate the product.

» Automobile advertisements depict-

ing the satisfaction the car can provide
rather than its performance characteris-
tics.

Print advertising was found to most
credible by the mature consumer. Three-
quarters find advertising they read in
newspapers and magazines to be useful
andinformative. Television advertising
is considered to be less believable and
less informative.

About 28 million adults 50 plus say
they have purchased an item in the past
three months from mail-order cata-
logues, toll-free 800 numbers, and tele-
vision broadcast home shopping chan-
nels.

Research techniques

One of the most popular techniques
that has been used in researching the
older consumer is the focus group. The
group typically consists of eight to 10
people and employs moderators who
are experienced in conducting research
with the senior market.

These groups are generally composed
of users and non-users of the products
or services over arange of demographic
segments such as age, income, and edu-
cation. The participants are further quali-
fied on the basis of other sociological
and environmental factors.

Photo sorts (picture representations
of people of different ages and occupa-
tions), role playing, and other techniques
are used to improve understanding of
how the senior views a proposed new
concept, product or service, and/or ad-
vertising promotion.

Focus groups have been utilized by
banking institutions, retail and restau-
rant chains, travel organizations, cloth-
ing manufacturers, senior living envi-
ronments, financial services, health care
institutions, electronic equipment, cam-
eras, automobiles, and recreational prod-
ucts.

Other research techniques have in-
cluded in-depth interviews and
“laddering” (asking for more informa-
tion when a deeper level of motivation
is desired). Mail surveys and personal
interviews in the senior’s home or in
shopping malls also are used. Limita-
tions of mail surveys include difficulty
identifying the important non-verbal
movements used when responding to a
question. Personal interviews in the
senior’s home are costly.

Other considerations in conducting
meaningful research with seniors are:
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1) The ability to analyze the meaning
of responses that consist of more than
the literal meaning of the language.

2) Asking questions people under-
stand. A diverse population can under-
stand the same question differently,
therefore their responses can mean dif-
ferent things.

An increasingly important challenge
in conducting research with seniors is
whether semantic and cognitive differ-
ences can limit effective communica-
tion and analysis between people of
different ages, i.e., can a survey docu-
ment be created for older respondents
by someone who is not older? Second,
can such a person be sufficiently sensi-
tive to accurately analyze the answers?

Summary

In summary, the continuing physi-
ological and socioeconomic change in
the maturing adult has transformed the
senior market into a highly involved
and complex state of being from a lower
level of activity, health, and resources.

Marketers and researchers can no
longer focus on a single senior group.
Older adults are becoming increasingly
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individualized. They are affluent and
their general level of health is better
than in the past. Most of all they want to
be asked what they want, and they want
to be heard. [

Sources

Interviews with David Wolfe, author
of "Serving the Ageless Market," and
with Jeff Ostrow, vice president of the
Data Group's over-40 marketing divi-
sion, were extremely helpful in the
preparation of this report.

The source for much of the statistical
information was a special report from
Modern Maturity magazine and the
Roper Organization, and the U.S. Bu-
reau of the Census.

Other sources include: Guide to the
Mature Market and the Mature Market
Report published by Lifestyle Change
Communications and American Demo-
graphics, a publication of Dow Jones
and Co.

Additional input was provided by
James M. Sears Associates, Clifton, New
Jersey, and by Marketing Solutions
Corp., Wayne, New Jersey.

SURVEY PRO. is a growing family
of professional, easy-to-use
integrated survey products that
no database programming!

“Its ease of use and impressive
survey- and report-publishing
features earn it the Analyst's
Choice.”  Sondord o Revsion 101 71/

ANAL)
CHOICE

SURVEY PRO Advanced Edition for Windows
3.1 is designed for marketing professionals
who need high quality without busywork.

* Type your questions, select scales, and get
desktop publishing quality automatically.
Create report figures by clicking on the
questions and statistics. Cross-tabs, multiple
answer and open-ended answers included.
Industry standard data import and export.

ENTRY PRO provides data entry for 5 users.
Screens automatically generated to match
the printed form. Or print scannable forms
and import the data.

Limited-time — both products only $695!

Call 800-237-4565 x307
or Fax 415-694-2904

(_Apian Software

Practical tools for modern management
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DIRECTORY OF QUALITATIVE RESEARCH /

FOCUS GROUP MODERATORS

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

Access Research, Inc.

8 Griffin Road North
Windsor, CT 06095

Ph. 203-688-8821

Contact: Gerald M. O'Connor

Action Research, Inc.

230 Western Avenue

Boston, MA 02134

Ph. 617-254-0360

Contact: Steven Davis

Advert., Consumers, Publishing
New Prod. Dev., Small Business.

ADI Research, Inc.
(See Matrixx Marketing)

Analysis Research Limited
4655 Ruffner St., Ste. 180
San Diego, CA 92111

Ph. 619-268-4800

Contact: Arline M. Lowenthal
All Qual. Needs: Eng. & Span.
Recruit/Moderate/Analysis.

The Answer Group

4665 Cornell Rd., Ste. 150
Cincinnati, OH 45241

Ph. 513-489-9000

Contact: Lynn Grome
Consumer, Health Care, Prof.,
Focus Groups, One-On-Ones.

Answers Research

225 Stevens Ave., Ste. 108
Solana Beach, CA 92075

Ph. 619-792-4660

Contact: David Farlow
Business-to-Business, Hi-Tech,
Medical, New Product, Biotech.

Asian Marketing Communication
Research/Division of HNICR
1535 Winding Way

Belmont, CA 94002

Ph. 415-595-5028

Contact: Dr. Sandra M.J. Wong
Qual./Quant. Rsch. in Cantonese,
Mandarin, Japanese,

Korean, Tagalog, etc. U.S. & Intl.

Auto Pacific Group, Inc.

12812 Panorama View

Santa Ana, CA 92705-1340

Ph. 714-838-4234

Contact: George Peterson

Auto Marketing & Product Experts.
700+ Groups Moderate & Recruit.
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Brand Consulting Group

17117 W. Nine Mile Rd./Ste. 1020
Southfield, MI 48075

Ph. 313-559-2100

Contact: Milton Brand

Consumer, Advertising Strategy,
New Product Strategy Research.

Cambridge Research, Inc.
5831 Cedar Lake Rd.

St. Louis Park, MN 55416

Ph. 612-525-2011

Contact: Dale Longfellow

High Tech, Executives, Bus.-To-
Bus., Ag., Specifying Engineers.

Chamberlain Research Consultants
12 East Olin Ave.

Madison, WI 53713

Ph. 608-258-3666

Contact: Sharon Chamberlain
Full-Service Marketing Research/
Business & Consumer Studies.

Clarion Marketing and Comm.
340 Pemberwick Road

Greenwich, CT 06831

Ph. 203-531-3600

Contact: Thomas L. Greenbaum
Clarion Offers Unique Approach To
Groups; Call to Find Out Why.

Communications Workshop, Inc.
168 N. Michigan Ave.

Chicago, IL 60601

Ph. 312-263-7551

Contact: Lisa J. Hougsted
Consumer, Executive, Technical &
Children Grps.

Consumer Opinion Services
12825-1st Ave. South

Seattle, WA 98168

Ph. 206-241-6050

Contact: Jerry Carter

Consumer, Business Groups and
One-On-Ones.

Corporate Research Center, Inc.
106 Fairidge Ct.

Jamestown, NC 27282

Ph. 919-884-8614

Contact: John Deuterman

Dual Moderating; M + F Modera-
tors; Video N/C; Kids.

Creative & Response Svces., Inc.
500 N. Michigan Ave., 12th FI.
Chicago, IL 60611

Ph. 312-828-9200

Contact: Sanford Adams

Thirty Years of Leadership in
Qualitative Research.

Cunninghis Associates
6400 Flotilla Dr., #56
Holmes Beach, FL 34217
Ph. 813-778-7050

Contact: Burt Cunninghis
37 Years Exp., Moderator &
Moderator Training.

Daniel Associates

49 Hill Rd., Ste. 4

Belmont, MA 02178

Ph. 617-484-6225

Contact: Stephen J. Daniel
FOCUS/IT Understanding the High
Tech Buying Process.

The Davon Group

10 W. Broad St.

Columbus, OH 43215

Ph. 614-222-2548

Contact: Barry J. Mastrine
Specialize in Focus Groups and
Executive Interviews.

Diener & Associates, Inc.

200 Park Bldg., Ste. 111

Research Triangle Park, NC 27709
Ph. 919-549-8945 or 800-467-8945
Contact: Mary E. Diener
Business/Communications/
Environmental/ Health/Medical/Ed.

DMSC Research

3790 El Camino Real, #398
Palo Alto, CA 95448

Ph. 415-969-5475

Contact: Donna Schaffer
Extensive High Tech. Expertise
and Capabilities.

Dolobowsky Qual. Svcs., Inc.
94 Lincoln St.

Waltham, MA 02154

Ph. 617-647-0872

Contact: Reva Dolobowsky
Experts In Ideation & Focus
Groups. Formerly with Synectics.

Doyle Research Associates, Inc.
919 N. Michigan/Ste. 3208
Chicago, IL 60611

Ph. 312-944-4848

Contact: Kathleen M. Doyle
Specialty: Children/Teenagers
Concept & Product Evaluations.

D/R/S HealthCare Consultants
3127 Eastway Dr., Ste. 105
Charlotte, NC 28205

Ph. 704-532-5856

Contact: Dr. Murray Simon
Specialists in Research with
Providers & Patients.

Ebony Marketing Research, Inc.
2100 Bartow Ave.

Baychester Bronx, NY 10475

Ph. 718-217-0842

Contact: Ebony Kirkland

Spac. Conf./Viewing Rooms/Client
Lounge/Quality Recruiting.

Erlich Transcultural Consultants
21241 Ventura Blvd., Ste. 193
Woodland Hills, CA 91364

Ph. 818-226-1333

Contact: Dr. Andrew Erlich

Full Service Latino and Asian
Marketing Research.

Find/SVP

625 Avenue of the Americas
New York, NY 10011-2002

Ph. 212-645-4500 x208

Contact: Ann Middleman

Mktg. Consulting & Rsch. Health
Care, Telecomm., & Technology.

First Market Research Corp.
2301 Hancock Drive

Austin, TX 78756

Ph. 800-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

Ph. 617-482-9080

Contact: Linda M. Lynch

New Product Development, Health
Care, Advertising , Retail.
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First Market Research Corp.
121 Beach St.

Boston, MA 02111

Ph. 617-482-9080

Contact: Jack Reynolds
Business To Business, Execu-
tives, Banking.

Focus Plus

79 5th Avenue

New York, NY 10003

Ph. 212-807-9393

Contact: Elizabeth Lobrano
Impeccable Cons. & B-B
Recruiting/Beautiful Facilities.

Focus Research

1828 Audubon Street

New Orleans, LA 70118

Ph. 504-865-1687

Contact: Kirsty D. Nunez
Qualitative/Quantitative Research
& Consultation.

D.S. Fraley & Associates

1205 East Madison Park
Chicago, IL 60615

Ph. 312-536-2670

Contact: Diane S. Fraley

Full Qual. Specialty: Child/Teen /
In-Home/Observational Rsch.

Frieden Qualitative Services
14802 Addison Street

Sherman Oaks, CA 91403

Ph. 818-789-6894

Contact: Gary Frieden, Ph.D.
Blends Soc. Psych. & Mkt. Rsch.
for Dynamic Sessions.

Gault Associates

2006 Exeter Rd., Ste. 104
Germantown, TN 38138
Ph. 901-756-3958
Contact: Chris Gault
Consumer Products/Home
Services.

Grieco Research Group, Inc.
743 North Avenue 66

Los Angeles, CA 90042

Ph. 213-254-1990

Contact: Joe Grieco
Marketing and Advertising
Focus Groups.

GRM & Associates

8807 Kingston Pike, # East E
Knoxville, TN 37923

Ph. 615-693-3500

Contact: Christopher Wise
Quality Focus Facility/Recruit by
Lifestyle Groups.

Hammer Marketing Resources
179 Inverness Rd.

Sevemna Pk. (Balt/D.C.), MD 21146
Ph. 410-544-9191

Contact: Bill Hammer

23 Years Experience - Consumer,
Business & Executive.
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Hispanic Marketing
Communication Research

1535 Winding Way

Belmont, CA 94002

Ph. 415-595-5028

Contact: Dr. Felipe Korzenny

Hisp. Bi-Ling./Bi-Cult. Foc Grps.

Anywhere In U.S./Quan. Strat. Cons.

Horowitz Associates

2 East Avenue

Larchmont, NY 10538

Ph. 914-834-5999

Contact: Howard Horowitz
Cable/Video Marketing-Program-
ming-Advertising Strategy.

iNFOCUS Group Services

5101 Cleveland St., #304
Virginia Beach, VA 23462

Ph. 804-490-1351

Contact: Grace Fuller-Stanton
Full Qual. & Facility. Consumer &
Bus-to-Bus. Training. Seminars.

Intersearch Corporation

132 Welsh Rd.

Horsham, PA 19044

Ph. 215-657-6400

Contact: Robert S. Cosgrove
Pharm.-Med./High-Tech/Bus.-to-
Bus./Consumer/Telecomm.

JRH Marketing Services, Inc.
29-27 41st Avenue

New York, NY 11101

Ph. 718-786-9640

Contact: J. Robert Harris, Il
Experience Counts: Check out the
rest but USE THE BEST.

KidFacts* Research

34405 W. 12 Mile Road, Ste. 121
Farmington Hills, MI 48331

Ph. 313-489-7024

Contact: Dana Blackwell

Qual. & Quan: Specialty Kids/
Teens. Prod./Pkg./Advrtg.

KS & R Consumer Testing Center
Shoppingtown Mall

Syracuse, NY 13214

Ph. 800-289-8028

Contact: Lynne Van Dyke
Qualitative/Quantitative, Intercepts,
CATI, One-on-One.

Leichliter Associates

252 E. 61st St., Ste. 2C-S

New York, NY 10021

Ph. 212-753-2099

Contact: Betsy Leichliter
Innovative Exploratory Rsch./Idea
Development. Offices NY & Chicago.

Management Research

& Planning Corp.

303 Blake St., #200

Raleigh, NC 27601

Ph. 800-347-5608

Contact: John Watkins
FORT.100Elec., Comp., Intl. Food &
Chem, Pol., Sprts., Pub., Cons. Pdcts.

Market Navigation, Inc.
Teleconference Network Div.

2 Prel Plaza

Orangeburg, NY 10962

Ph. 914-365-0123

Contact: George Silverman

Med., Bus.-to-Bus., Hi-Tech, Indust.,
Ideation, New Prod., Tel. Groups.

Marketing Perspectives, Inc.
535 127th Lane NW
Minneapolis, MN 55448

Ph. 612-755-4227

Contact: Donna Naeve
Medical/Consumer Experience-
USA/International.

Matrixx Marketing-Rsch. Div.
Cincinnati, OH

Ph. 800-323-8369

Contact: Michael L. Dean, Ph.D.
Cincinnati's Most Modern and
Convenient Facilities.

Mature Marketing Research Div.
Consumer Sciences, Inc.

245 Federal Rd., Ste. B-22
Brookfield, CT 06804

Ph. 203-797-0666

Contact: Dr. Leslie Harris

Reg., Nat!. Studies. Full Svce.
Qual. & Quan.

MCC Qualitative Consulting
Harmon Meadow

700 Plaza Dr., 2nd. Flr.
Secaucus, NJ 07094

Ph. 201-865-4900 (NJ)
800-998-4777 (Outside NJ)
Contact: Andrea C. Schrager
Insightful, Results-Oriented
Research. Local or National.

Susan McQuilkin

1117 Evergreen Court
Indianapolis, IN 46240

Ph. 317-846-9753

Contact: Susan McQuilkin
Moderating For Medical or
Consumer Goods Industries.

MedProbe Medical Mktg. Rsch.
7825 Washington Ave. S. # 745
Minneapolis, MN 55435

Ph. 612-941-7965

Contact: Asta Gersovitz, Phrm.D.
MedProbe Provides Full Service
Custom Market Research.

Moosbrugger Marketing Rsch.
901 West Hillgrove Ave.
LaGrange, IL 60525

Ph. 708-354-5090

Contact: Mary C. Moosbrugger
Moderation with Physicians,
Nurses, and Consumers.

Nordhaus Research, Inc.
20300 W. 12 Mile Rd.

Southfield, MI 48076

Ph. 313-827-2400

Contact: John King

Full-Svce. Qual. and Quant., Fin.,
Med., Util., 3 Discussion Rms.

PACE, Inc.

31700 Middlebelt Rd., Ste. 200
Farmington Hills, MI 48334

Ph. 313-553-4100

Contact: Peter J. Swetish

Full Service Vehicle Specialist-
OEM & Aftermarket Experience.

Research Data Analysis, Inc.
450 Enterprise Court

Bloomfield Hills, MI 48302

Ph. 313-332-5000

Contact: Sanford Stallard

Full Svee. Qual./Quan. Analysis/
Auto./Adv./Comm.

RJ Research

P.O. Box 3787

Santa Rosa, CA 95402

Ph. 707-795-3780

Contact: Bob Pellegrini

Full Service Qual./Quan., Most
Packaged Goods & Bus. to Bus.

Rockwood Research Corpora-
tion

1751 W. County Road B

St. Paul, MN 55113

Ph. 612-631-1977

Contact: Scott Murphy

Full Svee Qual/Quant., Consumer,
Bus-To-Bus, High-Tech, Ag.

Rodgers Marketing Research
4575 Edwin Drive, NW
Canton, OH 44718

Ph. 216-492-8880

Contact: Alice Rodgers
Creative/Cost Effective: New
Product/Consumer, Etc.

Pamela Rogers Research
2525 Arapahoe Ave., #E4-174
Boulder, CO 80302

Ph. 303-494-1737

Contact: Pamela Rogers
Environmental Issues-Healthy
Food/Products/Packaging.
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Rudick Research

One Gorham Island, 3rd Floor
Westport, CT 06880

Ph. 203-226-5844

Contact: Mindy Rudick

10+ yrs Experience Ultilizing
Innovative Techniques.

James Spanier Associates
120 East 75th St.

New York, NY 10021

Ph. 212-472-3766

Contact: Julie Horner

Focus Groups And One-On-Ones
In Broad Range Of Categories.

Dwight Spencer & Associates
1290 Grandview Avenue
Columbus, OH 43212

Ph. 614-488-3123

Contact: Betty Spencer

4'x16' Mirror Viewing Rm. Seats
8-12. In House Audio/Vid. Equip.

Spier Research Group

1 Lookout Circle

Larchmont, NY 10538

Ph. 914-834-374

Contact: Daisy Spier
Aavtg./Dir. Mktg./Prod. Dev./
Cons./Business/FGl's/1on 1's.

Jane L. Stegner & Ascts.

2215 Penn Ave. So.
Minneapolis, MN 55405

Ph. 612-377-2490

Contact: Jane Stegner
Bus-To-Bus/Medical/Fncl. Sves./
Agric., Groups/1:1's.

Strategic Research, Inc.
4600 Devonshire Common
Fremont, CA 94536

Ph. 415-797-5561

Contact: Sylvia Wessel

400 Groups, Hi-Tech/Medical/
Financial/Transportation Svcs.

Sunbelt Research Associates
1001 U.S. Highway One, Ste. 310
Jupiter, FL 33477

Ph. 407-744-5662

Contact: Barbara L. Allan

20+ yrs. Exper; Business &
Consumer Studiies; Svece. Oriented.

Sweeney International, Ltd.
221 Main St.

Danbury, CT 06810

Ph. 203-748-1638

Contact: Timm Sweeney
Qualitative Research. Member:
QRCA/AMA/Advt. Club.

Thorne Creative Rsch. Svces.
65 Pondfield Rd., Ste. 3
Bronxville, NY 10708

Ph. 914-337-1364

Contact: Gina Thorne

Ideation, teens, New Product
Ad Concepts, Package Goods.

The Travis Company, Inc.
509 Cathedral Parkway, Ste. 8E
New York, NY 10025

Ph. 212-222-0882

Contact: Jerry Travis
Qualitative Research and
Consultation.

TrendQuest

16959 Bernardo Ctr. Dr., #216
San Diego, CA 92128

Ph. 619-674-1031

Contact: Ann C. Klimowicz
Health Care: Focus Groups, In-
Depth One-on-Ones.

Visual Research Comm, Inc.

441 Main St.

Metuchen, NJ 08840

Ph. 908-906-6556

Contact: Ricardo A. Lopez

10 Yrs. Exper. in Hispanic Mkt. Bi-
ling., Focus Gip. Anywhere in U.S.

Dan Wiese Market & Research
Direction

2108 Greenwood Dr., S.E.

Cedar Rapids, IA 52403

Ph. 319-364-2866

Contact: Dan Wiese

Highly Experienced: Farmers,

Consumers, Business.

The Winters Group, Inc.

14 Franklin St., Ste. 920
Rochester, NY 14604

Ph. 716-546-7480

Contact: Nancy Volkmuth
Qual./Quan., Secondary, CATI,
Cnsltng., Ethnic Rsch.

Yarnell Inc.

147 Columbia Tpke., #302
Florham Park, NJ 07932

Ph. 201-593-0050

Contact: Steven M. Yarnell
New Product Development &
Positioning. HW/SW Cos.

STATE CROSS INDEX OF MODERATORS

RefertoPreceding Pages For Address, Phone Numberand Contact Name

California

Analysis Research Ltd.
Answers Research

Asian Marketing

Auto Pacific Group, Inc.
DMSC Research

Erlich Transcultural Consultants
Frieden Qualitative Services
Grieco Research Group, Inc.
Hispanic Marketing

R J Research

Strategic Research, Inc.
TrendQuest

Colorado
Pamela Rogers Research

Connecticut

Access Research, Inc.
Clarion Marketing and Comm.

Mature Marketing Research Div.

Rudick Research
Sweeney International, Ltd.

Florida

Sunbelt Research Associates

Illinois

Communications Workshop, Inc.
Creative & Response Rsch. Svcs.

Doyle Research Associates
D.S. Fraley & Associates
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Leichliter Associates
Moosbrugger Marketing Rsch.

Indiana
Susan McQuilkin

lowa
Dan Wiese Mkt. & Rsch. Direction

Louisiana
Focus Research

Maryland

Hammer Marketing Resources

Massachusetts

Action Research, Inc.

Daniel Associates

Dolobowsky Qual. Svcs., Inc.
First Market Rsch. (L. Lynch)
First Market Rsch. (J. Reynolds)

Michigan

Brand Consulting Group
KidFacts Research
Nordhaus Research, Inc.
PACE, Inc.

Research Data Analysis

Minnesota

Cambridge Research, Inc.
Marketing Perspectives, Inc.
MedProbe Medical Mktg. Rsch.
Rockwood Research Corp.
Jane L. Stegner and Ascts.

New Jersey
Cunninghis Associates
MCC Qualitative Consulting
Visual Rsch. Comm., Inc.
Yarnell Inc.

New York

Ebony Marketing Research, Inc.

Find/SVP

Focus Plus

JRH Marketing Services, Inc.
Horowitz Associates, Inc.

K S & R Consumer Testing Ctr.
Leichliter Ascts.

Market Navigation, Inc.
James Spanier Associates
Spier Research Group
Thorne Creative Research
The Travis Company

The Winters Group

North Carolina

Corporate Research Center, Inc.
Diener & Associates, Inc.
D/R/S HealthCare Consultants

Management Rsch. & Ping. Corp.
Ohio

The Answer Group

The Davon Group

Matrixx Marketing

Rodgers Marketing Research
Dwight Spencer & Associates

Pennsylvania
Intersearch Corp.

Tennessee

Gault Associates
GRM & Associates

Texas

First Market Rsch. (J. Heiman)
Virginia

iINFOCUS Group Services

Washington

Consumer Opinion Services

Wisconsin
Chamberlain Research Consultants
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SPECIALTY CROSSINDEX OFMODERATORS

RefertoPreceding Pages For Address, Phone Numberand Contact Name

ADVERTISING

Action Research, Inc.

Analysis Research Ltd.

Brand Consulting Group
Cambridge Research, Inc.
Chamberlain Research Cnsltnts.
Creative & Response Rsch. Sves.
Dolobowsky Qual. Svcs., Inc.
Doyle Research Associates
Erlich Transcultural Consultants
FirstMarket Research (L. Lynch)
D.S. Fraley & Associates
Management Rsch. & PIng. Corp.
PACE, Inc.

Research Data Analysis
Rockwood Research Corporation
James Spanier Associates
Spier Research Group

Sunbelt Research Associates
Sweeney International, Ltd.
Thorne Creative Research

AFRICAN-
AMERICAN/BLACK

Ebony Marketing Research, Inc.
JRH Marketing Services, Inc.
The Winters Group, Inc.

AGRICULTURE

Cambridge Research, Inc.
Market Navigation, Inc.
Rockwood Research Corporation

ALCOHOLIC BEV.

Access Research, Inc.
Creative & Response Rsch. Svcs.

APPAREL/
FOOTWEAR

Brand Consulting Group
Corporate Research Center, Inc.

ASIAN

Asian Marketing
Communication Research

AUTOMOTIVE

Auto Pacific Group, Inc.
Creative & Response Rsch. Sves.
Erlich Transcultural Consultants
iINFOCUS Group Services
Matrixx Marketing-Research Div.
PACE, Inc.

Research Data Analysis

BIO-TECH

Intersearch Corporation
Market Navigation, Inc.
MedProbe Medical Mktg. Rsch.
TrendQuest

BUS.-TO-BUS.

Access Research, Inc.
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Answers Research

Cambridge Research, Inc.
Chamberlain Research Cnsltnts.
Consumer Opinion Services
Creative & Response Rsch. Svcs.
The Davon Group

Diener & Associates, Inc.

First Market Research (J. Heiman)
FirstMarket Research (J. Reynolds)
Intersearch Corporation
Management Rsch. & PIng. Corp.
Rockwood Research Corporation
James Spanier Associates
Spier Research Group
Strategic Research, Inc.
Sweeney International, Ltd.
Yarnell Inc.

CANDIES

D.S. Fraley & Associates

CHILDREN

Creative & Response Rsch. Sves.
Doyle Research Associates
D.S. Fraley & Associates
KidFacts Research

Matrixx Marketing-Research Div.

COMMUNICATIONS
RESEARCH

Access Research, Inc.

Diener & Associates, Inc.
D.S. Fraley & Associates
James Spanier Associates
Sunbelt Research Associates

COMPUTERS/MIS

Answers Research

Creative & Response Rsch. Svcs.
Daniel Associates

DMSC Research

Find/SVP

First Market Research (J. Heiman)
Market Navigation, Inc.
James Spanier Associates
Strategic Research, Inc.
Sweeney International, Ltd.
Yarnell Inc.

CONSUMERS

Action Research, Inc.
Chamberlain Research Cnsltnts.
Consumer Opinion Services
Creative & Response Rsch. Svcs.
Diener & Associates, Inc.

Doyle Research Associates
D.S. Fraley & Associates
Intersearch Corporation
Management Rsch. & PIng. Corp.
Rodgers Marketing Research
Thorne Creative Research

CUSTOMER
SATISFACTION

Strategic Research, Inc.

DIRECT
MARKETING

Spier Research Group

ENTERTAINMENT

D.S. Fraley & Associates
Sweeney International, Ltd.

ENVIRONMENTAL

Diener & Associates, Inc.
Pamela Rogers Research

EXECUTIVES

Chamberlain Research Cnsltnts.
Creative & Response Rsch. Svcs.
Dolobowsky Qual. Sves., Inc.
First Market Research (J. Heiman)
FirstMarketResearch (J. Reynolds)
iNFOCUS Group Services
Intersearch Corporation

PACE, Inc.

James Spanier Associates
Sunbelt Research Associates
Sweeney International, Ltd.

FINANCIAL SVCS.

Access Research, Inc.

Cambridge Research, Inc.
Creative & Response Rsch. Svcs.
The Davon Group

Dolobowsky Qual. Svcs., Inc.
Intersearch Corporation

Matrixx Marketing-Research Div.
Nordhaus Research, Inc.

The Research Center
Rockwood Research Corporation
James Spanier Associates
Sunbelt Research Associates
Sweeney Int'l. Ltd.

FOOD PRODUCTS

Creative & Response Rsch. Svcs.
Doyle Research Associates
D.S. Fraley & Associates

Gault Associates

KidFacts Research

Leichliter Associates

Rockwood Research Corporation
James Spanier Associates
Thorne Creative Research

HEALTH & BEAUTY
PRODUCTS

The Answer Group
D.S. Fraley & Associates
Thorne Creative Research

HEALTH CARE

Access Research, Inc.
Chamberlain Research Cnsltnts.
Diener & Associates, Inc.
Dolobowsky Qual. Svces., Inc.
D/R/S HealthCare Consultants
Erlich Transcultural Consultants

Find/SVP

FirstMarket Research (L. Lynch)
First Market Research (J. Reynolds)
Intersearch Corporation

Market Navigation, Inc.

Matrixx Marketing-Research Div.
MedProbe Medical Mktg. Rsch.
Moosbrugger Mktg. Rsch.
Nordhaus Research, Inc.
James Spanier Associates
Sunbelt Research Associates
TrendQuest

HISPANIC

Analysis Research Ltd.

Ebony Marketing Research, Inc.

Erlich Transcultural Consultants

Hispanic Marketing
Communication Research

Visual Research Comm., Inc.

IDEA GENERATION

Analysis Research Ltd.

Brand Consulting Group
Creative & Response Rsch. Svcs.
Dolobowsky Qual. Svcs., Inc.
D.S. Fraley & Associates
Leichliter Associates

Matrixx Marketing-Research Div.
Sweeney International, Ltd.
Thorne Creative Research

INDUSTRIAL

First Market Research (J. Heiman)
Intersearch Corporation

Market Navigation, Inc.
Sweeney International, Ltd.

INTERNATIONAL

Marketing Perspectives, Inc.

MEDICAL
PROFESSION

Answers Research

Diener & Associates, Inc.
D/R/S HealthCare Consultants
Intersearch Corporation
Marketing Perspectives, Inc.
Matrixx Marketing-Research Div.
MedProbe Medical Mktg. Rsch.
Nordhaus Research, Inc.

MODERATOR
TRAINING

Cunninghis Associates

NEW PRODUCT
DEVELOPMENT

Action Research, Inc.
Answers Research

Brand Consulting Group
Creative & Response Rsch. Svcs.
Daniel Associates
Dolobowsky Qual. Svcs., Inc.
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D.S. Fraley & Associates

First Market Research (J. Heiman)
FirstMarket Research (L. Lynch)
Intersearch Corporation
KidFacts Research

Leichliter Associates
Management Rsch. & PIng. Corp.
James Spanier Associates
Strategic Marketing Svces.

PACKAGED
GOODS

The Answer Group

Creative & Response Rsch. Svcs.
Doyle Research Associates
D.S. Fraley & Associates

Gault Associates

Thorne Creative Research

PARENTS

Doyle Research Associates

PET PRODUCTS

Cambridge Research, Inc.
Rockwood Research Corporation
Thorne Creative Research

PHARMACEUTICALS

The Answer Group

Creative & Response Rsch. Svcs.
D/R/S HealthCare Consultants
Intersearch Corporation

Market Navigation, Inc.
MedProbe Medical Mktg. Rsch.

TrendQuest

POLITICAL
RESEARCH

Chamberlain Research Cnsltnts.
Management Rsch. &PIng. Corp.

PUBLIC POLICY
RESEARCH

The Davon Group
Leichliter Associates

PUBLISHING

Action Research, Inc.

First Market Research (J.
Heiman)

D.S. Fraley & Associates
iNFOCUS Group Services
Thorne Creative Research

RETAIL

Brand Consulting Group
FirstMarket Research (L. Lynch)
iINFOCUS Group Services

SENIORS

Diener & Associates, Inc.

Erlich Transcultural Consult-
ants

Mature Marketing Research Div.
Sunbelt Research Associates

SMALL BUSINESS/
ENTREPRENEURS

Action Research, Inc.
Yarnell Inc.

SOFT DRINKS,
BEER, WINE

Access Research, Inc.

Creative & Response Rsch. Svcs.
Grieco Research Group, Inc.
Thorne Creative Research

TEACHERS

D.S. Fraley & Associates

TEENAGERS

Creative & Response Rsch. Svcs.
Doyle Research Associates
D.S. Fraley & Associates
KidFacts Research

Matrixx Marketing-Research Div.
Thorne Creative Research

TELECOMMUNICATIONS

Answers Research

Cunninghis Associates

DMSC Research

Find/SVP

First Market Research (J.
Heiman)

Horowitz Associates, Inc.
iINFOCUS Group Services
Intersearch Corporation

TELECONFERENCING

Cambridge Research, Inc.
Rockwood Research Corporation

TELEPHONE
FOCUS GROUPS

Answers Research

Creative & Response Rsch. Svcs.
Intersearch Corporation

Market Navigation, Inc.

TOYS/GAMES

KidFacts Research

TRANSPORTATION
SERVICES

Sweeney International, Ltd.

TRAVEL

James Spanier Associates
Spier Research Group
Sweeney International, Ltd.

UTILITIES

Chamberlain Research Cnsltnts.
Nordhaus Research, Inc.

YOUTH

Doyle Research Associates
D.S. Fraley & Associates

EETEERS

in the corporate world salute you!

Mary Ann Vlahac

Manager, Market Planning & Research
People’s Bank of Bridgeport, CT

Editor’ s note: This section is your space to comment on the articles
that appear in the pages of OMRR. We hope it serves as a forum for
the exchange of ideas on all manner of research topics.

When you write, please include your name, job title, company or
organization name, address, and a phone number we can reach you
at during the day. Letters may be edited for clarity or space. Send
letters to: Joseph Rydholm, Quirk’s Marketing Research Review,
P.0O. Box 23536, Minneapolis, MN 55423.

Blankenship & Breen have been helpful

Iamin 100% agreement with your review of ““State of the Art
Marketing Research” by Al Blankenship and George Breen
(“Trade Talk”, OMRR, February). There are too many market-
ing research authors who either write esoterically to impress
their colleagues/bosses or write as though research is highly
fragmented and not part of a whole process.

I am an avid fan of George Breen, from his first book, “Do-
It-Yourself Marketing Research” through his most recent col-
laborative work with Al Blankenship. The words and practical
advice from George and Al have been extremely valuable tome
during my 17 year career in marketing research.

I also enjoy reading about the “practical” applications of
marketing research techniques in my monthly QMRR. Through
your publication I have learned about unique research ap-
proaches and, additionally, made many research friends by
contacting individuals cited in OMRR articles.

Keep up the great work, George, Al and the QMRR staff. We

52

CLASSIFIED ADS

MARKETING RESEARCH SPECIALIST

First Commerce Corporation, a $6.1 billion Louisiana-based
bank holding company, is currently seeking a marketing profes-
sional with experience in primary research.

The successful candidate should possess a degree, with a
minimum of 5+ years experience in market research with pri-
mary emphasis on survey design, questionnaire development,
and statistical analysis. The position requires excellent analyti-
cal, written, verbal, and interpersonal skills. This person will be
responsible for managing multiple projects and must be com-
puter literate.

First Commerce Corporation offers an excellent benefits pack-
age and competitive salary. Qualified candidates should submit
a confidential resume to:

FIRST COMMERCE CORPORATION
P.O. BOX 60279
NEW ORLEANS, LA 70160
ATTN: RECRUITER L
OR YOU MAY FAX YOUR RESUME TO: 504-582-7385
Equal Opportunity Employer
M/F/V/H
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Trade Talk

continued from p. 54

fellow employees is important for them. Because there is less
time available for investigating unknown brands, the respon-
dents seem to be telling vendors to build their brand franchises,
through advertising and by improving product and service
quality. As the report states: “Trusted brands and sources will
be more important because of the time scarcity in looking for
and investigating unknown brands, the shiftin job priorities and
the increased need for quality in both products and services.
Trust is simply a code word for quality and performance.”

“Product has become a broader term,” says Howard Gordon,
principal, GRFI, Inc. “It may also include a high level of
service. The buying decision makers today are buying the
vendor’s intellect more than they are the product because in
many cases technology is advancing far in excess of our ability
to consume it. Technology is in fast forward but our ability to
use itis in slow motion. Many vendors may have to devote time
to educating their customers.”

The study report includes a story from the interviews to
illustrate this point: ““A very competent manufacturing engineer
was given the responsibility for acquiring a new piece of
machinery for the production process in her personal care
products plant. When she met with a sales rep from a supplier
company, the rep asked her what her objectives were for the
new machine. While she could provide a general concept for the
machine, she wasn’t sure about the needed specs. The rep
replied that he couldn’t help her until she knew the specific
objectives. She needed assistance with identifying the objec-
tives but she didn’t get any help from the rep. He said, ‘Let me
know when you have your objectives.” She subsequently
purchased machinery from a company whose rep did indeed
help her develop specific objectives. And the rep from the first
company simply lost a sale—largely because he wouldn’t
educate.”

Ignoring chain of command

As younger people move into buying positions they are
changing the way things are done, the study found, by circum-
venting or ignoring the usual chain of command in the buying
process and in the climb up the corporate ladder. In addition, to
improve efficiency some firms are experimenting with meth-
ods of employee empowerment, which in this case means
putting purchasing responsibility in the hands of “junior”
employees. In terms of buyer behavior trends, 81% of buyers
claimed a trickling down of decision making in their company.
One buyer noted: “People who work for me are making the
decisions as to what they want to buy instead of my having to do
it. I find myself signing a lot more regs instead of investigating
and writing them myself.”

Another stated: “We've tried to push a lot of decision making
and smaller dollar items to lower level people. Everyone’s been
very responsive and productivity has increased. They can geta
tool this week instead of waiting for the order to rest on
somebody’s desk for a month.”

Added importance

The study showed that the buyer-vendor relationship has
taken on added importance. 36% said they are working with
fewer suppliers. And some indicated that they are talking with
their suppliers about “vendor co-destiny,” inviting and allow-
ing the suppliers to become more involved in determining the

April, 1993

company'’s success.

“My biggestworrywith suppliers is complacency—you have
to watch out for the ‘I-don’ t-do-windows’ attitude. Vendor co-
destiny is the key today...”

“There is a trend toward reducing your vendor base and
establishing long term partnerships. We're aiming for a 50
percent reduction in suppliers.”

When asked where they saw opportunities for suppliers to
build supplier/buyer relationships, the respondents identified
these areas (multiple responses were allowed):

* Build honesty/credibility/trust. (Cited by 47%)

« Strengthen communications/understand our needs/be an
extension of us. (43%)

* Be a technology source. (34%)

« Concentrate on service/parts availability. (18%)

» Work on quality improvement. (15%)

The bottom line for business: know thy customer. [

Headquarters: Quirk’s Marketing Research Review, 6607

18th Ave. So., Minneapolis, MN 55423. Phone & FAX
612- 861-8051.

West Coast: Lane Weiss & Associates, 10 Black Log Rd.,
Kentfield, CA 94904. Phone 415-461-1404, FAX 415-461-
9555.

ok

Providing
Worldwide Research

Consumer Research
¢ Sensory Evaluation

 Focus Groups

¢ Telephone Recruiting and Interviewing
¢ Children’s Testing
~4" e Home-Use Tests

¢ Central Location Testing

Business To Business Research

¢ Customer Satisfaction

¢ Relative Quality

¢ [n-depth Interviewing

Tragon Corporation
365 Convention Way

j Redwood City

¥ California 94063

” . TEL: 415.365.1833
R 0 & FAX: 4153653737
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By Joseph Rydholm
managing editor

Message to business: know thy customer

new study of business buyer motivation offers
A convincing evidence that the many factors recently

at work in U.S. business, from downsizing to niche
marketing, have changed the relationship between business
and its customers, probably forever. The "Know The Buyer
Better" study was conducted for Penton Publishing, a pub-
lisher of business, professional, and trade magazines, by
George R. Frerichs Inc. (GRFI), Chicago. The study’s objec-
tive was to “probe the chemistry of business buyers, explore
their concerns and aspirations and how they are setting their
own goals—all against a backdrop of a vastly changed
business environment.”

To do this, focus groups and one-on-ones were conducted
in ten major markets with over 100 buyers and “buying
influentials” in management, product development and de-
sign, operations and production in manufacturing and service
firms. Industries represented include electronics, machinery,
automotive, lodging, food service, pharmaceuticals, and con-
sumer products. The sample was obtained from the circula-
tion lists of various Penton publications.

The buyers talked about their work life, the shifts they see

in job priorities, their relationships with associates, and how
they juggle their efforts to help their company achieve its
goals while working on personal goals.

In general, they feel time-poor/demand rich—which is
nothing new. But the usual work-related stress has an added
sense of urgency because of the gloomy job picture. In the
past, if you didn’t do your job, you were demoted or passed
over for advancement. Today, it’s more likely you’ll be fired.

Some respondents reported that the lines between job
responsibilities have blurred as staff reductions force people
to “wear many hats” and perform more than one job function.
Forexample, in the company of one respondent, R&D people
are now a major part of the sales effort.

Build your franchise

The buyers said that they are spending more time on
people-related issues (communicating, motivating, training,
coaching) and less on technology or product concerns. Build-
ing relationships with customers, vendors, suppliers, and

continued on p. 53

-Making names

At NameLab, weve made product and company names like Acura, AutoZone,
Compaq, Cycolor, Geo, Lumina, Sequa and Zapmail by constructional linguistics.

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

complete most projects within four weeks.

For information, contact NameLab Inc.,711 Marina Blvd., San Francisco, CA 94123.

Voice 415-563-1639 N AMELAB® Fax 415-563-9176
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Experience Is The Best Teacher:

Learning from experience is a real experience in learning. When you attend a Burke Institute seminar, you participate
in more than an exciting, on-target learning experience. You learn from the experienced professionals who have done
more customized marketing research and have taught it to more people than_anyone else in the world!

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

Practical Experience gained from doing
numerous studies in all aspects of marketing
research —positioning and segmentation, market
structure analysis, competitive image
assessment, copytesting, new product
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

The Burke Institute

Partial Schedule of Seminars Through August 1993

Cincinnati .

101. Practical Marketing Research 502. Generating and Evaluating New
San Francisco Products and Services
Chicago ..... Cincinnat
Cincinnati . Chicago .
Chicago .
g;w»Yor 504. Advertising Research
incinnati . Cinci N 19-20
Boston .. “incinnat .Nov.
Cliveiniati - May 3 Cincinnati . . Feb. 24-25
New York . .. May 74 26 N‘eW‘YOrk . Apr. 22-23
Atlanta .. Cincinnati . . July 22-23
Boston ...
Cincinnati . 505. Positioning and S Research
Cincinnati .Nov. 17-18
104. Questionnaire Construction Workshop Cincinnat .Feb. 22-23
Los Angeles .. ..Nov. 9-11 New York ..
New York . .. Jan. 25-27 Cincinnati .
Cincinnati . Mar. 8-10
Cincinnati ~May 10-12 506. Customer Satisfaction Research
Atlanta .. .. June 28-30 ”
Cincinnati . .. Aug. 9-11 Cincinnat -Nov. 2-3
Chicago .Jan. 21-22
105. Questionnaire Design: Applications and -June 10-11 :
Enhancements
Los Angeles .. 601. How to Summarize, Interpret
New York . and Explain Marketing Research Data
Cincinnati . Cincinnati . i3
Cincinnati . Cincinnati .
Atlanta .. New York .
Cincinnati . Boston ...
201. Focus Groups: An lnlroducllgn 602. Tools and Techniques of Data Analysis
lS;(l)v;ll;;anmsco ‘l:ov. i5_6l6 Cmcmnall . Nov. 30-Dec. 3
e Feb. 9-12
.Mar. 15-18
203. Focus Group Moderator Trainin;
Cincinnati . .Nov 7-%0 -May 18-21
Cincinnati . . Jan. 47 -July 6-9
Cincinnati . .. Feb. 2-5 Cincinnati . -Aug. 17-20
Cincinnati . .. Mar. 2-5
Cincinnati . .. Mar. 30-Apr. 2 603. Practical Multivariate Analysns
Cincinnati .. June 15-18
Cincinnati . . July 20-23
301. Writing and Presenting Actionable New York
Marketing Research Reports g
Cincinnati . .. Dec. 7-9 : :
Mewi York . " Feb. 15-17 701. l]\}nersatll?nal MarkenngJResela‘a)rt]:I;
oiathuicl: " Mar. 22-24 R £ R e an. 12-13
gfr:i::;l'; .I\u:ge 72;9 25 702. Business to Business Marketing Research
Cincinnati . .Nov. 4-6
401. Managing Marketing Research Cincinnati .
Cincinnati . .. Dec. 10-11 Chicago .
New York . .. Feb. 18-19
Cincinnati . .. Mar. 25-26 Four-Week Certificate Program
Cincinnati . .. Aug. 26-27 Cincinnati . Mar. 1-26
Cincinnati . Aug. 2 - Aug. 27
501. Applications of Marketing Research
Cincinnati . .. Dec. 17-18
New York . Feb. 11-12 e e
Cincinnati . Mar. 4-5 hCIAG - Maay 514
g 5 o 21-July 2
Cincinnati . y Atlanta June Y
Atlanta ..

conducted over 1,800 seminars during the past
18 years and having counseled tens of thousands
of participants on the program best suited to
their needs.
These are just some of the reasons for the superlative
evaluations we receive from our participants. Please
call us toll free. We will be glad to send you a copy
of some verbatims from recent seminarevaluations.

Bike
Instltute

The BASES Group
Cincinnati Corporate Headquarters
50 E. Rivercenter Boulevard
Covington, Kentucky 41011
(800-543-8635 ext. 6135)
©1993, The Burke Institute

Please call Lisa Raffignone at 800-543-8635 (ext. 6135) for schedule information for the following
seminars which are also currently offered by the Institute:

Introduction to Marketing Research

Marketing Research for Decision Makers

Focus Groups: An Applications Workshop

Effective In-person Presentation of Marketing Information
Pricing Strategy and Research

Using Multivariate Analysis: A P.C. Based Workshop
Experimental Designs for Marketing Research

Industry Specific Seminars
* Healthcare « Financial Institutions

+ Pharmaceutical « Public Utilities

+ Telecommunications *+ Automotive/Transportation
Planning Marketing Strategies and Tactics Using Actionable Research
Effectively Selling Marketing Research Services

Negotiating Marketing Research Contracts

Strategic Market Simulation

ALL OF THE ABOVE SEMINARS ARE AVAILABLE FOR IN-HOUSE PRESENTATION.

Please look over the list of our current seminars. Then call us toll-
free. We will help you select the best seminar or other educational
opportunity to meet your specific needs. Please call Lisa
Raffignone, Marketing Manager, or Dr. Sid Venkatesh, President,
at 800-543-8635 (ext. 6135) or 606-655-6135.
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More than
measurcment.

Results.

Customer Satisfaction Research
That Gets To The Bottom Line.
At Maritz, we believe it's one thing to define
customer satisfaction. And another to achieve it.
Research firms can conduct programs that stop at
measuring satisfaction levels. Maritz goes beyond
measurement to improve performance. [ Maritz is a
leader in Customer Satisfaction because we deliver More
than measurements — we put research into action. We
work with you to deploy the voice of the customer throughout
your organization and integrate it into your Total Quality process.
[J All of which can impact satisfaction, loyalty, and the bottom line.
To learn more, call for our free brochure: 1-800-446-1690.

Circle No.846 on Reader Card



	Table of Contents
	On the Wings of an Eagle
	Making Contacts
	Customer Surveys Yield Unanticipated Benefits
	Researchers Can Learn from Ethnography
	Understanding the Mature Consumer

	Departments
	Data Use: Quadrant Analysis
	Survey Monitor
	Names of Note
	Research Company News
	Product and Service Update
	Qualitative Research/Focus Group Moderator Directory
	Letters/Index of Advertisers/Sales Offices
	Trade Talk




