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8LJSINESS-T0-8LJSINESS RESEARCH 

Re earch 
leads 

old-line 
company 
to cl1a11ge 

na1n / 
lazt11cl1 nezv 

prodttct 

t:dilor' . nmc: l:dwin P., lauglucr is 

direclor ~~f'Parkwon IRe. carc/1 As:wci­
at s. 1/cntoH'II. Po . 

... ._.._ he d i!'i n to ·hantJC a 

company's name is one that 
shouldn't I c made \Vithout 
adequat reseurch. The in­

f nnation a pr perly conductL:d sur­
v y obtain' not nly an ju~tify the 
st ·p but al"iO guid th ' hOi e f a 
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UM &GU 
Dependable Under Pressure"' 

nev.: name and provide additi nul in­
sight into th mark. tplac . n m­

pany "iurviv d th transformation sue­
<.: 's"ifully and launch d a n \\' ra of 
orowth in the proct.::"iS. 

llento\VIl Pneumatic Gun, Inc. \vas 

one of the olde"it and m "' re . p ted 
names in the constructi n indu'ltry, 
datin' ba ·k. to 1916. when it dev l ­

oped the gunite process forth a1 pli ­
cati n of concret~. ~rom tht: bt:gin-

nin '· the pn ·umati · "guns" used t 

app ly gunite and other cemt:ntitious 
material. ha c remain ·d th 
ompany·~ primury products. While 

many other supp liers enter ·d the fi ·ld 
over the years. the "imall. privately 
held ·ompany in llentov.m. Pa .. con­
tinu d to hold u . mall but rc . pectabk 
' har r the murk t. 

In 196_. Willium C. Roherts suc­
ceeded his late rather a. the com puny': 

Quirk1s Marketing Research Review 



president. Within then xt d cad , he 
witne~'>ed incrc·1scd cOJlJJ etition. 
chnng.ing. t chnology and an'\\' bre cl 
of ustorner coming into th pi ·ture . 
Robert'> rc~pondcd by initiating re­
' ar h toward the development of wet 
pr e . " equipment. the concret 
pump. he rightly recognized would 
s me day tak ver many oft he appli ­
cation. riginally handled hy the dry 
proce~s guns. 

After several e , ploratory ventures 
into the pump fi II. Allenl<l\vn re ­
t'ined the hydrauli ~wing- tuhe tech ­
nology it had pi ne r d earlier and 
hc~an to reap the ben fit:-. fit~ prior 
effort~. By the late 19 <h. it~ 

Po\\'eiTreter pump '\al ~ \~1 r rapidly 
increa~ing whik its gun ~ale-; I v led 
off. In 19Y~. wh ·n the company was 
acquire i I y Ma-;tcr Builder-;, ln · .to 
operate as an autonomous unit. R h­
crts (now director) ~awthe new a~so­

cintion as an opportunity to po~iti n 
th mpnny for new growth. But 
how should the company e po~i ­

lion d'! 
Hi-; principal ·onccrn wa-; the 

com pan ·~name - did it ·rr -ctively 
· ommunicate the company's posi ­
tion? 

The ba. ic question'> he needed t 

an~w r" re 
( 1) Hov.' well r co1!ni:~ed \Vas the 

company·~ name today'! 
_) id potential u-.ers as'\o ·iatc 

the ·ontpany's name with the prod-

April1994 

Based on its research , Allentown 
Pneumatic Gun changed its name 
to Allentown Pump & Gun to better 
reflect its current product line . 

uct~ it off cr~? 
(3) Whut was the company·~ repu ­

tati n in the marketplace V'>. com e­
titi n'! 

To obtain the answers, Allent<nvn 
retained Parbvood R ·search A~" ci ­
ate~ofAII nt wn.Pa.ParJ...,.voodtook. 
the a~'>ignm nt a ~tep further. design ­
ing a survey that would yield not on I ' 
the ba. ic in I' rrnution required but 
ul. o additional data that wou ld facili­
tate Allcnt0\\11·~ planning: that i'\, 
the potential fore , pano;;ion into new 
mark.et~ and tht: demand for a new 
'>pccially product by on r t con­
tractors. 

lntc r \'icwed cont rac tor 
!·or thi~ project. Park. \vood Rc­

~eurch As~ociate~ interviewe 300 
contractors who had attend d th I ()93 
World of oncrctc how in La. Ye­
gus. Nev. he sam le or all ndee'\ 
v .... as provided to Park\.,.·ood by Th 
Aberdeen .Jroup.~ponsor fthe . h \V. 

lnterviev-;ing. was condu ·t ·d by t I -
ph ne during August and ept. Th 
margin f sampling error one an 
rea:-.onably e peel from a 300- · as~ 

~ample i:-. / - 6 perccntag' point'>. 

The qu stionnaire was d ·signed to 
qualify resp nd nls in terms of both 
their bu. iness a tivi ty and . pecifi · 
function. Only thoo;;e who identified 
themselves as buying deci~ion mak­
ers for either \Vet or dry pr eo;;s equip­
Ill nt (pump: or gunii) \vere nsid­
ercd qualified. 

Th list posed s veral pr bl m~. 

none f whi h proved insurmount ­
abl . A number or registrant-; \Ver 
n t a tive ly nga 'Cd in concrete con­
tracting but were merely aiTiliat d 
with ontractor'> . Ev 'n among tho. e 
who wer c nta ·ted initially. there 
v .. :er a , iwble number \vho sub-con ­
tracted the pumping and pitKin~ func ­

tion. '\oPark.\vo d btaincd the nam ·s 
of sub-contract r:-, f r tho. e instances. 
lntcrview·ers made 'l'> many a: 10- 15 
callback. . to reach r pon lent'> who 
vier< .. ' out on the job and available only 
at certain tim :-.. 

C\-\-' na me ' a ea ~-

he ~urvey achieve l it. primary 
purpose of mea'>uring a\\1areness and 
providing direction r r the name­
change deci~ion. and it ab yielded a 
we a It h of valuabl mark ling infor­
mation. 

13ased on th' re ult . th new name 
was easy to arrive at. "Allentown 
Pneumatic Gun" i~ who the mpany 
i~ and has been. urthermore, the 

continued on p. 26 
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fiNANCIAL SERVICES RESEARCH 

II 

Study by North Carolina lender guides 
customer retention efforts 

Ediwr' s note: /)arid O::Jwn is qualify 

process numager. and Kristin Triplcfl 
is communil'atioll.\ specialisl, at Firs! 

Union /l ome Equi1y Corporation 

(FlJ!IhX'J. Cllurlolle. N.C. 

irst ni n H me Equity orpo­
ration (F HE }, a nationwid 
second mortgage lender based in 

harlolle. N.C., r cently di~covercd 
thar if it cou ld keep its cu~lomcrs on 

the books n month longer it v ... ould 
gain 6'K net inter ·st income per ear. 

That figur· vva~ derived fr m an 

8 

By David Oshan and Kristin Triplett 

extensive o.;tudy on cu~lomcr reten ­

tion that ww; launched as f H 

hcgan to pia ~e an emphasis on it!-. 

total quality management processes. 

For F HEC . one driver of rhe cus­

tom r retention study \Vas the re~tli7a ­

ti n that the co~t to originat a l ani~ 
over . HOO. while it co~ts only S I 12 t 
service and collect a loan. 

The ustomer retention . tudy wao.; 
initiated by Jim Maynor. F HE 
pr ~ident, and spearheaded by David 
Oshan. quality pro so.; manager 
.. This 'itudy i~ important to J [ 

b cau. various bu~inc~se~. particu ­

larly ~ale'\ organization..,, <.;pend time 
getting new customer!'. and not a~ 

much time k.Lcping tho-.e cu . l mer . 
We want to learn how ro keep the 
cu~tomcr~ ""·e have, .. say~ Maynor. 

FU ([ ~ i~ a who ll y owned o.;ub. id ­
iary of First nion Na1ional Ban · r 

rth arolina ( FU B). the ninth 

largc'it bank. holding c mpany in the 
nation, \Vtth a!-~ set'-' ceeding 72 bi I­
lion . · irsl Union 'orp. i ba. ed in 
Charlotte. 

F HE.C hegun riginating 'iccond 

Quirk's Marketing Research Review 



m rtgage in the 1950 · and ha gr wn 
from a mall south "astern company 
to a $2 billion operation with a net­
work of approximately 150 branch s 
spanning 39 states. H has a 

ational Ac ounts r up lo ated in 
harlollc that derives home equity 

r ·fcrr~ds from nation::~ I ompani · 
such a. ,'AA. a innn ial service 

rganization dedi nted to erving 
present and former U.S. military of­
ficer~ and their famili s. FUHEC of­
fer a omplete range of clo ·ed-end 
ec nd m rtgage product · and home 

equity lines of credit and curr ntly 
er e n appro ' imately 76, 0 custom­

er . 

Rete ntion importa nt 
FUIIEC utilizes a total quality man­

ag mcnt philosophy \Vhi hi th cen­
tcrpi ceofth . trategic planningp o­
ccss and employ.· the Malcolm Bald­
rige criteria a it Blueprint for Ongo­
ing Succ .. . Th Bnldrige rit ria 
have seven broad categorie: of evnlu­
ation, incJuding u tomer ati faction. 
Within u tomer ati faction, u -
tomer ret ntiOJ i one of th mo t 

important riteria and ha emerged a 
a leading r. ri rity within Fir t nion. 

To lenrn more about cu tomer re­
tention. F HEC ondu ted econd­
ary re ear h on ther compani · .The 
fir t tep wa to determi e \'.1hich com­
panie are l p p rformers in ·usl mer 
retention. Material from several 
our ' e was anal zed. includint: ar­

ticles from Newsweek and the l lmTard 
Business Reriew, benchmarking 

April1994 

FUHEC's customer retention study was driven by the fact that it costs over $800 to originate 
a loan, while it costs just $112 to service and collect one. 

documents from Xerox and excerpts 
from a summary of th' onsum 'r 
Bank rs annual conference held in 
Tu ·son. riz. 

Among th companies identifi d as 
lead rs in retention was SAA. 
A niversal ard , ervic ·s and 
M B A, both among the largest credit 
ard . ervice. provid r. in the nntion , 

w re also singl d out. Retention rates 
for the e companie ranged from<. 0-
98%. 

According to <l study completed by 
the ouncil for Financial Comp ti ­
ti n, a finan inl ervi e group, the 
nverage retention rate in the banking 
indu tr i between - 5%. ur­
rentl , F HEC' average ret ntion 
rate i con i tent with indu ' try aver­
age ·. 

F HEC al o met with Bain & Com-

pany in 
Boston, an international management 
consulting firm, and had e tensive 
discussions with a fonner AT&T e -
ccutivc and a retention specialist from 

. Thes" m eting · gave FUHE 
valuable information about the prac­
tices that contributed to world class 
retention rates. 

Among the practices disco er ·d 
were the distribution of surveys to 
customers who clos u th ·ir accounts 
and th u:e of information systems to 
cro:s-sel I or identify custom r d mo­
graphics. SAA, for instanc , uses 
demogntphics to mark t product lines 
to fulfill a I if time of n ed:. Fore -
ample. one SAA company may sell 
a middle-aged hom owner a life in-

continued on p. 28 

9 

·-.::: 
::T 
0 
0 
<6> 



for u 
Editor' nole: hris an Den·eer i 

pre ident of Van Derveer lndu trial 
Research, New York ity. 

any mark ting manager 
fa c a common dHemma at 
the con I u ion of a trategy 
plannin ·es ion for th ir 

ompanie . They d velop, or are pre­
ent d with a r ·quir ment to ndu L 

mar et re earch. And whi le the m­
pany may und r ·tand th spccifi s of 
the r ar h data it r quires, it is left up 
to th marketing manag ·r to select th 
be t m thodology C rgath ·ringthatdata. 

ot nly mu. t th · most <Jccurat 
method f managin T the w rk be e­
le ted but the chos ·n m thod mu t c n­
fonn to a tri t budget for th w rk as 

utlined by m<ma Tern nt. Th purp e 
of this arti I is to Tuide indu trial re­
earch managers throu h th four maj r 

m thodologie ·: tel "phone and mail sur­
ey , focu · groups, and p rsonal inter­
iew . Though th ·e m th< ds arc al. o 

u ed in on um r res arch, th ·re are 
a t differences in how questions are 

a ked nnd, of c ur 'e, industrial qucs­
tionnair · ne era ·k life ' tyle questions. 
a: th y haven dire t effe ton product 
purcha ing. 

Telephone ·urv ·y , 
Tel phone int rvi \ ing i · by far th · 

0 I 

k 
most popular meth dol gy used in in­
du ·trial marketing re ear h. Th method 
i qui t rapid- large p pulation may 
be urv yed and critical mar el data 
may be return d t y ur ffi e within 
week aft rsurveyingha b gun - and 
it'saccurat .becau epre- re ningpro­
cedur s ensur that the per n mo~t 
kn wlcdgeable about the ur e t pies 
i inter i \i ·d. But t leph ne ur ys 
an be limiting due t their length -

usually l .w to 15minut"sofamanag r's 
time - and th fact that great d tail 
cannot developed from them. 

I. o. it' a waste of time to de~crib 
thevi ·ual ' orla •outofproductsthrough 
phoneresearch.lfdcsignsar eli u. d. 
the mu1-.t be pre-mailed tor . pondent 
and be in front of th mat the time of th 
urvey: a more cxpen:ive pr e in­

deed! T ·I ·phone :urvey ar alway 
mu h le e pensive than per nal in­
terview and arc slighlly more o ·tly 
than mail ·urv ·ys, of coursed p nding 
on how th ·e mai I surv ·ys arc man­
ag 

It' . be t t us telephone when y u 
require a rapid turnaround, do not n ed 
hilYhlydetail ddata.and n ddata \Vhi ·h 
is project·1ble. In ju ti fying manage­
ment deci ion . whi h may in olve in ­
vestini! mill i n ' or dollar ' the data that 
you base }'OUr plan ' 011 ITIU1-.t rcnecl the 
r ·a I stati . ti ~ of the audienc ·. If you 

By Chris Van Derveer 

condu t 50 inter iew ' . for • ample, to 
gaU T th 0pini 11 r 6, electrical 
d i stri bu tor ·, you u ld de elop data that 
is hi 'hly inaccurate. A a mall r of fact 
th final result may vary 15-20 p r­
cent from an m an that i d el ped in 
the pr )je t. Thi · ari n e i. not accept­
abl for planning purp e . An deci­
sion based up n it uJd result in a 
mark ·ting dio,;ao,;ter. 

Real, proj table sample begin at a 
nampl ·size of I 00 interview ' (a ± ari­
an f I 0 percent). ·or m ·t indu trial 
proj ·cts a sample size of _ 00 inter iew. 
within a . pecific market gm nt ill 
return a result with a varian from the 

can of± 5 percent. In in u ·trial re­
search s ·v raJ hundred urvey will 
u. ually achiev ·your goal. n the num­
ber of industrial purcha er m, y num­
ber in thousand!-., a pp d t con­
·umer good. bu r1-., wh 
in the ten~ of millions. 

Mail urv y 
This technique comes and g in 

p pularity.lbcli·vcitis urrentlyoutof 
fav r, but a ' the winds change so may 
its stunding. mpanie. \ ith limit ·d 
hudg t for re arch often turn to mail 
sur . becau'ie the initial outlay is 
small and they mny have u. ed th m in 
the pnst. The~e firms will alwa s g t 

continued on p. 54 
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Trust your research needs to AHF and you'll never have to worry 
about costly errors or misleading results. That's because we don't trust 
anyone but ourselves to do your work. You get the tightest possible 
controls at every stage of every project since everything we do is 
done in-house. Yes, everything. From qualitative to quantitative. 
From design to analysis. AHF does it all in-house for worry-free 
results and true peace of mind. 

Before you place another study, contact AHF President 
Scotty Levitt for the facts about our approach 
to worry-free research. 

THE IN·HOUSE RESEARCH HOUSE THAT DOES IT ALL 
AHF Marketing Research, Inc. 
100 Avenue of the Americas, New York, NY 10013 
212-941 -5555 1-800-TAKE AHF 



Single item attitude measures: 
The biggest rip-off in survey research 
By Jonathan E. Brill 

Editor's J/0/e :Jonathan £.Brill. PhD ., isprin('ipal ofNext 
Generation Re earch, Solon, Ohio. 

T oday m re and more organization are conducting 
attitude re arch projects such a u. tom r salisfa ·­
tion ur ey~. advertising ·oncept tudies. and corpo­

rate image . urvcy~ . his is both g od and bad. It's g d 
bccau. e, when prop ·rly impl m nt d. an nguing program 

.- 4 Focus Group Suites with separate 
reception and client offices 

._ Computerized interviewing at our 
respondent's offices 

..,.. Extensive, custom-designed business/ 
medical database 

..,.. Local/national/international capabilities; 
English, Spanish & Most Asian languages 

Permanent full -time business and professional 
recruiters/interviewers with the education and 

sophistication to speak hi-tech, medical jargon and 
business lingo. 

Call for our brochure and references -
you will be impressed! 

Fl iscltman Field search 
220 Bush Street, Suite. 1300 1655 North Main Street, 
San Francilco, CA 941 04 Suite 320 
Phone: (415} 398-4140 /;;; Walnut Creek, CA 94596 
Fax: (4f5) 989-4506 10: Fax: (510) 942-2610 
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that measures ·onsum r or busine~~ market perceptions can 
help organiL.ations hem r cump titive and pr fitable. But 
it's bad because su h program~ r ·lyon ac urate a~sessments 
f auitud ·s. and typi ally th rc i~ ar too littl accurac in 

today's aLtitude surveys. mptomatic of the dearth of accu-
rac is the widespread u~' of ~ingle- item sur e measures. 

Ac ·urate allitud ass ·ssm ·nt through ~ur e re~ ·arch 
rcquir ·s that attitude measures be rcliuble and valid. A 
surv ·y measur is said to b ·reli able if it~ bserv ·d value 
or score can b replical ·d -.: ilh I itt I variance- that it~ 
obs rved alue an be relied upon, . o to ~ipeak. A measure''\ 

alidity is estab li shed when ther is ~trong cviden e that 
the m a. ure r ·present~ what it is int 'nded to repres nt 

a 11 - nothing I ~s and n thing mor . In attitude 
r ~ear h. such mcasur ment o j ·ctiv ·~ can rarely be 
realized through use of a . ingle it ·m in a sur e . 

Validity compromi d 
Validity is almost a lwuys c mpromised through the usc 

or single-item measu es f r the simple reas n that very 
few phenomena of interest ·vince on I s ingle perceptual 
aspc · t ~. Thu~ it typically i~ impo~liihle to captur • th 
~ntir · domain f th phenom ·non of intere~l in just one 
question . 

' n. ider, f r c ample. measuring ~atisfaction with a 
restaurant. Because there arc . everal (ob ious) dimen ­
sions r a re~ laurant that may ontribute to a custom r' . 
satisfa ti n - e.g., food, s rvi e, ambiance, pric - a 
sing I -item measure such as,' How satisl'ied arc ou \Vith 
thili restaurant?" (accompanied b an appropriate raring 
sca le) will not suffi ·e. It is simply nul reasonable to 
pr . um that all respondents will onsider all four f 
the~e as ects, onl thes f ur as · t ~. and ach of thes 
f ur aspec ts wi th identi at degrc ·s of importan e when 
f rmulatinu the ir sati~fa ti n rating~. 

The b ·st soluti n i · n t, as c ami nation f rn . 1 satis-
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Total Project Management from QCS 
expands your staff so you can 
concentrate on your business. 

nly one company can offer you a 
comprehen ive single-source approach 
to your research needs freeing you to 
concentrate on your own business and 
the need of your clients. 

CS is the industry leader in Total 
Project Management. We make your 
job easier by becoming e tensions of 
your staff. ur experienced Project 
Directors coordinate every aspect of 
your research study from scheduling 
and pricin to fielding and tabulations. 

You receive: 
• ast efficient bidding 
• omple e bri fings 
• n- oing communications 
• odin and data entry 
• Tabulations 
• Hassle-free scheduling 
• Expert field management 
• Consolidated field reports 
• Consolidated billing 

Quality Controlled Services 
C•rde No 143 on R d r C rd 

You also benefit from the personal­
ized attention of a highly-qualified Proj­
ect Director who works closely with 
you throughout your study, ensuring 
efficient management and completion 
according to your specifications. 

No other data collection firm 
brings it all together like CS. Let us 
make your job easier. 

To learn more, call: 

1-800-325-3338 



Market Vision, 
An Award Winning 
Leader in 
Business-to-Business 
Research 

As a recipient of the U. . Chamber of 
mmerce's lu hip Enterpris 

Award, Mark tVisi has be n 
r cognized for xcellenc in quality 
and customer s rvi . That's why 

ark tVision und rstands busin ss-l -
busin ss resear h from your point of 
view. Our ext n iv experience in 
various busin s and industrial 
s gments, al ng with our r putation 
for devel ping innovative ways to 
obtain actionabl information fr m 
hard-to-r a h busin ss respond nts. 
are reasons why MarketVision is th 
right ch ic to r c ive y ur next RFP. 

PI ase call us today at 513-791-3100 
to r ceive a copy of "MarketVision 
Business-to-Business uccess , tori " 

MarketVision Research; Inc. 
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fa tion sur eys might lead one to believe. to ask about 
eu h f th ' r ur (hyp the-;iL.ed) dimensions ' eparately 
with a 'iingl qu stion for each. here arc two salient 
rea . n. for th i, . 

The first is. once again. a validity issue. R turning t 
the r staurant e ·ample. it 'ihould be clear that using a 
singl item for each hypoth ·si7ed dim n.-i n (i . .. food. 
-; rvicc. ambiance and price) :-.uff r'i from pre isely th 
'iatne problem that '· Jf ow sati . fied are you with this 
re-;taurant?'' does: urely each hypothesized dim nsi n is 
rcfl '<.:ted by 'ievcral aspects . 

For c ·ample. potential aspecl'i of on ·~ valuati n f 
the hypothesized s rvice dim nsi n in lud (but are not 
necc . 'iaril limited to) attentivell"S'i Of th ~er er. the 
promptncs-; of the ~crver in n;;-;ponding to r quests. the 
promptn ·ss of the ho:-.1 or host :-.<; in greeting patron-;, the 
courtesy "hO\vn hy th h ~t r hu. tess in greeting patron-;, 
the efficiency with whi h th h st r ho. te-;s "leat'i pa­
tron~. the gen ral urt s exhibit d by the ~crvcr, the 
general courtesy , hibit d by other staff (such as 
hu~persons). th general h 11 fuln s~ -;ho n by other staff. 
and th a ura y f the r od order. 

Th s c nd r a-;on a. "-ing about each of the four hy­
poth . ized dimen-;ions is not the 'iOiution i:-. related to 
r liabilit ·. ingle-item measure~ arc widely r ·ogni7ed 
to b in her ·nlly less reliable than measures u:-.ing multipl 
item~ because of the potential for error as:-.ociated with 
~urvey admini -;tration and the recording of the respondent':-. 
evaluation. 

R 'spondent-; may he moo iy or elated at the time of 
:-.urvey admini-;tration, \Vhich may lead to overly n gativ 
or po!-.itive rating:-.. Alt rnativ ly. b redum may cau-;e 
respondent!-. to h com laly a · th y c nsid r their re­
~ponses \Vhi h. in turn. may I ad to the recording of 
unintended r th r\),.' i" inac urate evaluations. 

In contrast, when th ratings of relat ·d (i.e .. 
intcrc Jrrelat d) multiple it ms are add d togeth r to form 
't singl measure. su h errors tend to avcral!C out. hus. 
the!-. multi -it m mea-;ure-;, commonly referred to as 
"'scales." offer greater slahility or con. istency in the 
-;umm ·d rating values than in the value of an individual 
item. Thi . means that the rcliahility of . ingl - it m meu­
'iUr 'Scan al\vays he improved through the addition of a 
second. strongly correlated it m. 

Small ·r ·rror 
further advantage of multi -it m ~cal s v r . ingl -

item mca .... ures i!-. that. f r any given sampl :-.i1 . th mean 
value or a multi - item sc·ll will have a ~maller standard 
error than the mean vatu of any individual item (i.e .. any 
single-item measure). A:-.tute manager:-. will not ov rlook 
thi" point. he ·au"" it means that th u-; r multi - it m 
s ale . . rather than :-.ingle -itemm asure-;. has th poll::ntial 
tor du' r s ar ·h e, penditures considerably. 

Small r:-.tandard error-; providl: great •rstatistical pmver. 

continued on p. 55 
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Denver· 
Foe s 
Cen ral 

DENVER 

THE RESEARCH CENTER 
550 south wadsworth bouleva rd 
suite 101 
denver 
c o lorado 
80226 
303-935-17fiJ 
fax 935-4390 

xceptio a 
roup and 
oca ·on Facirty 

he Research Center is Denver's exceptional focus 
group and cen rallocat1on source featuring out­

s ending fac ili ies and he highest quality recruiting 
and interviewing. 

The focus group suite is a 1astefully decorated. con­
temporary and p ivote ocillty located in on easy- o­
find . high-profile building . The viewing room seas 15 
comfortably. The conference room features wash­
able writing surface. oak rails and a b leached oak 
conference table. Video player and moni or are 
buil in and available at no additional charge. 

The central location facility is 24' x 24' and accomo­
dates up to 50 participants. The room is wired to 
provide audio and video feeds to the focus group 
viewing room. Includes a built-in easel and wet bar 

All recruiting for focus groups is conducted from The 
Research Centers 40-line telephone bonk (equipped 
with CRT and ACS Query interviewing software). The 
Research Center uses a duplicate number database 
system to help insure the highest quality recruiting . 

C•rcle No . 144 on Reader Card 

Annie Sampogna-Reid and Chris BoHhoser 
manage The Research Center. They hove 
over twenty years comb ined experience 
recruiting focus g roups and central location 
tests in he Denver market. Their goal is to 
p rovide clients with the highes quality 
recruiting and the best facilities In Denver. 



BUSINESS-TO-BUSINESS RESEARCH 

A oce sap c 
• to b s ss-

b • s 

Editor· note: John Moran is a prin­
cipal of J J. Moran Associate . a 
marketing/quality consultin~ firm lo­
cated in Westlake illage. a/if. 

T h voic of the customer need 

to b come m re important in 

the business-to-bu ine deci ­

i n process. In the nuno phere of 
down izing and proce .. reengi ­

neering, compani are being forced 

to get as much value a po ibl from 

every dollar sp nt on business -to­
business r earch. t the same tim·, 

they are being all d on to integrate 

ss 
B. John Moran 

cu tomer requirements to a much 

gr ater e · tent. Focus groups can a -

urne an important role by becoming 

integmt d into the client's de is ion 

process. 
A focus group-based pr ce an 

address both of the . e need by om­

bining e isting marketing and quality 

tools. Focus group. are an cellent 
\Vay to captur the voi e of the u ·­

tomer. They ar aver pnlatable form 

of mark t r enr h thnt an simulta­

neously entertnin nnd inf rrn. Ho\v­

ever the nature of thi . res ·arch tool 

an mak it diffi ult to relate the 

QJST<;~t.~m ADMHSlRATIVE 
lrnpoManco - S.tll""'11on Rating 

qualitntiv . anecdotal nature of the 

finding~ to specific decisions. A rruc ­

tured -process approach can addre -; 

the e sh rtc{ mings without mpro ­

misin g the rich. c nversational na­

ture of focu s group s. 

The proces · 
S!nu·fun'd input - A que ·t ionnai re 

or graphic approa h , u h a ~ p rce.p­

lualmapping or njoint anal sis can 

be used to ·tru ture and capture th 

mindset of f u gro up participants 

priorr the di cussion.l typically u. 

a que. ri nnaire early in th session to 

CUSTOMER AOMINISTRAIIVI: SI:RVJCES 
lfT1>0'1WICe - &11oractlm Aaurv 

PRODUCT SUPPORT 
Importance - Satisfaction Rating 

-,-

PRODUCT SUPPORT 1 :14-fE" . ~ 
Importance - Satisfaction Rating i · · ' 

J ·: ..... ~,_·~ 
-+-----·~ " ---···-·· I . 

! I 
: •i------+--1-

1 ', 
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f'T GI Rf l 
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PROOUCT PERFORMANCE 

lrnponarce - Sotlllee1kln Rating 
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II ~~_, ... ._....__1 

' I 
( I - Unlmp... Vdlut, &-- E.1·tr lfriQo , VM-~ 

1- PROOUCT PERFORMANCE 
lmportAinoe - Sotlatoc11on Aalt'IQ 
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allo\v all rcspomlcnt..., to gath r their 
thought~ prior to the di~cus~ion. This 
step i-; particular! help ul for thO'\ 
who may he ~\vaycd or drO\vm:d out 
by more uggrc~sivc rc~pondent:-.. 

F r exumple. 1-igurc I show~ a 
mapping que-;tionnairc us ·d t< gather 
resp ndent importune and sati . fac­
ti n rating~ \:vith three major cle­
ment~ f cu. t m r sat i. fa ·tion. At 
the eginning of the gr up. CU'\tomcr 
-;upport d ~ment~ (product support. 
customer admini~trativ o.;;er ices. 
and product p ·rformance) are de ­
fined and re . pondent. are ao.;;"ed to 
plot th ~ir s;.Hisl'a ti nand th impor­
tance of ·ach dcm ~nt to th ir par­
ticular operation. 

The discussion - Pri r to the dis­
cus~ion. rcspon-;c~ can he plolteuto 
pre~ent both overall group con~en­
. uo.; and utlier rc'\pon~ ·~. The dis­
cu .... sion then f u. ~on the motiva­
tiono.;, n do.;; and applicJtions hchint.l 
resp ndent hoic ~. 

Figure 2 . ho\ s the r ~ult~ from 
the group. Typically. I will pl t the 
fecdbac" for all t o.;;ee and use the 
rc~ult~ a~ a uiscus. ion ~tart r. For 
example. the re . ult. show: 

• hiah importance uta wide range 
in sati~faction for product supp rt: 

• administrative service~ ar le · 
important but the group·~ ~at is fac ­
tion level is both hi~hcr and more 
consist nt; 

• finally. t\vo mcmh ·rs ofth group 
appear to have distinctly different 
level. of . ati . faction with product 
perf rmance. 

J ·v found th visual feedback to 
be an imp rtant fa iIi La tor that adds 

n:iderahle value to the O'roup di ·­
u i n. 
Implementation - As part of th · 

quality fun tion d ployment process, 

continued on p. 36 
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S xual harassme t 
n ws has changed 
men's behavior 

As awarene f the potentially ca-
re r-derailing hazards of s · ual ha­
ras ment hn incr ased, flirtatious 
a ti itie in the American offic ·have 
dimini. hed significantly. A sur ey 
by hilton Research , Radnor, Pa ., for 
Men's Health ma1.1aLinc indicates that 
a majority of m n (66%) are more 
~areful ·tbout \ hat the say and do 
an und f ·mal ·co-work rs as are ult 
of the r c nt pro! i feration f n \V • 

about s uul haras . m nt. The tete­
phon survey f 500 m n, nducted 
in January. al re eals that while 

s · ' ual harassment of m n is still n t 
a s ignificant factor in the modern f­
fice, hlack men ar farm r lil-.ely to 
he harassed th~Hl their \ hi te c )­
leagues. N · rly one-fifth f the black 
m n t.JUestion d said th "'Y had been 
se ually hara ' eel by someone in a 
p ·iti n or power over th 'Ill. nly 
3C/c f \Vhite men reported . UCh treat­
ment. 

ln g n ral. men \Vho ar · harassed, 
the survey sho\vs arc unlik ·ly tore ­
port it. Among those qu ·stion d, I Y /r 

aid th y would feel insccur · ahout 
turning in their female CO - \'>" rl-. r. 
Men " ho earn less that $I 5.000 per 
ycar( . 6%)arelea tinclin dt rep rl 

such h havior n th part of a female 

~ 
A G R 0 U P 

390 We t 800 North, Suite 104 • Orem, Utah 4057 
1-800-346-0255 • ( 01) 226- 200 • FAX ( 01) 226-48 I Y 
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ull agu . nly 5<'/c. uf tho'ic que'i-
ti n d earning bctw en 35.( 00 and 
$49,000 a year said they would fed 
insecure about r ·porting hara'isrncnt. 
However, 17 Cfc or those earning over 
., 50.000 annually :-.aid they would fc I 

insecure about reporting a female co­
\Vorl-.cr for sexual haraso.;ment. 

Among. m ·n who r port d that th y 

had hcen se\ually hara:-.o.;ed, 50 o/c f 
tho~c between the age~ or . 5 and 54 
;;aid they had rep ned the incid nt to 
~omeone in authority, while only 35''k 

of tho. e age i I X to 34 said th y had 
blown th \Vhistle. Notably, two-third . 
oft he black men who reported having 
been hara~s ·d said they reported the 
behavior to \omconc in authority. 
Only 3()C/c of the whit· men in the 
same category said they report ~d the 
incident. 

he surv ·y results indicate that 
black m ·n (7Y 9~ · ) arc more lik ·Jy to 

report greater caution about what the. 
say and do around the offi e than 
'Nhitc men (6Yk:· ). Murried men (4Yk ) 
are m r lil-.ely to report being ~e ·u­
ally hara~se i than unmarried ne:-. 
(3Y'k· ). nd '>OUthern men (50 o/c ) are 
more Iii-. ly than men in th rtheast 
(_5 ;f. ) to r port ~ ual hara'>sment. 
M n in th We~t (_3 o/c ) \V ulcl reel 
m st insecure ab ut reporting a f·­
mal co-\: orl-.er I' r se ' u<ll hara')s ­
ment, \'-''hile men in the Midwest (I ;f ) 

would feel the lea'it itH cure< bout it. 
The nt:v.·s about sc ·ual haras:-.ment 
ha~ had the greatest impact on 111 'n in 
the \Vc'it. \.Vherc 72cy,, said they arc 
more careful about what they say and 
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d ar und femal e co-\vorkcr"i . For 
more informati n call Pmrick Taylor 
at 215 -967-g621. 

Auto, vacat ·on ads 
prov most popular 

When it c m s t gellin g the atten ­
tion f on~umer~. a i" for cars and 
travel \Vin because th y 're interest­
ing and inf rrnati e. nd the phe­
nomenon applies to b th t I vision 
commercial~ and maga7ine ad~. ac ­
cording to a ~urvey c nducted by 
Roper tar h Worldwide, 
Mamaroneck. N.Y. 

As for entertainment valu . TV ad" 
for ~oft drinks ami ra~t rood triumph, 
as do maga1.ine ad~ for . oft drinks 
and vacation spots. d~ for feminine 
hygi ne products <ret the\ orst marks. 

Among TV commercials for prod­
u ts in _o cat uori s ranging from 
headache remedies to cold cer al ·. 
th : f r automohi I 'S (_ 6ck ), vaca­
tion d ~tination~ (. 5%) and travel 
~ ervice . . uch as hot Is , ·ar renta ls 

and airline" (_j% ) are nsider d 
interc~ting and informativ by th 
large•·il number of p 1 . Th mo~t 

entertaining commerciab. ac ~ording 

to the surv ·y, advertise ~ ft lrink. 
(36%· ). fa~t food (31 o/r ) and athletic/ 
running shoes (26£k ). 

Opinion~ about print ad"i arc . imi ­
lar, \\~' ith ad~ for automobile~ and va-

ation destinations (37 o/r each) ~et ­

ting top marks for information. and 
those for ~oft drinks(~ 7Cfc ) and vaca­
ti n spot. (lock ) ·arning top ratings 
f rent rtainm nt. (Respondent~ were 
asked about print ads for products in 
19 ~ at g ri s, most of them the sam· 
at gori ~a~ were use I to uauge V 

c rnmer ial "·) 
Th Roper tarch . urv y is bused 

on a national ioiamp le of _,006 men 
and \Vomen. 18 year~ ld and lder. 
Respondents took part in face -to-fa e 
inlcrvi '\i " in their own h m s. 

Advertili ment~ r r pr du ts in 
other categoric~ fared !e. s well in the 
public ey •. urvey re, ult. in i ate 
tha t few p ·ople think commercial 

f r feminine hygiene products and 
deodoran t!'. arc inter sting and infor­
mativ · ( I I % each). Th pu li deem , 
ommercials for computers (7C'k· ) and 

feminine hygiene products (5C'k· ) the 
lea t entertaining. 

Magazine ad that fared poorly w rc 
tho for household c leaning prod­
u ts and liquor, each of which was 
con~ider d int r , ting and informu­
ti ve b ' n ly 67c of the r spondent~. 
Th least ent rtaining print ads arc 
for feminin hygiene pro lu ts (5 % ) 

and cigarett , (6% ). 

The R p r Star h . urvey also in­
quired abou t th t pe fad pe pie 
find in bad taiite. Th large t numb r 
of people named comm r ial for 
feminine hygiene produ t'i (39 7c ), 
vvhilc h ·cr ·ommercia ls (_2%) \V re 
the second mos t fre4ucn ll y cited. Th 
mall ~t number of individua ls think 
ommercials for vacation d ·s tina tiun, 

or trav I se rvices arc in bad taste (2C'tf, 
each). -eminine h gicne print ads, 
like TV commercia ls. arc ct nsid r d 

continued on p. 31 

How To Find 1he Best Deal 
On WATS Interviewing. 

The high ·o:t.· )f t I phon interviewing getting you d wn? 1/ H/ R R sear h Group an help - with the 
high st quali ty, l w ~ t pric , and b ·t r ic a ailabl anywhere. 

• 75 line national coverage 

• 50 Ci2/CATI tation 

• On ti11ze re ult 

• ertified interviewers 

• Highest quality 

• Low price 

. ay if. ur n-g 
n happi rare th 

• Project bid in one hour 

• On/off prenli e tnonitoring 

• tate-of-the-art technology 

Ify u'retiredofthe ·am ld:onganddan ,gi e i/H/RRo ·earch roupacal l. W ' lima . ur y urjob'. 
d n"' right and at a co ·t you c n liv with. 

1/H/R Research Group 
Quality Marketing Re earch That Wor.ks. 

4440 S. Maryland Pkwy.- Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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The followin{r appointment · and 
pr mo tions hav heen made at :mcy 

Lrxw ssociate Inc., Ch vy hase, 
Md.: Barbara Stcinwurtzel has 
join d th' firm as vice pre:ident, r -
s arch~ \Vayne p I ha ign don as 
r ruitm ·nt sp c iali st; Rich Hlevin 
has b • ·n promot d to vice pre ·ident, 
financ ~ Paul Bohne ha been named 
ad rti · ing and dire t re ·p ns · man­
ager; Patricia Kauffman and . u. an 
Lopez Mele ha e b n nam ·d s ni r 

r muted to s ·nior a 
my Rakowski ha~ b 

to associate. 

untant: anu 
n prom t d 

Susan Richard ·on ha . j ined the 
Seagram Cia ics Wine ompany. 
Rutherford, 'a li f.. a~ pr duct man­
ager. She wi II be re p n ible for the 
company· . M nter y Vineyard line 
and its new produ t program. 

' haron Mutter , a c li ent s rv1 
a . .s iate : o landa Kear. e has heen r pre en tati e ·or D 11a. 'ource, In ia-

--r-- --
: Are You Still Paying o 
• De ographic Reports? 
I 
I 
I 
I 

I 
I 
I 
I 
I 
I 

vvith Mark tPro. 

MarflclPnf Metro Edition ............. 4 9 
Ma helPro" tate Edition .... ..... ...... 9 9 

Ord r today, or all for a free demo di h: 

1-800-533-7742 
MARI<ET 

PR®M 
--
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napoli . , has h en in~talled a pre i­
dcnt of the Marketing Re arch 
s~ociation ·. rrent Lak. · haptcr. 

\\' illiam \V. Royd and Larry 
Laba ·h have b en I ct u to the board 

La bash 

dire tors of Market FaCis Inc., 
rling:ton H ·i 1 hts. 11 1. B hair-

man of tcrlin' Pl umbing r up Inc., 
Rolling adows. 111. Luba h i · a 
senior vic pr sident of Mark.et Fact~ 
anu manages the large. t I i nt er­
vic ·unit in the ompany. 

Am~· Blonder has become a part­
n rinNewman - 'teinlnc .,Nc\: York. 

a mem cr of the company' . s -
nior managcm ·nt group, Blonder will 
c ntinu t be rc~ponsihl for project 

continued on p. 47 
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Healthcare ommunication · Inc .. 
Princeton. .J., ha · formed etcr ina ry 
~ommunication Inc. V I will per­

ate as a separate di is ion and wi II . pe­
ciali.t.e in promotion re'>carch related to 
veterinarians and th atll - and \Vine­
producer market~. ~alvin .. al" Probst. 
who founded the animal h alth studie 
divi~ion of H L ha. b n li en. d t 
continue and expand . tudie~ t mat h 
the n ·eds of these highly sp ialized 
mark 'L H ·will still operate ut fthe 
II I offices in Prin eton. 

T o ta l Resea rc h o r poratio n , 
Princeton. .J .. ha. . igned a letter f 
intent to acquire Kapul r Mark ting 
Resea r ch In c. KMR). rlingt n 
Heights, Ill. nder th t nns of the 
agreement, ~ tanle Kaput r, current 
president of K R. would head up th 
Kapuler Marketing Rel)ear h division 
of the comhined companies in addition 
to becoming a senior vice president or 

otal Research . Kapuler Mar"-eting 
R sear h w uld b om a '>llb">idiary of 
Total Research. and th c )fl1bined en­
tit would have annual r enue'> in ex­
ce~s of $17 million . The a qui . iti n 
would b~ for a comhinution of a. hand 
n~'>tricted stock. \ ith a tw - ear am­
out paid in r stricted sl ~ "-. At pr ss 
time, the scheduled lm.ing darer r the 
ac4uisition was Mar h . I. 

lna . eparntem ve.th 0 lphi Group 
of otal Research Corporal i n has 
named the si memhersofits alliance of 
specialists that provid quality improve­
mentclientswithdata-driven.cu. torn r­
focused solution"i for pro ss nhan e­
mcnt and culturnl chang . Memb r-> of 
the alliance arc H "il Pra li e-; 
Benchmarkinu and Con)..ulting ln .. 
Lexington, Mass.; EXLGroup, Na hua. 

.II.: The Gcncve Consulting iroup. 

April1994 

Barringt n. Ill.; The Pace. tter roup, 
Princeton, N.J.~ Total R s arch orp -
ration. Prin t , N.J.; and Wm. M. 

hi mann s. O'iat s, omervil le, 
.J. The al liance is designed to expand 

the s op of 4ualiLy nnnagement s r­
ices •ach company can offer its 1 i­

ents. 

it-bas ·d Crimmins Forma n 
arch Inc. recently op ned 

tw n w faciliti :. On· i: a high-tech 
f us faci lity and office compte in 

outhrield. Mi h. Th · other, called 
.on. um r Research Center. is a 2.000-

squar foot mall faci lity at We. tland 
all in W •stland, Mich. The new f-

fice . j in th compan 's isting fi ld 
fficc in athrup Village, Mich .. and 

mall faci lity at Wond rland Mnll in 
Livonia. Mich. The company says the 

e pan ion mo es have in rcas d it: 
mall. W T r m, fie ld, test kit ·h n 
and f u apabi litie . 

Chicago-ba ed ~ tati tical software 
uppli r ' JlSS Inc. has expanded its 

scope in the Europ ·an market by estah­
li · hing a full O\>vn •d subsidiary in Paris 
(B ul gn - Billancourt), ranc . Th 

rdinated with the relea. e 

THE WINNING TEAM 
FOR 

CONSULTIVE MARKETING RESEARCH 

A\%. (f ~'/1 

Over 47 years of combined Front line Success 
• Full Service Research 
• Qualitative (Focus Group)/QQPS/Quantitatlve 
• Populations: General/Asian/Hispanic 
• Management Support Services 

..A..L SIS/ 

R.E EA.RC~ LIIVIITE'D 

4655 Ruffner Street • San Diego, California 92111 
(619) 268-4800 • (800) 998-4801 • FAX: (619) 268-4892 
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SRC plans survey of 
U.S. Colombian 
population 

Miami-ba ed Strategy Re · ar h 
Corp ration ha been award ·d a con­
tra t t produce th · 1994 Market 
Study f . . olomb ians- the fir t 
stud of it kind. The purpose of the 
study i to de elop a demographi 
and att itudinal profile of th U. . 

olombian community and to pro­
vide information on the best ways to 
reach it. The tudy is partial ly under-

writt n hy a grant pr vided by th 
ol mbian gov ~rnm nt t th 

l mbian Accurac Proje t, an a o­
iation whos memb r · in Jude o­

lombians curren tly re icling in the 
nited. tat s wh ar a rive in bu. i­

ne. s and education. It members are 

lombian population nited 
tat . :R will survey 825 lom-

bian living in the Unit d tate . The 
ur ey wi ll include 275 p r onal in ­

terview. in a ·h of th three larg . t 

Thursday, May 5 & Friday, May 6, 1994 

, ll//1//////////lt : Bo ton Harbor otel, Boston, M 

. ,, j)/ 7TH ANNUAL SY MPOSIUM.:::J IJ//flt'J 'I'll W.ll' ' 

th 
1/,lllillll 
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Youth Marl<et 

Bob Skollar 
Joel Babbit 

Margaret Coughlin 
Dante Cirilli 
Larry McVey 

Dr. Valeria Lovelace 
Patrick McCarthy 
Joanna Jacobson 

Joel Ehrlich 
Dr. Gregory N. Connolly 

Amy R. Churgin 

Senior V1ce PresidenVCreat1ve Director, 
Grey Advertising 

President. Channel One 

President. Cone Communications 

President. Grolier Direct Marketing 

President, Thorn MeAn 

Vice Pres1dent. Sesame Str et 

Group V1ce President. Ocean Spray 
Cranberries 

Sen1or Vice President, Converse 

Sen•or Vice President, Marvel 
Entertainment Group 

Director, Tobacco Control Program, 
Commonwealth of Massachusetts 

Associate Pu lisher, Seventeen Magazme 

For Information, Please Call Karen Forcade At: 
617-720-6060 or Fax: 617-723-1254 
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olom ian market : ork, i-
ami and Lo · ngele . Ba. don e:ti­
mat ·s, th se thr mar ' et mbin d 
represent 48% fall .S. olomhi­
am •. The f II wing inf rrw lion areas 
arc curn;ntl e p ted to he included 
in the que.sti nnair : demographic 
profit , attitude~ ah ut olombian 
heritage. languaee patt rns, media 
us . ~hopping pau rn /pr duct usc, 
own ·rshippatt rn . rfurth r infor­
mation. contact ick Thomas at . 05-
64. -. 55 . . 

Washington 
Resea cher off rs 
semtna s 

Washington R .s ar her . td .• has 
. h duled its 19 4 :pring eminar 
eries in Wa. hington. D. . The f ur­

program series will pr vide attend es 
with intelligcnce-gath rine- and analy­
sis t • ·hniyues . p ming topic . and 
lat s arc: llov.' t Find Information 
About A Y ompany. pril 6 -7~ 

Practical ompelitive Ann lysis Tech­
niqu ~. pril : Ma · imize "le tronic 
. ource.s ofBusin ·~'i lntellig nee. May 
IY: How to ind lnformati n bout 

nits and Pri ate C mpu-
20. or m r inf rmati n 
lien 'Kane at _(L-333-

Clar"tas to ho t 
conference at Di n y 
Wold ·n May 

Th Fourth nnu:1l larita.s Preci ­
sion Mark.eting C nf r nee . to he held 
May 1-4, 1994 at Disney World in 

rlando, Fla .. \ ill featur marketin g 
exe utivcs and ex rl"i fr m a variety 
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o · industrie . plu: more than SO smaJI­

group break out sessions. The small 

group · cssion~ will e plore precise 

solutions to marketing challen1.1es in 

the automotive industry, hanks and 

insurance marketing, direct mail, ·lec­

tronic media, newspapers, retail and 

market segmentation. The th me of 
the conference is "solutions in ac-

tion." General sessions will featur 

sp ak rs from a vari ty of disciplines: 

Ruth Otte. presid nt of Discovery 

ommunication , will talk about the 
cable industry; Brian Owen, pr si-

dent and EO of Map lnfo, will di -

cuss I technology~ Marthn 

Farn worth Riche, director of poli y 

studies at the Populntion Reference 

Burenu, will peak about emerging 

demographic trends: Cheryl Russell. 
vi e pre id nt f th ev.: lrat gi . l, 

will talk about baby boomers and her 

new book. The 1\1asrcr Tren 1: Michael 

ullivan. pre ·id nl of i hael 

ullivan 'Associates. will talk about 

the senior market; Watts Wacker. 

managing partner with Yankelovich 

Partners, will discuss current con­

:umer attitude and belief ; and 

Michael Weiss, author of The lu -
terinx r~f America. wi .ll talk about his 

new book, Lati!Ude and Atfiwdes: 
An Atlas of American Taste, Politic . 
and Pa ion . 1 he regi trution fee for 

the three-day con erence i 645. For 

information call Flo Saforo at 703-

uti liz ·din this syst ·mallow dynamic 

r lationship analysis of consumer and/ 

or business prospe ·ts that tnnscends 

the traditional household income or 

SIC code as a s lection criteria. For 

mor ·information, contact urtis Ruf 

at 13-782- 5 4. 

FAQSS Guide released 
by Optimum Solutions 

ptimum . olution. orporation 

has published a new 16-page guide 

called Th AQ Guide to Auto­
mated Data Cap1w·e Technology. The 
guide provides an in-depth e plana­

tion of the AQ automated can­

ning y tern. The FAQS canning 

system convert raw data into u able 

information. Unlike "bubbl -type" 

canning y tern . F QSS ha virtu­
ally no format re triction . It can an 

any format. any pnper, any que tion 

- which allow urvey to be infor­

mation-driven. not form- pedfic. 

continued on p. 43 

We're tra ·ned 
to focus 

your attention 
in the Bay Area and all of orthern California 

739-3173. ~~~ 

Ruf debuts new 
rna ket segmentation 
system 

Ruf orp., l:lthe, Kan .. ha intro­

duced it Principle lnterreJat d Cat­

egory tali lie (PIC ) ystem. PICS 

i Rur ~ n w bu. iness -to-consumer 

and busines · ~to~busiJ e. s market seg­

mentation system. It uses int ·rrelatcd 

category . tali . lies to ·eparal cus­

tomer data into accurate segment cri­

teria, whi ·his used to target potential 

cu . lomers. PI is a dccision-sup­

portt()( l,dcv ·lopedloaugmenLRuf's 

mathematical modcJinu and cluster 

market segmentation systems. , he 

·conomctric modeling compon nts 

April1994 

-~- .....___/ 

• Two pacious focus group rooms 
with vi wing room and on -way 
mirror 

• tate-of·thNrt audio and \'ideo 
quipm nt 

• Compler 1 t kit h n with one-way mirror 

• Central telephone bank 

• Quality recruiting and interviewing 

Main Office: 934 horepoint ourt • Alameda, CA 94501 

5 0-521-6900 
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Pine Company's 
new optical . . 

scann1ng serv1ce. 
Now cost effective 
for smal l samples. 
Whether your ample size is 500 

or 50,000, Pine ompany has made 
optical scanning a technological 
ad antage you can't afford to pass 
up. With data entry at peed up to 
one hundred time faster than key­
punch, the co t benefit fo large ur­
veys i. o vious. Now Pine ompany 
make it possible for ·maHer studies 
to benefit from optical scanning. We 
can ignificantly impro e your urvey's 
accuracy and turnaround time, too. 

Because these days, more than ever. 
time is money. 

We've added optical s ·anning to 
our in-house full-service capabi lities 
because it makes enormous scns . 
With every tep of your data proce -

ing under one roof, y u have greater 
control and confidence. 

To see the benefits of optical 
scanning for your next survey, ju ·t 
fax u · a page from the questionaire. 
We ·u how you what it looks like in 
cannable form. And with a follow­

up call, we'll review your potential 
saving · dollars, time and accuracy. 

PINE 
C:C>IVIP.O.. V 

Data Proce ingfor Marketing Re earch 

1607 16th treet 
Santa Monica, CA 90404 

(800) 969-PINE • FAX ( 10) 45 - 969 

coding • optical scanning • data entry 
tabulation • multivariate analysis 

presentation graphics 
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Con tructing a new nam 
continued from p. 7 

"A llentown" name seemed to he we ll 
recogniz d and re:pected within its 
current mark t. At th same time, 
"pu mps and guns" ·tre v.:hat the ·om­
pilny mak s and market:. A cord­
ing ly. the company n eded to he as-
ociated \l ith these new produ t: 

rath r than th "pneumati gun:·· 
which no longer repres nted the 
company' . principal product line. 

Thus. Allentown Pum & Gun was 
introduced to the 1 arketplace on Janu­
ary 4 at th is y ·ar·s World of Con­
cre te. the industry's major trade show 
and exposition. 

Research showed that national 
awareness of Allentown Pneumatic 
JUn was relatively low compar ·d with 

major competitors. ~ewer than half 
( 46%) of the ontra tor. surveyed 
tr d ever h ard f 

the dominant force in the market ­
place. consi:-.tently received higher 
ratings than Allent<nvn for perfor­
mance in such key areas as parts avail­
ability. s rvic and t ·hnical supporL. 
and overall performance. The con­
tra tors' posiriv assessments on these 
fa tors are extremely important to the 
company's overall image. hecause the 
respond nts rated the'\e .-am factors 
a~ ry important in their . le tion of 
pump suppli rs. 

..We wer particularly plea. ed \Vith 

en ow TM 

PUMP&GUN 
Dependable Under Pressure 

tho:-.c rc . ults:· Roberb says. "They 
reinforced our belief thnt there was 
suf icient opportunity to move ahead 
with our plans for growth and xpan­
sion in the market for concrete 
pumps.·· 

I rong demand 
Of ual and perhaps greater value 

Allentown Pneu ­
matic Gun, and 
only 5 CJc . pecifi ­
Cillly mentioned 
A II n t \V n P n u­

mati run as a 
company that came 
to mind in associa­
tion wi th \\iCl-pru-
·ess pump manu­
facturers. Addi­
tional! '.more than 

half of the respon-

On ifthe"zo timportant on lu ion drawn 
fr rn the urvey »a that there i~ a stron but 
untapped denzandfor llento~n's new all­
purpo ''pump. Mor than rn'o in very five 

ontractor (42o/o) aid they would be very 
(190ft.) or sornewhat (2 ~)likely to purcha e 
·uch a punzp for their re pe tive ompanie 
om time during the next three year, . 

dents \Vere unable to identify the kinds 
of products the company makes. Fur­
thermore , awareness levels of the vari­
ous pump manufacturers reflected 
their respective market shares. 

Results a lso demonstrated that 
Allcnlo\vn Pneumatic Gun had a good 
ov rail reputation among contractors 
who had exp rience with the com­
pany. Only one other manufactur r. 

v .. ·· a:-. the marketing data obtai neLl . Part~ 
availahility. service/technical support 
and reputation for performance. the 
4.1tlrihules on \vhich Allentown re­
ceived high sco res. were ratetl most 
imporl'lnt to users, whik price. dis­
lrihution and delivery were of ksser 
import a nee . 

One of the mo. l important conclu­
'>ions dravvn from the survey \Va'- llnl 
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there is a ~trong but untapped demand 
for Allentovm ·-.; nev ... ··aiJ -purpo-.;e" 
pump. More than two in ev ry five 
contra ·t rs (42 c./c ) \aid they would be 
very (I c c1c ) or sume"vhat C2Y/O likely 
to purcha~c ~uch a pump for their 

cha. e. reaffirm d lien town'<.; confi ­
d nee in the pump it had developed 
and facilitated the company's deci ­
~ion to rnake it;.; new P- 10 the foca I 
point for pr luct prom ti n in 1994. 

respective companies sometime dur- Made the right move. 

pany that introduced gun ite to ·on­
slruction launched a new chapter in 
it~ already lengthy hi t ry un ler the 
nev .. · name - Allentown Pump & Gun 
- \~' ith an e, paneled product line. The 
company i~ confident that increased 
sales a~ \ovcll as fo llm.v-up researc h 
will prove it made the right moves at 
the ri gh t time. I.J 

ing the next three years . hal type or Armed \Vith the \L1pportiv data ob­
pump \vas more appealing to con- tained by -.;ound research. the com-
crete contractors than to general con ­
tractor-.;. The concrete contractors ~aid 
they were ~ignificantly more likely to 
purchase one or more for their com ­
panics . 

lnterestingly.thc likelihood of pur­
chasing an all-purpos pump varied 
according to whether or not the ·on­
tractors had hear I of Allentown . 
Among the contractor\\ who were 
~nvare of the company. 3 J c~c: ~aid they 
\Vere v ry likely ro purcha-.; whi le. in 
contra~t. on ly IO o/c of tho~c unaware 
reported being lik.ely to mak a pur­
cha · within the ne ·t three y ar~. 

Th r lativ ly low av·,..arene-;~ or the 
availability of an all -purpo~e pump, 
coupled \'l·· ith the likelihood of pur-

Successfully Serving Clients Since 1982 

TI-l~ 0Ui;6TIOH o~Op, inc. 
2 60 N. Santiago Blvd., Suite l 00 

Orange, Califomia 92667 

Phone: (714) 974-8020 • Fa : (714) 974-6968 
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GROUP DYNAMICS 

• Conveniently located in Orange 
Coonty. 

• We now have two spacious focus 
group rooms with state-of-the-art 
audio/visual equipment . 

• Separate client lounge. 

• Extensive database guarantees 
clean, honest recruiting. 

• All phone wor:k done on site. 

• We also ofler special expertise in: 

./ Telephone Interviews 

./ Pre-Recruits 

./Mystery Shopping 

./ ocation Studies 

./ Car Clinics 

./ Store & Field Audits 

./ becutive/Medical Interviews 

./ Convention SeNices 

For more Information or a 
brochure call Ryan Reasor 

WHICH LOCATION IS IDEAL FOR YOUR NEXT QUALITATIVE PROJECT? 

BALA CYNWYD, PA 

• "City" Consmners 

• Expertise in Medical/Health Care Recruiting 

• All Purpose Room With Observation 

• 4 Focus Group Roorns/Client Suites providing 
privacy and comfort 

• Founded In 1981 

• Brand New Audio VlSual System 

VOORHEES, NJ 

• ''Suburban" Constuners 

• On-Site Phone Room Recruiting 

• Commercial Test Kitchen 

• 2 Multi Level Ob>ervation Rooms Seating 
25 In Comfart 

• 20 mirrutes To Downtown Philadelphia 

• DesJgned By Qualitative Consultants 
(Opened 1992) 

BOTH FACILITIES: 
OWNER/OPERATED FOR PERSONAL SERVICE • 35 ~FROM PHILADELPtUA AIRPORr • FREE PARKING 

CALL (800) 220-1011 FOR BROCHURES AND INFORMATION 

April1994 
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RS 
' 

MARKE 
RESEARCH. 
First Market Research helps 
its clients "get the facts" with: 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• National telephone inter­
viewing -paper & pencil or 
computer aided with 
remote monitoring 

• Special expertise in: 
business-to-business 
high technology 
consumer research 
health care 

• Multivariate analysis & 
affordable conjoint designs 

The common-sense comma. 
It turns our name into an agenda. 

1-800-FIRST-1-1 
1-800-FIRST-TX 

First 
Market 
Research 

121 Beach street. Boston. MA 02111 
(617) 482-9080 

2301 Hancock Drive. Aust1n. TX 75756 
(5 12) 451-4000 
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Customer retention 
continued from p. 9 

urance poli y, and an th r rna ell 
that indi idual' children an aut mo­

ile in uranc p !icy. All of the com­
panic re earched tra k ret ntion 
regularly. 

F r it part, FUHE e ploring 
the po · ibility of introducing a sur­
vey f cu tomer · who pay off their 
mortgage t determine wh ·thcr the 
pay ff wa · ontrollable or du' to a 
management or pricing issue. 

urrently, HE has s ·v ral sur-
v ys in pia ·e, such as a quality ·us­
tomcr s ·rv icc surve , an ongoin cus­
t m r sur c , and a surv y of non­
tak r. those who ar approv d f r u 
mortgage but who don't use 
F HE ). They s ·r e as 
· H 's primary gauge of 

how it is m eting it com­
pany prioriti ·: cu"tomer at­
isfaction. employee nti fac­
ti n and I ng-term iability. 

Mo t profit a ble cu tom rs 
main g al of FUHE ': 

u torner retenti n tudy was to dc ­
termin trategies for kccpin 1 the 
m st profitabl ·custom ·rs. he study 
u ·ed various m ·asurcs to ·alculat 
cu:tomer r ·tent ion rat s, the length 
of time a customer ke ps their 1 an 

pen (customer duration) and the rrof­
itability of various custom r group ·. 

rom the :tudy, sev ral cu t mer 
profiles em r J d whi h rene t dif­
ferent duruti n and profitnbilit 
threshold . nee the e profile · w 

. tahlish d. th finnn ial impa t 
keeping u tomer I ng r was de 1-

ped. The e profile wer based on 
the av rag I an lif " p clancy. 

Yariou dem grnphic factors' cr · 
analyL d t determine th' effect on 
I an duration. Aft r analyLing many 

fthe mp nent ·,the ones that ~tood 
ut a · ha ing the largc~l imra ·t arc: 

• In me - aggr gate i ncomc pre­
:ent d b the custom ron th ir loan 
application· 

• Loan sour ·c-th sourc ofbu:i -
ncss that r ferred H ~ the J an: 

• Mar ct value - apprais d mark 
aluc of the hom·; 
• Profession type- j h :latus: 
• Mortua · ype - mortgag po~i ­

tion (r finance of fir~t m rtgage r 
second mortgage); 

redit history - redit rating at 
time of appli ati n; and 

• Loan ~ize - am unt f m ney 
that the cu~tom r )Orr \ ed. 

This information wa u ·ed a a ba­
sis f r building u · t rn r profiles. 
whi h were dev 1 ped b I< bulating 
the abo e data bn eel on ari u loan 
lif thresh ld . n e am le 

tw ·en one and tv,r year . . F ur cu -

to mer profi I . -.: ere defined ba · cl n 
dem graphi d. ta obtained from the 
3_ ,000 u t m r v ho paid out 
(I edth ira · unt ·)bctw·en 1991 

and IC93. 
They ar : 
Pr file L: TheMobile,A.If7uem us ­

tom 'r. Thi · custom ·r has th' high sl 

in m . mnrk t alue and loan amount 
and is g·n·rally a \Vhit - ·liar pro­
f·ssional. he loan life i: under two 

cars. 
Profile 2: The 'areer A cendi11g 

Rll!e 'on ciou 'u tomer . Thi · u ·­
tom r is slightly young r than the 

lass I cu .·tomer \Vith an ns nding 
in ome. mid-range I an amount and 
is a white- or hlu - liar mpl e . 

helo · nlifei bet\~· e ntw t three 
y ar.. 

Profil 3: Tlu! \ 'alae Drin' ll Cus­
tomer. Thi~ u tomer i m . t repr -
. ntativ or F H ·~ p rtfolio. en­

ompa ·ing a broad income ranuc. 
mark t valu and loan amount. Th · 
loan life L bel\J · ·nthrec to fiv years. 
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Profile 4: The Payment /Jrircn tls­

toml'r . Thi uM mer has n lower in ­
corn ,al \V rnwrketvaluc,a . ma ll er 
loan and i g nerally a hi ue -collar 
employe . Th I an life is over fi 
years. 

h · br ·ak.outs ba~ed on ar~ were 
based on the ov rail p r ntage f 
customer~ " ho paid ff within th 
specific time h ri .lon li . l d above. 
Within each time horil. n. uni4u in­
come. mark.et vnlu , loan si7 and 
loan ~ourc ~ ·Ja~sifi ation . tood out. 

he profiles w r u 'edt e. timat 
profitabilit per U')t m r. F r 
ample, th · lass I u~lomer') had th 
low st loan I if· e pectancy but be­
CaLL e th • averag loan ~ize as i ­
ated with thes customers wa. high-

'he study found that (f 
FUHEC kept all 
u ·tomer lvho paid out 

111 199 one month 
lon 'er, it ·would hale 
arned 1 er 750 000 in 

net inter t income 
annually . If FUHE 
increa ed it r t nti n 
rat by one percent it 
wo uld nzean an 

ad titional two month zn 
net intere t inconz , or 

v r l . n1illion. 

est, the profitability impa t f keep­
ing the') cu l mer-, I ng r \Vas hi Jh ­

e~l. 

verall, th ')tlldy r unci that if 
-UII k. ·pt all ust m r wh paid 
out in I 93 one month longer. it \vould 
have earned over 750.000 inn t in ­
terc~t income annuall y. Jl' F HE -. 
increased it: retention rall:') by on 
percent it \vould mean an additi nal 
two months in net intcrc~l income, or 
over 1.5 million. 

April1994 

S)'nlhe. iz ing information 
nc • F liE 's ret ntion rnt wa 

d ·ri cJ, vari u ' fa tor that ontrih­
utc to rctcnti n rat were anal z d. 

hcsc hctors \V ~re: offic age (how 
I on,,. the offic ha~ b n p n , mar­
ket values. mortgag · position (refi ­
nan of first mortgag r e nd 
mortoagc). lc cl of ran h per ' nnel 
e perience, and market size. 

Mark t size. branch · p ·ri nc ~ nd 
market alu ·shad the large ·t impa t 

on retention rates. Marke t size ha a 

larg · impa t n retenti n rate b -
cause it is an ind icator of h w om ­
pctitivc ariou market are. F H 
dis ·overed that in larger mark t area 
retention rates tend ·d to b I wer. 

sing info rmation fr m the tudy, 
a f rmu la wa · d rived to giv pera­
tiona l managers a" orking me thodol­
ogy to integrat r ·ten t ion data and 
a ll ow them to dc termin \i h i h 

branch ha e high and low r"t ntion 
rates and dev lop strat gie f r im­
prov rnent. or e ample, one of 

sers Sorkln-Enenstein 500 North Oearbom Street, 
Research Service, Inc. Ch icago, Illinois 60610 

Telephone (312) 828-0702 

SERS' VOLU ETRIC AND PERCEPTUAL 
SHIFTS R SEARCH WILL HELP YOU 
ANSWER TH SE QUESTIO S 
A D ANY ORE! 

WILL MY NEW PRODUCT/SERVICE SUCCEED? 

• How many will try it? Who are they? 

• How many will continue to buy it? Why? 

• 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, SEAS 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.) _ ________ Title ______ _ 

Company _________________ _ _ ____ ___ 

Address _______________________ __ 

City ----------- State _ ___ Zip-----

Telephone ( ____ ---------------- --
0192 
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~ HEC's lu rge~t bran he~. in dina. 
Minn., now has a full -time mpl ye 

who is devoted to manae-ing payoff~. 
Her w~k i. t retain u ·t m r~ \vho 
are at a high ri . k f paying o il their 
loan and I ~lVing F H 

Re. arch f FU HE ·. portfl lio 
indicate~ that cu t mers payoff for 

a vuri ty f rea n'i. M "'' a orr~ 
are either a refinance in to another 

I an. a refinance into a 
mortgag \.Vith anoth r company or 
a d ision b the customer to sel l 
the property. which re4uire!'. the 
mortgnge t be paid. inn~ U J IE 

r finance~ are not con!'.ider ·d lo:t 
cu tom rs, data deri v ·d from the 
· tu dy didn't inc luu e these ·us tom­
ers. 

The fina l component of the study 
was the compi lati on of a coring 
Guide for Payor Prediction . Th i"' 
mode l takes severa l demog raphic 
and manage ment fa tor su h as 
income, market va lue and mark t 
~ i ze. and breaks them into vari u. 
~coring threshold . . With thi !'. model. 
branch manug rs can develop a 1 re ­
diction of hov/ long th ir cu'itomer~ 
wi ll keep th eir loan \~· ith F H 

II r th data learned in th e CU!'.­
m r retention s tudy wa~ re · ·ntly 

shared with FUHE 's lea lers hip 
team. Th e data va lida teu many 
wid ly -held assumptions and hiuh ­
light"u th · importance of 
pr active ly managinf! re lationship!'. 
\"' ith · ustomers . Leaucr~ are no\v 
using the information to s tr amlin 
th · tro·tl se LLin g process ithin th eir 
res pective area~ . 

ustom r r t ntion has recently 
b en in orporat d into ach leader'-; 

~ P Plan . or perf rmnn uti ine. 
for the ear. Mi ke Blackthorn. co­
ordinator of all the br k r branch s 
(b run ch s that deri loan~ from 
third -party. fee -dr iven referrals) in 
th net wor k, re 1: th at th · u. t mer 
relent ion study hn revea l d vi ta! 
informa ti n about h w he can c -
pe t the branche · in his group to 
p rf rm . "N w that we J...no\v more 
ab ut I an duration. we can he 1 in 

to plan a strategy to better manage 
cu:tomcr retention." . a ~ Black ­
thorn. 

Reports that identify cu~tomcr"' who 
are likely to pay off their loans earl y 
baseu on income. market value. loan 
size and loan . ourcc arc no\v h ing 
ue clop ·d for all of the bran he!'. in 
F I IE ·~ n ·twork. 

Th final conzpon nt of the 

study wa the on1pilation 

of a corin Guide for 

Pa off Predi tion. Thi 

mo i I takes se era/ 

dem graphi ·and ntanag -

mentfa ·tor uchasincon1e, 

market value and nwrket 

si:e, and breaks them into 

\'ariou oring thr hold ·. 

With this model bran h 

n1anager.. an de~ lop a 
prediction ofho'tt lon their 

cu tomers will keep their 

l anl1 ith FUHE 

Ev ntuall ' . F H c· g al is to in­
corporate the sc rin g g uide into an 
automated bran h sy~tem. n win de­
ve lopm nt. whi h will link FU I I 
branch s to the main lTi ·e. fter th · 
. y t m i in place. \ h n an appli ·a­
lion is en tered into the computeri1.ed 
sy t m. a redictcd number of month: 
wi ll be estimated for the life of th·ll 
loan. UII will then soli c it cU!'.­
tom ·rs by mail about six month'\ he­
for it i!'. pn:dicted they \ iI I pa off 
the I( an. Li st. of customers who ha v 
been !'.olicitcd wi ll he sent t the 
branches vvhcrc they wi II al so b c n­
tacted hy phone. 

By u~in g th e . e approach . 
F ll ·an now differe ntial c u:-- ­
tom -r grouping . •t nd ff tivel y 
mana 11C cu!'.tom r re lati nships to 
meet its goa l of ret· ining it mo . t 
profi tuhl e ' U!'.tom rs. I_J 
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Survey onitor 
continued from p. 21 

in bad taste hy the largest number f 
people( . c1r ). Men nnd women alik 
find such ads to he in h<J i la•ne . Ciga-
rcuc and I iquor ad!-. whi hare not 
"hown on TV - ure n~idered in 
bad taste hy over a quarter f the 
public. 

our in I 0 peopl -.aid ilher that 
they don ·r consider TV om mer ials 
for products in any of the _o at go ­
rics to h in had taste ( '2 ,fc-,, a volun­
taryrcsponse},orthuttheyd n'tknow 
( 17r/c) . P r print ad"· the numbers arc 
neurly identical: _7 o/c and 17 ~ , r · ­
spectively . 

Be r ommerciab. however, re­
' ei ved mi ed reviews . ccording to 
th survey. nearly ·qual numb 'rs con ­
. ider them entertaining (25 % ) as tho. e 
who think they arc in had ta . t (2'2%). 
M r rn n than women find them en­
tertaining (~X c;~-. to~ I ct .), whil more 
\~·omen find them in had taste (_5 % to 
I clc ). 

The ~tud wa~ part of a Roper R ·­
p rts ~urvcy. a research service of 
R p r larch Worldwide. ontact 
D borahJohnson at 14-6 -OROO for 
more information. 

401(k) p ans continu 
to grow 

Already among the most popular 
and wiucly used company hen ·fits in 
the United States, -1-01( ) retirement 
saving programs continued their rapid 
growth in I99l. 

By the end of the year. more than 
17 million mericans were partJCl ­
pating in 40 I (k) plans h i ng offered 
by nearly ~09 ,000 com pan ie . . ac ord­
ing to Ace ·ss Research. an employee 
benefit con ·ulting firm in Windsor. 
'onn. The company :-,ays 40 I (k) a:-, ­

s t. ro~ 17% during 1c9~ to -1- 0 
hillion and will more than double in 
th n , 1 five year , urpa · ing l 
trilli n by the nd or the d ·cad . . 

ne rea . n for the growth, accord ­
ing t the company, is the hi1.1h par-

ticipation rate among empl yees. Al ­
mo~t 75 ,/(' f ligihle employ es par­
ticipate in the average plan . c ount 
balances are grow·ing. to . a~ w rl-..er. 
see the hen fits f the plans . The 
a ·count balance fthe typical partici ­
pant is more than $_0,000. with an­
nual contrihuti ns av raging nearl 
.·· 3.000 per pers n. according to 1\c­

ce~~ . 

Mo. t \Vork.er · appear to b • playin1.1 
it afe. guarant ed in stm ·nt op­
tion remains the mo~t popular choic' 
am ng employee..; by a \"-1idc margin. 
In plan" \Vh r a guaranteed option is 
offered. it usually attracts 50(h of ·til 
participant-directed assets. 

Thi pr bably will change, hm -
ever, as a result orr ·cent federul regu­
lations thal encouruge empl yers t 
provide multiple investment options. 
and c · pand d r tirement planning and 
in estment ducati n t employee . 
in Ol(k) plans. 

A cess predicts that ·mall · mpa­
nies \VilJ be re~p ll . ible f rIll 't f 

the growth in the number or n ·w 
40 I (k) plans. The finn forecasts a 50(k 

YOU 
A 

If you buy random digit samples , our 
standard price of a nickel a number can 
really add up to big savings. Like 37o/o to 
68% over your current sampling supplier. 
The best part is there's no sacrifice of 
quality or service. Ask around. We even 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record cod1ng and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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incr ·a:c in the number of small busi­

nesses (5 to I 00 employees) sponsoring 

401 (k) plan: during the ne t five years. 
and a _)% increase in plan fonnation 

among companies with 100 to 500 em­

ployees. aiJ Robert Wudfing a t 20 -
68 - 21 for more information. 

Teens inclined to help 
... kind of 

M st folks iew teenagers a · nasty 

litt le p pJe who like nothing better 
than annoying their elders. Mar Eberly 

' '\J "' . 
·~-.:f:rj 

WI 
THERE IS A DOCTOR 

IN THE HOUSE 

~hlt.1 
D!RIS Health Care Consultants, 
established in 1979, is the only health care 
market research firm with a former provider 
as president ... 

• We speak the lanouage 
• We recognizE the nuances 
• We reach respondents others can1 
. We have a different perspectfve 

I•J~:l.t-1 has done market research for 
major pharmaceutical companies. 
manufacturers of medical, dental and 
veterinary products, insurance companies, 
advertising agencies and inrormation/data 
management companies. We are an 
outside consultant to a number of market 
research firms. 

I•JJ:U1 has done research on products as 
simple as dental rloss and as complex as 
CAT Scans. We have dealt with issues as 
fundamental as office waste management to 
issues as complex as Managed Care. 

lrJJ ~Ji-1 has interviewed specialists in 
medicine, veterinary medicine and 
dentistry. We have worked with 
pharmacists, heal h care/hospital 
administrators, nurses, office staH and a 
wide variety or patients. 

IIJJ:l.t-1 specializes in the lace-to-face 
focus group and we also have extensive 
experience in telephone focus groups, 
one-on-one interviews. national telephone 
quantitative surveys and group panels. We 
have developed and executed international 
studies. 

We are part of the ttgbt knit 
health care community ... 
ou.r clients get moro usable 
information. 

contact: 
Dr. Murray Stmon 

3127 Eastway Drive, Sutte 105 
Charlotte, NC 28205 

phone 704-532-5856 .fax 704-532-5859 
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has reason to bdieve o therwise. he 

Oh io State University psychology 

graduate stud 'nl has completed a study 

\Vhic:h sugH:esls the perception that teens 
do nol hdp uul around the house is nol 

necessari ly ac:c:urale. ller findings, re­
ported in the Journal of Early Adole.\·­
n•nce, indic-He that teens· helpful bc­

havi rs are related lo the quality of the 
parent-adolescent relationship. [n fact, 

parent who were perc: ived as more 

warm toward and accepting of their 

adole c nl hildren rep rt d receiving 
more h lp than par nts who ere per-

eived a · cold and rejecting. 

Mo~t '> tudies on adote ·cents and their 

familie: oncentrate on negative aspect'> 
of the relationship, Eberly says. 1 ler 

' tud . c ndu ted under the guiuance f 
Ohi tate p -ychology a~so ~ iat pr -

fe ··or Raym nd Montemayor, "vas the 
fjr t to sp ciricall ask par nts abou t 
theirchi ldren' un -o licitedhelpfula ts. 

For the ·tudy, Eb rl randomly s -

lected families wi th children in grades 

five throuH:h nine from the enrollment 
list of a central Ohio suburban school 
distric t. To be eligible, both parents had 

to re~ide in the home and the chi ld could 

nol be undergoing therapy. 
A total of 5 amilies, .... l)(Jc of those 

e ligible. agreed to participate in the 

study. hi ldrcn ranged in age from I 0 to 

15: 44 were male and 1 were female. 
Families wen; paid $ 15 for their Lime. 

Eber.!y asked the parents 15 questions 
about their ·hi ld 's inc:lination, ordisin­

c:lina l ion. to offer unsolicited help 

around the house. hildrcn completed a 

questionnair • on their p ·rceptions of 
their paren ts' behavior, in ·Juding how 

much th ~y felt accepted or rejected by 
their parents. 

The stud~ revealed that daughters 

were mor likely than sons to do helpful 

things. Moth rs wer more I ikely than 
fathers to receive h lp. In most cases. 

parents rep011 d kids being less h lpful 

as they gre\V into their mid-teens. This 
makes sense in light of other studies that 

shmv an increase in c:onnic:t between 

kids and par nts as adolescents ag . 
Eberly savs. How ·ver. the mothcr­
daurrhler rclalionshipdidn 't tit the mold. 

Mothers indicated no drop-o tT in daugh­

ters ' helpfulness as the 'iris grew into 
thci r mid-teens, wh ic:h surprised Eberly, 

because the mother-daughter relation­
ship is th ·most contentious durin , ado-

lcsccnc:e. and berly expected act:-. of 
helpfulness to dec:line. 

Eberly found that after adjusting for 
age, the stage of puberty haLl lillie to do 

with helpfulness.e c:epl b ·tween moth ­

ers and sons. Mothers reported that their 

sons" ere generally less helpful as they 
physically matured no matter what their 

age. 
inally, Eberly found that ·hildren 

w·ho fell more ac 'epted by their parents 

were gen rally more helpful. This \ a 

'>pec:iall true f r rather-son and 
mother-daughter pairs. Arter control­

ling f r c. ge and phy. ical maturation. 
ac:c:eptanc became I ·s inf1uential in 
predicting k.ids' helpfulness toward their 

oppo ·ite- · parent. For more informa­

tion call Martha arroll at 614--92-
4973. 

Chasm between rich 
and poor blacks grows 

A new study done by Packaged Fa ts 

Inc.. New York, reveals that the Afri­

can-American market is , to a greater 

degree than ever. divided into two sepa­
rate economic c:lasse ·.The top income 

scrrm ·nts arc making inroads toward 
prosperity, \Vhile the lm.v ·stare falling 

further behind the mainstream. The firm 

attributes the trent! to re latively recent 
attempts to address th ·economic: limi­
tations c:rcat ·d by segreaation. \Vhile 

th poor 'St black: ar still feeling the 
ff cts of years of limited ac:c:css to 

·duc:alion. capital and other economic: 
trampolines, better-orr members of the 

community have been able to take ad­

vantage of the mobility created by 

changes in soc:iely.and they have reaped 

rev.··ards. Pa ·ka 'Cd Facts contends that 
African- meric:ans who have taken the 

first step up on the economic ladder arc 

no .longer limited to the low~sl rungs. 
But other blacks. vvho arc still reaching 

for the first rung, arc watching lhe lad­

dcrhcingpullcd farther and farther away. 
For more in formation call 212.-(L 7-

. 2~~t 

ublic tune in to 
infomercials 

Just a few years ago, hardly anybody 
knew what an infomercial was. Now. 

more than 58£/r of the adult U.S. popu­

lation has \Vatched an infomercial, and 

Quirk's Marketing Research Review 



14% of .S. adults have bought a prod­
uct or service they sa\i in an infom rcial. 
accordin£?. to 'allup & Robin., on, a 
Prin eton, N.J .-based adverti sing and 
marketing re ear h firm . 

Thes r suIts com' from a recent 
Gallup & Robins n survey. hey arc 
ba~ ed on · national probability sample 
of I, '137 respondcnts,over8 %of whom 
had engaged in som direct r sponse 
behavior (e.£?.., bought or sought addi­
tional information from offers recei ed 
in the mai I or through other media) 
within the past year. The 805 parti i­
pants in the sur ~ were culled from 
this group. 

The survey discovered that 
infom rcials appeal to both men and 
'.vomen across all ages and income le -
els. Among people who had indulged in 
orne dire t r sponsc b ha ior recently, 

77% were familiar v ith infomercials, 
70% had watched an infomercial and 
17% has pur has dan infomercial-ad­
vertised product. Rather surprising! , 
men in this group were more aware of 
infomercials, more like I to watch them 
and perhaps ven mor likely than 
women to h<.tve mude a purchas ·via an 

infomercial. A olid rnaj rity of both 
the men and women who parti ipated in 
the urve ( 2% and 72(1/t, re. pectively) 
said they w re aware of inf mercial . 
while 76% f the rn nand 65% f the 
worn n had watched an infomercial. 

ACG 
RESEARCH 
SOLUTIONS 
Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

PHONE: 314-726-3403 
FAX: 314-72S.2503 

Contact Vicki Sevala 

We Offer Both 
Qualitative & 
Quantitative 
Services: 

and 19% of the men and 15% or the 
women said they had purch·tsed a prod­
uct via an infomercial. 

Not :urprisingly, folks in the surve 
und r 50 were more likely t have 
watched an infomercial, but tho e ver 

FREE Videotaping 

Experienced Moderators 

Executive Interviews 

Mystery Shopping. 

Litigation Research 

We bend over backwards to do quality research 

April1994 

oc 

In gymna ti ~ a p rf ct TOr is 10. At Rockwood Re ar ·h 
thal' our goal. too. 

To m k r yo r r rch proj ct i succ ssful. w ·v 
g h r dan exp ri need taff of project manager . ~ u 
group moderators. market re earch analy ts and telephon 
interview rs. Without losing sight of th overall proje t. we 
pot the little. but important detail that ar often overlooked. 

Th result is quality r s arch, on-tim and on-budg L And 
atisl1 d r p t li nt . 

u group room. a 
Bent offices and high -

Ev ry r s ar h dollar you p nd ho ld bri g your company 
th maxim m r t 1m. At Rockwood R ar h w b nd over 
backw rds to make ure this happens. That's th Rockwood 
dif[i r nc . all us today for more information. 

woo 
ounty Road B • St. Paul, M 5 511 3 • 612-631-1977 
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50 showed ~ignificant familiarity \Vith 
the adv rtising fom1al. While X~ ric of 
respond nts age~ 1 to 34 and X4rlr f 
those ~ 5 to 49 reported having wat ·heel 
an infom r ial. 55~ of those over 50 
said they had. Th percentages of those 
who had pur ha d via an infomcrciul 
were roughly analogou. : 18% of the I X­
to . 4-year- I , 19c1c f the 35 - to lJ­

yem-olds and J 4 ~. f those over 50. 
Hiuhcr income al ·o translated into 

more familiarity with and a greater ten ­
dency to pur ha e ia infomer ·ials. Of 
those parti ipant. with incomes !Heater 

BAR CODE 
lor product numb r, 

temtory code, form ID etc. 

0 c R (TYPE PRINT} 
for prepnnted JOb oode. 

order number. form 10, ole. 

CHECHMARK 
for mul pie c o•c , 

ratmg. tru !l f!lse. etc 

than 50. 0 per year. X4c;} indicated 
that they had watched infom rcial~. and 
19% indicated that they had made pur­
chases or infomcrcial -udv rtisetl prod­
ll ts. Qf thos' \Vith inCOill beJOW 
.~30,0 0 a year. t I% indi at cl that they 
had watched an infomercial. while 14lk· 
had mad purchases. 

he ' tudy al~o round that pe pl be­
lieve that the products und . er ic sad­
v 11is don infomercials ar mor inn -
vative than those adv ·rtised on regular 
TV c mmercials. On the ther hand, 

I 

}[ ca tomer u vey 

r.·•~ n:.: ·i,c<l 

"""') ~11'<111 
[~, 

0 0 0 0 0 
~ ' 1 

0 0 0 0 0 
' 4 l 2 I 

0 0 0 0 0 
s I I 

0 1111 0 0 0 
... 4 I ] I 

0 0 1111 0 0 0 
6 5 4 ' 2 I 

0 0 1111 0 0 0 0 
7 I> I ' I 

0 0 D 
7 

rttM1U;MlN~~~~~~~:;;;n;;;;;-;s.:? 
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for name. address. dat • 11m , 
dollars tJnd cents, phone numbers, etc. 

HEADS-UP KET ENTIY 
for comment f1olds 

tMtt1UlQl¢1i ~~~~~~~~~~~~T~han~k V~ou~g)J 
tor stgnatures. pictures 

drawmgs, tc. 

utoData 
Desktop Forms Processing Software for Windows 3.1 

AutoData JJRO II empowers you 
to automate and simplify the data 
collection process. Forms are 
read and the data is automatically 

exported to one of several popular 
file formats . Choose from a variety 
of systems and desktop scanners 
to meet your application needs. 

AutoData System A Windows 3.1 

DLL is Available 

for Developers 

1 0365 West 70th Street • Eden Prairie, MN 55344-3446 
Phone: 61 2/941 ·8180 • FAX: 612/941 -7312 

Toll Free: 800/662-2192 
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to be le~ . reliable, po rer in quality and 
less of a value . For more information 
call Jan· Sherry at 609-9_4-3400. 

Con urn r 
health car 

our on 
debate 

Based on th input of 670 shopp p; 

surveyed during 0 ~tuber and ovem­
ber 199~ . the Consumer Net\vork Inc . 
put to 1eth r Ho11"Conswners Fel'l i\houl 

Ileal !It ·arc Rc:/tll"tJ/. a mar~ ·t fe ·dback 
report. In it. the Phi lad lphia-bascd rc­
~earch company find. that con~umers 
arc unhappy \vith the attitude'\ of Ameri ­
can d< <.:tors toward them and \Vith the 
amounts doctor'\ charge for their s r­
vicc~.ln addition. x p rhaps because of 
these feelin{rs, consumers understand 
very few of the term. U\ed in the health 
·ar. debate (only 27 fl'c or tho~l: "lges . () 

t 49 understand the meaning of "man­
aged car·"). and what"s more, they arc 
not even trying to understand. 

on~umcrs huve tuned out the debate 
for a variety f reason~. They think 
doctors may gel th cum ·-uppancc many 
think. they de~erve. Drug companies. 
"vith their outrageou. prices, may get 
their come-uppance. too. They also . uy 
that the i~ . ucs change too fa"it to follow 
and that · on~umer\ have no control 
o er the out ~omes anyway. Many be­
lieve that price" may actually h' low r 
\vhen th du~t "ielllcs. but in the mean­
time. the d bate doe'>n't seem focu-;ed 
on the is~ues understood by consumer:-. 
\Vho already hav insurance. 

Over O(;f, f the on~umer Nct\vor~ 

shopp r'i Jet v.:een the ages or . ()and 49 
belie that \Vhat the doctors and th 
AMA ar mo~t interested in is protect ­
ing their 0\ n hi gh incomes. L s~ than 
~ <Vic b li ve that doctors arc the b 'it 
thing ab ut Am ·rican medicin or that 
it''> important to end up \Vith a h alth 
care sy~tem that ~eep~ the doctor~ happy. 

Hol1" onsumers FC'l'l ,\holll 1/ea/th 

Care R£j(Jrm abo reports that consum­
er~ 30 I o 49 \ ant h · td th care co'\t re fonn 
but have a s tor priori tie~ that includes 
redu ing c nsumer \v'aiting rim and 
pnp rw r~. as well as rcduci ng the ost 'i 
of drugs and doctor vi-;its . Fc\vcr than 
one- third f re~pondents undcr'itand or 
care nough about universal access to 
c nsid ritapriority . ~ormoreinforma­

tion all Mona Doyle or Charle'i -bner 
at 800-_20- JIJ-t-. 
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Public remain weet 
on fancy ba d good 

Premium ~weet ba!.. d g d~ on­
tinue to he one of th most popular 
way~ for meri till" to sa te thei r . w l 

tee th . and the phenomen n do ~n 't 
upp artocoming t hall any tim -; on. 
The e\) York n. ullinganclre ear h 

I Pprcdicto.;thatr tail<.;ale. 
or premium .· \) e t baked g d, will 
total 7.61 hillionin 199X. 

In I . , retail sales of premium \V t 
Oaked IYOOdS in the nited lateS tO­

taled roughly 5.06 billion . Th mar­
"- ·t ha. grown at a compound annual 
rate of9 .. l}}. since It) Y, \: hen ittotalecl 
ahout _ .54 bi Ilion. Retai I :ale, fall 
~\i e ·t baked goods added up to $14.35 
billion in the United State~ in 1993. 
This v.'a" up fr m roughly ._ 10.7 1 bil.­
lion in IYXY, representing a compound 
annual growth rate f ah ul 7.6%-. 

FIND/SVP f rc ast. that retail -.;al ~ 

or sweet baked good~ will total .. _().49 
billion in 199X, repre'lenting a om­
pound annual growth rat e or 7. (1k· for 
the next five year-.. During the sam 
period sa les of premium sweet haked 

g od. will c limb <l a compound annual 
raP of .5% to reach 7.61 hillion by 
199 . r rnium products w·ill im.:rcasc 
th ir hare f the S\veet baked good 
market from 35.6% to 37 . I%. 

Mark ters have found that ·onsum-
rs are n t looking r( r ncv: last· sensa­

tions wh nth ... y buy . weel baked roods. 
On the ntrary. th ~ want the produ ·ts 
t tast the ame way they al ays have. 
Within thi m. rketing c nl l. it would 
be unwi;;e l p ·ition a product as c ·­
Oli r diff r nl. 

v mJ impormnt d m graphic tr•nds 
are affecting the premium wect bak ·d 
g d mark c The aging of th baby 

m g neration: hang . in fami ly 
, tru ture: and the increa. ingly familiar 
dual -career family. Each fthe~e trends 
ha~ had a p ~ iti ve intluenc on the mar­
k.et r r premium baked g( ods. he only 
thing posing a risk to pr ... mium baked 
g ods' increasing popularity is the con­
lli l lw en health and indulg ·nee. 
Bell r du <Hed and mur~ afllu ·nt con­
~umer<.;. the traditi nalmainsta s fth 
mark t f r r rnium ;;weet bak ·d g{)( d. 
are als th ones mo~t lik ·ly to adopt 
hcalthierdi els, k ping them away from 

ntell.gent 
Marke Analysis using 
the TAP Service 

s\ eet. _ N t . urpri ingly, theref re, the 
leading tr nd "l in new pr du ~ r inlr duc­
tion~ are I \ver fa t content, th ab n e 

f cholest rol or pre ervative. . ingle­
serve pa k.aging. premium or 
superpr mium quality, ea ·y pr para­
ti n and mi r wavability. 

Thr ugh it Entenmann' s and 
Freihofer· , p rati n . Krnft n raJ 

ood: r main the large t play r in 
the premium fre h ee l baked g ods 
market (e eluding ookie ). a c rd­
ing to FlND/SVP. Pepperidge Farm 
Inc. d minate the market r pre­
mium packaged cookie . or more 
information ca ll Jame Dema at 2 12-
645-45 0. 

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

For fnfonnation Contact: 
John Hoeppner 

602-488-9660 
P.O. Box 5587 • Carefree, AZ 85377 

Name Creation: 
Name Testing. 
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AB 
I.\\ hal I• your hiJ;(J;(C 1 concern aiHm l 

th e compam lud:n-'.' 
lthtnk that there isn 't enough 
communrcat10n b tween 
managers and the wo ers. 
Also. the roccnt t,Jy-offs have 
really created bad feelmgs 
throughout the plant 

2. 11m~ t•a n nrimpnwe our product ? 
Our products are basJcally fmc , 

Introducing computerized analysis of 
text responses to questionnaires 

ave compromtsed 
reduce costs. We 

arg more tf our TAP Analysis • 

and surveys. 
he t naly i Program (or"TAP") group t tre ponse into 

tc t cl u ter , electing the mo t repre cntative tatement a a lab 1 
for th clu ter, and calculate . ummary tati tic . n et of 
re pon e to open-end d question may be analyzed and 
. ummarized by th Te t naly i Program. AP quickl analyze 
telephone interviews, poll , focu group que tionnaires, attitude 
urvey and other , at low co t. uJJy e 'amine the target 

population without having to trugglc with the construction of 
quantitative que tionnaire . 

Pre ently the I P ervin! i being offered at pecial 
introductonJ fe 1 o, call for information about 
program purcha e and licen ing. 

April1994 

Summary are worth more. 

Representation of how TAP will analyze and 
cluster an open-ended question. 

l- or mon• informal iorr, en /I or write: 

.com 
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to consistently access 

the difficult·to·identify· 

and·reach respondent in 

the business·to·business 

market nationwide# 

FOCUS GROUP RECRUITMENT 

MODERATING 

EXECUTIVE-IN-DEPTH AND 
TELEPHONE INTERVIEWS 

(800) 777-0670 
Nrw YoRK Cln 

Copyr1ght 1993 Sources lor Research. Inc . 
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Proc ss approac 
continued from p. 17 

which in ulvcs translating the v ice 
or the custom ·r into product de ign 

r company support efforts, the data 
an be us d to drive the constructi n 

or a pr•liminary ''house of qualit " 
II ), wh r • th em ph a i i on 

spc ·ific impl mentati n a ti n to 
address customer ne d.' and require­
m nt:. h · HOQ can f rm the ba i 
for the moderator's r port, a f ll w 
up cl.ient work . hop, or both. 

Figure . sh ws a preliminary H Q 
where th pi tt d re ult of urf u ~ 

CUS l OMFR 
SATISFAC TIO 
ELC MENTS 

PRODUCT SL.;PPORT I CUSTOMER AD MI NISTRAT VE SERVIC[S 

P~ODUCT PERICR"-'ANCF. 

ORGAN IZAT IOI'.A. DIFFICULTY 

s~rong @ 
Med iu m a 
Weok £:::,. 

RELAT v:_ IMPORTANCE 

9 

j 

...• 
I 

M ximit . 1" 
Minim ;e .... 

Nom ina 0 

tive pr jects und r consid ·ration. 
Our HOQ chart sho" s the custom r 
training pr je ' t a~ a clear first choi · 
forth r llo\ ing r"asons: 

• The r lativ importance is the 
highe ·t ( 1 %): 

• It also has a strong impact on the 
mo t important, least satisfied u -
t mer s rvi ·e- product support; 

• It is rc lati v ·I easy to implem nt 
(viz., th organizational diffi ully 

or r-). 

Benefit 
1 hav used the ahov pr e f r a 

wide range f assignment including 

-. 
. -

11·1111 I· • o • 
.. 1!111 I ·--· 

• 

I:"'G\J KJo: 3 

group ha b en r lat d t sp ·cific 
impl mentati n alt rnatives und ·r 
consideration. Even though the fo­
cu gr up r sult · are not conc lusi c 
the form an important backdrop to 
und r rand th satisfa tion/impor-
tan data \VC have collected. 

Tying the pr liminary r ·suits to 
de i i n alt rnativcs can he 
tremely valuable. Althoueh a m­
pl t d scription of the H Q is be-

nd th pe r this artie! .. Fi TUf 

3 sh show our HOQ not on ly ap­
tur s the group's satisfa tion and 
imp rtancc scores, it more imp r­
tantl relates th m r f ur alt rna -

hoth n w pr du t devel pm nt and 
u:tomer . ati . fa ti n. \Vith n 'w 

product d v Jopment conj int analy ­
. i can e us ful t addres~ the rela­
ti e aura tiv ne . ~of pecific prod­
uct d ign attribute~. or customer 
upport and rvice rient ·d proj ·cts 

the p r eptual mapping approach 
de . cribed ab v w rk d best. I' c 
found the front end questionnaire 
add t rath ·r than detract: from the 
di cu n i n. M ~t parti ipants r·-
p nd \ ell to the mi ·turc of "hard" 

and " ·oft'' r ·search approach . and 
appreciat thctim·tomullov rth tr 
position prior to th di:cu . sion. 
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Mo. t imporlanl, th l~ proc ss di ­
re tly nddre .. e~ a mnj< r clien t re­
quir ment, namely the impl ·menta­
ti n f d ci. ions that V·/ill b· in flu ­
enced by the re. ar h. 'J he impor­
tanceofr og ni7ing th i~ · l ·mentand 
in t grat ing it int the res arc h design 
annot be er tat d. 
Th pr e an nl. o b h lpful in 

d fining and f u. ing n ar as of 
imp rtan , nd definiti n pri r to m­
barking on more e p n~i e quantita­
tive res ar h to addre . mor repre­
~enta ti e p pulation r eli ffer nt 
market egment . 

• ummar~~ 

Th focu~ gr up pr ce .. ne d. to 
be rc ·n<rinccred to mak it mor re­
spon~ive to client need~. Vve n ed to 
take a wider view of our "conversa ­
tion with the mark ·t" and integrate it 
with othe r mark ling and qua lity tools. 
Focus groups ~hou ld , vi -..v d a , an 
imp Htant lemen t in a pr e ·.- d -
signed to add value to the el i nt' 
de i. ion process. 

a ttl 

• E eeutive 

We Cover The Northwest 

We've been co lie ting data and k ping client 
happy in the Northwe. t foro er 30 year·. CaJl u . 

Consumer Opinion Service ----------w an wcr t y u 

NOW You HAVE A DISCRETE CHOICE . ' '' oftware offers you three different ways of conducting conjoint analysis. 
Which is your choice? 

Adaptive Conjoint Analysis 
(ACA) 

Conjoint Value Analysis 
(CVA) 

\ 
Choice-Based conjoint 1: NEWt :1 

(CBC) \ • 
---~ 

Up to 30 Attributes 
Adaptive PC Interview 

Paired-Comparison Rating Task 

Main Effects Only 
OLS 

Up to 10 Attributes 
PC or Paper Interview with 

R Random Design 
Paired-Comparison Rating Task 

Main Effects and Price Interactions 
OLS or Monotone 

Up to 6 Attributes 
PC Interview with Fixed or 

R Random Design 
Choice Task with up to Nine 

Concepts 
Main Effects and Interactions 
Counting or Multinomial Legit 

With th introducti n of our B y t m, w now offer th broad t hoi ·of onjoint methodologi 
traditional conjoint (u ing our uniqu adaptive approach), conjoint for pri s n iti ity tudies, and 
hoi e-based conj int (al o known ~ di rete choice mod ling). 

all or write for free demo disks and technica l pap r . 

,..,,1 Sawtooth Software 
1007 
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By Lanford and Ri hard Ker"" r 

Ediwr' s noll' : • laJ~f'ord Ode A.y is 
president of Ianford Odesky and so­
date . a market research firm locatl'll 
in Toledo. Ohio. Richard Kerger is an 
aflnntl'}' with Marshall and Melhorn. 
also based in Toledo . 

T. heplaywriohtha mplet 'uhis 
task. The producer ha raised 
the funds. h dir tor has found 

th a ~tors and actresse. and mo d 
thr ugh the rehearsal pro e, s. he 
play is ready to p n. 

But bcfor it r a he~ Broadway. 
m st play~ are giv n a test "on th 
road." Thi~ all \i 'i the ·ast to work 
out any rough parts. The director and 
th playwright can improv ·the pa e. 
Cone ·pt.· can b m difi ·d. Wh n the 
pn duct ion moves to the Jrcat White 
Way, the lik liho d of success i' sig­
nificantly enhan ed. Th ·alternative. 
moving dire tly t Broadway. isle . -; 
e pensive hut substantially more 
ri~ky. 

Many I g.< 1 triab have a far greater 
·conomic p t ntialthan the be. I \V 

York sh \V~. Yet th ·y have trndition -
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ally ··open d in New York," largel 
because there wa · no equivnlent f 
the small nn ticut towns used for 
off-Br adwa pcning .. 

That i.. until the simulat d trial 
pr e came along. Whil the for­
mat rna ' var . it gen rally involv ·s 
th pre~entation of a trial through 
c tended pening statement" to ajur ' 
s lecl d by a trained pr f !-.'ii nal to 
retlect the dcmographi s or th. jury 
that \Viii ultimately try the ca-;e. 

Tr)•' out argum nts 
imulateu trials offer t\vo ma1n 

benefits. hr~t. th y allow law r: to 
try out th ir argument~ before unveil ­
ing them in th urtroom and ass ~s 

ajury's rea tion t c rtain featur 'in 
a case. In the past. the way to t ~~ 

the~e variou~ point'\ ha"i been to hor 
{ ne·!-. friends and relativ ·s \Vith a di~­

jointcd pr ~entation to "iCC hew./ th y 
r act. ecrctaries and other lawyer~ 
in the firm an be found occupying 
the same unf rtunat · role. 

econd. whi I most attorneys "pend 
considerable time prcpuring f r trials 

and pres nting arguments to jurie . . 
nly a rare \ ha a tually had the 

opportunity to watch the deliberation 
proc : . W all r cogniz it w uld c 
helpful t hav that opportunity. but 
no on had really come up with an 
effective\ ay to uo it. 

A !... y I ment of the trial ~imula ­

tion is the s I ction of pro p clive 
juror'i. In lllO!-.l ca!-. ·s. quota~ ar \:S ­

tahli!-.hed - bas ·d on onsultation 
with la\v er..., and judg.c"i - n the 
demographic mak up r th. average 
jury in the given court'~ juri-;diction. 
R "P ndents arc qualified on age, sc . 
education. rae , employment and 

ther ·ritcria . 
The~e simulations are most often 

h lu in l~rw firm nference rooms. 
They may con~i!-.t of a presentation 
only of remark~ from attorneys, hut 
\! itn '"i~cs ·un b pr sentcd to thee ·­
tent desired . F. ·hibih can be u. ed. 
lnwy ~r rcpre'i ·nti ng one r the partie~ 
'iimply di ide!-. hi~ lo ' <.tltie~ for the 
mom ·nt and pre'ient. the opponent·!-. 
case. The ··judg .. can be anyone: In ­
housc couns I for the client is p r-
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haps the b ·st p ·r~on for that role. The 
del ibcration process is monitor=-d and 
rcc< rded by a video ·amcra. fter th · 

erdict has be n r turn d, th law­
y rs can sp ak with the jur to ·on­
duct additional inquiry . 

In . ome simu lati n. , the jury i.· 
. larned t ward a giv n dem graphic 
profile. When this happens. th · law­
y r want to test part of the cas 
again . t ne imp rtant demographic, 
such as elderly indi idual. or college 
graduate~. Th disproportionat re 
an rve a. th ir n jur . v ith the 

"repre. entative" group meeting sepa­
rately , r they an b individuall 
intervie ed and e eluded from the 
jury pr e . In ne imulati n we 
u ed a d uble jur (i.e .. l pe pl ) 
that was split randomly into two 
groups to come t a decisi n. (They 
c·tm ·to the same ·nd result. but used 
different criteria.) 

n e ample 
To · plain th" pro· "s . a bit more. 

let us assum ·a case involving all gcd 
age discrimination resulting in the 
t rm i nation f an mploye . he 
plaintiff is a form r cuti c who is 
6 year old. he company cont nd 
that th ci . ion was ba. ed n eco­
nomic ne essity, but i. uncertain as to 
h w th i. sue will be viewed by a 
jury. 

Afterdi very ha been n luded. 
n m nth bef r trial a 

imulat d trial i~ held. large on-
feren e r m i bo ked in an ffi 
building. A market re ear h firm i 
conta ~ t d and a~k ·d to arrange for 12 
to 15 p ple to b available f r four 

r fi e hour n a aturday morning. 
The law er d t ·rmine whi h d -

m graphic profile th ·y wish t b­
ser c and give the marketing firm a 
list of the sort of p opl they wi:h to 
hav • pr ·sent. he marketing firm th "n 
·onducts telephone interviews to r ·­

cruit them. Typically the prosp ctive 
jurors ar told they \i ill participate in 
a mar et r ·search proj ct and w iII b · 
paid for th ir time. he rate o pay 
vari s based on time invol ed. We 
hav had some last four hours and at 
least on t ok tw days. 
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ince the a e that b nefit fr m 
this appro a h are ten larger ne ·, 
there are rdinaril tw r more law­
y r handling them. ne of th Ia -
y r · iss le ted t pre ent the 

pponent 's a ·e. D termining which 
lawy ·r will repres nt th" eli "nt and 
which wi II rcpr ·sent th · oppon ·nt 
depends in part n the g al of the 
simu lated trial. (sit to be a trial run? 
[s it to ass ·ss jur r ·sponse to a par­
ti ·ular is . u ·'? L it to give a lient an 
indication of how a jury would ana-

po I f 12 to 15. although we have 
never a ·ked t ny juror t lea 

e t, th law er make what are 
uratel chara teriz d a e -

tend d opening ~tatement , fr ely 
using hi bits a. the deem appropri­
ate. If necessar , witness testimony 
might b · presented, either through 
vide tape or in p rson. 

At the conclusion of the pr sen ta­
tion. th jury ·harg · is gi en and th · 
judg" and th" lawyers retire. A cam­
era operator is left in the room and 

lyze the case to help a settl ·ment r--- ------------ ­
analysis? h re is no right answ "r to 
these qu ·stions, but they arc among 
the factors that should be consider d. 

Th id al s tting is a large conf r-
en room with an adj ining mall r 
ro m. Jn th . maller ro m it th 
client ~ and ther who are intere ted 
in th pr eeding. A ide camera i 
et up in the large room to ver the 

jur r • nnd p rhap nnother camera t 
er the att rney and/ witne 

again depending up nth purpo e of 
the pre ent~ ti n. me ne i d ig­
nat d to erve a judge and a brief 
jury charge pr pared. 

All of th parti ipant . other than 
the jurors. r ·main in the smal l room 
during the arriva l of th ·jurors. Then, 
the c nta t f r the mar e ting firm 
will enter the room and c plain what 
the natur of th "market test" wi II 
be. he identity of the party spon:or­
ing th event is not dis los d. al­
th ugh it i importnnt to ha e th 
plaintiff and defendant identified. 

are must b e er is d to rna 
ertain that juror id ntified with ne 

or th other party are not a part f the 
panel. Thi ·h uld be left to th mar­
keting firm. If the communit i a 
mailer on , y u may hav to hold th 

moe pr entation in an ndj ining 
unty to av id p lluting a jury po l. 
With the juror eat d. the judge 

give briefintr du t ry remark about 
th kind f a e in I ved and \ h 
will be making pre entati n . Then 
the lawyer. ndu t a limited ir 
dire. This is done m re to s re n ut 
anyone who might ha e ·orne bias 
that could skew the re.-ult. For this 
r ·ason w rccomm nd starting with a 

cruCan 
ank on 

/Q U),o 
/ 
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CASCIO~ 
RESEARCH ~ 

SERVICES 

,, tt'l 
Let us take the ~ 

out of your next project. 

FROM 

0 Questionaire design 

0 Telephone interviewing 

0 Coding 

0 Data Entry * 
TO 

0 Data Tabulation * 
* Using the f astest , 
most effic ient software 

in the industry. 

CRS 32 Main St. 
Norwalk, Ct. 06851 

Tel. 203 854 6587 
Fax 203 866 5257 

Circle No 124 on Reader Card 39 



jurors deliberate. After a verdict has 
been returned. or at 'l point at which it 
app ars a verdict \Vii i not he forth-

Fascinating cx p •ri enc · 
It is a fascinating e perience , re­

n·lrdless of the outcome. ro wntch the 
deliberative process. The jurors mis. 
points that the lawyers thought were 
terribly important and will pick upon 
issues that the lawyer impl had n t 
thought to be i su . The e nomic 
value of the cnse cnn be better ana­
lyzed after the e layper on have had 
their chance to giv n view through 
th i r verdi t. 

·oming in a reasonabl time, the law­
yers and the judge return and can 
conduc t further interrogation of the 
jurors. his can fo ·us on some of th 
sty I isti issu s. as opposed to the more 
important issues in th la\vsuit that 
deal with the substan e of the claim . 
D pending upon the juror. ' reaction. 
theories can he ·hanged or c luims 
modified. In conus, the jurors forO' ·t that the 

40 

w 1

Ahead 
l "s 1ol a <:£1-• ""~ Li41_•n. 

t "s a . ·u L , • u•1 . 

Anticipating what's ahead. That's been the attitude that has kept 

us in a leadership position In the research services industry for 

d cad s . W 'v built r put lion by buildin on xi tin id s nd 

introducing n won s that h ve h lped shap an industry nd ere -

t a new level of customer confidence. 

We've n vor b n comfort b l pplying yesterd y 's solutions to 

today's problems when there 's a better way. 

1r you're looking for an wers to your d ta coli clion nd dat 

processing needs, look to DataSource. 

~ 
DataSotir 

800/800-8370 

3939 Priority WayS . Drive • P.O . Box 80432 • lndi n polis, IN 46280· 0432 
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camera op rator is present and that this 
i a d mon. tration. Pe ple champion 
theirideasvigor usly.Incl d.inoneof 
th ·imulat d trials. two male juror. 
began m ving t ward a fist fight b fore 
th tloor p rson aimed things uown. 

\Vhat the lm.v r se · i · the dynamic 
ofth jury proc , ·,the llowofideas, the 
ditterent p rsonalitie that app ar from 
people who s em inn u us on the jury 
pnnel. 

Them st vnluable insight is that th 
traditionnl vvi,dom ab ut s lection f 
the forep r on n. b ing rno ·t important 
is n t ne e . nrily tru . l ti n f th 
foreper on during the voir lire pro ss 
i · not that difficult for nne ·perien ed 
lnwy r. ertainly one or two p ople can 
h vie\ved :.~shaving that role. 

But the r le taken by juror who can 
only he des rihed · . ta lkative be orne 
crucially important. That i ·. p pie \Vho 
\vould not b identified a ha ing the 
per. onnlity ~trength nece · ·ary to be 
foreperson . n nerhele. ~ piny a very 
active nnd potentially influential role in 
the n gotiati n pr e , . Th y talk a 
great dea l and ske the delib rntion . 
with th result b ing a fairly radical 
hift in either the amount to be awarded 

or, in .·ome instanc , v n in liabilit . 
This insight i invalunble in the trial 

of any jury ca e · in ~ it ·en itizes the 
trial lawyer t th probl m · such p ople 

nn pre ent. 

Purpo e can vaQ· 
As noted arli r, the purp . e of thee 

pro eeding can vary a great deal. They 
cnn be done to heir a wilne becom 
comfortable with t sti fyi ng, and to hnve 
ome feedback on credibility. Or to test 

n jury' ability t follow particular ar­
gument , or ton e how the jury \viii 

entia II 

ignifi ­
cnnt e on mi im1 ortance will benefit 
ub tantially fr m thi pr eeding. 

whether the n e ettle or n t. Indeed, 
the videotape f the delib ration could 
b u edn adevi toe nvinceth ther 
sid t . ttle, a .. Ullling it i ufficienrly 
comp lling. 

We h u d thi pr ce . in c:re ' 
involving variou i ue ir cluclingprod­
uct liability, lender liability. employ-

continued on p. 53 
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Product & S rvice Update 
continued from p. 25 

lo . t-e nd. open-end v rbat i ms, 

hand-written and computer-print d 
respon . e-. arc captured error- free and 
'><Wed t pt ical storage. R ~ . ult. nr 
imm ·dial ly avai lah l and compat­
ible \Vith all major analys i"i tool'>. To 
ob tain a free copy of thl: FAQ 
guide. "chedule a ~AQSS <kmon<.,tra ­
ti on r r ive more information. all 
ROO- __ 7-06 72. 

Opinionmete 
introduce next­
generation polling 
machine 

An \V int ractiv ·. automati pin­
n-polling machine i"i availab le from 
pini nmet r Inc ., Los nlrl:lcs. Th 

machine is especia l! su ited t us-
tomer '> rv ice research in lo bbi of 
mullibran h businc.,.scs. Placed on a 

stanchion adj·tcent a 4ucue line r 
exit in a service 1 bh '. iL l·ts cu"itom­
en~ s lf-admini . ter their O\.,·n com­
puteriLed surv ys whi lc they wait in 
line. The pinionmeter V provides 
state-of-the-art mputcr sophis tica­
tion for data re trieva l and manipula ­
tion . Qu ·stiunnaire" can he changed 
in minutes. Weighing only 5 pounds 
•t nd measuring 7 inche. hy 9 inches 
hy 19 inchc"i, the mpa · t ma ·hinc 

April1994 

can he rotated from bran h to hranch 
to provide a custom r -.at is faction 
indc, . pinionmet r Inc . is expand­
in g intcnntiunally and offcrin 1 c. -

elusive license" fo r all medium to 
large U.S. cities as well as for ~ome 
remaining interna t ionaltcrri lorie~ ­

especial ly ~anada. Mc.xico. outh 

• Focus groups • Surveys • Board and Staff meetings • TV!Aad o/movie testing • Training • 

"'0 
0 a 
(') 

~ 

The new wireless 
Learn more from any group meeting ... 

The new E PR 500 w irelc palling ystcm - th ~ fa~te:,t way to get an 
hon · t, ppraisal from any gr )liP ( n any i ue. ut thn ugh gr up poli­
tic ·, ia s, intimidation, respondent r ticence. Zero-in on the real i · ·ues, 
prioritie~. Personal keypnd re..,pl nse. ensure anon mity and equality. I ra­
malic. ll y impn ve productivity. Get accurate, actiouab/e results- fast!! 
just onn ct E P S to your per. onal c mputer. Then start gathering 
more \'<t luahle in rmalion thlln ver. Price tart at only '3,990* for a com­
plete 10-r •spon 3ent ~ystem. 

aJI (50 ) 626-0171uoH 
tog t more information 

about the 
EXPRESS500 

Aff )fd<tble group 
polling sy lcm 

from 
ORTEK Data Systems 

Let them gjj EXPRESS themselves! 

..g Ill~ l'l SW C111von Ro.1d , ..,uilt•-11 'l, 
~: &:.1\Crllm, ()I{ {!71KI'i 
::::1 ~o, 1 n:.!h-0171. 

g, f-AX "i(l'I/M-+·H4(,(, 

s 
CO • \'i( 11 kt ·~p.HJ model. llllL ,ht1WI1 

Ol 
c: ·c: 
Q) 
Q) 

I ·s: 
Qj 
.£ 
Qj 
c 
c 
0 
(!,? 

&. 

• Market research • Strategic planning • Evaluate presentations/speeches • Voting • Ad testing • 

A ati fi d ·u-,tomcr i. a repeat cu tomer. lCR u tamer atisfa ·tion r~-,~arch giw-, 
y u the information you need to improve the quality of your produ 'hand services 

in ways that are truly meanin ful to your target market . 

\Ve do more than excel.~ 

> 716-loc;o 
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rneri ·a and Australia. l-1 r m r in­
formation, contact Boh Stri kland at 

3 I 0- 21- I ~6. 

Banks can te t 
complianc with new 
Philips analytical too s 

Philips Asso iate . , a t. Louis-
based mar t re ·ear hand con~ulting 
firm,hasdevel p dal\ tofanalyti·al 
tool s that banks can use to te~t their 

1 pan1c t nd 

to prese ve their 

cultural valu 

traditi n , and 

identity. 

' 

comp lian · with mmunity r ·inve~t-
ment regulations. mmunity Rein -
vestment ct 1 erformance has be­
come a critical and co~tly ·ompliancc 
i1o.1o.ue under the linton 
Administration's pr po~al-; for bank 
e aminati m . Philips & A-;~ociatC'\ ha1o. 
developed a series of le..,ts to identify 
a lender's strengths and weal..nesscs 
with regard to CRA com pi iance. 
Banks can us thes tests to take rc ·­
tifying steps h fore being t ld to do 
so by complian exam in rs. or more 

The abiliry- lU under rand l(i ..,p.lllic 

cultural value~ Jnd forec:1..,r their 

influence on a purcha<;inp, de ·i. ion 

is vital to ~ucu.~..,sful Hi'>panic 

m;1rkering program . 

Jn bet, an understanding of 

Hispanit: tifcsrylr and value , a well 

a., an apprc ·iari n ot rh ubtlerie.., 

o rh ir ·ulrural conre LualiLation'>, 

can mean rhc difference l etween 

marketing suLU'!>'> 3nu failure. 

Hi pani Marker · nne ·tion , Jnc. 

i a bilingual, bicultural full 'iervice 

markeL re~earch firm that provide~ 

imightful Jnd timely m. rk ·r intelli ­

gence a hour rh Hi pani - ommu­

nity\ p · rc ·prions, attitude and 

pur ·ha ing part rn . 

Hispank MARKET 
CONNECTIONS, INC. 
81 Hl<)lJ(d/R cu ll ned ~~Jiorket ~eseo ch 

415/965-3859 
5150 El :amin Real 

uite D-11 

Lo Alw , "aliforniJ 94022 
Fa . : 4 I S/9nS-3R74 

\XI< 1111<1 n/m i nori ry owned. 
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information, contact eorge Philips 
at 314-XlJ5 -X7 27. 

/SVP offers D&B 
credit r port to s all­
and medium-sized 
busine s 

FJ D/ VP Inc., ew York. i1o. of­
fering Dun & Bradstreet credit infor­
mation to its client'\. An a~r rncnt 
bet\'.'cen the two compani ~ allo\V1o. 
FJND/SVP to acce..,~ and ~upply its 
client1o.. especially "mall - and medium-
1o.izcd husincl\ . . with D&B Bu"ine. s 
Information Rep rt1o. coverintr more 
than I 0 mi IIi n bu . ine-;M~<;. he IT ­

port'\, for which l D/ V chames 
"55, can include financial, payment 
and puhlic record information. as \Veil 
as the business hi'\tory and opera­
tion .. The agreement also allows 
FJ 1'\ D/. VP to mak.c avai labk D& B ·" 
.' ummary Report~. which contain just 
the busines\ hi'\tory and operati 11'\. 

for $35. For more information, all 
FJ 0/ VP'1o. Beth Rubin at 212-645 -
4500 r , B·1o. Pamela. piridon at 

90 - 65-5105. 

Q/M dia introduces 
multim dia creation 
softwar for Windows 

Q/Mcdia Soft\vare orporation. 
Vancouver, British Columbia. ha-; in ­
troduced Q/Media for Wind ws D­
ROM Vcrsi 1n. ' ntained on one com­
pact disc, the 1\0ftware i · ~ multime­
dia cr ati n t I that comes" ith ri ­
Digital ftwar ·~ Digi lips p ial 
Edition. a 500MB multimedia clip 
library featuring digital video, voice. 
animation,mu. ic, Mmnd tracks, ba !... ­
ground · and graphic images. The . oft-
ware al provides an intuitive inter-
fa that users can leverng their 
kn \VI dg f other applicati ns. 
\Vithout pro!!ramming , s ripting r 
onver-;i n, files created in other sort ­

\Vare can be brought into Q/M dia f r 
Win I w~. \J hich also integrates mul ­
tiple media format:. ennbling us rs to 

irnultancously play back many dif­
r~rent types of clip.· on - ~creen. Q/ 
Media for Window. D-R M er-

Quir1<'s Marketing Research Review 



ion with Digi .l ip · Special Edition 

con tain · 21 multimedia elemen ts: 

75 ideo and 50 oi e ' lips: 50 ba k­

ground bi tmaps: I 5 W A V audio fil s 
1 g lher wi th 10 MIDl files; and 10 

FLl animation files. The so ft ware re-

quires Windows 3.1, a J 6 .. P 
with 4MB of RAM. V A, mouse and 

a CD-ROM drive. (A 4 6 P . \ ilh a t 

least RMB of RA , sound card and 

CD-RO M drive is recommend ·d.) 
The , u ol1csted retai I price of the pack­

age is $1 Y. For more information 

cal l Denis Paqueue at 604-R79-1190. 

California retail info 
available 

The alifornia Retnil urve has 

re leased its 1994 version, a 490-page 

ana ly . is of 520 1 a l retnil marke t 

through ut Ca lifornia. The annua l 
pub! i at i n provides verage of r -

tai l market performance in e ery city 

and count. in the tnte. ing a tLJa l 

. o le. r ult rr rn 3 19.000 retailer 

the publi ati n trncks and analyzes 

hort - and long-term retail trends for 

each of the 520 retail marke ts. Mar­

ket re orts in ·Jude I I years of sales 

and ou t let data through 1993. in addi­
tion to 16 proprie ta ry ana lytical m a­

surem ·nts that provid · insi Jh t into 

each market's strengths and weak­

nesses, short- and long-t rm growth 

rat sand demographi data. All. sa le. 

and ou t l t data for a h local marke t 

are br ken down by 45 types f reta il 

stores. In addi ti n to the datab. e of 

market statisti . the 1994 dition of 

the urve provide · mor than 800 

charts that id ntify imp rtant market 

trends. ocaJ market are a igned 

relative ranking ~ cor ~ for g rowth, 

size. mar et hare. retail bu ine r r­

mation and nverage ' tore olurn . T he 

pub licati n' , price i 160. For more 

information call 9 16 -486-9403. 

Investext adds bond 
research to its online 
database 

Highly specialiLed corporate and 
industry bond re ·earch reports are 

available on Investc t, the Bos ton-

April1994 

based lnv ·s t ·xt Group's flagship da­

tabase of investment research. The 

n ·w additions pro ide hard-to-find 

inancial data on pub lic and private 

compani s not usua ll y covered by 

equity analysts . The reports are pre­
pared hy fi ed-income analysts at 

more than 60 contributing firm . in -

• Instrument Translation • Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

into Familiar, Readily 
Understandable Language 

• In-depth Individual Interviews • Careful and Insightful 
Analysis and lnterpre1ation 

• Quantitative Studies 

• Computer Tabulations 
• Highly Experienced 

Research Staff 

Transcultural Consultants 
Contact: Andrew Er1ich, Ph.D. 

Phone (818) 226·1333 FAX: (818) 226·1338 

• I : I • i e I 

"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 

"No ... ICR." 

Today's markeLing trategie can't be formulated 'vVith ye terday' mel hod . l R' 
Advanced Re earch Technologic Group provide tate-of-the-art ~1ultivariate 

Analytic technique , to help you get the most from your re earch data. 

I C R We do more than excel. 
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cludi g K mp r ecuriti ~ Gr up Inc .. 
Duff · Phelps redit Rating C .. 
Thomson Bank \¥atch and alornon 
Brother. Inc. Corporate bond re~earch 
offer~ vital financial data and analy~i · 
Of Capilal e ·penditur S, ca~h Jl W. li ­
quidity and tl bt ratio. The c rp rate 
rep rt als pro ide in -depth in tell i­
gen e n c rp rate ·rrategies. n w pr d­
u l devel pment. re tru turing ff rts 
and m r . lndu try b nd r ~ear h fo -
u e n dozens of indu'\trie~ from a 

debt/ r dit perspective \:vith extensive 
overageofindu ·try p rformance.mar-

S A N F R A 

k.et conditions. pri e \var" and credit 
trend-;. The lnve~te .· tdataba'\e urrently 
after:-, over 500.<X>O inve~tment research 
rep rt-. pr pared by _90 different in­
v !)(Ill nt bunks. brokerage compani s 
and n~ulting firms. More than n,OOO 
bond r -.earch reports arc nm:v >ITcred 
\Vith appr x imately 50 n \V reports be­
ing added to the database weekly. The 
lnveste t database i. availahlc through 
the lnvestexl Group's online dcliv ·ry 
service. 1/PLU Direct. ]nvcste t can 
abo b · acce!)sed through host :-.crvice"i. 
including; Data-Star, DJ LO . Dow 

N C s c 0 

THE ONLY FOCUS GROUP SUITES IN TOWN 
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PA EL DISCUSSIO 
R00 \.1 (l8' 20) 

OBS£RVATIOI'IJ QOOM 
WITII Tl fRfD Sl All G 
rOR15P OPLE 

BAY AREA'S LARGEST FACILITY 
• 31uxurious suites, plus new mini-group room; floor to ceiling mirrors. 

• Silent, 24-hour air conditioning. 

• Professional audio system. 

• Completely reliable recruiting. 

• Sumptuous client meals from fine San Francisco restaurants. 

• Convenient financial district (downtown) location. 

• Competitive pricing. 

• 
Consumer Research 
Associates 
171 Pine t .. 77th Floor, an Franci ·co. CA 9 7 11 
1DLL-FREE: 800~ 00-5055 

75/392-6000 • FAX: 15/)92- 141 

Circle o 129 on Reader Card 

Jones Ne\,.'s/Retrieval. FT Pr )fil . 
LE 1 I (,' and Ne\·v~Net. along 
v.:ithgate\vays!)ucha. Ferntree.GENIOS, 
Kl "'0 and Trendline. To r ceivc a 
sample bond rc. carch rep011 or for mor · 
infonnation. call R00-662-7R7 . 

Chine e- er can 
report available 

Asian Per~pe ·tiv [nc. ha~ ·ompletcd 
a .'tudy de. crihi ng the lifestyle and con­
sumption preference:-, of hinc:-.e ­
Amcrican~ in Ncv,.: York iLy. The \tudy 
fo ·uses on variou~ produ ·t~ and . cr­
vi ·c.s in ·lutlinu insurance. banking. in­
vestment. liquor, automobiles. personal 
care protluct.s and electrical appliance~. 
The company ha:-. aL mad available 
it~ A:-.ian- merican tlern graphic v r­
view, which isba. ed on the I l 90 en­
su~. 1t is a concb ·pre ntation of Asian 
demographic s tati stic~. The Chine~ -
American rep rt is for ale. \vhil the 
demographic overvie\v i." available for 
free. For more inf nnation nta t •race 

hin at ..... 1--·Bl - J_ 2. 

orthern Virginia 
patial [n~ighl"i Inc .. a geographic 

informati n s r ic ') ompany based in 
rlington, Va., is now ofT ring a orth­

crn Virginia Digital Database. It i. de­
!)igned to be u:-.cd with tic. kt p mapping 
or Gl to p ·rform :-.ite I cati n. ~om­

pctitive analy~is ant! demographic pro­
filing. tandard comp nents in lude 
transportation lay r. ,demographic. and 
e · isting shopping ent rs. "'u. tomized 
version~ or the databa. e. vvhi h inte­
gral user-suppli d data . u h a. us­
tomers I cati n~. an b generat d n 
reque~t. Forrn r inf nnati n all Lynn 
Marie as iano at 703-522-2 114. 

Youth market 
ymposium to be held 

tn arly May 
The sev nth annual sympo~ium on 

the youth market \viii b h ld on May 5-
6 at the Bo~ton Harbor Horel in Boston, 
Mnss. Sp akers include Dr. Valeria 

ovelac . vi ·e president. esamc treet: 
J anna Ja oh~on, -.cnior icc president. 

nv r~e; and my Churg.in. associate 
publisher. Sei '£'1/IN' Il magazine. ·or 
more inf nnat i n all Karen Forcadc at 
617 -720-6060 r o 17-723-125 (fax). 
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am s of ote 
continued from p. 22 

management and client serv ice~. 1\d­
clil ionnll y. she \v ill remain invol ved 

in strenl! lhening the company' . int er­
nat i na I capabi li ti es. 

Gregory ·McMahon ha. been pro­
moted to senior vi e pre, idenl at la.4ar­
kN Fa cts. Arlin cr ton Height s . Ill. 

\.Yo rking out o f the company' s New 
York off ices, McMahon \'i ill continue 
to supe rvise n di ve rsegroup of c li cnl s 
and industrie:-. whil e ~ pec iali L ing in 
the health care f ie ld . 

Pine 

Ben Pine , pres ide nt of Pine om­

fUm y. anta Moni a. "ali f. . hus been 
e lec ted presi den t l r the o uthe rn 
Califo rn ia chapter of th e Amerinw 
M arke ting A ssociation. A o..; presi ­
dent. Pin e int e nds to inc rease cor ­

porate 'i ponso rship o f eve nt s and 
e ncourage compa ni cs to c n ro II mo re 
membe r~ in tht: orga niza ti on. 

Regina L'tz ha~ joined Rock l>ridge 

1\ssodatl'.\ In c., Vie nna , Va. s mar­

ke t re . earch analyst. she will be 
res pon s ible for projec t manag ·­
m nt . anal ys i. and re port in g. 

Ba rr~· Goldblatt has bee n na me d 
exec uti ve di rec to r. marke t re o..; earc h 
\VOr ld\-vide for th e consumer prod­
uc ts fr a n c h i-;.c~ or .l o lwso n & 
J o hn so n C o n su m er P ro du c t s 

W orldu·i d e. k i ll m an . N .J . 
Cloldhlalt \Viii have rc'\ pon s ihilit y 
fo r th e compa n y·~ researc h in s up ­
port o f fran c hi:-.c s trat eg ic plan ~. 

Michae l H . C uttl e ha -; been ap ­
po inted d ir ctor. North Ame ri can 

Apri l1994 

~ al es. fo r lWa plnfo C o rp o rar ion. N.J. -based Brus A. i nlG oldrin g. H 
Troy, N.Y. bee n added to the company's cl ient 

~erv i ceq team. 
Paul P1·ekupa hao..; joine d Edi son. 

"The best tool I've ever seen for quickly 
extracting, organizing, and analyzing numbers 

grabbed from databases is 

Data Muncher ... 
l-0ndows Sources Magazme, December 19? 3 

, ....... 

~·-·-,.... T 
a,.- 'I r~ •tl•• "'" '-·• ! --..--, , <~• ..... ,.,.,_ 

~:~::u~,.'"-' , .,."-... lli l l 

!':.::::: SUr•wfl~ t I .u. 

........... , ... , 
V•n~ 111....- n o, • .._ ..... .., .. ,,_ 

.. .. .. 

... ·--.r 

. .n lA 

• 4~· ' ·~ .... ,. "' , , .w , •. 

1 l"· .. 
"" fJ~' .. loU 

IIIII' ... ,,,,, 
"' )lA "'' 01: , !] .. 

'""' ' .. . , .... ] .... 

Data Muncher is the most powerful 
cross table pacl<age on the marl<et. 

Data Mun h r L n1o r 1 owe rfu l Lh:111 SAS Tahu laLc , . PS, Table: , Lolu lmpro , 
Excel . Quau ro. and o Lhcr report writen, . 1'\o o the r packag has th e d pth o f 
opttons in luding mu lt i pi H ld~ , ne ted fields, flexible son.ing, value mapping, 
aut ranging, o mputed sLaLis Lics and record drill down . Data Mun her read 
your data dircclly from o v<.:r 2.~ diU r n l database and sLatistical p ackages . 

Call (800)-DATA-MUNCH 
(7 U ) 66 7-41 22. f ax: ( L~) 667-:\:\29 

Conceptual Software, Inc. 
llox SG627 ll omum, TX 72S6 

C1rcle No 30 on R~ador Card 

"Very creative ... they combined EXCEL 
omnibus and full custom capabilities 

to save me big dollars!" 

"I see." 

"No ... ICR." 

I en i uniquely po itioncd to prO\idc you \.\'ith the b t of both u tom and 
1\.omnihU<; \\Orlds. rhc COSt-crficicn )'of an omnihu .. tudy, the overall prcci_ ion 

and reliability of a full cu tom '>UrYcy: our SfiTin·s are wilored to your <;pccific needs. 

I C R We do more than excel . 

AUSCuno.,ult.mts • ICR 'lurvev J< e~l'MCh Croup • h0'1 Wt;>s l ~ l ;llE' St. • ·1edld, PA 190h1 
I I\ l' hil ,1delphi.- (21'1) ~h">- lJ2HO • JC I ChiLago (70Hl i Oh-. 7Kl • ICR I . A .l~ltl ) 716 3llSO 
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DIRECTORY OF QUALITATIVE RESEARC I 
FOCUS GROUP MODERATORS 

Li ·t ·d below arc nam of compani s p ciali:7 ing in fl us groups. In lud J arc on tact per ·onncl, < ddr s sand phon 
numbers. 'ompanic arc li t d alphabetica ll r and a re also Iassifi d b st te and sp ia lt for rour conv nicncc. nta t 

publishcrfor li ling rates: QuirJ...' MarketingResea r h R \ V, . . Bo 23536, Mi nneapoli ·,M 55423.612/861 - 051. 

Access Research, Inc. Calo Research Services Cunninghis Associates Find/SVP 
8 Griffin Road North 10250 Alliance Road 6400 Flotilla Dr., #56 625 Avenue of the Americas 
Wrndsor. CT 06095 Cincinnati, OH 45242 Holmes Beach, FL 34217 New York, NY 10011-2002 
Ph. 203-688-8821 Ph. 513.1984-9708 Ph. 813-778-7050 Ph. 212-645-4500 x208 
Contact: Gerald M. O'Connor Contact: Nick Calo Contact: Burt Cunninghis Contact: Ann Middleman 

Extens1ve Technology, Bus.-Bus .. 37 Years Exp., Moderator & Moderator Mktg. Consulting & Rsch. Health Care. 
Analysis Research Limited Positioning Experience. Traming. Telecomm., & Technology. 
4655 Ruffner St., Ste. 180 
San Diego, CA 92111 Cambridge Research, Inc. The Davon Group First Market Research Corp. 
Ph. 619 268-4800 5831 Cedar La e Rd. 10 W. Broad St. 2301 Hancock Drive 
Contact: Arline M. Lowenthal St. louis Park. MN 55416 Columbus. OH 43215 Austm. TX 78756 
All Qual. Needs: Eng. & Span. Ph . 612-525-2011 Ph. 614-222-2548 Ph. 800-FIRST-TX (347-7889) 
RecrwlModerate/Analysis. Contact: Dale Longfellow Contact: Barry J. Mastrine Contact: James R. Heiman 

H1gh Tech, Executives. Bus. To Specialize tn Focus Groups and Execu- High Tech, Publishing. 
The Answer Group Bus., Ag., Specifytng Engtneers. tive lnterv1ews. Bus.-To-Bus .. Co/leges. 
4665 Cornell Rd .. Ste. 150 
Cincinnati . OH 45241 Chamberlain Research Consultants Dolobowsky Qual. Svcs., Inc. First Market Research Corp. 
Ph . 513-489-9000 4801 Forest Run Rd., #101 94 Lincoln St. 121 Beach St. 
Contact: Lynn Grome Madison, WI 53704 Waltham. MA 02154 Boston. MA 02111 
Consumer. Health Care, Prof .• Ph. 608·258-3666 Ph. 617-647-0872 Ph. 617-482-9080 
Focus Groups, One-On-Ones. Contact: Sharon Chamberlain Contact: Reva Dolobowsky Contact: Lmda M. Lynch 

Fuii-Serv1ce Markettng ResearchlBusi- Experts In Ideation & Focus New Product Development. Health Care. 
Asian Marketing Communication ness & Consumer Stud1es. Groups. Formerly w1th Synectics. Advertising, Retail. 
Research/Division of HMCR 
1535 Winding Way The Clowes Partnership Doyle Research Associates, Inc. First Market Research Corp. 
Belmont. CA 94002 P.O. Box 791 919 N. Michigan/Ste. 3208 121 Beach St. 
Ph. 415-595-5028 South Norwalk. CT 06856 Chtcago. IL 60611 Boston, MA 02111 
Contact: Dr. Sandra M.J. Wong Ph. 203:'855-8751 Ph. 312-944 4848 Ph. 617-482-9080 
QuaL Quant. Rsch. in Cantonese. Mandann, Contact: Rusty Clowes Contact: Kathleen M. Doyle Contact: Jack Reynolds 
Japanese. Korean. T agaJog. etc. U.S. & lnU. New Product/AdverttsingiA/1 Ages/ Specialty: Children/Teenagers Bustness To Business, 

Focus & Mtni Groups. Concept & Product Evaluations. Executives. Banking. 
Auto Pacific Group, Inc. 
12812 Panorama View Communications Workshop, Inc. 0/R/S HealthCare Consultants Focus Plus 
Santa Ana, CA 92705-1340 68 N. Michigan Ave. 3127 Eastway Or .. Ste. 105 79 5th Avenue 
Ph. 714-838-4234 Chicago, IL 60601 Charlotte. NC 28205 New York. NY 10003 
Contact: George Peterson Ph . 312-263-7551 Ph. 704-532-5856 Ph. 212·675-0142 
Auto Marketing & Product Experts. Contact: L1sa J. Hougsted Contact: Dr. Murray Simon Contact: Elizabeth Lobrano 
700+ Groups Moderate & Recruit. Consumer, Executive, Techmcal& Chi/- Speciafists in Research with Prov1ders Impeccable Cons. & B-8 

dren Grps. & Patients. Recruiting 'Beautdul Fac11ittes. 
George I. Balch 
635 S. Kenilworth Ave. Consumer Opinion Services Ebony Marketing Research, Inc. Focused Solutions 
Oak Par , IL 60304 12825-1 stAve. South 2100 Bartow Ave. 907 Monument Park Cir ., Ste. 203 
Ph. 708-383-5570 Seattle, WA 98168 Baychester Bronx, NY 10475 Salt Lake City. UT 841 08 
Contact: George Balch Ph. 206-24 -6050 Ph . 718-21 7-0842 Ph . 801 582-9917 
Experience With Advertisers, Agencies. Contact: Jerry Carter Contact: Ebony Kirkland Contact: Bill Sartain 
Government. Consumer. Business Groups and Spac. Conf.IViewing Rooms/Cfient 30+ yrs. Exp.: 2500+ Groups with U.S. & 

One-On-Ones. Lounge/Quality Recruiting. International Goods & Serv. 
Brand Consulting Group 
7117 W. Nine Mile Rd./Ste. 1020 Creative & Response Svces., Inc. Erlich Transcultural Consultants D.S. Fraley & Associates 

Southfield. Ml 48075 500 N. Michtgan Ave .. 12th Fl. 21241 Ventura Blvd ., Ste. 193 1205 East Madison Park 
Ph . 313-559-2100 Chicago. IL 60611 Woodland Hills. CA 91364 Chicago, IL 60615 
Contact: Milton Brand Ph. 312·828·9200 Ph. 818-226-1333 Ph. 312-536-2670 
Consumer. Advertismg Strategy, Contact: Sanford Adams Contact: Dr. Andrew Erlich Contact: Diane S. Fraley 
New Product Strategy Research. Thirty Years of Leadership in Qualitative Full Service Latino and Asian Marketmg Full Qual. Specialty: Child/Teen /In-

Research. Research. Home/Observational Rsch. 
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Grie~o Research Group, Inc. Irvine Consulting, Inc. Maritz Marketing Research, Inc. PACE, Inc. 
743 North Avenue 66 2207 Lakeside Drive 3001 W. Big Beaver. Ste. 500 31700 Middlebelt Rd., Ste. 200 
Los Angeles. CA 90042 Bannockburn. IL 60015 Troy , Ml48084 Farmington Hills. Ml 48334 
Ph. 213-254-1991 Ph. 708-615 0040 Ph. 313-643-6699 Ph. 313-553-4100 
Contact: Joe Gneco Contact: Ronald J. Irvine Contact: Michael Dawkins Contact: Peter J. Swetish 
Marketing and Advertising Pharm/Med: Custom Global Quan.iOual. Extensive Qualitative Expenence in Full Servtce Vehicle Specialist-OEM & 
Focus Groups. Res. & Facility. Automotive. Aftermarket Experience. 

Groups Plus Kehr Research, Inc. Market Navigation, Inc. Jack Paxton & Associates 
23 Hubbard Road 1720 Walnut Ave. Teleconference Network Div. 4 Jefferson Court 
Wilton, CT 06897 Wilmette. IL 60091 2 Prel Plaza Princeton. NJ 08540 
Ph. 203-834-1126 Ph. 708-251-9308 Orangeburg, NY 10962 Ph. 908-329-2268 
Contact: Thomas L. Greenbaum Contact: Btl/ Kehr Ph. 914 365-0123 Contact: Jack Paxton 
Groups Plus Offers Unique Approach Phone Now to Meet Your Specific Re- Contact: George Silverman Pkg. Gds., HBA. Fnce. , Rtlg., Hi-tech. 
To Groups: Call to Find Out Why. search Needs! Med., Bus.-to-Bus., Hi-Tech. lndust., Bus./Bus., Adv. Rsch. 

Ideation. New Prod., Tel. Groups. 
Hammer Marketing Resources KidFacts5

"' Research Randolph & Daniel 
179 Inverness Rd. 34405 W. 12 Mile Road. Ste. 121 The Marketing Partnership 49 Hill Rd .. Ste. 4 
Severna Pk. (Balt./D.C.), MD 21146 Farmington Hills. Ml 48331 90 Hamilton Street Belmont. MA 02178 
Ph. 410-544 9191 Ph . 313-489-7024 Cambridge. MA 02139 Ph. 617-484-6225 
Contact: Bill Hammer Contact: Dana Blackwell Ph. 617-876-9555 Contact: Stephen J. Daniel 
23 Years Expenence -Consumer, Busi- Qual. & Quan: Specialty Kids/Teens. Contact: Susan Earabino FOCUS .. IT Understanding the High Tech 
ness & Executive. Prod./Pkg. lAdvtg. Experienced, Gust. Immersion Focus Buymg Process. 

Groups, Invention. 
Hispanic Marketing KS & R Consumer Testing Center Research Data Analysis, Inc. 

Communication Research Shoppingtown Mall Matrixx Marketing-Rsch. Div. 450 Enterprise Court 
1535 Winding Way Syracuse. NY 13214 Cincinnati, OH Bloomfield Hills, Ml 48302 
Belmont. CA 94002 Ph. 800-289-8028 Ph. 800-323-8369 Ph. 313·332-5000 
Ph . 415-595-5028 Contact: Lynne Van Dyke Contact: Mtchael L. Dean. Ph.D. Contact: Sanford Stallard 
Contact: Dr. Felipe Korzenny Qualitative/Quantitative, Intercepts , Cincinnati's Most Modern and Conve- Full Svce. Qual.iOuan. AnalysiS/Auto.! 
Htsp. Bi-Ling./Bi-Cult. Foe Grps. Any- CA Tl. One-on-One. ment Facilities. Adv./Comm. 
where In U.S.iOuan. Strat. Cons. 

Lachman Research & Mktg. Svces. MCC Qualitative Consulting Rockwood Research Corp. 
Horowitz Associates Inc. 2934 1/2 Beverley Glen Cir .• Ste. 119 Harmon Meadow 1751 W. County Road B 
1971 Palmer Avenue Los Angeles. CA 90077 700 Plaza Dr .. 2nd. Fir. St. Paul. MN 55113 
Larchmont. NY 10538 Ph. 310-474-7171 Secaucus, NJ 07094 Ph . 612 631 1977 
Ph. 914-834-5999 Contact: Roberta Lachman Ph. 201 -865-4900 (NJ) Contact: Kevin Macken 
Contact: Howard Horowitz Advg. & Mktg. Focus Groups and One- 800-998 4777 (Outside NJ) Full Svce QualiQuant.. Consumer. 
Cable/Video Marketmg-Programmmg- on-Ones. Consumert Busmess. Contact: Andrea C. Schrager Bus-To-Bus. H1gh- Tech. A g. 
Adverttsmg Strategy. Insightful. Results-Oriented Research. 

Leichliter Associates Local or National. Rodgers Marketing Research 
f2 252 E. 61st St., Ste. 2C-S 4575 Edwin Drive, NW 
3904 NW 73rd Street New York, NY 10021 MedProbe Medical Mktg. Rsch. Canton. OH 44718 
Kansas City. MO 64151 Ph. 212-753-2099 7825 Washington Ave. S.,# 745 Ph. 216-492-8860 
Ph. 816 587-5717 Contact: Betsy Letchliter Minneapolis. MN 55435 Contact: Alice Rodgers 
Contact: Kavita Card Innovative Exploratory Rsch.ildea De- Ph. 612-941 -7965 Creatwe/Cost Effective : New Product! 
Consumer!BuslnessiB/ack./Children/ velopment. Offices NY & Chicago. Contact: Asta Gersov1tz. Phrm.D. Consumer. Etc. 
Travel% Tech. MedProbe Provtdes Full Service Gus-

Nancy Low & Associates, Inc. tom Market Research. Pamela Rogers Research 
In-depth Probing & Practical Reports 5454 Wisconsin Ave., Ste. 1300 2525 Arapahoe Ave .. #E4 
16 W. 501 58th St. , Ste. 21A Chevy Chase. MD 20815 Medical Marketing Research, Inc. Boulder, CO 80302 
Clarendon Hills. IL 60514-1740 Ph. 301-951-9200 6608 Graymont Place Ph. 303-494-1737 
Ph. 800-998-0830 or 708 986 0830 Contact: Stephanie Roth Raletgh, NC 27615 Contact: Pamela Rogers 
Contact: Dr. Betsy Goodnow Full-Service Market Research/Health! Ph. 7919-870-6550 Full Svce. Qual. ·Grps.; 1·1 s; Consumer: 
15 Yrs. Experience, New1Revised Prod Medtcai!Environment. Contact: George MatiJOW Hi-Tech ; Bus..to·Bus. 
ucts, Strategies-Tactics. Specialist. Medicai!Pharm. 20 yrs . 

Maritz Marketing Research, Inc. healthcare exp. Rudick Research 
lntersearch Corporation 1297 No. Highway Drive One Gorham Island, 3rd Floor 
132 Welsh Rd. Fenton. MO 63099 Nordhaus Research, Inc. Westport. CT 06880 
Horsham. PA 19044 Ph. 314/827-1854 20300 W. 12 Mile Rd. Ph. 203 226 5844 
Ph . 215-657-6400 Contact: Mary E. Rubin Southfield. Ml 48076 Contact: Mindy Rudick 
Contact: Robert S. Cosgrove Specialize in Customer Satisfaction Ph. 313-827-2400 10+ yrs. Experience Utilizmg 
Ph arm. -Med.!Htgh-Tech1'Bus. -to-Bus./ Research. Consumer and Business to Contact: John King Innovative Techniques. 
Consumer IT efecomm. Business. Fuii-Svce. Qual. and Quant., Fin .. Med., 

Uti! .. 3 Discusston Rms. 
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James M. Sears Associates 
481ndustrial West 
Clifton, NJ 07012 
Ph. 201/777-6000 
Contact: James M. Sears 
Busmess-To-Business and 
Executives a Spec1alty. 

Smith Market Research 
200 S. Hanover Ave. 
Lexington. KY 40502 
Ph. 606!269-9224 
Contact: Larry Smith 
Consumers. Business, Women 'slssues. 

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 'x 16' M~rror V1ewing Rm. Seats 8-12. Jn 
House AudioiVid. Equip. 

Spier Research Group 
1 Lookout Circle 
Larchmont. NY 10538 
Ph. 914-834-3749 
Contact: Daisy Spier 
AdvtgJOir. Mktg./Prod. Oev./Cons./Busi­
ness,FGI's/1 on 1's. 

Jane L. Stegner & Ascts. 
2215 Penn Ave. So. 
Minneapolis. MN 55405 
Ph. 612-377 2490 
Contact: Jane Stegner 
Bus.-To·Bus.iMedicatFncl. Svcs..iAgnc., 
Groupsi 1: 1's. 

Strategic Directions Group, Inc. 
119 N. 4th St. , Ste. 311 
Minneapolis. MN 55401 
Ph . 612-341 -4244 
Contact: Doran J Levy, Ph.D. 
Nationally published authority on ma­
ture market. 

Strategic Research 
4600 Devonshire Common 
Fremont. CA 94536 
Ph . 510-797-5561 
Contact: Sylvia Wessel 
400 Groups. H1-T echlMedical/ Finan­
ciaf/Transportation Svces. 

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. 

Three Cedars Research 
533 N. 86th Street 
Omaha. NE 68114 
Ph. 402-393-0959 
Contact: Sara Hemenway 
Executive Appointed Fac1/1ty. Oualita· 
t1ve and Quantitative Research. 

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

Refer lo Preceding Page~ For Add re~'>. Phone umber und Contac t Nume 

California Kehr Research. Inc. MedProbe Medical Mktg. Rsch. 

Analysis Research L d. Leichliter Associates Rockwood Research Corp. 

Asian Marketing Jane L. Stegner and Ascts. 

Auto Pacific Group. Inc. Iowa Strategic Directions Group. Inc. 

Erlich Transcultural Consultants Dan Wiese Marketing Research 
Missouri Grieco Research Group. Inc. 

Hispanic Marketing Kentucky I< 
Lachman Research & Marketing Svces. 

Smith Market Research 
Maritz Marketing Research 

Strategic Research. Inc. 

Colorado Maryland Nebraska 
Pamela Rogers Research 

Hammer Marketmg Resources Three Cedars Research 
Nancy Low & Associates, Inc. 

Connecticut Massachusetts New Jersey 
Access Research. Inc. Dolobowsky Qual. Svcs., Inc. 

MCC Ouali alive Consulting 
The Clowes Partnership First Market Rsch. (L. Lynch) 

Jack Paxton & Associates 
Groups Plus First Market Rsch. (J. Reynolds) 

James M. Sears Assoc1ates 
Rudick Research Yarnell Inc. 
Sweeney International, L d. 

The Marketing Partnership 
Randolph & Daniel 

New York 
Florida Michigan Ebony Marketing Research, Inc. 
Cunninghis Associates FindiSVP 

Brand Consulting Group Focus Plus 

Illinois 
KidFacts Research Horowitz Associates Inc. 
Maritz Marketing Research, Inc. KS & R Consumer T es ing Center 

George I. Balch Nordhaus Research , Inc. Leichliter Ascts. 
Communications Workshop. Inc. PACE. Inc. 
Creative & Response Rsch. Svcs. Research Data Analys1s 

Market Navigation, Inc. 
James Spanier Associates 

Doyle Research Associates Sp1er Research Group 
D.S. Fraley & Assoc1ates Minnesota Thorne Creative Research 
In-depth Probing & Practical Reports 

Cambndge Research. Inc. The Travis Company 
Irvine Consulting . Inc. 
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Dan Wiese Marketing Research 
2108 Greenwood Dr., S.E. 
Cedar Rapids, lA 52403 
Ph. 319-364·2866 
Contact: Dan Wiese 
Highly Experienced: Farmers, Consum­
ers. Business. 

Yarnell Inc. 
147 Columbia Tpke .. #302 
Florham Park, NJ 07932 
Ph. 201 -593-0050 
Contact: Steven M. Yame/1 
New Product Development & Position­
ing. HW'SW Cos. 

North Carolina 
D/R.:S HealthCare Consultants 
Medical Marke ing Research. Inc. 

Ohio 
The Answer Group 
The Davon Group 
Calo Research Serv1ces 
Matnxx Mar eting 
Rodgers Market1ng Research 
Dwigh Spencer & Assoc1ates 

Pennsylvania 
lntersearch Corp. 

Texas 
First Market Rsch. (J. Heiman) 

Utah 
Focused Solut1ons 

Washington 
Consumer Opmion Services 

Wisconsin 
Chamberlain Research Co11Sultants 
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PE IALTY RO I DE OFMO 0 
r duress. Phon a me 

ADVERTISING Calo Research Services DIRECT MARKETING Erlich Transcultural Consultan s 
Cambridge Research. Inc. Fmd/SVP 

Analysis Research Ltd. Chamberlain Research Cnsltnts. Maritz Marketing Research (MI ) First Market Research (l. Lynch} 
Brand Consulting Group Consumer Opinion Services Spier Research Group First Market Research (J. Reynolds) 
Cambridge Research. Inc. Creative & Response Rsch. Svcs. lntersearch Corporation 
The Clowes Partnership The Davon Group EDUCATION Irvine Consulting, Inc. 
Creat1ve & Response Rsch. Svcs. D1ener & Associates. Inc. In-depth Probing & Practical Reports Kehr Research. Inc. 
Dolobowsky Qual. Svcs .. Inc. First Market Research (J. Heiman) Maritz Marketing Research (MO) 
Doyle Research Associates First Market Research (J. Reynolds) Market Navigation, Inc. 
Erlich Transcultural Consultants lntersearch Corporation ENTERTAINMENT Matrixx Marketing-Research Div. 
F1rst Market Research (l. Lynch) Maritz Marketing Research (MO) 

D.S. Fraley & Associates 
MedProbe Medical Mktg. Rsch. 

D.S. Fraley & Associates Rockwood Research Corporation Medical Marketing Research, Inc. 
Kehr Research, Inc. James Spanier Associates Sweeney International. ltd. Nordhaus Research, Inc. 
Maritz Marketing Research (MI) Spier Research Group James Spamer Associates 
PACE. Inc. Sweeney In ernational, ltd. ENVIRONMENTAL 
Research Data Analysis Yarnell Inc. Diener & Associates, Inc. HISPANIC Rockwood Research Corporation 
Spier Research Group 

CANDIES 
Analysis Research Ltd. 

Sweeney International, ltd. EXECUTIVES Ebony Marketing Research. Inc. 
Thorne Creative Research D.S. Fraley & Associates Crea ive & Response Rsch. Svcs. Erlich Transcultural Consultants 
Dan Wiese Marke!lng Research Dolobowsky Qual. Svcs., Inc. Hispanic Marke ing 

CHILDREN First Market Research (J. Heiman) Communication Research 
AFRICAN-AMERICAN/ Creative & Response Rsch. Svcs. First Market Research (J. Reynolds) 

BLACK Doyle Research Associates lntersearch Corporation IDEA GENERATION 
Ebony Marketing Research, Inc. D.S. Fraley & Associates PACE, Inc. Analysis Research ltd. 

F KidFacts Research James Spanier Associates George I. Balch 
Matrixx Marketing-Research Div. Sweeney International , L d. Brand Consul!lng Group 

AGRICULTURE 
Creative & Response Rsch. Svcs. 

COMMUNICATIONS FINANCIAL SVCS. Dolobowsky Qual. Svcs., Inc. 
Cambridge Research, Inc. D.S. Fraley & Associates 
Maritz Marketing Research (MO) RESEARCH Access Research, Inc. Kehr Research. Inc. 
Market Navigation, Inc. Access Research , Inc. 

Cambridge Research. Inc. Leich li er Associates 
Rockwood Research Corporation Diener & Associates. Inc. 

Creative & Response Rsch. Svcs. The Marketing Partnership 
Dan W1ese Marketing Research D.S. Fraley & Associates 

The Davon Group Matrix Marketing-Research Div. 
Dolobowsky Qual. Svcs., Inc. Sweeney International, Ltd. 

ALCOHOLIC BEV. 
Maritz Marketing Research (MI) lntersearch Corporation Thorne Creative Research 

Access Research. Inc. COMPUTERS/MIS 
Maritz Marketing Research (MO) 
Matrixx Marketing-Research Div. INDUSTRIAL George I. Balch 

Calo Research Services Nordhaus Research, Inc. First Market Research (J. Heiman) Creative & Response Rsch. Svcs. 
Creative & Response Rsch. Svcs. The Research Center lntersearch Corporation 

APPAREL/FOOTWEAR 
Find/SVP Rockwood Research Corporation Maritz Marketmg Research (MO} 
First Market Research (J. Heiman) James Spanier Associates Market Navigation, Inc. 

Brand Consulting Group Market Navigation, Inc. Sweeney lnt'l. L d. Strategic Research, Inc. 
The Marketing Partnership Sweeney International, Ltd. 

ASIAN Randolph & Daniel FOOD PRODUCTS Dan Wiese Marketing Research 
As1an Marketing James Spanier Associates Creative & Response Rsch. Svcs. 
Communication Research Strategic Research, Inc. Doyle Research Associates MANAGEMENT 

Erlich Transcultural Consultants Sweeney International. ltd. D.S. Fraley & Associates In-depth Probtng & Practical Reports Yarnell Inc. Kehr Research , Inc. 

AUTOMOTIVE KidFacts Research 

Auto Pacific Group, Inc. CONSUMERS Leichliter Associates MEDICAL PROFESSION 
Creative & Response Rsch. Svcs. Chamberlain Research Cnsltnts. Rockwood Research Corporation Dtener & Associates, Inc. 
Erlich Transcultural Consultants Consumer Opinion Services James Spanier Associates D/R/S HealthCare Consultants 
Maritz Marketing Research (MI) Creative & Response Rsch. Svcs. Thorne Creative Research lntersearch Corporation 
Maritz Marketing Research (MO) Diener & Associates, Inc. 

Kehr Research. Inc. 
Matnxx Marketing-Research D1v. Doyle Research Associates HEALTH & BEAUTY Nancy Low & Associates, Inc. 
PACE, Inc. D.S. Fraley & Associates 

PRODUCTS Matrix Marketing-Research Div. 
Research Data Analysis lntersearch Corporation 

MedProbe Medical Mk g. Rsch. Kehr Research. Inc. The Answer Group 

BIO-TECH Mantz Marketing Research (MI} D.S. Fra'ley & Associates 
Medical Marketing Research. Inc. 

Mantz Marketing Research {MO) Maritz Marketing Research (MO) 
Nordhaus Research, Inc. 

Calo Research Services The Marketing Partnership 
Thorne Creative Research lntersearch Corporation Rodgers Marketing Research MODERATOR TRAINING 

Irvine Consul ing, Inc. Thorne Creative Research 
HEALTH CARE Cunninghis Associates Market Navigation, Inc. Dan Wiese Marketing Research 

MedProbe Medical Mktg. Rsch. Access Research, Inc. 
NEW PRODUCT Medical Mar eting Research, Inc. CUSTOMER George I. Balch 

BUS.· TO-BUS. SATISFACTION Diener & Associates, Inc. DEVELOPMENT 
Dolobows y Qual. Svces., Inc. Brand Consulting Group 

Access Research, Inc. Strategic Research. Inc. DiAlS HealthCare Consultants The Clowes Partnership 

Apri11994 51 



Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs .. Inc. In ersearch Corporation SMALL BUSINESS/ TELEPHONE FOCUS 
D.S. Fraley & Associates Irvine Consulting, Inc. 

ENTREPRENEURS GROUPS First Market Research (J. Heiman) Kehr Research. Inc. 
F1rst Mar et Research (l. Lynch) Market Navigation, Inc. Yarnell Inc. Creative & Response Rsch. Svcs. 
lntersearch Corporation MedProbe Medical M tg. Rsch. lntersearch Corporation 
Kehr Research. Inc. Medical Marketing Research, Inc. SOFT DRINKS, BEER, Market Naviga ion. Inc. 
KidFacts Research Medical Marketing Research, Inc. 
Leichliter Assoc•ates POLITICAL RESEARCH WINE 
Marilz Ma~ eting Research (MIJ 

Chamberlain Research Cnsltnts. Access Research, Inc. TOYS/GAMES The Marketing Partnership Creative & Response Rsch. Svcs. 
James Spanier Associates 

PRODUCT DESIGN Grieco Research Group. Inc. KidFacts Research 

Thorne Creative Research 
PACKAGED GOODS In-depth Probing & Practical Reports TRANSPORTATION 
The Answer Group 

PUBLIC POLICY 
TEACHERS SERVICES Creative & Response Rsch. Svcs. D.S. Fraley & Associates Sweeney International, ltd. Doyle Research Associates RESEARCH D.S. Fraley & Associates 

George I. Balch TEENAGERS TRAVEL Kehr Research. Inc. 
Maritz Marketing Research (MO) The Davon Group Creative & Response Rsch. Svcs. James Spanier Associates 
Thorne Creative Research Leichliter Associates Doyle Research Associates Spier Research Group 

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

PARENTS KidFacts Research 

Doyle Research Assoc1ates F~rst Market Research (J. Heiman) Matrixx Marketing-Research Div. UTILITIES 
D.S. Fraley & Associates Thorne Creative Research Chamberlain Research Cnsltnts. 

PET PRODUCTS Thorne Creative Research Nordhaus Research, Inc. 
Dan Wiese Marketing Research TELECOMMUNICATIONS 

Calo Research Services 
Cunninghis Associates WEALTHY Cambridge Research. Inc. RETAIL Kehr Research , Inc. Find/SVP In-depth Probing & Practical Reports 

Rockwood Research Corporation Brand Consulting Group First Market Research (J. Heiman) 

Thorne Creative Research First Market Research (l. Lynch) Horowitz Associates Inc. YOUTH 
lntersearch Corporation 

Doyle Research Associates 
PHARMACEUTICALS SENIORS Maritz Marketing Research (MO) 

D.S. Fraley & Associates 
The Answer Group Diener & Associates. Inc. 

TELECONFERENCING Creative & Response Rsch. Svcs. Erlich Transcultural Consultants 
D/R/S Heal hCare Consultants In-depth Probing & Practical Reports Cambridge Research, Inc. 
In-depth Probmg & Practical Reports Strategic Directions Group, Inc. Rockwood Research Corporation 
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Simulated trials 
con1inued from p. 40 

rnent litigation. m di al malpructice 
and lib I a ti ns. 

In th lender liability pr ding. 
the ~imulationjury be ame on erned 
over a totally innocu u i-; , ue n­

c rning n of the d ument'\. Nei­
th ·r counsel r r the laintiff nor the 
defendant had ver , on~id red that 
this aspect could b an is . u . but it 
vvas e ·tremely troubling to the mock 
jur . The pre ·en tati n at trinl denlt 
with the i. sue and liminat d the con ­
fusion over that poinl. 

In the product liability a ti n. coun­
~cl for the company wa~ c tremely 

ncerned about wh ·thcr any jury 
could deal with th causation aspect 
in vie\v of the horrihlc injuri ·~ sus­
tained y the y ung plnintiff. '1 h 
imulation jur r\ uld, and a unani-

mou verdict \\/a. r turned for the 
d fendant. ·while rh ex t nt of the 
injurie c uld n t b portray d with 
complet ac urncy '\in th involv -
mcnl of the plainti rr \ as 11 t p i ble. 
the pictures used and the de cription 
of th · injuries s ·cmcd suffi iently 
·lear to provide an accurate assess ­
ment. 

In the lib ·I action. a h tel chain 
sued a television station for alleged ly 
fals :-.tatements concerning the 
hotel's discrimination against black 
cu to mer nnd its failure to pay real 
e'\tat ta e . The a \:1..1as pr s nt d 
t a ·imulated jury h f r trial, since 
th damage cluim mad hy the plain­
tiff n. $50 milli n. The d f n was 
modified following the simulated jury 
trial. ubLequently. a def n · v rdict 
\Va · r turned after a ~ix ' e k trial. 

A · i d b n l'i t. i f u " iiI. L that 
the r pre .~ entati e f the party g t a 
hance to s e h th jury pr ce ' 

\vorl-. ·. In thnt en . it lead t rn r 
informed deci i n a ut the trial 
procc~s and can h lp the In\ yer in 
working wi th the client t make the 
decision to ~ettle r g t trial. 

Additiunal u. e. 
There arc additional ways to use 

this g ·ncra l process. For e ample. 

April1994 

hefore filing a hwsuit. or shortly ar­
t r r c IVtn a ·omplaint, a focus 
group might be convened. he p ople 
would again he select ·d hy someone 
train d to demographically r ·plicate 
the jury in the a rea in \Vhich th ·case 
i ending. The ca~e \V ul j be dis-
us~ed with them to det rmin their 

r a ti n t various ·!aims and de­
f ns . Ha ving this information at an 
early tag might alter the d v lop­
m nt f th !aim or the pre: ntation 
ofth defen eand<L urea ucces ful 
re ,u It. 

n ther ben fit L that th an rney 
pr s r1lin g the ther ide ha the op­
portunity to truly think a ut th a e 
fr rn th oth r lawy r' per p cti e. 
Developing th • informati n n c -
sary to present the i ·sue from th 
opponent's side can lead to in . ights 
in ne's own case. JTol· s" hich did 
nots mto istsudd nly loom larg·. 
Witnes~es ·hangc ·haracter. Argu­
ments with which you had previously 
b en in lov seem very unallractiv ·. 

Th lnwy rs also get a chance to 
\v rk n the a, e at a . lightly earlier 
point th an they th nvi e might. Th 
It. v .. ·y r pre nting the client' · a. 
has th qui valent f th "r ad te t'' 

given th Br < dway play. at lea t a. 
far as th pening tatem nt i.' con­
e ·rned. imilnrly, any witne pre­
,. ·nt ·d has the same bene fi l. 

onlidenlialily agreement 
Ther i. the danaer of having the 

information leak out, but with appro­
priate car in selecting th ·simulation 
jury. that can b minimized. We have 
ask ·d forth · · ·ec ution of confiden ti­
al it agr m ntsbythejurorsinsomc 
ascs. How' cr. they may lead to 

more mi . hief than the ar \Vorth. 
Put diff r ntly , w douht very much 
tha£ the parti ipanL r give much 
th ught to th id a of s llin th ir 
inf rmati ntotheoppo:ingparty. o 
the tent that disclo. ure i"' a con-

rn. it v.1 uld not he diffi ·u lt to sim­
pl ' change name of the partie . . 

By h I ding th pre entati n r la-
tivcly I s t th trial dat . th t 

in Ia yer time i · minimized 
much of the \VOrk would hav 

don to prepar · for trial anywa . The 
cost of ·o nducting th • s Tecning to 
select th · jur , payments to the jur r · 
nnd the actual holdin~r of the pro· ·cu­
ing its ·If wi ll run in the neighb r­

ho d of 7.500, with a lik · amount 
f r tim in preparing the opposintr 
party's ase. 

Still. while w rc ·ogniz · that th ~ 
t may be a problem inc rtai n cases, 

we feel it i.- almost inc ·usable for 
this process n t t b u d in any 
signifi ·an t ase. IJ 

THE INTELLIGENT 
CHOICE FOR 

HARD-TO-FIND 
INFORMATION 

Whether you have a specific Question or a 
larg.e-scale study, we specialize in obtaining 
hard·to lind inlormation on a timely and cost 
elfective basis. 

Our techniQues lor gathering information from 
primary and secondary resources rely on 
knowing how to tap the knowledge and 
experience of our information and expert 
networks. These networks enable us to provide 
our clients with the most current and accurate 
information and opinions_ 

• Industry Analysis 
• Company Profiles 
• Trend Monitoring 
• Competitive Analysis 
• Product/Service Assessments 

You make the deCISions. Business Intelligence 
Associales will supply vou with the inlormation 
you need to make the right decisions. 

Circle No 133 on Reader Card 
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Tips 
continued from p. 10 

data hack hut r hav nhvay ' que:tionell 
the accura ·y of \'lhat is return d t them. 

Mai I surve s n re IT neou I y be lie ed 
to be much less exp n ive than tele­
phone. mai I survey mu t gain a 50% 
level of return to de elop dn ta \· hid1 is 
accurate to measure the statistico;; of the 
aud ienc ·. h • rca. on a 50(k return i~ 

requir ·ll is due to the inh r nt ina urn-
ie r the proc ·ss. The major prohlem 

i · th qua lity or the r ·spons . When the 
·urvey arrives in the office. anyone an 

OPINIONS/ 
{unlimited 

What Makes Us Different, 
Makes Us Better 

Results You Can Trust • 
Service You Con Rely On • 

Firm Budgets and Deadlines • 
On-Site/Remote Monitoring • 

CATI using Ci2 or any • 
DOS-Based package 

Experienced Ci2 • 
Programers on Stoff 

Opinions Unlimited: 
Different and Proud of It! 

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

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

1-800-658-2656 
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fill it out and retum it. By ·ontra'\t, 
te lephone responllenls arc pre-screen "d. 

In terms f p n">e. the initial mail ­
ing may. ;.H first. be cheaper than a 
te lephone . urvey. However. if your first 
wave of re. p n~e · is nl y _oc;, of the 
~.rroup, you mu"l then ·ontinue to send 
several wav , to get up to 50 ( of the 
~ample. By th time y u have con­
duc ted your third wave and taken about 
si · months to do it. y u \.Viii have ~pent 
as much or more on a p r !-.Ur y ·om­
plete basi~ for mail vs. tel ph n . 

It's best Lou. e mai I \vhen ur group 
ha th · time to \vail and you V·/Hlll to 
ll ve lop data that is more detailed than 
th data you can get from a tel phon· 
. urvey. Depending on the pntienc or 
y ur audien ·.,mail questionnaire:-. can 
he many pages in l·ngth. In ad iition. 
pr duct llesign~ can he pi ·tur d and 
rat d ~om thing you can't io with 
Lei phone. 

Typical I y. I \Vou ld recomm nd 
against mail for all of the inaccuraci s 
that it has. If you have used mai I re ­
search in the past. change to telephone 
by trimming the numhcr or question. 
and hy scripting them in a tclc-conver­
. ant format. Jf you are receiving a sock 
return level. and you knov .... through cx­
p rienee that you are getting the be. t 
respond ntl\ and mu. t cover many top­
ics. by allm an~ ·ontinu ·to usc mail. 

Focus rroup 
he mo. t imp rtant thing to keep in 

mind ahout f u. groups is that the arc 
not samples thut are proj 'ctablc to an 
overall market audien e. This is only a 
qua litative tc ·hnique and i"> u~ell as a 
way of cone ·ptualizing i.ssu . , not ex­
ac tly measuring them. 

A '-"roup is ah ut tw hour~ in length 
and usually consist. of up to ten quali ­
fied and pre-s ·rcened re!-.pond nt s. o­
cus groups arc simply "tru tured di ,­
u~. ion scs~ions where compani s que~­

ti n inform ·lluscrs ab ul -.pe illc t p­
i · and/or prmlucl requirement.. , li ­
nts often ask me hO\A.' muny focus 

gr ups are ncccs~ary to evuluate quali ­
ta ti e i ~ sue . for one market "egm nl. I 
u ually re omm nd three, heeaus if 
we conduct thr ·c group. w can hett r 
search for a ons nsu~ of opinion. Fo­
cu. group~ are sp cially useful in de­
fining i ~ ue, o that they arc accurately 
presented n t lephone or mail survey 
proj ·cts that may f II \V the groups. 

It's best t U')e f ·u~ group. ~rhcn you 

do not fully understand the i!-.!-.ll ':1 fac ­
ing you in a nn\' market. wher the 
topics evaluated may h ·ompl . anll 
\Vhere group interaction may bring out 
opini ns better than other tcchni4ues. 
Thi!-. ·onccpt or group interaction is rh 
k y t ...;ucc ss in this methodology. Not 

nly can detail ·d opinions be gain d. 
hut wh n respondent'> arc allm·ved to 
interact. new and creati vc insights may 
h d v lo ed. Typically, telephone or 
mail o.;urv Y"· which are v ·ry scripted. 
do not chall ng there. pondent to cn~­
ativ height!-.. A I mentioned. take \vhat 
you learn in th fo · us ~roups to tksign 
the qu:.111titativ re~ arch that follows. 

Per sonal int 'rYi ·w 
~omparcd to the ther thr e tech ­

nique~. personal interview..; ar by far 
the most cxpcnsiv · to onduct on a per 
surv<.:y complete hasi'>. Th major part 
ofthi~ expense, or cour~c. i!-1 the ost of 
traveling to far flung intervi \V 'iit ~. 

I lowe cr, for '>PC iali1 d application . . 
personal interview!-. may he th only 
option for llcvcloping high quality data. 

It 's hc">t to LI'>C per~onal int rvie"v~ 

\Vh ·n thl' nature of the data you relJUire 
i"> detailed and you have a large bu lget. 
Typical ly. the intcrvic\vs Ia. t up to an 
h urandcan b· U\cd to covers ·icntific, 
financial, enginecrin~rorothcrcompl x 
topic~ that cannot he well evaluated 
through the oth ·r three method . . Th 
technique i~ especially \Vei l . uited t 
vi')uab r di!-.pla t fJ roducts for rating 
or th ir feature ... and ahilitic~ . ·or th 
1\ak 11" rell ibi lity. it's importan t that 
the intervie\\er you u~e is a technical 
exp rt nth topic. 

f-inally. personal interviews. regard­
lc~s of the survey topic. are many tim s 
condu ·ted with high prolile e, ecutives 
\>vho cun ., be rea h d through oth ·r 
!-.Urvcy means. This int rvi \V technique 
is more r . p cted bye ecuti es and as 
such th y may a ~ mm date it \Vhil · 
rejecting. other m th d . K ep i mind 
thar many e cutive...; require hefty in­
centiv 1\ t b en ~o urag ll into the intcr­
v icw pn cc~~. 

hi!-. arti I . f c urse, an 'L ·ovcr 
every a~pect of why each method may 
be bc~t to meet your requirement for 
data. But by emplo ing. th g n raltips 
w • 'vc di-.cu. ~e I. y u an get your in­
du~trial research o il to a-; lid start. For 
more informati n all me at 00-53 I-
90_5 . ._I 
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Data Us 
continued from p. 14 

thu . al l wing th u~e of ~mal in ~amp l e '\ iL . . R du ing 
the required 'iample ~in:. perhap'i from 400 to 200. with 
no l os~ or ~tati~ti a! power. can mo re th an C( mpen~at r r 
the addtd ct st of d vel oping. und using mu lt i- item scales 
in . lead or . ingle -item Ill asur 'i. 

In GISt:'i of tra ·k.ing ~ludic.., whe re a 'iurvcy is r ·pealed 

A further ad' an tag of nu~lti- iten1 scale 
over single-item n1easures i · that, for any 
giv n anzple . ize, the n1ean valu of a 
nnilti-item ale»'ill ha~easmallerstandard 
error than the n1 an ~alue of an individual 
iten1 (i.e., an) in~!e- it m n1ea ur ). , tute 
nzanager will not olerlook thi point 
he ·au. e it nzean that the u. e ofmulti-itenJ 
. ale. , rather than 'ing/e-iten1 mea .. ures 
ha the potential to reduce r ' ar h 
e.\p nditure. c n iderahl). 

again and again - commonplace fo r corporal imag 
'iurvey::-.. adv rti~ing ~ffectivcne~..., '\tudie~. cu'itl mer ~at­
isfacti n r ~ arch, and ot her total quality nwnag ment 
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· h h B (' o 49 on Reader Card '\Urvcy prmrram'i - the c ..,t ~av1ng . can c uue. est o 1----------------------
all, th ·va lidity and reliabili ty f the data will hav ·been 
greatly enh·mced \Vhich. in turn. mpmver~ management 
to make deci~ion~ with in ·r ased c nficl nc in the accu­
ra y of the research findings. 

Rip-off 
For thc~c rca 'ion'\. 'iingk-it m attitude mea . urcs rep rc­

'ien t the h i ggc~t ri -off in -;urv y re-;earc h. Skilled re­
search r'\ kno\\' t hi~ and try l av id ll'\ing them. In my 

pinion. r ~eareh com panic . that develop que~ t ionna ires 

wit hout multi -i tem ~calc~ for mea, uring attitude~ arc 
ith r ignorant. lacking the ~tatistical e, pt:rli'i ne ~sary 

to con~truct and evaluate the adcqua ·y or mu lt i-item 
scales. r not nmccrncd ahoutthc reliability and vali dity 
of ~u rvey finding<;. Rq _wrdlcss of the rea~on. the~e r -
~ear ·h ompani ~ co-;t their clients more over th long 
haul in 1 nn~ of rc'icarch dollar-; and profi tability of 
hu . ine'i~ d cisi n~. 

In the fac of today·.., increa~ingly compet itive bu'iine~'i 
cmrir ll1lll nt nnd "vcr-ti ghtening budgct'i, respon'iib le 
manager. IllU")t n~pir to rca li;re grea te r va lue from their 
rc~carch do ll ar~. Shrewd managers will rc~pond t 1 this 
challenge by insi..,ting on the u'\e of ~urvcy rese< rc h 
organita li >n::-. that are truly capable of deliver ing the high 
quality atti tude m a..;ur m nt that today"s hu~inc~s eli­
malL' demand~ . I_J 
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rad alk 
continued from p. 58 

and looks for un pected re. ult - findings that contra­
dict one or rnor f h r . t ries about th · nnrketing 
environment. I . h fin I. a surpri e, the manager carri ·s 
out an un. tru tur d. multi -stage procc.;ss to make :en:e of 
the une p ted r ~ull. This proc ·ss can h vi w d a a 
dialogu h t\v en th r ult and a t of tools at th 
mana,,. r ' s di po al lin Judi g analysis of scann ·r data, 
dis u .. i n with p r· , and mark ·t rescar ·h ]. ·t, th 

manag r tell. the t ry t har her in ·ights with p crs 
and sup ri r , d v I ping a common und ·rstanding . . "" i­
nally, th manager reat · an offi ·ial story that sh 

to ' . II' new marketing approa ·h ·s to pcopl outsi 
pr duct manag r 
u 

old. t in it n an ample to show hm: scann r d· ta 
and th r urce f information from th ··s t f tool " 

e) fit togcth ·r. 

ln anal zing scanner data, one But I r product manag r 
wa perple ed by poor sales of a n w "I ight" ari ty 
Butler pr duct in th · outh rn region. H b gan renting 
a t ry t e plain th ·poor sal shy talking to th regional 
ale manager. who guc.;ssed that Southerner didn't n-

um as much of this variety a people in other areas. 
' 'With thi · tcntativ hypothe. i . ... Gold. t in writ : , " the 

pr du t manau-cr th ·n entered into a dialogue . Th first 
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tool he u. d wa as an ncr data analy ­
sis, comparing . ales of Butler and 
com petit r pr du ts of this ari ty in 
th outh and in ther regions. h 
manager foun I that .~ utherners con­
. umed ·bout as [ nwch J of the 
ompetitor's light variety a: did 

pe pi in other region . . 
" h · product manager then rede­

fined the problem a~ ne of tast . He 
am up with a hunch of hi . vm: 

But! r'sli<ri1tvari tyd e notta teas 
good as its competition t 
c n ~ um rs. The manager t • 1 d thi . 
hun h u.·inu a ne tool. He hired a 
mark.et re~ arch firm to c.:ond u t blind 
la')te te . t ~ . Thes t sts showed n dif­
r r n e. b tween But I ·rand it m­

pctitors in 11a r. 
.. h" prod u t manag r fin all came 

up with a third hypothesis: that the 
South regional ·al . f r e was doing 
a poor job of c nvin inP supermar­
kets to stock Butler light vari l . The 
scann ·r data upp rted this h 'poth-

sis. showing that ales of li ht wcr 
rclati ely po r in th . outh. H · ac­
cepted this hypothe i because h sa\v 
n plau:ihl altcrnati . Thr ugh this 
. n. e-makinu pr · ss th manaPer 
m difi d his stories a out regi nnl 
diff rences in product sales, about 
theta . t of his product and ab ut the 
effecti eness of th · outh r gi nal 
. ale f r in introducinu new variet­
ie~." 

Liltl ana ly i 
In gen raJ. Gold . t in found thatth 

product manag r · at Butler did ery 
littl ' . tatisti al analysi . to undcr~tand 
the data, even though th ·y had the 
proper training and comput ·r soft­
ware to d s . 

B ·cause time ~ on traint. arc one of 
th · main r a n f r this. Goldstein 
suggests that computer. may hold the 
ke lO more effe ti annly~is. 

" asy-to-use c mput r - ba~ d too ls 
- possibly built u\ing cutivc sup­
port systems ~ofl ware - would make 
it easi ·r for man·Clg r t . p t a decline 
in sales at a national level and 'drill 
down' to find the regions or product~ 
that mi 1 ht be ·ausing the d line. 
Alt rnatively. c.:omput r-ba dint 1-

ligent ug nts or in~ight generators 
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could scan th mark ting database to 
identify mark ·ting probl rns or op­
portunities.... in e product manag-

r.- often don t have the tim to carr 
out a market-! vel week ly r monthly 
nna lysis of the lata if n major prob-
1 m. ar apparent at the nati na ll ev I, 
th , agent: ·an help th n1 find an 
important local tr ~nd that they might 

th rwis hav · ignor d until it af­
fe t d national performance ... :· 

, torie may be a nswer 
H w to persuade manager t do 

rn re . ophisticat ·d analy e '! Stori .­
may be th answer, < ldstein ay, . 

inc" pr du t managers structure th ir 
kno~.vJ dge of their us of anal ti 
tools as a t f stories. if th 
eoin 1 to U') 

niques, th y have to d velop addi ­
ti nal stories about th u. and ben-

fits of mor· . ophi ti at d statistical 
technique~. 

" o ace m li h thi . , mana crs must 
first he trained in ho\:v t us the.-" 
t ols to analyze anner data," 

oldstein wri te . "The abstract I ·s-

ring new truths, and if 
th ·irsu · ~ ss I d t mea. uruhlc impr v -
ments in produ t perf rmanc . stories 
ubout th u · r . tati . tical mod ·Is and 
theirb'ncfits uld preadtootherpr d­
u ·t mana r~ and th u e of statistical 

periencc, and 
found that \Vith ut th produ ·t 
manager·~ · perien e. the :cann ·r 
datn i. just numb rs. It· up t th user 
to put it ull tog ther. 

Tire report. "Producl Manager · . e 
of canner Dara: !\ Story of OrRani:n­
liona/ Leaning" ( rcporlnumber 93-109) 
is.J(n· alehyMSI. a/1617491 -_0 Ofor 
more informal hm. 
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Cr at r port figures by clicking on the 
qu tiom and stati tic . Cro ·£ab , multiple 
answer and open~ended answ included. 
Industry tandard data import and export. 

ENTRY PRO provid dam enrry for 5 users. 
S reen aummati ally generdted to ma£ch 
the print d form . Or print annabl forms 
and import the data. 

Limited·time - both produ t only 6 51 
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or Fax 415 .. 694 .. 2904 
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By Joseph Rydholm/QMRR editor 

Usi g stories to rna • 1n 

The folk who ' tudy humnn beha ior for n living say 
that one of the way we make en e of ur 'N rid is hy 
con~tructing ·t ri ' . \.Vhetherir' mething that hap­

pen~ to u~ or ·omething w e on the ne\vs, . ome of u: 
structure the events as a , tory to orgnnize our knov ledge 
of the \Vorld and pre. ent it to ther . 

Accordina to a recent study. pr du t manager u the 
. a me approa ·h to mak.e , ensc f their nnner data. 

The study, "Product Manager.-· U:eof ' ann r Data: 
, t ry of Organizational Leaning.'' is available a~ a work.­
ing paper from Lh' lark.cting i nee In ·titute (M 1). 

sense fscan rda a 

M I is a nun-profit rganil'ati n. ba . d in "ambrictg , 
Mas~ .. d' otcd to investigating marketing related i.· ..,ues. 

he r port's author. David K. II t in. i. aL i tant 
profe~sor of business admini~tration at Bo ' l n niver­
sity. s part of a larger study fth u: f cann r data at 
five groc ry manufaclur ·rs, oldstcin intervie\ved si 
pr du I managers and two information support personnel 
at a , _oo mill ion subsidiary of a major grocer manufac ­
turer. whi h i giv n the fi ·titious name Butler Foods in 
th r p rt. H intervi wed the Butler employee~ six months 
nfter the com pan hou hl scanner data for the fir~t time 
and thr rnonthL · fter ir had betrun u~ing the data 
c mpnnyv .. ·· id . 

G ld t in ught to answer four 4ucstions: 
I. HO\.v are pr du t manag r"' using.- ann r data? 
-· I I w d s th ana ly i. of the data h lp them I ·trn 

about change~ in th ir mark. Ling nvironment? 
3. 1-hnv docs thi I arning aff t their de isi ns on 

pricing. promotion de~ign and 11 w pr duct ev luatiotl'.) 
4. IIov .. ·· doe~ the data nHe t their relationship with 

customers and fellow mplo ( ' a I , p pie)? 
o learn hov .... each subj t \V rk.ed with th data. 

:ioldstcin collect ~d archival data from them \ hich he 
us d to onstruct a database describing how ea h . ubj 
u d th s anner data. 1 Te then searched fur all "rno,; by 

mparing that information to what he learned in the 
I WS. 

ld t inn tted t\vo main findings. ir:L. product mal1 -

ag rs mplete a f ur-st p process to analyze scanner 
data. hnng th ir . t ries and share lc ·trnina \Vith others. 

ec n I, manager ' anal z . mall suhs ts of their scanner 
data. Th ·e analy es nr guided hy e perien ·c. which is 

rganized ns a . rie. of stories. 
H r i G ld t in's d s ription of hm one product 

manag ~r v .... rked 11 a , et f dntn u. ing the four-st p 
proce:s: "Fir.t. a manng r ·am in .- the Is anncrl data 

continued on p. 56 
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